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ABSTRACT 

Over the years, the season of Hajj has always represented the major source of living 

not only for the people of Makkah, but for the whole region of Hijäz In the years 

preceding World War II and before the oil was discovered, Hajj was the economic 

backbone of the whole Kingdom of Saudi Arabia. However, after the economy of the 

country became dependent on the revenues of the oil, at the end of the World War II, the 

revenues of Hajj became a substantial influential factor, boosting the commercial 

activities of the private sectors in Makkah, and hence developing the entire economy of 

the city. 

The objective of this study is to investigate and evaluate the overall impact of the 

season of Hajj on the economy of Makkah with special investigation on the trade in 

consumer goods. 

In pursuing this objective, the, study has employed both library and empirical 

researches. The library research was adopted in the investigation of the overall effect of 

Hajj on the economy of Makkah, while the empirical research was conducted to 

investigate the effect of Hajj on the trade in consumer goods. A large survey was carried 

out on two samples: 484 shopkeepers and 434 pilgrims (consumers) in three major areas 

within Makkah, namely the Pram Area, Ma `äbdah Area and Aziziyyah Area. The 

collected data from these samples were analyzed in the computer with the aid of the SPSS 

programme. 
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The investigation concerning the overall effect of Hajj on the economy of Makkah 

focuses mainly on the private sectors, namely the Hajj service industries i. e., Twäfah 

Establishments (Pilgrims' Guilds), housing industry and transport industry, and the 

industrial sector. With respect to the effect of Hajj on the trade in consumer goods, the 

investigation focuses on the shopkeepers in terms of types and characteristics, of the 

shopkeepers involved in the trade in consumer goods, the significance of the location 

selected by shopkeepers during Hajj, their motives for trading in Hajj, their purchasing 

decisions relating to prices, quality, quantity and variety when they supply their goods. In 

relation to the consumer goods supplied by the shopkeepers, the investigation focuses on 

their types, characteristics i. e., origins, source of supply, types of sale. It also covers some 

related issues i. e., official procedures for trading in consumer goods, utilization of 

advertisements and employment in the trade in consumer goods. In addition, the effect of 

Hajj on the commercial renting business within the context of the trade in consumer 

goods is also investigated. 

Concerning the pilgrims (as consumers), the study focuses on their socio-economic 

and demographic characteristics, their purchasing criteria with respect to necessary and 

supplementary goods, their opinions on the market of goods and their attitudes towards 

their treatment by the shopkeepers and finally their expenditure profile and the major 

factors influencing it. 
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ORGANIZATION OF THE STUDY 

THE SEASON OF HAJJ 



CHAPTER: ONE. 

1. INTRODUCTION 

Pilgrimage to Makkah is the fifth pillar of Islam, falling in the last month of the Islamic 

calendar i. e., Dhul Ilijjah; millions of Muslims travel annually from every corner of the 

world to Makkah in order to perform this obligatory Islamic injunction, the Hajj. These 

large numbers of pilgrims expend large sums of money during their stay in Makkah on 

food, gifts, transport, accommodations and other services. In fact, the extent of their 

spending every year makes a visible and substantial contribution to the boom and the 

development of the private sectors, which consequently contributes significantly to the 

growth of the entire economy of the city. 

There is a vast amount of literature about many aspects of Hajj in terms of its history, 

religious aspects, administration etc. However, the economic aspect of Hajj as such has 

not been fully investigated. In recent years there have been some studies on some 

economic aspects of Hajj , but mostly dealing either with the effect of Hajj on the macro- 

economy of the country or dealing with the Hajj from a geographical and environmental 

point of view. Yet, the effect of Hajj on the economy of the host city, Makkah, as such, 

has been a neglected area. 

In this study, therefore, an attempt will be made to consider this matter, namely the 

effect of Hajj on the economy of Makkah. 
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1.1 PURPOSE OF THE STUDY: 

The purpose of the study is to carry out a general investigation into the overall effect of 

Bajj on the commercial activities run by the private sectors in Makkah, Saudi Arabia. 

Further, a special investigation will be carried out into the effect of Hajj on the trade in 

consumer goods as a commercial activity representative of other economic activities. 

More specifically, the main objectives of the study are enunciated as follows: 

1.1.1 Impact Of Haii On The Economy Of Makkah: 

The aim here is to evaluate the economic impact of Hajj on the main economic sectors 

in Makkah, namely the service industry and industrial sectors, as well as to identify the 

sector that is mostly influenced by the season of Hajj. The data for this part of the study 

will be based on the literature available in libraries as well as sources and materials 

published by official bodies. 

1.1.2 Impact Of Haii On The Trade In Consumer Goods In Makkah: 

The impact of Hajj on the trade in consumer goods will be investigated at three levels; 

shopkeepers, consumer goods and pilgrims. The objectives are as follows: 

As For The Shopkeepers (As Sellers): 

1) To identify the types of shopkeepers involved in the trade in consumer goods during 

Hajj, and to describe and compare their characteristics i. e., nationality, age, level of 

education and occupation. 
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2) To assess the significance of the location for trading in consumer goods during the 

season of the Hajj. 

3) To explain and discuss the motives of the shopkeepers for trading in consumer goods 

during Hajj, as well as their opinions on the Hajj as an important commercial season. 

4) To analyze the shopkeepers' purchasing decisions regarding prices, quality, variety 

and quantity when they buy (or supply) consumer goods. Their purchasing decisions on 

each item of prices, quality, variety and quantity will be statistically examined with some 

selected independent variables, as follows: 

a) Location of market: the markets have been located in three areas, namely the 

Central Area (1Yaram Area), Aziziyyah Area and Ma `äbdah Area. The purpose 

here is to inquire whether there is a significant relationship between the 

shopkeepers in different locations and their decisions regarding prices, quality, 

quantity and variety, and their locations. 

b) Period of activity: as annual or Hajj time activity. The aim here is to investigate 

if there is a significant difference between the annual and the Hajj time 

shopkeepers in terms of their decisions regarding each of prices, quality, quantity 

and variety. 

As For The Trade In Consumer Goods: 

F 

5) To identify the types of consumer goods supplied in the Hajj market and describe 

their characteristics e. g., origins, source of supply, types of sale etc. Other related issues 
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such as official procedures for trading in consumer goods, utilization of advertisements 

and employment in the trade of consumer goods will be also analysed . 

6) To assess the impact of Hajj on the commercial renting industry in the context of the 

trade of consumer goods. 

As For The Pilgrims (As Consumers): 

7) To identify and analyse the socio-economic and the demographic characteristics of 

the pilgrims purchasing the consumer goods. 

8) To identify the pilgrims trading in consumer goods during the season of Hajj, and 

explain their motives. 

9) To determine and analyse the pilgrims' purchasing criteria with respect to necessary 

and supplementary goods. Also, pilgrims' opinions on the market of consumer goods and 

their attitudes towards their treatment by shopkeepers will be discussed. 

10) To determine the expenditure profile of the pilgrims with respect to consumer 

goods, and explain the variations in their expenditure in the light of some selected 

demographic and socio-economic variables. 

L-2 STUDY AREAS: 

The study will be carried out on three areas (markets) as representative models for the 

city of Makkah. These areas are as follows: 
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1- Central Area of Makkah (Ijaram): It is the area surrounding the Holy Mosque. It has 

been selected because it is the most active commercial centre and the area where the 

residential density exists during Hajj. 

2- Ma `äbdah Area: this area is nearly half-way between the Holy Mosque and the Holy 

places. It has been selected because it is a major road which leads to the Holy places. 

3- `Aziziyyah Area: this area is one of the modem areas in Makkah, and contains many 

commercial centers. It has been selected because it is near the Holy places. 

These different places have been deliberately chosen in order to facilitate a comparative 

analysis and spatial evaluation of the effect of Hajj on the trade in consumer goods. 

1.3 RESEARCH HYPOTHESES:: 

Due to the fact that the study discusses several aspects of the trade in consumer goods 

during Hajj season, the research hypotheses will be confined to only one aspect, namely 

the shopkeepers' purchasing decisions regarding prices, quality, variety and quantity, as 

follows: 

1- There is a significant relationship between shopkeepers' decisions on prices, quality, 

quantity and variety, and their locations. That is, the shopkeepers in the Varam Area 

consider significantly uanti and vane in their decisions when they supply the 

consumer goods, while the shopkeepers in the Ma Vbdah and `Aziziyah areas consider 

significantly uali and prices. 
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This hypothesis is based on the assumption that the Haram area is the most densely 

populated area by pilgrims and this results in a high and diverse demand for a wide range 

of consumer goods. This therefore is reflected in the shopkeepers' decisions in this area 

as they supply the consumer goods in large quantities and with a wide range of variety in 

order to increase their sales and satisfy the needs of the pilgrims. 

In contrast, Ma äbdah and `Aziziyah areas are less populated by pilgrims, and the locals 

are the main consumers of goods. As a result, the shopkeepers are concerned more with 

the prices and the quality. 

This hypothesis will be tested by chi square. 

2- There are significant differences between annual and Hajj time shopkeepers with 

respect to their decisions regarding prices, quality, quantity and variety. That is, the Hajj 

time shopkeepers tend to consider prices uanti and varie , while the annual 

shopkeepers are significantly concerned only with the uali of the goods. 

This hypothesis is based on the assumption that the purchasing decisions of the Hajj 

time shopkeepers are mainly governed by the motivation of the high profitability of Hajj 

and by the constraint of the shortness of the Hajj period time. Therefore, the Hajj time 

shopkeepers, in order to maximize their gross profit within these two parameters, tend to 

buy (supply) their goods in large quantities, wide variety or assortment and with relatively 

low prices. In contrast, the annual shopkeepers are free of the constraint of the limited 

period of Hajj, but may still be motivated by the profitability of Hajj. As a result, they buy 

(supply) their goods with more concern for good quality so that they can sell them in 
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Hajj season or if not, goods with high quality are in demand all year round. 

1.4 ORGANIZATION OF THE STUDY: 

Since the objective of the study is to investigate the overall effect of Hajj on the 

economy of Makkah with special investigation into the trade of consumer goods, the 

main body of the research has been divided into the following chapters: 

Chanter One: Introduction: 

This chapter is mainly intended to give a brief outline of the study; its main objective, 

study areas and the hypotheses. It also provides a brief account about Hajj. 

Chapter Two: Influential Geographical And Human Factors On The Economy 
Of Makkah: 

This chapter provides general background information about the state and the 

conditions affecting the economy of Makkah. Since the location and the physical features 

of Makkah remarkably influence its economic life, it is the researcher's belief that this 

aspect should not be ignored in any study relating to the economy of Makkah. Therefore, 

Within this chapter we will discus the geographical factors i. e., location, physical 

characteristics, climate and to what extent they affect the economic activities. The second 

Part of the chapter will focus on the human factors in the form of the economic and the 

development plans, and to what extent they alleviate the negative effect imposed by the 

geographical factors on the economy of the city. 
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Chapter Three: The Overall Effect Of Hajj On The Economy Of Makkah: 

This chapter is devoted to investigate and evaluate the overall effect of Hajj on the 

economy of Makkah. In this chapter, we will investigate the major economic industries 

that are significantly influenced whether directly or indirectly by the season of Hajj. 

Initially, the chapter will investigate the indirect effect of Hajj on the structure -of the 

economy of Makkah through the government's expenditure on Hajj-related issues. 

Thereafter, attention will be drawn to the direct effect of Hajj on the major operating 

economic sectors, namely Hajj service industry i. e., pilgrims' guilds, housing and the 

transport industries, and the industrial sectors. 

Chapter Four: Survey Research Methodology: 

This chapter describes the survey methods and the procedures used in collecting the 

data from the samples, shopkeepers and pilgrims, and the data analysis with respect to the 

investigation of the trade in consumer goods. 

Chanters: Five, Six, Seven and Eight: 

These chapters are devoted to the discussions and statistical analyses of the data 

collected from the samples, shopkeepers and the pilgrims for the purpose of investigating 

and evaluating the effect of Hajj on the trade in consumer goods. 

Chapter Nine: Conclusions: 

This concluding chapter contains the conclusions derived from the whole study in two 

major parts. Presented in the first part are the conclusions derived from the study of the 
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effect of Hajj on the whole economy of Makkah. The second part contains the 

conclusions derived from the special investigation into the effect of Hajj on the trade in 

consumer goods. 

1.5 THE SEASON OF HAJJ (THE PILGRIMAGE TO MAKKAH): 

Hajj is the fifth of the five fundamental duties (known as pillars of Islam) that every 

Muslim is required to observe. The other pillars are (i) Profession of faith - to profess that 

there is no god but Allah and Muhammad is His Prophet, (ii) Performing the daily five 

prayers, (iii) Giving alms - Zakih, and (iv) Fasting in the month of Ramadan. However, 

the performance of Hajj is obligatory, at least once in a lifetime, for every Muslim, male 

or female, who is mentally, financially and physically fit. The Muslim who is of 

responsible age, in fairly good health and is financially capable and secure must perform 

Hajj at least once in his or her lifetime'. Financial ability here means that the Muslim 

should have enough provision to cover his own expenses and pay his outstanding debts 

and provide for the welfare of those of his family he is leaving behind. 

1.5.1 The Rites Of Hai i: 

Hajj consists of an essential series of rites which must be performed in sequence in 

Makkah and the nearby holy places i. e., `Arafah* , Muzdalifah and Mina. They must be 

performed between the eighth and the thirteenth days of Dhul Hijjah - the twelfth month 

of the Muslim lunar year. 

Hanunudah Abdalati. Islam In Focus. The International Islamic Federation Of Students Organisation 
(Kuwait) in cooperation with The Islamic Foundation, UK. 1978. p. 110. 
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1- Donning The Ritual Of Ihräm: 

This is the first step in performing Hajj. It refers to the state of consecration or ritual 

purification in which pilgrims put on two special garments. This ritual must be performed 

at special stations (known as Mawagit) before entering Makkah. 

2- Performing The Rites Of TawäfAnd Sa y 

On arrival, pilgrims proceed directly to the Holy Mosque in Makkah to perform first 

fawäf - walking seven times in a counter-clockwise direction around the Holy House 

(Ka ̀ bah). This tawäf is called arrival tawäf (Tawäf al-Qudvm). After the pilgrims 

complete the rite of fawäf, they perform the rite of sa y where they walk between Safa 

and Marwah, two small hills nearby the Ka ̀ bah about 400 meters apart, a total of seven 

one-way trips. 

3- Going To Mina And `Argil: 

It is a customary (Sunnah) on the advent of the eighth day of Dhul Hijjah that pilgrims 

head for Mina and stay there for the whole day - called Watering Day (Yawm al- 

Tarwiyah) where they perform the five prayers. On the following day, ninth day, all 

pilgrims must move to 'Arafah and stay there until sunset. This day is called the Standing 

Day (Yawm al-Wugvi). According to all Muslim scholars, the Standing Day in 'Arafah is 

the main pillar of Hajj, otherwise Hajj would not be valide. In 'Arafah, there is a mount 

Also known as `Artet. 
2 

- Sayyid Säbiq. Figh al-Sunnah. (Arabic version). Dar al-Turäth al-`Arabi. Cairo. 1365 AH. v: 1. p. 549. 
Also, Dr. `Ali Al-Ghämdi. 'Ikhtivärät Ibn Oudämah al-Fighiyyah. Dar al-Madani. Jeddah. Saudi Arabia. 
1986 (1407 AH) v: 1. P595. 
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known as the Mount of Mercy (Jabal al Rahmah) at which the Prophet Mohammed 

delivered his farewell sermon during his pilgrimage. 

4- Moving Towards Muzdalffah: 

At the sunset of the ninth day (Standing Day), pilgrims proceed en masse from 'Arafah 

towards Muzdalifah, a place located a few miles from 'Arafah en route to Mina. This 

mass move towards Muzdalifah is called Nafrah or 'lfdah (rushing or pouring forth) as 

hundreds of thousands of pilgrims, most of them in motor vehicles, rush head-long for 

Muzdalifah. At this place, pilgrims stay the whole or most of the night and perform the 

prayers of Maghrib and `Ishä . They also hunt around for stones, small pebbles, for use 

on the following days. 

5-The Return To Mina And Stoning The Jamarät. 

From Muzdalifah, pilgrims move, at the dawn of the tenth day or any time after 

midnight of the ninth day, towards Mina where they stay three days, known as 'Ayäm al- 

Tashriq. There, the pilgrims perform the rite of Ramy i. e., the stoning of the three 

concrete pillars called JamaräZ each one with seven pebbles. These three pillars represent 

the Devil, and the throwing of the pebbles symbolises the pilgrims' repudiation of evil. 

On the first day, the tenth day, pilgrims throw seven pebbles only at the largest pillar 

(known as Jamrat al- Agabah), while on the following two days all three pillars are 

stoned, each one with seven pebbles. 

6- T'awäfal-'li ah: 

After stoning the first pillar on the tenth day, pilgrims head again to the Holy Mosque to 
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perform the rite of 7'awäf al-'Ldah. The procedure is roughly the same as the arrival 

fawäf (Tawäf al-Qudiun). After the completion of this rite, pilgrims are free from all 

'Iiräm restrictions, and they go back to their daily routine. Then, they return to Mina and 

stay three days to complete the rite of Ramy. 

7- Tawäfal-Wadä `(Farewell ; I'awät) : 

The final rite of Hajj is the tawäfal-Wadi" (Farewell tawäl). This is obligatory for the 

Non-Makkan residents, and is performed just before the pilgrims leave Makkah. Its 

procedure is the same as the arrival Tawäfand the 'Idah Tawäf. At this point, all rites 

of Hajj are completed and pilgrims may go to Madinah to visit the Holy Mosque of the 

Prophet, though this is not obligatory. 

In the Hajj of 1995, a total of 1,041,203 external pilgrims performed Hajj. This figure 

may be doubled if the internal pilgrims are included. However, it is observed that the 

number of the external pilgrims has been increasing since 1993. That is, in 1993 the total 

external pilgrims were 992,813, and in the following year (1994) they increased to 

995,611, an increase with 0.28%. In 1995, the number again increased by 4.6%. Based on 

these figures, it can be predicted that the number of the external pilgrims will continue to 

increase from year to year. In fact, this large number of pilgrims pouring into Makkah 

every year brings about a sharp rise in the demand for food, other consumer goods, 

transportation, health care, religious guidance and accommodation. Such high and sudden 

demand for such goods and services encourages every economic resource in the city to 

participate in the supply of goods and services in the Hajj market. 
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CHAPTER: TWO 

2. ECONOMY OF MAKKAH: INFLUENTIAL GEOGRAPHICAL 

AND HUMAN FACTORS. 

2.1 INFLUENTIAL GEOGRAPHICAL FACTORS. 

Geographical Characteristics: 

2.1.1 Location. 

Site and situation: 

The purpose here is to evaluate the importance of the location as an influencing factor 

on trade. From an economic point of view, the geographical location can contribute either 

positively or negatively to the industrial and commercial activities of the city. This 

importance can be discerned when considering the structure of the land. For instance, a 

city with a high percentage of flat land can facilitate commercial movement and industrial 

production, while uneven or mountainous areas block the process of trade. In a flat land, 

it is noticed that the price of (lm2) is high, and this results in increasing the prices of 

lands and houses. On the other hand, this increasing price may be an obstacle against 

small businesses that require a certain amount of lands and buildings. 

Also, the commercial significance of the location emerges when considering other 

advantages and facilities that surround the place such as proximity to sea ports and 
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airports, and easy access to major routes. All these facilities play a serious role in 

advancing and prospering the commercial activities. 

In terms of factors such as the above, the location of Makkah enjoys some advantages 

and lacks others. 

Basically, Makkah is located on 21 25' North of the Equator and 39 44' 30" East of 

Greenwich. The city is situated in an extremely arid, barren valley among the Sirat 

Mountains on a surface largely consisting of crystalline, igneous and metamorphic rocks', 

as well as some of granite. Also the area contains granitic rocks of the pre-Cambrian 

Age'. This sort of structure does not seem to be promising for the future of the economy, 

especially for the owners of manufacture because their buildings may be threatened in the 

long term. However, given the whole geography of the region, Makkah is part of the 

western edge of the Arabic Plateau that stretches along the western coasts of the Red Sea. 

The rocks of this plateau go back to the pre-Cambrian Age that contains very solid 

granitic rocks. This type of rock is considered to be strong enough to resist climatic 

'- Igneous rocks are kind of rocks, formed from molten magma, such as basalt and grantic. Metamorphic 
rocks are igneous or sedimentary rocks, changed by heat, pressure, or chemical action within the Earth. 
See: 

- Adnan Yafi: Management of some large logistical problems of Hail (the Muslim Pilgrimage to Makkah and the 
holy Areas). A Ph. D. dissertation presented to the University of Texas. 1983. p. 6 

- Ahmad Kamal: The Sacred Journey: Being Pilgrimage to Mecca. London: George Allen & Unwin Ltd. 
1961/1964. p-3- 

- Abubaker A. Baqader: Leisure and Social Change in the City of Mecca. Thesis, University of Wisconsin at 
Madison, 1978. p. 14. 

- Ghazy Makky: Spatial Structure of Pilgrim Housing in Mecca. Saudi Arabia. Thesis, Michigan State University, 
1976. p. 22. 

15 



changes. The only disadvantage in this structure is that there are some rifts and cracks that 

have to be avoided when constructing heavy multistory buildings. 

Makkah also enjoys a strategic location, being located in the western region of Saudi 

Arabia, approximately 40 miles (70 km) from the large seaport of Jeddah on the Red Sea'. 

Furthermore, it enjoys easy access to many other coast seaports and harbours. Some of 

these accessible seaports are listed in Table 2-1. 

TABLE 2-1: SEAPORTS LOCATED NEARBv MANº: AII2. 

NAME LOCATION DIRECTION DISTANCE TYPE 

1-King Fahd Industrial Seaport Yanbu N-W-ý 385 km Industrial 

2-Yanbu Commercial Seaport Yanbu N-W 385 km 1 1 Commercial 

3-Jizan Seaport Jizan S-W 819 km Commercial 

4- Farasan Seaport Farasan S-W 819 km - Commercial 

5- Dhiba Seaport Dhiba N-W * Commercial 

6- Al-Khura bah Harbour Khuraybah * * Fishing 

7- Al Wa'h Harbour Wajh N-W 639 km Fishing 

8- Al-Lith Harbour Al-Lith S-W 175 Fishing 

9- Rabigh Harbour Rabigh (north-west) N-W 148 km Fishing 

10- Qunfidhah Harbour Qunfidhah S-W * Fishin 

I I-AI-Qahmah Harbour Qahmah * * Fishing 

12- Amlaj Harbour Amla' N-W * Fishing 

9 Information Unavailable. 

Makkah is linked to most of these seaports and harbours by a modern network of 

highways, which facilitate the movement of the goods from and to the markets of' 

Makkah. This position has benefited the city continuously since the old days. It stood at 

- Arther N. Strahien: Introduction to Physical Geography. New York: Wiley. 1973. pp. 422-49. 
Adnan Yafi. op cit. p-6- 

2_ Zaki M. A. Fizrsi: Makkah Al-Mukarramah: City and Haji Guide. Holy City Municipality Publication. 
Saudi Arabia. (n/d). p. 56. 
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the half-way point on the commercial caravan route between Yemen, in the South, and 

Syria, in the North'. Nowadays, it is connected by six important highways leading to 

Jeddah in the west, to Madinah in the north-west, to Taif in the south-east and to al-Laith 

in the south. 

The regional roads to and from Makkah are primarily designed to cope with the peak 

load during Hajj and are under-used at other timest. Remarkably, this network of roads 

has created significant access to the city from all directions and this has given the city a 

significant commercial position in the region. 

2.1.2 Physical Geography of Makkah (the Relief). 

This section deals with the physical features of Makkah and evaluates this structure, 

and the extent to which it affects the trade of Makkah, because the physical structures of 

any city must have a great influence on the degree to which the city can benefit from its 

economic, social, political and religious characteristics, but before discussing and 

evaluating those features as influencing factors, we need to throw some light on the 

nature of the physical characteristics of Makkah. 

'- Ghazy Makky: Mecca The Pilgrimage City. A Study of Pilgrim Accommodation. Hajj Research Centre. 
King Abdul Aziz University. Jeddah, Saudi Arabia. London, Groom Helm Publisher. 1978. p. 21. 

2- Majdi Hariri: Housing in Central Makkah: The Influence of Haii. Unpublished Ph. D. thesis. University of 
Newcastle. 1986. p. 6. 
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The city of Makkah is star-shaped in a mountainous area with the Holy Mosque in the 

centre. It lies amid a complex of mountains and alluvial valleys. The Holy Mosque is 

located in a low part of the city called 'Ibrähim Valley at. an elevation of 277 meters 

above sea level. Such topographic conditions impose strong physical constraints on 

residential development and cause many problems during the rainy season as most areas 

suffer from floods'. The worst affected area from floods, during the rainy season, is the 

Central area, where the Holy Mosque stands, because it is situated in the middle of the 

wide 'brähim Valley, surrounded by the highest mountains. Although parts of these 

mountains have been demolished, for residential and transport purposes, they still retain 

their characteristics. In 1978 MakW described the numerous mountains of Makkah that 

have unique historical and physical characteristics as follows: 

2.1.2.1 " Hlrä'Mountain: 

Also known as (Light Mountain). It is located to the north-east of Makkah. It rises to 

an elevation of about 634 meters above the sea level, and has rough slopes in all 

directions. This mountain contains the famous cave, facing the Holy Mosque, where the 

Prophet Muhammad (peace be upon him) used to meditate before the revelation. In this 

cave, the Prophet (peace be upon him) received the first message of the revelations that 

'- Ibid. p. 14. 
2- Ghazy Makky: Mecca: The Pilgrimage City. op cit. pp. 32-33. 
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were to become the Holy Qur'an. Muslims, particularly pilgrims, now visit the cave as a 

historical place. 

2.1.2.2 Thawur Mountain: 

This mountain is located to the south of Makkah; its peak rises to an elevation of about 

759 meters. It contains the cave in which the Prophet (peace be upon him) and his friend 

'Abu Bakr (the first caliph) hid from the people of Makkah when they were migrating to 

Madinah. 

2.1.2.3 'Abri Qubays Mountain: 

This mountain is located to the east of the Holy Mosque with a peak rising to an 

elevation of about 372 meters; it slopes roughly towards the east and the north-east where 

the peak of Khandamah Mountain rises to an elevation of 420 meters. 

2.1.2.4 Qal ̀ at 'Ijyäd Mountain: 

This is located to the south-east of the Holy Mosque between 'Ijyäd and Masfalah 

streets and rising to an elevation of 406 meters sloping gently towards the North. This 

mountain is named from the castle that is located at the peak of the mountain, also facing 

north towards the Holy Mosque. 

2.1.2.5 `Umar Mountain: 

The name is used for the northern parts of the mountain chain that is parallel to the 

Qal'at 'Ijyäd mountain chain. It rises to an elevation of 380 meters. It is very densely 

settled, especially on the parts facing the Holy Mosque. 
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2.1.2.6 Ka`bah Mountain: 

This mountain is located to the north-west of the Holy Mosque; it rises to an elevation 

of 340 meters and slopes gently in all directions. 

2.1.2.7 Qa ̀yqa ̀än Mountain: 

The mountain is part of a complex mountain chain that has several names depending 

on the specific location. The best known name for this mountain is Hindi Mountain. It 

rises to an elevation of 427 meters and slopes steeply toward the east, south-east and the 

west. 

2.1.2.8 DhäkhirMountain Chain: 

This mountain chain lies to the north of the Holy Mosque and rises to an elevation of 

about 426 meters. The peak of this mountain chain is located in the northern part of the 

chain at 442 meters and slopes abruptly toward the east. 

Other mountains are also found, namely: 7'antabä wi, Quz al Nakkäsah, Umm `ArIn, 

Al-Khbar, Al-DibP, Al-Wadi `ah, Al-Daraj and Al-Sarfah. These are scattered 

throughout the city'. 

Therefore, it is quite evident that the territory of Makkah is mostly characterized by 

such mountainous and rough areas, and it becomes more rough as one approaches the 
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Central Area (Haram Area). Such difficult physical conditions have shaped the outlook of 

the city and the type of constructions used. In addition to this physical effect, the estate 

market has been greatly affected as a result of shortage of flat land, since every 

commercial business requires flat land to enable it to enjoy all the services and utilities, 

like transportation, electricity, water supply, telephone etc., supplied by the government. 

For this reason, the prices of flat land, in some areas such as the Central Area and the 

surrounding lands, are extremely high, both for residential and for commercial use. Even 

for those who suggest taking advantage of the hill sides, by levelling part of these hills, 

the price is still high, because the cost of demolishing, ranging from 250-300 SR. per 

hour, will eventually be added to the price of the levelled land. 

However, since the Saudi era began, huge spending, estimated in 1403-1404 AH 

(1983-84) as high as 3 billions SR', has been incurred to increase the flat land available 

for commercial and residential purposes as much as possible. And this, to some extent, 

has lessened the impact of the physical constraints, at least in the Central Area. 

To conclude, one could confirm that there appears to be a strong relationship between 

physical features and commercial development. In the case of Makkah and its physical 

geography, commercial activities are evidently hindered and not developing rapidly. But, 

'- Dr. 'Ahmad Shiqiliyyah. Asind'ah fi Makkah al-Mukkaramah. Makkah Chamber for Commerce & 
Industry. Makkah. Saudi Arabia. 1407 (A. H). p. 33. 
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in spite of all these influencing geographical factors, Makkah has much flat land which is 

suitable for industrial and commercial activities. Some of this flat land is natural and in 

the form of valleys, such as: 'Ibrähim Valley, q'u'ay Valley, Makkah Valley, Masfalah, 

Tyäd, Al-Sayl, and Al-Tan `! m Valley. The built-up areas have stretched along these 

valleys. 

Besides the flat land, spreading out along the valleys mentioned above, there is another 

pattern of wide flat spaces, which are also suitable for commercial establishments, 

scattered among the mountains. This expansion was due to the exceptional rapid growth 

of Makkah in size. Through the ages, the city has witnessed a considerable boom in its 

growth. It has expanded in all directions to include more flat areas, some of which are 

known today as: Aziziyyah, Daqm al-Wabar, al-Mansur, al Rvsayfah, al Nuzhah, al- 

Zäher, al-Ma ̀ äbdah, al- Ade, al-Ghassa7ah, al-'Umrah and al-Tan ̀ lm. By the end of 

1987, Makkah had expanded to a total of 11700 hectares', and expected to reach 21330 

hectares in 2005. 

Fu'äd Tawfiq: Awdä' TakhtTl al= Iskffn 'ala Suftih a1-Jib51 bi Makkah. Research submitted to the 
Seminar of the Arabic City and Its Islamic Characteristics and Traditions, held in Madinah (Saudi 
Arabia) from 24-29 of Rabi' a1-Thäni. 1401 A. H. p. 127. 

Z- Report on the urban growth of Makkah. Ministry of Municipal and Rural Affairs Deputy of Ministry for 
planning of cities. Amänat al-'Asimah. 1407 A. H. pp. 60-62. 
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2.1.3 Climate: 

One of the important geographical influences, on economic development is the climate 

i. e., temperature, wind, rain, pressure and moisture. This strongly affects the human's way 

of life, for example, the way people dress, the kinds of houses they live in, and the kinds 

of food that farmers can grow. Weather and climate largely determine where humans can 

live, what shelter and clothes they need, and what food is available to them. The chief 

elements of weather, apart from air pressure, are temperature, moisture, rain and wind. 

Humans, however, can control the effects of climate in some respects. For example, 

central heating and air conditioning make buildings more comfortable to live and work in, 

whatever the weather. 

Thus, weather conditions, from an economic point of view, influence both the 

consumer and the producer's behaviour. For the consumer, it determines the nature of 

his/her needs. For example, in regions with high temperature, the consumer tends to 

require certain types of commodities such as air conditioners, light clothes, soft drinks, 

sunglasses etc., while his/her demand for heaters, wool clothes and the like is low and 

there is a converse pattern for those living in cold regions. Based on this criterion, the 

producer tends to supply or produce what consumers demand and this eventually has its 

own effect on the markets. 

Therefore, to evaluate the effect of climate on the economy of a town like Makkah, we 

should throw some light on its weather with some details about the climate records. 
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Comprehensive climatic data are only available for a short period in Makkah. The 

single meteorological station in the city began to operate only from 1970'. 

Generally speaking, Makkah's weather is very hot and dry during the summer; the heat 

is intense, frequently exceeding 48 C (120 F) in the shade. In winter, the weather tends to 

be warm with a moderate temperature of an average minimum of 18 C. However, it drops 

sometimes to an absolute minimum of 10.6 C. In some years there is little, if any, rainfall; 

however, some areas especially the central area (Haram Area) have been flooded by 

excessive rain, which has caused considerable damage. Such occurrences are infrequent; 

the last damaging rains happened in 19682. 

2.1.3.1 Temperature: 

The average annual temperature is about 31.0 C, and this may be due to the following 

reasons: (i) The remote location of Makkah from the effects of the sea; (ii) The high 

mountains surrounding the city; (iii) Makkah is within the tropical boundaries in which 

the sun light is perpendicular at midday during the summer. The average temperature, 

according to the Makkah Meteorology Station in 1992, is given below': 

'- Meraj N. Mirza: The Impact of Selected Physical Factors on Settlement Development in Makkah. Saudi 
Arabia. Unpublished M. Sc thesis. Eastern Michigan University, U. S. A. 1979. p. 97. 

2- Ghazy Makky: Mecca The Pilgrimage Citv. op cit. p. 33. 
'- Statistical Year Book. Ministry of Finance and National Economy, Central Department of Statistic. (The 

28th issue). Saudi Arabia. 1992. pp. 43-47. 
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TABLE 2-2: AVERAGE TEMPERATURE (MAX/MIN, MAX, MIN, ABSOLUTE MAX AND ABSOLUTE MIN) IN 
MAKKA1º (1992). 

Av. Temp. Max/Min Max Min 1 1 Absolute Max 1 1 Absolute Min 

Jan 21.2 27.6 16 32.7 11 

Feb 20.5 27.3 14.5 33.4 10.2 

Mar 25.7 33.2 19.7 39 13.6 

Apr 29.7 37.5 22.2 42 17.4 

Ma 32.8 40.2 
-J 

I 25.9 1 1 44.4 20.3 

Jun 35.2 43.3 27 47.8 24 

Jul 1 1 34.7 41.8 27.9 45.2 25.5 

Aug 34.2 41.3 27.7 44 
-J 

23.4 I 

Sept 34 41.8 27.2 46.3 25 

Oct 31.6 40.3 24.1 44 21.6 

Nov 26.5 33.1 21.1 36.4 18 

Dec 23.5 29.7 18.3 36.2 13.4 

Average I F-29.1 36.4 22.6 1 1 41 18.6 

These meteorological records give a general picture of Makkah's weather throughout 

the year. The absolute maximum temperature record was 47.8 C and the absolute 

minimum was 10.2 C. 

For the average temperature of the seasons, see the table below': 

T: k131. t: 2-3: AVERAGE TE\1PER. ATURE OF SEASONS (MAX. AND MIN. ) 

Seasons Average Max. Average Min. 

S rin 
ýý38 C 26 C 

Summer 42 C 32 C 

Autumn 38 C7 1 26 C 

Winter 32 C 1 18 C 1 

Consultants Preliminary Report. Makkah Meteorology Station. Dar Al-Handasah. 1983. p. 15. 
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Based on these records, Makkah's weather appears to be very hot throughout the year 

except in the season of winter that falls in Nov., Dec., Jan. and Feb. Such high 

temperatures could affect the duration for storing commodities, goods and the raw 

materials. It also affects the employees, in shops and manufacturers, in terms of physical 

and mental exhaustion. 

2.1.3.2 Rainfall: 

Because comprehensive records about the annual precipitation in Makkah were not 

available for long time, we must rely on the available data provided by the Meteorological 

Station of Makkah and other contemporary sources. Some records were provided for the 

period (1966-1970)' in the following table: 

TABLE 2-4: RAINFALL. FROM 1966-70. IN MILLIMETERS. 

Year Jan 1 1 Feb. Mar A r. Ma June Jul Au Se t. Oct. Nov. Dec. V. 
86.4 

1967 ýý ý ý 0 ý ý ý 3.3 1.0 58.8 2.0 ] 96.1 
1968 3.0 5.3 99.5 19.0 1.0 ý ý ý 49.2 25.0 202.0 

1969 240.8 16.0 4.5 4.5 3.5 - - - - 26.0 24.0 319.3 

1970 63.5 F -1 ý ý 23.0 22.8 109.3 

Av. 61.5 4.3 .9 20.8 7 3.8 .2 .7 2.7 9.8 41.3 10.8 157.2 

To conclude, the table shows that the average annual rainfall in Makkah is not 

constant, but varies from year to another. For example, the average in 1966 was 86.4 mm. 

and gradually increased (with a varying percentage) in the following three years, while it 

'- Office of Municipal Affairs, Makkah, Saudi Arabia. 
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declined sharply in 1970 down to 109.3 mm. Likewise, for the monthly average, the 

amount of rainfall varies depending on the season. The heaviest rainfall was in Nov., 

Dec., Jan and Apr. (41.3,10.8,61.5,20.8) respectively. 

It is worth mentioning, however, that the entire rainfall for a month may occur within a 

few days, causing flash floods (See for example the records of 1991 and 1992 in table 

(Table 2-5): 

TABLE 2-5: DISTRIBUTION OF RAINY DAYS AND AM1IOUNT OF RAINFALL BY MONTHS IN MAKKAH 
1991 AND 1992)'. 

1991 1992 Total 

Month No. of 
Rainy Days 

Amount of 
Rainfall 

mm 

No. of 
Rainy Days 

Amount of 
Rainfall 
(mm) 

No. of 
Rainy Days 

Amount of 
Rainfall 

(rnm) 

Janua 10 38.8 ý6 66.7 16 115.5 

February 3.7 

March, 6 9.3 
Ar LL 0 0 0 

May 2.3 ý0 Q0 2 2.3 

June 0 0 0 
10J ý-J 0 ... 

Jul 
August 00 5 46.2 

-- 
46.2 

September 0 Q 4 0.8 4 0.8 
: October[:: = 33.2 

November 6.9 10 40.7 12 47.6 

December ® 15.3 ý3 64.8 7 80.1 

Total 30 das 97.9 mm 35 das 240.8 mm 65 das 338.7 mm 

The table shows remarkable points regarding the rainfall distribution by months; the 

rainfall sometimes occurs within days in a single month and then stops for few months, as 

'- Statistical Year Book. 1992. op cit. pp. 38,51. 
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noticed in Jan. (1991) where it rained for 10 days and a few days in the following three 

months, and then stopped for four months until Oct., where again rain occurred for 4,2, 

and 4 days in Oct., Nov., and Dec. Likewise, in 1992 it rained for 9 days in Jan. and Feb, 

whereas it then stopped for five months. To draw a conclusion from table (4) and (5), we 

notice that the winter season is the only wet season. Of the winter months, January seems 

to have the heaviest rainfall. 

Therefore, rainfall in Makkah is very rare and does not occur regularly. The most 

expected times of the rainfall are in the winter season. The rain, however, may not fall for 

years. Despite the scarcity of rainfall, Makkah has always been threatened by flash floods; 

sometimes the entire rainfall for a season occurs within one or two days. Such destructive 

floods have been a serious danger to the commercial and urban areas especially the 

central district. Flooding problems are actually observed more along the main roads that 

lead to the Holy Mosque, as most of these roads lie within the flood plains'. Around 86 

flood incidences have been recorded to have hit the city of Makkah. Makkah, however, 

has recently witnessed a major development in all aspects. For coping with the flooding 

problems, sewerage networks were developed almost alongside the water distribution 

1- Makkah Region Planning and Development Proiect. Ministry of Municipal and Rural Affairs. D5r al- 
Handasah. Consultants Preliminary Report. Riyadh, Saudi Arabia. 1983. p. 74. 

2- Mohammed Tähir A1-Makky: Kitäb al-Tdr kh al-Oawim li Makkah wa Bayt Allah al-Karim. (Four 
Volumes). Maktabat al-Nahdah al-lladithah. Makkah. 1385 A. H. V: 2. p. 193. Also: Taqi al-DIn al-Mäliki: 
Shifä' al-Gharäm bi 'Akhbär al-Balad a1-Har5m. (Two Volumes). Där al-Kitäb al-'Arabi. Beirut. 1405 
H/ 1985. V2. p. 422. 
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network'. In addition, serious studies, on flooding drainage system, have been planned. 

The objectives of these studies are to develop the quality of the existing system and to 

cover all the urban areas of Makkah. At the present time, the first stage of the drainage 

system project has been completed, as the drainage pipes have laid in most areas such as 

Aziziyyah Street and its off-roads, al-Mansur Street, al- `Utaybiyyah Area, Umm al-Ju-d 

and Qacral-Diyäfah Street2. 

2.1.3.3 Wind direction, Pressure and Humidity: 

In the summer, Central Asia has a low pressure belt because the sun becomes 

perpendicular to the Tropic of Cancer (23.5 N), and this influences the Arabian Peninsula. 

In contrast, the Indian Ocean and the Mediterranean Sea both have high pressure zones. 

As a result, Makkah is influenced by the northwesterly, northeasterly and occasionally 

southwesterly winds (See Table 2-6). 

The northwesterly winds are mostly dry because no large water bodies are present to 

serve as sources of water vapour. The northeasterly winds are also dry because they pass 

over the desert region of the Arabian Peninsula. The monsoon winds blow from the 

south-west and cause occasional summer rainfall. 

I- Majdi M. Hariri. op cit. p. 228. 
2- Zuhayr Kutbi: Tasnf Miyäh a1-'Amtär bil 'Äsimah al-Mugadasah. First Ed. 'Amänat al-'Äsimah al- 

Muqadasah. Makkah. 1408 H (1988). pp. 27-28. 
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In the winter: the Arabian Peninsula comes under a high pressure belt that is located in 

the Atlantic Ocean and the Northern Sahara. Consequently, Makkah is influenced by the 

north-eastern trade winds and the north-western winds. The north-eastern trade winds do 

not affect Makkah much since the mountains prevent them from reaching the city. The 

north-western winds bring occasional wet storms from the Mediterranean Sea. 

T: knº. E 2-6 : Tºn? PREVAILING WIND (DIRECTION GRADES AND Spº.: H: n IN KNo'rs) 19921. 

Direc- Jan. Feb. Mar. Apr. May. Jun. Jul. Aug. Sept Oct. Nov. Dec 

tion 180 180 180 180 180 180 180 180 180 180 180 180 

S 
ve 

d 

Q ý ý ý ý ý ý Q Q D Q 4 

Air 
Pressure 

I0I4 1015.4 1011.5 1008.6 1006.8 1003.7 1003.6 100 100 1009 1012 101 

A Knot equals 1.2 miles or 1.9 km per hour. 

The humidity in Makkah varies from one season to another, depending on the climatic 

conditions in the region. The highest percentage of humidity occurs in January, 

November and December, while the lowest in September, July and August (see: Table 2-7). 

TABLE 2-7: RELATIVE HUMIIDITY ACCORDING To METEOROLOGICAL STATION OF MAKKAIH IN 1992-. 

Jan Feb. Ma Apr. 1 11 Jun. Jul. Au Set Oct. Nov. Dec. Av. 
A. R14 64 54 45 38 42 36 38 35 49 50 55 60 47 
M. R. H 96 85 84 69 9 p 69 75 72 80 92 92 92 82 
L. k. It 34 16 15 9 4 i 9 14 14 16 12 18 23 16 
A. R. F1= Average Relative Humidity. M. R. H°- Maximum Relative Humidity. L. R. H= Lowest Relative 
Humidity. 

'- Statistical Year Book. 1992. op cit. pp. 39-42. 
z- Statistical Year Book. 1992. op cit. pp. 35-37. 
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2.1.3.4 Water Resources in Makkah: 

Due to the scarcity of rain and the shortage of underground water, Makkah's 

inhabitants obtain water either from government-owned resources or from a number of 

private wells in and around the city. At the present time, Makkah depends on the 

following resources: 

1- Zamzam Water: 

This water is pumped from a well called Zamzam and located within the Holy Mosque. 

It is believed to have been found by the Prophet Ismä-`j7 (peace be upon him). Later, it 

was re-dug by the grandfather of the Prophet Muhammad (peace be upon him) and it has 

been supplying water since then. Although it tastes slightly bitter, Muslims, especially 

pilgrims and visitors, consume a large amount when performing Hajj or `Umrah because 

of its religious value. 

This well has undergone many developing processes over the years. In recent years, the 

well has been developed and provided with modem facilities. Nowadays, the water is 

easily available everywhere in the Holy Mosque; people can even obtain the water outside 

the Mosque through taps installed outside the Mosque. 

2- 'Ayn Zubaydah (Zubaydah Spring): 

This historical water source is one of the three oldest underground waters in Saudi 

Arabia. The other two sources are (i) Ayn al-Zargä in Madinah and (ii) Ayn al- 

Azlziyyah in Wädr Fätimah - Fätimah Valley. It is said that this spring was established, 
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in 174 H- 798 AD, by a woman called Zubaydah - the wife of the Caliph Härfn Al- 

Rashid- and the spring was named after her. 

It is located in Wädi al Nu män ( al-Nu ̀ män Valley) east-of Makkah. This spring was 

canalized to transfer the water in pipelines to the city of Makkah. In addition, another two 

water sources, taken from wells in the ý9bdiyyah and Rahjän valleys, were diverted to 

join Zubaydah pipelines in order to supply Makkah with enough quantity of water. 

3- 'Ayns Wädi Fifimah (Springs of Fätimah Valley) 

These springs are located in the Fätimah valley northwest of Makkah. This valley used 

to supply Makkah and Jeddah at the same time, but after establishing water desalination 

plants in Jeddah, all water resources in the Fätimah valley were diverted to Makkah. The 

source of water in the Fätimah Valley comes from a number of springs and wells, as 

follows: 

(i)- AzTzryyah Spring: The ancient name is 'Ayn al-Jadidah. It was built during the 

period of King Abdul Aziz, Father of the present King. Its water reached Makkah in 1951 

by Ministry of Finance Authority. 

(ii)- Al Matig Spring: Its water reached Makkah in 1957 by Ministry of Finance 

Authority. 
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(iii)- Sulah Spring. 

(iv)- AI-Qshäshiyyah Well'. 

Those springs and wells of the Fätimah Valley are considered to be a very important 

water source for the city of Makkah. But the exhaustion of this source and it being 

diverted away has negatively affected the cultivated area within the valley. The local 

inhabitants used to depend on this valley as a source to their farming and plants. Today, it 

is noticed that the cultivated areas in and around the Fätimah Valley are decreasing since 

this water is restricted to drinking only. Otherwise, such a cultivated area would have 

been a significant source of agriculture products to the market of Makkah. 

4- Desalination Plant: 

Due to the shortage of water resources in Makkah and the increasing consumption of 

water during Hajj and `Umrah, the government had decided to launch a project of 

refining water from the Red Sea. This huge project was established in Shu ̀ayibah Coast, 

100 km southward - old seaport of Makkah. It was constructed and completed in several 

stages which took 52 months (4 years and 4 months )Z. The total cost of this desalination 

project was $ 575 million. This desalination Plant was constructed to refine water with a 

maximum capacity of 40 million gallons per day and to supply Makkah and Taif with 25 
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mg' and 15 mg respectively. Its actual production started on 21 Jun. 1988, by the present 

king in a ceremony held at one of its distribution stations, Fath Station No: 2, in the 

Nei ̀ män Valley3. In 1988 the first production was 10005 m3 and went up to 23658 m3 in 

1989. Since then its production has been increasing every month in order to meet the 

increasing demands for water by locals and pilgrims. 

TABLE 2-8: QUANTITY OF WATER DESALINATED THROUGH DESALINATION PLANT FOR MAKK4II Bl' 
4 
. MONTHS 

In m' 
MONTH QUANTITY MONTH QUANTITY 

1 718 8 1995 

2 656 1 19 2942 

3 1207 10 2709 

4 1325 11 3636 

5 1219 12 3886 

6 1913 1 1 

7 1452 TOTAL 236658 

2.1.3.4.1 Additional Projects concerning water supply and sewerage network: 

In addition, Makkah has been given special attention by the government in the Master 

Development Plans. Concerning the improvement of water and sewerage network, the 

government has achieved a number of projects, costing many millions of SR, to ensure 

1- Alternative Urban Strategies. Regional and Town Planning Dept. p. 59., and data from the Ministry of 
Agriculture, via Ghazy Makkay. op cit. p. 38. 

Z- Ukaz Newspaper. No: 6516.8/7/1404 H. (1984). p. 2. 

- The total consumption for Makkah is estimated 5 mg daily. This will save 20 mg as a resource to 
unexpected needs in future. 

3- Ukaz (Daily newspaper). op cit. No: 8018.21 Jun. 1988. pp. 10-11. Also: Magazine of Municipalities, 

quarterly issues, Ministry of Municipal and Rural Affairs. Saudi Arabia, No: 15. Aug. 1988. pp. 14-20. 
4- Statistical Year Book. op cit. p. 362 
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that the special needs of the inhabitants of Makkah and the pilgrims are served. Some of 

these achievements are as follows: 

1- Construction of Water Tanks: This project is intended to collect and store water for the 

normal needs of the locals and the pilgrims during Hajj season. Around 20 Water Tanks, 

in various sizes, have been constructed throughout the city. The total capacity of these 

Tanks is more than 100,000 m3 and most of them were built on hillsides within the city. 

For the pilgrims, many Water Tanks were constructed in the Holy Places (Mina, `Arai 

Muzdalifah) with a total capacity of 432,000 m3. ̀ 

2- Extending the water supply network to Mina and `Artet at a cost of SR. 17.6 million 

or $ 4.7 million. 

3- Construction projects in Makkah to improve the water supply network costing a total 

of SR 221.25 million or $ 59 million. 

4-Construction of wells to increase the water resources at a cost of SR. 3.4 million or $1 

million. 

5- Free distribution of drinking water during Hajj and Ramadan seasons: 

1_ 'Ahmad al-Ghazäwi. Makkah al-Mukarramah fi Shadharät al-Dhahab lil Ghazäwi. Edited by Dr. 'Abdul 
'Aziz al-Ghämdi et al. Published by Nädi Makkah al-Thagäfi. Makkah. 1405 H. p. 57. Also: 'Ibrähim A. 
Kayfi: Makkah al-Mukarramah. General Administration for Youth Welfare. Riyadh. 1988. 
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Due to the increasing demand for drinking water during Hajj, `Umrah and Ramadan 

times, a factory for refining water was established by the order of King Fahad and at his 

expense. The purpose of this factory is to refine water, which is distributed in small 

packs, during Hajj and Ramadan, as a charitable gift to all Muslims. 

The factory was established in (1404 H, 1984) in the Rahjdn Valley, Southeast 

Makkah. The total production of the factory in the first year was 2.5 million plastic packs, 

the capacity of each pack is 1 liter. Its production was increased year after year until it 

reached, in 1408 H- 1988,30 million plastic packs'. During Hajj, the water is distributed 

throughout the Holy places at the Distribution Centre. During Ramadan, it is only 

distributed around the Holy Mosques in Makkah and Madinah'-. 

TABLE 2-9: NUMBER OF PLASTIC' PACKS DISTRIBUTED DUIuN'G HAJJ TIMFS (1984-88);. 

Year At Holy 
Mos ue 

Entrances of 
Makkah 

`Aral t Muzdalifah Mina Total 

1404/1984 235,000 - 148,000 - 1,640,000 1,640,000 

1405/1985 2,000,000 435,000 675,000 150,000 3,850,000 7,110,000 

1406/1986 2,200,000 440,000 1,100,000 570,000 
- 

4,298,000 8,608,000 

1407/1987 2,000,000 1 1 500,000 1,750,000 750,000 I F 5,300,00071 1 10,300,000 

1408/1988 2,552,000 550,000 2,500,000 1,250,000 6,4 88,000 13,290,000 

Total 8,987,000 1,925,000 6,173,000 2,720,000 21,526,000 41,331,000 

Faysal A. al-`Amüdi: Maseni` Ta'bi'at Miy5h Khädim al-Haramayan al-Sharifayn (King Fahr. A 
research paper presented to the Seminar of Transportation in Hajj. 5-7 July 1988. Organized by the 
Ministry of Transportation in coordination with the Ministry of Hajj and 'Awgif. p. 35. 

2-Ibid. p. 34. 
3-Ibid. p. 35. 
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This water source has much helped in coping with the rapid needs of water at Hajj 

times. In a special study conducted by the H. R. C. this water source was the largest 

amount, among other sources, distributed in the Holy Places as well as was easily 

available to all pilgrims'. 

Due to these multi-million development projects, Makkah has become able to cope 

with the increasing demands for water by the locals and the pilgrims. Remarkably 

enough, the large-scale water network has made the water available to every one's 

doorstep. Not only this, but even the commercial areas, such as shopping centres, 

industrial areas and good manufacturers, obtain water for commercial uses through this 

network. 

Makkah, then, obtains its water through two sources, and consumes yearly: (i) From 

the valleys a total quantity of 26,300,000 m3. (ii) From the desalination Plant a total of 

27,000,000 m3. The next table shows the growth of the number of subscribers and the 

total quantity of water consumed in Makkah during the period of 1403-1412 A. H (1983- 

1992) 

Dr. Sulaymän Mäli1d and Dr. Sa'ad 'Uwnäl :A study on availability of water in the Holy Places from the 
pilgrims' point of view in 1408 H- Historical and survey study. Hajj Research Centre Makkah. 1409 H. 
(1989). p. 47. 
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TABLE 2-10: QUANTITY OF WATER CONSUMED AND NUMBER OF SUBSCRIBERS 
, 
11403-12 A. H (1983- 

92)l 

1983 1984 1985 1986 1987 1988 1989 1 1 1990 1991 1 1 1992 
Qt. Of 33,531 22,610 27,872 31,498 25,964 27,664 -- 51,501 53,590 49,932 
water 

No of Sub 8,286 8,560 12,725 21,531 25,155 31,335 -- 35,236 46,812 46,200 
Qt = Quantity of water consumed. 
No. of Sub = Number of Subscribers at End of Each Month. 
(--) Not available. 

The consumption of water, however, may vary from one season to another. In the 

seasons of Hajj and Ramadan, the consumed quantity of water may equal a whole year's 

consumption. More development projects are under way to link the remote and new built- 

up areas with the existing network system. Those areas, however, can still obtain water by 

trucks that brings the water from wells located in the surrounding valleys' . 

2.1.4 Summary: 

In the previous section, we have reviewed geographical characteristics as influencing 

factors on the economy of Makkah. It is quite clear that the mountainous location of 

Makkah has, to some extent, influenced not only its commercial growth but stretched to 

all its aspects. 

Statistical Year Book (1992). op cit. p. 298. 
The cost per full tank truck is about 75 SR. in normal times, while during Hajj times the cost goes up to 
150 SR. This rise is observed as an effect of Iiajj; the owners of the trucks increase the price because of 
the traffic jams. Sometimes, the truck takes the whole day to fetch one tank of water. For this reason, 
most people living in such areas get enough quantity of water before the season of Hajj begins. (Through 
interviews with a number of households and the writer's observations) 

(Quantity in thousand m'). 
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Due to the mountainous location of Makkah, which is in fact surrounded by mountains 

from all directions, the city is considered to be geographically isolated from the 

neighboring regions. Such regional isolation is deemed to reduce the commercial 

relationships with the outsiders. As it happens, however, Makkah has never been 

considered to be isolated from other regions. Since the first settlement by the Prophet 

Ismi `17 and His mother Hijar, Makkah has been always the favored destination of all 

Muslims. Despite its rigid physical features, people continued, over the times, either to 

settle or to visit the Holy Mosque. Makkah, then, has gained this importance not because 

of its geographical location but from being, for Muslims, the holiest spot on the face of 

the. earth. Beside its holiness, Makkah today has, to some degree, overcome the 

difficulties imposed by the mountains, with the setting up of a modem roads-network. 

This network has linked Makkah with other regions and made the remote markets and the 

seaports easily available to the markets of Makkah. 

As for the physical features, the city used to live under the severe influence imposed 

by its topographic conditions. Nowadays, such conditions have less impact as multi- 

millions have been spent in developing the city. As explained earlier, the city witnessed 

major development projects with regard to demolishing parts of the mountains especially 

in the Central Area, for transportation, commercial or residential purposes. Since 1985, 
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the government spent a total of 301,468,000 SR, only for asphalting roads'. These 

development projects have provided the city with more flat spaces that have clearly 

reduced the effect of the physical features in Makkah. 

Concerning the climate conditions, Makkah was found to be within a hot area in 

almost every seasons. Some historians have remarked that the season of summer in 

Makkah lasts eleven months and the winter is only one month'. The annual average 

temperature is 30.7°C (87.3 F). Such hot weather occurs because: (i) Makkah is located 

away from the effects of the sea. (ii) It is surrounded by high mountains, and this prevents 

the winds from penetrating the city. (iii) Makkah is within the tropical boundaries. 

In a nutshell, Makkah is a hot city with: 

1- A temperature ranging between 20 - 52° . 

2- A total average annual rainfall of 157.2 mm. 

3- An average relative humidity between (0 - 10 %). 

Such weather elements are considered to be influencing factors on economic growth 

and commercial activities in terms of the following: 

ý- Madinah Magazine: Mashrti' t 12akhmah li Tatwir'Umm al-Aura. No: 79.1990. p. 68. 
2- Mohammed Rafi`: Makkah fi al-Garn al-Räbi` `Ashar al-Hiiri. Published by Nadi Makkah al-Thagäfi. 

Makkah. First Ed. 1981. p. 18. 
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1-Under such weather the duration, for storing consumption goods, particularly food 

commodities and drinks in the market, will be reduced. And this becomes extremely 

important specially during the peak-seasons such as Hajj times and Ramadan. For 

avoiding this influence, huge amounts of electricity, in some commodities stores, are to 

be consumed and continuously turned on. In consequence, such an effect leads either to a 

rise in the prices of commodities, which damage quickly such as food, or to adopting 

commercial activities other than such fast-damaged commodities. 

2- In such high temperatures, the industrial machines at manufacturers lose some of 

their life span. This requires regular and continuous maintenance which means an 

increase in the cost of production. This will eventually increase the prices of the goods 

produced by these factories. Also, the employees and labourers working in factories get 

quickly exhausted because of the heat. And this leads to an increase in the cost of 

manpower and a reduction in the working hours. 

3- Because of the nature of the physical geography, Makkah suffers from a shortage of 

water. For this, Makkah obtains huge quantities of water from neighbouring valleys 

through either pipelines or trucks. This consumption of water may double during Hajj 

times and the month of Ramadan. In consequences, all water resources, in the 

surrounding valleys and villages, are diverted to Makkah. And this has reduced the 

cultivated areas in these valleys; consequently, the agriculture products are severely 

affected. 
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2.2 INFLUENTIAL HUMAN FACTORS: 

In this section, we will review the factors, adopted or caused by human beings, while 

have had an influence on the commercial growth of Makkah. 

2.2.1 Government Economic Policy: 

The economic policy adopted by the government is regarded as the most powerful 

factor that has a direct impact on economic development. Before discussing the economic 

policy conducted by the government in Makkah, it is important to understand the 

development plans and the planning process, for the whole country, through which the 

economic policy is conducted. 

2.2.1.1 The Planning Process: 

It is the purpose of this section to explain how the planning process operates within the 

country, and to summarize the objectives of the Five Year Development Plans which 

have been implemented. Up to now, there have been Six Development Plans, each of 

which is based on a five-year period. 
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TABLE 2-11: THE FIVE-YEAR DEVELOPMENT PLANS IN SAUDI ARABIA'. 

MASTER DEVELOPMENT PLANS HIJRAH YEAR GREGORIAN YEAR 
First Development Plan 1390-1395 1970-1975 

Second Development Plan 1395-1400 1975-1980 

Third Development Plan 1400-1405 1980-1985 

Fourth Development Plan 1405-1410 1985-1990 

Fifth Development Plan 1410-1415 1990-1995 

Sixth Development Plan* 1415-1420 1 1 1995- 2000 

0 Information unavailable. 

Such plans are the primary instruments of development in the country. As conceptual 

frameworks the Five Year Development Plans represent structural designs for society's 

development; as organizational frame works they provide guidelines for implementation. 

While all government agencies are involved in the planning process, the key role is 

assigned to the Ministry of Planning, which is responsible for the preparation and 

coordination of all sectoral plans at the national level. The Five Year Plan is prepared in 

accordance with the guidelines of the national development strategy, as approved by the 

Council of Ministers. In specific terms, the Five Year Plan contains: (i) Plan Document, 

which outlines the medium term economic policies and development strategy, (ii) 

Operation Plans for each Ministry and public agency, which set all government 

expenditure and development programmes. Therefore, both Plans, the Plan Document 

and the Operation Plan, integrate the structural priorities and the directions of the 

economy as well as the development and expenditure programmes of the country. The 

Fouad Al-Farsy: Modernity And Tradition: The Saudi Equation. Kegan Paul International. London. 1990, 

p. 145. 
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latter become the guidelines for the annual budgets which function as the main annual 

instrument of economic policy. 

For various public sectors, this combined system of Five Year Plan and annual budget 

determines the level and pattern of expenditure, with all the associated implications for 

the progress and direction of sectoral development. 

For the private sectors, the system defines the regulatory and economic framework in 

which they operate. Moreover, the Five Year Plans provide orientation for the private 

sectors on the likely course of the economy, on related government policies, and on 

potential business opportunities'. 

2.2.1.2 The Objectives Of The Five Development Plans From 1390-1415 A. H (1970- 

1995)2: 

The Development Plans contain many elements covering every aspect of life at all 

levels in the country. Of these, some objectives affect, whether directly or indirectly, the 

commercial development of Makkah or the western province. The purpose of this section 

is to summarize the objectives of the First, Second, Third, Fourth and Fifth Development 

Ibid. pp. 145-147. 
Z- This section is based on various government publications; see, for example, Fouad Al-Farsy. op cit. pp. 

147-170. Ministry of Industry & Electricity: Progress and Achievements. Published by Tihama. Without 
date and page numbers. Ministry of Planning; Achievements of the Development Plans (1970-92). Saudi 
Arabia. Saudi House for Consulting Services(SHCS). Dal-11 'a1-'Istithmär 'al-ýSinä'i. 1990.8th ed. Saudi 
Arabia. pp. 72-147. 
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Plans, and to explain, in a brief way, with some discussion where necessary, the 

objectives set for developing Makkah: 

2.2.1.2.1 Religious Objectives: 

Islamic and moral values have been the foremost elements within all the Development 

Plans. For this, Makkah as a holy city is supposed to be planned and developed and its 

full Islamic values are given especial consideration. In practical terms, however, the value 

of some religious aspects in Makkah such as old Mosques and traditional spots seem to 

have diminished, as demolishing and constructing projects have been implemented 

throughout the city. This may be justified on the ground that the city needs to be 

developed in all aspects in order to cope with recent pilgrimage's difficulties. 

2.2.1.2.2 Economic Objectives. 

Economic objectives were given great emphasis, as a second priority, through all the 

development plans. Such objectives may be summarized as follows: 

1- Increasing the growth rate of gross domestic product (GDP). 

2- Developing human resources so that all elements of society can contribute more 

effectively to production and participate fully in the process of development. 

3- Diversifying the national economy base into productive sectors, particularly 

agriculture, industry and mining, and reducing dependence on oil sectors, as a main 

source, through increasing the share of other productive sectors in GDP. 
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4- Enlarging the Saudi manpower base and upgrading their productivity in all sectors 

through reducing reliance on foreign manpower. 

5- Developing non-petroleum industries throughout the country by establishing various 

industries such as canning, minerals, water supply, cement, glass, lumber, fisheries, 

marble, cotton weaving, leather and synthetics. 

6- Establishing an adequate infrastructure to give the private sectors the opportunity to 

undertake many of the economic tasks of the government. 

7- Considering a balanced economic and industrial development as between the different 

regions of the country. 

8- Encouraging the economic and industrial development through an advertising policy 

showing the exact prices of the refined-petroleum products and the natural gas. Such 

policy should be cleared and based on the presence of surplus reserves so that national 

manufacturing benefits from such products at cost price. 

9- Emphasizing maximum utilization of the country's minerals resources by encouraging 

the foreign companies and national investment capitals holders. 

2.2.1.2.3 Industrial Objectives. 

Due to the importance of the industrial sector in developing the economic base, the 

government appears to have given special attention to its industrial policy throughout all 

the Development Plans. In 1394 AH (1974), the government released a separate statement 

showing the principles of the industrial policy adopted by the government. The rationale 
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behind such a statement was the desire of the government to give the private sectors the 

opportunity to get maximum economic benefit from the industrial development 

programmes. It was also aimed at informing businessmen within the country of the basic 

principles of industrial policy. The objectives of the policy were defined as follows: 

1- The policy aims at encouraging and expanding the range of conversion industries and 

industries based on agriculture. That is because the outputs of these fields shall contribute 

to the national income, and create working opportunities that will lead to a rise in living 

standards for both society and individuals. 

2- the principle of free competition prevailing among commercial and industrial 

institutions is the foundation of economic activity in the country. The awareness of the 

government of this fact makes it believe that, to realize the objective of industrial 

development, it will have to give, somewhere along the line, these private institutions full 

freedom to shoulder the responsibility of carrying out industrial projects. To implement 

this purpose, the government shall offer all the support and aid required in all the phases 

of carrying out industrial projects by private sectors and businessmen who wish to acquire 

profits and who are prepared to accept the consequences of success and failure. 

3- The government considers that competition promotes the interest of consumers as the 

best way to motivate private industrial establishments to select profitable and suitable 

projects that absorb the purchasing capacity of the market which are characterized by 

their low costs of production. This will lead to fixing prices of products within fair and 
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reasonable limits for both producer and consumer. The government will not allow 

harmful foreign competition such as dumping competitions. 

4- The government provides businessmen, who are willing to contribute to the industrial 

development, with the necessary figures and data concerning industry fields. Also, the 

government will from time to time, publish information about feasible projects for which 

investments are possible, as well as any other useful information in this respect. 

5- The government is prepared to offer different financial and attractive incentives to all 

industrial sectors in a manner that makes all projects successful in terms of ideas and 

management. These incentives include the following: 

A- Offering loans and capital participation on the basis of easy and attractive terms. 

B- Assisting businessmen in establishing industrial companies among them with further 

assistance in their organization. 

C- Assistance in the selection of the industrial projects, the preparation of the economic 

feasibility studies and the evaluation thereof. 

D- Offering the financial and technical aid required for operating factories. 

E- Exemption of machinery, equipment and raw materials from customs fees. 

F- Exemption shares of foreign partners in projects, capitals from taxes imposed on 

company profits. 

G- Giving priority to national products in government purchases. 
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H- Imposing customs tariff on competing foreign products so as to protect the local 

products. 

I- Granting plots of lands in the industrial zones for erecting factories. 

J- Providing the necessary support to train Saudi workers. 

K- Rendering assistance in exporting the national products. 

6- Applying the principle of industrial licensing for projects in which the invested capital 

or the number of workers or the volume of productive capacity go beyond certain limits. 

7- The government will sponsor and establish the great scale industrial projects that 

cannot be undertaken by the private sector alone. The purpose of this policy is to give the 

private sector the opportunity to contribute to them according to their potential, and to 

sell its shares in these projects to the public at the appropriate time. 

8- The government will exert its efforts to avoid resorting to the imposition of 

quantitative restrictions or fixing the prices as a means of implementing its industrial 

policy. 

9- The government will recognize the right of the private sector operate in the industrial 

fields, to invest, select and manage the economic resources including manpower working 

in this field as long as it is within limits that do not contradict the existing regulations. 

10- The government will avoid imposing any restrictions to the movement of fund 

transfer to or from the Kingdom. For this, it welcomes the entry of foreign capital and the 

advent of foreign experience to the industrial sectors in the country. 
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11- The government will provide all public utilities and the infrastructure that are 

requisite to the development of economically feasible industries. 

2.2.1.3 Major Government Agencies Involved in Industrial and Economic 

Development': 

In this section, we will identify the government agencies and organizations responsible 

for industrial and economic development. A brief introduction, explaining the main 

responsibilities of each body, is also given: 

2.2.1.3.1 Ministry of Agriculture and Water. 

This body is mainly responsible for implementing the economic plans and programmes 

concerned with agriculture, water supply development, desalination, irrigation and 

conservation of scarce water. The body is also in charge of animal resources, fisheries, 

grain silos and locust control. Further, under the Department of Economic Studies and 

Statistics, the Ministry is responsible for granting licenses to commercial projects for 

which technical and economic feasibility studies have been prepared, and which are 

usually financed by the Saudi Arabian Agricultural Bank. 

'- Ibid. 
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2.2.1.3.2 Ministry of Commerce. 

The role of this body comprises foodstuff quality control, consumer protection, the 

registration of companies and commercial agents, labelling regulations and standards. For 

implementing its tasks, the Ministry has many branches in all major cities. In 1989,18 

branches of the Ministry were recorded, and they are located in Abha, Ar, ̀ ar, Bahah, 

Buraydah, Dammam, Hail, Hufuf, al-Jawf, Jeddah, Madinah, Makkah, al-Majmaah, 

Najran, Jizan, Tabuk Taif, Aunayzah and Yanbu. 

In Makkah, there are several agencies functioning as representative departments of the 

Ministry of Commerce. The Branch of the Ministry in Makkah carries out the role of the 

Ministry and is responsible for the commercial activities in the area of Makkah in terms 

of. 

1. Granting licenses to the commercial projects established in the region, in cooperation 

with other official bodies such as Municipality and Civil Defense Administration. 

2. Issuing and registering commercial registrations for commercial agencies in the 

region. 

3. - Monitoring stores of basic commodities held within the city and exercising control 

over prices. 

4. Calculating the quantities that must be imported to ensure continuous availability 

especially during Ramadan and Hajj seasons. 
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For maintaining good quality of products for local and international markets, the 

Ministry has an organization in Makkah called Saudi Arabian Standards Organization 

(SASO). The main objectives of the SASO are to protect the local consumer against 

substandard quality and to enhance the export potential of national products. It also 

determines and enforces approved standards of services, facilities, utilities and products 

within Makkah. 

For commercial disputes, the Ministry has a committee; its main function is to settle 

any commercial disputes that occur between commercial institutes and contractors, in 

association with the Chamber of Commerce & Industry, according to the regulations set 

by the Ministry. 

2.2.1.3.3 Ministry of Industry and Electricity 

Despite all the government agencies in all levels i. e., ministerial and organizational 

levels which are interrelated and involved, in a way or another, in the process of 

economic and industry development, the Ministry of Industry and Electricity remains the 

first and the directly responsible body for industrial development. The main objectives of 

the Ministry are: 

1. - Achieving balanced and constant development in the industrial sector in the 

different regions of the country. 

2. - Creating a suitable climate to protect and encourage national manufacturing so that 

the government achieves all the pre-planned projects in this important sector. 

52 



3. - Adopting the necessary policies and measures for developing the rural and remote 

areas of the Kingdom so that they achieve suitable economic and industrial development. 

For implementing such objectives, the Ministry is divided into three divisions, each of 

which is headed by a deputy Minister and responsible for certain duties. The first one is 

concerned with industrial affairs, the second is for electricity affairs, the third is for 

administration and financial affairs. Because industrial and economic development is our 

concern in this section, we will concentrate only on the industrial affairs. The Division of 

Industry Affairs implements its objectives through committees and administrations, as 

follows: 

- Foreign Capital Investment Committee. The purpose of this committee is to consider 

foreign investment license applications and make decisions on them for submission to the 

Minister for ratification; recommend penalties for projects violating FCIL (Foreign 

Capital Investment Law). 

- Committee For Land Distribution In Industrial Areas. Its function is to make decisions 

on the allocation of industrial plots and the extent of such plots in industrial estates and 

cities. 

- Industrial Licensing Committee. It makes decisions on applications for industrial 

licenses and reviews policy measures relating to licensing. 

- Exemption Committee. It makes decisions on applications for exemption under the Law 

for the Protection and Encouragement of National Industries; review policy measures 

relating to industrial protection. 
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- Foreign Capital Investment Administration. It administers FCIL and services the 

Foreign Capital Investment Committee; evaluates and licenses foreign investment 

projects; liaises with other Ministries and Government Agencies on matters pertaining to 

foreign investment. 

- Industrial Licensing Administration. This is to evaluate and license new industrial 

projects or the expansion of existing projects (in association with FCIB for foreign 

investment projects); follow-up on the establishment and operation of projects. 

- Engineering and Projects Administration. It plans, designs and supervises the 

construction, operation and maintenance of industrial estates; approves plans and designs 

for factories-of licensed projects to be set up in industrial estates, with assistance from the 

Saudi Consulting House (SCH). 

- Industrial Protection And Encouragement Administration. It is to administer the Law for 

the Protection and Encouragement of National Industries, by evaluating and granting 

concessions on tariffs and other forms of protection and encouragement. 

- Industrial Statistics And Data Administration. It develops and maintains statistics of 

industrial establishments, including a quarterly list of licensed projects; it conducts 

regular surveys. 

- Industrial Cities Administration. It administers the industrial cities and estates; it 

evaluates requests for plots in these estates and cities. 
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2.2.1.3.4 Other Agencies Supporting Economic & Industrial Development: 

In addition to the above governmental bodies involved in industrial and economic 

development, there are some other agencies, attached to different Ministries, which 

support the process of economic and industrial development. The objectives of these 

agencies have been to back up the projects of both public and private sectors either in 

terms of financing, consulting or management. The following table gives some details 

about the agencies and their functions: 
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TABLE 2-12:: OFFICIAL AGENCIES INVOLVED IN INDUSTRIAL DEVELOPMENT. 

Government agencies 
7 1 Function Notes 

Saudi Consulting I louse(SCH) Providing Consultancy Services In Industry Sector A 

Saudi Arabian Basic Industries Co. (SABIC) Petrochemical Manufacturing A 

Royal Commission for Jubail & Yanbu Hydrocarbonic Manufacturing A 

PETROMIN ulti M-purpose Manufacturing A 

ARAMCO Oil Refining A 

SAMARIC Oil Refining & Marketing A 

Grain Silos & Flour Mills Org. (GSFMO) Agriculture Industries A 

Public Corporation Of Electricity Electricity Service B 

Saudi Arabian Standard Org. (SASO) Legislating Commodity Standards B 

King Abdul Aziz City For Science & Technology(KACST) Industrial & Agriculture Research B 

Chambers Of Commerce & Industry Council Of Saudi 

Chambers 

1 Banking Industry & Commercial Information 11 C 1 

Engineering Consulting Committee Engineering Research C 

Saudi Exports' Development Centre Activating Exports C 

General Organization For Technical Education & Vocational 

Training 
Improving Manpower Skills 1 C 11 

Dept. Of Observation & Environment Protection Protecting The Environment & Maintaining The 
Natural Resources 

B 

National Industrialization Company Establishing Advanced Industries C 

Saudi Corporation For Investment Establishing Industrial Projects C 

Madinah Company For Industrial Investment Investment In Industrial Activities In Madinah C 

National Company For Industrial Operation & Service Conducting Maintenance, Operation and Service 
Activities 

C 

Gulf Corporation For Industrial Investment Industrial Investments In Gulf States C 

Saudi Company For Industrial development Petrochemical & Consumption Commodities 
Manufacturing 

C 

Saudi Company For Industrial Exports Abroad Marketing For Local Industrial Products C 

Saudi Industrial Development Fund(SIDF) Financing Industrial Projects Of Private Sector C 
_3 General Investment Fund(GIF) Financing Commercial And Productive Projects Of 

Public And Private Sector 
B 

Real Estate Development Fund(REDF) Providing Free Interest-Loans For Citizens To Build 
Houses, Offices 

_etc. 

C 

Saudi Arabian Agricultural Bank(SAAB) Financing Farmers To Develop Agriculture Sector C 

(A) Agencies directly involved in public sector development. (B) Agencies involved in public and private sectors' development. (C) 
Agencies involved mostly in the private sector. 

1- Dalil 'al-'Istithmir'a1-Sind'i. 1990. op cit. pp. 80-147 
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It appears from the functions of the agencies, that the government's industrial policy 

aims to assign non-petroleum industrial projects, such as foodstuff, agriculture products 

etc., to the private sector, while the government sector is to be responsible for developing 

the petroleum industrial projects. These government's agencies work and implement their 

objectives in coordination with each other and within the limits of the ultimate national 

and economic principles. 

2.2.1.4 The Effect of The Development Plans on Makkah: 

Makkah, as one of the Kingdom's main cities, and as the holiest place, has been a 

target for development at all levels and in all aspects of all government's Development 

Plans. Because we are particularly concerned with economic policy, we will measure and 

discuss the effect of such economic policy on the city of Makkah through the following: 

2.2.1.4.1 Industrial Development. 

On the whole, the industrial sector in the Kingdom may be considered as relatively 

novel vis-a vis commercial activities. The industrial structure falls into two groups as 

follows: 

1- The Basic Industries Sector: 

This sector includes projects established and managed by the Saudi Company for Basic 

Industries (SABIC) that are predominantly hydrocarbon oriented. Also, it includes the 

heavy minerals industry. These industries require investment of considerable capital and 

involve massive power consumption. The materials resulting from refining oil and 
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processing gas are the raw materials for such industries. The petrochemicals 

manufactured by these projects are prime export products. 

2- The Conversion Industry Sector': 

This sector includes: 

(a)- Factories licensed by the Ministry of Industry & Electricity and owned by the 

private sector. Most of the projects within this sector are set up by loans from the Saudi 

Industrial Development Fund (SIDF). The main products of these industries are directed 

primarily to the local markets. The government grants these private sector investors 

attractive financial incentives such as: (i) leasing lands at nominal prices in industrial 

areas and (ii) allowing the use of power supplies andutilities at reasonable prices. Loans 

are granted by the Saudi Industrial Development Fund (SIDF), and priority is given to 

such factories' products. 

(b)- Small factories (Workshops) involved in repair work and producing commodities 

on a small-scale. Such workshops are licensed by local municipalities and obtain 

commercial registration from the Ministry of Commerce or its branches. Hence, the 

The conversion industry sector is based on light projects that convert or remanufacture the raw materials 
and the half-manufactured products into complete or almost complete manufactured products eg, 
foodstuff, building materials etc. (Also called supplementary industries). While the basic industries sector 
is based on heavy projects that abstract and manufacture pure raw materials such as iron ore, steel etc, the 
basic industries sector also aims to assist the conversion industries in providing supplementary and 
finished products. 
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follow-up process with respect to the activities of these factories or workshops is not 

under the control of the Ministry of Industry & Electricity. The financial requirements of 

such factories are limited to the availability of operational capital and raw materials rather 

than to their needs for equipment and installations. The financing of these factories is 

very often provided by the owners of such factories. Sometimes, however, they get loans 

from the Saudi Loan Bank (SLB). 

As for industrial development, in line with the government's economic strategy, the 

industry sectors in both the basic industry sector and the conversion industry sector have 

been the key element for diversifying the economy into other productive sectors. Further, 

to reduce dependence on the production of oil as a primary source of national income and 

to reduce the country's need for imported goods, the government has encouraged the 

development of a wide range of manufacturing industries. This policy, however, controls 

industrial development in all regions of the country. 

In the following pages, we will look at various aspects of this industrial development 

and provide statistics that give some measure of the industrial development in Makkah as 

compared with the other cities, keeping in mind that our concern here is to discuss the 

industrial development of the conversion industry sector which covers the factories 

licensed by the Ministry of Industry & Electricity and the small factories or the 

workshops licensed by the local municipalities. 

The industrial development, then, can be understood by looking at the following: 
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2.2.1.4.1.1 Industrial Estates 

In pursuit of the balanced regional development policy, and in an effort to stimulate 

the industrial sector, eight adequately developed industrial estates have been established, 

with different general utilities and services necessary for the establishment of factories, at 

Riyadh, Jeddah, Dammam, Qassim, Al-Hansa and Makkah. The rationale behind 

establishing industrial cities in certain areas is an economic decision that has social 

ramifications. For this, one of the principles of the first strategic base of the Fourth 

Development Plan indicated the necessity of selecting development centres in areas 

capable of containing and supporting the productive project to attract inhabitants of 

surrounding areas lacking growth potential. On this ground, a selection has been made of 

new industries, their distribution and the construction of the supporting industrial utilities 

so that industries would benefit from environmental advantages, as well as enjoying the 

industrial integration and correlation designed to reduce costs and increase productivity. 

Up to 1992, these industrial cities encompassed a total area of 33.7 million m2, with a 

total cost of around SR 1900 million'. 

Although these industrial estates are different in size, quality and services provided, 

they have several common principal characteristics that may be summarized as follows: 

ý- Achievements Of the Development Plans (1970-1992)- Facts & Figures. Ministry of Planning, Saudi 
Arabia. (n/d) p. 44. 
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1- Each area of Industrial State is divided into plots of sizes to meet the requirements 

of different industries. Each lot is provided with all basic utility services such as 

electricity, water, telephone, sewage, rainfall drainage. 

2- Industrial Estates furnish various services to existing factories. Some of them 

include workshops rendering technical services. 

3- The Department of Industrial Estate at the Ministry of Industry & Electricity is in 

charge of supervising all the Industrial Cities in the country. 

4- In each Industrial Estate, there is an administrative staff tied up with the Ministry of 

Industry and Electricity, supervising the Estate and following up its projects. 

2.2.1.4.1.1.1 The general Objectives Of The Establishment Of Industrial Estates: 

The development of industrial estates is considered as one of the basic means of 

speeding up the wheel of industrial development throughout the country. It allows project 

owners, wishing to participate in the industrial fields, to obtain land lots for the 

construction of their factories within the estate in return of symbolic and nominal rentals 

at the rate of (8) Halalah ( One Saudi Riyal = 100 Halalah) for a square meter. 

2.2.1.4.1.1.2 Advantages & Services Of Industrial Estates: 

Each industrial estate contains the following: 

1- Public utilities and services such as: 

. Water network. 

Sewage network. 
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9 Rainfall drainage. 

" Electric power network. 

" Telephone communication network. 

9 Paved and lighted roads inside these estates. 

2- Services of a technical workshop exist in the industrial estate for the fabrication of 

spare parts needed by the factories. 

3- Basic Services such as: 

Bank, Post Office, Police Station, Medical Clinic, Mosque and Civil Defense Centre. 

4- Land for housing workers at symbolic rentals equals to 8 Halalah for a square meter. 

Concerning the city of Makkah, the industrial estate was established out of the Haram 

Zone, on the road to Madinah, north Makkah, so that the city avoids environmental 

pollution and the noise caused by the factories. Besides, Makkah has another two small 

industrial estates: 

1- Industrial Karä Estate that is located out of the Haram Zone, on the road to Taif, south 

east Makkah. 

2- Industrial Shumaysi Estate that is located out of the pram Zone, on the road to 

Jeddah, west Makkah. 

These two minor industrial zones are considered to be secondary estates, and both of 

them support the main industrial city to meet the needs of the city. The different locations 

of the three industrial estates were deliberately chosen to avoid transport difficulties and 

to facilitate the movement of products to and from the factories. 
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2.2.1.4.1.1.3 Growth Of The Area Of Makkah Industrial Estates : 

Due to the importance of these industrial estates and acknowledging its key role in the 

development of the industry sector, the industrial estate of Makkah has undergone a 

considerable developmental process. By the end of the first Development Plan (1970-75), 

the total area of the industrial estate of Makkah was around 700,000 m2, and this had 

doubled up to 1200,000 by the end of the second development plan (1975-80). As the 

policy of industrial development was increasingly emphasized in the third development 

plan, the total area of the industrial estate of Makkah went up to 2,120,000 m2 by the end 

of 1985. During the fourth Development Plan (1985-90), major development changes 

took place in the industrial sector as greater emphasis was again put on speeding up the 

development of the industry field and expanding the industrial infrastructure throughout 

the country. In consequence, by the end of 1986 the total area of the industrial estate of 

Makkah increased up to 4.5 m2. (See: Table 2-13). 

The following comparative table shows the phases of growth of the industrial city of 

Makkah compared with other major cities: 
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As shown in Table 2-13, the total area of the industrial city of Makkah was the third 

largest area among the main Saudi cities through the First Development Plan: it was 

estimated for 750,000 m2 , representing around 12% of the total area of the industrial 

estates. It is worth noticing that the area of the industrial city of Makkah, through the first 

Plan (1970-75), was twice as big as the area of the industrial city of Riyadh, which later 

became much bigger than the first. 

Although the industrial city of Makkah did develop over the period of the three 

Development Plans(1970-85), its average growth is seen to be slow compared with, for 

example, Riyadh, Jeddah and Dammam. In Table 2-14, the average growth for Makkah 

over the three Plans is 8.92% that is less than half of the average of Riyadh, Jeddah and 

Dammam respectively. The fast growth of the latter cities may be due to the fact that 

these cities were planned to involve heavy industrial projects such as petrochemical 

manufacturing, while the estate in Makkah is considered to be for light manufacturing 

such as foodstuff and the like. 

TABLE 2-14: PERCENTAGE OF GROWTH OF INDUSTRIAL AREAS IN SOME MAJOR CITIES (I970-86)' 

Development Plans Riyadh Jeddah Dammam Makkah Qassi-M-1 1 Hufuf 

First Plan (1970-75) 7.43 17.16 44.72 12.38 9.57 8.75 
Second Plan (1975-80) 33.47 27.32 24.34 8.1 1 3.38 3.38 
Third Plan (1980-85) 36.58 23.21 27.75 6.26 3.13 3.07 

Average 25.8 22.6 32.3 8.9 5.4 5.1 
Figures are based on table 2-13. 

1- Figures are based on table 2-13. 
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2.2.1.4.1.2 The Saudi Industrial Development Fund (S! DF). 

A good indication of industrial development in Makkah is the loans disbursed by the 

SIDF. The Saudi Industrial Development Fund (SIDF), which was set up in 1974, is a 

government agency charged with the responsibility of providing a source of funds to 

private sector industries and public utility companies. 

This fund was established as a financial machinery affiliated to the Ministry of Finance 

and National Economy to support and develop the national industrial sector in the all 

regions of the country. It has, therefore, played a fundamental role in expanding the base 

of locally manufactured products by offering interest-free medium and long range loans, 

in addition to the consulting services required in the administrative, technical, marketing 

and financial spheres. 

Since the SIDF was established at the beginning of the Second Development Plan 

1974, its total loans was SR 35 million, and this went up sharply to SR 6.5 billion by the 

end of the Plan 1980. This sharp rise, however, started to decline gradually at the end of 

the Third Development Plan (1980-85) as the total amount of loans was recorded as SR 1 

billion in 1985-86 - at the start of the Fourth Plan (1985-1990). This decline is believed to 

have been due to the world's economic recession at that time which influenced the 

economy of Saudi Arabia. 

At any rate, this financial source has contributed to the growth of the number of 

factories and workers in the Industrial Estate of Makkah and in the western region as a 
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whole. The following table displays the regional distribution of the factories financed by 

the SIDF. 
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Table 2-15, shows the extent of the SIDF's contribution to the industrial development 

in all Saudi regions. In consequence, the total number of factories in the whole regions, 

increased up to 2036 factories by the end of the Fourth Development Plan. In line with 

this growth, the number of workers reached 174,731. For the Western region, the total 

number of factories has risen up to 613 representing 30.2 per cent of the total number of 

factories in the country, with a total of 54,568 workers representing 31.2 per cent out of 

the grand total of workers. 

The table also shows that most of those factories are centered in the three major 

regions- the Central, Western and Eastern regions. These factories are completely 

supported and financed by the SIDF and involve different manufactured products. Metal 

and building materials appear to be the dominant products of most factories as the total 

number of such factories was 586 and 409 respectively, and most of these factories are 

located in the Central region. Foodstuff industries appear to be small in number within 

the central and eastern regions, whereas 121 factories are dispensed in the Western 

Region with a percentage of 37.9 out of the grand total of 319 factories. 

Concerning the contribution of the SIDF to the number of factories established in the 

city of Makkah, the following table gives comparative statistics in relation to the number 

of factories in some major cities including Makkah. 

Up to 1986 the number of productive factories in Makkah had reached a total of 52 

factories, representing 2.84% of the total number of factories (1827) in the whole country 

(see: Table 2-16). Most of these 52 factories are located in the main Industrial estate 
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which is located north of Makkah - on the way to Madinah, and the others are located in 

Shumaysi and Karä-' Industrial estates. 

Although the percentage of the factories in Makkah to the total number does not mach 

the overall industrial development in other cities, its industrial and commercial activities 

do not seem to be affected since it is close to the city of Jeddah where 470 factories are 

established. 

TABLE 2-16: Ntr\IHER Or FACTORIES IN M ANKAUº AND Sohn: MAJOR CITIES. 

The Industrial Estate No. Factories % The Industrial Estate No. Factories % 

1-Ri adh 556 30.43 9-Hail 21 1.14 
2-Jeddah 470 25.72 10-Al-Jouf = 1-6 0.32 
3-Dammam 466 25.50 11-Tubuk 21 1.14 

4-Makkah 52 2.84 12-Arar 5 0.27 

5-Madinah 54 2.95 13-Jizan 24 1.31 
6-Qassim 56 3.06 14-Najran 11 0.60 

7-Hufuf 50 2.73 15-Taif J L_ 24 1.31 
8-Khamis Mushait 11 0.60 Total 1 1 1827 -I F, 

2.2.1.4.1.3 Real Estate Development Fund (REDF). 

Another indication for the industrial development of Makkah is the contribution of the 

loans offered by the REDF to the development of the city. The Real Estate Development 

Fund was founded by royal decree in 1394 A. H. (1974) as a financial institution under the 

auspices of the Ministry of Finance and National Economy. It was assigned the task of 
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enhancing the development of the private sector in the field of Housing and Commercial 

Development through granting short-term loans to the citizens'. 

The main objectives of this Fund are to provide two types of loans: 

1- Private loans: Long-term, interest-free loans are provided to middle and low income 

Saudi citizens to enable them to obtain suitable and decent homes. These loans should 

not exceed 70 per cent of the total cost of the building, with an upper limit of SR 300,000 

per loan. Each citizen is allowed to obtain only one loan in his or her lifetime. The upper 

limit of loans varies from one place to another; in major cities, the loans are limited to SR 

300,000, in medium size towns they are limited to SR 250,000, and in small villages they 

are limited to SR 200,000. 

2- Investment Loans: Medium-term, interest-free loans are provided to citizens willing 

to construct multi-unit projects for commercial investment. These loans should not 

exceed 50 per cent of the building cost, with an upper limit of SR 10 millions. The main 

objectives of the investment loans are: 

1- To increase the availability of housing units. 

2- To give national investors the opportunity to participate in the construction of large 

housing complexes. 

- Real Estate Development Fund (Annual Report). Ministry of Finance and National Economy. Saudi 
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3- To help Saudi investors establish housing and office complexes, commercial 

compounds, business centres and commercial markets`. 

Due to the low percentage of the investment loans awarded by the Fund, and the 

shortage of figures and statistics concerning the number of loans disbursed in Makkah, it 

is difficult to give a clear picture of the extent of the Fund's contribution to the industrial 

development. Only a few indications of the investment loans in the city of Makkah are 

available. Based on the results of a housing survey conducted in 1983 within the Central 

Area of Makkah, 12.2 per cent of the houses were built by loans from REDF and 64 per 

cent of them were from private loans and 36 per cent from investment loans of which 83 

per cent were found to be along major roads2. In addition, a huge commercial project, in 

the area of A will a modem area located 10 km on the way to Taif, was financed by the 

Fund through investment loans. The purpose of this project was to construct villas within 

a plot of land to be presented for sale'. Besides, the Fund has contributed to some projects 

in Makkah such as car parks, showrooms, exhibitions and executive offices. 

In the field of private loans, the Fund has indirectly contributed to and geared up the 

housing markets. And since the housing market in Makkah plays an important role in the 

Arabia. 1992. p. 12. 
t- Dr. $a1i1} AI-Shamräni. 'Athär al-Da'm al-Huknmi fi NumU Oitä'yy a1-'Iskiin wa a1-5inä'ah fi Ba'd al- 

Mudin al-Sa'üdiyyah<. Published by Nädi Makkah Al-Thagäfi A1-'Adabi. No. 75. Makkah. Saudi 

Arabia. 1411 A. H. (1991). p. 21. 
Z- Majdi Hariri. Housing In Central Makkah: The Influence Of Haji. op cit. p. 262. 
3- Dr. $alih A1-Shamräni. 1411 A. H. (1991). op cit. p. 21. 
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city's economy, especially during Hajj, it is worth indicating the REDF's contributions in 

this field through private loans. 

Due to the fact that the main objective of the REDF is to provide private housing 

loans, the percentage of such loans has exceeded 95 per cent of the total loans value'. 

Since the establishment of the REDF in 1974 until 1993, the total number of private 

loans awarded extended to (388,371) loans amounting to SR (101.5) billion. And this had 

resulted in (461,395) housing units throughout the country by the end of 19931. As the 

statistical reports published by the REDF contain only general figures covering the total 

number of loans and housing units throughout the country since its establishment, it is 

difficult to work out the figures relating to the city of Makkah. Only some relatively out 

of date figures are available indicating the number of housing loans and the number of 

housing units provided by the REDF to Makkah residents. 

The following table displays the growth of the number of housing loans given to 

Makkah residents, over a period of time, in comparison with the total number of loans in 

the western region and in the whole country (See table: Table 2-17). Based on this table, 

there appears to be a fluctuation in the number of loans throughout the eight years from 

1975 to 1983. Such fluctuation affects the number of loans not only in Makkah, but in the 

- Real Estate Development Fund. op cit. p. 13. 
2- Ibid. p. 13. 

75 



whole country. The total number of loans in Makkah, however, represents around 5 per 

cent to the total number in the country, and around 28 percent to the Western region. 

Compared to the W. Region, Makkah seems to have received third of the total number of 

loans awarded by the Fund. 

TABLE 2-17: GROWTH OF LOANS IN MAKKAIH, WESTERN REGION ANI) THE KINGDOM FROM 1975-831. 

FISCAL YEAR. No. of loans in Makkah No. of loans in W. region No. of loans in Kingdom 
1975-76 1,811 4,371 34,189 
1976-77 2,555 7,547 46,955 
1977-78 198 924 3,832 
1978-79 1,049 4,674 34,407 
1979-80 719 4,317 33,190 
1980-81 1,258 4,565 28,593 
1981-82 1,638 l 5,124 31,133 
1982-83 1,281 11 4,914 ** 
Total 10,509 J r- 36,436 212,299 

** Data not available. 

More recent figures indicate that the total number of private loans in Makkah 

amounted around (16,887) loans by the end of 1989, offering a total of 20,895 housing 

units which can accommodate up to 105,000 persons. (See: "fable 2-18). 

TABLE 2-18: NUMBER OF LOANS AND HOUSING UNITS AWARDED BY REDF IN MAKK. U1, WESTERN 

REGION AND TILE OTHER REGIONS UP TO 19892. 

AREAS 10. OF LOANS % NO. OF HOUSING UNITS % 
Makkah 16,887 4.89 20,895 5.04 

WESTERN REGION 53,785 15.57 64,542 15.57 
REST OF THE KINGDOM 345,287 79.54 414,344 79,39 

I- Majdi Hariri. op cit. p. 262. 
2- Figures are compiled and calculated by the writer from Dr. Snlih Al-Shamräni. op cit. p. 27.33. 
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As shown in the above table, the percentage of loans distributed in the city of Makkah 

is around 5 per cent to the total loans in the whole country, and 31 per cent to the total 

loans for the Western region. And since the Western Region includes many major cities 

such as Jeddah, Taif and many other towns, the number of loans within Makkah is 

relatively high. And this indicates that the city enjoys a high growth rate of housing 

market amongst the region. 

Based on tables 2-17 and 2-18, it is possible to figure out the growth in the number of 

housing units built by the REDF in Makkah throughout the eight years (1975-83) as in 

table 2-17 and up to 1989 as in table 2-18. Since the total number of loans in the 

Kingdom (see: Table 2-18) is 345,287 and the total number of housing units is 414,344 

then each loan would represent 1.2 housing units. Therefore, the growth of both numbers, 

loans and housing units, from 1975 until 1989 in Makkah would be as follows: 

TABLE: 2-19: GROWTH OF NLI IBER OF LOANS AND Nt'MBI: I OF HoustNG UNITS (1975-89) IN 
MAKKAHH, WESTERN REGION AND TUE KINGDOM'. 

FISCAL YEAR NO. OF LOANS NO. OF HOUSING UNITS 
Makkah Western 

Region 
Kingdom Makkah Western Region Kingdom 

1975-76 1,811 4,371 34,189 2,173 5,245 41027 

1976-77 2,555 7,547 46,955 3,066 9,056 56,346 

1977-78 198 924 3,832 238 1,109 4,598 

1978-79 1,049 1 4,674 34,407 1,2.59 5,609 41288 

1979-80 719 4,317 33,190 863 5,180 39,823 

]ggp_gl 1,258 4,565 28.593 1510 5,478 J Lý34,312 

Figures For No. Of Housing Units from 1975-76 until 1982-83 for Makkah, W. Region and The 
Kingdom, are calculated by the writer through multiplying the number of loans, of each year. and 1.2 
together, as 1.2 was suggested to represent the number of housing units for each loan. 
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FISCAL YEAR NO. OF LOANS NO. OF HOUSING UNITS 
1981-82 1,638 11 5,124 31,133 1 966 6,149 37.360 

1982-83 1,281 4,914 ** 1 537 5 897 ** 

1983 up to 88 6,378 17.349 132,988 7 654 20,819 159,586 

Total 16,887 53,785 I F- 345,287 20,266 64,542 414,340 
** Data not available. 
The underlined figures are those which are calculated to represent the unavailable. 

Based on the figures in tables 2-17,2-18 and the calculated figures in table 2-19, we 

can give a rough picture about the effect of the REDF on the development of the housing 

market in Makkah. By the end of 1989, Makkah had already received a total number of 

16,887 loans resulting in the construction of 20,266 private housing units all over the city. 

This contribution has been a major factor in extending the size of the city and creating 

further built-up areas in the outskirts of the city, and this is an effective and dynamic 

factor in the expansion of the local housing market. Its contribution is far more noticeable 

in the modern areas, such as a]-'A wäli, al- `Azlzryyah, a1-Shan , al-Tan im and al- 

Rucayfah, than the areas inside the city. The reason why the REDF has made less 

contribution in the Central Area, may be due to two factors: (i) Most of the buildings in 

the central area were built before the establishment of the REDF; (ii) Most of the 

landowners in that area are wealthy and loans are only given to those who do not own any 

accommodation. 

2.2.1.4.2 Agricultural Development. 

In the agricultural field the situation in Makkah is entirely different from other cities. 

Apart from the western region, the city of Makkah has never been considered as a city 

producing agricultural products nor containing fertile lands that could be suitable for 
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large-scale agricultural projects, and therefore never included in the strategy of the 

Agricultural Development Plans. Reasons for this may be justified by the following: 

1- The rigorous physical geography: 

The nature of the physical features of Makkah is extremely rigid and will never be 

suitable for any agricultural activities that could make the city self-sufficient in such 

products. 

2- The shortage of water resources: 

Most of the water resources in Makkah and in the surrounding valleys are almost dry 

and do not yield enough water for cultivating agricultural lands in a large scale. The few 

running resources in the valleys are fully used, beside other resources derived from 

remote areas, for drinking purpose by the inhabitants and pilgrims during Hajj. 

3- The high temperature: 

The average temperature in Makkah is high in almost all seasons. This factor does not 

encourage investment projects in farming activities in the area as most agricultural plants 

do not grow in such high temperatures. 

4- Increasing expansion of urban areas: 

Makkah as being the holiest Muslim city in the world, has been the target for 

settlement by every Muslim, inside and outside of the country. As the number of such 

settlers is increasing, especially from the rural areas around the city, the urban areas have 
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dramatically expanded in all directions engulfing and stretching over the surrounding 

spaces which used to be lands for farming activities. This is noticed as more flat lands 

being continuously transferred into plots for residential and urban purposes. As a result, 

the growth of this sector in Makkah is steadily decreasing in comparison with other 

sectors. 

5- Commercially-Oriented demography of Makkans: 

In addition to the above, the majority of the inhabitants of Makkah tend either to work 

in the public sectors or to set up commercial businesses. Those who are originally of non- 

Saudi origins, whose early ancestors migrated and settled in Makkah, have mostly been 

involved in commercial and craftsmanship activities for a long while, and became later 

professional in such businesses. Those of Saudi origin, the majority are noticed to tend 

towards government employment, while others are found in commercial activities. Such 

demographic characteristics have played a leading role in creating a socio-economic 

profile tending to the more profitable commercial activities rather than the traditional 

agricultural activities. 

Based on the previous factors and this commercially-oriented demographic profile, 

Makkah may not be an encouraging area for conducting agricultural projects. For this 

reason, it is nearly dismissed from large-scale agricultural plans within the Agricultural 

Development Plans. 
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However, Makkah, though itself out of such plans, still benefits from the agricultural 

development plans covering the surrounding areas and the Western region in general. 

Those areas, which are very rich in agricultural products and cultivated lands, receive 

high attention in all development plans. Of these places, the city of Taif which is located 

around 88 km east of Makkah and linked to it with two modem dual carriage ways which 

facilitate the movement of agricultural products to the local markets of Makkah. Also the 

city of Jeddah, located 72 km west of Makkah and linked to it with two modem dual 

carriage ways, is considered in the Agriculture Development Plans beside its surrounding 

areas. 

To evaluate the agriculture development in the surrounding areas to Makkah and the 

Western Region as a whole, we should consider presenting comparative statistics for the 

W. Region and the Kingdom in the following points: 

1. Agricultural Products and Cultivated Lands: 

The total amount of cultivated lands of agricultural crops, summer and winter plants in 

the Western Region was recorded around 67,806 hectares (ha) in 1989, representing 5 per 

cent of the total area 1,326,256 ha in the Kingdom in that year. In 1990, the cultivated 

lands increased to 119,332 ha, an increase of 76 per cent, representing almost 9 per cent 

of the total lands 1,379,185 ha in the Kingdom for the given year. But in 1991, the area 

decreased by 9 per cent, representing only 8 per cent of the total area 1,442,748 ha in the 

Kingdom for the given year. 
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TABLE 2-20: GROWTH OF THE CULTIVATED LANDS OF CROPS IN W. REGION AND TILE KINGDOM (1989- 
91) 

. 
1989 1 1 1990 1991 

W. % to ] W. 1 I % 1 1 % to 1 W. % % to 
Region Kin dom 

_. 
Region Change Kingdom Re ion Chan e Kin dom 

Cultivated 1 67806 ý 5 0/,. [n2 + 76 % 9% 108463 9% 8 
Lands I 
Area in Hectares. 
Percentages and figures are compiled and calculated by the writer. 

Based on the above table, the total cultivated land in the Western Region is extremely 

low compared with the other regions in the Kingdom. However, despite the fact that the 

cultivated land in the W. Region is relatively limited, its production contributes 

significantly in the total production of the Kingdom. Specifically, Millet, Sorghum and 

Sesame represent the major products of the region (See: Table 2-21). 

TABLE 2-21: GROWTH OF CROPS PRODUCTIONS IN THE W. REGION COMPARED WITH TIIE KINGDOM 

FOR (1989-91)'. 

1989 1990 1991 

Products W. 
Re ion 

% to 
Kingdom 

W. 
Re ion 

% 
Chan e 

% to 
Kingdom 

W. 
Re ion 

% 
Change 

% to 
Kingdom 

Cereals 21,716 0.5% 40,150 85 % 1% 41,251 3 

Wheat 3,674 0.1 % 7,610 107% 02 % 8,535 12 % 02% 

Millet 4,023 37% 6,250 55 % 67 % 6,885 10 % 69 % 

Sorghum 12,510 10% 24,240 94 % 14 % 22,066 9% 14% 

Maize 
Barte 

295 
500 

7% 
0.1 % 

420 
290 

42 % 
42 % 

10 % 
0.07 % 

492 
392 

17 % 
F73757% 

10 
0.09 % 

Sesame 714 19 % 1,340 88 % 85 % 2,881 115 % 84 % 

Production by Tons. 

As shown in the table above, in 1989 the production of millet contributed to the 

production of the Kingdom by 37 per cent, and this percentage had doubled to 67 per cent 

1- Statistical Year Book. 1992. op cit. p. 519. 
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in 1990 with a rise in production by 55 per cent from the previous year. In 1991, the 

contribution increased to 69 per cent of the Kingdom production, but with a lower rise in 

the production than the previous year, as it was recorded as only by 10 per cent. In the 

same manner, the production of sorghum contributed to the Kingdom production by 10 

per cent in 1989, and although the production increased by 94 per cent in 1990, its 

contribution to the Kingdom was only 14 per cent. This may indicate that there was a 

major development for this product in other areas in the Kingdom. In 1991, the 

contribution remained at 14 per cent, although the production volume of the product 

decreased by 9 per cent. As for sesame, the Region contributed to the Kingdom by 19 per 

cent in 1989. This percentage had dramatically jumped to 85 per cent, along with an 

increase in the production by 88 per cent, in 1990. In 1991, despite the large increase in 

the production by 115 per cent, its contribution went down to 84 per cent. This again may 

have been due to a rise in the production in the other regions. It is noticed that the W. 

Region is the biggest producer of the sesame in the whole country as its contribution was 

85 per cent in 1990 and 84 per cent in 1991, while in 1989 it was the second producer 

after the Area of Jizan. 

Concerning the other products such as cereals, wheat and barley, their contribution to 

the Kingdom is still extremely low, although the production volume was increasing 

continuously from 1989 to 1991. 

'- Ibid. pp. 520-23. 

83 



2. Vegetable Products and Cultivated Lands: 

The total cultivated lands for vegetable products in the W. Region was around 22,823 

ha in 1989 representing 22 per cent of the total area in the Kingdom. In 1990, this 

cultivated area increased up to 33,651 ha, representing around 31 per cent of the total area 

108,914 ha in the Kingdom. In 1991, the size of the cultivated lands of vegetable again 

increased to 35437 hectares, but representing 31 per cent, the same as 1990. 

TABLE 2-22: GROWTII OF THE CULTIVATED LANDS OF VEGETABLES IN W. REGION AND THE KINGDOM 

(1989-91)'. 

1989 1990 1991 

W. % to W. % % to 
R_e ion ý in (loin Region Change Kin dom Region Change Kingdom 

Cultivated 
_ 22,823 22 % 33,651 n1 % 3 5% 31 'V,, 

Lands 
Area in Hectare (ha). 
Percentages and figures are compiled and calculated by the writer. 

Based on the table above, it is observed that the size of the cultivated lands of 

vegetables is growing from one year to another as well as its percentage of contribution 

to the overall cultivated lands in the Kingdom. 

Concerning the production of vegetables, we notice that the region seems to be 

specialized in certain vegetables and therefore producing them in large quantities which 

finally lead to a large contribution to the total production in the Kingdom. These 

vegetables are tomatoes, marrow, aubergine, okra and carrots. Production of tomatoes in 
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the region was 72836 tons representing around 18 per cent in 1989, and despite the fact 

that the production decreased by 4 per cent in 1990, its contribution remained at 18 per 

cent. In 1991, the production increased by 13 per cent but its contribution to the total 

production of the Kingdom again remained on 18 per cent, which may be due to a 

fluctuation in tomatoes production in other regions in the Kingdom. Similarly, the 

marrow production in the region was 10,824 tons representing around 21 per cent of the 

total in 1989; this production went up by 38 per cent in 1990, representing 26 per cent to 

the total. In 1991, its contribution remained at 26 per cent, although the production 

increased by 7 per cent. As for the aubergines production, in 1989 the region produced 

28,398 tons representing 47 per cent, almost half of the total production by the Kingdom, 

but in 1990 the production went down by 23 per cent and subsequently its contribution 

decreased to 37 per cent. In 1991, although the production slightly increased by 15 per 

cent, its contribution decreased to 36 per cent. 

As for the okra, the production in 1989 was 4,028 tons representing 13 per cent of the 

total, and this decreased by 11 per cent as well as the contribution to 12 per cent in 1990. 

In 1991, despite the fact that the production went up by 29 per cent, its contribution 

remained at 12 per cent which could again be due to an increase in other regions' 

production. The same thing applied to carrots; its production in 1989 was 4,581 tons 

representing around 25 per cent to the total, and in 1990 it decreased by 28 per cent to 

'- Ibid. p. 523. 
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contribute only 16 per cent. In 1991, its contribution remained at 16 per cent, although the 

production increased by 13 per cent. 

As for potatoes, dry onions, cucumber, melons and watermelons, the region does not 

seem to produce such products in large quantities, therefore the contribution of such 

products to the total production of the Kingdom did not exceed 12 per cent over the three- 

years period (See: Table 2-23). 

TABLE 2-23: GROWTH OF VEGETABLE PRODUCTION'S IN TIIE W. REGION COMPARED WITH TiIE 

KINGDOM FOR (1989-91)'. 

1989 1990 1991 

Products w. 
Re ion 

%to 
Kin dom 

w. 
Region 

%o 
Change 

1 % to 1 
Kingdom 

W. 
Region 

% 
Change 

% to 
Kin dom 

Tomatoes 72,836 18 % 69,810 4% 18 % 78,538 13% 18 % 

Potatoes 50 0.1 % 930 1760 % 1% 797 14 % 1% 

Marrow 10,824 21 % 14,950 38 % 26 % 16,048 -7% 26 % 

Aubergines 28,398 47 % 22,008 23 % 37 % 25,379 15 % 36 

Okra 4,028 13 % 3,546 11 % 12 % 4,557 29 % 12 % 

Carrots 4,581 25 % 3,300 - 28 % 16 % 3,720 13 % 16 % 

D Onions 1,590 12% 0% 0% 

Cucumber 9,715 11 % 7,176 26 % 9% 8,837 23 % 9 

Melons 9,368 7% ] 

F 40 99 % 
== . 03 % 48 20 % 

. 03 % 

Watermelons 28,344 7% 26,268 7% 7% 27,620 5% 7 

Production by Tons. 
Percentages and figures are compiled and calculated by the writer. 

1- Ibid. pp. 524-29. 
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3. Other Agricultural Products: 

In addition to the above products, the W. Region also produces other products such as 

fruits, citrus fruits and grapes. Those products, however, do not contribute largely to the 

total production of the Kingdom (See: Table 2-24). 

TABLE 2-24: GROIVTH OF PRODUCTION OF OTHER AGRICULTURAL PRODUCTS BY W. REGION AND 
DIE KINGDOM (1989-1991)'. 

Products 1989 1990 1 1 1991 
W. 

Re. -ion 

% to 

Kingdom 
W. 

Region Change 
_ % to 

Kingdom 
W. 

Region 
% 

ge Chan 
11 % to 

Kingdom 

Dates 40,638 8 °/, 41,755 3% 8 °/. 44,022 

Citrus Fruits 4,560 17 % 1,340 71 % 5% 1,487 11 % 5 

Grapes 2,118 2% 4,780 126 % 5% 5,175 8% 5% 

Production by Tons. 
Percentages and figures are compiled and calculated by the writer. 

Based on the previous table, the W. Region produced 8 per cent of the total dates 

production by the Kingdom for the three years (1989-1991). This percentage remained 

nearly constant from 1989 to the end of 1991, although the size of the production was 

continuously increasing. Concerning citrus fruits, the production in 1989 represented 17 

per cent of the total production, but in the two following years, 1990,1991, the 

production went down sharply by 71 per cent in 1990, representing only 5 per cent of the 

total, and in 1991 despite the fact that the production slightly increased by 11 per cent, its 

contribution to the total remained at 5 per cent with no change. Finally, the production of 

1- Ibid. pp. 531-33. 
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the grapes in 1989 was 2118 tons representing around 2 per cent of the Kingdom, and this 

went up continuously through 1990 and 1991. 

4. Agricultural Projects: 

Concerning large-scale agricultural projects, the share of the W. Region is quite low 

and does not meet the region's needs, especially when considering the size of the region, 

the population and the availability of wide cultivated lands. The only active projects in 

the region are mainly for producing honey (See: Table 2-25). Therefore, the region seems 

to lack large-scale agricultural development, especially in the principal agricultural 

products such as wheat and other crops. 

TABLE 2-25: GROWTH OF AGRICI'I. TI'RAI, PRO. IF: CTS IN W. REGION AND Till' KINGDOM (1988-I991)1. 

No. of Project in 
1988 

No. of Project in 
1989 

No. of Project in 
1990 

No. of Project in 
1991 

Projects W. 
Region 

in 

Kingdom 
W. 

Re ion 
In 

Kin }dom 

W. 
Region 

in 
Kingdom 

W. 
Re >ion 

In 
Kinndom 

Wheat Projects. 0 808 0 993 0 998 0 998 

Greenhouses 
Pro'ects 

2 369 ý 369 ý 367 ý 389 

Hone Pro ects. 167 495 95 539 95 539 20 381 

Figures are compiled and calculated by the writer. 

5. Poultry and Livestock: 

Concerning poultry products, the W. Region is deemed to be the second producer in 

the Kingdom in terms of size of production; the region of Qasim is considered to be the 

1- Ibid. pp. 540-43. 
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first producer. More specifically, the poultry production by the region represents a third of 

the total production by the Kingdom with a slight change from one year to another. In 

1989, the production contributed to the total production by 31 per cent, and slightly went 

down to 26 per cent in 1990, and this again increased to 27 per cent in 1991 (See: Table 2- 

26). This means that poultry is developed which subsequently makes the region self- 

sufficient in such product. 

TABLE 2-26: GROWTH OF POULTRY AND LIVESTOCK PRODUCTION IN W. REGION AND TILE 
KINGDOtit(1989-1991)'. 

1989 1990 1991 
W. 

Region 

% to 
Kingdom 

W. 

Re ion 
% 

Ch ne 

% (o 
Kin dom 

W. 

Re ion 
% 

Chan e 

% to 
Kin dom 

Poult 66,459,792 31 `% 57,164,237 14 °ö 26 °/, 58,355,809 2 °ö 27 % 

Goats 606,415 19 % 642,136 6% 19 % 629,072 -2% 19% 

Shee 704,617 11 % 927,950 32 % IS% 946,414 

Cows 12,983 7% 16,140 24 % 8% 16,405 2% 8% 

Camels 88,463 22 % 80,135 -9% 20 % 81,312 1% 20 % 

-Percentages and figures are compiled and calculated by the writer. 

-Production 
By head. 

The table also indicates development in livestock products, mainly goats and camels as 

their contributions were 19 per cent, 22 and 20 per cent respectively. Other livestock 

products, however, seem to be relatively low compared with other regions in the 

Kingdom. 

'- Ibid. pp. 533-35. 
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6. Poultry and Livestock Projects: 

The share of the W. Region for poultry and livestock is focused on the chicks projects. 

The purpose of such projects is to produce chicks within the broiler projects. The 

production of the W. Region of chicks represents nearly one fourth of the total production 

compared to the other regions in the Kingdom, although the broiler projects are relatively 

low compared with the whole Kingdom production (See: Table 2-27). 

TABLE 2-27: GROWTH OF POULTRY AND LIVESTOCK PROJECTS IN W. REGION AND KINGDOM (1988- 

1991) 1 

Projects No. of Projects in 
1988 

No. of Projects in 
1989 

No. of Projects in 
1990 

No. of Projects in 

_ 
1991 

F W. 
Region 

Z % to 
Kingdom 

W 
Re ion 

%to 
Kin dom Region 

%to- 
Kin dorn 

W. 1 
Region 

1% to 
Kingdom 

Eggs 13 11 °/ 13 11 °/. 12 10 '%, 13 12 0%, 

Broilers 21 7% 21 7% 18 6% 18 6% 

Chicks 5--] 21 % 7 26 % 77 25 % 7 25% 

Sheep 

Calves 

10 
I 

12% 
20% 0 

Raw Milk 0 0 0 0 0 0 0 0 

Milking 
Cows 

0 0 = P-ý 

F0 0 -I ITI F0 
Percentages and figures are compiled and calculated by the writer. 

As seen in the previous table, other projects for eggs, sheep, calves, raw milk and 

milking cows are quite low. This indicates that such products are to be supplied from 

other regions' markets which may lead to relative high prices in the markets of the W. 

Region. 

'- Ibid. pp. 536-38. 
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7. Saudi Arabian Agricultural Bank (SAAB). 

Another good indicator of the agricultural development in the region is the Saudi 

Arabian Agricultural Bank known as SAAB: 

Basically, the SAAB was established in 1382 AH. (1962) and it started effectively its 

operations from the fiscal year 1384-85 AH. (1964-65). The main objective of the Bank is 

to support and develop the Agriculture Sector throughout the country. This is 

implemented by granting loans to provide all the needs of agricultural production such as 

agricultural machinery, engines, pumps, fertilizers, grains, drilling wells and help in all 

the different agricultural projects, such as dairy, green houses, fruits, dates, bee-keeping 

equipment, chicken farming, poultry, husbandry and others`. Beside all that, the SAAB 

provides loans to establish buildings, storage tank and silos for grain. In a nutshell, the 

objectives of the Bank cover the following: 

1- The provision of water including drilling wells, the provision of irrigation equipment, 

engines, pumps, piping, electric motors and suction hoses. 

2- Various agricultural projects. 

3- Agricultural machinery and their accessories. 

Twenty Ninth Annual Rebort 1412/1413 AH (1992-93). Saudi Arabian Agricultural Bank. Kingdom of 
Saudi Arabia. p. 17. 
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4- Agricultural Fixtures, i. e. labourers housing, water storage, fuel stores, sunshades for 

equipment and materials. 

5- Other necessities for agricultural production, i. e. fertilizers, seeds and plowing, wax, 

bee's food, transplant trees and mountain terraces in the mountainous areas'. 

1. Distribution of Branches and Offices of the SAAB. 

To implement those credit services, the Bank has 13 branches and 57 offices spreading 

all over the country. The differences between branches and offices were due to 

agricultural area characteristics which serve the area of cultivable land, economic aspects, 

population density and prevailing social circumstances. The spatial distribution of the 

branches and offices was designed in accordance with the agricultural importance of the 

areas. Table 2-28 shows that the Western Region has two branches, out of thirteen 

branches in the whole country, representing 15.38 per cent of the total branches. Those 

two branches in the W. Region operate as headquarters and implement the credit services 

demanded by the farmers through nine offices scattered in different areas in the region. 

The Branch of Jeddah operates through two offices, one in Jeddah itself and another in al- 

Qunfudhah. The Branch of Taif is noticed to cover a larger area through seven offices 

serving the following: 

'- Ibid. pp. 17-21. 
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(1) The area of Taif. (2) al-Bahah. (3) Bishah. (4) Trubah. (5) Raniyah. (6) Balgarn. (7) 

al-Khurmah. It is worth noticing that the Branch of Taif is the second branch in the 

country in terms of number of offices, while the first one is the Branch of Riyadh which 

has eight offices. The further the number of offices in an area, the better the indication of 

cultivable lands. 

TABLE 2-28: DISTRIBUTION OF BRANCHES AND OFFICES OF SAAB IN W. REGION AND TIIF: 

KINGDOM'. 

SAAB Western Region Kingdom Total 

Jeddah Taif Total % to Grand Total 

Branches 1 15.38 % 11 13 

Offices 2 7 9 12 % 48 75 

Percentages and figures are compiled and calculated by the writer. 

2. Type of Agricultural Lands served by the SAAB in W. Region and the Kingdom. 

However, the quantity of lands in W. Region served by the SAAB is quite small in 

comparison with other regions in the Kingdom. Table 2-29 reveals that the percentage of 

cultivated areas in W. Region served by the Bank's Loans is only 1.31 per cent, and for 

the barren lands was less than 1 per cent. This regional imbalance means two things, first, 

either the function of the Bank in W. Region is inadequate or , second, the farmers in this 

area tend not to rely on the Bank for their agricultural activities. 

'- Ibid. p. 62.. 
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TABLE 2-29: AREAS SERVED BY THE SAAB IN W. REGION AND TILE KINGDOM, DURING THE FISCAL. 
YEAR 1412/13 (1992/93)'. 

Area In Donum W. Region Kingdom Total 

Jeddah Taif 1 1 Total % to Grand Total 1 1 

Cultivated 13 99 3213 4532 1.31 % 339178 343710 

Barren 5308 5667 1 0975 0.76 % 1427251 1438226 
Percentages and figures are compiled and calculated by the writer. 

3. Type of Activity Served by the Loans of the Bank in W. Region and the Kingdom. 

Based on the loan categories, the Bank provided loans to only 353 traditional farmers 

in the W. Region in the Fiscal Year 1992/93, which represent less than 10 per cent of the 

total number of 3619 loans in the whole country, although the traditional farmers 

constitute the majority of the Bank clients at 83 per cent'. The major area served in the 

region was the fishing field; 106 out of 482 loans were granted to fishermen in Jeddah. 

The Agricultural projects and Honey-Bee Keepers represent 0.77 per cent and 1.38 per 

cent respectively (See: Table 2-30). 

TABLE 2-30: NUMBER OF LOANS DISTRIBUTED BY CATEGORIES IN Till: W. REGION AND TI11": 

. KINcnonl IN THE FISCAL YEAR 1412/13 (1992/93)3 

Categories W. Region Kingdom Total 

Jeddah Taif Total % to Grand Total 
Traditional Farmers 70 283 353 9.75% 3266 36 99 

Agricultural Projects 00 11 0.77% 128 129 
Fishermen 106 0 106 21.99 % 376 482 

Hone Bee Keepers 0 2 2 1.38 % 142 144 

'- Ibid. p. 55. 
`- Ibid. p. 21. 
3- Ibid. p. 56. 
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4. Type of Loans Granted by the Bank in W. Region and the Kingdom. 

The number of loans granted by the Bank to farmers and investors throughout the 

country in 1992/93 was 4374 loans amounting SR. 775 m. The share of the W. Region 

was 462 loans of Medium-Term Loans representing 11.10 per cent out of 4161 loans 

(See: Table 2-31). 

TABLE 2-31: TYPE OF LOANS GRANTED By TIlE SAAB IN W. REGION AND TILE KINGDOM DuIUNG 
TILE FISCAL YEAR 1992/93'. 

Type of Loans W. Region 
- 

Kingdom Total 
Jeddah Tiaf Total % to Grand Total 1 

1 1 

Short-Term Loans F- 
- 0% 213 213 

Medium-Term Loans 177 285 462 1 1.10 % 3,99 4161 
percentages and figures are compiled and calculated by the writer. 

5. Objectives of Loans Served by the Bank in W. Region and the Kingdom. 

As the credit aims to satisfy the farmers needs for agricultural production requirements 

and facilities, the Bank loans have served different areas of agricultural activities. The 

share of the W. Region of such facilities was mostly centred on engines, pumps, 

agricultural machinery, piping, well drilling, offshoots, orchard offshoots, plastic shades, 

fishing boats and bee-hives. We find that the most required agricultural needs in the 

Region deal, in most cases, with traditional farmers, in the areas covered by the Branch of' 

Taif, and fishermen activities in the Jeddah area (Sec: Table 2-32). Compared with the 

'- Ibid. p. 31. 
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figures for the Kingdom, the portion of the W. Region does not indicate serious 

agricultural development or at least in the given year. 

TABLE 2-32: NUMBER OF LOANS BY OBJECTIVES GIVEN BY TILE BANK IN W. REGION AND THE 
KINGDOM DURING 1992/93'. 

Purposes of Loans W. Region Kingdom Total 
Jeddah Taif 11 Total % to Total 

Engines 59 235 294 12.60 % 2038 2332 
Pumps 59 232 291 12.25 % 2084 2375 
Electric D ynamo 24 24 
Sink Pumps ý ý 15 3.10 % 156 1 11 
Electric Generator - - 0.00 % 87 87 
Booster Pumps - - - 0.00 % 110 110 
Agricultural Machine 247 542 789 8.97 % 8004 8793 
Piping 163 2427 2590 9.34 % 25137 27727 
Irrigation E ui gent 2 0.31 % 964 9 77 
Well Drillira 40 150 190 11.13% 1517 1707 
Offshoots 
Orchard Offshoots 

2134 - 
280 

2134 
280 

6.27 % 
16.54% 

31858 
1412 

33992 
1692 

Mount Terrace - 0 0 0.00 % 264 264 
Silos 
Plastic Shades 

Fishin Boats 

Bee-Hives 

- 

- 
254 

ý 

213 

- 
190 

ý 

213 
254 
190 

0.00% 
05.71 % 
23.30 % 
4.34% 

26 
3515 
836 

4180 

26 
3728 
1090 
43 00 

Agricultural Productions I - 1 11 0.77 % 128 11 129 
Percentages and figures are compiled and calculated by the writer. 

6. Finance for Agricultural Projects in the W. Region and the Kingdom. 

As explained in the previous section, the W. Region lacks large-scale projects 

especially for broilers, greenhouse and wheat, we find again that the share of the region in 

such projects is zero for 1992-93. The region, however, shared with other regions in dates 

1- Ibid. p. 50. 
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and fruits projects; out of five projects, assigned to date and fruits products, the region 

had one project in Jeddah area, representing 20 per cent of the total projects in the 

Kingdom (See: Table 2-33). 

TABLE 2-33: FINANCE FOR AGRICULTURAL PROJECTS IN W. REGION AND THE KINGDOM DURING THE 
FISCAL YEAR 1992/931. 

Projects W. Region Kingdom Total 
Jeddah Taif Total % to Grand Total 

Broilers ýý Q ý 0 J I 
1,500,000 

1 
1,500,000 

Milk Forage 0 2 
7,369,1 11 

2 
7,369,11 1 

Barley & Product Q ý 0 112 
105,203,634 

112 
105,203,634 

Green Houses Q ý 0 4 
9,286,289 

4 
9,286,289 

Wheat & Forage ýý Q ý 0 2l 
4,391,837 J 

2 
4,391,837 

Fruit & Dates . 1* 
1,065,186 

0 1 
1,065,186 

20 % 
31.82 % 

4 
2,282,087 

5 
3,347,273 

Honey Bee 0 0 
277,518 177,518 

L 

Fishing & Gear 0 0 0 0 2 
1,325,595 

2 
1,325,595 

Percentages and figures are comptiea ana caicuiatea ny the writer. 
Number of Projects. 

7. Loans For Different Agricultural Machinery. 

Regarding loans for agricultural machinery, the region was provided with 789 loans 

out of 8768, representing around 9 per cent of the total loans distributed in the Kingdom. 

These 789 loans were granted to serve different types of agricultural machinery in 

1- Ibid. p. 52. 
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different areas in the region. Of these 179 loans were granted to provide prongs openers; 

53 loans were distributed in the Jeddah area and 126 in the Taif area. This number of 

loans represents only 13 per cent of the total loans distributed in the Kingdom for the 

same purpose. 

For ploughs, the region was provided with 332 loans representing again 13 per cent of 

the total in the Kingdom. 251 of them were granted in the Taif area, and only 81 in 

Jeddah. For the balers, the region was provided with 60 loans representing around 1I per 

cent of the total in the country for the same purpose. For ploughing machines, the total 

loans granted in the region represent 10 per cent of the total. Finally, 113 loans were 

granted to the region for the purpose of collection forage, and this represents 12 per cent 

of the total in the Kingdom (See: Table 2-34). Other types of agricultural machinery were 

served in the region, but with a low percentage compared with the other regions. 

TABLE 2-34: LOANS FOR DIFFERENT TYPES OF AGRICULTURAL MACHINERY DISTRIBUTED IN W. 

REGION AND THE KINGDOM (1992-93)'. 

Types of Agricultural W. Region Kingdom Total 

Machinery Jeddah Taif Total %to Grand Total 

Tractors 0 0 0 0ý 7 7 

Pron s(Line Ch. ) Openers 53 126 179 13 % 1, I91 1,370 

Fore Blades 0 0 0 0 155 155 

Trailers 00 0 0 196 1 66 

Leveling Coulters 0 0 0 0 595 595 

Ploughs 81 25 I 332 13. % 2,261 2,593 
Balers 35 25 60 11 % 477 537 

Forage Harv esters 28 19 47 8% 543 590 

1- Ibid. p. 53. 
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Types of Agricultural W. Region Kingdom Total 
Machine Jeddah Taif Total 11 % to Grand Total 

Combined Harvesters 0j 1 0%1 1 453 459 
Plou hin Machine 31 23 54 10% 490 544 

Collection Forage 17 96 113 12 % 796 909 
Hole Drillers 0 00 ý0 0 60 60 

wing Machine So 1ý 0 11 0% 524 525 
- Harrowers 0 2 22 5% 36 38 

Fertilizer Sprayers ý0 00 ý0 0 12 12 

Shovels 0ý 0 00 0 173 173 
Spraying Motors 0 0 0 0ý ýs 1 5 
Total 247 542 789 9% 7,979 8,768 
Percentages and figures are compiled and calculated by the writer. 

S. Agricultural Subsidies: 

Concerning subsidies for agricultural purposes, the region seems to have received a 

very low amount of subsidies compared with other regions. As shown in Table 2-35, the 

total amount of subsidies provided to the region represents only 1.4 per cent of the total 

subsidies in the Kingdom. However, most of the subsidies granted to the region were to 

serve poultry raising equipment which represents 48 per cent, almost half of the total 

subsidies granted in the Kingdom. This may prove that the region plays an important role 

in the total production of poultry in the Kingdom, as stated early in this section (See: 

Table 2-26). 
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TABLE 2-35: SUBSIDIES DISTRIBUTED IN W. REGION AND TiIE KINGDOM (1992-93)1 
. 

Subsidies W. Region Kingdom Total 
Jeddah Taif Total % to Total 

Engines & Pum s 602,892 3,370,155 3,973,047 1% 404,290,966 408,264,013 
Agricultural 1,972,219 3,196,106 5, l 68,325 2% 259,909,293 265,077,618 
Machinery 
Poultry Raising 
Equipment 

422,007 422,007 48 % 449,61 1 871,618 

Transportation of 
Cows Imported 

3,688,462 3,688,462 

Total 2,575,111 6,988,268 9,563,379 0.0 % 668,338,332 677,901,711 
Percentages and tigures are compiled and calculated by the writer. 

To draw a conclusion based on all the statistics given in this section, and to measure 

the effect of the Agricultural Development Plans on the agriculture in W. Region, we 

shall consider the size of cultivated lands and production of each product and its growth 

over a period of time as well as the projects implemented. 

Based on these criteria, we find that, although the W. Region is considered to be one 

of the biggest regions in the country, it has a relatively low percentage of overall 

cultivated lands compared with other regions. As shown in table 2-36, in 1989 the overall 

cultivated lands for all agriculture products in W. Region was only 13.5 per cent out of 

the total lands in the Kingdom. But in 1990 this small percentage jumped to 20 per cent, 

representing a fifth of the total lands in the Kingdom. In 1991, it decreased to 19.5 per 

cent. Such an amount of cultivated lands, in a region like W. Region, appears to be very 

1- Ibid. p. 59. 
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low especially considering its vast size and the fertility of most of its soil. However, this 

shortage of cultivated lands could be explained by the following: 

1- Most of the region extends over a chain of mountains called Sarawät which has 

difficult topographical features, and hence the cultivated lands are limited. 

2- A small amount only of the available cultivated lands is utilized. 

Regarding crop production, the region seems to contribute with a reasonable 

percentage in the total crop production of the Kingdom. As indicated in table 2-36, in 

1989 the contribution of the region was around only 10 per cent, and increased to over 25 

per cent in 1990 and 1991, representing more than a quarter of the total production in the 

Kingdom. This contribution, however, is mainly based on certain types of products, i. e., 

millet, sesame and sorghum, while other products such as cereals, wheat, maize and 

barley are produced in relatively low amounts as compared with other regions. This 

shortage of production of such agricultural products may be due to the fact that the large- 

scale projects in the region are mainly centred on other products such as honey (See: 

Table 2-25). 
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TABLE 2-36: PERCENTAGES OF GROWTH OF CULTIVATED LAND AND AGRICULTURE PRODUCTION IN 

W. REGION COMPARED WITH KINGDOM TIIROUGII 1989-911. 

Growth of land and production 1989 1990 1991 

Cultivated Lands 20% 19.5 % 

Crops Production 10.5 % 25.3 % 254% 
Vegetables Production 14.6 % 20.7 % 12.5 % 

Other A riculture Production 9% 6% 6% 

Poultry & Livestock Production 18% 17.6% 17.6% 

As for vegetables, we notice that the size of production in the region varies from one 

year to another. In 1989, the region contributed only 14.6 per cent, while in 1990 the 

production went up around 21 per cent which in 1991 decreased to 12.5 per cent (See: 

Table 2-36). It is also noticed that the size of the production of tomatoes, marrow, 

aubergines, okra and carrots seems to be increasing along with the expansion in the 

cultivated lands. Anyway, such development may not refer to the effect of the 

Agricultural Development Plans, because the greenhouse projects, through which 

vegetables are produced, are relatively few (See: table 2-25). 

In contrast, the size of production of poultry and livestock, except cattle products, in 

the region appear to be nearly constant at a certain level. As seen in table 2-36, the 

production of the region was fluctuating between 17 and 18 per cent of the total country 

production. This stable percentage of production may be a result of the number of 

projects achieved throughout the region and the vast seasonal market of these products, 

particularly in Ramadan and Hajj. For this, the region is considered as the second largest 

The figures in this table are based on tables 20-24, and 26. 
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producer in the Kingdom, and this reflects the effect of the Development Plans in this 
regard. 
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2.2.2 Population And Manpower 

Population and manpower are regarded to be powerful dynamic factors not only in 

shaping the economy but also in influencing social characteristics. From an economic 

point of view, population and manpower are the main sources of experience and 

labourers which are required in every economic activity. The size of population also 

determines the volume of markets, and forms producers and consumers. 

For this, in this section we will discuss the population and manpower as 

influencing factors on the economy of Makkah. 

2.2.2.1 Population Of The W. Region: 

We shall first of all consider the whole West Region', also known as Emirate of 

Makkah, of which the city of Makkah is the administrative centre, and services the 

most populated and largest region in the Kingdom. In general, by 1410 A. H (1990) the 

Saudi population in the region was around 2,568,488 representing around 23.5 per 

cent of the total population of the kingdomz(See: Table 2-37 ). The population density 

in the region was estimated in 1408 A. H (1988) around 17 persons per (1km2), with 

an increase by 8.9 per cent compared to 1400 A. H (1980) when the population density 

was only 15.6 persons per (1km2)'. For this, the region is regarded, after the Region of 

Jizan, as the most densely populated region in the Kingdom. Further, the average 

The W. Region or the Emirate of Makkah services around 23 cities and towns. Its major cities are 
Makkah, Jeddah and Taif. 

2- Khutat al-Tanmiyah al-Khämisah (The Fourth Development Plan-1410-15 A .H (1990-95): Makkah 
Region Report). Ministry of Planning. Saudi Arabia. Unpublished report. (n/d) p. 13. 
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density of population in the region is much higher than the average density of 

population of the Kingdom which is estimated around 4.16 persons per (1 km2)2. 

TABLE 2-37: SAUDI POPULATION IN W. REGION AND SOME MAJOR CITIES IN 1405/1410 A. H 
(1985/1990)' . 

city 1405 A. H 1985) 1 1 1410 A. H (1990) Growth Rate 
Population 1 1% to Total 1 1 Population 1 1% to Total 

Jeddah 636,134 30.17 799,740 31.14 4.68 

Makkah 512,488 24.31 637,528 24.82 -I 4.46 F 
Taif 507,381 24.07 612,845 23.86 3.85 

Others (20 cities and towns) 452,072 21.45 518,375 20.18 2.77 

Total 2,108,075 100 2,568,488 100 

to Kingdom 23.3 % -23.5% 

As indicated in the table, in 1405 A. H (1985) the total Saudi population, excluding 

foreign nationalities, was 2,108,075 and increased by around 22 per cent in 1410 A. 1-1 

(1990), reaching 2,568,488. Since the foreign nationalities are not included in these 

figures, the high increase in the population over the five years proves that the region 

enjoys a high growth rate of population (the difference between birth rate and death 

rate). It is also noticed that the most populated cities in the region are Jeddah, Makkah 

and Taif. These cities have nearly 80 per cent of the total population in the region. 

This may be due to the availability of services, public utilities and the opportunities of 

jobs in those cities which would draw people from other cities and towns. 

Ibid. p. 13. 
Z- Ibid. P. 13. 

Ibid. p. 14. 
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2.2.2.2 Population Of Makkah: 

Basically, the population composition of Makkah is distinctively different from 

that of any other city in the Kingdom. This unique structure is due to the continuous 

immigrations which, started even before the dawn of Islam and continued up to this 

century. 

2.2.2.2.1 Immigration Into Makkah: 

In fact, since the advent of Islam and as its message began to reach all over the 

world, Makkah began to fill up not only with the settlers, but also with pilgrims who 

came and stayed over the years up to the present time. 

The main motives of the immigration at that time are thought to be for economic 

and religious purposes, but the latter were the dominant motive for most immigrants 

as many people liked to travel to the Holy city for either teaching or learning religion'. 

More new immigration waves are noted to have taken place at the outset of this 

century. This time, the motives of immigration to Makkah were not only based on 

attraction factors to Makkah like religious purposes, but also involved eviction factors 

in the immigrants' home countries such as political instability, civil wars and poverty 

etc. 

ý- Dr. Muhammad Al-Siryäni. Makkah al-Mukaramah: Diräsah fi al-Taghayyur al-Sukäni 1394-1403 
A .H 

(1974-83). Published by Nädi Makkah a1-Thagdfi. Makkah. Saudi Arabia. 1407 A. H (1986). 

p. 4. 
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According to some historical account, we learn that since the First World War the 

social structure of Makkah has had to absorb many waves of such immigrants. The 

first wave of immigrants into Makkah came after the Bolshevik revolution; as so many 

people of Bukhära from the post Soviet Central Asia and more other refugees fled 

from all parts of the ex-USSR, escaping from the Communist Russian rule, and 

settled in Makkah'. The Russian refugees were immediately followed by Turkish 

refugees who were fleeing the 'Atä Turks introduction of secularism in Turkey. The 

second wave came after the division of the Indian Subcontinent into two states. Many 

people, not wishing either Indian or Pakistani nationality, came and settled in Makkah. 

The third wave to Makkah was an influx of Indonesian immigrants seeking religious 

education and escaping from the population pressures in Indonesia. Remarkably 

enough, these Indonesian communities have contributed significantly to the 

development of Makkah as many of them are industrious and skillful=. The fourth 

wave of immigrants came from East and West Africa - Ethiopia, Somalia Eriteria and 

Sudan. Many people of these areas came and settled in Makkah to escape the 

persecution in their countries. 

Beside these multi-national communities, Makkah received many immigrants from 

the Southern and Northern Yemen as some historical records assign their immigration 

into Makkah to a period even before Islam. Their numbers increased particularly 

Mohammed Jamil Brownson. Mecca: The Socio-economic Dynamics of the Sacred City. Hajj 
Studies. Vol: 1. Edited by Ziauddin Sardar and M. A. Zaki Badawi. Croom Helm London for the Hajj 
Research Centre, King Abdul Aziz University, Jeddah. pp. 124-25. 

Z- Ibid. pp. 125-26. 
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during the anti-colonial struggle. Now they are known as hadjýim, from Aden or 

Southern Yemen, and Yemeni, from Northern Yemen, communities. The hadärims 

are primarily merchants and currently play a great role in the commercial business not 

only in Makkah but in the whole Western Region. The immigrants from the Northern 

Yemen are mostly labourers, craftsmen, farmers, merchants and Islamic scholars. In 

fact, many hijäzi citizens of Saudi Arabia are originally of Yemeni background; this is 

best noticed in the very many names of Yemeni origin among prominent families 

involved in trade activities'. 

As a result of such external immigration waves flowing into Makkah over the 

years, the social structure of the population of Makkah consists of 35 nationalities 

from all over the Muslim World'. This mixture of population, representing almost all 

walks of life, has had a great impact on the social and economic aspects of the city. 

The economic effect is best illustrated by the old manufactures and craftsmanship 

activities that have existed in Makkah for a long time. 

In the last few decades, such external immigration waves, flowing from Muslim 

countries, have ceased as a result of the government's restrictions imposed on 

permanent immigration. Instead, temporary immigration, in the form of labourers, has 

been allowed'. However, as the external immigration ended, other immigration waves 

started to flow into Makkah but from the internal areas surrounding Makkah and the 

'- Ibid. p. 126. 
2- Dr. Muhammad A1-Siryäni. 1407 A. H (1986). op cit. p. 21. 
3- Ibid. p. 22. 
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other regions of Saudi Arabia. According to some surveys carried out in 1391 A. H 

(1971) on the population in terms of birth place, around 18 per cent of the total family 

heads in Makkah were found to be born out of the city of Makkah - but within Saudi 

Arabia. This figure shows that the internal immigration into Makkah has been 

remarkably high. But these internal immigration waves have, gradually, begun to 

decrease. In 1403 A. H (1983), another survey was conducted and revealed that only 8 

per cent of the total family heads in Makkah were born out of Makkah'. 

2.2.2.2.2 Growth Of Population: 

As a result of the old external immigrations and the increasing presently internal 

immigrations into Makkah, the population has developed tremendously over the years. 

In the following table, we will show estimates of the population growth according to 

various sources given by Siryäni, and AI-Hibshi. 

TABLE 2-38: ESTIMATED POPULATION GROWTH IN MAKKAIJ T1IR000H 1250-1425 All (183.1- 
2005)2. 

Year Estimated Population Year Estimated Population 
1250 (1834) _ 18,000 1391 (1971) 301,000 

1288 (1871) 25,000 1394 (1974) 369,395 

1320 1902 200,000 1403 (1983) 618,500 
1329 1911) 150,000 1405 (1985) 700,900 

1348 (1929) 70,000 1407 (1987) 742,000 

1359 (1940) 60,000 1415 (1995) 1,020,000 

1368 1948 100,000 1425 (2005) 1,496,000 

1383 1963) 200,000 

'- Ibid. p24. 
z- The figuires are based on A1-Siryäni (1986), op cit. pp. 13-16, and San: i' Al-Hihshi. 

_'nth; iril_Ilaij 
`Ala' al-'Istikhdäm: ºt al-Tiidriyvah hi Madinat Makkah al-Mukkaramah". Unpublished Master thesis 
submitted to Geography Dept. Umm Al-Qura University 

. 
Makkah. Saudi Arabia. 1993. pp. 75-78. 
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Although some of these estimates are not based on reliable sources, they give a 

rough picture of the growth line of Makkah population over a long period of time. 
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CHAPTER: THREE 

3. THE OVERALL EFFECT OF HAJJ ON THE ECONOMY OF 

MAKKAH. 

3.1 INTRODUCTION: 

Makkah, as the holy place of Islam and the centre of Pilgrimage, contains the Great 

Holy Mosque and the holy places - Mina, Muzdalifah and `Artet. The pilgrimage 

takes place every year as the fifth pillar of Islam, and Makkah has always been and 

will remain the centre to host ever increasing numbers of pilgrims coming from all 

parts of the world. This pilgrimage as a religious event takes place at the end of every 

Islamic Calendar year . It has been already noticed that it has not only an influence on 

the social structure, but also a major impact on commercial activities. Although 

officially the period of pilgrimage, within which pilgrims are allowed to stay in 

Makkah, has been reduced, the pilgrimage still constitutes the greatest and the largest 

single period of commercial activities during the whole year, somewhat analogous to 

the Christmas season in Western countries. 

The economic impact of Hajj, however, can be considered according to its effect on 

the public and private sectors of the country's economy. But since the discovery of oil, 

which freed the country from economic dependence on pilgrimage, the economic 

- The rituals of Hajj start on the day of 'Arafah - the ninth day of Dhvl Hiah, which is the twelfth 
and the last month in the Islamic Calendar, although most pilgrims especially those coming from 
abroad arrive earlier to visit the Holy Mosque and to attend the eighth day in Mina known as 
Tarwiyah Day. 
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impact of Hajj has become far more marked on the commercial activities conducted 

by the private sector in Makkah, in particular. 

Indeed, the season of Hajj has become the most powerful and dynamic factor not 

only in activating the commercial businesses of the private sector in the city of 

Makkah, but also in activating the commercial movement in cities and areas such as 

Jeddah, Madinah and Taif, where pilgrims pass through or stay for a while. For the 

city of Jeddah, it becomes commercially active for two reasons; (i) as being the 

destination point at which pilgrims, coming by air, sea and land, would spend some 

time in preparation to travel to Makkah. (ii) Jeddah has a large seaport through which 

the markets of Makkah obtain most commodities and goods, and this brings about 

more commercial movement in the local markets of Jeddah. 

Madinah is another city that also has a share of the economic impact of Hajj as 

most pilgrims pay a visit to the Mosque of the Prophet and other religious sites of 

interest, before performing Hajj. In recent years, in the case of almost every pilgrim 

who comes from abroad, he or she would never leave the country without visiting al- 

Madinah, especially considering that a trip to Madinah can be made in a few hours by 

land and less than an hour by air. The same applies to the city of Taif because it has a 

local airport at which pilgrims, coming by air from different areas in the Kingdom, 

can land and stay for a while for shopping. Additionally, all the areas, through which 

pilgrims, coming from different destinations, pass on their way to Makkah, are 

somehow commercially activated as a response to the season of Hajj. 
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It is sufficient to point out here that as a consequence of the event of Hajj, a 

considerable number of people, not only in Makkah itself but in the Western Region 

as a whole, are employed full time, or at least full time during the Hajj. 

Therefore, the season of Hajj in the city of Makkah, in particular, has become the 

most profitable season for business persons to invest their capital in various 

commercial activities. Not only the business persons who benefit from the season of 

Hajj, but almost all the residents in Makkah, Saudis and non-Saudis, will halt their 

usual activity and participate in one way or another in this commercial season. 

As the effect of Hajj on the private sector in Makkah, mainly, lies in the 

expenditure incurred by pilgrims during their stay in the city, the Hajj service industry 

seems to be the industry benefiting most directly from Hajj. 

In view of the difficulty of obtaining reliable and accurate statistics in respect of the 

overall expenditure incurred by pilgrims on the service industry during Hajj time, 

some simple figures based on the numbers of pilgrims and fees for Hajj services, may 

give a rough picture of its magnitude. For instance, in the Hajj of 1995, around 

1,041,203 pilgrims came from abroad, and assuming 50% of them were sponsored by 

mutawwiffn', each pilgrim then paid SR 444, or a total of SR 231,146,844 (roughly $ 

61,639,158) as fees to the mutawwiffn (Pilgrims' Guilds)', and SR 450 or a total of 

SR 234,270,450 (roughly $ 62,472,120) as fees to Motorcar-Syndicate. These fees 

paid for the services provided to pilgrims by the Tiwäfah guilds, including 

' According to some studies conducted by the Hajj Research Centre, roughly between 40% to 50% of 
the total pilgrims are sponsored by Mutawwifn. 
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transportation services. In total, an amount close to SR 465,417,294 or $ 124,111,278 

is spent yearly only for such services within the market of the Hajj service industry. 

The economic impact of Hajj on the private sector extends far beyond the Hajj 

service industry. Other economic sectors, such as industrial and trade sectors, are also 

significantly influenced by the season of Hajj. To measure the effect of pilgrimage on 

such industries, we will review, in this chapter, the existing economic sectors in 

Makkah and we will discuss their commercial activities in relation to the influence of 

Hajj. 

3.2 SERVICE INDUSTRY: 

The service industry here includes all services provided to pilgrims, namely 

accommodation, transportation and pilgrims' guidance. Also, we will consider the 

service provided by the government with respect to Hajj, and its effect on the 

economy of Makkah. And since these services are provided on a wide-scale during 

Hajj, we will discuss and analyze them under their sectors. 

3.2.1 GOVERNMENTAL SERVICES: 

The services provided by the government for pilgrimage have become a very 

important element in motivating the economic activities in Makkah. Since the 

Kingdom of Saudi Arabia has become a wealthy oil-producing country, the pilgrimage 

has changed from a source of government revenue to a major area of government 

spending - something like a gigantic continuing public works project. However, the 

I- instructions of Hai i. Ministry of Hajj and 'AwgaC Saudi Arabia. 1982. 

117 



reasons for such spending are mainly for the care and welfare of the pilgrims, and to 

improve the Hajj services. At the present time, the main government expenditure on 

Hajj can be considered to be of three types: 

1- Spending on infrastructural projects; this includes spending on (i) Continuous 

constructions such as the enlargement and maintenance of the holy shrines, 

roadworks, tunnels, water systems, airports, seaports and health services. As these 

constructions need continuous maintenance, more money is also spent to keep them in 

operation. (ii) Temporary constructions that are put up just before Hajj and 

demolished after Hajj such as fabricated units and tents in the holy places; Mina, 

Muzdal jfah and `Artet. These temporary constructions are either demolished after 

Hajj or kept for next Hajj, and both require spending too. 

2- Spending on Hajj services such as extending security, providing water supply 

and electricity..... etc. 

3- Spending on salaries and allowances for people employed in the government 

agencies involved in Hajj. 

It is sufficient to indicate here that such huge spending on infrastructural projects 

would bring about a sharp rise in the demand for manpower and products required in 

the process of such projects. As for spending on people employed in the governmental 

agencies which are involved in Hajj, it would increase their gross income which in 

turn leads to an increase in the purchasing power for those employees and labourers. 

All these; the demand for manpower and products as well as provision and 

accommodations for workers, would increase and bring about effective demand in the 
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markets of consumer goods and services which, in turn, would require an increase in 

the supply by the producers. This, on the whole, would motivate the trade of Makkah 

not only in Hajj time but also in the rest of the year. 

But, due to the lack of detailed and comprehensive statistics for such spending 

especially on the people employed during Hajj, some figures were collected to 

indicate a rough picture of the magnitude of the government expenditures on Hajj. 

Based on the 1977 figures (See: Table 3-1), more than SR 2 billion (roughly $ 500 

million) was spent just for Hajj services and development infrastructure projects. And 

this increased nearly SR 5 billion by the end of 1982. Additionally, based on the 

Municipality of Makkah figures, over SR 700 million (roughly $180 million) was 

spent on Hajj-related services for the period of 1985-90. Of these spending, huge 

money was spent on expropriation of lands for the purpose of widening roads, 

construction of car parks around the Holy Mosque, construction of slaughterhouses, 

waste and refuse disposal incineration, landscaping and expansion of the Holy 

Mosque. Other large spending was also spent on related-Hajj services such as 

construction of ablution places for pilgrims, public markets, naming streets, squares 

and bridges for pedestrians. For improving the cleaning services during Hajj, a 

substantial portion of spending is directed for cleaning works in Makkah and the holy 

sites, for the whole duration of Hajj, 24 hours a day. 

It also indicates that an estimated amount of more than SR 200 million (approx. 

$53 million) was again spent for the same purpose for the period of 1990-95. Other 

massive spending with a total exceeding SR 7 billion have been spent on various 
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developments and infrastructural projects, but without dates. Of this, around SR 3.5 

billion for developing the area of Mina such as constructing roads, bridges, tunnels, 

and leveling the rigorous ground... etc. 

On the whole, it is estimated that the total spending on related-Hajj services and 

development projects has nearly reached as much as SR 16 billion (over $4 billion) 

(see: table 3-1 )'. 

Another major area of huge government's spending is that for developing the area 

of Mina which is the first destination for pilgrims among the other holy places. And 

since Mina could not easily accommodate the increasing number of pilgrims, the 

government carried out comprehensive studies which finally resulted in setting up 

what so called today the administration of " Mina Development Project". This 

administration was established in 1395 A. H. (1975) and attached to the Ministry of 

Housing and Public Works. Its main function is to carry out studies and implement 

development projects in Mina so that it could cope with the continuously increasing 

number of pilgrims. Over 3 billions have been spent to finance the developing projects 

carried out in Mina'. As a result of such projects, the pilgrim residential areas 

increased from 1.5 m2, as it was in 1974, to around 4.6 m2 with utilities services 

provided. For facilitating traffic flow, major projects were implemented to construct 

integrated system of roads, flyovers and tunnels linking Mina with other areas. Other 

projects were in operation for constructing large water tanks, drainage networks and 

toilet facilities. More important was the construction of Al-Mu'aysim Model 

I- Madinah Magazine . Issue No: 79.1990. p. 68. 
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Slaughtering House with a capacity of 1.5 million animals for sacrifice made by 

pilgrims. 

Therefore, for implementing such services projects, the magnitude of spending 

would be far more than anyone could conceive. The total government spending 

allocated only for developing Mina was in the neighborhood of SR 2.5 billion in the 

late Five-Year Master Plan2. 

On aggregate, since 1973, the overall spending on Hajj services in Makkah has 

mounted nearly SR 16 billion (around $ 4.2 billion) (see: Table 3-1). However, this 

overall figure is probably conservative since there is no comprehensive record for all 

government spending on Hajj. 

1- Madinah Magazine. Issue No: 104.1994. p. 84. 
2 - Ibid. p. 76. 
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By looking at the above table, we find that huge spending is continuously and 

increasingly spent for the Hajj service industry, an industry which would not otherwise 

exist. For this purpose, the government spending on services and projects goes directly to 

the pockets of the private sector, such as companies implementing the projects, labourers 

working in such companies and also the manufacturers that produce products needed in 

these projects. Based on the same table, the average spending, for the given period, on 

Makkah is estimated at over SR 795 ma year ($ 212 m). This amount goes to the market 

of Makkah in the form of gross income to the private sector or to those companies 

executing such projects. 

To sum up, the impact of such spending on projects and services of Hajj on the 

economic of Makkah can be measured as follows: 

1- Even though such spending is a burden on the Saudi economy, it benefits the city of 

Makkah in terms of establishing proper and adequate infrastructure utilities, which is a 

major factor in prospering economic activities. 

2- Increasing the aggregate demand on manpower and products needed in 

implementing the projects. 

3- Encouraging the private sector to adopt such business and take advantage of such 

profitable development projects. 

4- Offering a great opportunity for businessmen to invest more in industrial projects 
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that produce all products demanded by the companies working on development projects 

5- Increasing the demand on some services that are required in implementing 

development projects such as transport, communication, accommodations for 

workers... etc. 

6- Enabling those companies to develop their administrative and management skills, 

and to gain better experience in their business. 

7- Increasing the demand on consumption goods and other necessary goods by the 

labourers and people working in such companies, since this will expand the markets of 

those goods and commodities. 

3.2.2 HOUSING INDUSTRY: 

The housing industry in Makkah has become one of the most profitable commercial 

ventures not only during Hajj time, but through the year. Strictly speaking, renting during 

Hajj appears to yield far more than renting in the rest of the year. This is due to the 

excessive demand for accommodation by pilgrims during Hajj. 

Since the pilgrims should stay in Makkah until they complete the rites of Hajj and 

since most of them arrive early in Makkah, especially those who come from remote 

distance, the demand on housing and accommodation reaches its highest level during 

Hajj. 

As observed, the length of stay of pilgrims in Makkah defines the duration of the peak 
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demand period. On average, the length of stay of pilgrims in Makkah was estimated to be 

one month. However, there appears to be a significant relationship between the period of 

stay and the travel mode of pilgrims. Pilgrims who travel by land tend on the whole to 

arrive the latest and leave the earliest; their stay would be around two weeks. Air pilgrims 

also tend to stay relatively short periods; their estimated stay is around three weeks. In 

contrast, pilgrims who travel by sea generally appear to stay the longest period, as they 

arrive early before Hajj. So, given this pattern of length of stay in Makkah and the long- 

term trend of decline in the share of pilgrims traveling by sea, it can be expected that 

there will be some reduction in future in the duration of the peak housing demand period 

in Makkah'. 

At any rate, there is still a high demand on accommodation duri ng Hajj, and this is 

thought to be mostly caused by two factors. One is the continuously increasing number of 

pilgrims performing Hajj every year. The second is the relative shortage of 

accommodation available in the city which is due to the lack of flat land for residential 

use. 

In recent years, the highest demand was noticed in 1983, as the total number of 

pilgrims exceeded 2.5 million in that year alone. And this tremendous number of pilgrims 

was crammed into a city with a population of more than 600,000 inhabitants with its 

Hafiz A. Päsha', et al. Pilrim Housing in Makkah. Unpublished survey on pilgrim accommodation in 
Makkah in 1403 AH, carried out by the Hajj Research Centre, King Abdul Aziz University, in 

cooperation with the Applied Economics Research Centre, University of Karachi, Pakistan. Vol: I. 1403 
AH (1983). pp. 4-5. 
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limited residential spaces. The number of pilgrims, however, has declined since then, and 

remained fluctuating between 1.3 to 2 million. In fact, this reduction in numbers is due to 

a deliberate policy taken by the government of Saudi Arabia; the policy has been aimed at 

reducing and restricting the number of pilgrims by controlling the numbers of non-Saudi 

residents who may perform a repeat Hajj1. 

In spite of this, the city of Makkah still has to accommodate, sometimes, more than 

four times its normal population at once. As the number of pilgrims increases, the 

demand for accommodation arises. And this has resulted in a boom and expansion in the 

housing market. Also, this great demand for accommodation in a very short period of 

time brings about a sharp rise in the rental cost. Sometimes, the cost of rent, during Hajj 

alone, exceeds the cost for the whole year. The cost of rent per dwelling, however, has 

been proven to be influenced by other variables. Makky concluded that the rent per 

accommodation, in Hajj, is influenced to some degree by the following variables; (1) 

Distance from the Holy Mosque, (2) Quality of accommodation, (3) Accommodation size 

and (4) The accessibility to the Holy Mosque'. 

In 1986, Majdi added that the cost of accommodation is also affected by the road 

hierarchy, building type and the property tenure3. 

ý- Bill Morrison. Makkah: Planning and the pilgrimage city Recorded lecture given in the Centre for 
Middle Eastern Studies, School of Oriental and African Studies. London. February 1985. Via Majdi 
Hariri. op cit. p. 188. 

2- Ghazy Makky. Mecca: The Pilgrimage City. A study of pilgrim accommodation. Hajj Research Centre, 
King Abdul-Aziz University, Jeddah, Saudi Arabia, London, Groom Helm Publisher. 1978. p. 83. 

Majdi Hariri. op cit. p. 221. 
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Renting during Hajj time is considered to be the major source of income for low 

income household and as a secondary source of income for others. It represents around 72 

per cent of the total income of the household who rent their dwellings during Hajj'. 

Because of this, most households, especially in the centre of the city, tend to rent their 

dwellings or buildings only during Hajj while remaining vacant for the rest of the year. 

Others tend to rent out their properties to non-pilgrims provided they evacuate the 

buildings a few days before Hajj season to enable the property to be rented during Hajj. 

Even the small families who occupy and live in their own houses take advantage of Hajj 

by providing as much space as they can to be rented for pilgrims. Also, the whole year 

tenants, who live in rented houses, divide the dwelling into two units, one for the tenant 

and the other to be rented to pilgrims. 

3.2.2.1 TYPES OF ACCOMMODATIONS RENTED DURING HAJJ: 

Due to the profitability of the lodging to pilgrims, the housing services have developed 

and expanded in order to meet the high demand for accommodation during Hajj. At the 

present time, the housing activities can be divided as follows: 

1- Private-owned Properties : 

One of the housing industries that provides accommodation during Hajj is the private 

section of houses that are owned by the residents. Such houses are mainly occupied by the 

owners or sometimes by tenants who rent it for the whole year. Most of these houses are 

ý- Comprehensive Development Plan for Makkah Region - The present situation. Ministry of Municipal and 
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relatively recent, less than ten years old. This type of house represents around 42.2 per 

cent of the total houses in Makkah. The old buildings, aged more than fifty years, 

represent only 3.3 per cent. And the rest has been classified within a range of one to 

fifteen years old'. In the Central Area, the residential buildings are characterized as: 

1- Traditional buildings. 

2- Improved or extended traditional buildings. 

3- Modem apartment buildings. 

4- Hotels2. 

However, most of the old and the tall buildings are found in the Central Area 

surrounding the Holy Mosque, while the modern and the relatively less tall buildings are 

scattered away from the Central Area in areas such as `Azlziyyah and `Awa7i. 

As pointed out in the previous section, renting out such houses during Hajj represents 

a major source of income for low income landlords. The houses of this type most in 

demand during Hajj are those which are located within the Central Area as they have easy 

access to the Holy Mosque. As a result of this excessive demand in the Central area, it is 

widely noticed that almost all the landlords in this area tend to take advantage of the 

opportunity of Hajj and rent out their properties to pilgrims, mostly at high rental cost. 

Rural Affairs. Saudi Arabia. 1404 AH. pp. 68-69. 
ý- Report on the urban growth in Makkah. Municipal of the Holy Capital. Ministry of Municipal and Rural 

Affairs, Deputy Ministry for Planning Cities. Kingdom of Saudi Arabia. 1987. p. 9. 
2_ Majdi Hariri. op cit. p. 128. 
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Since it is nearly impossible to control the housing rentals, especially during Hajj, these 

landlords can exploit the pilgrims by increasing the rental cost as much as they wish. 

2- Commercial Housing Units: 

These units are multistory large blocks and contain furnished / unfurnished flats and 

rooms. The main purpose of these blocks is to be rented to pilgrims in the form of flats 

and rooms. It is also rented to non-pilgrims, people who come to Makkah to perform 

`Umrah (Minor Hajj), in the rest of the year. Some of them are also in use all year round. 

In fact, the main encouraging factor for the emergence of this type is its high profitability 

at all the religious seasons like the month of Ramadan. Besides, the risk of investing in 

such projects is extremely low as they do not require costly labour nor managerial staff. 

Also, the simplicity of the official procedures, for building such blocks, is considered to 

be another encouraging factor, although some regulations were introduced in 1989 to 

ensure satisfactory services in such buildings. 

At the present time, we notice that such buildings have developed vertically (increase 

in the number of stories of a building) and horizontally (further expansion in the number 

of buildings throughout the city, mostly along major roads). Up to 1994, the total number 

of these buildings had risen to 346 housing units scattered mostly within the centre of the 

city. 323 units are located in the Central Area or Haram district, 10 units are in 

`Aziziyyah and 13 units are in Hafäyr. The total capacity of these buildings is 17,991 

ý- Sanä' AI-Hibshi. op cit. p. 85. 
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rooms, 4,116 flats, 462 suites and 4 villas (see: Table 3-2). The prices and quality of service 

provided by these units vary according to the location, or the proximity to the Holy 

Mosque, and the facilities available such as transport to the Holy Mosque and the airport, 

and organizing tours to some religious sites .. etc. 

TABLE 3-2: TOTAL COMMERCIAL HOUSING UNITS AND THEIR CAPACITY OF ROOMS, FLATS, SUITES AND 
VILLAS, BY 1994'. 

NO. OF HOUSING UNIT NO. OF ROOMS 1 ý NO. OF 
FLATS 

NO. OF 
SUITES 

NO. OF 
VILLAS 

346 17,991 4,1 16 462 4 

3- Hotels Industry: 

Another type of housing industry available in Makkah is the hotels. It was not until 

1352 A. H (nearly 1932) when the first sign of a hotel service emerged in the city of 

Makkah'. Although the hotel industry has been in business for sixty three years, they are 

still small in number and less competitive than the housing market. Not only this, some 

small hotels have been noticed either to close down or to turn into other business such as 

buildings renting rooms and apartments. According to an official report released in 1982 

by the Branch of the Ministry of Commerce in Makkah, there were 28 hotels with 2284 

rooms, and 6 more hotels under construction with 959 rooms. By 1994, this number has 

declined to only twenty relatively small hotels, with a total capacity of 2641 rooms, 86 

flats, 561 suites and 5 villas. Eighteen of them are located within the Central District 

Sa'ad 'Iddin 'Uwnäl, et al. Directory for pilgrims' housing in Makkah. Hajj Research Centre. Umm Al- 
Qura University. Makkah. Saudi Arabia. 1994. 
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(Haram Area) and the other two outside the Central Area; the Intercontinental Hotel in 

Umm AI-Jüd, on the old Makkah-Jeddah Road, and al-Wähah Hotel is located in al- 

Hafäyar, which is adjacent to the Central Area (see: Table 3-3). 

TABLE 3-3: HOTELS INDUSTRY IN 11AKKAl12. 

NAME OF HOTEL CAPACITY CATEGORY LOCATION 
ROOM FLAT SUITE VILLA 

1-'j' j-d 418 35 (5) STARS 

2-Imitn 108 ý ý ý 
- 7j äd 

3-Harant 90 92 (4) STARS 7' id 
4-Bllza 107 15 (4) STARS `I äd 

5-Shubra 80 80 3` CLASS Ij ýd 
6-Shuhadil' 329 95 (5) STARS Ij ýd 
7-Ka'ki 148 I Ij id 
8-Intercontinental 148 ý_ 20 55 (5) STARS Umm al-fLd 
9-I-li/nan 429 209 15` CLASS '11)/id 
10-Najd 117 ý ý5 Ist CLASS AI-Ghazah 
ll- atýn 31 9 3` d CLASS(A) Shi b `smir 

12-Zahrat Makkah 54 10 2" CLASS(B) AI-Shsmi ah 
13-Alsa. ý'A1'ad, d 2 CLASS(B) Al-Shnmi ah 
14-0asr al-Oahirah AI-Shämi ah 
15-Zahrat al- atln 47 0 ý ý 

- Al-Qarlrah 

16-Za, ni 'ari (2) STARS Al-Marwah 

17-A1- Ansir 134 2" CLASS(B) AI-Sliuba kah 

18-Makkah Hotel 229 nd CLASS(A) AI-Shaba kah 

19-Abräj al-Mubiirak H, Irat a/-Bib 
20-Wähah Hotel 72 ý ý ý A/ Hafä it 

TOTAL 2,641 61 561 5 

(-) No label stated. 

As a matter of fact, the hotel industry in Makkah is not noticed to be widely spread in 

comparison with the other housing industries. Maybe this is due to the following reasons: 

I- Mohammad T hir Al-Kurdi: Kitab a1-Tdrikh al-Qawim li Makkah wa Bayt Allah a1-Karim. Maktabat al 
Nahdah al-Hadithah. 1385 AH. Makkah. Saudi Arabia. p. 133. 

2- Sa'ad 'Iddin 'Uwnä1, et al. op cit. 
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1- Since the pilgrims constitute the greatest part of the demand for accommodation and 

since most of them are from low income classes, the aggregate demand then would be in 

favour of the housing sector which provides accommodation at low cost, such as in those 

buildings providing rooms and flats. Because of this, the demand for hotel services, 

during Hajj, is relatively low, naturally, with some exceptions from the small percentage 

of high income pilgrims. 

2- The shortage of spaces in the Central Area has resulted in a sharp rise in the land 

cost; at the present time 1 m2 costs SR 300,000. Consequently, to establish a hotel in such 

an area would require a very high capital to meet the high price of land, given the 

necessity for sufficient space for hotel services such as car park and other facilities. 

Therefore, unless a major company adopts such a project, it is neither practical nor 

profitable project for small business. 

3- The competitive rentals, in the housing market, offered by other accommodation 

sources, i. e. commercial housing units which are scattered throughout the city and 

provide furnished and unfurnished flats and rooms, the private renting properties. 

For those previous reasons, investing in the hotel industry does not appeal to 

businesspersons. Instead, they opt for investing in more profitable and less costly 

residential projects such as the building units which yield profits not only in Hajj but also 

in other religious seasons, i. e. Ramadan and Rajab, during which Muslims tend to 

perform `Umrah or visit the Holy Mosque. Also such buildings do not require many 

132 



employees or qualified staff, which the hotels need. 

3.2.2.2 EFFECT OF HAJJ ON RENTS: 

Due to the high demand for accommodation during Hajj, the rents - for all types of 

accommodation - are noticed to increase remarkably. The effect of Hajj on rents becomes 

quite clear when we compare the average annual rent cost with the Hajj rent cost. The 

difference between the two rental costs , during Hajj and through the rest of the year, is 

quite clear as shown in Table 3-4. 

It is worthwhile, however, to notice that the actual rents, upon which we have 

calculated the average, were provided by the people working in these places. For this 

reason, the figures provided by these people may not be accurate as they would be 

conservative and cautious in revealing their actual prices. 

Nevertheless, these figures may, at least, give a rough picture about the major 

difference in the rental cost between Hajj time and non-Hajj time. As previously pointed 

out, the highest demand for accommodation is found in the case of commercial housing 

units. And this high demand brings about a sharp rise in the rent cost for each unit; room, 

flat and suite during Hajj. The average of the daily rent in non-Hajj time, for the room, 

flat and suite is around SR 96,184 and 165 respectively; in Hajj time these rents increase 

dramatically to SR 284 for the room, 908 for the flat and 1755 for the suite. Also, we 

notice among these rentals that the rental cost for the suite is the most affected during 

Hajj time, as its rent increases by 964 per cent , while the other rents increase by 196 per 
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cent for the room and 393 per cent for the flat (See: Table 3-4). 

In comparison, the hotel industry seems to be less affected by Hajj. The average rental 

cost, during non-Hajj time, is SR 234 for the room, and SR 532 for the suite. During flajj 

time, the rents increase by only 67 per cent for the room - SR 397 - and by 61 per cent for 

the suite - SR 855 (see: Table 3-4). 

TABLE 3-4: COMPARISON OF THE AVERAGE RENTAL COST* DURING HAJJ AND NON-HAJJ TINiES1. 

COMMERCIAL HOUSING UNITS 1 1 HOTELS 
NON-HAJJ 

RENT VALUE 
HAJJ RENT 

VALUE 
% 

CHANGE 
NON-HAJJ 

RENT VALUE 
HAJJ RENT 

VALUE 
% 

CHANGE 
ROOM 96 284 196 % 234 397 67 % 
FLAT 184 908 393 % 

- - 
N/A N/A 

- 
N/A 

SUITE 165 1755 96 4% 532 I 855 F 61 % 
(N/A): Not applicable. 
Figures and percentages are compiled and calculated by the writer' . 

However, apart from the hotels, the commercial housing units mostly charge for the 

whole period of Hajj rather than renting on a daily basis. 

3.2.2.3 EFFECT OF HAJJ ON THE SPATIAL DISTRIBUTION OF THE 

HOUSING INDUSTRY: 

As the high demand, by pilgrims, on accommodation is understandably found near the 

Holy Mosque, the majority of the housing industry is densely located within the Central 

district which has easy access to the Holy Mosque. As noticed above, 93 per cent of the 

The actual rents, during Hajj and in the rest of the year, for each accommodation were taken from 
Directory for pilgrims' housing in Makkah. op cit. 

Note: the rental cost given in the table represents the average rent during flajj and the average rent in the 
rest of the year for each accommodation unit. The average of each one, Hajj and non-Flajj rental cost. 
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commercial housing units were found within the Central Area, while the remaining 7 per 

cent are scattered in Aziziyyah and al-IHaffyirwhich are also close to the Central Area. 

The same effect applies to the location of the hotels, as 18 of them or 90 per cent are 

located in the Central Area, while only two hotels or 10 per cent are found in Umm al-rd 

and al-Ilafi-yirareas (See: Table 3-4). 

4- Makkah Company for Construction and Development: 

Due to the high demand for accommodation, triggered by the influence of Hajj, the 

housing industry in Makkah has developed in different patterns. The commercial housing 

units represent a unique pattern in the market of the housing industry. Another pattern 

based on large-scale projects has also been introduced to the housing sector. This has 

resulted in the formation of commercial companies to implement such large-scale 

projects as massive residential and commercial buildings. 

In the late eighties, a joint-stock national company corporation (known as Makkah 

Company for Construction and Development) was born to undertake the huge residential 

and commercial projects in the Central Area - near the Holy Mosque. It is estimated that 

the total capital invested by the company was, in 1991, as much as SR 1.5 billion 

(roughly $ 400 million) shared by tens of thousands of national citizens'. 

was calculated by adding all the rents of each unit and then the total was divided by the number of the 
units. 

Fi Khidmat T? iynf al-Rahmän. Ministry of Information. Under Sharikat Makkah li al= Nsha' wa al- 
Ta'mir. A booklet published by Där Al-Mawsn ah Al-'Arabiyyah. 1991. p. 41. 
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The main objective of this company is to re-construct and develop the areas 

surrounding the Holy Mosque and to make full and efficient use of the limited spaces 

available in the area, by implementing such projects as residential and commercial 

buildings. In such buildings, Islamic architectural design is fully taken into account in 

order to preserve the Islamic and the traditional values of the Holy City, as well as to be 

in perfect harmony with the design of the Holy Mosque. 

The first project implemented by the company was a massive residential and 

commercial centre in the vicinity of the Holy Mosque. Its construction began in 1989 and 

was completed by the end of 1994 and came into operation in mid 1995. The project 

consists of. 

1- Main building of which the first three floors were designed mainly for shopping 

purposes and provided with the necessary facilities. In total, it contains around 1,000 

shops of which 430 shops have already been rented out. 

2- A residential area containing 12 housing towers with a total capacity of 764 housing 

units. These units are different in terms of size, height and design, and they are divided 

into apartments of single-room units, two-room units and four-room units. 

3- 67 two-floor villas of various sizes. 

4- An eleven-storey hotel containing around 620 rooms and suites. On 27th April 

1994, a contract was signed with the International Hilton Group Company to operate the 
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hotel, with Muslim staff, for ten years. In return, the company will receive 17 per cent of 

the net profit'. 

It is observed that the most encouraging factor behind the creation of this huge 

company - Makkah Company for Construction and Development - was the profitability of 

the Hajj season and other religious seasons during which the demand for accommodation 

reaches its peak. According to the chairperson of the administration of the company, a 

feasibility study has been conducted for building more similar projects in the same areal. 

Although it seems too early to measure the role of this project in the housing industry, 

one can appreciate the long-term effect on shaping the whole patterns of the existing 

housing industry. More likely, the major challenge will be felt by those of small-scale 

buildings which provide apartments and rooms. Therefore, as the supply of 

accommodations increases the rental cost will eventually decrease. 

ý- A1-TiiNrah wa a1-Sinn- ah. Makkah's Chamber of Commerce & Industry. A monthly published magazine. 
No: 12. July 1994. pp. 4-6. 

2- Ibid. p. 4. 
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The Massive Residential And Commercial Complex In The Haram Area. 

1- External view of the complex. 
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3- Internal views (Shopping areas). 



3.2.3 RELIGIOUS SERVICES: 

The main guilds which provide religious services to pilgrims during Hajj are: 

(1) Tiwäfah Establishments which are based in Makkah and the United Zamizimah 

Office being under the supervision of the Tiwäfah Establishments. 

(2) United Wukalä' Office in Jeddah. 

(3) United Adillä-' Office in Madinah. 

In this section, we will discuss the impact of Hajj on these guilds focusing on its 

economic aspects, with a brief historical account. Also, we will highlight the historical 

growth of fees and revenues, by giving further details. 

3.2.3.1 EFFECT OF HAJJ ON PILGRIMS' GUILDS: 

With the increasing significance of Hajj over the years, the service industries adopted 

by these guilds have taken several forms. In the very beginning, services were exclusive to 

religious guidance and provided only for such eminent figures as kings, rulers, princes and 

rich people. Later, the services developed to include other services such as 

accommodation, foodstuffs and all physical needs, which all became available for any 

pilgrim who wished to take advantages . 

For more details about the outset of the Hajj service industry, see: David Edwin Long. op cit. pp. 38- 
72. Snouck Hurgronje, Arabic version. 1990. V: II. op cit. pp. 87-99. 'Abmad 'Subd'i. 1983. Vol: II. 
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3.2.3.1.1 INSTITUTIONALIZATION OF PILGRIMS' GUILDS: 

Over the years, the profession of serving pilgrims had undergone very many 

institutional changes and different administrations. In early times, serving pilgrims was 

almost the only beneficial business for the whole region. Nearly all Makkans participated, 

whether as mutawwiITn or as employees working with mutawwifi-n. At that time, such 

service was not governed by any official authority nor was it subject to specific 

regulations. But, later, due to the expansion in the number of pilgrims and their increasing 

demands for more services, pilgrimage became much more administrative and subject to 

certain rules most of which were based on long-inherited traditions. As a result, 

mutawwilTn formed tightly knit sub-guilds whose ranks were closed even to other bona 

fide mutawwifn. Each sub-guild was responsible for specific nationalities of pilgrims. 

Over each one was appointed a head called Shaykh al-Mashä ̀ ! kh (the main chief). At the 

head of the entire guild was the Shaykh al- mutawwifin (head mutawwit)'. This Shaykh 

al- mutawwin was a link between the mutawwin and the authorities - representing the 

mutawwiuJn's interests with the authorities, and helping the authorities in implementing 

the regulations over the mutawwifin. The Shaykh al- mutawwii n also had the 

responsibility to decide who could join the profession; this was later to be approved and 

granted license by the authorities2. As for the wulcalä' and adillä', their divisions and the 

op cit. p. 579. Mohammed Raft". Makkah fi al-Qarn al-Räbi' 'Ashar a1-Nijri . Manshürdt Nddi 
Makkah al-Thagdfi. 1981. pp. 167-173. 

1- David Edwin Long. 1973. op cit. p. 43. 
2- Mohammed 'Umar Rafiq. 1981. op cit. p. 171. 
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working relationship were almost identical to those of mutawwifn, with sub-guilds 

divided by nationality and appointed Shaykhs as guild masters. 

Such a framework has been subject to several changes due to the succession of 

different governments over the years. The final draft of the framework of the guilds 

appeared when the region of Vijäz was taken over by the King 'Abd al-'Aziz. In 1926, a 

royal decree was issued setting forth the first comprehensive regulations for the Hajj 

service industry including the functions of the guilds'. From that time up to the early 

1960s, the administration of the Hajj service was under a special committee called (Lijnat 

'Idärät al-Hajý) - The committee on the Administration of the Hajj - affiliated to the Hijäz 

Ministry of Interior, which included Departments of Public Health, Public Instruction, 

Posts and Telegraphs, Maritime Health and Quarantine, Public Security, Shari 'ah Courts 

and Municipalities2 . 
In June 1934, the IHijäz Ministry of Interior was abolished and the 

administration of Hajj came under the Ministry of Finance3. In 1372 A. H. (1952), and 

under the control of the Ministry of Finance, the administration of Hajj gained more 

authority and became a Directorate-General of Hajj supervising the guilds of mutawwifn, 

adillä , zamäzimah, and the Motorcar Syndicate4 
. 

Later, the Directorate-General of Hajj 

- David Edwin Long. 1973. op cit. p. 57. 

- Ibid. p. 84. 
3- Ibid. p. 85- 
4- Ibid. p. 91. Also, see Sanä' A1-Jiibshi. op cit. p. 92. 
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was joined with the semi-autonomous Directorate-General for (Wads) - Endowments - 

which had also been under the control of the Ministry of Finance'. 

As the importance of managing and administrating the Hajj service was continuously 

increasing, a more authoritative and more independent governmental body was assigned to 

it. In 1381 A. H (1960), the two, Directorate-General of Hajj and the Directorate-General 

for endowments were raised, for the first time, to a ministry level as Ministry of Hajj and 

(Waqfs) - Endowment - to take direct and full responsibility for Hajj affairs and 

management. 

Therefore, the Ministry of Hajj and Endowment undertook the task of the regulation of 

the Hajj service industry. Thus, each Hajj guild as well as the Hajj transportation syndicate 

came under the Directorate's purview2. 

To cope with the increasing affairs of Hajj, and to intensify and concentrate the role of 

the ministry of Hajj and Endowments on the Hajj service industry, two major committees 

were established to deal with the other affairs of Hajj and make recommendations. The 

first was the Supreme Hajj Committee established in 1381 A. H (1960) and headed by the 

Minister of the Interior3 . Its members included the Ministers who had direct responsibility 

- Ibid. p. 91. 
2- Ibid. p. 91. 
3- Majdi Hariri. 1986. op cit. p. 85. Also, 'Abdulmuhsin Al-'Ishaykh. Diräsah Ii Ath5r a1-Haij 'ala al- 

Mustawa' al-Kuli fi al-'Iatisdd al-Sa`üdi. Unpublished Master thesis submitted to Faculty of Islamic 
Law and Islamic Studies. Umm Al-Qura University. Makkah. Saudi Arabia. 1985. p. 93. 
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with Hajj'. Under this Committee was formed a second one namely the Central 

Committee for Hajj chaired by the Amir of the Western or Makkah Region 2. 

As for the Ministry of Hajj and Endowment, it remained directly responsible for the 

Hajj service industry. At the present time, the Ministry acts only as a ministry of Hajj, 

while the affairs of endowments have been affiliated to another Ministry. As for the Hajj 

guilds, under the Ministry of Hajj, it ended up with the new organized-system established 

in 1398 A. H (1978), and known today as the system of establishments. 

In fact, this system was a result of a series of experimental methods, aimed at achieving 

a high level of efficiency and providing better services as well as eliminating both 

exploitation of pilgrims and violation of the service regulations. Prior to the introduction 

of the system, the guild of Tiwäfah used to be based on a casual method in terms of the 

number and the nationality of pilgrims that each mutawwif would take. In other words, 

pilgrims used to have freedom to choose the mutawwif they wanted. The mutawwif, 

therefore, used to deal with brokers who could bring him as many pilgrims as possible. 

This method had involved exploitation, and the quality of services provided by the 

mutawwif was frequently much less than the standard. Because of this, another system 

was introduced to replace the former one. Each mutawwif under the new system was 

given a number of pilgrims through assigned committees. Later, a system based on 

'- Ibid. p. 85. 
_ 2_ Majdi Hariri. 1986. op cit. p. 86. Also, 'Abdulmuhsin Al-'Ishaykh. 1985. op cit. p. 93. 
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averages was introduced, and each mutawwifwas assigned a specific average as well as a 

maximum and minimum number of pilgrims that he should not exceed'. 

This system, based on averages, continued for a while until 1 399 A. 1-H (1979), when 

the first experimental establishment of Tiw fah, for the pilgrims from Europe and 

America, came into being. Following that, the other guilds began to adopt the present 

system of establishments, one after another, as follows': 

TABLE 3-5: T'IWAFAH ESTABLISHMENTS IN MAKKAH. 

A. H / AD No. of iwifah Est. for Notes 
1402 / 1982 1- Turkish pilgrims Joined with European & American F. st. 
1403 / 19 3] F2- Iranian pilgrims. 

3- South Asian il rims Pakistan, India) 

1404 / 1984 4- Non-Arab African pilgrims. 
5- Other Southeast Asian pilgrims. 

1405 / 1985 6- Arab countries' pilgrims. 

At the present time, all the establishments function within a systematic framework 

supervised by the Ministry of Hajj. Each establishment is based on a managerial system 

such as staff board and several committees as follows: 

1- Committee for financial issues. 

2- Committee for administration affairs. 

3- Committee for planning and follow-up. 

4- Committee for supervising the lands, in the holy places, and the tents. 

- Special edition for Fla** and Holy Places. Madinah Magazine: Supplementary to a daily newspaper. Issue 
No: 87.1411 AH. (1991). p. 106. 

Z- Ibid. p. 106. 
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5- Committee for housing in Makkah and the holy places. 

6- Committee for public administration. 

7- Committee for transporting pilgrims to the holy places and back to the airport. 

8- Committee for receiving pilgrims and registering their passports'. 

3.2.3.1.2 Commercialization of Pilgrims' Guilds: 

Along with the process of institutionalizing the pilgrims' guilds, the activities 

conducted by these guilds have gradually become a more commercially oriented service 

than a purely religious service, as it used to be. In the past, the main function of the guilds 

was confined to religious guidance and every mutawwifused to seek only rewards in the 

hereafter for helping the pilgrims. In fact, such religious guidance had resulted in forming 

a unique image of the mutawwifamong their pilgrims. The mutawwifwas, in the view of 

pilgrims, a pious person who served pilgrims, not for worldly interests, but only for the 

sake of God. For this, pilgrims used to address the mutawwifwith certain religious titles 

derived from the services he provided. The Turkish pilgrims looked at the mutawwifas a 

dali7 (guide). The Indian pilgrims called him Mu ̀ alim (teacher). The Indonesian pilgrims 

called him Shaykh'. 

Later, however, as the mvtawwif was found to provide more services such as 

accommodation, transport as well as helping pilgrims in all their physical needs, the 

pilgrim would pay his mutawwif unspecified amounts of money for these services on 

Ibid. p. 107. 

146 



their departure. Afterwards, a large number of people became involved in and dependent 

on the Tiwäfah business either as mutawwifmn or employees. In addition, the 

establishments adopted all the services that pilgrims needed throughout their stay in the 

Kingdom. For this, fees have been set for each service provided for pilgrims. 

Thus, having the services and their fees set and regulated, the function of the 

establishments has gradually turned to commercial services. At the present time, they are 

considered to be the most active commercial institutes in the market of services during 

Hajj. 

Due to the commercial significance and the role of the Tiwäfab Establishments in the 

market of Makkah, another type of similar establishments has been adopted. While the 

original 7'iwäfah establishments serve the pilgrims coming from abroad, the other 

Tiwäfah Establishments have entered the market to serve internal pilgrims, pilgrims 

coming from different parts of the Kingdom. This type of establishment can be run by 

individuals while each Tiwäfab establishment for external pilgrims is shared and run by 

more than mutawwif. These establishments are also supervised by the Ministry of Hajj 

and operate during the season of Hajj much in the same way as the Twäfah 

establishments for external pilgrims. They provide services such as transportation by air 

or coaches from the cities of the Kingdom to Makkah and Madinah as well as inside the 

- Sämi. M. `Aingäwi: Ta`liq `la Tatwir Mihnat a1-Tiw5fah. Hajj Research Centre (HRC). (n\d). p. 3. 
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holy places, accommodation in Makkah, Madinah and the holy places. Provision of meals 

is also provided by some of the establishments. 

In terms of conditions for obtaining a license, there are some differences between the 

two types of establishments. These conditions can be summarized as follows': 

1- Each establishment has to obtain a license from the Ministry every year to conduct the 

business. 

2- Each establishment has to deposit SR 100,000 to obtain a license at the Ministry of Hajj. 

3- No establishment is allowed to serve any pilgrim coming from abroad. 

4- No applicant or any of his members is involved in the other Tiwäfah Establishments for 

external pilgrims. 

3.2.3.1.3 Growth of Fees of Pilgrims' guilds: 

From the time that the Hajj service industry came into existence, guiding and serving 

pilgrims have always been the major source of income for the Makkans especially the 

mvtawwifn who were directly responsible for and serving pilgrims. With the passage of 

time this seasonal living source has become very important and crucial to the whole 

economy of Makkah. The revenues of the services provided for pilgrims have been 

subject to, and influenced by the economic and political situation. Prior to the discovery 

of the oil, the revenues earned from Hajj services was the economic backbone for the 

- Dr. Fawäz Al-Dahäs, Dr. Häshim Hariri: Diräsah Tagwimiyyah li 'Awdä ' al-Mu'sasät al-Tijäriyyah 
al-Sa`tidiyyah alati Takhdim Huiiäi al-Däkhil. A survey curried out on the Commercial Establishments 
for internal pilgrims. Hajj Research Centre (HRC). Umm al-Qura University. Makkah. Saudi Arabia. 
1408 AH. pp. 39-42. 
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region. During the Ottoman and Hashimite eras, the Hajj service system was under 

governmental administration and is reported to have been greatly exploited. The financial 

exploitation of Hajj was based on the taxes imposed by the government on the 

mutawwitln. This used to be conducted through the issuing of licenses to the mutawwifn 

for serving pilgrims. The mutawwiffn would, then, raise the fees of services on pilgrims 

This situation continued until the revenue of oil production came into effect. 

Afterwards, the fees of the services were set, although they were subject to some 

periodical changes. In 1367 A. H (1947-8), the fee for the combined services of a 

mutawwif wakil and zamzami was SR 74.5 out of a total fee of SR 401.5 which included 

SR 200 as government taxes, and SR 127 as payments for certain religious endowments'. 

The breakdown for the service fee of the SR 74.5 was: 

T. ABI. r 3-6: FEES OF TJWA-FAH SERVICES IN 1367 A. H (1947-8)2. 

SERVICE FEES IN SR 
Mutawwif 51 
Zamzami. 3.5 
The a ent in Jeddah (today known wakil 7 
Accommodation rent in Jeddah for two nights 2 

Rates for otters who ca the luggage on arrival and return 4 
A servant rate 0.5 

Chief of mutawwit7n and his committee 4.5 
Poor mutawwifin 0.5 

A chief agent in Jeddah 1 

A chief agent in Makkah 0.5 

Total SR 74.5 

'- `Abdulmuhsin Al-'Ishaykh . 
1985. op cit. p. 76. 

2_ Pil(grim Tariff for the season 1367 A. E! L1948). Hajj Magazine (Supplement to al-llajj). An Islamic 
Monthly Review. Second year. V: 3. Also, cited by: David Edwin Long. 1973. op cit. p. 58. 
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From the above, we can conclude that the portion of the pilgrim's guild from the 

overall revenues, at that time, was only 18.6 per cent, while the large portions were for 

the government with 49.8 per cent, and the religious endowments with 31,6 per cent. 

In the following year 1368 All (1949), the fee of SR 74.5 was cut down to SR 58.51. 

It is noticed that the dalr7's services in Madinah were not included in the fee at that time. 

This was, maybe, because of the long distance between Makkah and Madinah, and the 

lack of fast transportation; as a result, pilgrims tended not to visit Madinah in large 

numbers. Also, from 1367 A. H (1948) to 1385 A. H (1965) the rent for a tent in the holy 

places was arranged by the pilgrims with the owners of the tents. 

In 1385 A. H (1965), however, the fee of dali7's services in Madinah was set as SR 10 

as the number of pilgrims increased and the internal transportation improved. In the same 

year, 1965, the fee for services rendered by the mutawwif, waki7, zamzami and their 

helpers was fixed at SR 74 making a total SR 84 with the fee for services rendered by the 

adi h' in Madinah2. 

In 1371 A. H (1951), all the direct taxes earned by the government and the payments 

for the endowments were abolished, except a tax paid for health services (sanitation tax) 

which was later also abolished in 1381 A. H (1961)3. 

1- David Edwin Long. 1973. op cit. p. 58. 
2- Ibid. p. 61. 
3- Hajj Magazine. 1371 AH. Sixth year. V: 4. p. 191. 
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It was not until 1393 A. H (1973) that all the Hajj services were separately regulated 

and set. As shown above, in 1367 A. H (1947-8) the fee for the tiwäfah services as a 

whole was set at SR 74.5 and reduced to SR 58.5 in the following year, and in 1385 A. H 

(1965) went up to SR 84 after adding the a&11,1' fee of SR 10 . Probably, this situation 

continued until 1392 A. H (1972). In this year, the rental cost for a tent in `4raft and 

Mina was set at SR 30, totaling SR 114 with the fiwäfah services of SR 84 (See: Table 3- 

7). This increased the fiwäfah revenues by 35.7 per cent compared to 1385 A. H (1965). In 

1394 A. H (1974) - the rental cost for the tent in the holy places increased from SR 30 to 

SR 50, giving a rise in the total revenues of fiwäfah of 17.5 per cent. In 1395 AH (1975), 

the fiwäfah revenues went up again by 84.3 per cent as both fees increased to SR 147, for 

fiwäfah services, and SR 100, for renting a tent. This remained with no changes in 1396 

A. H (1976). In 1397 A. H (1977), the fee for tiwäfah services sharply increased and 

stabilized at SR 294, whereas the rental cost for a tent in the holy places remained at SR 

100. This increased the total revenue received by the 7'iwäfah establishments by 59.5 per 

cent. 

From 1409 A. H (1989) until 1414 A. H (1994), the fee for tiw fab services has still 

been SR 294, while the rental cost for a tent in `Artet and Mina increased to SR 150 as it 

included other additional services such as electricity, furniture, security and cleaning. It 

also included the fee for carrying the pilgrim's luggage on arrival and return1. 

'- Special edition for Haii and the holy places. Madinah Mag 
No: 104.1414 AH (1994). p. 54. 

azine. Supplementary to a daily newspaper. 
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Today, the total fees for the #w-fah services and the rent in the holy places is SR 444; 

they have to be paid as tiwäfah fees and are collected by the wakE7 in Jeddah, and are later 

distributed among the other establishments. 

TABLE 3-7: HISTORICAL GROWTH OF FEES FOR SERVICES BY TIWAFAH ESTABLISHMENTS SINCE 
1367 A. H (1947-8) UP To 1414 A. I I (1994)'. 

YEAR Ti"-fah Rent for a tent in 'Artei Total Change 
Services and Mina % 

1367 / 1948 74.5 -1 74.5 
1368 / 1949 58.5 58.5 - 21.4 
1385/ 1965 84 84 -+ 43.5 
1392 / 1972 84 30 114 +35.7 
1393/1973 84 30 114 0 
1394 / 1974 

-1 
84 1 50 134 +17.5 

1395 / 1975 147 100 247 +84.3 
1396/1976 147 100 247 0 
1397 / 1977 294 100 394 +59.5 
1398/1978 r 294 100 394 0 
1399/ 1979 294 100 394 0 
1400 / 1980 294 100 394 0 
1401/1981 294 100 394 0 
1402/1982 294 100 394 0 
1409 /1989-. 1415 / 1995) 294 150 444 + 12,6 

As shown in the above table, the growth rate of the fees for tiw11 11 services has 

increased tremendously over the last forty years. However, such a continuous rise in the 

services' fee does not necessarily mean an actual increase in the revenues of the Tiwrlthlh 

establishments. The prices' inflation and the economic situation were major factors 

behind the changes in the services' fee. 

Figures are based on: 
David Edwin Long. 1973. op cit. p. 58. 

- `Abdulmuhsin A1-'Ishaykh. 1985. op cit. p. 79. 
Madinah Magazine. N: 104.1994. op cit. p. 54. 
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3.2.4 TRANSPORT INDUSTRY: 

The transport industry in Makkah is another active sector, which is directly influenced 

by the Hajj, since pilgrims require transportation services between Jeddah, Madinah and 

Makkah, and between the holy places: Mina, Muzdalifah and `Artet. The Hajj transport 

industry has always been active even before the introduction of the modem mechanized 

travel in the region of Hjäz Prior to 1924, the transportation was almost exclusively by 

camel caravan'. Because these means of travel were a profitable activity, especially 

during Hajj time, most inhabitants of 1Yrjäz were involved in it. They used to rent their 

camels to pilgrims as they travelled between Jeddah, Madinah and Makkah. They became 

also organized into guilds, similar to those of mutawwlfn, wukalä' and adillä , which 

later came under Saudi regulations in 19262. In the Hajj tariff for 1949, the camel fares 

were set as f llows3: 0 

Camel Transport Fares: (Pound Sterling) (Indian Rupees) 
Jeddah - al-Madinah and return f5 RS 67 
Makkah - `Aral t- Mina and return 1.5 20 
Jeddah - Makkah and return 1 13 

Fare for camel does not include the shugdhuf as this will have to be 
rented separately with the following rates for each person: 

(Saudi Riyals) 
Jeddah-Makkah 4 
Makkah-Jeddah 4 
Makkah- `Ataft- Mina and return 6 
Jeddah or Makkah to al-Madinah and return 15 

'- David Edwin Long. 1973. op cit. p. 73. 
2- Ibid. p. 74. 
'- Al-Hall: Pilgrim Tariff for the season 1367 A. H (1948). op cit. p. 91. Also quoted by David Edwin Long. 

1973. op cit. p. 74. 
'- The shuqdhuf was a large covered sedan platform atop a camel, designed for carrying passengers, 

particularly Hajjis. 
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A few years later, camel travel began to die out as automobiles such as trucks, lorries 

and buses began to spread and be used for internal travel. Gradually, the use of such 

automobiles in Hajj transport became commercially intensified, a trend which later 

resulted in the establishment of private transportation companies in the region. 

Actually, the modem Hajj transportation system began at the end of World War II. In 

1946, and for the purpose of transporting pilgrims, the government established the 

Arabian Transport Company which was given the concession for public transport and 

transportation of pilgrims as well. Later, as the transport system began to develop and the 

demands on the transport services continuously increased, especially during Hajj, more 

private transport companies became involved. In 1948, the Bäkhashab Transport 

Company was established as the first private transport company which later on became a 

major Hajj carrier. In 1372 A. H (1952), another private transport company called Al- 

Maghrabi Transport Company was launched exclusively to provide transport services to 

pilgrims during Hajj season'. 

In the same year and due to expansion of the transport services evolved by the season 

of Hajj and in order to ensure that transport services were properly and efficiently 

provided during Hajj, the Saudi government established the "Al Nagibafi al-`Amah 11 

Siyyärj7f' (Public Syndicate for Motorcars) in 19522. It was created to have exclusive 

'- Interview with the founder of the company in: A1-Tijffrah wa a1-$ind'ah. Makkah's Chamber of 
Commerce & Industry. No: 11. Dhu al-hijjah 1411. pp. 44-48. 

Z- Fi Khidmat 1? ivnf al-Rahmän. Ministry of Information. Dar al-Mawsn'ah al-'Arabiyyah li al-Nashir wa 
al-Tawzi'. 1411 AH (1991). p. 50. 
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rights to carry foreign pilgrims to and from the Holy Places through private transport 

companies under its supervision. The Syndicate can be joined by any private transport 

company and each one is given a certain number of seats. It also distributes the tasks of 

overland transport services among the private companies under its supervision, in 

addition it reviews and plans operations and available resources ahead of time before the 

Hajj season. 

By 1972, another two private companies were established and joined the Syndicate for 

Hajj transportation mainly, Tawtiq Transport Company and 'Abdul'Aziz Kaki Transport 

Company. In 1974, there were five private transport companies under the Syndicate's 

supervision, with a total capacity of 5,507 vehicles and 141,342 seats (See: Table 3-8)'. 

Tr. m r. - -t_R" TOTAL PRIVATE TRANSPORT COMPANIES IN 1974. 

NAME OF 
COMPANY 

SEDANS BUSES 1 OPEN-TOPPED 1 
BUSES 

GRAND 
TOTAL 

GRAND 
TOTAL 

Vehicles Seats Vehicles Seats Vehicles Seats Vehicles Seats 

Al-Ma hrabi 191 1209 219 8864 165 7256 575 17329 

A1-Tawhid 623 3213 198 8420 111 4884 932 16517 

Al-Tawfi 528 2976 614 25948 250 10600 1392 39524 

A1-`Arabia 866 4726 605 25292 490 21512 1961 51530 

Al-Ka`aki 342 2006 153 7240 152 7196 647 16442 

Total 2550 14130 1789 75764 1168 51448 5507 141342 

In 1979, and due to the increasing number of pilgrims and the need for more transport 

services, the government established the Saudi Public Transport Co. (SAP'I'C'O) which 

now has the exclusive concession for the transport services among the cities of the 

1- David Edwin Long. 1973. op cit. p79. 
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Kingdom. The company also participates, to a large extent, in Hajj transportation under 

the control of the Public Syndicate2. The government owns 30 per cent of the total capital 

of the company, while the rest is owned by the private sector3. Because of its large 

involvement in Hajj, the company has tremendously developed in terms of size of 

manpower, number of buses and trucks, constructed stations and mechanical workshops. 

At present, the company runs more than 1520 buses of different sizes and makes, with a 

size of work force exceeding 2600 employees. During Hajj, as arranged with the Tiwäfah 

establishments, the company provides for pilgrims the following transport services: 

1- Transport services at the entrances of Makkah as no small cars are allowed to enter the 

city. 

2- Transport services in Makkah and the holy places, `Araft, Muzdalifah and Mina. 

3- Private hiring services in the holy places. 

4- Transport services at the Pilgrims' Cities in Jeddah and Madinah. 

5- Transport services to historical sites in Makkah and Madinah. 

The effect of Hajj on this transport company has become obvious since recent 

regulations have banned small cars from entering Makkah and the holy places for certain 

days during Hajj. Thus, the SAPTCO seems to have the lion's share in pilgrims' 

transport. Some published figures reveal that in Hajj 1979 - the year in which the 

company was established - it managed to transport over a million pilgrims, to and from 

ý- Hail Studies. V: 1. Edited by Ziauddin Sardar and M. A. Zaki Badawi. Croom Helm London for Hajj 
Research Centre, King Abdul Aziz University, Jeddah. p. 97. 

2- Madinah Magazine. No: 87. op cit. p. 120. 
3- Ibid. 
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Makkah, the holy places and Madinah. In 1981, as the company provided more buses and 

the number of seats in the Syndicate increased, it managed to transport around 9.4 million 

pilgrims. 

At present, the company designates thousands of buses solely for Ilajj transport, and 

transports millions of pilgrims every year between Makkah, the holy places and 

Madinah'. By 1989, the total number of transport companies, including the SABTCO, 

involved in Hajj transport under the control of the Syndicate had risen to 13 companies, 

with a total capacity of around 6,982 vehicles with 326,495 seats (See: Table 3-9). 

TABLE 3-9: TOTAL PRIVATE TRANSPORT COMPANIES UNDER TILE CONTROL OF THE SYNDICATE BY 
19891. 

Name of Company 
Air-conditioned 

Vehicles 
Non Air-conditioned 

Vehicles 
G. M. C 

Vehicles 
Grand 
Total 

V S V 11 S V S V S 

1-Khu a 186 9,300 li 2,025 © 0 231 11,325 
2-Makkah 
3-Ma hrabi 

191 
919 

8,845 
45,954 

60 
651 

3,000 
29,596 

ý 

o-I 

I= 

E0 
251 

1,570 
11,845 
75,550 

4 'Undulis 158 7,633 10 430 0 0 168 8,063 

5-Interna1 
Transport Co. 

121 5,316 218 9,044 53 401 392 14,761 

6-Dallah 593 21,178 79 3,480 16 132 688 34,790 

7-Madinah 137 6,850 70 3,220 ý ý 207 10,070 

8-Tawfi q_ 80 3,516 955 41,872 I 93 873 1,128 46,261 

9-Umm al-Qura 50 2,634 110 5,418 160 8,052 

10-SAPTCO 144 6,897 0 0 0 ýp 144 6,897 

I 1-AL-KFa ki 284 13,463 761 32,624 ý0 ý0 1,045 46,087 

12-S. A1-Ka`ki 748 42,592 F0 00 0 748 42,592 
13-AI Harama n 230 10,022 0 0 20 180 250 10,202 
Total 3841 184,200 2959 130,709 182 1586 6,982 326,495 
V: Vehicles. S: Seats. 

Fi Khidmat Qiyüf al-Rahmdn. op cit. p. 32. 
Z- Mahmüd Kisndwi and Hamzah Mzliki. Diräsah `an Ars' al-Huiidi Hawl Dawr al-MamIakah fi Tandim 

al-Ha. A survey presented to Hajj Research Centre. Umm al Qura University. 1 409 AH. p. 173 
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By 1991, the total capacity of these thirteen transport companies increased to 7,500 

vehicles with 350,000 seats. The size of manpower working in these companies reached 

15 thousands workers as drivers, technicians and administrators'. In addition, the 

beneficial effect of Hajj on the transport industry is not confined only to those transport 

companies but also expands the market of transport services for inhabitants such as taxi 

drivers, who offer transport services in their private cars, and the car rental companies. 

3.2.5 GROWTH OF FEES FOR SERVICES BY HAJJ TRANSPORT INDUSTRY: 

Since the modern automobiles replaced the old traditional transport in the Ilajj 

transport industry, the Hajj transport fairs had been subject to changes. In 1377 A. HI 

(1957), the Administration of Hajj Issues under the Ministry of Finance set the l iajj 

transport tariff as SR 292.5 for the whole trip back and forth within IIajj areas, Jeddah, 

Madinah, Makkah and the holy places by small cars (taxis). For large cars (buses), the 

rates for the same trips were SR 147.5 (See: table 3-10). 

TABLE 3-10: H: A. M TRANSPORTATION RATES IN 1377 A. 11 (1958)'. 

T es of tri 
11 By small cars (Taxis) By large cars (Buses) 

-711 
Jeddah-Makkah and return 45 22.5 

Makkah-'Arafat -Mina back and forth 67.5 35 

Jeddah-Madinah and return 180 90 

Total 11 292.5 147.5 

In 1397 A. H (1977) the transport fares for buses were doubled at SR 150 for Makkah- 

Madinah and return, SR 100 for Makkah- `Aratät and return and SR 45 for Makkah- 

'- Ibid. p. 51. 
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Jeddah and return'. This meant that each pilgrim had to pay a total of SR 295 for all trips 

in Hajj areas, twice as much as it was in 1377 A. H (1957). Such Hajj transport rates 

remained constant until modern vehicles were involved in the transport industry along 

with the increasing number of pilgrims which resulted in a rise in the Hajj transport fares. 

In 1403 A. H (1983) the High Committee for Hajj Transportation reset the Hajj transport 

fares as follows: 

TABLE 3-11: HAJJ TRANSPORT FARES IN 1403 A. H (1983)2. 

T es of tri Air-conditioned buses Non air-conditioned buses 
Jeddah Yanbu)-Madinah-Makkah 225 172.5 
Jeddah-Makkah or the opposite 30 22.5 
Makkah-Armstand return* 120 100 
Total 375 295 

" The fares also apply to G. M. C vehicles. 

This means each pilgrim, coming through either Yanbu or Jeddah who wants a full 

package to travel to Madinah, Makkah, holy places and return, has to pay a total of Sll 

375 for air-conditioned buses, or SR 295 for normal vehicles (non air-conditioned buses), 

while the pilgrim who wishes to travel only either from Jeddah or Yanbu to Makkah 

including the holy places and return pays a total of SR 150 for the air-conditioned buses 

or SR 122.5 for non air-conditioned buses. 

In the same year the Committee set I-Iajj transport fares for uncovered vehicles at SR 

120 for Jeddah-Juhfhh-Makkah trip, SR 20 for Jeddah-Makkah trip, SR 200 for Madinah- 

Makkah, and SR 120 for Makkah- `Araf t and return3. 

'- Ibid. p. 174. 
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In 1405 A. H (1985) and due to increasing demand on the Syndicate vehicles, the 

availability of and more modern vehicles and the rise in the price of cars, the transport 

fares within Makkah and the holy places for each pilgrim were set as follows: 

TABLE 3-12: II: AJ. J TRANSPORT FARLS WITHIN MAKKAII AND Tin. Hoi v PLACES IN 1405 A. }I (1985) 4. 

Route Direction Non air-conditioned Air-conditioned vehicles Uncovered 
vehicles vehicles* 

Makkah- `AraIt- 150 180 180 
Makkah 

`Uncovered venictes are air-conaiuonea ouses out wim no root. t ney were provided as many pilgrims, 
particularly from Iran, would have no covering over their heads. 

These transport fares - within Makkah and the holy places - have remained unchanged 

until today. Thus, the Hajj transport tariffs at the present time look like this: 

TABLE 3-13: HAJJ TRANSPORT F: tRI-: s Flzom 1405 A. 11 (1985) To 1414 A. H (1994)5. 

HAJJ TRANSPORT FARES 
By non 

air-conditioned 
vehicles 

By air- 
conditioned 

vehicles 

By uncovered 
vehicles 

By small cars 
(G. M. C) 

Jeddah (Yanbu) Madinah 172.5 225 22.5 _ý 260 
Makkah or the opposite 
Makkah-Holy places and 150 180 180 180 
return 
Makkah-Jeddah and return 22.5 30 30 40 
Total 345 435 435 480 

Therefore, pilgrims arriving at Jeddah or Yanbu who wish to visit Madinah as well pay 

a total of SR 345 for non air-conditioned vehicles, or SR 435 for air-conditioned vehicles, 

or SR 480 for small cars (G. M. C). Without visiting Madinah, they pay a total of SR 172.5 

'- Ibid. p. 175. 
Z- Ibid. p. 175. 
3- Ibid. p. 175. 
°- Ibid. p. 176. 
S- Ibid. pp. 89-90. 
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for non air-conditioned vehicles, or SR 210 for air-conditioned vehicles or SR 220 for 

small cars (G. M. C). 

To review the series of changes in Hajj transport tariffs, we notice that due to the 

economic situation and the type and price of vehicles provided in the Syndicate, the Hajj 

transport rates have dramatically changed over the last forty years. As shown in Table 3-14, 

we notice that in 1957 each pilgrim had to pay, on average, for the whole trip - Jeddah 

(Yanbu), Madinah, Makkah, the holy places and back to Jeddah - around SR. 220. In 

1977, the average fare increased to SR. 295, with a rise of 34 per cent. In 1983, the 

average increased again to SR. 353 but with a less percentage, 20 per cent. From 1985, 

the average increased to SR. 424, but with the same percentage 20 per cent (See: tables 

11/12). 
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3.2.6 HISTORICAL GROWTH OF OVERALL FEES OF HAJJ SERVICE 

INDUSTRY: 

Since the service industry became under the government regulation, the fees for these 

services have been subject to several changes over the times. Such changes have, of 

course, influenced the revenues received by the service industry. Therefore, in the next 

table we will review the changes in the fees of all Hajj services since 1367 A. H (1948) 

with some intervals in between. 

TABLE 3-15: HISTORICAL GROWTH OF FEES OF TILE SERVICE INDUSTRY FROm 1367 A. 11 (1948) To 
1414 A. II (1994)'. IN S. R 

Ti ah services Housing Indust Transport In dust Total fees 

Years Fee % 
thane 

% to 
total 

Fee % 
chan e 

% to 
total 

Fee % 
chap e 

% to 
total 

Total % 
chance 

1367/1948 74.5 
1368/1949 58.5 - 21.4 E7: 71 ý 

1377/1958 

1385/1966 
1392/1973 

1393/1974 

58.5 

84 
114 
114 

00 

+ 43.5 

+ 35.7 

15.4 I 

20.7 
26.2 

26.2 

100 

100 
100 
100 

00 

00 
00 
00 

26.4 

24.7 
23 
23 

220 

220 
220 
220 

00 ] 

00 
00 
00 

58.1 1 

54.4 

Jý 

50.6 
50.6 

378. 
5 

404 
434 
434 

00 

+ 7.5 
4-7.4 

00 

1394/1974 134 + 17.5 24.1 200 + 100 36.1 220 00 39.7 554 i- 27.6 

1395/1975 247 +84.3 25.5 500 + 150 51.7 220 00 22.7 967 4 74.5 

1396/1976 247 0 32.2 300 - 40 39.1 220 00 28.6 767 -20.6 
1397/1977 394 + 59.5 36.1 400 + 33.3 36.7 295 + 34 27 1089 41.9 

1398/1978 394 0 34.5 450 + 12.5 39.5 295 00 25.8 1 139 + 4.5 

1399/1979 394 0 33.1 500 +11.1 42 295 00 24.8 1189 +4.3 
1400/1980 394 0 33.1 500 00 42 295 00 24.8 1189 00 

1401/1981 394 0 33.1 500 00 42 995 00 24.8 1189 0 E0 7 
1402/1982 
1403/1983 

394 
394 r_ 0 30.5 

29.2 
600 
600 

+ 20 
00 

46.5 
44.5 

295 
353 

00 
19.6 

22.8 
2h? 

1289 

1347 
+ 8.4 

+474 
1404/1984 
to 
1415/1995 

444 + 12.6 25.9 840 + 40 49.1 424 -+- 20 24.8 1708 t 26.8 

Figures were taken from tables: 7 and 14 
. 

For Housing Industry, the fees are based on estimates: the 
estimates for the period of 1392(197))-1403(1983) are based on `Abdulmuhsin AI-Ishaykh 

. 1985. op 
cit. p. 79. From 1404(1984) to 1414(1994), the rental costs are based on the average rent in table: 4. 
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From the above table, we notice the following: 

1- The fees for the tiwäfah services have been increasing since 1367 A. H (1948), with 

different percentage changes each time. The major increase was found in 1395 A. H 

(1975). In that year the fee was raised to SR 247 with an increase of about 84 per cent. 

Two years later, 1397 A. H (1977), the fee again went up to SR 394 or with an increase of 

about 60 per cent. For the following six years, the fee remained unchanged. In 1404 A. H 

(1984) the fee was raised to SR 444, but again remained unchanged until 1414 A. H 

(1994). Most of these changes in the fees of the tiwäfah services were due to the addition 

of more services. 

To compare the tiwäfah fees with the whole service industry, we notice that its 

percentage changes up and down within a range between 15-36 %. 

2- With regard to the housing industry, we notice that although the rents given in the 

table are based on estimation, we observe some gradual growth over the years. From 1377 

A. H (1958) to 1393 A. H (1974), the rent per pilgrim was averaged as SR 100. In the next 

year, the average increased by 100 per cent, and again by 150 per cent in the following 

year. The only decline was observed in 1396 A. H (1976) as the average went down by 40 

per cent. Since then the average has gradually been increasing. However, these averages 

may not represent the real situation of the housing market during Hajj since there is no 

government control on the rental cost. 

3- Concerning the transport industry, the fee per pilgrim was averaged as indicated in 
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table 14. The average fee is noticed to be the most constant among other fees. From 1377 

A. H (1958) to 1396 A. H (1976) the average fee was constant at SR 220. In 1397 A. H 

(1977) it increased to SR 295 and remained unchanged until 1402 A. H (1982). In 1403 

A. H (1983) it increased again to SR 353. Also, in the next year it increased to SR 424 but 

remained constant until 1414 A. H (1994). 

3.2.7 HISTORICAL GROWTH OF OVERALL REVENUES EARNED BY HAJJ 

SERVICE INDUSTRY: 

One of the most remarkable indications, of the effect of Hajj on the service industry, 

can be measured by the historical growth and the volume of revenues earned by those 

who provide the services to pilgrims. Table 3-16 shows the historical growth of the 

revenues accrued to the service industry i. e., trwäfab guilds, housing and transport 

industries. 

In respect of the tiwäfah guilds, the table reveals that the first revenues (in 1367/1948) 

accrued to them was SR 5,633m, and that increased gradually over the years up to 

1415/1995, except for few years i. e., 1974,76,80,82,85,88,91 and 93 where it fell by 

6%, 20%, 6%, 3%, 7%, 21%, 13% and 2% respectively. These fluctuations, however, 

may have been due to the changes in the regulations, the services' fees and the number of 

pilgrims as well as the introduction and the exclusion of some services over the years. 

The table also indicate that the highest percentage increase recorded was in 1392/1973 

where the total revenue jumped from SR 24,705m in 1385/1966 to SR 73,550m in 

1392/1973, an increase by 198%. The highest total revenue ever received by the 

165 



mutawwfin was SR 462,294m in 1415/1995. Based on the regulated fees of services (see: 

Table 3-15), it can be stated that since the fees for the tiwäfah services were almost fixed 

at SR 444 since 1404/1984, any further fluctuations afterwards would be attributed 

mostly to the changes in the number of pilgrims. 

In relation to the revenues accrued to the housing industry and the transport industry, 

the table interestingly shows almost the same pattern as in the case of the {iwäfah 

revenues in terms of the percentage changes in the accrued revenues. This similar pattern 

possibly due to the similar changes in the fees regulations. However, we observe that both 

of the housing and the transport industries began to earn revenues from 1377/1958, and 

this clearly indicates that these two services were not officially regulated before that date. 

The highest percentage increase in the revenues accrued to the housing industry was in 

1394/1974 where it jumped from SR. 60,775m in 1393/1974 to SR 183,755m in 

1394/1974 with an increase of 202%. The highest revenue ever earned was also in the 

same year as the fiwifah guilds (1415/1995), totaling SR 874,610m. 

As for the transport industry, the highest percentage change in its revenue occurred in 

the same year as the highest change of the tiwäfah guilds' revenue i. e., 1392/1973 as the 

revenue sharply increased from 64,705m in 1385/1966 to SR 141,940m in 1392/1973, 

with an increase by 119%. Similar to the fiwäfab and the housing industries, the highest 

revenues received by the transport industry was in 1415/1995 where the revenue accrued 

at SR 441,470m. As a matter of fact, the high revenues earned by these industries in that 
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particular year (1415/1995) was obviously due to the large number of the external 

pilgrims, who came from abroad. In that year (1415/1995), only the total external 

pilgrims amounted 1,041,203. 

In comparison between the three industries in terms of their shares of the total revenue 

received by the Hajj service industry, we generally observe that before the fees were 

relatively stabilized namely before 1404/1984, their proportions varied up and down from 

year to year. As for the tiwäfah guilds, their share ranged from a minimum of 15% in 

1377/11958 to a maximum of 36% in 1397/1977. While, the proportion of the housing 

industry ranged from a minimum of 22% in 1385/1966 to a maximum of 52% in 

1395/1975. Whereas the share of the transport industry ranged from a minimum of 

22.75% in 1395/1975 to a maximum of 58.12% in 1377/1958. We also notice that the 

transport industry, in general, had the highest shares over the period of time from 

1377/1958 up to 1404/1984, followed by the housing industry and the trwäfah guilds 

respectively. 

However, since 1404/1984 when the fees of the services were relatively fixed, the 

proportion of each industry to the total revenue has been constant with the highest 

proportion (49%) by the housing industry, followed by the 
, 
trwifah guilds with the 

second largest(26%), and finally with 24.82 by the transport industry as the lowest 

proportion (see: Table 3-16). 
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3.2.8 HAJJ SERVICE INDUSTRY AND EMPLOYMENT: 

It is quite noticeable that as a result of Hajj, a considerable number of people in 

Makkah become employed full time, or at least full time during Hajj, in an industry which 

without Hajj would never exist. It is also noticed that while some other public sectors, for 

instance the oil industry, may have a higher payroll, more people are employed in 

providing services for pilgrims, either full time or part time, private or government 

employees, than any other commercial activity in the country. Such a high level of 

employment may be motivated by the fact that these people are involved in Hajj industry 

service either for financial gain or as a religious duty. However, it is noticeable that most 

people tend to work in Hajj service industry for financial gain than as a religious duty. 

This assumption is believed to be substantially true since the salaries and wages in these 

service industries are doubled, or even more, than in any other season. 

As for the Tiwäfah establishments, the labour and work force employed in it may 

represent the largest number in the service industry. It is noticed that after the 

introduction of the new system of establishments, the number of mutawwifn, wukalä' 

and adillä , and the employees have increased as the size of the administration of the 

establishments expanded. For example, in 1967 the number of mvtawwifFn families in 

Makkah was estimated around 800 members'. When the system of the establishments was 

introduced, the total number of mutawwin and their partners totalled around 4,156, and 

1- David Edwin Long. 1973. op cit. p. 152. 

169 



the adillä'in Madinah was around 1,375, which were all later divided into six groups to 

represent the nationalities of the pilgrims. In addition to these numbers involved in 

tiwäfah and adillä' establishments, there are more employees and staff working in the 

administration of these establishments. At present, the Tiwäfah establishments operate in 

much the same way as any such large commercial firm. The vast administration sections 

of each establishment, the numerous members of mutawwifn involved, and the large 

scale of services and requirements have all led the establishment to organize its financial 

budget on a large scale. In 1991, for instance, the T'iwäfah establishment for the South 

Asian pilgrims presented its budget for the pilgrims' services, size of labour and 

workforce, their spending on training or maintenance and developing its various 

programmes... etc., as follows: 

'1'. % tu ti' 3-16: BUDGET OF SOUTH ASIAN PILGRIMS' ESTAB1. ISIINII NI IN 1989'. 

PROGRAMME ITEMS EXPECTED SPENDING % TO THE TOTAL 
BUDGET 

Pilgrims' Services 100,100,000 96.07 % 

improving Functional Body 240,000 0.23 % 

Administration and Management 801,202 0.77 % 

support Services 1,885,000 1.8 % 

Improving Services' quality 1,104,000 I F. - 1.05 

Maintenance 80,000 0.08 % 

Total 104,210,202 100 

From the above table, we notice that the main part of the establishment's budget is for 

the pilgrims' services, which represents for instance, more than 96 per cent of the total 

budget of the above establishment. And since the pilgrims' services take place only for 

'- Majdi Hariri. 1986. op cit. p. 95 
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the period of Hajj, the 7'iwäfah establishments would, hence, employ as many people as 

possible for Hajj season in order to fulfill such services. 

Also, more opportunities of seasonal employment are offered as each establishment 

demands larger staff to run their own administrative issues such as financial 

administration, telecommunication, managerial issues, technical affairs, maintenance 

programmes. In addition, during the season of Hajj, each Tiwäfah establishment employs 

a large number of people to perform a wide range of tasks designated to various 

committees such as: 

(1)-Central Committee for Reception and Transport Pilgrims. 

(2)-Central Committee for Housing in Makkah 

(3)-Central Committee for Information & Health Services & Public Administration. 

(4)-Central Committee for Transport in the Holy Places and the Departure. 

(5)-Central Committee for the Accommodation in the Holy Places. 

(6)-Central Committee for Religious Guidance & Computer Division. 

(7)-Central Committee for Supervision & Follow-up. 

For this, the establishments enroll huge number of employees, sometimes, for few 

months in preparation for the season of Hajj. Such employees are employed either in 

office work or in field work to serve and accompany pilgrims. Recently, the 

establishments began to employ people with high academic qualifications so as to benefit 

from their professional and educational experience. Also, since the establishments offer 

health services, they employ a staff of medical doctors and nurses to provide health 

ý- Diräsah ̀ an Ara' al-Huiiäi Hawl Dawr al-Mamlakah fl Tandim al-Haii. 1409 A. H. op cit. p. 143. 
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services for pilgrims. On the other hand, they employ a wide range of qualified people 

from universities education institutes to serve and communicate with pilgrims speaking 

different languages. 

Since there are no published figures about the size of the staff employed in such 

establishments, it would be very difficult to estimate the actual numbers employed every 

year. However, it has been estimated that in 1967 the total number of employees attached 

to the Hajj service industry was as high as 15,000 to 20,0002. However, given the 

multifunction of the present Tiwäfah establishment, the previous rough estimation might 

be rather conservative compared to the actual size of the manpower and the labour force 

employed in providing services for pilgrims. 

Furthermore, the Zamäzimah United Office is another major service industry area 

which increases the level of employment during Hajj. Since the purpose of this office is 

to provide Zamzam water for pilgrims at all pilgrimage areas, a great number of people is 

employed, in most cases 24 hours a day. In fact there are several factors why zarnäzimah 

Guild employs more people and requires more larger staff. First is the continuously 

increasing numbers of pilgrims which need to be served and supplied with Zamzam 

water. Second is the new system of the guild which created more administration and 

expanded the framework of the guild in such a way as to require more employees. 

ý- Madinah Magazine. No: 87.1991. pp. 114-17. 
2- David Edwin Long. 1973. op cit. 152. 
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Since the zamäzimah guild has been regulated into a collective group similar to that of 

T wäfah, it has established 14 branch offices scattered as follows: (1) Two reception 

offices, one located on Makkah-Jeddah expressway and the other on Makkah-Madinah 

expressway. Both offices operate 20 days before Hajj for pilgrims coming to Makkah or 

visiting Madinah before performing Hajj. (2) Another two branch offices are located in 

the same places but operate some days after Hajj as pilgrims leaving Makkah for Jeddah 

on their return home, or leaving Makkah for Madinah in the case of those who wish to 

visit the Prophet Mosque after Hajj. (3) 10 branch offices located within Makkah to serve 

pilgrims while performing Hajj'. Also, the headquarters office which is located in 

Makkah administers a number including a committee called the Committee for seasonal 

employment. This committee is in charge of the employment during the season of Hajj 

and estimates the size of manpower required every season. The other committees are: (1) 

Committee for purchases, (2) Committee for supervision and follow-up, (3) Committee 

for communications, and (4) Committee for loading trucks with Zamzam water for 

Artet and Mina days2. 

Therefore, to implement such numerous tasks, the Zamäzimah United Office recruits a 

large workforce every season either as servants to distribute Zamzam water to pilgrims at 

'- Al-Tiiärah wa a1-$inä'ah. Monthly magazine issued by Makkah's Chamber of Commerce & Industry. 
No: 12. May/June 1994. pp. 16-18. 

2- Ibid. p. 18. 
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their accommodation or to work in the branch offices. In Hajj 1414 A. H (1994), for 

instance, a total of 500 people were employed as servants, technicians and supervisors'. 

In the same manner, the transport industry is believed to embrace a large percentage of 

employees in Hajj time. As pointed out, due to the increasing number of pilgrims and the 

improvement in the road system, the services industry have tremendously developed, and 

hence more private companies have joined in. In addition, the transport companies. 

especially the SAPTCO, provide special services during Hajj season including airport 

services, transportation between cities, services to pilgrimage cities in Madinah and 

Jeddah, services to small car parks in Makkah, intensive local transportation services 

from Makkah, Mina, Arara6 Muzdalifah and return. Because of such an active seasonal 

market for transport services, all the transport companies, under the control of the 

Syndicate, would extend their transport services by supplying more buses. This means an 

increase in the demand for workers in the form of drivers, drivers' assistants, supervisors, 

technicians .. etc. In Hajj 1991, for instance, the SAPTCO alone provided 1035 buses, 

only to meet pilgrims' services. Along with this, around 2125 workers were employed as 

drivers, drivers' assistants, mechanics and supervisors2. And since the SAPTCO is the 

company most involved in Hajj transport services, it provides, on average, one thousand 

buses for Hajj every year, and hence transports, on average, over 10 millions pilgrims 

'- Ibid. p. 18. 
2_ Madinah Magazine. 1991. No: 87. op cit. p. 121. 
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every year'. Based on this, the number of workers employed every Hajj is numbered in 

thousands. 

What is true for the SAPTCO is also mainly true for. the other private transport 

companies. In fact, most of the other transport companies are seen to operate only in the 

season of Hajj while remaining out of business for the rest of the year. Because of this, 

these seasonal companies can form the major areas for employment as they can employ a 

complete staff of workers, in contrast to SAPTCO which has its own employees working 

all year round. 

On the whole, the overall number of workers and employees in the Hajj transport 

service can be appreciated from the total capacity of the Public Motorcars Syndicate as 

being in charge of Hajj transport. It is, therefore, indicated that by 1991, the total number 

of transport companies was 13, with employees totalling 15 thousand2. 

'- Fi Khidmat 1 iyüf al-Rahmäm op cit. p. 32. 
2- Ibid. p. 51. 
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3.3 INDUSTRIAL SECTOR: 

The industrial structure in Makkah is mainly based on the conversion industry sector 

which depends on: (i) Factories licensed by the Ministry of Industry and Electricity and 

owned by the private sector, and (ii) Small factories or workshops licensed by the local 

municipality and the Ministry of Commerce. The first type of factory is mostly located in 

an industrial estate and small zones or at the edge of the town, and mostly based on 

projects set up by loans from the Saudi Industrial Development Fund (SIDF). The main 

manufacturing products of these factories are basically confined to light products, such as 

foodstuff, building materials, textiles and clothes, leather products... etc., which are 

intended primarily for the local markets. The second type, small factories (workshops) are 

mostly distributed within the city, and based on small-scale projects. The main function 

of such workshops is concentrated on repair work, handicraft activities and producing 

commodities but on a small scale. The financing of these workshops is often provided by 

the owners of the workshops, and sometimes they get grants from the Saudi Loans Bank 

(SLB) provided they agree to complete their training at the Public Institute of Technical 

Education and Vocational Training (PITEVT). 

In general, the industrial field in Makkah is considered to be in its early basic stages as 

compared to other sectors. In fact, the industry sector is adversely and strongly influenced 

by the nature of the physical conditions of the city. Clearly, the geographical factor stands 

as an obstacle against any significant industrial development. The difficult physical 

features of Makkah, as discussed earlier, have been a major problem not only for 
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industrial activities but also, to some degree, for any economic activity as the availability 

of flat land is limited and mostly used for residential or other purposes. However, the 

recent industrial development throughout the Kingdom has, to some extent, helped in 

reducing the effect of such geographical constraints on the industry sector of Makkah'. 

In addition to the industrial development adopted by the government, there is another 

relevant factor which must be taken into consideration, namely the effect of pilgrimage 

which is our main focus in this section. 

As a matter of fact, the whole economic activity of Makkah appears to be more 

influenced by the seasonal markets of the religious events such as Hajj and Ramadan. 

And since such markets mostly require commercial activities and service industries, we 

observe that the industrial activities in Makkah have become less and are hardly 

influenced directly by the market of Hajj. Accordingly, the industrial sector in Makkah 

has shown no sign of serious development over the Development Plans periods, 

especially when compared with other major cities. For this, we notice that the percentage 

of land use for industrial purposes in Makkah represents only 2.5 per cent of the total land 

use for other purposes, and this represents from 0.5 per cent to 5.5 per cent as compared 

to the land use for industrial purposes in other cities in the Kingdom2. 

1- For more details, see chapter two. 
2_ Makkah Region Comprehensive Development Plans: Existing Conditions: Land Use and Activities 

Patterns". Ministry Of Municipal And Rural Affairs. 1405 AH. p. 52. 
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Besides, the major industrial characteristics in Makkah are observed to be as follows: 

1- Its industrial structure is mainly based on small factories and workshops. 

2- Most of the invested capital is rather limited. 

3- Most of the industrial projects are based on light manufactures and fast-consumed 

commodities. 

4- The manpower working in such factories and workshops is generally unskilled. 

Despite all this, the economic base of Makkah cannot be said to be completely devoid 

of any industrial importance. On the contrary, throughout history Makkah was known to 

be the cradle of many commercial activities based on traditional craftsmanship activities. 

In addition, the majority of Makkans were well known as experienced in various craft 

activities such as carpentry, goldsmith, leather products and dairy produce etc. These craft 

activities were passed on generation after generation and this led to some of these 

families being called after their craft business. Similar to the Tiwäfah, each craftsmanship 

has a leader called (Shaykh -, 9inPah), Leader of manufacture, chosen by the people 

involved in the craftsmanship. In 1407 A. H (1987), there were around 15 craftsmanship, 

each headed by a Shaykh as follows: 
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TABLE 3-17: MAJOR HANDICRAFTS AND THEIR SHAYKHS IN MAKKAH'. 

NAME OF HANDICRAFT (MANUFACTURE) NAME OF ITS SHAYKH (LEADER) 
I- IRONSMITH MOHAMMED KIDWAN 

2- ROSARIES MAKING KHALIL RAFT` 

3- GOLDSMITH MOHAMMED FARSI 

4- TAILOR MOHAMMED JALAL 

5- `IQAL (BLACK CORD PUT ON THE HEAD) ABDULLAH ABU Al-RISH 

6- CHEWING-GUM 'ALA' IDDIN 'ABU AL-NAJA' 

7- BRICKS SULIYYMÄN AL-BAYTAR 

8- CARPENTRY 'AHMAD AL-NAHAS 

9- COPPER HASAN BASYU NI 

10- CLAY `ALI SHARIF 

I I- BAKERY `ABDULLAH KAKI 

12- PRINTING SALIH JAMAL 

13- SILVERSMITH 'AHMAD BADIR 

14- PASTRY MAKING `ABBAS 'ASHI 

15-COTTON MANUFACTURE 'ABDUL HAMID QATAN 

At the present time, recent developments in Makkah have played a leading part in the 

breakdown of traditional environmental activities and economic patterns. Some of 

traditional crafts and manufactures have been driven out of business, while some other 

old manufactures not only managed to survive, but have developed tremendously with 

involved modern technological equipment. On the whole, contemporary economic 

activities in Makkah have become much more organized and developed. The 

manufactures have been provided with all necessary facilities, and localized in one place - 

industrial estate - out of the city so that the various factories share all utilities and the city 

avoids pollution and noise. 

Dr. Ahmad Shiqiliyyah. AI-Sind'ah fi Makkah Al-Mukaramah. Makkah's Chamber of Industry & 
Commerce. Dar al-Thagnfah Printing Press. Makkah. 1407 AH. p. 143. 
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To understand the present situation of the industrial sector in Makkah, we shall briefly 

review its industrial localization. 

3.3.1 INDUSTRIAL LOCALIZATION. 

Before the emergence of the industrial estates, the manufacturing workshops in 

Makkah were scattered throughout the city; each tradesman had his workshop near his 

business or shop. After the establishment of industrial estates, those workshops were 

attracted and moved out to three industrial estates where all the industrial facilities and 

utilities are available - one is a modem estate and the other two relatively small industrial 

zones. These industrial areas were deliberately localized out of the Haram zone of the city 

for a number of reasons: 

1- Such location being out of the pram zone of the city enables the factories to benefit 

from Non-Muslim experts who are not allowed to enter the faram Zone. 

2- The city avoids the pollution the and noise caused by the factories. 

3- Since all the factories are working in one place, they can cooperate and share the 

industrial infrastructure available on the estate, and can be easily supervised as well. 

The following is a brief account of these industrial zones: 

1- The main Industrial Estate: 

This estate is a modem industrial city, established in 1392 A. H (1972) and improved 

in 1404 A. H (1984). It is located in the outskirts - north of the city mainly, on the 
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Makkah-Madinah expressway. It is fully equipped with all facilities required for the 

establishment of factories. The area on the estate is divided into lots of different sizes to 

meet the requirements of different industries. Each lot is provided with all basic utility 

services such as electricity, water, telephone, sewage and rainfall drainage. Other services 

are also available such as Bank, Post Office, Police Station, Medical Clinic, Mosque, 

Civil Defense Centre and an Administrative Staff tied up with the Ministry of Industry 

and Electricity to supervise and follow up the projects on the estate. Up to 1405 All 

(1985) the total number of factories in the industrial estate was 11 factories'. By 1994, the 

number of factories has increased to 33 factories - 17 licensed operating productive 

factories, 6 licensed factories under construction, and around 10 licensed factories on the 

way to be constructed2. 

T tB! 3-18: TOTAL NUMtBBER OF FAcrOR1Es IN Tuf: MAIN INDUS FRIM, GsrATF: OF NIAKKAI I IN 1985-199.1 

INDUSTRIAL ACTIVITIES NO. OF FACTORIES 
IN 1985 

NO. OF FACTORIES 
IN 1994 

FOODSTUFFS INDUSTRY 1 5 

TEXTILES & READY-MADE CLOTHES INDUSTRY 2 

WOOD PRODUCTS INDUSTRY 1 

PAPER, PRINTING & PUBLICATION PRODUCTS 0 2 
METALLIC INDUSTRIES 2 3 
BUILDING MATERIALS INDUSTRY 2 2 
PLASTIC PRODUCTS INDUSTRY 1 4 
FURNITURE & HOME PRODUCTS 2 6 
OTHER INDUSTRIES 0 9 
TOTAL 

-I 
11 F 33 

'-Ibid. p. 50. 
2 Makkah Industrial City Plot. Ministry of Industry & Electricity; Deputy Ministry For Industrial Affairs. 

Makkah Industrial City. Administration Centre. Second Ed. 1994. Also, quoted by Eng. Abdullah 
Qurashi, the Chairman of the Administration of the Industrial Estate, in al-Tijarth ivr /-yina ah. op 
cit. No: 9. Mar. 1994. p. 23. 
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As shown in the previous table, we find that the industries of foodstuff, plastic 

products, furniture and home products and the other industries have increased in number 

to 5,4,6,9 respectively. While no major changes were found regarding textiles, wood 

products, paper products, metallic products and the building materials, it is clear that the 

products of the industries that have increased are, either directly or indirectly, linked with 

the Hajj. For example, the foodstuffs are found to be the main commodities demanded in 

the market of Hajj, and therefore, such profitable products are influenced and, to some 

extent, encouraged by the season of Hajj. In addition, other products demanded in the 

housing market, such as furniture and domestic items are indirectly encouraged by the 

season of Hajj as the accommodation is in high demand by the pilgrims. 

2- Shumaysi Industrial Zone: 

This industrial zone was established before the main industrial estate. It is located out 

of the city - west of Makkah on the Makkah-Jeddah expressway. It is designed mainly for 

the basic and hard products industries. By 1985, the total number of the factories was 

around 5 hard products factories such as cement, pre-fabricated concrete and metallic 

products. 

3- Kara Industrial Zone: 

This is another industrial area, located also in the outskirts of the city - south-east of 

Makkah mainly on the Taif-Makkah expressway. It is bigger than the Shumaysi Area and 

it contains more hard products industries. It has 8 factories specializing in heavy concrete 
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and building materials products, as well as asphalt industries. Most of its industries are 

owned by the Kara Company -a national company specializing in the construction 

industry '. 

TmßLE 3-19: TYPES OF MANUFACTURING IN SIIUMAYSI AND KARA ZONES. 

TYPE OF INDUSTRIES SHUMAYSI ZONE KARR ZONE 
PRE-FABRICATED CONCRETE. & CEMENT PRODUCTS 1 0 
PLASTIC CONCRETE 1 0 
METALLIC PRODUCTS 1 1 
READY CONCRETE 0 2 
ASPHALT PRODUCTS 0 1 
BUILDING MATERIALS PRODUCTS 0 1 
OTHER PRODUCTS 2 3 
TOTAL 5 8 

Presumably, those two industrial zones - Shumaysi and Kara - were set up only to 

serve and meet the demands of the companies implementing large-scale projects such as 

projects of infrastructural development. Therefore, such products have no direct relations 

to the market of Hajj. In addition, a number of plots have been assigned to serve the main 

industrial estate. Due to the shortage of flat land, these plots have been localized in 

different areas as follows: 

1- Wasiq Plot which is on the Makkah-Jeddah expressway. 

2- Two plots - No l and 2- for light manufacturing, motor exhibition, workshops and 

warehouses, and they are on the old Makkah-Jeddah Road. 

Al-Sin i'ah fi Makkah Al-Mukaramah. op cit. pp. 50-52. 
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Apart from the manufactures in these industrial places, there are many more different 

manufactures and workshops scattered within the city of Makkah. These manufactures 

appear to be distinctive in terms of uniqueness and traditional value. Such manufactures 

are produced so as to serve the special demands and the needs of the inhabitants. In the 

next section, we will highlight the main manufactures adopted by the Makkans. 

3.3.2 MAJOR MANUFACTURES IN MAKKAH': 

In addition to the manufactures in the industrial areas, we find that some varied simple 

manufactured goods are produced, on small-scale, and supplied in the local markets of 

Makkah, and they are as follows: 

1- Camentiy and Furniture manufacture: 

This type of manufacture appears to be one of the oldest manufactures in Makkah2. It 

started as a hand-made craft with traditional and simple tools, and later developed to 

become a more sophisticated manufacture based on electrical machines. The first 

carpentry workshop based on an electrical machine was found in 1358 A. H, 57 years ago. 

The number of these workshops increased to around 32 shops spread throughout small 

areas of Makkah. The main products of these workshops are office and home furniture, 

decorated wooden windows and doors as well as wooden roofs. This manufacture has 

helped in preserving Islamic architectural values as its products have become 

- Most of this section is based on Shiqiliyyah. 1407 A. H. op cit. 
2- Mut ammad Maghrabi. Malämih al-Hayiät al-'Ijtimä'aiyyah fi al-Hijäz 1: i al- am al-Räbi' 'Ashar ]il 

Hiirah. First ed. Jeddah. Tah5mah Li al-Lnasher. 1402 AH. p. 139. 
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characterized with the art of Islamic architecture. This art can be now seen in most private 

buildings especially in the central area as most buildings' windows are covered with 

Rawushän materials. However, this type of manufacture, which supports such Islamic 

value, has begun to fade out in some modern areas of the city and be replaced with 

western-oriented materials such as aluminum materials. For this, there should be more 

large-scale investment directed on such products in order to expand its market and to 

preserve the Islamic architecture identity. 

2- Foodstuffs and beverage manufacture: 

This manufacture includes dairy products, ice and ice-cream products, fruit juices, 

grinding cereals and oil squeezing manufactures. Due to the importance of such products, 

in a high temperature region, we find some of these products are said to have existed 

quite long time ago, and remained up to the present time. For the dairy, its products are 

noticed to be widely available in the food markets throughout the year. Because these 

products are manufactured, by individuals, in different areas, it is difficult to present 

accurate statistics for their number and capacity. Concerning the ice and ice-cream 

products, they are manufactured within the city and in some small factories located in the 

outskirts. As these products are in high demand, not only in the off-peak season but also 

during Hajj time, its products are available in large quantities. The factories that 

manufacture ice are scattered throughout the city and in 1985 were recorded as 5 

factories, most of them located out of the city. These products (ice and ice-cream) in 

particular are always in extremely high demand all year round, especially during Hajj 
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when there are more consumers in the high temperature. 

In addition to this manufacture, there are other different products of the same type, 

manufactured in the city . Of these, cereal grinding is also quite common and has been 

among the Makkans for such a long time. In the past, the Makkans used to grind cereals' 

products such as wheat, millet, sorghum, either by hand or with some basic and 

traditional tools. These traditional tools were replaced with some mechanical machines 

and later the electrical machines which were more effective and more productive. By 

1985, there were around 11 electrical machines for grinding cereals, most of which were 

found in the central area. In the recent years, however, these products have begun 

gradually to decline as the imported cereals have become available in the markets. 

Beside the cereals, oil squeezing was another common manufacture among Makkans. 

The main product of this is to abstract the oil of sesame. This product is used for 

producing sweets as well as for cooking and medical purposes. Although, this product 

was developed by using electrical dynamo, it has disappeared in the face of the imported 

oils, and there remains only one producer. 

On the whole, the total number of factories producing foodstuffs and other related 

products comprised, in 1985, around 61 factories scattered in some old areas and at the 

edge of the city (See: Table 3-20) 
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TABLE 3-20: TYPE AND NUMBER OF FOODSTUFF MANUFACTURES IN MAKKAH. 

TYPE OF MANUFACTURE NO. OF FACTORIES 
1- SWEET PRODUCTS 3 

2- GRINDINGS & SQUEEZERS 11 
3-FRUIT & VEGETABLES STORING I 
4- ICE PRODUCTS 5 
5-PASTS & MACARONI PRODUCTS 2 
6- BAKING & OVEN UNITS 25 

7- DAIRY PRODUCTS 3 

8- JUICE PRODUCTS 4 
9- MINERAL WATER PRODUCTS 6 
10- TEA PACKING UNITS I F- 1 
TOTAL 61 

Although such products represent the main and the essential commodities in demand 

during Hajj, we find some of them have begun to decline, and some are not based on a 

large-scale production. Because of this, it is suggested, these manufactures should be 

revived and encouraged in order, on the one hand, to save its traditional value as being a 

historical manufacture, and on the other to compete with its imported counterparts. 

3- Metallic manufacture: 

This manufacture is of two types, copper metallic and iron metallic. Both types are 

believed to be recent manufactures in Makkah. The copper metallic manufacture is 

relatively old as it was so important, for the Makkans, especially in making cooking 

utensils based on copper. Anyway, this kind of manufacture had completely disappeared 

by 1360 A. H (1945) and been replaced with the second type - iron metallic. Since then, 

the iron metallic manufacture has become the main source of metallic products such as 

cooking and kitchen utensils, pots and pans. And later, this manufacture improved and 
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expanded as a result of the development of the construction sector which requires such 

products. For this, it came to be produced in well-developed workshops spread 

throughout the city. In recent years, these workshops have begun to produce more varied 

metallic products e. g., metallic windows, doors, wardrobe, tables, wires etc. By 1985, the 

number of workshops producing metal products reached 63 workshops in the city, 

although they vary in production capacity and manpower size. 

TABLE 3-21: Ti, PE ANl) NUMBER OF METALLIC MANUFACTURES IN MAKKAH. 

4- Building material manufactures: 

Beside the building materials produced in the industrial zones, there are more factories 

and laboratories, on an small-scale, that also produce different building materials such as 

bricks, concrete, sands and ceramic products. Those manufactures are located in different 

areas within the city, and some of them still use traditional equipment. Up to 1985, their 

numbers amounted to 34 different building materials manufactures. Such manuläctures 

were encouraged by the increasing demand for building materials. 

TA III v 3-22: TV'PES AND NUMMBBER Or Bun. DINC MATERS %sM, Am rr. ýr°rni c 

TYPE OF MANUFACTURE NO. OF FACTORIES & LAB. 
1-READY CONCRETE 
2- CERAMIC PRODUCTS 7 
3- FAB. PRODUCTS 
4- SAND PRODUCTS 2 
5- BUILDING BRICKS 16 

6- ASPHALT PRODUCTS 2 
TOTAL 34 
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5- Binding and Plastic products manufactures: 

This type of manufacture is not as common as the previous manufactures. The 

workshops producing such products numbered only 12 in 1985. It is said that the first 

workshop was established in 1382 A. H (1962), and was mainly producing plastic 

products such as bags and plastic cases. And later, 5 workshops were established to 

produce mainly such plastic products and others such as folders and binders. 

TABLE 3-23: TYPE AND NUMBER OF BINDING AND PLASTIC MANUFACTURES. 

TYPE OF MANUFACTURE NO. OF WORKSHOPS 

1- BINDING 6 

2- VARIOUS FOLDERS I F- 1 
3- PLASTIC BAGS 5 

TOTAL 12 

6- Textiles and Tent manufactures: 

The main products of these manufactures are ready-made clothes and designing tents 

with their accessories and embroidery. It is worthwhile to notice that the Makkans were 

well known in needlework manufacturers particularly hand-made clothes and 

embroidering. Traditional clothes used to be made by handwork with some simple tools. 

Because of its traditional value, they were in demand not only in Makkah, but also in the 

markets of Jeddah and Taif. At the present time, these manufactures seem to be out of 

business, in turn, modern factories have been established to produce the local-fashion 

clothes. By 1985, there were around 539 manufacturers dealing with such business, 99 

per cent of them were located inside the city (See: Table 3-24). 
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TABLE 3-24: TYPE AND NUMBER OF TEXTILES AND TENT MANUFACTURES. 

TYPE OF MANUFACTURE 11 NO. OF WORKSHOPS AND 
FACTORIES 

1 

I- TEXTILES & READY-MADE CLOTHES 8 
2- DESIGNING TENTS AND THEIR ACCESSORIES 1 
3- EMBROIDERY PRODUCTS 320 
4- DYEING UNITS & IRONING CLOTHES 210 
TOTAL 539 

7- Other major manufactures: 

In addition to the previous manufactures, there is another group of workshops 

producing, on a small-scale, different types of manufactures. Most of them are based on 

small-scale projects to meet local demand. Of this, a total of 32 workshops, mainly 

dealing with carpentry and furniture manufactures, it spread in different areas in the city. 

Also, there are around 34 workshops producing and designing different styles of decor for 

domestic and commercial purposes. Further, there are more factories and workshops 

some of which are claimed to have existed a long time ago. For instance, there are several 

traditional manufactures dealing specifically with clay products, in the form of pots and 

water containers, and some traditional perfumes such as incense products. Moreover, 

there exist a range of traditional manufactures' products such as leather products - leather 

shoes and slippers - and jewelry products (See: "fable 3-25). 

TABLE 3-25: TYPE AND NUMBER OF OTHER MAJOR MANUFACTURES IN W%KKAli 

TYPE. OF MANUEACTURE NO. 0 WORKSHOPS 
9 

2-CARPENTRY FURNITURE PROUMS 
34 

4- CLAY PRQDUCTS 

6- PERFUMEMDUCTS 
7- LEAI JER PRODUCTS 49 

& PUBLICATIONS PRODUCTS 11 5 
PRODUCTS 

152 
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8- The Kiswah manufacture (Ka ̀ bah Cloth)': 

This manufacture is conducted completely by a government-owned factory. The 

factory solely produces a large piece of cloth called Kiswah. This kiswah is produced 

once every year to cover the Holy House - Cubic-shaped house - in the middle of the Holy 

Mosque. Although this manufacture has no relation with industrial business, it 'has a 

religious and traditional dimension which gives Makkah more spiritual values. 

Historically, the Kiswah is believed to go back to the time of the Prophet 'Ismä `17 as he 

was the first one to cover the Holy Ka'bah with a cloth. Since then, the Kiswah was 

provided either by a Muslim leader or through donations from pious Muslims. The first 

Kiswah factory was established in 1357 A. H (1938) with a decree by King Abd al-`Aziz 

after he took over the region of Uijjz(West Region)2. In 1392 A. H (1972), a new factory, 

equipped with modem machines, was built on a flat area of 100 donums out of the city, 

on the old Makkah-Jeddah way, and came into operation in 1395 A. H (1975) as the first 

Kiswah was manufactured3. The number of employees working in the factory is around 

200 Saudi workers. Even though the factory is using modem machines, the traditional 

hand-work is still involved. The Kiswah consists of 54 pieces amounting 2650 square 

meter, with some of Kur'anic verses written on them. A total of 670 kg of natural silk is 

'- Kiswah is the black brocade and gold cloth covering the Ka'abah - the holy stone structure or house in 

the centre of the Holy Mosque in Makkah toward which all Muslims face while praying. 
2- A bulletin issued by the Ministry of Information. Saudi Arabia. Där al-Mawsü'ah Al-'Arabiyyah. 1991. 

p. 53 
3- Ibid. p. 53. 
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used in making the materials of Kiswah. The total cost, of each Kiswah which is made 

every year, is SR 17,000,000 ( approximately U$ 4.6 m)'. 

To sum up, by 1985 the number of factories and workshops producing various 

manufactures in Makkah had reached a total of 862 factories and workshops scattered 

inside and at the edge of the city and in the industrial zones2. Although these factories and 

workshops are mostly based on small-scale projects, many of their manufactures seem to 

be directed to the market of Hajj such as foodstuffs, ready-made clothes, perfume and 

jewellry products. More recently, however, there have been more manufactures tending 

towards the seasonal markets of the religious events such as Hajj and Ramadan. For 

example, a new factory has been established to produce souvenir presents and gifts for 

pilgrims to give to their families and relatives, on their return home. Another one is also 

said to be in operation to produce plastic containers filled with Zamzam water so that 

pilgrims can easily buy this holy water and take it back home. For the same purpose, a 

new factory has been set up to produce prayer mats, towels, sun umbrellas and 7hrämät - 

the two pieces cloths worn when performing Hajj or `Umrah. ; 

3.3.3 SUMMARY: 

Although the industrial sector, as a whole, is less influenced by the season of Hajj, we 

have noticed that quite a few manufacture products are mainly directed to serve the 

'- Ibid. p. 56. 
2- Al-$inä'ah fl Makkah Al-Mukaramah. op cit. p. 87. 
3- Sanä' Al-Iiibshi. op cit. pp. 97-98. 
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market of Hajj. But since such manufactures are mostly based on workshops, they appear 

unable to compete against their counterpart products of foreign manufacture in the market 

of Hajj. 

So, to improve the existing industrial activities especially with respect to the 

workshops in terms of performance, administrative and production efficiency, and to 

make them more effective during Hajj time, the following suggestions may help in this 

respect: 

1- Since the workshops are commonly adopted for industrial purposes, there should be 

a special development programme for developing and maintaining these workshops. 

2- Simplifying the conditions of establishing factories or workshops since most of the 

owners of these workshops are craftsworkers. 

3- Offering financial and mechanical support so that the investors could modernize 

their workshops and take advantage of modem technological equipment. 

4- Offering special industrial land with the necessary utilities so as to achieve full 

coordination and cooperation among the workshops. 

5- Encouraging the manufactures that are highly demanded in the market of Hajj. 
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3.3.4 PROSPECTS FOR INDUSTRIALIZATION IN MAKKAH: 

As noticed from the review of the industrial, sector in Makkah, one can understand that 

the industrial strategy adopted for the city of Makkah has been aiming at the same 

purposes as of that in any other city of the kingdom. This industrial policy, as highlighted 

in chapter two, was laid down to realize certain national objectives, with great emphasis 

on diversifying the economy of the kingdom into multi-productive sector, and 

encouraging the private sectors to participate more effectively in the industrial field. 

Thus, to achieve such an objective, a central industrial policy was drafted and then 

applied to the major cities of which the city of Makkah was one. As a result, huge 

industrial zones were established in the major- cities. Other incentives such as land in 

industrial zones, loans and technical assistance have become available for investors. 

Although, such an industrial policy is the chief tool for industrial development, some 

other considerations relating to the nature of trade of each city - major demands of local 

markets, seasonality of commercial activity and traditional craftsmanship - have 

somehow been neglected in the long-term objectives of the industrial policy. 

As for Makkah, it is observed that the religious seasons such as Hajj, `Umrah and 

Ramadan have not been taken into account in the industrial policy for the city. Some 

neglected aspects relating to the economics of Hajj and other religious seasons can be 

revealed as follows: 
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3.3.4.1 Special Goods Demanded In The Religious Seasonal Markets. 

While the main concentration is on manufacturing the goods demanded by the year- 

round markets, the commodities demanded specifically during the religious seasons are 

given less attention. Because of this, most products, supplied for Hajj or Ramadan 

seasons, are mainly imported either from abroad or from manufacturers in other regions 

in the Kingdom. 

For instance, the products most in demand in Hajj are mainly foodstuffs, some light 

goods bought for gifts back home and items relevant to religious rituals i. e., 'IhrJi t, 

rosaries (prayer beads), Siw/k (a small stick used for cleaning the teeth), slippers, 

umbrellas, prayer rugs. Also pilgrims purchase large quantities of luxury consumer goods 

because they are either unavailable or highly taxed in their home countries. 

Unfortunately, despite an industrial zone which manufactures many items, most of the 

items demanded mostly by pilgrims are still found to be of foreign manufacture. For 

example, in the survey conducted in Hajj 1414 A. 11 (1994) a large percentage of shops 

were found to sell foreign manufactures, mainly children's toys, fabrics, ready-made 

clothes, electronic items, leather products and prayer mats/rosaries (See: table 3-26). 

TAfI E 3-26: PERCENTAGE OF SHOPS SFl. 1, ING IMMPOR F: D/Lo( I, AND MIXED ITF:, N1s. 

TYPES OF SHOPS PERCENTAGE OF SHOPS SELLING 
Im orted Local Mixed 

Children's toys 36 % 13 % __ 51 0/ 
Fabrics 54% 5% 41 % 
Ready-made clothes 52 % 4% 44 % 
Electronic items 44% 8% 48 % 

Leather products 38% 10% 51 % 
Prayer mat/rosaries 26_% F-5% 69% 
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In addition, it is also noticed that although there are some factories producing for these 

markets items such as rosaries, 'Ihrämj-t (garments used in Hajj and `Umrah), prayer 

mats and the Saudi Thawub (the national clothes), they encounter strong competition 

from similar products, in the markets, imported from countries such as China and 

Taiwan. 

Probably, the reasons for the competition encountered from the foreign manufactures 

include; (i) The economic policy in the country follows free economic policy and open 

markets which encourage Saudi tradesmen to contract with foreign firms for the supply of 

such commodities, and (ii) Compared with the local manufactures, the manufacturing 

cost of the foreign products is quite low because of the cheap labour employed in, and the 

huge capital invested in such foreign firms. In addition, a large percentage of the raw 

materials used in the local manufactures are imported mainly from abroad; this would 

increase its production cost and make it difficult to compete with the imported products. 

In order to encourage the local supply of such commodities most in demand in the 

seasonal markets such as Hajj and Ramadan, there should be serious improvements in the 

industrial field so as to provide all types of goods for the markets of such religious events. 

This can be achieved by setting up an economic feasibility study of producing such 

items and evaluating the aggregate demand on each item in the seasonal markets. This 

task may be implemented by the Consultant Investing Firms in the city and then presented 

to the investors. 
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To support and help the local manufactures, which are challenged by the foreign 

products, there ought to be consideration given to the manufacturing cost of the product. 

In this regard, the writer believes that the following suggestions might be helpful: 

1- Increasing the capital invested in the factories that produce such challenged 

products. 

2- Intensive and regular training courses for national employees in order to minimize 

the size of the foreign manpower employed in these factories. This would reduce the 

production cost because the foreign workers would cost the manufacturer more than the 

nationals in terms of high salary, transportation, accommodation, health service and other 

facilities which have to be provided for them. 

3- Facilitating important raw materials such as textiles, spun yams and plastic 

materials that are needed for manufacturing products such as clothes, prayer mats, 

'Ihrimät and leather products. Since such raw materials are sufficiently available in some 

neighbouring countries, it would be useful to establish co-companies with these countries 

in order to facilitate the supply of such raw materials with low prices for the local 

factories. 
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3.3.4.2 Industrialization Of The Sacrificial Animals. 

Another neglected aspect is the animals which are annually slaughtered for sacrifice in 

huge numbers. Since most pilgrims offer sacrificial meats during Hajj' , the number of 

animals sacrificed every year may run over a million. 

In fact, a few years ago the issue of the animals being slaughtered for sacrifice was one 

of the most difficult logistical problems confronting the government. The key issue lay in 

how to cope with this large number of animals being slaughtered and left in the street, 

which later to be buried or burnt. In addition, this was a major factor in bringing about a 

massive environmental pollution in the city, the government used to spend huge money 

only to eliminate the disposals of the slaughtered animals. In 1400 A. H (1980), the 

government spent around SR 10,550,000 only to get rid of the unwanted parts of the 

slaughtered animals'. 

It was also felt, from an economic point of view, that it was a yearly exhaustion in the 

national economy as millions of hard currency was spent to import the animals, and other 

millions spent for feeding and transporting them. All these used to end up without any 

genuine practical benefit. For this reason, intensive and comprehensive long-term studies 

'- The animals slaughtered for sacrifice during Hajj (10th-13th of Dhu1 jah) are of three types; (I)- Nadi 

which is obligatory on the pilgrims performing Hajj in forms of Qlrin or Tamatu', (2) Fidiyah which is 

also obligatory on pilgrims who violate some Hau rituals, and (3)- 'UVhiyah which is optional and 
offered by any pilgrim who wish to do so. 

'- Diräsah an al-'Adähi wa Mada al-'Istifädah Minha'. Hajj Research Centre. A survey curried out on how 
to make good use of the sacrificial meat. King Abdull Aziz University. Jeddah. Saudi Arabia. (n/d) p. 9. 
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were launched and eventually came up with a historical project in 19831. The project 

resulted in constructing an automatic slaughtering house, known today as (AI-Mu `avsirn 

Model Slaughter House) in an area of 150,000 m2, with a capacity of 1.5 m animals, in 

order to provide sacrificial meat for distribution to the poor throughout the Muslim 

World. The project operates in cooperation with the Islamic Development Bank which is 

responsible for the supply of animals, selling coupons to pilgrims, transporting and 

distributing the meat in the Muslim World. 

Due to the success of the project, the government has spent around SR 316 millions 

for developing and constructing more automatic slaughter houses, as follows: 

TABLE 3-27: TOTAL COSTS OF TIIE PROJECTS OF THE MODEL SLAUGHTER HOPSFN''- 

PROJECTS DATE OF PROJECT 

- 
TOTAL COST 

MU'AI$IM SLAUGHTER HOUSE 1933 IF 154,000,000 

AUTOMATION OF SLAUGHTER HOUSE 1986 70,000,000 
NO: (I) AND 2 

DEVELOPING SLAUGHTER HOUSE: (1) 1987 15,000,000 
AND (2 
UPGRADING THE EQUIPMENT OF NO: 1988 21,000 000 
1 INTO FREEZING EQUIP. , 

INSTALLING FREEZING EQUIP. IN NO: 
I AND 2 

1989 40,000,000 

FEASIBILITY STUDY OF INSTALLING NO DATE 13,000,000 
SLAUGHTERING EQUIP. FOR CAMELS 

AND COWS 

FEASIBILITY STUDY OF NO DATE 3,000,000 
CONSTRUCTING ANOTHER MODEL 

SLAUGHTER HOUSE 

Now, each animal is slaughtered and cleaned, then frozen, if not taken by the pilgrim, 

with nitrogen liquid in huge stores. 

'- Madinah Magazine. No: 87.1991. op cit. p. 92. 
2_ Madinah Magazine. No: 104.1994. op cit. p. 63. 
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However, having solved part of the problem as to how to benefit from the left-over 

slaughtered animals, there is still another issue that remains unresolved. On slaughtering 

the animal, part of it such as skin, blood, bones, horns, heart, liver, and the bowels are 

taken out to be buried. Economically, such leavings could be used as raw materials for 

useful manufactures such as woollen, leather and fodder manufacture. The availability of 

such raw materials could reduce the manufacturing cost of similar products whose raw 

materials are imported from elsewhere. However, there have been no serious attempts at 

conducting projects in this respect. The only attempt was found in 1400 A. H (1980) by a 

tannery place, although it was in Jeddah. The tannery was used to buy the animals' skins, 

SR 6 for a sheep skins and SR 30 for a cow skins, to make leather products'. 

To make an economic use of such sacrificial animals, the writer believes that a 

thorough feasibility study on the profitability of such materials would, on the one hand, 

open a new commercial activity to the tradesmen of Makkah, and enhance the industrial 

activities in the city, on the other. 

As hundreds of thousands of animals, sheep, cows and camels, are slaughtered every 

year, their skins, dry blood, bones, horns and bowels which are left unused, constitute 

potential raw materials which can be used for manufacturing other products on demand. 

This commercial opportunity can be thoroughly exploited with a better management and 

cooperation between the organization in charge. First of all, it is quite important to launch 

I- piräsah `an al-'Adähi wa Mada a1-'Istifädah Minha". Hajj Research Centre. op cit. p. 22. 
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a wide promotion, among investors, about the actual volume of this potential raw 

materials and being easily available to them immediately after Hajj. Such promotion can 

be organized by the Administration of the Project and the Islamic Development Bank 

through annual meetings with the concerned investors. Alternatively, the Chamber of 

Makkah can play a crucial part in revealing the importance and the profitability of 

conducting manufacture based on such raw materials. 

3.3.4.3 Reviving And Improving The Traditional Manufactures. 

Along with the holy shrines, Makkah has always been known for its commercial 

activities and traditional crafts. Due to the lack of other living resources, the people of 

Makkah were encouraged to adopt other activities of which the craftsmanship activity 

was quite common. Having become skilled and familiar with such activity, their 

succeeding generations inherited over the years the profession which later became an 

important economic activity in the market of Makkah. This commercial feature has given 

Makkah an economic advantage as being different from other cities. Based on this 

argument, to preserve such historical legacy, presented in its traditional craftsmanship 

activity, and to encourage the skilled people involved in this activity, Makkah should 

receive special and distinctive attention in any economic plan. 

Given the existing industrial plan for the city of Makkah, one can hardly notice any 

serious attention to the traditional activities. In the last few years, a number of these 

traditional activities have vanished in the face of the industrial strategies which 
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concentrate on the modern industrial products, on the one hand, and on the manufactures 

based on large-scale capital, on the other. Besides, the conditions of adopting industrial 

projects and obtaining land in the industrial city, seem to be complicated in terms of 

official procedures, and beyond the financial resources of people whose traditional 

activities are inherited from their ancestors and now based on small-scale projects. 

The difficulty and the complexity of such industrial conditions appear, for example, in 

the conditions for obtaining a land in the industrial state. As published by the Ministry of 

Industry and Electricity, some of these conditions state: 

(1)- The factory should be characterized with a high degree of modem automation with 

respect to machinery and the method of fabrication. 

(2)- Lots of lands in the industrial estates shall not be allocated except for factories that 

will be using modem technical methods that cope with the conditions of industry in the 

Kingdom. 

(3)- Leasing lands for workshops, crushers and the like shall not be allowed'. 

Since most traditional activities are conducted within the city in small workshops and 

with traditional machinery, there appears no chance at all to take advantage of the 

industrial facilities in the industrial state. Because of this, most of such activities have 

I_ proPress and Achievements. Industry & Electricity. Tahämah for Advertising, Public Relations & 
Marketing. Saudi Arabia. (n/d). 
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been either driven out of business or replaced with similar activities using modem 

technology'. 

To revive such old traditional activities, some of the following recommendations may 

be helpful: 

1- Encourage the people who are involved in such activities by giving them a chance 

to run their projects either in the industrial estate where they have access to the necessary 

industrial facilities, or on special land equipped with the necessary facilities. 

2- Otherwise, simplifying and relaxing the conditions for obtaining a land in the 

industrial state - allowing them to use their own traditional machinery with which they are 

familiar. 

3- Granting them industrial loans with special and simple conditions, since most of 

their activities are conducted in small-scale range. 

4- Establishing committees supervised by the "Makkah Chamber for Industry and 

Commerce" to monitor their activities and hold periodical meetings with them to discuss 

and solve the difficulties confronting them. 

5- Establishing an annual exhibition during the season of Hajj for the traditional 

manufactures, and arrange with the Tiwýfah Establishments for pilgrims to see such 

traditional crafts. 

1. Sang' A1-Hibshi. op cit. p. 97.203 



6- Encouraging the craftsmen to revive their traditional crafts such as textiles spinning, 

rosaries making, scabbards products and clay materials. 

7- Establishing special markets for their manufactures. Also it would be useful to 

import craftsmen from the Arab countries in order to benefit from their experience and 

skills. 

8- Encouraging craftsmen to produce some manufactures with religious value for 

pilgrims such as sculpturing some religious sites i. e., Holy Mosque, Holy Ka ̀ bah, 

Zamzam well, Ibrähim stone, Mercy Mountain... etc. Such crafts would be greatly in 

demand especially during Hajj season. 

0 

'- Some of these suggestions have been indicated by 'Abdulrahmän Fag-ih - Head of Makkah's Chamber of 
Commerce & Industry. See: Al-Tijärah wa al-5inä'ah. Makkah's Chamber of Commerce & Industry. 
No: 12. July 1994. op cit. p. 12. 
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CHAPTER: FOUR. 

4. SURVEY RESEARCH METHODOLOGY 

4.1 INTRODUCTION: 

As summarized by Winston and Jackson (1995), surveys are defined as a method of 

collecting information by having respondents complete a questionnaire. Some other 

social scientists define the survey research as a method by which we can obtain 

information, for example, about individuals' characteristics and study the relationship 

between social variables. In this regard, Herbert and Bruce (1977) indicate that: 

"Survey research permits us to study public opinion as well as attitudes. It can also 
be used to obtain factual information. Academic surveys emphasize explanation of 
attitudes. Not only is there variety in the types of questions which can be explored 
with surveys, but there are a variety of survey designs that can be used to 
accommodate different substantive needs and problems if those problems are 
anticipated in the planning of the surveys. Survey research can therefore be a 
flexible technique for ascertaining information about people. "2 

Thus, conducting a survey for collecting and analyzing data is a very important part in 

any social science research. It is essential to know how, for example, shopkeepers make 

their decisions when they buy (or supply) consumer goods to sell in the Hajj market; what 

1- Jackson and Winston. Methods: doing social research. Prentice Hall. Canada Inc., Scarborough, Ontario. 
1995. p. 104. 

2- Herbert F. W. and Bruce D. B. Survey Research and Data Analysis. W. H. Freeman and Compan, San 
Francisco. 1977. p. 16. 
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they consider most when they buy the goods regarding prices, quality, quantity or variety? 

And what factors affect their decision making in this regards? On the other hand, with 

respect to the pilgrims, what their attitudes are towards the consumer goods supplied in 

the Hajj market by the shopkeepers, and the extent of their satisfaction or dissatisfaction 

with these consumer goods in terms of prices, quality, quantity and variety, and what are 

the factors influencing their attitudes?. Such information is essential before it is possible 

to give any recommendation or suggestion concerning them, and this is the important role 

of the survey in social studies. 

Therefore, since it is not practical to obtain the required information from every 

shopkeeper and pilgrim, a survey was carried out on a sample of both shopkeepers and 

pilgrims to represent the whole of the target populations. In social science, sampling has 

advantages over a complete coverage of the whole population. Some of these advantages 

have been pointed out and summarized by Moser and Kalton (1996), as follows: 

1- Sampling saves money. It is obviously cheaper to collect answers from 400 families 

than from 3,000. 

2- Sampling saves labour. A smaller staff is required both for fieldwork and for 

tabulating and processing the data. 

3- Sampling saves time. It was, in fact, for this purpose that sampling was first used 

with the Census of Population. In 1951, one per cent of the completed Census schedules 

were extracted at the analysis stage in order to prepare advance tabulations, which were 
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then made available within 12 to 18 months. The scale of these censuses is so enormous 

that formerly it had taken many years to publish the results, by which time they had 

inevitably lost some of their interest. 

4- A sample coverage often permits a higher overall level of accuracy than a full 

enumeration. Smaller numbers allow the quality of the field staff to be at a higher level; 

more checks and tests for accuracy can be afforded at all stages; more care can be given 

to editing and the analysis. 

5- Finally, fewer cases make it possible to collect and deal with more elaborate 

information from each. 

These are all advantages that flow from dealing with smaller numbers in contrast to 

what is receivable regarding a complete coverage. What gives statistical sampling an 

advantage over any other methods is that, when the estimates of the population 

characteristics are made from the sample results, the precision of these estimates can also 

be gauged from the sample results themselves. 

4.2 PURPOSE OF THE SURVEY: 

The purpose of many surveys is mainly to provide information and data for researchers 

interested in testing models and hypotheses in fields as diverse as economics, sociology, 

and psychology. It is aimed either to explain or describe a specific phenomenon which is 
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being studied. But, whichever is the case, the purpose of conducting a survey is to explain 

and test the relationships between a number of variables or to assess the influence of 

various factors upon some phenomena2. In an academic context, researchers can use 

survey data to test hypotheses and study causal relationships between variables3. 

Therefore, the purpose of this survey is to serve the specific research objective which 

is to study the effect of Hajj on the trade of consumer goods through investigating a 

number of variables relating to the shopkeepers, pilgrims and consumer goods 

themselves. 

4.3 COVERAGE OF THE SURVEY: 

As the purpose of the research is to study the impact of Hajj on the trade of consumer 

goods, the survey was designed to cover two types of populations (target populations), 

viz. (i) Shopkeepers, and (ii) Pilgrims. 

Since the first important steps in any survey research are to define the population being 

analyzed e. g. its geographical, demographic and other boundaries, and to decide whether 

the population should be fully or only partially covered, the following sections will define 

the survey populations and the survey areas with more details: 

ý- C. A. Moser and G. Kalton. Survey Methods in Social Investi ag tion. 2nd ed. Dartmouth Publishing 
Company Limited. England. 1996. pp. 57-8. 

2- Ibid. pp. 2-3. 
3- Ronald Czaja and Johnny Blair. Designing Surveys: A Guide To Decisions And Procedures. Pine Forge 

Press. A Sage Publication Company. California. 1996. p. 5. 
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4.3.1 Definition Of Survey Populations: 

1- Shopkeepers. The population of shopkeepers to be studied refers to any individual 

who is found, during the Hajj season of 1414 A. H (1994) in the city of Makkah, to sell 

any type of consumer goods in any type of shops. The population, therefore, would 

include two groups of shopkeepers; (i) Annual shopkeepers: those who sell the consumer 

goods all year round including, of course, the time of Hajj, and (ii) Only Hajj time 

shopkeepers: those who sell the consumer goods during Hajj time only. It has been 

determined that those shopkeepers are to be selected from three major areas; (i) The 

Haram Area or the Central area of Makkah, (ii) The Ma `äbdali Area, and (iii) The 

`A zizlyyah Area (See: Survey Areas: ). 

This defined population of shopkeepers is only partially covered by selecting a 

representative sample from these defined areas as above. Therefore, shopkeepers in areas 

other than the defined areas are excluded. 

2- Pilgrims. The population of pilgrims to be studied refers to any individual who is 

found in Makkah to perform the rites of Hajj, 1994. This population is also partially 

covered by selecting a representative sample. This sample was also selected from the 

same areas as in the case of the sample for the shopkeepers. It should be noted, here, that 

children who are in the company of their families who perform Hajj were excluded from 

the sample. 
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4.3.2 Survey Areas: 

As indicated in the previous section, the representative samples of the shopkeepers and 

the pilgrims to be surveyed are selected from pre-determined areas, and they are defined 

with some details of location characteristics, as follows': 

1- The t1aram Area (Also known as the central area of the city of Makkah). It 

represents the heart of the city where the Holy Mosque stands. It includes all the main 

areas which surround the Holy Mosque i. e., al-Qushäshiyyah, SUq al-Llayl, al-Qarirah, 

al-Nagä , al-Shämiyyah, Jarwal, Häratal-Bab, al-Shubaykah, al Masfalah and `Ijyäd. 

The Haram area is a mountainous area and characterized with commercial strips on the 

ground floors of the houses. Nearly all the ground floor use along major roads is 

commercial. Shops are found even in access roads and lanes'. 

The survey, then, was conducted in the major, access roads and the lanes that contain 

shops or shopping centres. 

2- The Ma `äbdah Area. This area is situated nearly 3.5 km, north-east of the Haram 

Area. It also stands almost half way between the Haram Area and the Holy Areas (Mina, 

Muzdalifah and `Artet). The area is relatively less mountainous than the Hamm Area, 

containing more flat land. This area is also characterized by a series of shops stretching 

I_ The geographical boundaries of the areas are based on Makkah Map produced by Zaki Farsi. i ma 
and Hail guide of Makkah. Prepared by the Municipality of Makkah. 
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along the major roads and the access roads as well as some purpose-built shopping 

centres. 

The survey was carried out to include as much as possible of all these shopping areas 

i. e., in major roads, access roads and the shopping centres. 

3- The `Azlziyyah Area. This area is mostly flat and regarded as one of the most 

modem areas in the city. It is located approximately 6 km, east-south of the & ram Area, 

and is adjacent and linked to the Holy Area of Mina with a tunnel. It also stretches along 

the major roads leading to the Holy Areas of Muzdalifah and Artet. The major road in 

this area is al- Aziziyyah Road around which most of the residential spots and 

commercial activities are clustered. As the area has lots of flat land, it contains many 

modem purpose-built shopping centres scattered along the major road. 

The survey in this area was conducted in the main road as well as in the access roads 

included the different shopping centres. 

The rationale for the selection of the different areas was to distinguish the locational 

differences and characteristics of the consumer goods conducted in these different areas 

during Hajj. Further, it was aimed to measure the effect of Hajj on the shopkeepers' 

buying decisions with respect to prices, quality, variety and quantity, in these different 

areas. 

'- Ministry of Municipal and Rural Affairs. Makkah Region Comprehensive Development Plans. V. 5: Land 
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These specific areas were chosen for the following reasons; the Haram Area is the 

oldest part in the city and contains the Holy Mosque which is therefore regarded as the 

most active commercial area with the highest density of pilgrims in the city. The 

Ma `äbdah Area was selected to represent a different area with relatively less commercial 

activity and density of pilgrims. It is also an important area as it stands halfway between 

Harare and the Holy Places. The Aziziyyah Area was also selected to represent the 

modern areas in Makkah. 

use and activity patterns. Saudi Arabia. February 1985. pp. 26,38. Via Majdi Hariri. Housing in Central 
Makkah: the influence of Haii. 1986. p. 29. op cit. 
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4.4 SURVEY METHOD AND DESIGN: 

Usually, in social surveys the methods for collecting information and data about the 

survey population can be attained by a number of methods. Briefly, the common methods 

are (i) Documentary sources such as historical documents, statistical reports, records of 

institutions and other sources through which a mass of information about the populations 

studied by social surveys is available, (ii) Observation which is called the classic method 

of scientific inquiry. This method is based on direct observation of phenomena through 

the eyes rather than the ears and voice. (iii) Questionnaires; this method is based on 

questioning people about e. g. their demographic, social and economic characteristics etc., 

or about their opinions of, for example, capital punishment or new issues relating to taxes 

etc., or about their daily behaviour e. g. how often they go shopping every week, how 

often they read a particular newspaper etc. Thus, the attainment of information and data 

through this method is based on what the people say'. 

However, the questionnaire method can be adopted in a variety of ways. The major 

ways are; (a) Mail questionnaires, through which respondents receive and return the 

questionnaires by mail, and this type is a feasible approach when the population under 

study is widely and thinly spread, and the funds available are limited2, (b) Individually 

delivered questionnaires which are delivered to the respondents by the researcher, (c) 

Group-administrated questionnaires by which the respondents complete the 

'- For more details see: C. A. Moser and G. Kalton. 1996. op cit. pp. 238-256. 
2- Ibid. p. 257. 
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questionnaires in group settings, (d) Personal interview, also referred to as face-to-face 

interviews through which information from respondents is usually collected by 

interviewers'. This can also be either through structured interview, which is a 

questionnaire that is read to the respondents, or an interview schedule, which outlines the 

areas that are to be probed by the interview. 

Apart from a few disadvantages associated with the interview method such as the cost 

and the amount of time used, it is thought to be the best method for collecting data and 

information from respondents'. 

Although the above survey methods for collecting data and information appear 

different in their natures, a combination of any of these is also possible. However, each 

one of these methods has a distinctive set of advantages and disadvantages, any method 

selected should be suitable with the requirements of the survey. 

In connection with this survey, personal or face-to-face interviews were deemed to be 

the most appropriate method and were used for collecting the data from the shopkeepers 

and the pilgrims since the disadvantages such as the cost and time constraints were 

controlled. 

For the purpose of increasing the response rate, questionnaires in the form of 

structured interviews were the main method employed for both samples, shopkeepers and 

I- Ronald Czaja and Johnny Blair. 1996. op cit. P. 42. 
2- Jackson and Winston. 1995. op cit. pp. 121-2. 
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pilgrims. For the sample of pilgrims, questionnaires in the form of structured interviews 

were successfully completed for the following reasons: (1) Their questionnaires were 

short, only 22 questions; (2) Each questionnaire took only 15 to 20 minutes to be 

completed, (3) Pilgrims were interviewed during convenient times, at which they were 

expected to be walking or shopping around, (4) The type of the survey was thought to be 

in the pilgrims' interest since part of it deals with their attitudes towards consumer goods, 

(5) Each one of the students (interviewers), who distributed the questionnaires, was 

assigned only 6 questionnaires daily, 3 for pilgrims and 3 for shopkeepers, which can be 

completed easily. 

In relation to the sample of shopkeepers, the situation was relatively different. Despite 

every effort was being made to maintain face-to-face interviews with every sample 

member, some questionnaires in some cases were preferably left with the sample 

members, which were collected later, for the following reasons; (1) Some shopkeepers 

were seen to be entirely preoccupied during Hajj, especially in such congested places as 

the tlaram Area, and hence they had not enough time to complete the questionnaires at 

that time, (2) The shopkeepers' questionnaires were relatively long (52 questions), (3) 

The estimated time for completing a single questionnaire was relatively long, 35-40 

minutes, (4) Some sample members, shopkeepers, were not found in their shops when the 

interviewers called, in this case the questionnaires were left with the shop assistants in 

order to be handed to the shopkeepers, and finally (5) Some shopkeepers were found less 

'- Ronald Czaja and Johnny Blair. 1996. op cit. p. 47. 
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willing to co-operate during working time for unknown reasons, and hence it was useful 

to give them the questionnaires so that they could fill them out at times most convenient 

to them. 

Therefore, whenever such situations were confronted, the interviewers were instructed 

to leave the questionnaires with the sample members. Such procedures were important in 

our survey in order; (1) To maintain a high rate of cooperation by all types of 

respondents, (2) To minimize the refusal rate and to increase the response rate as much as 

possible, and finally (3) To obtain the interview from the selected sample member 

without putting pressure on him / her. 

Apart from the structured interview method used in the field work, some interview 

schedules were also employed in the early stages in order to collect some secondary data 

from some government organizations and other agencies in Makkah e. g. the Municipality 

of Makkah, Chamber of Commerce and industry, the Ministry of Commerce (Branch of 

Makkah) and the Hajj Research Centre. 

4 .5 QUESTIONNAIRE DESIGN AND DEVELOPMENT: 

As indicated above, the survey instrument for interviewing the shopkeepers and the 

pilgrims in this research was mainly the questionnaire, which is made up of a series of set 

questions and either provides a space for an answer or offers a number of fixed 
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alternatives from which the respondents make a choice'. A good questionnaire design is 

extremely important in any survey. In this regard, Winston and Jackson (1995) state that: 

"A well-designed questionnaire does not impose on the patience of the 
respondent. It should be possible to move through the questionnaire rapidly, 
without becoming bored, and without having to reread questions because of 
ambiguity. An easy-to-complete questionnaire is more likely to be ftlledout 

"2 successfully 

The above guidelines were taken into consideration in the survey questionnaire in 

terms of design, type of questions, questions' order, wording of questions, format and 

presentation so that respondents would complete them easily. 

Basically, since the survey was to cover two samples, shopkeepers and pilgrims, two 

types of questionnaires were prepared with, of course, relatively different designs for each 

so as to serve the purpose of the survey from each sample. 

In general, the contents of each questionnaire were concerned with factual questions 

e. g., respondent's age, occupation, education level 
... etc., and opinions and judgment 

questions e. g., pilgrims' attitudes to and the shopkeepers' buying decisions with respect to 

prices, quality, variety and quantity of the consumer goods. Each one was also classified 

into several sections dealing with different topics and variables. 

'. Jackson and Winston. 1995. op cit. p. 104. 
2_ Ibid. p. 368. 
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With respect to the shopkeepers' questionnaire, it contained 53 items (or questions) in 

five sections dealing with major information such as their social-economic 

characteristics, their motives in trading during Hajj, types of goods sold, duration of their 

business, their buying decisions with respect to prices, quality, variety and quantity of the 

goods they supply in Hajj and non-Hajj times, ownership of the shops and the rental cost 

of the shops (See Appendix). 

In relation to the pilgrims' questionnaire, it contained 22 items (or questions) in four 

sections dealing with their demo-socio-economic characteristics, their opinions in some 

consumer goods-related issues and their expenditure patterns. And since pilgrims are of 

different languages each question was written in Arabic and English (See Appendix)*. 

The types of questions and the scales in both questionnaires were carefully selected in 

order to obtain the most precise measurement possible and to be appropriate for analysis 

purposes. The types of questions used in the two questionnaires are as follows: 

1. Pre-Coded, Single And Multi-Choice Questions: this was the main type of question 

used in both questionnaires. The respondent here was given a limited number of 

answers from which to choose only one answer in the case of single-choice questions, 

and one or more in the case of multi-choice questions. The single-choice questions 

were used with most factual questions e. g., questions on age, occupation, education, 

nationality ... etc., and with questions requiring answers like "yes" or "no" e. g., 

shopkeepers' buying decisions with respect to each of the prices, quality, variety and 

quantity. Whereas the multi-choice questions were used for opinion questions or in 
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cases where more than one answer could be given e. g., questions regarding pilgrims' 

opinions with respect to difficulties encountered with shopkeepers .. etc. In such types 

of questions, all possible answers were presented. However, in cases where there was 

not sufficient room to list all possible responses, the category of "Other .. specify" was 

included as a final category. 

2- Open-Ended Questions: the respondent here was given freedom to answer the question 

or to offer some suggestion or opinion without pre-set categories being provided for 

the answer. The use of this type in both questionnaires was limited only in questions 

about e. g., pilgrims' income, rental cost of shop for shopkeepers and the final question 

in each questionnaire which requested the respondents to provide any suggestions or 

comments regarding the consumer goods. 

3- Presence Absence Questions: this type of questions requests the respondents to check 

off items in a list do or do not apply to them by answering "yes" or "no" in most 

cases'. Such questions were mainly assigned to the shopkeepers, when asked about 

their decisions regarding prices, quality, quantity and variety of the consumer goods 

they buy for Hajj market. Each one of the above items was put as a presence-absence 

question with the two fixed responses of "yes" and "no". The aim here was to measure 

the shopkeeper's attitude towards each item of these; prices, quality, quantity and 

variety, in their buying decisions. Thus, each shopkeeper would answer each one either 

1- Ibid. p. 374. 
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with yes or no. Another advantage of using this type of questions was also realized in 

the process of coding the data as the presence or the "yes" response was coded as (1) 

and the absence or the "no" response was coded as (0). This technique was useful in 

the data analysis which involved statistical tests on these items or variables. That is, 

each variable was subsequently assigned two scores; (0) for the absence response and 

(1) for the presence response. By this, the variable can be statistically tested against 

other variables with various measurements such as ordinal and ratio as well as 

nominal. 

With respect to ordering questions, format and presentation, a number of common 

rules in social surveys were followed. The first task was to begin with introducing the 

study to the sample members, informing them who is doing the study?, who is sponsoring 

it?, what the study is about?, and what will be done with the study results?. This 

information were conveyed to respondents through the cover letter in the self- 

administered questionnaire or through the interviewer's introduction in face-to-face 

interview. In both cases, all shopkeepers and pilgrims' questionnaires had a cover page 

with the Hajj Research Centre endorsement and with some notes assuring the 

confidentiality of the information given. As for ordering the questions, consideration was 

given to starting with questions that are easy to answer mainly, background information 

questions, items that reflect the respondent's place of birth, gender, age, occupation, 

nationality, education level. Following this information are the questions that deal with 

the topics of the survey. This ordering was considered so that the respondents be able to 
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move quickly through these items and topics, creating the impression that it will take only 

a few minutes to complete the whole questionnaire. 

In relation to questionnaire formatting, different formats were used for different types 

of questions in order to help the respondents answer the questionnaire rapidly. Also, the 

questions that have the same format were put together as far as possible. That is questions 

with the same manner i. e., check-one-of-the-following questions, fill-in-the-blank 

questions and check-as-many-as-appropriate questions were presented in sequence. This 

was done so that respondents get the idea that each group of questions is presented in 

certain manner and to be answered either by checking only one category or more than one 

or by filling the gap. Also, the entry of the data into the computer was considered in 

formatting the questionnaire. By assigning code values to each response category, which 

later placed to the right column of the questionnaire, had helped enormously in the 

process of the entering data into the computer, and saved time as well. Another issue was 

that some questions were only to be answered by some respondents as in the case of 

shopkeepers who were identified as shop owners, year round renters and only Hajj time 

renters. In such cases, shopkeepers were clearly guided to questions that applied to them. 

With respect to the questionnaire presentation, both questionnaires were designed in a 

good and attractive layout e. g., quality of paper and quality of printing. In addition, for 

more attractiveness all the questionnaires' pages were smartly bordered, with a header 

part in the first page for general information i. e., questionnaire reference number, date 

and place of interview and name of student or interviewer, and each one had a code check 
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in the opposite. Further, to make it very easy for the interviewers to code the responses 

immediately, each page had a coding column to the left in the shopkeepers' questionnaire 

and to the right in the pilgrims' questionnaire. 

4.6 SURVEY SAMPLE AND SAMPLING: 

In social science, the term of sample refers to those individuals (or units) selected for a 

study'. It was, therefore, impossible to cover the whole population of the shopkeepers in 

Makkah, nor was it possible to interview all the pilgrims. So, the best way was to draw 

representative samples to represent the populations of the shopkeepers and the pilgrims. 

Therefore, 500 shopkeepers and 500 pilgrims were selected from the survey areas; 200 

from the Haram Area, 160 from `Aziziyyafi and 140 from Ma `abdah Area, for each 

sample. 

One of the obstacles faced in this survey is that there were no lists or records of the 

shopkeepers, neither was possible to obtain accurate number of the pilgrims at the time of 

the survey. Consequently, it was not possible to estimate the population size of the 

shopkeepers and the pilgrims, hence, it was not possible to estimate the size of each 

sample. Therefore, the procedure of the sample size and the sample frame were 

inapplicable in the survey. 

However, and generally speaking the populations investigated here are the 

shopkeepers in Hamm Area, Aziziyyah Area and Ma `äbdah Area, and the pilgrims in the 
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same areas, in Hajj 1414 A. H (1994). Hence, generalization from this research must be on 

this population. 

4.6.1 Sampling Units: 

The sample units could be individuals, countries, products .. etc. In this survey, there 

are two levels of sampling. The first is the individuals or respondents' sample, 

representing the shopkeepers and pilgrims and, second level includes consumer goods 

and different locations. 

4.6.2 Sampling Techniques and Procedures: 

Due to the fact that there were two types of respondents, shopkeepers and pilgrims, 

different techniques were employed in selecting the sampling units. 

As for the shopkeepers, they were divided into three strata (areas) then a random 

systematic sample was selected within each stratum (area). This technique which is based 

on probability sampling procedure were employed in order to ensure the randomness of 

the sample by providing each unit (shopkeeper) in the population an equal chance of 

being selected for participation in the study as well as to increase its representation to the 

population. These procedures were conducted with the help of appropriate maps. Thus, 

the sampling procedures with respect to shopkeepers started with obtaining a recent and 

appropriate map for each area. In deciding from where the students start selecting the 

shopkeepers, the furthest point of each area from the Holy Mosque was determined as the 

'- Jackson and Winston. 1995. op cit. p. 395. 
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starting point of sampling. These starting point were determined and marked in each area 

map and given to each students. So, from the starting point the student selected every fifth 

shop on the major roads, whether on the left or the right side, as moving toward the Holy 

Mosque. Whenever the fifth number became inappropriate e. g. closed or no one was 

available, an alternative was given to the two shops before, if not the two after it. In cases 

of multi-story shopping centre the count starts from the entrance on the right hand on the 

ground floor, and the count starts again for the first floor on the right side. Thus, the same 

procedure continues for the rest of the floors. This was done along the major roads in 

each area. For stratified analysis against road types in each area, 30 per cent of each 

assigned area questionnaires were distributed in the access roads. That was 60 forms for 

the Haram Area, 42 forms for the Ma `äbdah Area and 48 forms for the `Azlziyyah Area. 

The same sampling procedure was followed, starting at the corner from which the access 

road begins. 

In relation to the pilgrims sample, the sampling technique and procedure were 

different. Due to the fact that there were no lists or addresses through which pilgrims 

sample can be selected. Neither maps would have been of any help to identify the 

pilgrims sample in the survey areas, it was then not possible to select the sample of 

pilgrims within each area by the same procedures as in the case of shopkeepers. Rather, a 

haphazard sampling was adopted in which individuals (pilgrims) conveniently available 

were approached. In implementing this procedure, various methods were adopted in 

sampling the pilgrims as follows: (1) At shops, sampling the pilgrims as they came out of 

the shop by selecting the fifth, the tenth, the fifteenth ... etc., in a systematic covering 
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until the available questionnaire forms with the interviewer were completed. (2) At 

shopping centres, sampling the pilgrims as they came in by selecting the fifth, the 

tenth... etc., the same procedure as above. (3) When no pilgrims were available at shops 

and shopping centers, the interviewer sampled in streets and public places by selecting 

again the fifth, tenth ... etc., of the pilgrims passing by. 

4.7 STAGES AND PROCEDURES OF THE FIELD-WORK: 

Conducting a social survey is often deemed to be time and effort consuming jobs 

unless there are precedent preparations and arrangements. Such procedures become 

extremely important when factors such as timing and place are the main parameters 

within which the survey has to be done. Indeed, in this survey the time of Hajj and the 

place "Makkah" were the main survey parameters. Therefore, all sorts of administrative 

and financial problems had to be settled before the field-work begins. For these reasons, 

the researcher assumed that the field-work procedures should be as follows: 

1- Developing the questionnaire and preparing the final design. 

2- Obtaining governmental permission and financial support for conducting the survey. 

3- Printing and photocopying the required number of questionnaires. 

4- Selecting the University students (interviewers) to be employed in distributing the 

questionnaires, data collection and entering the data into the computer. 
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5- Choosing and preparing the appropriate maps for the study areas, in which the cases 

are to be selected. 

7- Carrying out the field-work and data collection. 

8- Coding all questionnaires. 

9- Data entry and computer analysis. 

10- Submitting the financial papers and technical report required by the Centre 

(H. R. C). 

The researcher, then, managed to do most of these procedures in time. These steps are 

described at length in the following stages: 

4.7.1 Stage (1): Preliminary Planning And Questionnaire Design - (1St Jan. -31" 

Mar. 1994): 

This preparatory stage started 1s` Jan. 1994 (18th Rajab 1414 A. H), nearly five months 

prior to the data collection. This stage began with preparing and developing the survey 

questionnaire in the UK. All the key decisions concerning the questionnaire design were 

made early in this phase. These decisions were dealing with type of population to be 

sampled, instrument of survey, types of information needed from the respondents, types 

of questions used to obtain such information and their responses categories, and method 
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of data collection'. All these operations preparations were developed, finalized and 

approved by the supervisor. In addition, while the questionnaire were being developed 

and prepared, early communication and arrangements were also made with the Ministry 

of Higher Education in Saudi Arabia through the Saudi Educational Attache in London. 

This step was important for obtaining the governmental permission to conduct the survey 

in cooperation with the Hajj Research Centre (H. RC) in Umm al-Qura University, 

Makkah. By the end of March (19th Shawa-l 1414 A. H), all the above operations were 

completed; questionnaire design was completed, official permission were obtained and 

arrangements with H. R. C. was made. 

4.7.2 Stage (2): Final Survey Design And Planning - (2"d Apr - 10th May 1994): 

This stage started immediately after the researcher arrived in Saudi Arabia and joined 

the H. R. C, 2nd April 1994 (21`x' Shaws! 1414 A. H). In this stage, the researcher registered 

officially with the H. R. C as a member of the researchers' team so that the survey would 

be supported financially and given access to the facilities available in the Centre. In the 

first few days, other important permissions were also required from the Ministry of 

Interior and the Ministry of Information for security reasons and to validate the legitimacy 

of the distribution of the questionnaire during the Hajj time. These permissions were 

easily obtained through the Centre and were provided in forms of cards which later given 

to the students (interviewers). 

- See sections: 4.4 and 4.5 for the detailed process. 
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Also, in these few days, some further checking was also done on the questionnaire in 

cooperation with the staff of the Centre especially social scientists and statisticians. This 

resulted in some modifications with respect to coding, formatting and forms' design. 

Besides, the two types of questionnaires were carefully translated from English into 

Arabic by bilingual specialists in the Centre; the shopkeepers questionnaires were edited 

in Arabic and the pilgrims questionnaires were edited in Arabic and English. Next, one 

thousand copies of the two questionnaires were made ready for distribution, five hundreds 

copies of eight pages for shopkeepers and five hundreds copies of six pages for pilgrims. 

Each questionnaire was provided with a cover letter and labeled with the official label of 

the H. R. C. At this stage, it was also important to prepare and choose appropriate maps of 

the study areas. That was done with cooperation of both the H. R. C and the Department of 

Geography where three appropriate maps of 1Yaram, Ma `äbdah and Aziziyyah areas 

were selected, and each map was marked for the starting point of sampling. Also, 50 

copies were made of the original maps in order some of them to be given to the students 

(interviewers) and the rest to be kept handy. 

Having done that, well trained fourteen university students, who were originally from 

different departments, were selected. The selection of these students also considered 

students with more experience in field work studies and speaking different languages 

which are needed in the pilgrims sample. In fact, that was done through the computer of 

the Centre as all students who dealt with the Centre had data files in the computer of the 

H. R. C. As a result and as recommended by the H. R. C fourteen students were selected; 

seven students from the "Institute of Arabic Language for Non-Arabic Speakers" so that 
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they could communicate with pilgrims of other languages, and seven Arab students from 

different departments three of whom were postgraduate students. Added to this, the 

researcher was provided with a student as a supervisor over all the students and to be the 

main link between the field staff and the researcher. Subsequently, several debriefing 

sessions were held with the students including the supervisor to explain the nature of the 

survey, survey procedures, method of sampling and interview's instruction. As a result of 

these meetings, two students were rejected as unsuitable, and the total students were 

reduced to twelve interviewers. Then, a training programme was conducted for three days 

on these twelve students. Also, each one of them was further given a pre-designed 

handbook containing full instructions concerning the questionnaires and the fieldwork 

procedures. 

The students as a work-team, were divided into three groups, each one was assigned to 

a specific area. Group (1) consisting of six students was assigned to carry out the 

interview in the Haram Area, Group (2) consisting of' three students was assigned to the 

Aziziyyah Area, and Group (3) consisting of three was assigned to the Ma'Jh(lah Area 

(See: Table 4-1). 

T .. niI d-1' OIJES"I'I01NAI RFS AND IN I ERVIEN EKS AssICNF: n TO SI'Rvl". \ Aiw t 
TYPES OF SAMPLES 

SURVEY AREAS SHOPKEEPERS PILGRIMS TOTAL INTERVIEWERS 
ASSIGNED 

HARAM 200 200 400 -6 

`A7_, IZIYYAH 160 160 320 3 
A`ABDAH 140 140 280 3 

TOTAL 500 500 1000 12 

232 



Also, a member of each group was assigned as a supervisor over his group members 

during the fieldwork operation and was in contact with the main supervisor and the 

researcher for discussing any difficulties or problems that may occur. 

4.7.3 Stage (3): Field-Work And Data Collection - (I 11h -30"' May 1994): 

This stage was the most crucial phase in the survey. It took twenty days, beginning 

from 1 S` to 20th DhuJ, hjjali 1414 A. H (11th to 30th May 1994). At this stage, the survey 

team was fully instructed and equipped with questionnaires and maps. The working hours 

of the fieldwork were seven hours daily, from 9 am to 12 noon and then from 6 p. m. to 10 

p. m. Each student was asked to complete six questionnaires daily, 3 for pilgrims and 3 for 

shopkeepers, as the approximate completion time for two questionnaires; one shopkeeper 

and one pilgrim was estimated for one hour. The field-work and data collection was 

carried out from 1s` to 9`h and then from I Ith to 2 0`h Thtjl Hij/a/1. On the l1 id I )ay, 10`x' 

Thul Hijjah, almost all the shops were closed and the pilgrims were engaged in the holy 

places, subsequently no work was done in that day. Also, on 8Lh and 9"', the concentration 

was on the shopkeepers because the pilgrims in these days were expected to he in the h(, Iy 

places, in Mina on the 8`' 
, 

in 'Arid at on the 9`' and again in Mina on 10"' 
. 

"I'hercfoorc, 

these three days were compensated on the days from 11 "' to 20`' fier pilgrims and the 

shopkeepers. The next table shows the team schedule in the working days: 

ter... CA I- Vii' 11 WORK SCIII-ntrtN". Timm ir: ttnn"I Tinr wfluL-I-. f n. Viý Riiu if .. "u Iv rru. "n.... � 

Samples No. Questionnaires 
Assia ed Daily. 

Estimated Completion Time per L 

each (in minutesý__ 
Working Days (1-20" 

[ Dhull a/i 
Shopkeepers 3 40 min I ýý, 1I IR 

Pil rims 3 20 min 1-7,1 I- 20 
Total 6 60 minutes 17 days 
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In the first week, there was a daily debriefing session with the interviewers between 

three and five after noon to collect the completed questionnaires and to go over each 

question in the questionnaire and all data collection activities to determine where the 

problems are and to propose possible solutions. However, due to the fact that the work 

was going smoothly and that there were some transportation difficulties for students to 

get to the Centre in time, the daily meetings were changed to be held every two days. 

Monitoring the interviewers was also important. Therefore, the researcher performed a 

daily monitoring session on all the completed questionnaires, ensuring that no questions 

were being missed, that complete information was being obtained and all instructions 

were being followed. In addition, interviewers' performance was also monitored and 

evaluated by drawing a sheet per student and recording his performance in terms of 

calculating the number of samples interviewed, time of interview and number of mistakes 

in the data. Also, the field supervisor performed a mobile supervision on the field staff 

throughout the survey areas to check the students' performance and to keep in touch with 

the interviewers during the field-work. At this stage, the researcher was, however, 

engaged in the process of entering some of the completed and the checked questionnaires 

into the computer of the Centre. 

By the 20 ̀h Dhul Hijjah, a total of 918 questionnaires, 484 shopkeepers and 434 

pilgrims questionnaires, were completed and returned to the Centre (head office) and 

ready to be entered into the computer. As for the shopkeepers, the total questionnaires 
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completed and returned were 484, recording a general high response rate i. e. 96.8% for all 

the survey areas. In fact, the response rate of each areas was quite satisfactory'. That was; 

from the IIaram Area 188 out of 200 questionnaire were completed and returned with a 

response rate of 94, from the `Aziziyyah Area all the questionnaire were fully completed 

and returned with 100% response rate, and finally from the Ma `äbdah Area 136 out of 

140 questionnaire were completed and returned with a response rate of 97.1 % (See: Table 

4-3) 

TABLE 4-3: TOTAL SHOPKEEPERS QUESTIONNAIRE CONIPLE TI) AND RF: ruJ I: D FROM 'm t; Sit i)y 

A DV AQ WITh TIW RRSPUNSE RATE. 

Research Areas 
No. Of Forms 

Assigned 
No. Of Forms 

Received Response 
Not received & 

Incomplete 
No. % No. % rate No % 

Har,? mArea 200 40% 188 38.8% 94% 12 6% 
Azizi ah Area 160 32 % 160 33.1 % 100% 0 0 °rö 

Ma `äbdah Area 140 28% 136 28.1 IN 97.1 % 4 2.8 % 

Total 500 100 % 484 100 % 96.8 % 16 3.2 

In relation to pilgrims, the total questionnaires completed and returned were 434, 

recording a general satisfactory response rate i. e. 86.8 % for all the survey areas. The 

response rate in each area was also within the satisfaction rate. That was; from the Ilarurn 

Area 185 out of 200 questionnaire were completed and returned with a response rate of 

92.5%, from the `A iliyyah Area 142 out of 160 were completed and returned with a 

response rate of 88.8%, and finally from the Mil `abclah Area 107 out of 140 were returned 

with slightly low response rate i. e. 76.4% (See: Table 4-4). 

- The satisfactory response rate in face-to-face interview is 65% and over. Sec: Ronald Czaja and Johnny 
1996. op cit. p. 32. 
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TABLE 4-4: TOTAL PILGRIMS QUESTIONNAIRE COMPLETED AND RETURNED FROM Till? S7 UIIY AREAS 
WITH TH RESPONSE RATE. 

Research Areas 
No. Of Fonns 

Assigned 
No. Of Forms 

Received Response 
Not received -9 

Incomplete 

rate No. % 
Haram Area 200 40 % 185 42. -6%- O/ I F-9-2.5-%-1 15 7.5 % 
`AT_IzJ ah Area 160 32 % 142 _7Ko-I ° F--8-8. -8 %/7o 18 11.3 % 

Ma `äbdah Area 140 28 % 107 24.7 % 76.4 % 33 23.6 % 
Total 500 1 0-o-%1 1434 100 % 86-8-01-/. F-] 

. 
66 13.2% 

4.7.3.1 Field-Work Difficulties: 

I- Transportation difficulties: this was one of the major difficulties encountered in the 

field-work. In fact, this is a serious problem during Iiajj time which is due to the large 

number of pilgrims, too many large buses and the narrowness of the streets. For this, 

the problem was faced as the students came to the Centre (the head office) to collect 

the questionnaires and as they went to the study areas. The problem was serious 

especially for those who live in remote areas. In solving this problem, it was suugested 

that all the students should travel early from their homes to get to the Centre in time. 

Another solution was also helpful which was that the students were assigned to the 

study area that is close to where they live. Regarding to the travel from the Centre toi 

the study area, a bus was provided by the Centre to transport the students to their 

assigned areas. 

2- Shopkeepers refusals: on the first few days some shopkeepers refused the interview on 

the ground that they were too busy to complete the questionnaire. To solve this 

problem in such cases, the students were advised to leave the questionnaires with these 

busy shopkeepers and collect them on the next day. 
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4.7.4 Stage (4): Data Coding And Reduction - (31st May - 30`h June 1994): 

This final stage started on the 215 Dhul Hijjah 1414 A. H and continued to 22nd 

Muharam 1415 A. H. in the Islamic lunar calendar. In fact, due to that there were no more 

staff for coding and entering the data into the computer, six of the interviewers who are 

experienced in this job were employed again after the field-work finished . By that time, 

however, around 14 per cent or 130 of the completed questionnaires were already entered 

into the computer of the Centre by the researcher. The remaining, 788 questionnaires 

were then entered by the selected students. Regarding the process of the data coding, the 

task was easily and quickly done due to the well-designed questionnaire in the early stage; 

each response was numbered and given a space for recording the selected response 

number in the right column which was the task of the interviewers. This, in fact, had 

saved a lot of time in this final stage. 

In this stage, some data concerning the exchange rate for some foreign currencies were 

also needed to convert the value of all the foreign currencies in the pilgrims questionnaire 

into Saudi currency. Therefore, the researcher had to obtain a list of foreign currencies 

from commercial banks and later were converted into Saudi currency, at the exchange 

rate at that time, and entered into the computer. Thus, by the 22"d Muharam 1415 A. H 

(30th June 1994) the two sample questionnaires (918 completed questionnaire) were 

entered into two separate database files within the SPSS programme in the computer of 

the Centre. The total questionnaire omitted in the process of data entry were 82 out of 

237 



which 16 were of shopkeepers and 66 of pilgrims questionnaires, which were either 

incomplete or not received. 

Afterwards, the data were transferred into the researcher's portable computer in 

database files within statistical package (SPSS for windows). Then, before any data 

analysis began, the data were checked (or cleaned) to identify and correct coding and data 

entry errors. In this process, the coded response to each question or variable was checked 

for illegal code values so that each response has the assigned code value and whenever an 

item does not apply to a respondent a code denoting "not applicable" was assigned. Also 

in this process, some raw values e. g., income and expenditure values were grouped into 

ordinal categories. It should be also noted that some questions responses were coded 

according to a code book pre-designed by the H. R. C. Of these, names of areas in Makkah 

and pilgrims nationalities. With respect to the names of the areas, there were many codes 

for small areas within the survey areas and since the survey considers only three major 

areas, the codes were: all small areas within the Haram Area were coded "I", areas within 

Ma `ä bdah Area were coded "2" and "3" for Azlziyyah Area. 

As for avoiding any problems and reducing the risk of unexpected data loss, the 

researcher took few precautions into account before transporting the data from Saudi 

Arabia to the United Kingdom, and they are as follows: 

A- Four copies of the original data were recorded into four floppy diskettes and later 

carried in two different ways. Two copies were carried in the personal hand bag and the 

other two with the luggage. 
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B- Two hard copies of data were printed and carried as above. 

C- One copy was entered and stored into the portable micro-computer in the data file 

of the statistical package (SPSS for Windows). 

All of these precautions were quite important in order to ensure the safe arrival of the 

data and fortunately nothing went wrong. 

Another part of this final stage was administrative one. As required by the H. KC, the 

researcher had to provide and submit some financial papers and technical reports as a 

proof for all expenses throughout the survey activities. That was important in order to 

ensure that the fieldwork fund was appropriate and within the limits and that the survey 

had been carried out properly. Meanwhile, the researcher was asked by the Centre to 

submit a preliminary report on the survey as every researcher had to do so. This task took 

nearly five days. 

To sum up, the total amount of time spent on the survey stages was approximately six 

months, starting from the beginning of Jan. to the end of Jun. 1994. The actual time of the 

field work operation took three months. Figure 4-1, lists the major tasks in the survey 

stages in order. 

239 



cn 
c 

73 c: 0 . -. U2 

Z 

v cn 

ýä 

o ,. 

a Cl V 
svý U>> 

"I 

"I 

yL1C 
55 (ý CD . 

"Ci 

v orsopc c 

ar 
"b 

XWÜ 12 U 

At 

_ý U 
C; 3 

QCý 

cV 

Qý 
f 

II 

II 

I- 
oo 30 

fý [C > 

CA 

C7 u, 
N 

cc 

on 

CA 

;ý on 
n C. 

pä 

u 
L(V 

Q) 

ý 
Crl 

cn 

(--ý v Cf) ý 

U >c _p W 
:J 'r 

VC V 

aL on 

Oý 
w 

fl. Z ýý/ 
Oý O ý, ^J G 

V O r 
(A 

i: l y 

ulCýQQ 
ý 

l 4h 12 ý 4 4.4 L ! 

vom, ä wvýu; ä 
ýww 

ý" = y ý r 
c w O `n y L 

a N 
F+. 

/\ /ý 

p tf) 

4/ ý- c 

cl 
Iº 

Q) m 
L 

> 7_ 
wv 
aý 
ýW 
ýQ 

J 

t, 
C: 

^J 

C 
Jh J 

11 N. v: Eli ýC 

1/CÖ1º 
c-O 

^ti 
J 

0 



4.8 DATA ANALYSIS: 

After collecting the data, entering them into the computer and obtaining the printout, 

the data then had to be analyzed. The powerful package of SPSS ver. 6 for windows which 

is available in the researcher personal computer was the main package used for the 

statistical analysis of the survey data. It was used in determining, for instance, the mean, 

frequency distribution, cross-tabulation and other descriptive statistics. Other more 

complicated statistical measures of data such as chi square tests were also used. 

In analyzing the survey data, two general statistical approaches have been used, and 

they are as follows: 

1- Descriptive Analysis: Frequency distribution, percentages and cross-tabulation are 

the main forms used in this technique. The purpose of this technique was to show the 

characteristics of the two samples, shopkeepers and pilgrims as well as the categories of 

responses for the variables under consideration e. g., age, level of education and 

occupation.. etc. 

In the context of the descriptive analysis, however, some ratio variables e. g., rental 

costs of shops, pilgrims income and expenditure, incidence of performing Hajj .. etc. were 

presented in aggregated categories. 

2- Inferential Analysis: This technique was mainly used to measure the association 

between dependents and independents variables stated in the hypotheses. So, the strength 

of the relationships (test of significance) has been assessed by this technique. 
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Operationally, chi square statistical tests were used for measuring the association. This 

inferential technique is used in chapter eight. 

4.8.1 Major Findings: 

The basic findings of the samples characteristics, shopkeepers and pilgrims, with 

respect to some major independent variables are summarized as follows: 

1- The total shopkeepers interviewed in the survey areas were 484; 38% in the Haram 

Area, 33.1% in the Aziziyyah Area and 28.1% in the Ma `äbdah Area. As for the 

pilgrims, 434 members were interviewed; 42.6% in the Uaram Area, 32.7% in the 

'Az. zryyah Area and 24.7% in the Ma `äbdah Area (see: Table 4-5). 

2- Regarding the gender of the samples, the data reveal that all the shopkeepers (100%) 

were male and this is due to the tradition of the society as the female is not expected to 

practice directly such public activities. As for the pilgrims, however, the data revealed 

that the majority of them (85%) were male whereas the females counted for 15%. 

3- With respect to the age groups of the samples, we find that the highest proportion of 

the shopkeepers (37%) and the pilgrims (35.3%) fall in the age group of 30- < 40 yr. 

The remaining of the shopkeepers; 29% were under thirty years of age and 35% were 

forty years and over, while the remaining of the pilgrims; 25.8% were under thirty 

years of age and 38.9 were forty years and over. 

4- The data analysis also indicates some differences between the samples with respect to 

the level of education. With regard to the shopkeepers, 14% of them had no official 
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education which may also be illiterate. However, the highest proportion of these who 

had schooling, more than a half, (53%) obtained only up to 9 years of schooling, a 

level which may be regarded as intermediate level of education. The remaining (33%) 

received more than 9 years of schooling i. e., 18% had the general certificate of 

secondary education (10-12 years of schooling) as classified in the education system of 

Saudi Arabia, 13% had the first degree in Universities (13-16 schooling) and 2% 

received higher education in Universities (17 years of schooling and over). As for the 

pilgrims, 42% had less than 9 years of schooling, of whom a similar proportion 

(14.7%) as the shopkeepers had no official schooling. The remaining, however, 

indicates good proportions in each category of educational levels especially in the 13- 

16 category where the highest proportion (27.2%) of pilgrims fall in (see: Table 4-5). 

5- The occupational profile is also shown in the table which reveals that the highest 

proportion of the shopkeepers (43%) were found mainly businessmen, while the 

remaining belong to other occupations; 18% were employed in the public sectors, 10% 

had professions other than business and 11% were students. As for the pilgrims, the 

highest proportion (44.7%) of them were employed, followed by craftsmen 12.2%, 

businessmen 11.5%, students 8.8% and finally by farmers 7.4%. 
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TABLE 4-5: SUMMARIZING UNIVARIATE STATISTICS. 

INDEPENDENT VARIABLES SHOPK EEPERS PILG RIMS 
Location of interview: No. % No. % 
1)Haram 188 38.8 185 42.6 
2) Ma`äbdah 136 28.1 107 24.7 
3) `Azizi ah 160 3 3.1 142 )2.7 
Gender: ý 
1) Male 484 100 369 85.0 
2) Female N/A N , 'A 65 15.0 
A e: TZý 

__ 
_ 

1) <20 24 5 25 5.8 
2) 20 -< 30 114 24 87 20.0 
3) 30 -< 40 179 37 153 35.3 
4) 40 -< 50 87 18 80 18.4 
5) 50 and over 80 17 89 20.5 
Level of education: 
1) Zero yr. Of schooling 66 14 64 14.7 
2)1-6 141 29 47 10.8 
3)7-9 114 24 75 17.3 
4) 10 - 12 89 18 91 21.0 
5)13-16 64 13 118 27.2 
6) 17 and above 

- 
10 39 9.0 

occupation: Level of 
I) Tradesman / Businessman 20$ 4 50 I 1.5 
2) Employed 88 18 194 44.7 
3) Professional 46 10 - - 
4) Student 54 11 38 8.8 
5) Craftsman - - 53 12.2 
6) Farmer - - 32 7.4 
7) Unemployed - - 26 6.0 
8) Others 88 18 41 9.4 
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DISTRIBUTION OF SHOPKEEPERS BY SOCIO-ECONOMIC VARIABLES. 

MOTIVES FOR TRADING IN THE ACTIVITY OF CONSUMER GOODS. 

OPINIONS OF SHOPKEEPERS IN THE SEASON OF HAJJ AS AN ENVIRONMENT 
OF CLEARANCE SALE. 



CHAPTER: FIVE. 

5. CHARACTERISTICS OF SHOPKEEPERS SUPPLYING 

CONSUMER GOODS DURING HAJJ. 

5.1 INTRODUCTION: 

In this chapter and the following ones, the discussions and the analyses will be mainly 

based on the data of the survey carried out on the trade of consumer goods including 

shopkeepers and pilgrims in the season of Hajj, 1994. 

On the whole, the data of the survey cover three main topics, as follows: 

1- Shopkeepers involved in the trade of consumers goods and they represent the 

suppliers or the sellers of the consumer goods. For this topic, the data cover, including 

other variables, the characteristics of the shopkeepers in terms of their distribution by 

socio-economic features and other selected variables. 

2- Consumer goods as to represent the commercial activity being conducted by the 

shopkeepers. For this topic, the data cover, including other variables, the characteristics 

of the consumer goods in terms of their distribution, types, source of origins. 

246 



3- Pilgrims as to represent the consumers or the buyers of the consumer goods. For this 

topic, the data cover, including other variables, the characteristics of pilgrims in terms of 

their distribution by socio-economic variables and other selected variables. 

These main topics will be presented as follows: This chapter (five), focuses on the 

sample of shopkeepers, chapter six focuses on the consumer goods, chapter seven will 

focus on the sample of pilgrims, and finally chapter eight will test some assumptions 

relating to the shopkeepers' purchasing decisions. 

The respondents or shopkeepers surveyed were randomly selected from three different 

areas (locations) representing three different markets of consumer goods. Those areas are; 

(i) Central area (Haram area), (ii) `Aziziyyah area and, (iii) Ma abdah area. In each of 

these areas, the shopkeepers are identified as three groups; (i) People conducting the 

activity in their own shops; (ii) People conducting the activity in shops rented all year 

round, and (iii) People conducting the activity in shops rented only during Hajj. 

The selection of three different markets will help establish the similarities and 

differences of the three markets with respect to characteristics of consumer goods 

supplied during Hajj such as types of goods, quality, quantity and variety. More 

importantly, the three groups of shopkeepers will be discussed in each area with a 

comparison between each group in each market. In later discussions, however, these three 

types of shopkeepers will be categorized according to the period of their activity 

irrespective of the type of shop whether owned or rented. In other words, they will be 

classified into two main groups as "annual shopkeepers, " those who conduct the activity 
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all year round, and "Hajj time shopkeepers, " those who conduct the activity only during 

Hajj time. For those who conduct the activity in their own shops will subsequently fall 

either into the group of annual shopkeepers or that of Hajj time shopkeepers. 

5.2 DISTRIBUTION OF SHOPKEEPERS BY SELECTED VARIABLES: 

Before proceeding with the socio-economic variables of the respondents 

(Shopkeepers), some selected variables will be considered in the distribution of the 

respondents. These variables are enunciated as follows: 

1- Location of market (Research Areas); (i) Central Area or Haram Area, (ii) 

Ma `äbdah Area, and (iii) `Azizryyah Area. 

2- Type of shops; (i) Owned shops, (ii) Shops rented all year round, and (iii) Shops 

rented only during Hajj time. The purpose of dividing the shops is to identify, 

respectively, shopkeepers as (i) Shop owners, (ii) Renters all the year round and, (iii) 

Renters only during Hajj time. 

3- Period of activity; (i) Annual activity and, (ii) Only Hajj time activity. The purpose 

of this division is meant to indicate, respectively, (i) Annual shopkeepers and (ii) Hajj 

time shopkeepers. 

These variables are regarded as independent factors and will be considered in the 

discussions and analysis of other variables such as socio-economic variables and 

consumer goods variables. 
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5.2.1 Distribution Of Shopkeepers By Locations (Research Areas): 

Before working through the types of the sample, it is helpful to begin with the 

distribution technique of the sample used in the survey. 

The total number of the questionnaire forms distributed in the three areas (Haram, 

`Aziziyyah, Ma `äbdah Areas) was 500 forms. And due to the fact that the three areas 

vary in terms of area size, shopping places, population density and trade effectiveness, 

each one was assigned a certain number of questionnaire forms. Table 5-1, shows the 

numbers and the percentages of the questionnaire forms assigned to and received from the 

research areas as well as the response rate of the sample. 

TABLE 5-1: NUMBER AND PERCENTAGE OF QUESTIONNAIRI.: FORMS ASSIGNED TO AND RECEIVE! ) 

FROM RESEARCH AREAS. 

Research Areas No. Of Forms 
Assigned 

No. Of Forms 
Received 

No. Of Forms 
Not received or Eliminated 

No. % No. Response rate Nu=-=ý °, - 

Haram Area 200 0% F-4-0-%--I 188 r- 38.8% 94% 12 6% 

`Azizi ah Area 160 32% 160 33.1 % 100% 0 0% 

Ma`dbdah Area 140 28 % 136 28.1 % 97.1 % 4 2.8 °ö 

Total 500 100 % 484 100 % 96.8 % 16 3.2 % 

As can be seen in the above table, the total number of the questionnaire forms returned 

was 484, showing an overall high response rate as 96.8 per cent. Out of the total forms. 

only 16 forms or 3.2 per cent were regarded as missing or incomplete forms. The firms 

returned from each area were 188,160 and 136 from Haram, 'Aziziyyah and Ma '/ /th 

respectively. This was quite satisfying as the response rate of the sample in each area was 

high, 94 %, 100 % and 97.1 % respectively. 
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In fact, the high response rate of the sample, whether as a whole or in each area, was 

very satisfactory, given the timing and the circumstances when the survey was conducted. 

Indeed, carrying out any kind of survey during Hajj time, especially when the Hajj is at its 

peak, can be time and finance consuming job. This is due to the nature and the 

complexity associated with the season of Hajj where every single person is busy and 

deeply involved either in spiritual or commercial activities. It is, therefore, very difficult 

to find a person to spare time for interviews. Such a situation was much encountered in 

the Central Area (Haram Area) where the greater congestion and involvement are found. 

In this particular area, although all precaution measures were taken into account, 6 per 

cent (12 out of 200. forms) of the questionnaire forms assigned to the area, had to be 

eliminated from the analysis. This exclusion was mainly due to the fact that some of the 

forms were returned incomplete and others were not received. To a lesser extent, the 

same applied in the Ma `äbdah Area where four questionnaire forms were not returned 

and then recorded as missing. In contrast, all the questionnaires' forms distributed in 

`Aziziyyah Area were successfully completed and all returned. This was because of the 

nature of the area as a modem, large and flat area where the shops and markets are more 

organized. Besides, the area, compared to the other areas (Pram and Ma `äbdah), is less 

congested during Hajj; this enabled the survey to be conducted smoothly. 
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5.2.2 Distribution Of Shopkeepers By Types Of Shops: 

The data of the survey revealed that the shopkeepers conducting the activity of the 

consumer goods can be grouped according to the type of the shop in which they sell the 

consumer goods. 

Basically, the shopkeepers were found to sell the goods either in their own shops or in 

shops rented all year round or in shops rented only during Flajj. 

As may be seen in Table 5-2, the bulk of shopkeepers, 75.8 per cent (367 out of 484 

respondents) were found to sell the consumer goods in shops rented all year round. And 

those who sell the goods in shops rented only during Hajj recorded 14.9 per cent (72 out 

of 484 shopkeepers), while the smallest group was of those who sell the goods in their 

own shops i. e., 9.3 per cent (45 out of 484 respondents). 

It is noticed, then, that these shopkeepers who supply and sell consumer goods in 

shops rented all year round are the dominant type in the market during Ilau. whereas, the 

other types, owned and rented only during IIaj, j, represent a very low percentage 

compared to the former type (See: Table 5-2). 

TABLE: 5-2: DISTRIBUTION OF RH: st'oNI»: Nis By' TN'ns OF Sh o Ps. 

Types Of Sho s Frequency Percent 

Owned 45 9.3 

Rented All Year Round 367 75.8 °ro 

Rented Durin Hajj 72 14.9 % 

Total 484 100 % 

251 



5.2.3 Distribution Of Shopkeepers By Period Of Activity: 

In the previous section, the respondents were represented with respect to the type of 

shop in which the shopkeepers conducted their activity, mainly owned shops, rented only 

during Hajj and rented all the year round. In this section, the respondents will be 

presented and distributed according to the period of their activity, as annual activity and 

only Hajj time activity, regardless of whether the shop is owned or rented. So, all the 

respondents, previously distributed as shopkeepers conducting the activity in owned and 

rented shops, will be classified as (i) Annual shopkeepers; those who conduct the activity 

of consumer goods all year round and, (ii) Hajj time shopkeepers; those who conduct the 

activity only during Hajj time. As for the shopkeepers conducting the activity in their own 

shops they will fall under either annual shopkeepers or Hajj time shopkeepers. 

As a whole, the data obtained revealed that the majority of shopkeepers, 77.3 per cent 

(374 out of 484 respondents) were found to be conducting the consumer goods for the 

whole year, while the remaining shopkeepers 22.7 per cent (110 out of 484 respondents) 

were found to be conducting the activity only during Hajj time (See: Table 5-3). 

It is then observed that the majority of the shopkeepers conduct the activity of the 

consumer goods for the whole year but taking an advantage of the season of Hiajj. On the 

other hand, although the percentage of those who conduct the activity of the consumer 

goods only during Hajj is relatively low, it still gives an indication that Hajj represents a 

seasonal opportunity for investing in consumer goods, such that they represent almost 23 
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per cent of the sample of 484 respondents. And this could be far more if the size of the 

sample was bigger. 

TABLE 5-3: DISTRIBUTION OF RESPONDENTS BY' PERIOD OF Ac r 'ITV'. 

Period of Activity Frequency Percent 

Annual Shopkeepers 374 77.3 ° 
Only Ha" Time Shopkeepers 1 10 22.7% 

Total 1 1 484 100 % 

5.2.4 Distribution Of Shopkeepers By Type Of Shop According To Period Of 

Activity: 

A significant relationship may be noticed when the variable of shopkeepers with 

respect to the type of shop; owners, annual renters and only 1-lajj time renter, cross- 

examined with the variable of shopkeepers with respect to the period of activity; annual 

shopkeepers and only Hajj time shopkeepers. 

Based on the survey data, we notice that the period of rent does not necessarily 

indicate the period of activity. For example, the shopkeepers who were found to sell the 

consumer goods in shops rented all year round, does not necessarily mean that they 

conduct the activity all year round. Rather, they may conduct the activity, in these shcopps 

rented all year round, only during Flajj while they sublet the shops toi other people fi)r the 

rest of the year. The same possibility can apply to these shopkeepers whop conduct the 

activity in their own shops; they might run the husiness of* the consun1rr goods only 

during Hajj while they rent their shops out to other people lör the rest oaf' the year. 

However, this cannot apply to the shopkeepers who conduct the activity in shops rented 
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only during since they run their business only during Hajj in shops rented only during 

Hajj. 

To show the variations and the relationship between the shopkeepers with respect to 

the two variables, type of shop and the period of activity, we designed two tables in order 

to present and discuss each variable in relation to the other separately. As for the 

distribution of shopkeepers by type of shop in terms of period of activity, Table 5-4, 

reveals some significant variations within each group and between the groups. Within the 

group of these shopkeepers who conduct the activity in their own shops, 80 per cent of 

them were found to be already involved in the business not only during Hajj but also 

throughout the year, while 20 per cent of them indicated to conduct the business only 

during Hajj season. Similarly, within the group of shopkeepers running their business in 

shops rented all year round, the bulk of them, 92.1 per cent were found to conduct the 

activity throughout the year, while only small percentage, 7.9 %, of them were found to 

run the activity only during the season of Hajj. Apparently, these shopkeepers tend to use 

the shops only during Hajj while they sublet them to other people for the rest of the year 

or may remain unused. 

As between the two groups, it appears that the highest percentage of shopkeepers 

running the activity of the consumer goods all year round, classified as annual 

shopkeepers, fall under the group of shopkeepers who rent shops all year round, 

representing 92.1 per cent While the shops owners, only 80 per cent of them conduct the 

activity all year round, classified as annual shopkeepers. In contrast, the highest 
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percentage of shopkeepers running the activity only in the season of l-la jj, classified as 

Hajj time shopkeepers, fall under the group of shopkeepers who use their own shops, 

representing 20 per cent. While those who rent shops all year round, only 7.9 per cent of 

them conduct the activity in the season of Hajj, classified as Hajj time shopkeepers (See: 

Table 5-4). 

TABLE i-4: DISTRIBUTION OF SFIOPKEEI'ERS By TVPF: OF SHOP ACCORDIV'G TO PF: RIOI) OF ACfIV II l'. 

TYPE OF SHOPKEEPERS OWNED RENTED ALL 
YEAR ROUND 

RENTED ONLY 
DURING HAJJ 1 

TOTAL 
1 

F % F % F 

Annual Shopkeepers 36 80 338 92.1 00 00 374 77.3 

Ha' Time Shopkeepers 9 

- 
20 

- - 
29 

- 
7.9 72 100 1 10 22.7 

Total 45 1 10 01 7367 L F71 00 72 100 484 100 

These significant findings can be differently discerned when we look at it through the 

variable of period of activity; annual and I iajj time shopkeepers. I Icing the same manner 

of discussion as within and between groups, Table 5-5 shows that within the group of 

annual shopkeepers the highest percentage i. e., 90 % of them are those who conduct the 

consumer goods in shops rented all year round. While the remaining, 10 °r%, are those who 

conduct the activity in their own shops. On the other hand, within the group ul' 11,111 time 

shopkeepers, some differences arise as another group of shopkeepers involved i. e., the 

shopkeeper who conduct the activity of consumer goods during I Iajj in shops rented only 

during IIajj. This group, however, constitutes the highest percentage, 65.4 `%,, within the 

group of Hajj time shopkeepers. While the remaining 26.4 °/, and 8.2 % are counted) fier 

the shopkeepers who run the activity in shops rented all year round and the shopkeepers 

who run the activity in their own shops respectively. 

2ää 



As between the group, the shopkeepers who run the activity in shops rented all year 

round constitute the highest percentage, 90 %, of the annual shopkeepers, and the rest or 

10 % is constituted by the shop owners. As for the group of Hajj time shopkeepers, the 

highest percentage of them, 65.4 %, as indicated above, is constituted by the shopkeepers 

who run the activity in shops rented only during Hajj. While the remaining� 26.4 % and 

8.2 % are constituted by the shopkeepers who run the activity in shops rented all year 

round and those who run it in their own shops respectively (See: Table 5-5). 

TABLE 5-5: DISTRIBUTION OF SHOPKEEPERS BN' PERIOD OF ACrivl'i Y A( ('ORI)1\'G TO i'1 PF. S OF 

SHOPS. 

TYPE OF SHOP 
ANNUAL 

SHOPKEEPERS 

- IIAJJ "1 IMf? - 

SHOPKEEPERS 

- TOTAL 

F F % 

Owned 36 I0 X45 9.3% 
Rented all year round 338 90 % 29 26.4 °b 367 75.8 
Rented only during 1 is i-j 00 00 72 o .4°b 72 ý, 9 % 

Total 374 100 % 1 10 100 % 484 100 % 

However, the variations in and the relationship between these groups of shopkeepers 

may be explained with more clarifications when the factor of location taken into account 

in the following sections. 

5 2.5 Spatial Distribution of Shopkeepers Rv '1'Vpe Of Shop: 

Taking the spatial distribution into account, these different types oI'shoýpkeepers were 

found to vary from one area to another. 

As observed in Table 5-6, in the t/arilm Area the shopkeepers whc) conduct the activity 

in their own shops were 15, and 131,42 for those who conduct the activity in shops 
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rented all year round and in shops rented only during Hajj, respectively. In Ma'ahclah 

Area, the types of shops were found 13,107 and 16 as owned shops, rented all year round 

and rented only during Hajj respectively. Therefore, we can deduce that the prevailing 

type of shopkeepers, conducting the activity of consumer goods during F-lajj, in the three 

areas are those who rent shops all year round (See Table 5-6). 

TABLE 5-6: SPATIAL DISTRIBUTION OF SHOPKEEPERS BY TYPES OF SIIOPS. 

TYPES OF SHOPS 
HARAM 
AREA 

MA'ABDAH 
AREA 

`AZIZIYYAFI 
AREA 

TOTAL 

F % F % F % F 

Owned 15 8 13 9.5 17 10.6 45 9.3 % 

Rented All Year Round 131 69.7 107 78.7 129 80.6 367 75.8 

Rented Durin Ha" 42 22.3 16 1 1.8 14 8.8 72 14.9 

Total 188 -I 100 % F 136 00 3/0 1 160 100 0/0 484 100%_j 

Therefore, taking the three areas into consideration, we notice that the highest 

percentage of the shopkeepers, who conduct the activity of consumer goods in their own 

shops, were found in `Azlziyyah Area, representing 10.6 per cent as compared to the 

same type in the research areas. This type of shopkeepers were found slightly lower in 

Harani and Ma'bdah areas as they represent, respectively, 8 per cent and (). 5 per cent. 

This interesting variation may be explained by the fact that the area of is a 

modern place and it contains many modern shopping centres as well as being a desirable 

place for settlement for most people who move from congested areas such as the /Lamm 

and Ma `ähdah areas. For this reason, in this area most settlers, while living in their 

properties, find it more profitable to conduct such activity in their own shops which are 

part of their properties. In contrast, the other two areas, /Irans and ale 
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considered to be commercially more effective not only during Hajj but all the year round. 

And this helps the profitability of renting shops which leads the owners, for easier and 

more profitability, to rent out their shops rather than working in them by themselves. 

Another possible reason for such a lower percentage of the shopkeepers who work in 

their own shops in those two area is that (Iaram and Ma `äbdah areas are old and 

characterized with high residential density mixed with commercial strips on ground 

floors. As a result, most of the inhabitants of the two areas prefer to rent out the whole 

complex, whether for residential or commercial uses, while they live in the modern areas. 

For those who conduct the activity of consumer goods in shops rented all year round, 

we find the highest percentage, 80.6 per cent, is found in Aziziyyah Area while in the 

Karam Area they represent the lowest percentage, 69.7 per cent, and in Ma `äbdah Area 

they represent 78.7 per cent. This interesting findings indicate that the furthest the area 

from the Central Area the more shops rented all year round. It can be inferred that the 

renting industry in the Haram Area may be more influenced by the commercial 

seasonality such as the season of Ramadan and the season of Hajj which encourage the 

seasonal renting more than the renting on yearly basis. While further areas such as 

Ma `äbdah and Azlziyyah are not much influenced by such seasons and therefore high 

percentage of the renting in these areas is based on yearly basis. 

As for the shopkeepers conducting the activity in shops rented only during Hajj, the 

findings indicate that the highest percentage of them were found in the Hatam Area, 

representing 22.3 per cent, while the lowest percentage was found in the Aziziyyah Area, 
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8.8 per cent, and in the Ma `äbdah Area they represented 11.8 per cent. In fact, this 

findings again support the above inference that the Central Area is more influenced by the 

religious seasons. 

Such a high percentage of shops rented only during Hajj time in the Haram Area 

indicates its commercial significance, especially during the season of Hajj. The very high 

demand for consumer goods created by the large number of pilgrims in the Central Area 

tempts every one to trade in such activity. This, itself, would increase the rental value of 

shops in the area. Even the shopkeepers who rent shops all the year round, sometimes, get 

tempted by the high rental value and therefore, they tend to re-rent out the shops during 

Hajj. On the other hand, this type of shopkeepers is seen to decrease gradually the further 

the area is from the Central Area (Haram Area) such as Ma `äbdah and `Aziziyyah 

5.2.6 Spatial Distribution Of Shopkeepers By Period Of Activity: 

Based on the spatial distribution, it is observed that the distribution of the two types of 

the shopkeepers - annual shopkeepers and the only Hajj time shopkeepers - varies 

significantly from area to another. As shown in Table 5-7, the majority of the annual 

shopkeepers were found in Azlziyyah Area, representing nearly 88.1 per cent. Whereas, 

the bulk of the Hajj time shopkeepers were concentrated in Haram Area, representing 

34.6 per cent (See: Table 5-7). 
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TABLE 5-7: SPATIAL DISTRIBUTION OF SHOPKEEPERS By PERIOD OF ACTIVITY. 

PERIOD OF ACTIVITY 

ýl HARAM 
AREA 1 

MA`ABDAH 1 
AREA ! 

1 `AZIZIYYAH 
AREA 

TOTA L 

F % IF % F % 

Annual Shopkeepers 123 65.4 1 10 80.9 141 88.1 374 77.3 

Ha" Time Shopkeepers 6ý 34.6 26 19.1 19 1 1.9 110 22.7 
Total 188 -I 10 -] F [7-1-36-7 [-1-0-0-] [--160--] F 100 484 100 

The table also reveals interesting relationships with respect to the annual and the Hajj 

time shopkeepers and the location. As for the annual shopkeepers, we observe that they 

represent the highest percentage, 88.1 per cent, in the `Azlziyyah Area, while they 

decrease as one moves towards the Central Area; they represent 80.9 per cent in 

Ma `äbdah Area and 65.4 per cent in the Hamm Area. 

In contrast, we notice that the Hajj time shopkeepers represent the highest percentage, 

34.6 per cent, in the kram Area, and they decrease as one moves away from the Central 

Area; they represent 19.1 per cent in Mit `äbdah Area and only 11.9 per cent in the 

`Aziziyyah Area. 

In fact, this observed correlation between the period of activity and the location may he 

due to the fact that the Haram Area becomes, during Ilajj, the most densely populated 

area by pilgrims. This means a high aggregate demand for all types of consumer goods, 

which in turn means a profitable business for seasonal shopkeepers. And this is why the 

Ilajj time shopkeepers represent the highest proportion in the /Jars n Area. On the other 

hand, the annual shopkeepers are mostly observed in the area less densely populated by 

pilgrims, mainly Ma äbdah and `Aziziyyah areas. So, the purpose of most annual 
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shopkeepers in such areas is mainly to serve the year-round markets more than the Hajj 

markets. 

5.2.7 Spatial Distribution Of Shopkeepers By Type Of Shop According To 

Period Of Activity: 

When considering all the variables; location, period of activity and type of shop, the 

picture about the shopkeepers may look more better. 

In fact, most of these shopkeepers, who conduct the activity of consumer goods only 

during Hajj time and who rent out their shops in the rest of the year, are mainly observed 

in the areas where most pilgrims stay, such as Harare and Ma `äbdah areas. However, they 

are scarcely noticed in areas located away from Ilaram such as the `Azizfyyah Area. As 

indicated in Table 5-8, the shopkeepers, who conduct the activity in their own shops only 

during Hajj, represent in the Uaram Area around 27 per cent (4 respondents out of 15), 

and around 23 per cent (3 respondents out of 13) in Ma `äbdah Area, and finally around 

12 per cent (2 respondents out of 17) in the `Azlziyyah Area. 

As for those who rent the shops all the year round and conduct the activity of 

consumer goods only during Haj j time, they represent in Ilaram Area 14.5 per cent (19 

respondents out of 131), and 6.5 per cent (7 respondents out of 107) in Ma `äbdzh Area, 

and finally 2.3 per cent (3 respondents out of 129) in AZiziyyali Area (See: Table 5-8). 
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TABLE 5-8: SPATIAL DISTRIBUTION OF ANNUAL AND HA. m TIME SHOPKEEPERS B}' TYP1: OF SHOPS. 

ARAM MA'ABDAH `AZTZIYYAH 

Type of shop Annual 
Shopkeepers keep 

Hajj Time 
Sho kec ers 

Annual 
Shopkeepers 

Hajj Time 
Shopkeepers 

Annual 
Shopkeepers 

Hajj Time 
Shop keepers 

Total 

Owned 11 0 10 IS F-2 45 

Rented all 
yearround 

112 19 100 126 367 

Rented only 
in Ha" 

ýý 42 16 14 72 

Total 123 65 110 26 141 19 484 

In conclusion, it can be asserted that the season of Hajj has an evident effect on the 

activity of consumer goods as well as on the way the activity is being conducted. Such an 

effect is seen in the types of shopkeepers and the types of shops being created during the 

season of Hajj; such types would not exist apart from I lajj. 

However, since the study will identify the shopkeepers as annual shopkeepers and only 

Hajj time shopkeepers, the variable of period of activity then will be, in most cases, 

considered in the rest of the data presentation in this chapter. 
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FIGURE S-1: NUMBER OF QUESTIONNAIRE FORMS ASSIGNED AND RECEIVED Bti THE RESEARCH AREAS. 
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FIGURE 5-2: DISTRIBUTION OF RESPONDENTS BY TYPES OF SHOPS. 
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FIG( RE 5-4: DISTRIBI TIO1 OF SHOPKEEPERS Bl TN PF OF SHOPS ACCORDING To PERIOD O1 

ACTIVITL. 
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FIG1 RE 5-6: SPATIAL DISI'R161 TIO\ OF SHOPKEEPERS BI TI PES OF SIIOPS. 
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5.3 DISTRIBUTION OF SHOPKEEPERS BY SOCIO-ECONOMIC 

VARIABLES: 

In this section, we will continue analyzing the data. The focus here will be on the 

socio-economic profiles of the respondents (shopkeepers). It is important to indicate that 

the analysis of the socio-economic profile of the respondents will be discussed "in the 

presence of the two main types of shopkeepers as annual shopkeepers and only Hajj time 

shopkeepers in the research areas i. e., lIaram, Ma `äbdah and Aziziyyah areas. 

The socio-economic variables of the shopkeepers, among others, include nationality, 

age, education level, occupation, period of activity, number of workers employed, type of 

consumer good for sale, types of sale, reason for choosing the type of commodity, 

motives for trading, reason for choosing the location, origin of commodity, source of 

supply, type of advertisements used, rental value of shops, shopkeepers' decision with 

respect to price, quality, quantity and variety, frequency of nationality of pilgrim dealt 

with. 

It is worth bearing in mind that since all the respondents of the sample are expected to 

be male, the element of gender was dropped from the socio-economic profile. This is due 

to the nature of the country tradition that women are rarely involved in practising 

commercial activities in public. However, a very few cases of women do practice very 

small scale activities during the season of Hajj. According to Sanä'AI-IIibshi, around 1.4 

266 



per cent (7 respondents out of 496) were found to be females practising some small 

business '. 

5.3.1 Distribution of Shopkeepers By Nationality: 

Since Hajj represents the most booming commercial season, a very large number of 

people get involved in various commercial activities. Beside the Saudis, many non-Saudis 

are widely observed to participate, in one way or another, in the commercial operations. 

The output of the survey indicates that the majority of the shopkeepers were found to 

be Saudis, totalling 377 or almost 78 per cent, while the non-Saudis were 107, 

representing around 22 per cent (See: Table 5-9). In fact, during Haj. j time, most of the 

government offices are closed, and this would encourage the Saudi employees to take 

advantage of the season of Flajj for setting up business. 

TABLE 5-9: DISTRIBUTION OF RESPONDENTS By ' N1TIONAU I'v. 

Nationality Frequency Percent 

Saudi 377 78 % 

Non-Saudi 107 22% 

Total 484 100% 

This indicates that Hajj offers opportunities of investment not only to the Saudi 

citizens but also to the non-Saudi residents who live in Makkah. In läct. according to the 

regulations of the country, the non-Saudis are not allowed to set up any form of business 

'- Sanä' Al-Hibshi (1993). op cit. p. 147. 
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solely under their names. However, they are widely observed to conduct the business as 

partners with Saudi citizens. 

According to some previous studies, most of the non-Saudis who participate in the 

commercial activities during Hajj are mainly Yemenis, Pakistanis, Bangladeshis, Indians 

and Egyptians. Other nationalities from all Muslim countries also take part but to a less 

extent1. 

In comparison, we notice that the majority of the Saudi shopkeepers engage in the 

activity of consumer goods all the year round, nearly 85 per cent (319 respondents out of 

377), while those who run it during Hajj represent only 15 per cent (58 respondents out of' 

377). As for the non-Saudis, around 51 per cent (55 respondents out of 107) engage in the 

activity all the year round, whilst nearly 49 per cent (52 respondents out ol' 107) conduct 

the activity during Hajj time. 

It is quite remarkable that although the total of non-Saudis (107) is far less than the 

Saudis (377), quite a large number of them, nearly 50 per cent. run their business only 

during Hajj, whereas the portion of Saudis conducting the activity only during Ilaj. j is 

only 15 per cent (See: Table 5-10). 

'r-t v: _in. nic-rnnnI`r'ION OF SiloPKEI: PI: RS' N. A'11oN: %l. rrV 13i PI: R1o1 Oi A( I IV'rI N. 

Nationality Annual Shopkeepers Only Ha" Time Shopkeepers 't 'otal 
F % F % F 

Saudi 319 85 % 58 53 % 377 78% 

Non-Saudi 55 15 % 52 47 % 107 22% 

Total 374 100% 1 1 110 1 1 100% 484 77 I 100% 

1- Ibid. pp. 143-47. 
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5.3.2 Distribution of Shopkeepers By Age: 

37 per cent or 179 respondents of the shopkeepers conducting the activity of consumer 

goods were aged between 31 - 40 years. The second largest group is those whose ages 

range between 20 and 30 year, representing 24 per cent or 114 respondents. Next come 

those whose age is between 41 and 50 years, representing 18 per cent or 87 respondents, 

and those whose age is over 50 years, representing 17 per cent or 80 respondents. Finally, 

those whose age is less than 20 years are the lowest percentage as they represent only 5 

per cent or 24 respondents. 

TABLE 5-1 1: DISTRIBUTION OF RESPONDENTS BY AGE. 

Age GroUPS Frequency Percent 

Less than 20 ears 24 -1 5% 

20-30 years 114 24 % 

31-40 years 179 7 37 % 1 

41-50 years 87 -18% 

Over 50 ears 80 77 % 

Total 484 100 % 

So, based on the above table, it can he inferred that the majority of' these ýýho are 

involved in the activity of the consumer goods during I Jajj, are aged between 20 and 40 

years, representing altogether almost 61 per cent or 293 respondents. 

Given the period of activity, the findings do not indicate any significant differences 

between the ages of the annual shopkeepers and the only Ili. j, j time shopkeepers. This can 

be seen in the next table as the majority of the annual and I Iaj. j time shopkeepers are aged 

between 20 and 40 years (See: Table 5-12). 
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Ac°rn i n. TABLE 5-12: DISTRIBUTION OF RESPONDENTS By AGE ACCORDING TILE: PERIOD OF 

Age Groups Annual 
Shopkeepers 

Hajj Time 
Shopkeepers 

Total 

F % F % F % 
Less than 20 years 17 5% 7 6°b 24 5 

20-30 years 83 22 % 31 28 % 1 14 24% 

31-40 ears 137 37 % 42 38 % 179 37 % 

41-50 ears 69 18 % 18 16 % 87 18 

Over 50 ears 68 18 % 12 11% 80 17 

Total 374 1 11 00 1 10 100 481 100 

5.3.3 Distribution of Shopkeepers By Level Of Education: 

The bulk of shopkeepers have achieved only the intermediate level of education or 

lower. As shown in the next table, such a majority represents more than 66 per cent or 

321 respondents. As for those who completed the secondary level, they amount to 89 

respondents or 18 per cent. And those who hold a university first degree (Bachelor's 

degree) comprise 64 respondents or around 13 per cent. Finally, those who have obtained 

a higher degree in university, i. e. Master or Ph. D. degrees, regarded as above university 

and represent only 2 per cent or 10 respondents. Based on this, it can be stated that the 

overwhelming majority of the respondents. more than 86 per cent or 418 respondents of 

the sample, were found to have some educational background, varying from primary level 

schooling up to tertiary level of education. On the other hand, those who have no 

education at all represent a very small percentage, around 13 per cent or 66 respondents 

(See: Table 5-13). 

Having an educational background could qualify shopkeepers in setting up commercial 

business based on economic know-how and a better understanding of handling economic 
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business. By contrast, conducting a commercial activity while being illiterate or without 

proper education would increase the risk factor in terms of the success of any commercial 

adventure. 

TABLE 5-13: DIS'I'RIBUTION OF RESPONDENTS B1' LEVE1. OF EDUCATION. 

Level Of Education Frequency Percent 

Illiterate (No education} 66 14% 
Prim 141 29% 

Intermediate 114 24 % 

Secondary 89 18% 

University 64 13 % 

Above universi 10 2% 

Total 484 100 % 

In comparison, there seem to be no significant differences between the annual 

shopkeepers and the Hajj time shopkeepers. Each one has relatively the same variance as 

the group in terms of level of education. As seen in the next table, the majority o1' the 

annual shopkeepers and Hajj time shopkeepers were found to have achieved the primary 

level schooling i. e., 26 per cent (99 annual shopkeepers out of 374) and 38 per cent (42 

Hajj time shopkeepers out of 110) respectively (See: "fahle 5-14). Similarly, the second 

biggest group of the annual and the t laj_j time shopkeepers were observed to have 

completed intermediate level of education i. e., 24 per cent (or 89 annual shopkeepers out 

of 374), and 23 per cent (or 25 1 Iajj time shopkeepers out of' 1 1U) 

some slight differences between the two types of shopkeepers, are noticed vitIi respect to 

the other categories of level of education. 
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TABLE 5-14: DIsIRIBU7ION OF RESPONDENTS BY LEVEL OF EDUCATION AccORDIN(; TO ANNUAL 

AND HAJJ TIME SHOPKEEPERS. 

Level Of Education Annual 
Sho kee ers 

Hajj Time 
Shopkeepers 

Total 

F % F % F % 
Illiterate No education) 44 1I% % 66 14% 

Primary 99 26 % 42 38 141 29% 

Intermediate 89 24 % 25 23 % 1 14 24 % 

Secondary 77 21 % 12 11 % 89 18 

University 58 16 % © 5% 64 13 

Above university 2% 3 3% 10 2% 

Total 374 100 110 100 441 100% 

5.3.4 Distribution of Shopkeepers By Occupation: 

In the survey's questionnaire, occupation was formulated as an open-ended question 

and was later classified in aggregated occupational categories as shown in "fable 5-15. 

Due to the high profitability of conducting such commercial activities as consumer 

goods during the season of Hajj, a number of people of various walks of' life are wildly 

observed to take opportunity of such a profitable season by setting up business, 

particularly university and schools' students as well as many who are employed in public 

or private sectors, since all educational institutes and some government departments are 

closed during this season. 

However, the hulk of shopkeepers interviewed were found to he actually tradesmen or 

businessmen and to practice the activity of consumer goods as part of' their occupation. 

These represent the highest percentage in the sample, i. e. 43 per cent or 20 respondents. 

This is followed by those who are mainly employed either in public or private sectors, 

and those of other unspecified occupations each representing 19 per cent or 99 
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respondents. As for students and professionals, they represent a relatively low percentage, 

i. e. 11 per cent or 54 respondents and 9 per cent or 46 respondents respectively (See: 

Table 5-15). 

TABLES-15: DISTRIBUTION OF RESPONDENTS BY T1'PE OF OCCUPATION. 

Type of Occupation Fre uenc Percent 

Tradesman / Businessman 208 43 % 

Student 54 11 % 

Employed 88 18 % 

Professional 46 10% 

Other 88 18% 

Total 484 100% 

Comparing the two types of shopkeepers in terms of annual and flajj time only 

shopkeepers, generally there appears to be no significant variation in the occupation of 

the two groups. The dominant proportion of occupation in each group of the shopkeepers 

is for the category of the tradesmen and businessmen. Of the annual shopkeepers. the 

tradesmen / businessmen represent almost 46 per cent (171 out of 374 respondents), and 

around 33 per cent (37 out of 110 respondents) of the llajj time shopkeepers. Similarly, 

the lowest proportion of category in both groups is that of "1'rulessional" which 

represents, for the annual shopkeepers, around 10 per cent (37 out of' 374 respondents). 

and around 8 per cent (9 out of 110 respondents) for the llajj time shopkeepers. l lo%ýevcr, 

within the group of the Hajj time shopkeepers, 25 per cent (28 out 01110 respondents) 

were found to be employed whether in public or private sectors compared to only 10 pCr 

cent of annual shopkeepers. This provides evidence that a large portion of such people 

aim to take advantage of the Hajj season while they are off work (See: fahle 5-16). Also, 

the proportion of students constitutes the third largest category in the same group, 

273 



representing 14 per cent (15 out of 110 respondents), which also indicates that, while 

students are on holiday, they seek to participate in Hajj time (See: Table 5-16). 

TABLE 5-16: DISTRIBUTION OF RESPONDENTS By TYPE OF OCCUPATIONS ACCORDING To ANNUM. 

AND HAJJ TImE SHOPKEEPERS. 

Type of Occupation 1 1 Annual 
Shopkeepers 

Hajj Time 
Shopkeepers 

Total 

F % F % F % 

Tradesman/ Businessman 171 46 % 37 34 % 208 43 % 

Student 39 10 % IS 14 % 54 11 

Employed 60 16 % 28 25 % 88 18 

Professional 37 10 % 9ý 8% 46 10 % 
Other 1 67 1 18 % 21 19 % 88 18 

Total 374 100% 1 10 - 100 % 484 100 % 

5 . 3.5 Distribution of Shopkeepers By Their Periods In Business: 

Shopkeepers who conduct the activity of consumer goods appear to vary in terms of 

how long they have been involved in such business. Table 5-17, shows a range of' periods 

over which shopkeepers have been conducting the business of consumer goods. 

As seen in the table, 85.5 per cent of the respondents (414 out of 484 respondents) 

have responded, while only 14.5 per cent of them (70 out of 484 respondents) chose not 

to respond to this question. 

As indicated in the table, the majority of' these shopkeepers who responded (65 pcr 

cent or 268 shopkeepers) indicated that they had been involved in the business of 

consumer goods less than five years. The remaining 35 per cent (or 146 shopkeepers) 

indicated that they had been in such business for a variety of periods. Of these, 17 per 

cent (or 73 respondents) had been in the business from five years to less than ten years. 8 
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per cent (or 33 shopkeepers) had been from ten years to less than fifteen years, 6 per cent 

or (24 shopkeepers) had been from fifteen years to less than twenty years, and finally only 

4 per cent or (16 shopkeepers) had been in such business for twenty years and over. 

TABLE 5-17: DISTRIBUTION OF RESPONDENTS BY PERIOD OF BUSINESS. 

Period of Business Frequency Percent 

Less than 5 yrs 268 65 % 

5 s-<10 s1 1 73 17% 

10 yrs yrs 
1 1 33 8% 

15 rs-<20 yrs 24 6% 

20 yrs and over 16 4 °-, 

Total 414 100% 

Based on these figures, it may be inferred that conducting the activity of consuii er 

goods, as a commercial activity in Hajj time, has only emerged in recent years. As 

illustrated in Figure 5-8, the curve, representing the shopkeepers involved in such 

business, generally goes up from the left bottom to the right top as the number of years 

decreases. 

This is also reflected by the percentage increase in the number of shopkeepers From 

one period to another, i. e. 50 %, 37.5 % 121.2 % and 267 % respectively, recording an 

average increase of 118.9 % over all the periods. We, further, note that the importance of' 

the activity has emerged strongly particularly in the last tine years. This is indicated by 

the curve where it goes up quite sharply over the last five years, from only 73) 

shopkeepers to 268 shopkeepers with a rise of 267 % (See: l figure 5-8). 
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FIGURE 5-8: (GRAPH) DISTRIBUTION OF TOTAL RESPONDENTS ßY THEIR PERIODS IN TIIF: ACTIVITY 

OF CONSUMER GOODS. 
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To compare the annual and the I-Iajj time shopkeepers, we also note a general increase 

for both types of shopkeepers over the periods. For the annual shopkeepers, 82 per cent 

(293 out of 359 respondents) were found to have been conducting the activity of 

consumer goods for a period of less than ten years. The remaining 18 per cent (66 out Of 

359 respondents) were observed to have been in the business for a period of ten years and 

over. For the Hajj time shopkeepers, 87 per cent (48 out oi' 5-5 respondents) indicated that 

they had been conducting the activity of consumer goods for a period of less than ten 

years, while the rest of them which represent only l3 per cent (7 out of 55 respondents) 

were found in the business for a period of ten years and over (See: Table 5-18). 
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TABLE 5-18: DISTRIBUTION OF RESPONDENTS BY PERIOD IN BUSINESS ACCORDING To ANNUAL 

Cýýnnw r. ti nti uc ANn 1-IAJJ TI\IE SHOPKI: EI'EI S. 

Period in business 
Annual 

Shopkeepers -I Hajj Time 
Shopkeepers F Total 

F % F1 1% F 

Less than 5 yr. 229 64% 39 71 °% 268 65% 

5 yr. -<10 yr. 64 18% 16% 73 17% 

10 r. -<15 r. 33 9% 0 0% 33 8% 
15 yr. -< 20 yr. 19 5% 9% 24 6% 

20 yr. and over 14 4 °% 0 4°ö 16 4% 

Total 359 100% 55 100 % 414 100 

However, although the number of annual and Hajj time shopkeepers are both observed 

to increase in recent years, we notice that Hajj time shopkeepers have increased more 

than the former. This is best illustrated in Figure 5-9, although the curve of the Hajj time 

shopkeepers moves up and down, the major and the real increase began only five years 

ago as the curve went up sharply exceeding the curve of the annual shopkeepers. In fact, 

based on this one could draw a conclusion that Ilajj appears to forma major factor in 

boosting the trade of consumer goods as a unique seasonal economic activity. 
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FIGURE 5-9: (GRAPH) DISTRIBUTION OF THE ANNUAL AND THE HAJJ TIME SHOPKEEPERS BY THEIR 
PERIODS IN THE ACTIVITY. 
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5.3.6 Distribution of Shopkeepers By Types Of Consumer Goods Supplied: 

In fact, the season of Hajj represents a seasonal market for a wide range of consumer 

goods. Apparently, the major factors bringing about such a unique market lie in the nature 

of the various economic characteristics of pilgrims. 

Every year, an estimated of more than a million pilgrims come from all over the world 

to Makkah to perform the fifth pillar of Islam, Hajj. Since these pilgrims, consumers, 

come from different places, they show enormous variation in their behaviour, i. e. their 

tastes and preferences with respect to consumer goods. So, as the demand of pilgrims for 

goods increases and varies according to their various tastes, we notice, in response, the 

supply of goods by shopkeepers also increases and varies. In this section, however, such 

consumer goods supplied in the market of Hajj will be presented according to the annual 
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and Hajj time shopkeepers. This may assist in identifying the consumer goods demanded 

most in the Hajj market. 

As shown in Table 5-19, we notice that nearly a third of shopkeepers, 28.9 per cent or 

140 shopkeepers, supply mainly foodstuff and drinks. The next largest number of 

shopkeepers, 10.5 per cent or 51 shopkeepers, were found to supply only ready-made 

clothes. Whereas, the remaining shopkeepers, in varying small percentages, were found to 

supply other various goods as shown in Table 5-19. 

Taking the breakup of the data for annual shopkeepers and Hajj time shopkeepers, we 

find some significant differences with respect to certain types of consumer goods. For 

both, the annual and the Hajj time shopkeepers, the bulk were involved as expected in 

foodstuff and drinks, comprising respectively 30.7 % and 22.7 %. Such consumer goods 

as foods and drinks are quite expected to be supplied in large quantities since they are 

necessary goods for every single pilgrim. Apart from food and drinks, however, there 

appear interesting findings between the two groups of shopkeepers. For the annual 

shopkeepers, we find their major supply targeted at local consumers market, as the bulk 

of them supply goods such as ready-made clothes, building materials and home items, 

representing 11.2 %, 7% and 6.4 % respectively. In contrast, the overwhelming supply of 

the Hajj time shopkeepers is observed to meet the demand of pilgrims, as their main 

supply is concentrated on products such as presents (prayer mats, rosaries .. etc. ), fabrics 

and ready-made clothes, electronic items, e. g. radios, tape-recorders etc., and micro- 

electronic items, e. g. wrist watches, tiny calculators etc. (See Table 5-19). 
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TABLE 5-19: DISTRIBUTION OF SHOPKEEPERS BY THE TYPE OF CONSUMER GOODS SUPPLIED. 

Types Of Consumer Goods Annual 
Shopkeepers 

Hajj Time 11 
Shopkeepers 

Total 

F 11 % F % F % 

1-Foodstuff ) Drinks 1 15 30.7 25 22.7 140 28.9 
2-Only Fabrics 15 4 10 9.1 25 5.2 

3-Only ready-made clothes 42 11.2 8.2 51 10.5 
4-Fabrics \ Ready-made clothes I F-2-0 5.3 11 10 3I 6.4 

5-Leather products e. g. footwear, bas, etc. ) 20 5.3 55 4.5 25 5.2 
6-Micro-electronic items 
(e. g. wrist watches, calculators, etc. ) 

14 3.7 5 4.5 19 3.9 

7-Presents (e. g. prayer mats, rosaries, etc. ) 15 E=: 1 1: = 1 19.1 36 7.4 
8-Home items 24 6.4 1 .9 25 5.2 
9-Building materials 26 7 - 26 5.4 
10 Jewelry 6 l6 = E= 1.4 
11-Electrical items (e. g. radios, 
tape-recorders, etc. ) 

8 6 5.5 14 2.9 

12-Perfumes and cosmetics 16 4.3 1.8 1g 3.7 
13 Plastic materials 77 1.9 ý] 1.4 
14-Stationery 
(e. g. books, papers, pens, envelops, etc. ) 

13 3.5 En 14 2.9 

15-Children's' toys ® 2.1 4 3.6 12 2.5 

16 Fast foods (e. 
. 
hamburgers, chips, etc. ) 99 2.4 1.8 I1 2.3 

17-Fresh vegetables and fruits 16 4.3 C 7ý 6.4 23 

1 
4.8 

Total 374 77.3 110 22.7 484 1 100 

As the target of the supply of the annual shopkeepers and Ilajj time shopkeepers may 

be identified by the type of goods they supply, this has also been indicated when the 

shopkeepers were asked about the reason for choosing such goods. More than 67 per cent 

of annual shopkeepers indicated that the reason for choosing their goods is based on the 

belief that such goods are the best seller throughout the year, while only 25.9 of them 

considered their products to be the best seller during Hajj, and the rcmainini, 7 per cent 

were undecided and responded "Do not know". 
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As against this, almost 94 per cent of the Hajj time shopkeepers indicated that they 

supply consumer goods which they believed to be the best selling goods in Hajj market, 

whereas only 6.4 per cent of them were undecided and responded "Do not know" (See: 

Table 5-20). 

TABLE 5-20: DISTRIBUTION OF SHOPKEEPERS BY THE REASON FOR CHOICE OF GOODS. 

Opinions Of Shopkeepers Annual 
Shopkeepers 

Hajj Time 
ers 

Total 

F % F % F 
Best seller during, Hajj 97 25.9 103 93.6 200 41.3 
Best seller all year round 251 67.1 ý ýý 251 51.9 
Do not know 26 7 7 6.4 33 6.8 
Total 374 77.3 110 22.7 484 100 

Based on these observations, one could note that not all shopkeepers tend to meet the 

requirements of the Hajj market. As seen in Table 5-20, the overwhelming of the annual 

shopkeepers, or 74 per cent were not specifically appealing to the needs of the } lajj 

market. Furthermore, although all the Hajj time shopkeepers were expected to express an 

absolute tendency to satisfy the needs of fiajj market, as many as 6.4 per cent of them 

answered differently. Combining the two percentages, we find more than half of all 

shopkeepers, 58.6 per cent, have not considered the market of I I. ijj as a main target of' 

their supply of consumer goods. In läct, il' such a trend continues, or even remains as it is, 

it may result, in the future, in a high level of' dissatisfaction among pilgrims v ith the 

goods supplied in the Hajj market. 
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5.4 MOTIVES FOR TRADING IN THE ACTIVITY OF CONSUMER 

GOODS DURING HAJJ: 

As a matter of fact, the motives for supplying goods to pilgrims during the season of 

Hajj may be traced back to the early times of Islam and even to pre-Islamic periods. 

Based on some historical accounts, we understand that the tribe of Quraysh had 

traditional long-established customs with respect to pilgrims who came to Makkah to 

perform pilgrimage or to visit the holy sites. Of their many customs, there were customs 

known at that time as Sigäyah (water supply) and Rrdah (financial aids). Basically, 

Sigäyah means providing water for pilgrims, and R ! idah means offering financial aid for 

pilgrims who run out of provision and become financially unable to return homes. Each 

of these customs, Sigäyah and Ri/idah, was offered by a certain family of the tribe, and 

both were adopted on the ground that serving and helping pilgrims is an important 

religious duty of the people of Makkah'. It is believed that Makkans regarded the 

assistance of pilgrims in Hajj time as the utmost important spiritual tasks thrown on their 

shoulders. To implement such tasks and to avoid any possible exploitation, the Makkans 

forbade the importation of food for the consumption of pilgrims, and instead they 

undertook to provide assistance and hospitality for pilgrims for the duration of Hajj2. 

I- Fu'äd 'Ali Ridä': Umm al-Oura: Makkah al-Mukkaramah. Mu'asasat a1-Ma'ärif. Beirut. 1987. pp. 146- 
47. 

2- Ziauddin Sardar and M. A. Zaki Badawi. Hail Studies. Croom Helm London, for The Hajj Research 
Centre, King Abdul Aziz University, Jeddah, Saudi Arabia. V: 1. p. 15. 
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Further, such traditional generous customs adopted by the Makkans during Hajj time 

are also indicated in the Holy Qu'ran: 

"Do ye make the giving of drink to pilgrims, or the maintenance of the Sacred Mosque, equal to 
(the pious service o) those who believe in Allah and the Last Day.... " 

S: 9. V: 19 

The adoption of such customs became a very unique symbol of generosity attributed to 

the people of Makkah, and was, therefore, passed on generation by generation. Hajj, at the 

present time, is observed to have turned from a purely spiritual season into a commercial 

one particularly for most tradesmen. For such tradesmen, financial gain is their main 

motive for conducting any commercial activity in Hajj time. Others, however, still 

consider Hajj as a purely spiritual rite and believe that serving and assisting pilgrims is a 

religious duty. Therefore, their motives for participating in Hajj time are mainly to 

implement their religious duty by helping and assisting pilgrims, disregarding any 

financial gains that may be obtained in Hajj time. 

For all the shopkeepers, there appear to be some differences with respect to their 

motives for supplying consumer goods for pilgrims. Table 5-21 shows that 62.2 per cent 

were found to be motivated by the profitability of the season of Hajj as they claimed that 

Hajj represents a major source of their income. The remaining shopkeepers, 37.8 per cent, 

responded that trading in Hajj is a religious duty and therefore their motives for supplying 

consumer goods in Hajj time are solely to implement this religious duty. Based on this, 

one could generally assert that Hajj, from the standpoint of shopkeepers, represents a 

commercial season more than a pure religious season. 
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In the comparison between annual and Hajj time shopkeepers, some differences can he 

observed with respect to their motives for trading in Hajj time. The major commercially- 

oriented motives are observed far more in the case of the Hajj time shopkeepers than the 

annual shopkeepers. This is shown in the same table which reveals that the Hajj time 

shopkeepers represent the highest percentage, 70 per cent, among those with 

commercially-oriented motives in 1-lajj, while the annual shopkeepers represent a lower 

percentage, 59.9 per cent, in this respect. In contrast, the major religious-oriented motives 

are noticed more in the case of the annual shopkeepers than the I lajj time shopkeepers. 

As again shown in the table, the annual shopkeepers represent the highest percentage, 

40.1 per cent, among those with religious-oriented motives, while the flajj time 

shopkeepers represent a lower percentage, 30 per cent, in this respect (See: 't'able 5-21). 

TABLE 5-21: DISTRIBUTION OF SHOPKEEPERS B1' MA. IOR M0 II 'Iä FOR TRADING DU RIN(; IIii. 

MOTIVES FOR TRADING ANNUAL 
SHOPKEEPERS 

HAJJ TIME' 
SHOPKEEPERS 

I'O"I AL 

Major source of income 224 59.9 77 70 301 62.2 
Religious duty 150 40.1 33 30 183 37.8 

Total 374 100 110 100 4: -84--] [-l 00 

5.5 OPINIONS OF SHOPKEEPERS IN TILE SEASON OF 11AJ. 1 AS AN 

ENVIRONMENT OF CLEARANCE SALE: 

Given that >lajj is a unique commercial season, it offers many opportunities fier 

investment not only for those who set up business temporarily during the period of I lajj 

but also for those annual shopkeepers who conduct the activity of' consumer goods 

throughout the year. Since the demand for goods increases sharply during the season of' 
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Hajj, the annual shopkeepers would, of course, find it a good opportunity to get rid off the 

goods accumulated in their stocks over the year. In this sense, the season of Hajj would he 

a boom season providing a great relief, especially for those who might have suffered 

some losses in their business. 

In evaluating to what extent the season of Haj j represents such a boom season for the 

annual shopkeepers, and to identify the types of goods that are mostly cleared in such a 

season, we will rely on the opinions of the 374 annual shopkeepers. As Table 5-22 shows, 

the majority of the shopkeepers, 54.5 per cent or 204 shopkeepers, have indicated that the 

season of Hajj is a good opportunity for selling all types of consumer goods accumulated 

over the previous seasons, and almost 17 per cent or 62 shopkeepers considered 1lajj as a 

boom season only for certain types of goods. By contrast, 13.4 per cent or 50 shopkeepers 

do not find the season of Hajj any good at all (See: Table 5-22). 

TABLE 5-22: DISTRIBI! TION O}F ANN i I. S1101'KI": F: PF: ItS 131' T1II? IR OPINIONS IN TIII". SI: ASON O1. I Lý. LI. 

SHOPKEEPERS' OPINIONS ANNUAL SHOPKEEPERS 
F 

Good opportunity for selling all type of goods 204 54.5 
Good o ortunity for selling only certain types of goods 62 16.6 

Not ood opportunity at all 50 13.4 
Do not know 58 

_IS. Total 374 100 

Therefore, based on the experience of these shopkeepers, it can he asserted that, in 

general, the season of Hajj does bring about sales opportunities for the consumer goods 

accumulated from previous seasons. 
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FIG[ RF 5-12: DISTRIBI FIO\ OF SHOPKEEPERS B\ A. I. 
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FIG( RE 5-14: DISTRIBUTION OF RESPO\DE1'IS BI LEVEL OF EDl ( %TlON. 
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FIGURE 5-17: DISTRIBUTION OF RESPONDENTS BY TYPE OF OCCI PATIONS A('('ORDING To PF: R101) OF 
ACTIVITY. 
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c TER six 
I 

CHARACTERISTICS OF CONSUMER GOODS SUPPLIED IN THE 
HAJJ MARKET: 

INTRODUCTION. 
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CHAPTER: SIX 

6. CHARACTERISTICS OF CONSUMER GOODS SUPPLIED IN 

THE HAJJ MARKET: 

6.1 INTRODUCTION: 

In this chapter, the discussion will proceed to present the survey findings with 

respect to the characteristics of the consumer goods supplied by the shopkeepers in 

Hajj market in the three study areas, Ilaram, Ma `äbdah and `Aziziyyah. 

From an economic point of view, the Hajj season may be considered as an annual 

commercial season boosting the trade of Makkah. Perhaps, one of the main factors for 

Hajj motivating the commercial activities in Makkah is the demand of pilgrims for 

goods and services. In fact, such a demand is also noticed to be positively influenced 

by two major factors (i) The number of pilgrims and, (ii) The duration of their stay in 

Makkah. The greater the number of pilgrims and the longer they stay, the higher the 

demand for goods and services is to be expected. 

With respect to the demand for consumer goods during Hajj, it is also highly 

influenced by those two factors. In addition to these, there are other important factors 

which influence the demand for consumer goods e. g., pilgrims' tastes, preferences, 

purchasing power, familiarity with certain goods ... etc. 

During Hajj, consumer goods, especially the non-durable products such as the 

foodstuffs and drinks including waters and other beverages, represent the necessary 
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goods for pilgrims and hence they are demanded and consumed on a daily basis. Other 

consumer goods, which may be classified as durable goods, are also in high demand in 

the market. Ofthese, some goods are needed for religious purposes e. g., 'Ihrämät 

belts used with the 'IhrämY4 umbrellas, rosaries, slippers, sunglasses, wallets for 

keeping cash and small personal documents, zamzam water, prayer mats .. etc. Some 

other products which are in demand in the Hajj market are those which pilgrims buy 

as presents and gifts for their relatives when they have finished the performance of the 

Hajj rites and return back to their home countries. However, this aspect will be 

discussed in more detail in the part where the pilgrims' expenditures are presented and 

evaluated. 

In this part, our main concern is to present and discuss the characteristics of the 

consumer goods being supplied by the shopkeepers, in Ilaram, Ma `äbdah and 

`Aziziyyah areas, during the Hajj season in terms of types of goods, source of origins, 

source of supply. Other major issues associated with the trade of consumer goods 

during the Hajj season are also discussed. These issues include the official procedures 

for setting up consumer goods shops, shopkeeper's attitudes towards such procedures, 

entry barriers to the market of consumer goods, using advertisement for consumer 

goods during Hajj and the employment opportunities in the market of consumer 

goods. 

6.2 TYPE OF CONSUMER GOODS SUPPLIED DURING THE HAJJ 

SEASON: 

In response to such high demand for consumer goods, the city of Makkah turns into 

a large market for a wide range of consumer goods. Since the target consumers in the 
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Hajj season are mainly the pilgrims, shopkeepers will supply any type of product by 

which they may increase their sales and earn more profits. In fact, it is remarkable that 

in this season one can see the full extent of the various goods, most of which are 

imported from all over the world. 

To illustrate the range of consumer goods supplied in the Hajj season and its 

distribution, Table 6-1, reveals that more than half of the shopkeepers, 51 per cent, 

were found to sell mainly consumer goods such as foods, drinks and clothes. The 

remaining 49 per cent were found to supply a wide range of various goods (See: Table 

6-1). As seen in the table we notice that the most dominant consumer goods supplied 

in Hai j are the foodstuffs and drinks, fabrics and ready-made clothes, representing 

almost 29 % and 22.1 % respectively. Other goods such as presents, building 

materials, leather products, household items, vegetables and fruit, electronic and 

electric items, perfumes and cosmetics, stationery, children's toys, fast foods, jewelry 

and plastic product are also supplied in the Hajj season, but in far less proportion 

compared with the former group. 

Given the spatial distribution of the types of the goods in the research areas, we 

notice that food and drinks are mostly found in the area of Ma `äbdah, 39.7%, while in 

tlaram and `Aziziyyah areas they represent only 27.7% and 21.3% respectively. 

Although, the sample indicates that the foods and drinks represent only 27.7% in the 

Haram Area, it is constantly observed that most of the food and drinks supplied in 

Hajj seasons are within this area. However, this low proportion of food and drinks in 

the Uaram Area may have been due to the sample selection and hence it may not 

reflect the true situation. 
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TABLE. 6-1: TYPES OF CONSUMER GOODS SUPPLIED IN THE HAJJ MARKET BY Till: St ltvFa 
AREAS. 

TYPES OF GOODS HA RAM MA`ÄBDAH 11 `AZIZIYYAH TO TAL 
F % F % F % F % 

Foodstuff \ Drinks 52 27.7 54 39.7 34 21.3 140 28.9 
Fabrics \ Ready-made clothes 37 19.7 23 16.9 47 29.4 107 22.1 
Presents 24 12.8 5 3.7 7 4.4 36 7.4 
Building materials 5 2.7 11 8.1 10 6.3 26 5.4 
Leather products 10 5.3 5 3.7 10 6.3 25 5.2 
Household items 13 6.9 6 4.4 6 3.8 25 5.2 
Vegetables \ Fruit 13 6.9 8 5.9 2 1.3 23 4.8 
Electronic items 11 5.9 5 3.7 3 1.9 19 3.9 
Perfumes \ Cosmetics 6 3.2 2 1.5 10 6.3 18 3.7 
Electric items 5 2.7 3 2.2 6 3.8 14 2.9 
Stationery 3 1.6 3 2.2 8 5 14 2.9 
Children's tos 2 1.1 2 1.5 8 5 12 2.5 
Fast foods 2 1.1 6 4.4 3 1.9 11 2.3 
Jewelry 4 2.1 0 0 3 1.9 1.4 
Plastic products 1 0.5 3 22 3 1.9 Eiý 1.4 
Total 188 100 136 100 160 100 484 100 

In other words, when such consumer goods are categorized into two main groups 

such as food goods and non-food goods, we observe surprisingly that the non-loud 

goods dominate the market at I-Iajj time, representing 64 per cent, while the food 

goods represented only 36 per cent in the market. This may reflect the new trend of 

the shopkeepers towards how to gain more profit in the season of Ilajj at a minimum 

cost. In the past, shopkeepers were observed to supply mainly food i. c., foodstut'l', soft 

drinks, fast food etc., because the pilgrims used to stay fora longer period of time in 

Makkah and therefore the food goods were in high demand. I lowever, in recent years 

and due to the fast and improved transportation, by which Ilajj can he performed 

within only a few days, the stay of pilgrims in Makkah has become shorter than it was 

in the past. So, due to the short stay of pilgrims in Makkah the demand I'M- fiOod 

decreases while the demand increases for non-food goods such as presents and other 

goods needed in Ilajj. In bringing about such changes, shopkeepers tend to supply 

those goods demanded by pilgrims in their short stay in Makkah. 
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TABLE 6-2: CONSUMER GOODS SUPPLIED IN HAJJ ACCORDING To TIIE SURVEY AREAS. 

CONSUMER 

GOODS 

HARAM 

F% 

MA'ABDAH 

F% 
'AZTZIYYAH 
F% 

TOTAL 

F% 
Food 67 35.6 68 50 39 24.4 147 36 

Non-food 121 64.4 68 50 121 75.6 310 64 
Total 888 100 136 100 160 100 484 100 

In comparing the distribution of food and non-food goods in the three areas, the 

data reveal that the Ma `äbdah Area contains the highest proportion of shops, 50 per 

cent, selling food goods, while they represent only 35.6 and 24.4 per cent in the 

Hiram and the `Azlziyyah Areas respectively. As for the non-food goods, we notice 

that the `Azlziyyah Area has the highest proportion, 75.6 per cent followed by the 

Hauam Area, 64.4 per cent, and finally 50 per cent in the Ma `aWah Area (see: Table 

6-2). 
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6.3 ORIGINS OF CONSUMER GOODS: 

Due to the annual influx of large number of pilgrims the markets of Makkah 

become flooded with local and imported consumer goods. Since the tastes and 

preferences of pilgrims vary according to their background and nationalities, 

shopkeepers supply the goods that suit such varying preferences irrespective of the 

origin of the goods. 

Therefore, the city of Makkah during Hajj turns into an international market 

whereby consumer goods of multi-origins are supplied and the consumers are multi- 

national. Most of these imported goods in the Hajj market are the goods bought by 

pilgrims for gifts back home e. g., carpets, prayer mats, wrist watches. These goods 

are imported from nearly all over the world. For instance, the wrist watches are mainly 

imported from Switzerland and Japan, some of the more expensive textiles are from 

Europe, but most are from Asia. On the other hand, Chinese and Taiwanese goods, 

because of their cheap price, are also observed to be sold in large quantities, although 

some of these goods are manufactured locally. In brief, the season of Hajj has an 

enormous impact. on the import of the country. 

To illustrate the extent of the effect of Hajj on the origins of the goods supplied 

during this period, the survey data indicate that 34.9 per cent of the shopkeepers were 

found to sell only imported goods, and 49.4 per cent were selling a mixture of 

imported and local goods. Against this, only 15.7 per cent were selling local goods 

(See: Table 6-3). In fact, these findings, to a large extent, reflect the general situation 

during Hajj time because virtually the same proportions were obtained in a previous 

study by Al-Ilibshi. She indicated that 25.3 per cent were selling imported goods, only 
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15.5 per cent were selling local and 56.7% were selling goods of mixed origins'. 

TABLE 6-3: ORIGINS OF GOODS SUPPLIED IN HAJJ BY TIIH: SURVEY AREAS. 

ORIGINS OF GOODS HARAM 1 1 MA `A BDAH `AZIZIYYAH TO TAL 
F1 1%1 1F % F % F % 

IMPORTED 66 35.1 32 23.5 71 44.4 169 34.9 
LOCAL 33 17.6 24 17.6 19 11.9 76 15.7 

MIX 89 47.3 80 58.9 70 43.7 239 49.4 

TOTAL II 188 F- 1 E 100 I 136 F 100 160 ý l b 484 100 

Given the survey areas, we further note that the `Azliiyyah Area contains the 

highest proportion of imported goods (44.4%), followed by the Haram Area (35.1 %) 

and finally the lowest proportion was in the Ma `äbdah Area. As for the local goods, 

they represent the same proportions in Harare and Ma `Jbdah Areas (17.6%), while 

they represent only 11.9% in the `Aziziyyah Area. With regard to the goods of mixed 

origins, we notice that the Ma äbdah Area contains the highest proportion (58.9%), 

followed by the flaram Area (47%) and finally the `Aziziyyah Area (43.7%) (see: 

Table 6-3). 

6.4 TYPE OF SALES OF CONSUMER GOODS: 

Other commercial industries are also observed to be activated by the season of 

I-Iajj, mainly the retail and the wholesale industries. The shopkeepers interviewed in 

the survey were found to be of three types; wholesale shopkeepers, retail shopkeepers 

and shopkeepers selling goods in wholesale and retail forms. As shown in Table 6-4, 

the retail industry was found to be dominant in the market as 73.8 per cent of' the 

shopkeepers sold their goods in retail. Most of these were found in the 'AzIzityah 

Area (79%), followed by the llaranr Area (76.1%), and finally the Mi 7ihclah Area 

1- Sand' A]-Hibshi (1993). Op cit. p. 186. 
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(64%). As for the wholesale, despite its activity it is mainly conducted in designated 

spots outside the city; it is also practised within the city during Hajj. In this regard. 8.4 

per cent of the shopkeepers were selling their consumer goods as wholesale, most of 

them in the Ma `äbdah Area (14%), followed by the `Aziziyyah Area (6.8%) and the 

Ilaram Area (5.8%). These wholesale shopkeepers sell goods to other shopkeepers 

especially those who trade in Hajj time only or to the locals who clearly buy consumer 

goods in large quantities before Hajj. Finally, these shopkeepers who were found to 

sell their goods in the two forms, were representing 17 per cent most of which were 

found in the Ma `Tbdah Area (22%) followed by the Haram Area (18.1%) and the 

`Azlziyyah Area (13.8%) (see: Table 6-4). Based on these findings, we notice that the 

Ma `abdah Area contains the highest proportion of wholesale shopkeepers (14%) and 

of those who sell wholesale and retail (22%), while the `Azlrryyrrh Area contains the 

highest proportion of retail shopkeepers. 

TABLE 6-4: DISTRIBUTION OF SIIOPKEEPEus By TYPE: OF SALE AccoIwi«c To Tui: Si R\'i: v 
AREAS. 

TYPES OF SALE I-IARAM MA'AE3DAH 'AZT ZIYYAI-I TOTAL. 
F % F °/u F % F % 

WHOLESALE 11 5.8 19 14.0 11 6.8 41 8.4 
RETAIL 143 76.1 87 64.0 127 79.4 357 73.8 
RETAIL & WHOLESALE 34 18.1 30 22.0 22 13.8 86 17.8 

TOTAL 188 100 136 100 160 100 484 100 
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FIGURE 6-3: ORIGINS OF GOODS SUPPLIED IN HAJJ B1 THE SU'R%El' AREAS. 
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6.5 MAIN SOURCES OF SUPPLY OF CONSUMER GOODS: 

The shopkeepers were also asked about the main sources of their supplies. Until 

recently, the only consumer goods suppliers to the market of Makkah were based in 

the nearby city, Jeddah, mainly manufacturers, traders and regional distributors. At the 

present time, the recently operating industrial city of Makkah has become an 

important consumer goods supplier to the local markets of the city. However, apart 

from imported goods which have to pass through the port of Jeddah, many basic 

consumer goods still flow in from manufacturers based in Jeddah. Generally speaking, 

due to the Hajj season Makkah has become relatively self-sufficient in the supply of 

goods and more sources of consumer goods suppliers have emerged within its 

markets. As Table 6-5 reveals, we notice that shopkeepers rely on tour main sources 

of goods suppliers, i. e. local manufacturers, distributors, some tradesmen and the 

wholesale market. Also, we note that the source dominating the goods supply during 

IIajj time are the tradesmen who are involved in the business of goods supply (34.8%) 

followed by the wholesale market (31.8°/x) and the local distributors (22.9%). 

Compared with these sources we surprisingly find the manufacturers of Makkah has 

the lowest contribution in the goods supply (10.5%). 

TABLF: 6-5: DISTRIBI'l'IO\ OF SIIOI'KF: F: 1'F: RS BI' Sot RF-, OF S1 1'1'Ll ACCORUIýG 'l OI III. 1'1. Itlul) 
OF ACTIVITY. 

SOURCE OF SUPPLY ANNUAL 
SHOPKEEPERS 

}-lajj TIME 
SHOPKEEPERS 

TOTAL 

F % F F % 
Manufacturer 43 11.5 8 7.3 51 10.5 
Distributor 92 24.6 19 17.3 111 22.9 
Tradesman 121 32.3 47 42.7 168 34.8 
Wholesale Market 118 31.6 36 32.7 154 31.8 
Total 374 100 110 100 484 100 
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Given the type of shopkeepers, in the same table we observe that both the annual 

and the Hajj time shopkeepers rely mainly on tradesmen and the wholesale market for 

goods supply. That is, the annual shopkeepers receiving their supply from the 

tradesmen represent 32.3% and those relying on the wholesale market represent 

31.6%. As for the Hajj time shopkeepers obtaining their supply from other tradesmen 

represent 42.7% and those receiving the supply from the wholesale market represent 

32.7% (see: Table 6-5). 

On the other hand, we also notice that the shopkeepers who rely on these sources of 

supply vary from one area to another within the survey areas. As shown in Table 6-6, 

we observe that most of the shopkeepers in the Hiram Area get their supply from 

other tradesmen (39.4%) and the wholesale market (3 1.9%), while the shopkeepers in 

the Ma, bdah Area mainly rely on tradesmen (41.2%) and distributors (26.5%), 

whereas the shopkeepers in the 'Azlziyyab Area rely on wholesale (38.1%) and 

distributors (25.6%) (See: Table 6-6). These variations may be due to some factors 

e. g., transport congestion, delivery cost, and the distance of the area from the places 

where the goods supply can be obtained. For instance, since the Ilarunn and Ma hc/ /) 

areas are very congested at Ilaj. j time, most of their shopkeepers get their supply from 

other tradesmen based in the same areas. While the shopkeepers in the '. 'l/i/ivya/l 

Area, which is less congested at Hajj time, tend to get their supply from the wholesale 

market which is linked to it by a dual carriageway. 

T. iii i. - ! _F" i)I¢-rR11U 1'ION OF S11011K "a": 1'I: i s By ' SOI' uF 01. Si il'º't % AN I Ci'uvi. vA ut:. c 

SOURCE OF SUPPLY HARAM MA`ÄBDAH `AZlZI YYAH TO TAL 
F % F % F 

Manufacturer 

Distributor 
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Total 188 100 136 1.00 160 100 484 100 
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FIGURE 6-5: DISTRIBUTION OF SHOPKEEPERS BY SOURCE OF SUPPLY ACCORDING To THE PERIOD 

OF ACTIVITY. 
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6.6 OFFICIAL PROCEDURES FOR SETTING UP A BUSINESS OF 

CONSUMER GOODS: 

The official procedures for setting up a shop for selling consumer goods constitute 

an entry barrier to the shopkeepers entering the consumer goods market. According to 

the state regulation, people who wish to set up a business have to get a license or 

permission from specific official departments. However, these compulsory official 

procedures are, to some extent, affected by the season of Hajj. In recent years, some 

procedures have been reduced and relaxed for businesses set up temporarily during 

Hajj time, although some basic conditions have to be met. Such various procedures 

are implemented mainly through some governmental departments i. e., the 

Municipality of Makkah, the branch of the Ministry of Commerce and the Department 

of Civil Defense. 

To discover the variations in these procedures for the shopkeepers setting their 

business all the year round and those setting their business during Hajj time only, a 

multi-choice question was presented in the questionnaire containing four categories 

i. e., 1- The Municipality of Makkah, 2- The branch of the Ministry of Commerce, 3- 

The Department of Civil Defense and 4- All of them, if all departments had been 

consulted. Then, the shopkeepers were asked to check off the categories of the those 

governmental departments they had consulted. The findings are presented in Table 6- 

7. As shown in the table, we notice that most of the shopkeepers (81.8%) had to 

obtain permissions from all the governmental departments stated above, while only 

18.2% of them had their business permission from the Municipality of Makkah only. 

Concerning the annual and the Hajj time shopkeepers, we note that 98.1% of the 
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animal shopkeepers had to get their permission from all departments mentioned, while 

most of the Hajj time shopkeepers (73.6%) had their permission from the Municipality 

of Makkah (See: Table 6-7). 

TABLE 6-7: DISTRIBUTION OF SHOPKEEPERS BY OFFICIAL PROCEDURES ACCORDING To Tlllý: 

PERIOD OF ACTIVITY. 

OFFICIAL PROCEDURES 
ANNUAL 

SHOPKEEPERS 
Hajj TIME 

SHOPKEEPERS 
TOTAL, 

F % F % F % 
Municipality E77ý 1.9 81 73.6 88 18.2 
All of them 367 98.1 29 26.4 396 81.8 
Total 374 100 110 100 484 100 

In fact, the Municipality of Makkah became the governmental body responsible for 

issuing licenses for the seasonal (or the temporary) businesses set up in seasons like 

Hajj time and Ramadan seasons2. However, though such special arrangements may 

appear simplified and easy for the seasonal business, some official complications and 

bureaucracies stand as an obstacle in the face of the seasonal shopkeepers. Based on 

the shopkeepers' opinions on these official procedures, we find that most of the 

shopkeepers, annual and Hajj time shopkeepers, (88.4%) had a negative attitude to 

such procedures, describing them as difficult or being too many or unnecessary 

procedures. Against this, very few shopkeepers (11.6%) responded in favour of' the 

procedures (See: Table 6-8). 

'` An interview with the Head of the Licenses Department in the Municipality of Makkah. 
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TABLE 6-8: DISTRIBUTION OF SHOPKEEPERS' OPINIONS ACCORDING To Tim, PE11101) OF 

ACTIVITIES. 

OPINIONS ON OFFICIAL 
ANNUAL 

SHOPKEEPERS 
HAJJ TIME 

SHOPKEEPERS 
TOTAL 

F F % F % 

Inevitable and not difficult 47 12.6 ý9 8.2 56 11.6 
Inevitable but difficult 264 70.6 78 70.9 342 70.7 
Too many and should be reduced 43 11.5 13 EEL] 56 1 1.6 

Unnecessa rocedures 20 5.3 10 9.1 30 6.1 

Total 374 100 110 100 484 100 

6.7 SIGNIFICANCE OF LOCATION FOR CONDUCTING THE 

ACTIVITY OF CONSUMER GOODS: 

Although the impact of Hajj is observed in every part of the city of Makkah, sonic 

areas are observed to be, commercially, far more influenced by the event of Flajj, 

clearly because of their closeness to the Holy Mosque. In addition, sonie other areas 

are commercially active not only during Hajj time but throughout the year. It is, 

therefore, believed that most shopkeepers select their locations on the basis of being 

important either in F-Iajj time or throughout the year. Based On the survey data. 

however, there appeared to be other reasons among the shopkeepers for selecting their 

locations. 

As for the two common reasons, table 6-9 shows that 61 per cent of the 

shopkeepers chose their locations since they are commercially important not only 

during Hajj time but throughout the year, while only 14% chose their locations on the 

basis that they are commercially important during Hajj time. Others were found to 

have chosen their locations for reasons such as owning the shop and hecausc 

the rental cost is reasonable (16.5%). It is interesting to note that the shO pkccpcrs who 

were concerned mainly with the rental cost of the shop represent a relative by high 
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proportion compared with the other reasons. This may clearly indicate the general rise 

in the rental cost in the estate business of the city. For this reason, we observe a high 

proportion of the shopkeepers take into account the rental cost of the shop in the first 

place. 

TABLE 6-9: DISTRIBUTION OF SHOPKEEPERS' CHOICES OF LOCATION ACCORDING To TIII: 

SURVEY AREAS. 

REASONS FOR 1, IARAM 1 MA`ABDAH 1q `AZIZIYYAII TOTAL 
CHOOSING 

LOCATION F1 1% F % F % F 
An important commercial 82 43.6 97 71.3 1 16 72.5 295 61.0 
area the year round 
An important commercial 4_ 22.3 16 

D 
1 1.7 

a 
1 

a 
7.5 

cý 
70 

O 
14.4 

area in Ha" time 
l own the shop 14 7.4 10 7.5 15 9.4 39 8.1 
The rental cost is reasonable 50 26.7 13 9.5 17 10.6 80 16.5 
Total 188 100 136 100 160 100 484 100 

Within the Haram Area, the table shows that most of shopkeepers (43.6%) consider 

the area to be commercially important all the year round, followed unexpectedly by 

those who consider the rental cost to be reasonable in this area (26.7%). Probably, 

these shopkeepers conduct their businesses in small shops or in the narrow lanes in the 

area whose rents may be relatively reasonable, whereas those who consider the I lajj 

season to be commercially important represent 22.3%. As for the Ma'r bdah Area, we 

find that the highest proportion of the shopkeepers (71.3%) consider the area to be 

commercially significant all the year round. The remaining shopkeepers consider the 

significance of the llajj season (11.7%), the rental cost (9.5%) and 7.5% of them 

indicated that they owned the shops. With regard to the 'Aziziyya/i Area, we observe 

nearly the same proportions as the other areas i. e., 72.5% of the shopkeepers indicated 

the year round significance, 10% considered the rental cost to be reasonable, 9.5% 

owned the shops and finally 7.5% indicated the importance of the season of I Iajj. '1'o 
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conclude, from these data we notice that most of the shopkeepers who consider the 

significance of the Hajj season were found in the Ilaram Area (22.3%), while most of 

the shopkeepers who consider the significance of the year round are mainly found in 

the `Aziziyyah Area (72.5%) and in the Ma `äbdah Area (71.3%). 

6.8 USE OF ADVERTISEMENTS FOR CONSUMER PRODUCTS: 

Questions regarding the use of advertisement by the shopkeepers during Hajj time 

were also presented in the questionnaire. The purpose here is to measure to what 

extent the shopkeepers utilize the advertisement for their businesses in the Hajj 

market. Also, the types of consumer goods which the shopkeepers advertise will be 

identified. 

Generally speaking, the shortness of the period of the Hajj season along with the 

advertisement cost that may be incurred, may be a discouraging factor for the 

shopkeepers to bear any cost for advertising their goods. Our analysis, as shown in the 

Table 6-10, indicates that only 16.3 per cent (79 out of 484 shopkeepers) used some 

means of advertisement for their goods. Most of these shopkeepers were found mainly 

in the 'Aziziyyah Area (23.1%) followed by the Ma `äbdah Area (16.2%) and finally 

the 1Yaram Area. Based on these varying proportions, we observe that the highest 

proportion of shopkeepers using advertisement are found in the areas which are less 

influenced by the Hajj season i. e., 'Azizryyah and Ma `äbdah areas. This may be due 

to the fact that the . 
Iaram Area is the most congested area for pilgrims, and therefore 

its shopkeepers do not need to advertise their goods, while such other areas as 

Ma `äbdah and `Aziziyyah are less populated by pilgrims and hence their shopkeepers 

need to advertise in order to introduce their goods to the pilgrims. 
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TABLE 6-10: DISTRIBUTION OF SHOPKEEPERS BY UTILIZING THE ADVERTS ACCORDING To THE 

St IIVEV AREAS. 

USE OF ADVERTS HARAM MA`ÄB DAH 1 1 `AZIZI YYAH TO TAL 
F % F1 1% F1 1% F1 1% 

YES 20 10.6 2? 16.2 37 ? 3.1 79 16.3 

1 NO 168 89.4 114 83.8 123 76.9 405 83.7 

TOTAL -1 188 1 00 136 100 160 100 484 100 

In terms of the advertising means used, there appear to be variations amongst the 

shopkeepers as well as between the survey areas. The results as indicated in Table 6- 

lI reveal that the highest proportions of shopkeepers were found to utilize the front- 

face of their shops (41.8%) or the public roads (35.4%) for advertising their goods. In 

fact, such means of advertising may seem to be quite practical and economical in the 

context of Hajj season. Other expensive means of advertising, however, were also 

utilized but by small proportions of shopkeepers. As the table reveals, we find 13.9 ", ý 

advertised in the daily newspapers and 11.4 % advertised on the TV (Sec: Table 6-11 ). 

TABLE 6-11: DISTRIBUTION OF SHOPKEEPERS BY MEANS OF ADVERTISING Auc oRUIuc: To Tilt; 

SURVEY AREAS. 

MEANS OF ADVERTS HARAM MA`AEDAi-1 'AZ ZI YYAH TO'1'AI. 
F1 1 °ö F F 

T. V 10 3 13.6 4 10.8 9 t�. 4 

ews a ers Daily newspapers- 
Public roads 

3 15 

25 
13.6 

41 
5 

14 
13.6 

37.8 
11 

28 
13.9 

35.4 
On the sho 10 50 7 31.8 14 37.8 31 41.8 

Total 20 100 22 100 37 100 79 1 1 100 

Given the survey areas, we also observe that the highest proportions of'shopkeepers 

in the IIaram Area utilized their shops, followed by the public roads, lbr 

advertisement, 50% and 25% respectively. In the 'Aiiziyyah Area, most shopkeepers 

advertised equally on their shops and on the public roads, 37.8 each. As for the 

Ma `äbdali Area, the highest proportion of shopkeepers (41%) advertised on the public 

roads, while those who utilized their shops represent the second largest (31.8%) in the 
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area 

With respect to the period of activity as annual and Hajj time shopkeepers, there 

appears to be some slight difference in terms of the means of advertising being used 

mostly by each group. As shown in Table 6-12, we note that while the annual 

shopkeepers advertise more on the TV (11.6%) and the public roads (36.2%), the Ilajj 

time shopkeepers advertise more in the daily newspapers (20%) and on their shops 

(40%) (See: Table 6-12). 

TABLE 6-12: DISTRIBUTION OF SHOPKEEPERS BY MEANS OF ADVERTISING A((ORUING TO THE 
PERIOD OF ACTIVITY. 

MEANS OF ADVERTS 
ANNUAL LSHOPKEEPERS 1 HAJJ TIME 1 

SHOPKEEPERS 
TOTAL 

F % F 11 
-% 

F 

T. V 8 11.6 1 10 ý9 1 1.4 
Daily newspapers 9 13.0 2 20 11 13.9 
Public roads 
On the sho 

25 
27 

36.2 
39.2 

3 
ýý 

30 
40 

28 
31 

35.4 
39.3 

Total 69 100 10 100 79 100 

Taking into account the type of goods as food and non-food goods, we observe 

some differences between them with respect to the use of advertising means. 'fahle 6- 

13 reveals that while the front-face of shops and the T. V were utilized liar advertising 

more by the food shopkeepers, with 41.9% and 12.9% respectively, the non-food 

shopkeepers utilized the daily newspapers more (16.7%) for advertising their goods. 

However, the public roads were almost equally utilized by both groups, 35.5% by the 

food shopkeepers and 35.4% by the non-food shopkeepers (See: "Fahle 6-1 3). Based 

on these results, it can be concluded that the economic Impact of the, season of I lajj 

can be also seen in the advertising industry. 
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TABLE 6-13: DISTRIBUTION OF SHOPKEEPERS BY MEANS OF ADVERTISING ACCORDING TO THE 

TYPE OF GOODS. 

MEANS OF ADVERTS FOOD NON- FOOD TOTAL 
F % F1 1% F % 

T. V 4 12.9 5ý 10.4 9 11.4 
Daily newspapers 3 9.7 8 16.7 11 13.9 

Public roads 1I 35.5 17 35.4 28 35.4 

On the sho 13 41.9 18 37.5 31 39.3 

Total 31 100 48 100 79 100 
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FIGURE 6-7: DISTRIBUTION OF SHOPKEEPERS Bl MEa. \S OF ADVERTISING ACCORDING To THE 
SURVEY' AREAS. 
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FIGURE 6-8: DISTRIBUTION OF SHOPKEEPERS BY MEANS OF ADVERTISING ACCORDING To THE 

PERIOD OF ACTIVITY'. 
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6.9 EMPLOYMENT AND THE TRADE OF CONSUMER GOODS: 

One of the major economic indicators for the impact of Hajj on the economy of 

Makkah is the level of demand for labour during the season of Hajj. As widely 

observed, the season of Hajj may constitute the most dynamic factors in expanding the 

labour market, not only for a certain economic activity, but it is widely felt at almost 

all levels of activities. Obviously, the main reasons attributed to such a phenomenon 

can be explained by the exceptional, seasonal and huge demand for services and goods 

etc., resulting from the continuous increase in the numbers of pilgrims. 

In meeting such excessive and varying demand, all public and private organizations 

involved in the Hajj operation tend either to increase the number of hours worked by 

their existing labour force, or to recruit other new individual workers. 

At the level of the trade of consumer goods, the demand curve for labour is seen to 

be sloping upward as the shopkeepers tend to maximize their benefit during Hajj as 

much as possible. This leads to a wide range of opportunity of jobs being offered to 

ordinary people even, especially since qualifications and skills are not necessarily 

required in such business. 

In fact, such a subject, labour market, is one of the major areas influenced by the 

Hajj season and should be given high priority in future research. It is the belief of the 

researcher that such a topic needs to be treated at a high level of academic research so 

as to evaluate the effect of Hajj on the labour market for various economic activities, 

as well as to identify the major factors influencing it. 

However, to explore some of the extent of the effect of Hajj on the labour market 
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for the trade of consumer goods, we will rely on the survey findings collected from a 

sample comprising 484 shopkeepers. 

As noted in the next table, all the shopkeepers surveyed were found to recruit 

workers in a varying range of numbers. Of them, more than two thirds, almost 70 per 

cent (or 338 out of 484 respondents) indicated that they employed from one to three 

workers, while the remainder, around 30 per cent (or 146 out of 484 respondents), 

indicated that they employed additional workers. Of these, more than 15 per cent or 74 

shopkeepers employed from four to six workers, 7.9 per cent or 38 shopkeepers 

employed from seven to nine workers and finally 7 per cent or 34 shopkeepers were 

found to employ ten workers and more (See: Table 6-14). 

T: tet. H: 6-14: DISTRIBUTION OF SHOPKEEPERS 11% Nt ttst"at O1 %VctRRKFIts RI: 141 rI I) 

NO. OF WORKERS 
ANNUAL 

SHOPKEEPERS 
IIAJJ TIME 

SHOPKEEPERS 
TOTAL 

F % F % 
1-3 workers 279 74.6 59 53.6 338 69.8 
4-6 workers 53 14.2 21 19.1 74 15.3 
7-9 workers 26 7 12 10.9 38 7.9 
10 workers and over 16 4.2 18 16.4 34 7 
TOTAL 374 100 110 100 484 100 

In terms of the annual and IIajj time shopkeepers, there appear to he some 

differences with respect to the number of workers recruited by each group. In the case 

of annual shopkeepers, the bulk of them, 74.6 per cent (279 out of 374 shopkeepers), 

tend to employ less than three workers. While those who employ extra workers 

represent only 25.4 per cent (95 out of 374 shopkeepers). It is further noted that these 

shopkeepers, who employ more than three workers, decrease as the number of 

workers increases. This is shown in the above table, 14.2 per cent employ 1101 . 11- to six 

workers, 7 per cent employ seven to nine workers, and 4.? per cent employ ten 
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workers and more. By contrast, although the majority of Hajj time shopkeepers, 53.6 

per cent (59 out of 110 shopkeepers), employ less than three workers, more than 46 

per cent of them (51 out of 110 shopkeepers) employ more than three workers. Of 

these, 19.1 per cent employ from four to six workers, 10.9 per cent employ from seven 

to nine workers and, more than 16 per cent employ ten and more workers. Therefore, 

it can be inferred that Hajj time shopkeepers tend to employ more workers than annual 

shopkeepers, which in turn indicates that the season of Hajj offers more opportunities 

of employment. 
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6.10 COMMERCIAL RENTING BUSINESS: 

Another economic aspect associated with the trade of consumer goods is the rent of 

shops either all the year round or during Hajj only. In fact, this industry is greatly 

influenced by Hajj in terms of the length of rent, the sources of rent and the rental cost 

of shop. These three aspects of the renting industry will be discussed in the context of 

consumer goods shops according to the data obtained from the shopkeepers. 

6.10.1 Effect Of Hajj On The Commercial Renting Period: 

Generally speaking, the standard renting period in Makkah, as also in the whole 

country, is based on a twelve months contract. This is applied, in most cases, to the 

renting either for residential or commercial uses, as in the case of renting shops. This 

pattern, however, has changed tremendously for the renting for both residential and 

commercial purposes in the city of Makkah. At the present time, it is widely observed 

that the letting length, for either commercial or residential use, is based on the 

seasonal religious events, of which the most overwhelming religious event of the year 

is the Hajj. Although the period of Hajj is relatively short, a few weeks, it has become 

the final target for most of those who intend to let out their properties either for 

residential or commercial use. On this ground, the previous renting length, based on a 

yearly basis, has turned to a letting length based on the season of Hajj. As a result of 

this, the letting contract considers three periods of time; (1) Whole year contract, 

including Hajj time, (2) During Hajj only contract and, (3) The rest of the year 

contract, i. e. the whole year except the Hajj time. For the whole year contract which 

includes the Hajj time, the owners increase the rental cost; in some cases double rent 
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is paid, since they are not able either to let it or use it during Hajj time. In fact, this 

type of letting is often associated with residential purposes, and in the case of shops, it 

is mostly preferred by those locals who are mainly involved in careers other than a 

business career. For the second one, i. e. the during Hajj only contract, it is widely used 

for residential and commercial purposes, and the contract is issued either by the 

owners or the occupiers. In the context of commercial letting, the shops' owners or the 

annual renters (shopkeepers) benefit from the Hajj rental value by renting out the 

shops to other shopkeepers, while they either use them in the rest of the year or rent 

them again for that period. This letting is common amongst a number of shopkeepers 

who rent shops for the whole year and sublet them during Hajj time. This type of 

letting, however, is beneficial and widely found in the Haram Area where the demand 

for shops is quite high especially in Hajj time. As for the rest of the year contract, the 

shops' owners here use their shops during Hajj only, while they let them out for the 

rest of the year. This type of letting is common among those who own shops in the 

Haram Area. 

To find out to what extent such commercial letting types are evidently observed, 

the survey data (See: Table 5-2 in chapter 5) revealed that the sample members were 

found to be of three types; owners, all year round renters and Hajj time renters only. 

We also found that the all year round renters (367 shopkeepers) were the dominant 

shopkeepers, representing 75.8%, followed by the Hajj time renters (72 shopkeepers), 

representing 14.9% and finally by the owners (45 shopkeepers), representing 9.3%. 

These results clearly indicate the two significant periods of renting, all the year round 

and during Hajj only as above. In identifying more periods of renting, we asked the 

shops' owners about the periods of renting, if they had ever rented out their shops and 
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the periods of renting if they had rented shops beside their own shops. Their responses 

as broken down in Table 6-15 indicate another significant period of letting namely all 

the year round except Hajj time. This was indicated by a high proportion of them 

(42.2%) as they had let out their shops for the whole year except during Hajj time. The 

remaining, 33.3% let their shops during Hajj time only, and 24.5% let their shops all 

the year round. On the other hand, the same owners indicated that they had rented 

other shops beside their own, with varying periods of letting. The two highest 

proportions of them (35.6%) indicated that they had rented other shops during Hajj 

time and for the whole year except Hajj period, followed by 28.8% who indicated that 

they had rented other shops for the whole year round (See: Table 6-15). Clearly, these 

findings, which are based on the shops' owners responses, indicate that the 

commercial letting contract is based on three periods of time i. e., I-Iajj time, all the 

year round and the rest of the year (the whole year except I-lajj time). 

TABLE 6-15: LENGTH OF LETTING AND RENTING ACCORDING TO S111)PS OWNERS REsI'ONtila. 

PERIOD OF TIME 
OWNERS LETTING OUT 

THEIR SHOPS 
OWNERS RENTING IN 

OTHER SHOPS 
F % F %- 

During Hajj only 15 33.3 16 35.6 

Whole year 11 24.5 13 28.8 

Whole year except Ha j time 19 42.2 16 35.6 

Total 45 loo 45 100 

Furthermore, the same question was presented to the annual renters, the 

shopkeepers who run their business in shops rented all the year round. According to 

their responses, we observe that although they were supposed to use the shops for 

selling goods throughout the contract period, some of them were found to benefit from 

the high rental values of such renting periods. As shown in Table 6-16,25.5% of the 

annual shopkeepers indicated that they had sublet the shops to others either during 
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Hajj time or the whole year except Hajj. Of these 16.6 per cent sublet the shops during 

Hajj time while they used the shops throughout the rest of the year. In fact, this type of 

letting is mostly observed in the Hararn Area where the rental costs of shops are quite 

high. The remaining (9%) indicated that they had sublet the shops to others for the rest 

of the year while they used them during Hajj only (See: Table 6-16). 

TABLE 6-16: LENGTH OF USING AND SUBLETTING SHOPS Bl' TIw ANNUAL RENTERS. 

PERIODS OF USING AND ANNUAL RENTERS 
SUBLETTING THE SHOP F 

Use it all year round 273 74.4 
Use it through the rest of year and sublet it to others in Ha" time 61 16.6 
Use it in Ha j time while sublet it to others for the rest of the ye 33 9 
Total 367 100 
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FIGURE 6-11: LENGTH OF RENTING ACCORDING To SHOPS OWNERS RESPONSES. 
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6.10.2 Effect Of Hajj On The Sources Of Shop Letting : 

In response to the boom in the shop renting industry during Hajj, the sources of 

letting also appear to vary. In addition to the estate agents, the usual source of letting, 

we notice that the Hajj season activates other letting sources, namely the owners of 

shops and the annual renters which have both recently become strong competitors to 

the estate agents in the renting market (see Table 6-17). In fact, the shop owners as a 

letting source seem to be dominating the renting market even over the estate agents. 

As demonstrated in Table 6-17, we note that the overwhelming majority of 

shopkeepers (76%), whether annual or Hajj time shopkeepers, arranged their lettings 

through the owners of the shops, while those who rented through the estate agents 

represented quite a low proportion (17.3%) in comparison with the former. This is 

followed by the whole year renters as 6.2% of Hajj time shopkeepers indicated that 

they had rented through all year renters' shopkeepers. This small proportion of the 

whole year renters, however, may be significant given the fact that they sublet the 

shops only during Hajj time. 

'r BLE 6-17: SOURCES OF SilOP LETTING WITII RESPECT To Tnr: ANNEAL AND Tnl: I Iß. 1.1 TIME 

SIIOPKEEPF: RS. 

SOURCE OF LETTING ANNUAL RENTERS 1 1 1-IAJJ TIME RENTERS TO TAL 
F % F % 

The owner of the sho 300 81.7 36 50.0 336 76.5 

A whole year renter 00 27 37.5 27 6.2 

A state agenc 67 18.3 99 12.5 C76 17.3 

Total 367 100 72 100 439 100 

In relation to the seasonal effectiveness of these letting sources, the data reveal that 

the owners of shops remain the main source of shop letting whether ti)r the annual 

renters or the Hajj time renters, representing 81.7% and 50'/o respectively. Against 
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this, the estate agents represent only 18.3% for the annual renters and 12.5% for the 

Hajj time renters. As for the whole year renters, they stand as the second important 

source of shop letting during Hajj season at 37.5% (see: Table 6-17). 

Based on this analysis, it can generally be inferred that. the season of Hajj has, to 

great extent, diversified the sources of shop letting, especially in the season of H jj. It 

is also observed that the owners of the shops represent the dominant letting source in 

Hajj time and all the year round. This domination by the owners may be explained by 

the fact that shopkeepers tend to avoid paying other charges e. g., rent commission, 

bonds, imposed by the state agents. Moreover, renting privately through the shop 

owners or annual renters may give the renters a freedom for subletting the shops 

during the high rental value seasons e. g., Hajj and Ramadan. 

324 



N 
ýL 

1QQ 
  a 

ea 

a) c 

C 

8öSýý° 

0 

.. 7 

O 
. r: 

CA 

ii. 

cz 

'r, 



6.10.3 Effect Of Hajj On The Annual And Hajj Time Rental Cost Of The Shop: 

As a matter of fact, the most noticeable effect of Hajj on the renting industry 

appears to be on the rental cost of the shop. Despite the fact that there is not much 

literature or previous data relating to the effect of Hajj on the rents of shops during 

Hajj, an analogous observation to the effect of Hajj on the rents of accommodation 

may be applied. The influence of Hajj on the rents of shops, however, can be induced 

from the major tendencies for renting during Hajj by a number of shopkeepers. This is 

demonstrated in the previous sections, as we have seen that there was great tendency 

for renting shops during Hajj not only by the owners of the shops but also by the 

whole year renters (see: Table 6-15 / Table 6-16). Indeed, the high rental cost of the 

shop during Hajj time is deemed to be the main motivation for renting, where in some 

cases the Hajj rent would exceed a whole year rent, with the short period of Hajj in 

mind'. For this, a large number of people are widely observed to prefer to rent out the 

shops rather than use them for selling goods, because by doing so they would earn 

high rent on the one hand and avoid taking the risk of running the business, on the 

other. 

It is, however, widely noticed that the effect of Hajj is not only confined to the 

rental cost of the shop during Hajj time, but also affects the annual rental cost of the 

shop. Thus, those who rent out their shops for the whole year consider the high rental 

cost during the season of Hajj, which subsequently encourages them to increase the 

'- Personal interview with a retired shopkeeper. 
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annual rent. The extent of the rise in the annual rental cost is also dependent on the 

location of the shop. 

Table 6-18 demonstrates some general comparative statistics between the annual 

and the Hajj time rental cost. It clearly reveals a great extent of the impact of Hajj on 

the rent during the Hajj time, as we observe some significant variations in their 

statistics. Once again, it should be kept in mind that the rental cost during Hajj time 

covers only the season of Hajj which lasts between a few weeks and two months at the 

longest. 

in comparing the annual and the Hajj rental costs, Table 6-18 shows that the 

average annual rental cost (30,391.279 SR. ) is greater than the average Hajj rental cost 

(24,902.778 SR. ), a difference of 22%, while on the other hand the mode and the 

median of the Hajj rental cost are both greater than those of the annual rental cost, a 

difference of 66.7 % and 16 % respectively. To draw a conclusion from these 

statistics, some caution should be exercised with respect to the Hajj rental cost. As for 

the annual rental cost, the central tendencies of the values; the mode (30,000 SR. ), the 

mean (30,391.276 SR. ) and the median (25,000 SR. ) are almost the same indicating a 

relative normal distribution of all the cases. Hence, these averages are reliable and 

may safely be fair representatives. They also indicate that the annual rents of shops are 

more stable and not directly affected by the season of Hajj. In this case, the mean 

would be an appropriate way to measure the average rent paid by the annual renters. 

Therefore, it can be inferred that the annual renters pay, on average, a rent of SR. 

30,391.276 for the shop. In relation to the Hajj time rental cost, however, the measures 

of the central tendency are observed to be relatively far apart due to some extreme 
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rental values, which in turn indicate instability in the Hajj rents. Therefore, the median 

value may be an appropriate measure to describe the average Hajj rental cost. On this 

ground, it can be concluded that the Hajj time renters pay, on average, SR. 29,000 for 

the shop. As a result of presenting the above statistics, we can deduce that the average 

annual rent of the shop is greater than the average Hajj rents, with a difference of SR. 

1,391.3. This difference, however, does not indicate that the annual rents are more 

influenced by Hajj than the Hajj time rents. On the contrary, the Hajj time rents are 

deemed to be quite steep, given the limited period of Hajj. However, the rent of the 

shop during Hajj time is also motivated and determined by other factors e. g., the high 

quality of the shop and its proximity to the Holy Mosque. 

Another aspect of the statistics shows some variations in both rental costs. As 

shown in Table 6-18, the range of the annual rent of the shop (SR. 119,000) is greater 

than that of the Hajj time rent (SR. 102,000) with a difference of SR. 17,000. It also 

indicates that the min. annual rent (SR. 6,000) is less than the min. of Hajj rent (SR. 

8,00), whereas the max. of the former (SR. 125,000) is greater than the max. of the 

latter (SR. 110,000) with a difference of SR. 15,000. This broadness of the annual rent 

again confirms its stability. Finally, the table reveals an interesting finding relating to 

total annual rents and the Hajj rents. That is, while the total annual rents paid by the 

annual renters amounts to SR. 11,670,250 for a period of 12 months, the total Hajj 

time rents paid by Hajj time renters amounts to SR. 2,513,000 for a period of not more 

than two months. If the two sums are calculated on a monthly basis and supposing that 

the Hajj time rent covers two month, we find that the annual rent would amount 

monthly to SR. 972,520.83, and the Hajj time rent would amount monthly SR. 

1,256,500 which would be greater than the annual rent by almost 30 %. This, in fact, 
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would indicate the great extent of the effect of Hajj on the shop rent during the season 

of Hajj. On the other hand, it reveals the high profitability of renting shops during I lajj 

time as those who rent out their shops during Hajj earn much more than those who 

rent out their shops all the year round. 

TABLE 6-18: SUMMARY STATISTICS Foil TII ANNUAL. AND HA, º. i TiNn: RENTAL. Cows Or Snooi, s 
(IN SAUDI RIN .. %I, ). 

STATISTICS OF SHOPS' 1 

RENTAL COST 

1 ANNUAL RENTAL COST 
OF SHOPS 

HAJJ TIMF RENTAL, COST 
OF SI IOI'S 

CENTRAL TENDENCY: 

Mean 8 
Mode ' 30,000 50,000 
Median ' 
VARIATION: 

Range a 

25,000 

119,000 

29,000 

102,000 
S. D ' 20,013.697 19,580.933 
minimum, 6,000 8,000 
Maximum 125,000 110,000 
Sum 1 1,670,250 2,513,000 

wt lM==R R OF CASES: 367 72 
ru of tha .- ntnl valnvc divirir-rd by nimihnr ni r: icnc IV IC; [l11 .I--........ _. -.. - . ______ -_-_-___ I ____. 

' Mode = The most frequently occurring rental cost. 
Median = The mid-point of rental values after being ranked. 
Range - The gap between the lowest and the highest rental cost. 

5 S. D (Standard Deviation) = The average amount of deviation from the mean value of the variable. 
`' Minimum = The lowest rental cost. 

Maximum = The highest rental cost. 
8 Sum = The total of all rental costs. 

In proceeding to compare the rental costs, Table 6-19 shows other diflcrences with 

respect to the number of each group falling in various ranges of' rental values. As for 

the annual renters, more than three quarters (80.7%) of them were found to pay annual 

rents of less than SR. 45,000, whereas the remaining 19.3 'Vo paid annual rents o1' over 

SR. 45,000. While, roughly two thirds of the I laj_j time renters (63.9%) were found to 

pay Hajj rents of less than SR. 45,000, and more than a third of them (36.1 %) 

indicated that they paid more than SR. 45,000 (See: "Table 6-19). 
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TABLE 6-19: ANNUAL AND HAJJ TIME RENTAL COST OF TILE SHOP (I` SAUDI 

RENTAL VALUE ANNUAL RE NTAL COST Ha" TIME RENTAL COST 
F1 1% F % 

less than 15,000 69 18.8 2 2.8 
15,000 - 29,999 135 36.8 34 47.2 
30,000 - 44,999 92 25.1 10 13.9 

45,000 - 59,999 1 39 10.6 19 26.4 
60,000 - 74,999 12 3.3 4 5.5 

75,000 - 90,000.1 1 11 
-J 

3.0 I 2 2.8 

over 90,000 F91 1 2.4 1 1.4 

TOTAL 1 1 367 100 72 100 

Given the significance of the location of the shop and its rental cost. there exists a 

general belief that the highest rents of shops whether during f-Iajj time or the year 

round are found in or near the vicinity of the Hiram Area. The survey analysis, 

however, has revealed some interesting findings relating to other areas. As shown in 

Table 6-20, we notice as expected that the highest annual rental costs appear in the 

Hamm Area, while unexpectedly the most high I-lajj time rents have been found in an 

area other than the Haram Area i. e., the `Arifiyyah Area (see: Table 6-20). An 

explanation of this interesting finding could be the high quality of' shops in the 

`Azlziyyah Area, and this may be the reason since the area contains many modern 

shopping centres. Another possible reason could be the fact that the area is becoming 

commercially important because of the increasing residential projects in the area as 

well as the fact that many pilgrims are observed recently to reside in it away from the 

congested area of Ibri m. 
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TABLE 6-20: PERCENTAGES OF ANNUAL AND HAJJ TIME RENTAL COST OF Snot's B1 TºHE S1: Rv H: N 
AREAS. 

RANGES OF 
RENTAL 

HARAM MA'ABDAH `AZIZIYAH TOTAL 

VALUES Annual 
renters 

Hajj 
renters 

1 Annual 1 

renters 
Hajj 

renters 
Annual 
renters 

Hajj 
renters 

Annual 
renters 

Hajj 
renters 

Less Than 15,000 6.1 2.4 36.4 17.1 7. l 18.8 2.8 

15,000 - 29,999 21.4 50 51.4 43.8 40.3 43 36.8 47.2 
30,000 - 44,999 
45,000 59,999 

60,000 - 74,999 

29.0 
19.1 
9.2 

19 
19 

7.2 

12.1 

- 

56.2 

- 

31.8 
10.9 

- 

14.3 
14.3 
7.1 

25.1 
10.6 
3.3 

13.9 
26.4 
5.5 

75,000 - 90,000 -I 8.4 L 7.1 3.0 2.8 
Over 90,000 6.9 - - - - 7.1 2.5 1.4 
Total 100 100 100 100 100 100 100 100 
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Fic; t ii: 6-15: ANNI Al. AND H. A. m Ti%tt: Rt: \ r. ai. Cori s ON SHOPS IN THE St R %F% AREAS. 
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CHAPTER: SEVEN. 

7. CHARACTERISTICS OF PILGRIMS. 

7.1 INTRODUCTION: 

In the previous two chapters the findings of the samples of the shopkeepers and the 

consumer goods were presented and discussed. In this chapter, we continue to present 

and discuss the findings relating to the sample of the pilgrims. 

Basically, the discussion here will focus mainly on the pilgrims in terms of: the 

socio-economic and demographic characteristics, patterns and costs of their 

expenditure on the consumer goods in Makkah markets. Also some other matters 

related to pilgrims will be presented, such as types of goods brought by pilgrims in 

Makkah, their purchasing criteria with respect to the necessary and the supplementary 

goods, their general opinions of the goods market and the difficulties encountered 

with the shopkeepers. 

Generally speaking, the analysis of the pilgrims' characteristics e. g., their socio- 

economic, demographic profiles, patterns of expenditure and incomes, may provide a 

framework for studying the impact of various demographic and socio-economic 

variables on the demand for consumer goods. In addition, this analysis not only helps 

to analyze the current situation, but also will assist in providing some indicators 

regarding future growth in demand for consumer goods. 
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7.2 DISTRIBUTION OF PILGRIMS' SAMPLE BY THE SURVEY 

AREAS: 

As indicated in earlier chapters, the sample of pilgrims was selected from the same 

areas as in the case of the shopkeepers, namely the HaraIn Area, `Aziziyyah Area and 

the Ma `äbdah Area. The actual number of pilgrims interviewed in these areas was 434 

respondents, of whom 42.6 per cent were interviewed in the Harain Area, 32.7 per 

cent interviewed in the `Aziziyyah Area and finally 24.7 per cent interviewed in the 

Ma `ibdah Area (see: Table 7-1). 

TABLE 7-1: DISTRIRI'TIO\ OF PILGRIMS Bl"IIIi: SI'RV EV : KEAS. 

SURVEY AREAS No. % 

HARAM AREA 185 42.6% 
`AZIZIYYAH AREA 142 32.7% 
MA `ABDAH AREA 107 24.7% 

TOTAL 434 100% 

7.3 DISTRIBUTION OF PILGRIMS BY SELECTEI) VARIABLES: 

Before presenting the characteristics of the pilgrims, we shall present the 

distribution of pilgrims with respect to some selected variables. 't'hese selected 

variables were mainly chosen from the socio-economic and demographic variables of 

the pilgrims, namely the nationalities of pilgrims. their level cif income and the 

incidence of repetition of IIajj. They will be considered, where applicable, at the 

presentation of the pilgrims' characteristics in this chapter. 

7.3.1 Distribution Of Pilgrims By Nationality: 

The data analysis reveals that the pilgrims interviewed heIon, to more than thirty 

two nationalities. As seen in Table 7-2, the most commonly participant nationalities 

were the Egyptians pilgrims (22.4%) followed by the Saudi pilgrims. with a lower 
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proportion (10.6%). Other nationalities represent small varying proportions ranging 

from 0.5 per cent to 7.6 per cent (see: Table 7-2). 

TABLE 7-2: DISTRIBUTION OF PILGRIMS Di NATIONALITY. 

NATIONALITY F %1 1 NATIONALITY F %1 1 NATIONALITY F 

Egyptian 97 22.4 Turk 5 1.2 Palestinian 3 
.7 

Saudi 46 10.6 Yemeni 4 
.9 

American 2 
.5 

Kuwaiti 33 7.6 British 3 
.7 

Bangladeshi 2 
.5 

Pakistani 32 7.4 Guinean 3 
.7 Ethiopian 2 

.5 
Afghani 25 5.8 Nigerian 3 .7 Jordanian 2 

.5 
Iranian 22 5.1 Sudanese 12 2.8 Tunisian 2 

.5 
Bahraini 19 4.4 Indonesian I1 2.5 Yugoslav 2 

.5 
Indian 19 4.4 Moroccan 11 2.5 Omani 2 

.5 
Mauritanian 15 3.5 Libyan 10 2.3 South African 2 

.5 
Syrian 14 3.2 Qatari 10 2.3 U. A. E 2 
Lebanese 6 1.4 Algerian 8 1.8 Others* 5 1.2 

Total 434 100 

* Includes five nationalities that had only one response each. 

However, for the sake of simplicity and economy of space, these pilgrims of nmulti- 

national origins can be regrouped according to their regions or nations. By grouping 

the pilgrims according to their regions, we have eight groups as follows: (1) ,l ruhicnt 

Peninsula pilgrims, representing those of the Gulf States and Yemen, (2) North 

Peninsula pilgrims, representing those of Syria, Lebanon, Palestine and Jordan, (3) 

Arab African pilgrims, representing those of Egypt, Sud, 111, Morocco. Libya, Algeria, 

Tunis and Mauritania, (4) Non-Arab African pilgrims, representing those of Guinra, 

Nigeria, Ethiopia and South Africa, (5) Indian Sub-C'onlincnI pilgrims, representing 

those of India, Pakistan, Bangladesh and Afghanistan, (6) , South-/ asi Aciu /)il, L, 'rinr. V". 

representing those of Indonesia, (7) European and American pilc'rinis; representing 

those of Britain, America, Yugoslavia and Turkey, (8) Iranian and (9) 

Others (sce: Table 7-3). 
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TABLE 7-3: DISTRIBUTION OF PILGRIMS BY THEIR REGIONS. 

REGIONS OF PILGRIMS F % 
Arab Africans 155 35.7 

Arabian Peninsula 116 26.7 
Indian Sub-Continent 78 18 
North Peninsula 25 5.8 

Iran 22 5.1 
European / American 12 2.8 
S. E Asia 11 2.5 
Non-Arab Africans 10 2.3 
Others 5 1.1 

Total 434 100 

Thus, by looking at the above table, we observe that most of the interviewed 

pilgrims were Arabs, representing more than two thirds of the sample (62.4%), of 

whom 35.7 per cent were from Arab African countries, and 26.7 per cent from the 

Arabian Peninsula, which includes the Gulf States and Yemen Pilgrims. Next to these 

two groups are the pilgrims coming from the Indian Sub-Continent, representing IK 

per cent. The remaining groups represent very small proportions (see: "fahle 7-3). 

Considering the nationalities distribution by the survey areas. "I ahlc 7-4 rcv ea l, timt 

most nationalities of pilgrims found in the tLirain Arca were pilgrims 1'rom Arch 

African countries (45.9%), i. e., Egyptians, Sudanese, Mauritanians, Moroccans, 

Tunisians, Libyans and Algerians, followed by pilgrims from the Indian Sub- 

Continent (24.9%), i. e., Pakistanis, Indians, Afghanis and Bangladeshis. In the 

Ma `ahdiih Area, most nationalities were from the Arabian Peninsula countries 

(44.9%), i. e., pilgrims from the Gulf States and Yemen, followed by pilgrims from the 

Arab African countries (30.8%). In the `Aziziyyah Area, most nationalities were also 

from the Arabian Peninsula and the Arab African countries, representing 31 per cent 

and 26 per cent respectively (see: Table 7-4). 
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TABLE 7-4: DISTRIBUTION OF PILGRIMS B REGIONS IN] HE SURVEY AREAS. 

REGIONS OF HARAM MA `ABDAH `AZIZIYYAH TO TAL 
PILGRIMS F % F F % 
Arab Africans 85 45.9 33 30.8 37 26 155 35.7 
Arabian Peninsula 24 13 48 44.9 44 31 116 26.7 
Indian Sub-Continent 46 24.9 10 9.3 22 15.5 78 18 
North Peninsula 11 5.9 2 1.9 12 8.5 25 5.8 
Iran 5 2.7 3 2.8 14 9.9 22 5.1 
European / American 2 1.1 5 4.7 5 3.5 12 2.8 
S. E Asia 8 4.3 3 2.8 0 0 11 2.5 
Non-Arab Africans 2 1.1 1 0.9 7 4.9 10 2.3 
Others 2 1.1 2 1.9 I 0.7 5 1.1 
Total 185 100 107 100 142 100 434 100 
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FIGIRF 7-1: DISTRIBI TIO1 OF PILGRIMS Bt' THEIR REGIONS. 
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7.3.2 Distribution Of Pilgrims By Level Of Income: 

In the overall sample, 416 pilgrims (or 96%) stated their incomes, while 18 

pilgrims (or 4%) did not respond to this question. This may be due to the fact that the 

question of the income was an open-ended one which, required the respondents to 

report the exact amount of their incomes. Possibly for this reason, some respondents 

did not like to reveal their actual monthly incomes. The pilgrims were asked to report 

their net monthly incomes in their own currencies in order to obtain as much accurate 

data as possible. Later, these currencies were converted into the Saudi currency at the 

exchange rate of these foreign currencies against the Saudi currency at the survey 

time. 

Table 7-5 presents some summary statistics about the 416 pilgrims' income. As 

may be seen in the table, the highest per capita income reported was equivalent to SR. 

22,224, while the lowest per capita income was only SR. 30, with a range of SR. 

22,194. It also indicates that the average per capita income was SR. 2,989, and the 

most frequent income reported (the mode) was SR. 1,000. 

TABLE 7-5: SUMMARY STATISTICS FORTI I EN1ON I III Y INCOME OF I'It CRIMIS (IN S. %j'I)I RI1': A1, ). 

MEASURES OF 
CENTRAL TENDENCY 

VALUE MEASURES OF 
DISPERSION 

VALUE 

Mean 2,989 Variance 13596519.5 

Median 1,446.5 S. D 3687.350 

Mode 1,000 Range 22194 

Minimum 30 

Maximum 

NUMBER OF CASES 

22,224 

416 

From an economic point of view, the level of income is a significant factor in 

determining the level of demand for consumer goods. Economists, however, consider 
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that other factors are also influencing the demand, i. e., price, changes in prices of 

other goods, changes in population, changes in fashion, changes in legislation and 

advertising'. However, as far as the factor of income is concerned, the demand for 

goods is often positively related to income. For instance, a rise in income leads 

consumers to buy e. g., more clothes. Accordingly, consumers of a high level of 

income tend to buy more goods, which otherwise indicates a rise in their demand for 

goods. Therefore, in this part we will highlight the income distribution of the pilgrims 

interviewed and see what level of income they belong to. It is, however, important 

here to note that the pilgrims interviewed in our survey belong to more than thirty two 

nationalities and hence, the income standard may vary considerably from one country 

to another. So, a suggested standard, based on the range of all income values, was 

used to identify, roughly, the low, the middle and the high income groups of pilgrims. 

That was done by grouping all the income values into eleven one thousand-interval 

categories, starting from "up to 1000" to "over 10,000". These eleven categories were 

further divided into three groups, as shown Table 7-6, to show the low, the middle and 

the high income groups, as follows: low income group (up to SR. 4,000), middle 

income group (4,001 to 8,000) and the high income group (over 8,000). 

On the basis of such categorization, as shown in Table 7-6, we surprisingly notice 

that the bulk of pilgrims, almost three quarters (74.3%) were in the low income 

category of up to SR. 4,000, followed by 16.1%, whose incomes were in the middle 

income category which ranges between SR. 4,001 and 8,000, and finally a very small 

proportion (9.6%) of pilgrims reported their incomes in the high income category as 

'- Alain Anderton. Economics. Causeway Press Limited. Staffordshire University. Second ed. 1995. pp. 
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over SR. 8,000. Based on these results, it can be inferred that most of these pilgrims 

were in the low income class, possibly even on or below the poverty line. This is 

further confirmed as we see almost half of them (45%) earn less than 1,000 or more 

than a half (58.2%) earn only up to 2,000. Therefore, such income distribution may 

have implications, especially for the demand for luxuries goods since most pilgrims 

are low income earners. 

In fact, having such a large proportion of low income earners may not be so 

surprising when we consider the economic state of their home countries. As shown 

earlier in this chapter (see: Table 7-2), around half of the pilgrims interviewed come 

from relatively low income countries i. e., Egypt, India, Pakistan, Bangladesh 
.. etc. 

The remaining nationalities belong to countries which may be classified as middle and 

relative high income countries. 

TABLE 7-6: DISTRIBUTION" OF PILGRI. NIS B' INCOME. LEVEL. 

INCOME LEVEL F % 

U to 1,000 187 45 
1,001-2,000 55 13.2 
2,001-3,000 36 8.7 
3,001-4,000 31 7.5 

LOW 309 74.3 
4,001-5,000 27 6.5 
5,001-6,000 19 4.6 
6,001-7,000 13 3.1 
7,001-8,000 8 1.9 

MEDIUM 67 16.1 

8,001-9,000 8 1.9 

9,001-10,000 6 1.4 
Over 10,000 26 6.3 

HIGH 40 9.6 

TOTAL 416 100 

18-20 
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7.3.3 Distribution Of Pilgrims By Incidence Of Repetition Of 1-laii 

In this part, the number of times Hajj has been performed by an individual are 

analyzed. Although, the performance of Hajj is only required once in a lifetime, many 

Muslims tend to repeat the performance of flajj more than once. The repetition of 

Hajj, however, shows not only the commitment to one's religion, but also reflects to 

some extent one's financial standing. Further, frequent performance of Hajj may tend 

to increase the awareness of the pilgrim of the market operations in services and 

goods available during Hajj season. 

In this respect, Table 7-7 shows the distribution of pilgrims in terms of the number 

of times Hajj had been performed. As the table indicates, in general all pilgrims had 

already performed the rite of Hajj other than in the survey year (1994). It also 

indicates that more than a half (53.7%) had repeated Ilajj once before, followed by 

13.8% who repeated the Hajj twice. One salient feature about the table is that 12.9% 

of pilgrims had repeated Hajj ten times and over, while the remainder reported toi 

having repeated Hajj from three times to nine times, i. e., 6.1)'%4, three tinier, 3.7"� four 

times, 3.2% five times, 2.8% seven times, 1.4% nine times. U. O'%, Six times and finallN 

0.7% of them had repeated Hajj eight times. 

TABLE 7-7: DISTRIBUTION OF I'ILGRINIS BY INCIDENCE OF RF: 1'F: 7 1"I ION OF 
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In fact, there are many factors which influence the incidence of repetition of Hajj. 

In some previous studies carried out by the Hajj Research Centre (H. R. C), in 

collaboration with foreign research institutes, on various nationalities, some socio- 

economic factors such as sex, income, occupation, level of education, as well as 

belonging to religious sects such as Shias, were found to be motivating factors for 

repeating the performance of Hajj'. 

7.4 DEMOGRAPHIC AND SOCI-ECONOMIC PROFILES OF 

PILGRIMS: 

In this section the demographic and the socio-economic characteristics of the 

pilgrims are presented. In fact, the analysis of the socio-economic and the 

demographic profiles of the pilgrims cannot be ignored since these variables play an 

important role in e. g., pilgrims' expenditure patterns and their demand for consumer 

goods. 

In presenting these characteristics, however, cross-analysis within pilgrims 

characteristics, including the above selected variables, will be used, whenever 

appropriate. 

7.4.1 Distribution Of Pilgrims By Place Of Residence As Urban And Rural: 

As seen in Table 7-8, we notice that the majority of pilgrims (55.5%) were from 

urban areas, and the remainder (44.5%) came from rural localities in their home 

countries. This predominance of the urbanites may indicate the higher saving and 

'- Ashfaq. H. Kadri. (et al) . Socio-Economic Profile Of The Pilgrims From Pakistan. Unpublished 
study prepared for Hau Research Centre. Applied Economics Research Centre. University of 
Karachi-32. Pakistan. V: 1. pp. 95-107. 
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financial potential of those residing in the urban areas, while on the other hand such 

resources may not be available to those residing in rural areas (see: Table 7-8). 

TABLE. 7-8: DISTRIBUTION OF PILGRIMS BY TYPE OF RESIDENCE IN THEIR IIO\IE COUNTRIES. 

AREA OF RESIDENCE F % 
Urban Area 241 55.5 

Rural Area 193 44.5 

Total 434 100 

7.4.2 Distribution Of Pilgrims By Sex: 

The distribution of pilgrims by sex, shown in Table 7-9, reveals that most of the 

pilgrims are males (85%), while the females represent only 15%. Also, it indicates 

that most of the pilgrim males (86.3%) came from urban areas, while most of the 

females (16.6%) came from rural areas. We also observe that the males were 

predominant among the pilgrims from both rural and urban areas. This may be due to 

the fact that, in traditional Islamic societies, the earning members of the family, in 

both rural and urban areas, are mainly males and the females are therefore dependent 

upon them. Hence, the females receive only a residual allocation of funds for I lajj and 

they perform Hajj only if the supporters can afford to send them once they themselves 

have performed Hajj. Another reason for the dominance of males could he the lädt 

that according, to the conditions of Hajj, women have to be accompanied by iinihrani 

to perform Hajj, and therefore their opportunities are less than the males. 

7-9: DISTRIBLT ION OF PII (Rrnts 1V SEX AND I9, ( t; car RESIIEN t:. 

SEX OF PILGRIMS URBAN AREAS RURAL AREAS TOT AL 
F % I_F % F % 

Male 203 86.3 161 83.4 369 85 

Female 33 13.7 32 I6.6 65 15 

Total 241 100 193 100 434 100 
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7.4.3 Distribution Of Pilgrims By Age: 

It is a common observation that the age distribution of pilgrims favours the older 

generation, possibly due to the time it takes-the pilgrim to save for Hajj. Our survey 

analysis, however, presents different distributions. As shown in Table 7-10, we notice 

that the highest proportion of pilgrims (35.3%) falls in the age category of 31. - 40 

years, followed by two similar proportions , 20.5% and 20%, of pilgrims falling, 

respectively, in the category of over 50 years and the category of 20-30 years. The 

remaining are; 18.4% were in the category of 41-50 years and 5.8% were under twenty 

years of age. If the age groups are divided into two groups; one represents the young 

and middle aged up to 40, the second represents old age 40 and over, we would then 

find that more than two thirds of pilgrims (61.1%) belong to the young and middle 

aged group of up to 40 years, while those whose ages are more than 40 years represent 

only 38.9%. Consequently, we may conclude that the age distribution of our sample 

seems to favour the young generation rather than the old one. 

As far as the place of residence of pilgrims is concerned, Table 7-10 reveals, in 

general, that the highest proportion of urban and rural pilgrims fall in the category of 

31-40 years, representing 38.2% and 31.6% respectively. It also indicates that the 

highest proportion of old pilgrims (24.3%) came mainly from rural areas. Otherwise, 

there appear to be no significant differences between the age distribution of pilgrims 

coming from rural and urban areas. As may be seen in the table, we observe that the 

pilgrims from rural and urban areas have almost similar proportions in the age 

categories, except for the category of 31-40 years where the urbanites represent a 

higher proportion (38.2%), and the category of over 50 years where the rural pilgrims 

represent a relatively higher proportion (24.3%). 
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TABLE 7-10: DISTRIBUTION OF PILGRINIS BY ACE AND PLACE OF RESIDENCE. 

AGE GROUPS URBAN AREAS RURAL AREAS TO TAL 
F % F % F % 

Less Than 20 13 5.4 12 6.2 25 5.8 

20-30 51 21.2 36 18.7 87 20.0 

31-40 92 38.2 61 31.6 153 35.3 

41-50 43 17.8 37 19.2 80 18.4 

Over 50 42 17.4 47 24.3 89 20.5 

TOTAL 241 100 193 100 434 100 

As for the age distribution of pilgrims by the composition, Table 7-1 1 indicates hit 

highest proportion of males (39%) falls in the category of 31-40 years, followed by 

20.1% in the 41-50 group, 18.7% over fifty years, 17.6% in the 20-30 group and 

finally 4.6% under 20 years of age. With respect to the female distribution, the table 

reveals that the highest proportion (33.8%) falls in the category of 20-30 years, 

followed directly by 30.8% over fifty years, 13.8% in the 31-40 age group, 12.3% 

under 20 years and finally the smallest proportion falls in the 41-50 age group. 

Considering our previous division; as up to 40 years for young/middle age and over 40 

years for old age, we notice that the majority of both males (61.2%) and females 

(59.9%) may be considered young and middle aged. 

TABLE 7-11: DISTRIBUTION OF I'ILGRIMS B\ '. GF 
. 

NI) SIU: X. 

AGE GROUPS MALE FEMALE TOTAL 
F % F % F % 

Less Than 20 17 4.6 ® 12.3 25 5.8 

20-30 65 17.6 22 33.8 87 20.0 

3140 144 39 9 13.8 153 35.3 

41-50 74 20. I 6 9.2 80 18.4 
Over 50 69 18.7 20 30.8 89 20.5 
TOTAL 369 100 65 100 434 100 
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7 . 4.4 Distribution Of Pilgrims By Level Of Education: 

Generally speaking, the level of education of pilgrims may indicate to some extent 

their potential earning capacity and also may have a bearing on the demand for goods, 

services and facilities. It is generally argued that increases in the level of education 

lead to a greater quality consciousness and also to an awareness of market economies 

i. e., willingness to compromise on quality and quantity such that the price paid is the 

most economical , given the level of satisfaction desired. This section discusses the 

level of education of the pilgrims with respect to the place of residence. 

First of all, due to the different educational systems in countries, the educational 

profile of pilgrims was prepared in terms of duration or period spent in obtaining a 

certain level of education. For this reason, the educational level was put into a six- 

category system based on years of schooling so that each category corresponds to a 

certain official level of education as follows: 

1. Zero years of schooling = No formal education or illiterates. 

2. (1-6) years of schooling = Primary level of education. 

3. (7-9) years of schooling = Intermediate level of education. 

4. (10-12) years of schooling = Secondary level of education. 

5. (13-16) years of schooling = Bachelor level or first degree in University. 

6. Above 16 years of schooling = Above bachelor level or postgraduate degrees 

i. e., Master and Ph. D. degrees. 

It should, however, be noted that such measurement of the level of education by 

years of schooling may not identify the real educational qualifications in some 

countries. 

Anyway, the distribution of the educational level of pilgrims, as shown in Table 7- 

12, reveals some variations in the pilgrims' proportions falling in the education 
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categories. It can be also seen that 14.7% of the pilgrims had no years of schooling or 

may be considered illiterates while the remainder of them received fairly good 

education. Interestingly, the highest proportion amongst the educated pilgrims are 

those who had 13 to 16 years of education which corresponds to University graduates. 

In general, apart from the first and the last categories, the data indicate that in each 

category of educational attainment, the proportions are skewed in favour of higher 

educational level. For example, in the category of 1-6 years of schooling,;, the 

proportion represents 10.8%, followed immediately by the next category of 7-9 years 

where the proportion increased to 17.3%, and this pattern continues up to the catepory 

of 13-16 years of education. 

Considering the level of education on the basis of place of residence, the table 

shows, as expected, that most of the pilgrims who had no education were mainly h-on- 

rural areas (22.8%). As against this, most of the pilgrims of higher levels of eclucation 

were from urban areas (35.7%). This is clearly observed from the data which indicate 

that most of the urbanites are concentrated in the categories of high educaation, 

whereas most of the rurals are dispersed in categories of' lower education (sec: "l ýºhic 

7-12). One possible reason for this may he that the pilgrims living in urban areas have 

access to education facilities more than those who live in rural areas. 

T. tRI. E 7-12: DISTRIBUTION OF 1'll_. GRI\IS 61 LEVEI. OF EDU AI IO\ AND I'I. A(E OF It1aII)E\( F. 

LEVEL OF 
°F F° EDUCATION F 

Zero 20 8.3 44 22 
1-6 vrs 
7-9 vrs 2.9 44 ýý55 3 

: iij 3,7 ý0 91 -0 

16 vrs ye 39 
Total 4 
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7.4.5 Distribution Of Pilgrims By Occupation: 

The occupational distribution of pilgrims, as shown in "Table 7-13, reveals that the 

overwhelming proportion of pilgrims (44.9%) were employees. The remaining 

pilgrims are scattered in relatively small proportions over other categories of 

occupations. 12.4% were craftsmen, 11.5% were tradesmen, 8.5% were students, 

7.4% were farmers, 5.8% were unemployed and finally 9.4% of them indicated other 

occupations. 

TABLE 7-13: DISTRII3l'TION OF PILGRIMS 13l OCCI PATIONS AND PLACE OF RESIDENCE:. 

OCCUPATION UR BAN RURAL TOTAL 
GROUPS F % F % F 
Employees 128 53.1 67 34.7 195 44.9 
Tradesman 34 14.1 16 8.3 50 11.5 
Craftsman 18 7.5 36 18.7 54 12.4 
Student 24 10 13 6.7 37 8.5 
Farmer 3 1.2 29 15 32 7.4 
Unemployed lo ed 11 4.6 14 7.3 25 5.8 
Other 23 9.5 18 9.3 41 9.4 

Total 241 100 193 100 434 100 

As far as the urban and the rural pilgrims are concerned, the occupation distribution 

indicates that the highest proportions of the employees, tradesmen, students were 

mainly from urban areas, representing 533.1%, 14.1% and 10%, respectively. While, as 

expected. the highest proportion of craftsmen, farmers and the unemployed were from 

rural areas, representing 18.7%, 15% and 7.3% respectively. Regarding the rural areas. 

however, we notice that although most of the employees were from urban areas, they 

represent the highest proportion (34.7%) within the rural pilgrims. 
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FIGURE 7-3: DISTRIBI TION OF PILGRIMS Bl I\CONIE LEVEL. 
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FIGURE 7-5: DISTRIBUTION OF PILGRIMS BY SEX AND PLACE OF RESIDEN('F:. 
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Fict RE 7-6: DISTRIBI I IO\ OF PILGRIMS Bl %CE %\D PLACE OF RESIDENCE. 
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7.5 DISTRIBUTION OF PILGRIMS BY MODE OF PERFORMING 

HAJJ: 

When pilgrims come to Makkah to perform the rites of Hajj, they mostly belong to 

the following categories; performing Hajj individually (on their own) or with a 

pilgrims' guide (mvtawwit) or performing Hajj with a group of pilgrims e. g., families, 

friends or relatives. In fact, such ways of performing Hajj are deemed to have an 

impact on the market of the consumer goods in Makkah. Such an effect may lie in the 

patterns and the extent of their expenditure during their stay in Makkah. For instance, 

pilgrims who perform Hajj with a pilgrims' guide (mutawwiI) are expected to be 

provided with almost all they need of services and facilities e. g., accommodation, 

transportation, guidance etc. Sometimes, with extra fees, foods and soft drinks are 

also provided on a daily basis. For this, pilgrims pay their guides (mutawwiffn) for all 

the services and goods provided to them throughout their stay. Thus, such pilgrims do 

not spend a great deal of money directly in the market and it is unlikely that they 

would extend further expenditure into the market except for small expenditure spent 

on certain goods for their return back home such as zamzam water, prayer mats, 

rosaries etc. So, as far as the shopkeepers are concerned, whatever those pilgrims pay 

to their mutawwiiin for the goods provided, it cannot be assumed that such spending 

will eventually pour into the market of Makkah. This assumption becomes significant 

when the mvtawwifj-n, especially those who provide their pilgrims with all goods and 

services, depend on some markets other than Makkah for their supplies. 

As for the pilgrims who perform the Haj j either individually or with group of 

pilgrims, the situation may appear different. These pilgrims are directly involved in 

the market as their daily expenditure on foods, other goods and services are spent 
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directly in the market during their stay in Makkah. Moreover, since they are the direct 

buyers in the market, their demand for goods and services reacts to the demand 

determents e. g., price, quality.. etc. More importantly, such pilgrims will be a reliable 

source when they express their attitudes impressions towards the market of consumer 

goods. 

In such a context, our survey analysis reveals, as shown in Table 7-14, that the 

highest proportion of the pilgrims have performed Hajj with pilgrims guides 

(mutawwin), representing 41.5 per cent of the overall sample, while those who 

performed Hajj with group of pilgrims and individually represent 34.4 per cent, and 

24 per cent respectively. Based on these data, it may be concluded that a high 

proportion of pilgrims (41.5%) have performed their Hajj through pilgrims guides, 

and hence this proportion is unlikely to have a significant direct impact on the market, 

since most, if not all, of their expenditure goes to the basket of their mutawwiffn. 

However, combining the other two groups of pilgrims (24%) and (34.6%), who are 

thought to be more effective in the market, we then notice that their total proportions 

(58.5%) are greater than of those who performed Hajj with pilgrims guides (see: Table 

7-14). 
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TABLE 7-14: DISTRIBUTION OF PILGRIMS BY MODE OF PERFORMING If All AND N TIONAI I"I IF: S. 

MODE OF 
PERFORMING 

ALONE PILGRIMS' 11 
GUILDS 

GROUP OF 
PILGRIMS 

TOTAL 

Ha j F % F % F F o/ý 

ARABIAN 
PENINSULA 

27 26 59 32.8 30 20 116 26.7 

NORTH 
PENINSULA 

5 4.8 9 5 11 7.3 25 5.8 

ARAB 
AFRICANS 

30 28.8 67 37.2 58 38.7 155 35.7 

NON-ARAB 
AFRICANS 

3 2.9 4 2.2 3 2 10 2.3 

INDIAN SUB 

-CONTINENT 

25 24 26 14.4 27 18 78 18 

S. E ASIA 2 1.9 3 1.7 6 4 11 2.5 
EUROPE/ 
AMERICA 

5 4.8 3 1.7 4 2.7 12 2.8 

IRAN 4 3.8 8 4.4 10 6.7 22 5.1 
OTHERS 3 2.9 1 0.6 1 0.7 5 1.2 
TOTAL 104 24 180 41.5 150 34.6 434 100 

It may be also of interest to define which nationalities of pilgrims fäll into each 

category. As shown in the table, we notice that three regional nationalities represent 

the highest proportions in the three categories. The first dominant region nationalities 

are the Arab African pilgrims with the highest proportions of individual pilgrims, 

pilgrims with mutawwifin and pilgrims in groups, representing 28.8%, 37.2% and 

38.7% respectively. The second dominant region nationalities are the Arabian 

Peninsula pilgrims with the second largest proportions in the three categories, 

representing 26%, 32.8% and 201/0 respectively. The third dominant re_eion 

nationalities are the Indian Sub-Continent pilgrims with the third largest proportions 

in the three categories, representing 24%, 14.4% and 18% respectively. This 

dominance by these region nationalities is possibly due to their high proportions in the 

overall sample. In addition, the high proportions of the Arab African and the Indian 

Sub-Continent pilgrims performing Hajj individually and collectively may he due to 

the fact the most of these pilgrims were expatriate in Makkah or in other parts of the 
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Kingdom which makes it quite easy and cheaper for them to perform Hajj in such 

ways. In relation to the other region pilgrims, there appear no significant proportions 

as regards their distribution in the three categories. 

7.6 PILGRIMS TRADING IN CONSUMER GOODS DURING HAJJ: 

Beside the overwhelming spiritual dimension of Hajj, some commercial activities 

are also practised by pilgrims. Historically, commercial practices have always been 

associated with Hajj. In pre-Islamic time, Hajj was a major commercial environment 

for traders to exchange goods and for others to advertise their products amongst 

pilgrims. This commercial aspect continued and later was appreciated in Islam. In this 

respect, the Holy Qur'an states: 

"... That they may witness, The benefits (provided) for them, 

And celebrate the name 

Of Allah through the days.. " S: 22. V: 28. 

As literally explained in the version of Yusff A1i,: "there are benefits both for this 

our material life and for our spiritual life. Of the former kind are those associated with 

social intercourse which furthers trade and increases knowledge"1. 

Thus, such commercial aspects remained parallel to the spiritual dimension for the 

bulk of pilgrims over the years. At the present time, however, such economic aspects 

seem to have diminished, as pilgrims are hardly seen to practice economic activities 

while performing Hajj. In fact, this could be due to the availability of every thing 

pilgrims may need in terms of goods and services. Besides, some legal constraints 

imposed by the government may have prevented pilgrims from trading in Hajj season. 
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Despite all that, some cases of small commercial practices by pilgrims are still 

observed from time to time. For instance, during the Hajj of 1995, some groups of 

pilgrims, originally from the former USSR, were frequently seen, in different places in 

Makkah, selling a variety of goods, namely some light goods such as magnifiers, 

cameras, radios, rags. / 

In this regard, a question was presented to pilgrims in the questionnaire, inquiring 

about whether they brought goods with them to sell during Hajj, and if so, what were 

the reasons?. Interestingly, the survey results showed a very significant proportion of 

pilgrims, 61 pilgrims (or 14.1%) who brought some goods with them during Hajj. 

Although, this proportion (14.1%) is numerically small, it confirms that the material 

benefits in the form of commercial practices still co-exist with the spiritual aspects of 

the Hajj. This significant proportion also indicates that there is evident tendency 

amongst pilgrims towards trading while performing Hajj. The types of goods brought 

in by those pilgrims and their regions are shown in Table 7-15. 

As may be seen in Table 7-15, the highest proportions of them are represented by 

two groups; those who brought some Hajj-related goods such as prayer mats and 

rosaries, and those who brought clothing goods such as fabrics and ready-made cloths, 

representing 31.1 % each. This is followed by varying proportions of pilgrims who 

brought different types of goods, as follows; (11.5%) foodstuffs, (9.8%) jewelry, 

(8.2%) electronic goods, (4.9%) footwear and leather products, and finally two 

ý- The Holy Quran: English Translation of the Meanings and Commentary. King Fahd Holy Quran 
Printing Complex. Madinah. Saudi Arabia. 
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individual pilgrims, one who brought cosmetic goods and the other children goods 

(See: Table 7-15). 

Also as shown in the table, most of these goods were brought by the Arab African 

pilgrims, representing 36.1%, followed by the Indian Sub-Continent pilgrims who 

represented 21.3% per cent, and then, the Arabian Peninsula pilgrims at 14.8%, North 

Peninsula pilgrims at 8.2%, European / American and Iranian pilgrims at 6.6% each, 

the Non-Arab African pilgrims at 3.3%, and finally one pilgrim from Southeast Asia 

and another one of the other nationalities, representing 1.6% each. 
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The motives for bringing goods during Hajj times were also indicated by these 

pilgrims. As demonstrated in Table 7-16, almost half (47.5%) of those pilgrims, who 

brought goods, indicated that they brought the goods for trading while performing 

Hajj, followed by 45.9% of them whose motive was to advertise their products in the 

Hajj market. By combining these two proportions, it can be stated that 93.4% of the 

pilgrims who brought goods during Hajj brought it for trading purposes. And this may 

support the earlier statement that there is still tendency among pilgrims towards 

practising the material life, in the form of selling or advertising goods, as they perform 

the rites of Hajj. It can, however, be argued that such pilgrims do not trade in IIajj 

simply for gaining profit but they are more likely seek to apply the concept of' 

combining the material life with the spiritual life of Hajj, as stated in the I loly Uru"'an. 

However, besides those who brought goods only for trading purposes, it low 

proportion of 6.6% indicated that they brought goods for personal use only because 

they were not satisfied with the goods supplied in Hajj (see: Table 7-16). 

TABLE: 7-16: MOTIVES FOR BRINGING GOODS BY ]III. cRi. NIs 01. It 1.1, -, r iiý. ý: iýºýs. 

REGIONS OF FOR FOR NOT SATISFII; I) "Total 
PILGRIMS TRADING ADVERTISING WITFI THE GOODS 

MY PRODUCTS SUPPLIED IN IIAJJ 
F % F % F % 1 F 1 % 

Arabian Peninsula © 20.7 33 10.7 - - 9_ 14.8 

North Peninsula 4 13.8 1 3.6 Cý ý 5 $. 2 
Arab Africans 

Non-Arab African 

8 27.6 11 39.3 

7.1 
3 

E 
75 

- 

22 

2J 
36.1 

[33 

Indian Sub 6 20.7 6 1.4 I 2S l 13 1 E21.3 

Continent 
S. E Asia 1.6 
Euro e/America 

ý1 3.4 10.7 ® 6.6 
Iran 10.3 3.6 - - 4 6.6 
Others 1 1.6 
Total 29 47.5 28 45.9 4 6.6 61 100 
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It may also be of interest to identify the nationalities of pilgrims, in terms of 

regions, with respect to their motives for bringing goods in Hajj. As Table 7-16 

reveals, we notice that most of the pilgrims, who brought goods for trading purposes, 

were Arab African pilgrims (27.6%), pilgrims from the Arabian Peninsula and the 

Indian Sub-Continent, representing 20.7% each, pilgrims from the North Peninsula 

(13.8%), Iranian pilgrims (10.3%) and finally those who came from Europe or 

America and S. E Asia, representing 3.4% each. The greatest number of pilgrims who 

brought goods for advertising in the Hajj market were also Arab Africans (39.3%), 

followed by 21.4% from the Indian Sub-Continent, 10.7% from each of the Arabian 

Peninsula and Europe or America, 7.1% from the Non-Arab African countries, and 

finally only one pilgrim from each of; North Peninsula, Iran and other nationalities. 

With respect to the pilgrims who brought some goods for personal consumption there 

were only four pilgrims; three Arab Africans and one from the Indian Sub-Continent 

countries. 

7.7 PILGRIMS PURCHASING CRITERIA WITH RESPECT TO 

NECESSARY AND SUPPLEMENTARY GOODS: 

Another important aspect of the impact of Hajj on the trade of consumer goods 

may lie in the pilgrims' purchasing criteria when buying goods. In this particular 

environment of Hajj market, numerous elements may, in ranging degrees, influence 

the decision process of pilgrims regarding buying consumer goods. Some of these 

elements are related to their socio-economic and demographic characteristics e. g., 

income level, age range, occupation ... etc. None of these factors can be ignored in the 

consumers' buying decisions. However, this section is not concerned with such 

background characteristics and their effect on the pilgrims buying decisions. The 
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discussion here is concerned with the common criteria, which prevail in the market of 

consumer goods in Makkah, on which pilgrims make their decisions to buy goods. 

These criteria are also derived from the characteristics of the consumer goods i. e., 

price of product, its quality, being packed, being locally or foreign manufactured and 

goods with spiritual value e. g., goods used or consumed for religious purposes such as 

zamzam water, prayer mats, rosaries .. etc. The pilgrims' buying criteria will be 

presented with respect to the necessary goods which are bought on a daily basis such 

as food and drink, and the supplementary goods such as gifts and other durable goods 

bought for pleasure. The purpose here is to identify the major criteria that play a key 

role in the pilgrims' purchasing decisions with respect to the necessary and the 

supplementary goods. Furthermore, this information will help in defining the 

determinants of the pilgrims' demand for the necessary and the supplementary goods 

during Hajj time. 

An analysis presented in Table 7-17 reveals that the overwhelming proportion of 

pilgrims considered the price as the first and foremost criterion in their purchasing 

decisions when buying both necessary and supplementary goods, representing 44% for 

the former and 44.2% for the latter. An explanation for this criterion (prices), being 

considered in the first place, may be due to the general rise in prices during the season 

of Hajj, and might be also due to the fact that most pilgrims are low income earners, 

which therefore makes pilgrims consider the price in the first place. Other pilgrims, 

however, indicated some other criteria which were given first consideration in their 

buying decisions for both goods, but with low proportions. That is, for the necessary 

goods, the second largest proportion of pilgrims (28.1%) considered first the need for 

the product to be of high quality, followed by 18.7% who most considered the need 
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for the goods to be packed. In fact, the element of packing is extremely important 

during the season of Hajj, particularly for goods such as cooked foods and soft drinks 

which are sold in restaurants and take-away shops or even in mobile shops. During 

Hajj and even for a while after Hajj, the city of Makkah becomes dangerously 

polluted; obviously this pollution results from exhaust fumes from the countless 

motor vehicles and the waste disposals of hundreds of thousands of pilgrims. In spite 

of this pollution, most foods and drinks are, unfortunately, sold unpacked to pilgrims. 

For this reason, the proportion of pilgrims who consider first the packing may have 

been aware of such danger. 

Following this is the 8.1% of pilgrims who were most concerned with the locally 

manufactured goods, and finally the lowest proportion of pilgrims most considered 

imported goods. Although, the last two proportions of pilgrims, who considered the 

origin of the goods as first criterion, are low, it clearly indicates the relative 

importance of the locally-manufactured goods to some pilgrims, as compared to those 

who considered the foreign-manufactured goods. 

In relation to the supplementary goods, apart from the prices which were 

considered by the highest proportion of pilgrims as the first criterion, the other 

purchasing criteria appear to be in a different order from that relating to the necessary 

goods, in terms of the highest proportion of pilgrims considering each criterion. As 

seen in Table 7-17, the second largest proportion of pilgrims (18.4%) considered the 

packing of goods, followed by 13.6% who considered first locally-manufactured 

goods, then 13.4% were concerned with the spiritual value of the supplementary 

goods. Finally, the lowest proportions of pilgrims considered first quality and 

imported goods, representing 8.8% and 1.6% respectively. 
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Based on the above findings, the pilgrims' purchasing criteria can be ordered as 

follows; with respect to the necessary goods, the purchasing criteria are prices, quality, 

packing, local origin and foreign origin. As for the supplementary goods, the pilgrims 

purchasing criteria are, in order, prices, packing, local origin, spiritual value of goods, 

quality and finally being of foreign origin (see: Table 7-17). 

TABLE 7-17: PILGRIMS PURCHASING CRITERIA WITH RESPECT TO NE('ESSARI' : ANI) Sl'PPLE\IFN AR1 
GOODS. 

PURCHASING NECESSARY GOODS SUPPLEMEN TARY GOODS 
CRITERIA F % F % 
Prices 191 44 192 44.2 
Quality 122 28.1 ý- 38 8.8 
Packing 81 18.7 80 18.4 
Local 35 8.1 59 13.6 
Imported 1.2 7 1.6 
Its S iritual Value - - 58 13.4 
Total 434 100 434 l00 

7.8 PILGRIMS OPINIONS ON THE MARKETS 01" CONSUMER 

GOODS: 

In this section, the market of consumer goods is evaluated from the viewpoint of 

pilgrims. In fact, since pilgrims form the ultimate target consumers in the I Iajj market. 

their opinions and attitudes towards it are quite important and therefore must he given 

attention. Such information, however, is valuable to shopkeepers and the lýl innrrs 

who are concerned with the economic development in the city of Makkah. 

As shown in Table 7-18, more than two thirds of' pilgrims (66.8%) indicated that 

the market needs more supervision and better display of' goods. In fact, those two 

requirements are the major issues which are continually observed in I lajj seasons. lt is 

not surprising, however, that the lack of supervision and the inadequate display cif 

goods are attributed to the implications and the conditions of the Ilajj season. In a 
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short span of time, the small city of Makkah becomes heavily congested with pilgrims 

and vehicles throughout the season of Hajj, bringing about traffic jams in every part of 

the city. This condition, therefore, stands as an obstacle to the supervision and the 

inspection campaigns to cover every part of the city on a regular basis. It is also 

observed that the inadequate display of goods during I-Iajj is largely due to such 

conditions of Hajj. Such factors as the shortness of }-Iajj time, the temporary and 

inexperienced shopkeepers, the momentary preparation before I-Iajj and the haphazard 

selection of goods by shopkeepers are all key elements held for the shop or store 

selling environment, such as the inadequate display of goods and in-store 

mismanagement. 

Other pilgrims, however, expressed their opinions on other aspects of the goods 

market, but in insignificant proportions. As seen in the table, sonic pilgrims 

commented further on the shop environment design, as 9% of' them indicated that the 

shops or the stores selling consumer goods lack attractive layout. and another ')°, ' 

indicated that the products supplied need more advertising. Some other pilgrims 

commented on the market as a whole; 9% of pilgrims indicated that the market needs 

to be supplied with large quantities of goods, and 6.2% indicated that it needs to he 

supplied with a wide range of assorted products (see: Table 7-18). In fact, althoueh 

these aspects were indicated by small proportions of pilgrims, they are largely 

attributed to the implications of the I-Iajj season. 

T. nýc7_1Sl"!. C\4'R. ý1 I'll 
. 
GRI\ISOPINIONSON TIM! ºIAI21i F"1'(lC(nvctýýýý. o i"11i1rnc '*' NA .. r.. "... 

PILGRIMS OPINIONS ON THE MARKET F % 
Needs more supervision 46.5 

Needs better display 88 20.3 
Needs better layout 39 9.0 

Needs more advertising 39 9.0 
Needs more uantities of oods 39 9.0 
Needs a wide range of assorted goods 27 6.2 
Total 434 100 
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To conclude from the above results, we clearly observe that the chief aspects raised 

by most pilgrims regarding the goods market in Makkah were, firstly, the lack of 

government supervision of the consumer goods which implies checking upon prices, 

product quality and health validity, and secondly the poor display techniques by which 

merchandise is presented within shops. 

7.9 PILGRIMS ATTITUDES TOWARDS THE TREATMENTS OF THE 

SHOPKEEPERS: 

Another important feature that may be critical to both of shopkeepers and planners 

is the pilgrims impressions and attitudes towards their treatment by the shopkeepers. 

As indicated in Table 7-19, we observe that the highest proportion of pilgrims (88%) 

surprisingly complained about being treated unkindly by the shopkeepers, whilst 9.7% 

complained about difficult communication with the shopkeepers because of language 

barriers, and 2.3% complained about the slow service. 

From the above findings, it is clearly observed that the most serious complaint by 

most pilgrims is unkind treatment by the shopkeepers. In fact, such impolite behaviour 

by shopkeepers is entirely against, not only, the spirit of the Hajj, but also contradicts 

the basic principles of Islam. Pilgrims who come to perform the rite of Hajj and visit 

the Holy House and the sacred places are considered as guests of Almighty Allah, and 

therefore, their comfort and assistance are a duty upon the locals. It is also stressed in 

government policy that pilgrims should be treated with utmost kindness throughout 

their stay in the Kingdom. 

However, the most probable explanation for the unpleasant behaviour of the 

shopkeepers may be due to the fact that the nature of their motives for trading in Hajj 
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is mostly dominated with financial gain and profitability rather than fulfillinýu a 

religious duty to pilgrims (see chapter 5, section: 5-2-3). Therefore, in order to 

improve such treatment, shopkeepers, especially those who trade only during Ilajj, 

should be educated through the media and the press about the importance of the 

treatment of pilgrims. Such awareness can also be emphasized by the authorities when 

granting permits and licences to shopkeepers for setting up business during Hajj. 

T: tBI F: 7-19: PILGRIMS ATTITUDES TOWARDS THEIR TREATMENTS BY SIIOPKEEPERS. 

PILGRIMS ATTITUDES F % 
Bad treatment 382 88.0 
Language difficulty 

- 
42 9.7 

Slow service 
7 10 1 2.3 

Total 434 100 
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FICI RE 7-10: DIS"URIBI TIO\ OF PILGRIMS Bl %IODE OF PERFORMING HAJJ AND \ATIO\ALIIIES. 

.\ ationalities OJ Pilgrims ßi. ". tlode of Performing Hajj 

OTHeM o. 7 

RAN 3.8 4.4 6.7 

EUROPE L_ 
4.9 

ý, _ 
I, 

J2.7 

/AM3RCA 

S. E ASIA 4 

PDIAN SUB- 24 14.4 18 
CON11NB111 

[I F 

ARABAFRKANS L 
_2.9 --2.2 __ý 

ARAB AFRICANS 
F28.8 

37.2 38.7 

NORTHFENWULA 7.3 

ARABIAN 
PBVNSULA 

20 

0% 20% 40% 60% 80% 100% 

Q GROUP OF PILGRMS 

m PLGRMS' GULDS 

  ALONE 

370 



FIG( RE: 7-11: MOTIVES FOR BRINGING GOODS BY PILGRIMS OF DIFFERENT REGIO\S. 
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FIGURE 7-13: GENERAL PILGRIMS OPINION'S ON THE MARKET OF CONSL HIER GOODS IN M'IAKKAH. 
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FIGURE 7-14: PILGRIMS ATTITUDES TOWARDS THEIR TREATMENTS BV SHOPKEEPERS. 
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7.10 PILGRIMS EXPENDITURE ON CONSUMER GOODS: 

This section is important as it deals with a significant economic aspect of pilgrims 

i. e., their expenditure on consumer goods in Makkah during the course of Hajj. In fact, 

the extent of the pilgrims' expenditure is a significant indicator of the impact of Hajj 

on the trade of consumer goods, which also reflects the aggregate demand of pilgrims 

for consumer goods. The purpose of this section, therefore, is to analyze the 

expenditure profile of the pilgrims in terms of the total expenditure incurred by 

pilgrims on consumer goods in the market of Makkah, and the break down of 

expenditure items. Also, the influence of some selected variables, i. e., nationality, sex, 

pilgrims residency and mode of performing Hajj, on their expenditure profile will be 

examined. 

Generally speaking, pilgrims expenditure on consumer goods in Makkah represents 

only a portion, but a significant one, of the total expenditure incurred by pilgrims from 

their departure to their return. These items of expenditure include the travelling costs 

whether by sea, air or land, expenditure on accommodation in Makkah, Madinah and 

the sacred places, expenditure on transport in their own countries and within Saudi 

Arabia, expenditure on customs duty, expenditure on animals for sacrifice. Our 

concern, however, in this section will focus on their expenditure only on consumer 

goods during their stay in Makkah. 

The survey results indicate that 386 (or 88.9%) of the respondents reported their 

expenditure, whereas only 48 (or 11.1%) of the sample members did not provide any 

data relating to their expenditure. This is possibly due to the fact that some pilgrims 
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perform Hajj in groups and their basic expenditure is the responsibility of their 

leaders. For this reason, it is hard for the individual pilgrim within the group to report 

on the expenditure break-down. The survey analysis is, therefore, based on the 

expenditure data given by the 386 pilgrims. 

Table 7-20 presents general statistics about the total expenditure incurred by 

pilgrims on consumer goods. As shown in the table, the per capita average 

expenditure for all the sample members was SR 2,855, and this seems to be a 

significant average given the fact that most pilgrims were low income earners. The 

minimum single expenditure incurred by pilgrims was also reported as low as SR 10, 

whereas the single maximum expenditure was SR 25,627. The table also reveals an 

interesting statistic namely, the gigantic total expenditure of the pilgrims on the 

consumer goods which totaled as high as SR 1,021,644. On the whole, this large size 

of expenditure clearly indicates the effective demand by pilgrims for the consumer 

goods, as well as it implies that expenditure on consumer goods dominates the total 

pilgrims expenditure during the course of their stay in Makkah. In fact, if this per 

capita average expenditure was calculated for the total number of the external pilgrims 

(995,611)' who performed the Hajj in 1994, an estimate of almost SR 3 billions ( SR 

2,842,469,405) would be the total expenditure spent only by those external pilgrims in 

the market of consumer goods, and this figure would double if the internal pilgrims 

were taken into account. 

The number of the internal pilgrims is not available for that year. However, the number of the 
internal pilgrims is quite often equal, if not more, to the number of the external pilgrims, those who 
come from abroad. 
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TABLE 7-20: SUMMARY STATISTICS ABOUT THE TOTAL EXPENDITURE OF PILGRIMS (IN S. R). 

STATISTICS VALUE 
Mean 2,855 

Minimum 10 

Maximum 25,627 

Range 25617 

Sum 1,021,644 

Number of cases 386 

Missing 48 

An analysis of the pilgrims expenditure with respect to individual consumer goods, 

as shown in Table 7-21, reveals that foodstuff and drinks represent the highest 

proportion of their expenditure (23.9%) as they spent SR 244,233 on them. In fact, 

this dominance of goods in the overall pilgrims expenditure is not surprising since 

food and drinks are necessaries and consumed on a daily basis. After food and drink, 

clothing represents the second largest proportion (18%) of their total expenditure. 

Next to clothing were prayer mats and rosaries, representing 11.9'%, oll the total 

expenditure. As a matter of fact, these goods i. e., clothing. prayer mats and rosaries 

are the most commonly purchased gifts by pilgrims for relatives, friends anti 

acquaintances back home. This is followed by a marginal proportion (1 1.71%, ) 

accounted for by jewelry which may be demanded either because of its high quality or 

being relatively cheaper than in some pilgrims' home countries. Other goods, 

however, claim portions of pilgrims' expenditure, but With low proportions. 'I hose 

include children's items, footwear and leather products e. g., bags, suitcases, wallets 

etc., perfumes and cosmetics, electronic items and some other goods (see: "fahle 7- 

21). The table also presents the maximum and minimum expenditure on the different 

consumer goods. The surprising result here is that, whereas the maxi mum expenditure 

on each item is SR 5,000 and over, the minimum expenditure on all items was 

reported as SR 1,2 and 3. As for the maximum expenditure, we observe that the 
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highest amount of money spent on a single item is SR 9,600 on clothing, while the 

lowest was SR 5,000 as spent on footwear and leather products. 

With respect to the average expenditure, the table reveals that the greatest average 

expenditure was SR 1,037 as incurred on footwear and leather products, while the 

lowest average expenditure was SR 304 which was on electronic items. it is 

interesting to note here that whereas the total expenditure on footwear and leather 

products represents a quite low proportion (8.6%), it represents the highest proportion 

of the pilgrims average expenditure (SR 1,037). 
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7 . 10.1 Expenditure Profile By Nationalities (Pilgrims Regions): 

As a matter of fact the extent of pilgrims expenditure was found, in some previous 

studies, to be influenced by a number of factors. These influential factors were 

identified frequently as the nationality of pilgrims (in our analysis pilgrims are 

identified by the regions of their countries instead ), place of their residence in their 

countries as urban or rural areas, Render of pilgrims as male or female and mode of 

performing Haii as with pilgrims' guides, with group of pilgrims or being alone'. 

Therefore, in this section and the following ones, we will investigate and measure the 

impact of the above factors on the expenditure profile of pilgrims in terms of their 

total average and their average expenditure on individual items. 

The expenditure profile of pilgrims with respect to their nationalities or regions is 

presented in Table 7-22. As can be seen from the table, it is evident that there are 

some differences in the total average expenditure among pilgrims of different 

nationalities. Of all nationalities, Iranian pilgrims were found to spent the highest total 

expenditure on average (SR 5,426), followed immediately by the Arab African 

pilgrims whose total average amounted SR 5,304, which is only 2.3% lower than the 

Iranians average expenditure. In fact, it is not surprising that the Iranians spend the 

highest amount since they are believed to be financially supported by their 

government. For this reason, it is noticed that they spend not only the highest amount 

on the goods market but also, as widely observed, pay the highest rent for 

accommodations. Because of this, it is common in Makkah for the suppliers of 

- Hajj Research Centre (HRC). Various unpublished publications and reports. Most of these studies 
were conducted by foreign Academic Institutes, often by University of Karachi, Pakistan, in 
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accommodations to prefer Iranian tenants to any other nationalities. As for the Arab 

African pilgrims, their total average expenditure seems to be surprising as being the 

second largest average. This large average expenditure, however, is possibly due to 

their large number in the sample. 

The third highest total average expenditure (SR 4,338) was accounted for the 

pilgrims from the Arabian Peninsula, consisting of the gulf states and Yemen, 

followed by pilgrims from Europe, America and Turkey whose total expenditure on 

average amounted SR 3,621. By only 7.4% less, North Peninsula pilgrims came next 

as their expenditure totaled on average SR 3,371. The total average expenditures of 

the other nationalities were reported as less than SR 3,000. The lowest average 

expenditure amongst them was by the South-east Asia pilgrims (SR 800) and by those 

categorized as other nationalities, whose average expenditure was reported as only SR 

556. 

With respect to the per capita average expenditure of the nationalities on individual 

items, the table reveals that most of nationalities i. e., Arabian Peninsula, North 

Peninsula, Arab and Non-Arab African, European and American pilgrims spent their 

highest average expenditure on foods and drinks. While the other nationalities namely 

Indian Sub-Continent, S. E Asia, Iranian and other nationalities spent their highest 

average expenditure on clothing. Based on these findings, it can be inferred that the 

foods, drinks and clothing are the most common consumer goods demanded by 

pilgrims. As for the lowest average expenditure, Arabian Peninsula, North Peninsula, 

collaboration with the HRC. The aim of such studies was to analyze the impact of the demo-socio- 
economic characteristics of pilgrims on their expenditure profile. 
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Indian Sub-Continent and S. E Asia, European and American pilgrims spent their 

lowest per capita average on electronic items, while other nationalities were found to 

spend their lowest expenditure on different items. For instance, the Arab African 

pilgrims spent their lowest on the category of other expenditure (6.5%), the Non-Arab 

Africans spent the lowest proportion of their expenditure on prayer mats and rosaries, 

only by SR 54, while the S. E Asia and the Iranian pilgrims reported their lowest 

expenditure on children items (1.2%) and cosmetics (4.8%) respectively. 

In conclusion, these findings clearly indicate that the expenditure profile of 

pilgrims varies according to their nationalities or the regions they belong to. This 

variation was noticed in two levels; in the total average expenditure incurred by each 

nationality and in the average expenditure incurred on individual goods by each 

nationality. Therefore, it can be pointed out that our survey analysis therein reached 

the same conclusion as the previous studies which proved that there is a relationship 

between the nationality of the pilgrim and their expenditure profile. As far as the 

consumer goods are concerned, it can also be concluded that since the expenditure of 

pilgrims varies according to their nationalities, the demand for the consumer goods is 

then influenced by the nationality. 
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7.10.2 Expenditure Profile By Pilgrims Residency; Urban And Rural Areas: 

The other factor which is believed to influence the expenditure profile is the 

residency of pilgrims in their home countries; pilgrims coming from urban areas or 

from rural areas. As a matter of fact, most of the previous studies, analyzing the 

impact of the pilgrims' residency on their expenditure profile, were carried out on 

pilgrims of one nationality e. g., urban and rural Pakistani pilgrims or urban and rural 

Nigerian pilgrims .. etc. In this survey, however, the analysis will be dealing with 

pilgrims of more than one nationality. Therefore, the result of this analysis may not be 

comparable with such previous results. 

As it can be early observed from Table 7-23, the result shows that there is no 

marked difference in the total average expenditure incurred by the urban and the rural 

pilgrims. While the total average expenditure spent by the urban pilgrims was SR 

5,511, the rural pilgrims spent on average a total of SR 5,249, only with a difference 

of 4.9%. It. is further noticed that both of the urban and the rural pilgrims almost have 

the same pattern of expenditure on the individual goods. Both of them have spent their 

highest average expenditure on footwear and leather products, and their lowest 

average expenditures were also spent on one type of good i. e., electronic items. Thus, 

the same pattern of expenditure continues for the rest of the goods (see: Table 7-23). 

Based on these results, the residency of pilgrims does not show a clear effect on the 

expenditure profile, which in turn, would not affect the demand for consumer goods. 
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TABLE 7-23: EXPENDITURE PROFILE OF PILGRIMS BY PLACE OF RESIDENCE. 

EXPENDITURE 
HEAD 

URBAN RURAL 

Av. Av. 
FOOD / DRINKS 778 44.1 819 15.6 
CLOTHING 691 12.5 538 10.2 

PRAYER MATS 
& ROSARIES 

513 9.3 291 5.5 

CHILDREN ITEMS 444 8.1 629 12 
FOOTWEAR& 
LEATHER PRODUCTS 

1,115 20.2 914 17.4 

JEWELRY 578 10.5 597 11.4 

ELECTRONIC ITEMS 377 6.8 203 3.9 
PERFUMES & 
COSMETICS 

513 9.3 679 12.9 

OTHERS EXPENDITURE 502 9.1 579 II 

TOTAL 5,511 100 5,249 100 

7.10.3 Expenditure Profile By Sex: 

In relation to the expenditure profile by sex, Table 7-24 reveals that there is a 

significant difference in the expenditure profile between males and fkmalcs. 

Interestingly enough, the statistics presented in the table show that the total 

expenditure on average incurred by the female pilgrims (SR 7,154) is higher than of 

that incurred by the male pilgrims (SR 5,072) by 41 %. 

It is generally believed that the presence of females in a family group, perli0rming 

Hajj, results in a higher expenditure as they require exclusive and private 

accommodation, better transport etc. This high expenditure is expected to incur upon 

the family head which is normally a male in a Muslim family. Despite this, our result 

emerges surprisingly different, showing that the females spent 41 per cent more than 

the males on purchasing of consumer goods. 

A possible explanation for this high expenditure by female pilgrims cook! be the 

fact that most of the female respondents interviewed were financially independent 
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from their families. 

A comparison of the breakup of expenditure on the individual goods, the table also 

shows distinct differences between the males and the females. Whereas, as expected. 

the females spent their highest average expenditure (16.3%) on lady-related goods 

such as perfumes and cosmetics, the males spent the highest average expenditure 

(20.6%) on footwear and leather products. While, on the other hand, the lowest 

average expenditure (5.2%) incurred by females was, unexpectedly, on clothing, the 

males spent the lowest average (4.7%) on electronic items. As a whole, we further 

note that while the female spent higher proportions of their expenditure on children 

items, electronic items, cosmetics and other goods, the males spent higher proportions 

on foods, clothing, prayer mats and rosaries, footwear and leather products and 

jewelry. 

Based on these findings, one may conclude that the sex has a very clear bearing on 

the expenditure profile of pilgrims. 

TABLE 7-24: F: xPENDITURE PROFILE OF PILGRIMS 11V SF: \. 

EXPENDITURE 
HEAD 

MALE FEMALF 

FOOD / DRINKS 775 15.3 934 13.1 
CLOTHING 659 13 370 5.2 
PRAYER MATS & ROSARIES 396 7.8 493 6.9 
CHILDREN ITEMS 451 8.9 859 12 
FOOTWEAR & LEATHER PRODUCTS 1,043 20.6 975 13.6 
JEWELRY 559 11 717 10 
ELECTRONIC ITEMS 239 4.7 681 9.5 
PERFUMES & COSMETICS 485 9.6 1,163 16.3 
OTHERS EXPENDITURE 465 9.2 962 13.4 
TOTAL 5,072 100 7,154 100 
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7.10.4 Expenditure Profile By Modes Of Performing Hai i: 

The expenditure profile has been also found, in some previous studies', to vary in 

accordance to the mode by which the pilgrims perform Hajj i. e., performing Hajj 

individually, with a group of pilgrims which can be a family, relatives or friends, and 

with pilgrims' guide (mutawwit). As it may be seen in Table 7-25, the analysis shows 

that the pilgrims, performing Hajj with guides (mutawwiffn), spent the highest total 

average expenditure (SR 6,740), followed by those who performed Hajj collectively 

(or with group of pilgrims) whose total average expenditure was SR 4,740, and finally 

the lowest total average expenditure was incurred by those who performed Hajj 

individually. As a matter of fact, the surprising finding about these results is the total 

expenditure incurred by the pilgrims, performing Hajj with guides (meta wwifn) 

being the highest. This, in fact, indicates their effectiveness in the market of consumer 

goods in Makkah and refutes the early assumption (in section: 7.5) in saying; pilgrims 

with guides are expected to spend less expenditure on the market of Makkah. A 

possible explanation for their high expenditure could be that those pilgrims pay their 

guides (mutawwifin) only for religious guidance, accommodation, transport and other 

services, while they, themselves, take over the purchasing of what they need of the 

consumer goods. 

Considering the details of expenditure, it can be seen from the table that there seem 

to be no great differences between the three types of pilgrims. As the table shows, they 

spent more or less the same proportions of their expenditure on the individual goods 

except for the clothing where the pilgrims with guides (mutawwiffn) spent noticeable 

1- Ibid. 
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lower proportion (7.6%) and the electronic items where the individual pilgrims had a 

very low proportion (1.2%). Thus, the proportions of expenditure incurred by the three 

types of pilgrims on most individual goods show only marginal differences. 

Therefore, it may inferred that the mode of performing I-Iajj is not a significant factor, 

influencing the expenditure patterns of pilgrims on consumer goods. 

TABLE 7-25: EXPENDITURE PROFILE OF PILGRIMS BY' MODES OF PERFOR\IING H: 1JJ. 

EXPENDITURE ALONE 1 WITH GUIDE 1 WITH GROUP 
HEAD 

Av. % Av. % 
FOOD / DRINKS 621 14.2 931 13.8 7 36 15.5 
CLOTHING 706 16.2 512 7.6 680 14.3 
PRAYER MATS & ROSARIES 370 8.5 557 8.3 280 5.9 
CHILDREN ITEMS 

FOOTWEAR & LEATHER PRODUCTS 
419 
663 

9.6 

15.2 
637 

1,392 
9.5 

20.7 
442 
974 

9.3 
20.5 

JEWELRY 365 8.4 722 10.7 539 11.4 
ELECTRONIC ITEMS 51 1.2 543 8.1 248 5.2 
PERFUMES & COSMETICS 661 15.1 726 10.8 45 9.6 
OTHERS EXPENDITURE 508 1 1.6 220 10.7 ; 88 82 
TOTAL 4,364 100 6,740 100 4,740 100 
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FIGURE 7-16: EXPENDITURE PROFILE OF PILGRIMS BV PLACE OF RESIDENCE. 

Expenditure By Place Of Residence "OTH62S IXPENDMJRE 

o PBTMES &cosr Encs 
112.9 

'ý- 
  ELECTROIJIC n 

RURAL 

URBAN 20.2 

  JEWELRY 

FOOTWEAR &LEATHER 
PRODUCTS 

E3 CHILDREN ITEM 

Q PRAYER MATS& ROSARES 

M CLOTHING 

" FOOD / DRNCS 
25 

FIGURE: 7-17: EXPENDITURE PROFILE OF PILGRIMS B1" SEX. 
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FIG( RE 7-18: EXPENDITURE PROFILE OF PILCRIMIS BY MODES OF PERFORMING HAJJ. 
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CHAPTER: EIGHT. 

8. TESTING ASSUMPTION RELATING TO SHOPKEEPERS' 

PURCHASING DECISIONS REGARDING PRICES, QUALITY, 

VARIETY AND QUANTITY 
/ 

8.1 INTRODUCTION: 

In the last three chapters, we have discussed most of the objectives relating to the 

shopkeepers, consumer goods and the pilgrims. In this chapter, the discussion will 

concentrate on the remaining objective of the study, namely the shopkeepers' 

purchasing decisions regarding each of prices, quality, quantity and variety. 

More specifically, in this chapter the research assumptions (the hypotheses) about 

the shopkeepers' purchasing decisions regarding these specific criteria; prices, ýquality, 

quantity and variety, will be analysed and statistically examined. 

In fact, this aspect - shopkeepers' purchasing decisions when they supply the 

consumer goods during the Hajj season- is one of the important issues, relating to the 

trade of consumer goods in the Hajj market, that has not been fully investigated. The 

need for this investigation is to provide a better understanding and awareness about 

the shopkeepers' buying decisions when they supply goods in the Hajj market, and to 

ascertain the significance of these criteria i. e., prices, quality, quantity and variety in 

their purchasing decisions. 

So, the aim here is to find out to what extent each of these criteria is significantly 

considered in their decisions when they supply goods for Hajj market. The reason for 
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selecting such criteria i. e., price, quality, quantity and variety is that these criteria are 

widely observed to be the most common elements governing the shopkeeper decisions 

when they buy (supply) goods in the Hajj market. Moreover, the same criteria are one 

of the main issues that concern the pilgrims, as consumers. 

It should, also, be noted that the significance of each criteria (treated as dependent 

variables) in the shopkeepers' decisions will be examined in relation to some selected 

variables (treated as independent variables) i. e., the location and the period of activity. 

In other words, an attempt will be made to examine the relationship between each 

criterion (the dependent variable) and the independent variables. By doing so, we will 

be able to ascertain the effect of these selected factors on the shopkeepers decisions 

with respect to each criterion. 

8.2 SHOPKEEPERS' PURCHASING DECISIONS REGARDING 

PRICES, QUALITY, QUANTITY AND VARIETY: 

Before we start, it may be useful to indicate that in any retail industry there are 

many further factors and criteria which may significantly engage the shopkeepers' 

buying decisions, some relating to the product itself, others to characteristics of the 

supplier'. Furthermore, such factors and criteria considered in a retail buying 

decisions within a particular country may entirely differ from those of other countries, 

simply due to differences in many levels e. g., culture, state of economy, trading 

legislation, marketing and selling environment, behavioural differences of 

shopkeepers etc. For these inevitable variations, whatever the factors and criteria 

1- Peter J. McGoldrick. Retail Marketing. McGraw-Hill Book Company Europe. UK. 1990. p. 199. 
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identified, whether theoretically or practically, within a retail buying decisions in a 

particular country, should not be generalized to other countries. 

Therefore, our investigation about the shopkeepers' decision should be considered 

in isolation of the literature and theories relating to retail buying decisions. This is on 

account of the following reasons, first, the study is carried out on a temporary seasonal 

market (Hajj) within which the consumers (pilgrims) and many of shopkeepers are 

also transient. Therefore, the conditions and circumstances of such a transitory market 

are inevitably different from any permanent market. The second reason is that our 

investigation concerning the shopkeepers decisions will focus only on their decisions 

which relate to the products themselves i. e., price, quality, quantity and variety. 

As a whole, Table 8-1 presents the overall shopkeepers' purchasing decisions 

regarding the prices, quality, quantity and variety when they supply consumer goods 

during the Hajj season. As the table reveals, we notice that the price appears to be the 

criterion uppermost in the shopkeepers' decisions when they supply goods during the 

Hajj season as it scores 29%. The second important criteria considered in their 

decision are the quality and the variety, representing 25.5% and 25.3% respectively. 

While, the least considered criterion in their decisions was the quantity, representing 

only 20.2%. 

Based on these figures, it can be inferred that the most important criteria 

considered in the shopkeepers' purchasing decisions is first price (29%), second 

quality (25.5%), third variety (25.3%) and fourth quantity (20.2%). However, these 

results give only a rough picture about the shopkeepers' general purchasing decisions. 
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TABLE 8-1: SHOPKEEPERS' PURCHASING DECISIONS ON EACII ITEM; IRRES, Qt m. ui), i11 1ý III1 
AND VARIETY, WHEN SUPPLYING CONSUMER GOODS IN H: 1JJ M: 1RKF: 7'. 

CRITERIA CONSIDERED 
IN SHOPKEEPERS' DECISIONS 

SCORES OF CRITERIA IN 
SHOPKEEPERS' DECISIONS 

l: n0 

PRICES 204 29 
QUALITY 182 25.5 

QUANTITY 144 1 1 20.2 

VARIETY 180 1 1 25.3 
TOTAL 710 100 

In the following sections, shopkeepers' purchasing decisions regarding each 

criterion will be examined in the light of the selected (independent) variables namely 

location and period of activity. 
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8.2.1 SHOPKEEPERS' DECISIONS AND LOCATION: DISCUSSION AND 

ANALYSIS: 

In this section, we examine separately the relationship between the shopkeepers' 

decisions on each criterion and the location, identified as Haram Area, Ma `äbdah 

Area and Aziziyyah Area. 

8.2.1.1 DECISIONS ON PRICES AND THE LOCATION: 

As can be seen in Table 8-2, the data reveal that while only 33.5% of the 

shopkeepers in the Ilaram Area consider the criterion of price in their purchasing 

decisions, 47.8% and 47.5% of the shopkeepers in Ma `äbdah and `Aziziyyah 

respectively reported that they had considered the price. The chi-square test shows that 

these differences are significant (P = 0.009), and therefore it supports the hypothesis 

which states that the criterion of price is significantly considered in the purchasing 

decisions of the shopkeepers in the Ma `äbdah and `Azlziyyah areas. 

TABLE 8-2: PRICE IN SHOPKEEPERS' PURCHASING DECISIONS BY LOCATION. 

HARAM MA'ABDAH 'AZIZIYYAH TOTAL 

PERCENTAGE OF SHOPKEEPERS 33.5 47.8 47.5 42.1 
WHO CONSIDER PRICE 
NUMBER OF CASES 188 136 160 484 

-5Z2--- 9.409 DF =2P=0.009 

An explanation for these results may be, as stated in the introduction, that the 

AZ. Tziyyah and the Ma `äbdah areas are less populated by pilgrims and since the 

majority of the shoppers are locals, the shopkeepers would then be concerned with the 

price of the goods they supply to the locals. 
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8.2.1.2 DECISIONS ON QUALITY AND THE LOCATION: 

In relation to the criterion of quality, Table 8-3 also reveals significant differences 

amongst the shopkeepers in the different locations in terms of their decisions on 

quality. That is, the highest proportion of the shopkeepers (49.4%) who considered the 

quality in their purchasing decisions are located in the Aziziyyah Area, followed by 

39.7% in the Ma `äbdah Area, and the lowest proportion was 26.1% of the 

shopkeepers in the IHaram Area. 

TABLE 8-3: QUALITY IN SHOPKEEPERS' PURCIIASING DECISIONS BY LOCATION. 

HARAM MA'ABDAH 'AZIZIYYAH TOTAL 
PERCENTAGE OF SHOPKEEPERS 26.1 39.7 49.4 37.6 
WHO CONSIDER QUALITY 
NUMBER OF CASES 188 136 160 484 
X2=20.375 DF=2 P=0.00004 

In fact, the chi square test shows that these different proportions are highly 

significant (P = 0.00004), and therefore the data obtained support the hypothesis 

which indicates that the shopkeepers in Ma `äbdah and Aziziyyah areas significantly 

consider the criterion of quality in their purchasing decisions. This again may be due 

to the same reason as in the case of the price. That is, since most of the shoppers in 

these two areas are locals, shopkeepers then would supply the goods of a reasonable 

quality in order to keep the patronage of their local customers. 
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8.2.1.3 DECISIONS ON QUANTITY AND THE LOCATION: 

As far as the criterion of quantity is concerned, the chi square test indicates also 

highly significant differences (P = 0.0000) between the shopkeepers in different 

locations and their purchasing decisions with respect to the quantity. As illustrated in 

Table 8-4, whereas 43.6% of the shopkeepers in the Ilaram Area consider the quantity 

in their purchasing decisions, some 24.3% and 18.1 % of the shopkeepers in Ma `abdah 

and `Aziziyyah respectively indicated to consider the quantity in their decisions. In 

fact, these results support the hypothesis which states that the shopkeepers in the 

Harare Area are more significantly concerned with the criterion of quantity when they 

supply goods for the Hajj market. This is largely due to the high demand by pilgrims 

for consumer goods in this particular area, which in turn, encourages the shopkeepers 

to supply their goods in large quantities. 

TABLE 8-4: QUANTITY IN SHOPKEEPERS' PURCHASING DECISIONS BY LOCATION. 

HARAM MA'ABDAH 'AZIZIYYAII TOTAL 

PERCENTAGE OF SHOPKEEPERS 43.6 24.3 18.1 29.8 
WHO CONSIDER QUANTITY 
NUMBER OF CASES 188 136 160 484 

X 2=29.600 DF =2P=0.0000 

With respect to the other areas, the table also reveals some marginal differences. In 

the Ma `äbdah Area, the proportion of the shopkeepers (24.3%) who consider the 

quantity is slightly greater than their counterpart (18.1%) in the `Aziziyyafi Area, and 

this may be due to the fact that the Ma `äbdah Area is relatively more populated by 

pilgrims as compared with the Aziziyyab Area which is thought to be the least 

populated by pilgrims during Hajj. 
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8.2.1.4 DECISIONS ON VARIETY AND EFFECT OF LOCATION: 

With respect to the criterion of variety in the shopkeepers' purchasing decisions, 

Table 8-5 shows, as hypothesized that variety is significantly considered by those 

shopkeepers who are located in the 1Iaram Area (47.3%), while in the Ma `äbdafi and 

Azlziyyah areas, it represented only 36.8% and 25.6% respectively. The chi square 

test carried out on these data was also highly significant (P = . 00016), and so it is 

concluded that there are significant (or real) differences between the shopkeepers in 

different areas with respect to their purchasing decision on the criterion of variety. 

TABLE 8-5: VARIETY IN SHOPKEEPERS' PURCHASING DECISIONS BY LOCATION. 

HARAM MA'ABDAH 'AZIZIYYAH TOTAL 
PERCENTAGE OF SHOPKEEPERS 47.3 36.8 25.6 37.2 
WHO CONSIDER VARIETY 
NUMBER OF CASES 188 136 160 484 
X'= 17.46 DF =2P= . 00016 

As a matter of fact, supplying goods in a wide range of variety might be the secret 

factor of success for many shopkeepers during Hajj season. It is evident that the 

shopkeepers based in faram consider this factor when we observe that all their goods 

are variant in their brands. In contrast to that, we observe that other areas which are far 

from Ilaram, such as Ma abdah, and Az. zryyah are less affected by the variations of 

brands factor like Haram Area. It is also interesting to observe that the criterion of 

variety is significantly considered as one moves towards the & ram Area. (see: Table 

8-5). 
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8.2.2 SHOPKEEPERS' DECISIONS AND THE PERIOD OF ACTIVITY: 

DISCUSSION AND ANALYSIS: 

In this section, the intention is to examine the shopkeepers' purchasing decisions 

regarding the prices, quality, quantity and variety on the basis of their period of 

activity. Accordingly, they can be divided into: annual shopkeepers and Hajj.. time 

shopkeepers. 

8.2.2.1 DECISIONS ON PRICES AND THE PERIOD OF ACTIVITY: 

In this section, we will consider first the price in the shopkeepers' purchasing 

decisions. By looking at Table 8-6, it appears from the chi square test that there is no 

significant difference (P = . 936) between the two shopkeepers with respect to their 

purchasing decisions on the price. We observe from the table that the difference in 

percentage of the shopkeepers who consider the price is marginal between those who 

are annual (42.2%) and Hajj shopkeepers (41.8%). This apparently refutes our 

hypothesis that states a significant difference between the annual and the Hajj time 

shopkeepers with respect to the price in their purchasing decisions. 

TABLE 8-6: PRICE IN SHOPKEEPERS' PURCHASING DECISIONS BY PERIOD OF ACTIVITY. 

ANNUAL HAJJ TIME TOTAL 
SHOPKEEPERS SHOPKEEPERS 

PERCENTAGE OF SHOPKEEPERS 42.2 41.8 42.1 
WHO CONSIDER PRICE 
NUMBER OF CASES 374 110 484 

X= . 
063 DF= IP=. 936 
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8.2.2.2 DECISIONS ON QUALITY AND EFFECT OF PERIOD OF 

ACTIVITY: 

With respect to the criterion of quality in the purchasing decisions, the chi square 

test also shows no significant difference between the annual and the Hajj time 

shopkeepers, as the probability level of the test turned to be high (P = . 596). By 

looking at Table 8-7, there appears no big difference. That is, while 38.2% of the 

annual shopkeepers consider the quality in their purchasing' decisions, similar 

proportion (35.5%) of the Hajj time shopkeepers reported doing so. 

TABLE 8-7: QUALITY IN SHOPKEEPERS' PURCHASING DECISIONS BY PERIOD OF ACTIVITY. 

ANNUAL I-IAJJ TIME TOTAL 
SHOPKEEPERS SHOPKEEPERS 

PERCENTAGE OF SHOPKEEPERS 38.2 35.5 37.6 
WHO CONSIDER QUALITY 
NUMBER OF CASES 374 110 484 

X2 = . 280 DF =1P=. 596 
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8.2.2.3 DECISIONS ON QUANTITY AND THE PERIOD OF ACTIVITY: 

In relation to the quantity, the chi square result shows a highly significant 

association (P = . 
000) between the period of activity and the shopkeepers' purchasing 

decisions on the quantity. Table 8-8 indicates that while 48.2% of the Hajj time 

shopkeepers consider the quantity in their decisions, only 24.3% of the annual 

shopkeepers reported doing so. In fact, these results support the hypothesis which 

states that the Hajj time shopkeepers significantly consider the quantity when they 

supply their goods. 

TABLE 8-8: QUANTITY IN SHOPKEEPERS' PURCHASING DECISIONS BY PERIOD OF ACTIVITY. 

ANNUAL HAJJ TIME TOTAL 
SHOPKEEPERS SHOPKEEPERS 

PERCENTAGE OF SHOPKEEPERS 24.3 48.2 29.8 
WHO CONSIDER QUANTITY 
NUMBER OF CASES 374 110 484 

X2= 23.134 DF =1 P= . 000 

In fact, the element of quantity appears very important for those shopkeepers who 

run their business only during Hajj. Since the demand for goods is quite high during 

Hajj, the Hajj time shopkeepers would then supply their goods in large quantities so as 

to take advantage of this high demand. 
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8.2.2.4 DECISIONS ON VARIETY AND THE PERIOD OF ACTIVITY: 

As far as the variety is concerned, we also observe significant differences between 

the annual and the Hajj time shopkeepers. As shown in Table 8-9,60.9% of the Hajj 

time shopkeepers were found to consider the variety, while only 30.2% of the annual 

shopkeepers were reported to consider the element of variety in their purchasing' 

decisions. The chi square test carried out on these data was highly significant (P = 

. 000), and this supports the hypothesis, stating that the Hajj time shopkeepers 

significantly consider the variety. Apparently, this is due to the fact that the Hajj time 

shopkeepers realize the varying characteristics of the pilgrims (consumers) in terms of 

their preferences, tastes etc., and this is reflected in their demands for goods. 

Therefore, in order for these shopkeepers to maximize their sales and profits, they 

diversify the goods they supply in the Hajj market. 

TABLE 8-9: VARIETY IN SHOPKEEPERS' PURCIIASING DECISIONS BY PERIOD OF ACTIVITY. 

ANNUAL Hajj TIME TOTAL 
SHOPKEEPERS SHOPKEEPERS 

PERCENTAGE OF SHOPKEEPERS 30.2 60.9 37.2 
WHO CONSIDER VARIETY 
NUMBER OF CASES 374 110 484 

X= 34.285 DF= IP= . 000 
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8.3 SUMMARY: 

To summarize the shopkeepers' purchasing decisions regarding the prices, quality, 

quantity and the variety, we observe the following: 

1- With respect to the location, the chi square test showed a significant relationship 

between the shopkeepers' purchasing decisions and their locations. The data 

obtained revealed that the shopkeepers located in the pram Area consider 

significantly the criteria of variety and quantity in their purchasing decisions 

when they supply goods in the Hajj market, while those who are located further 

from the pram Area i. e., Aziziyyah and Ma `äbdah areas, consider 

significantly the criteria of price and quality on their purchasing decisions as 

they supply the goods in the Hajj market. As far as the factor of location is 

concerned, we further note that the criteria of quantity and variety are more 

significant in the shopkeepers' purchasing decisions the closer they are to the 

Haram Area and vice versa, while the criterion of quality is seen to be more 

significant in their purchasing decisions the further they are from the LL=am 

Area. 

Therefore, it can be concluded that there is a significant relationship between 

the location of the shopkeepers and their purchasing decisions regarding such 

elements as prices, quality, quantity and variety. 

2- With respect to the period of activity, there were only two criteria significantly 

considered. These are that the variety and the quantity are significantly 

considered by the Hajj time shopkeepers i. e., those who run their business only 
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during Hajj. Therefore, it can be concluded that there is a significant relationship 

between the factor of the period of activity and only two criteria namely, variety 

and quantity. 

.i 
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CHAPTER: NINE 

9. CONCLUSIONS. 

9.1 INTRODUCTION: 

The purpose of this study was to carry out an investigation into the overall effect of 

the Hajj season on the commercial activities run by the private sector in Makkah, 

Saudi Arabia, with a special reference to the trade in consumer goods. 

In this final chapter, therefore, an attempt will be made to provide a summary and 

some conclusions that can be derived from the whole study with greater concentration 

on our special investigation concerning the trade in consumer goods. 

For simplicity, we will present the summary and the conclusions under the two 

major headings of the study objectives, namely effect of Hajj on the economy of 

Makkah and effect of Hajj on the trade in consumer goods. 

9.2 SUMMARY AND CONCLUSIONS: 

The summary begins with chapter three of the study i. e., the effect of fajj on the 

overall economy of Makkah. The first two chapters merely provide the background to 

the study. 
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9.2.1 HAJJ AND THE ECONOMY OF MAKKAH: 

As fully discussed in chapter three, there was a clear evidence that the Hajj season 

has a significant effect on major parts of the economy of Makkah. This effect was 

examined in relation to the government expenditure on Hajj, Hajj service industry and 

the industrial sector, as follows: 

9.2.1.1 Government Expenditure: 

Initially, the study revealed that governmental spending on Hajj constitutes a 

substantial percentage of the government budget, and therefore imposes a severe 

negative effect on it. Based on some of the available data and figures, the study 

revealed that, over the last twenty years, an estimate of more than SR 15 billions (SR 

15,913,861,687), approx. $ 4,243,696,450, has been spent in Makkah for 

implementing projects exclusively related to Hajj services. However, this estimate 

would be very conservative if we had all the data relating to total government 

spending in Makkah. 

This continuous massive spending is mainly aimed at the care and welfare of the 

pilgrims by improving the Hajj services. Furthermore, the break-down of government 

spending showed two types of spending; spending on infrastractural projects which 

include regular construction, such as extension and maintenance of the Holy Mosque, 

roadworks, digging tunnels .. etc., and temporary constructions put up before the Hajj 

season such as roadworks and setting up public facilities in the holy places i. e., Mina, 

Muzdalifah and `Arafah. The other type was spending on Hajj services such as 

security, religious advice and propagation etc. (see section 3.2.1). In fact, although 
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such huge spending on Hajj imposes a great burden on the government budget, it has 

substantially contributed to the development of the economy of Makkah. This 

development was evident in different fields. First, large-scale development projects 

resulted in developing and establishing proper economic infrastructure and public 

utilities e. g., roads, power-stations, water supply, drainage systems, communication 

networks, public constructions such as car parks, markets and shopping areas. All 

these utilities are vitally essential for economic activities, as they represent fixed 

capital equipment. 

Another contribution of the government spending to the economy of Makkah 

was shown in the way that since the city of Makkah is the action area of these large- 

scale projects, its economic life will, in turn, be activated. That is, executing such 

massive projects in Makkah will activate and increase the demand for labour, 

consumer goods, building materials as well as other services such as transport, 

accommodation and the health services required for workers. 

In fact, this continuous government spending in Makkah is completely attributed to 

the Hajj and would not otherwise have ever existed. It can, therefore, be concluded 

that the season of Hajj has an indirect effect on the development of the economy of 

Makkah. 

9.2.1.2 Service Industry: 

Within the service industry, the study revealed a significant impact of the Haj j 

season on the housing industry. As discussed in section 3.2.2, the effect of Hajj can be 

seen at many levels: the types of accommodation, the diversity in the supply of 
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accommodation and the sharp increases in rents whether during Hajj time or all the 

year round. The study showed that the oldest type of accommodation involved in Hajj 

was private properties supplied by the owners; later the tenants in such properties 

were also involved in the supply of accommodation by subletting to pilgrims. It was 

indicated that the season of Hajj was the major source of income for this type of 

accommodation suppliers. In addition, our study revealed that due to the high 

profitability of renting during Hajj time, many tenants particularly those who are 

located in the central Area (Haram Area) tend to take advantage of the Hajj season 

either by subletting the whole of their rented properties or part of them. Most of the 

owners of properties, due to the high rent during Hajj time, sometimes twice or three 

times the annual rent, apparently rent out their properties during Hajj only, while they 

keep them unoccupied for the rest of the year. This issue has been highlighted and 

criticized by many researchers, as it resulted in a remarkable shortage of the supply 

throughout the year, which in consequence led to a high increase in the annual rents in 

every part of the city. 

The study also indicated the effect of the season of Hajj on another supply of 

accommodation, namely the purpose-built commercial blocks. In fact, this type has 

emerged recently and has been greatly profitable business not only during Hajj, but in 

other active seasons such as Ramadan and the holiday seasons. By 1994 and within a 

short period of time, their numbers have dramatically increased to 346 blocks with a 

total capacity of 17,991 rooms, 4,116 flats, 462 suites and 4 villas. It was also found 

that the spatial distribution of these blocks is significantly related to the most effective 

area during Hajj time i. e., lfaram Area. that is, 93% (or 323 blocks) are located in or 
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in the vicinity of the Haram Area, while the rest of them are located in other areas i. e., 

10 blocks in the Azlziyyah Area and 13 blocks in the HyerArea, an area adjacent 

to the 1Iaram Area. 

Another impact of Hajj on the housing industry was also identified in the formation 

of the "Makkah Company For Construction And Development", which also created 

another supply of accommodation in the housing market during Hajj time. It is widely 

believed that the creation of this company was motivated solely by the high 

profitability of the season of Hajj. For this motive, the company has undertaken giant 

residential and commercial projects, especially in the Haram Area. As indicated in 

section 3.2.2, the company has executed the most spectacular residential and 

commercial tower ever seen in the entire city, with a capacity of 1,000 shops, 764 

housing units, 67 two-floor villas and an eleven-storey hotel, comprising of 620 

rooms. 

In relation to the effect of Hajj on the hotel industry in Makkah, our available data 

revealed that the hotels' business seems to be the least influenced by Hajj within the 

housing industry. Although it has been in business for around sixty three years, their 

number has surprisingly declined from 28 hotels in 1982 to only 20 hotels by 1994. In 

fact, a number of reasons were presented for the lower effectiveness of the hotels 

business during the season of Hajj. The most probable reason was that since most of 

pilgrims are low income earners, they could not afford the cost of staying in hotels, 

and they would therefore go to the cheaper residences e. g., private properties and the 

commercial housing blocks. It was also indicated that the cost of constructing hotels is 

extremely high, especially in areas with limited space such as the firam Area, and 
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this increases the risk in investing in such business. Furthermore, the emergence of the 

cheaper commercial blocks in different parts of the city has been a great competitor in 

the market. 

The effect of Hajj on the rental cost of accommodation was also shown in section 

3.2.2. This was examined by comparing the annual and the Hajj time rental cost in the 

light of some available data relating to the commercial housing units and some hotels. 

Based on averages, the rents of the commercial housing units (or blocks), during Hajj, 

were found to increase by 196% for a room, 393% for a flat and 964% for the suite. A 

similar pattern was also identified for some hotels located in the tlaram Area; their 

Hajj time rents were greater than the annual rents i. e., by 67% for a room and 61% for 

the suite. 

The effect of Hajj on the housing industry as a whole was further examined in terms 

of the total revenues earned from the season of Hajj. Based on the averages of the 

above figures, an attempt was made to evaluate an estimate of the total revenues 

accruing to the housing industry as well as in comparison with other industries, i. e., 

tiwäfah and transport industries. The analysis shown in section 3.2.7, revealed that the 

housing industry receives the highest proportion of the total revenue accruing to the 

entire service industry since 1395/1975. Furthermore, this proportion has increased 

almost to half of the total revenue of the Hajj service industry (49%) since 1404/1984. 

In 1415/1995, the extent of its total revenue was also estimated as high as SR 

874,610m (roughly $ 233,229m) out of SR. 1,778,374m (roughly $ 474,233m), the 

total revenue accruing to the entire Hajj service industry. 
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Within the service industry, the study revealed another important area which is also 

significantly influenced by the season of Hajj, namely the Pilgrims' Guilds (known 

today as Tiwäfah Establishments). Our study discussed this industry as the oldest and 

the central part of the Hajj services industry. It was mentioned (see section 3.2.3) that 

due to the increasing number of pilgrims and their demand for more and quality 

services, the guilds have undergone many institutional changes over the years, ending 

up with the present system of Tiwäfah Establishments under the control of the 

Ministry of Hajj. Other related guilds i. e., Zamäzrmah in Makkah, Wukzlä in Jeddah, 

'Adillä in Madinah as well as the Motor Syndicate in Makkah have also been 

organized and now work in coordination and cooperation with the Tiwäfah 

Establishments in Makkah. 

Each mvtawwif in Makkah, therefore, has become a member in these 7iwäfah 

Establishments and in accordance with the new system he is assigned a certain 

number of pilgrims of one nationality or of similar characteristics and traditions. The 

services provided by these mutawwifn were shown to have gradually turned from 

being religious duties to commercial-oriented activities. In fact, the old historical role 

of the mutawwifis contained in the word itself, which means a guide or leader. This 

original role, however, in the present day has almost lost its significance and has been 

relegated to, maybe, the "other services" category. Apparently, most of such long- 

existent religious duties seem to have been lost in the present day-commercial 

approach to the provision of services, and these old religious services (or guidance) 

really need to be revived for the greater satisfaction of pilgrims. 
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At the present time, however, apart from a little religious guidance, they provide 

other more commercial services such as transport, accommodation in Makkah and the 

Holy Places (Mina, Muzdalifah and `Art) and sometimes even food is provided on 

a daily basis to pilgrims, but pilgrims are charged for each service. As far as the 

commercial significance of the Ti wäfah Establishments and their contribution to the 

economy of Makkah are concerned, the study revealed strong evidence, derived from 

their total revenue, that they significantly contribute to the boom of the economy of 

Makkah. 

As shown in section 3.2.7, the extent of the sum accruing to the Tiwäfah 

Establishments represents the second largest proportion in the entire Hajj service 

industry over the last twenty years. This proportional position has remained constant 

at 26% since 1404/1984, representing almost a third of the total revenue of the Fiajj 

service industry. An estimation of their total revenue was also significant evidence of 

the extent of their effective contribution to the economy of Makkah. For instance, in 

1415/1995 the total revenue accruing to these 7'iwäfah Establishments amounted 

almost half a billion, SR 462,294m (approx. $ 123,278). It should, however, be noted 

that the estimation of the total revenue of the Tiwäfah Establishments was bascd on 

the actual fees of the tiwäfah services, and hence these figures are representative of 

the actual total, more so than the figures in the case of the housing industry which 

were based only on rough averages. 

Another important area in the context of the Hajj service industry which was also 

shown to be significantly influenced by the season of Hajj was the transport_ndustry. 

This industry was fully discussed in section 3.2.4. Initially, it is shown that the 
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transport industry during Hajj time operates in cooperation and coordination with the 

Tiwäfah Establishments, as the pilgrims need to travel back and forth between cities 

i. e., Jeddah-Makkah, Jeddah-Madinah or Makkah-Madinah, as well as between areas 

within the city of Makkah i. e., Mina, Muzdalffah and `4ra G The arrangement of the 

transport of the pilgrims is made by the Tiwäfah Establishments in coordination with 

the Motor Syndicate located in Makkah. Historically, the commercial transport 

services during Hajj were shown to have existed before the introduction of the modem 

mechanized transport, mostly in the form of camel caravans. It was not until 1946 that 

the modern transport system was introduced and since then the transport industry has 

been commercially significant. It is generally believed that the ever increasing number 

of pilgrims is largely attributed to the improvement in the transport system whether 

air, land or sea transport. 

The study indicated that on the introduction of the modem transport system, the 

Hajj transport operations were organized solely by the government and hence its 

revenue used to go to the public treasury. Later, however, due to the increasing 

number of pilgrims and their demand for transport services, private transport 

companies were allowed and then began to participate effectively in the pilgrims' 

transportation. Thus, in line with the improvement in the transport system and the 

continuous increase in the number of pilgrims, the private transport industry was 

developing. The "Public Syndicate for Motorcars" - Al NagJbafi ? 1- ̀Amah 11 Sayyfrtlt 

was later established in order to take charge of the Hajj transport and to supervise the 

private transport companies during Hajj operations. However, it was shown that by 

1974, the number of the private transport enterprises had increased to a total of five 
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private companies, operating during Hajj, with a capacity of 5,507 vehicles and 

141,342 seats. Five years later (1979), a giant 30% government-owned transport 

company (SAPTCO) was established in response to the increasing demand for 

transport services. By 1991, the number of the private transport companies had 

increased to 13, with a capacity of 7,500 vehicles and 350,000 seats. This huge 

transport industry was shown to experience a substantial boom during Hajj season. 

The significant effect of Hajj on the size of the transport industry is clearly observed 

by the fact that all these private transport companies work exclusively during Haj j, 

except for the SAPTCO which is given an exclusive concession to operate in the 

whole country throughout the year. It was also shown that the transport industry 

during the season of Hajj experiences a substantial boom not only in terms of the 

number of companies and the size of their capacity, but also in terms of some other 

economic aspects which are significantly activated, such as size of workforce, number 

of constructed stations in the major routes, number of mechanical workshops for 

vehicle maintenance etc. For instance, the size of the manpower in SAPTCO alone 

was estimated to exceed 2,600 employees. 

Moreover, the study revealed another significant indicator of the effect of liajj on 

the transport industry i. e., the size of the total revenue accruing from their operations 

during Hajj. As illustrated in section 3.2.7, although its proportion of the total llajj 

service industry was greater than the Tiwäfab and the housing industries on its 

inception (from 1377/1958 to 1394/1974), it still represents a very significant and 

steady proportion at 24.82 over the last twelve years. The highest total revenue was 

estimated in 1415/1995 as high as SR 441,470m (approx. $ 117,725m). The declining 
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trend of its share in the total revenue of the Hajj service industry, however, is most 

probably due to the frequent changes in transport fees. 

As a whole within the service industry, it was observed that another major area i. e., 

employment is highly triggered by the season of Hajj. As shown in section 3.2.8., Hajj 

creates an exceptional and seasonal opportunity of employment. And since most of the 

governmental offices are temporarily closed during Hajj time, considerable numbers 

of people are observed to obtain employed, either full time or part time, mostly in the 

Hajj service industry. For instance, within the Tiwifab industry the study revealed that 

especially after the introduction of the system of establishments, the number of 

mutawwin alone had dramatically increased from 800 in 1967 to 4,156 members 

under the new system. Besides, since the %iwäfah industry consists of six 

establishments, and each one consists of multi-administrational levels and branch 

offices, they enroll enormous numbers of people, whether for office work or field 

work with pilgrims. It was also observed that due to the new tasks imposed on the 

Tiwäfah Establishments, such as health services and the need for professionals to run 

their administrational tasks, they recruit people with high qualifications such as 

medical doctors, nurses, computer programmers, accountants, language interpreters to 

communicate with pilgrims speaking different languages .. etc. Similar employment 

opportunities were also observed with respect to the zamäzimah services. As for the 

transport industry, it has been indicated that the size of the manpower was estimated 

in 1991 as high as 15,000. 
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9.2.1.3 Industrial Sector: 

The industrial activities in Makkah are discussed in section 3.3. The study revealed 

that the industrial sector in Makkah is observed to be the least influenced industry in 

comparison with other industries. Generally speaking, the study showed that the 

industrial sector is still in its embryonic stage, and largely based on conversion 

industry, consisting of small factories mostly located in the industrial estate and some 

workshops mostly located inside the city. In comparison with industrial development 

in other major cities in the country, the industrial sector in Makkah was found to be 

far less developed. This was shown through two indicators, namely the growth of the 

industrial area and the overall land use for industrial purposes in the whole city. As for 

the first one, it was observed in chapter two, section 2-2, that although the industrial 

estate of the city is one of the oldest estates in the country, the average growth of the 

industrial area over the initial three Development Plans (1970-1985) is far behind 

(8.92%) some other major cities e. g., Dammam (32.27%), Riyadh (25.83%) and 

Jeddah (22.56%). As for the overall amount of land used for industrial purposes, it 

was shown in chapter three, section 3-3, that the total amount of land used for 

industrial activities in Makkah was extremely low, representing only 2.5%, and this 

also represents only 0.5% to 5.5% of the total land used for industrial purposes in all 

the major cities. In addition, some of its industrial characteristics were considered as 

indicative of being less effective than the industrial activities in other major cities. For 

instance, most of the capital invested in industrial projects is limited and the 

employees working in the factories are generally unskilled. 

426 



In fact, the study suggested a number of factors to be obstructing industrial 

development in Makkah. These factors were identified as geographical constraints and 

the inadequate strategy of the industrial development plans adopted for the city of 

Makkah. As discussed earlier in chapter two (section 2-1), the difficult physical 

conditions of the city was a major and serious challenge against any significant 

industrial development. The lack of flat land, which is a basic requirement for 

industrial activities, has led to a high rise in the prices of the available flat land to a 

degree that many investors cannot afford even to set up small industrial businesses. 

The other factor which is also believed to have hindered the industrial sector of 

Makkah from flourishing is the application of the national economic strategies for the 

industrial development plans on all regions. As shown in chapter three (section 3.3.4), 

such economic policies have brought about evident industrial facilities in Makkah 

e. g., establishing industrial zones with the necessary technological equipment, 

incentives for investors such as granting land with nominal prices, technical 

assistance, long-term loans for setting up industrial projects .. etc. But these industrial 

facilities and incentives have been associated with complicated conditions as well as 

tiring official procedures. As summarized in section 3.3.4.3, some of these conditions 

state that any factory should be characterized by a high degree of modern automation 

in terms of machinery and the fabric or the structure of the building. It also shows that 

access to the industrial estate is only given to those whose factories arc based on 

modern technical methods, whereas those whose activities are based on workshops 

and some traditional methods are not allowed. It was therefore concluded that since 

most of the industrial activities in Makkah are long-existent and adopted in small 

workshops with traditional means, none of them has, in fact, benefited from modern 
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industrial facilities. Furthermore, since the people who are involved in such activities 

are mostly craftsmen, they may not be able to afford the capital cost of setting up a 

large-scale project. Due to these challenges it was indicated that most of the long- 

existent traditional manufactures in Makkah have disappeared. 
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9.2.2 HAJJ AND THE TRADE IN CONSUMER GOODS: 

In investigating the impact of the season of Hajj on the trade in consumer goods, the 

study focused on the main aspects of the factors involved in the activity, namely 

shopkeepers as sellers, pilgrims as purchasers and the goods themselves. More 

specifically, the investigation with respect to these three factors was guided by the 

following objectives: 

As For The Shopkeepers: 

1) To identify the types of shopkeepers involved in the trade in consumer goods 

during Hajj, and to describe and compare their characteristics i. e., nationality, age, 

level of education and occupation. 

2) To assess the significance of the location for trading in consumer goods during the 

season of Hajj. 

3) To explain and discuss the motives of the shopkeepers for trading in consumer 

goods during Hajj, as well as their opinions on the Hajj as an important commercial 

season. 

4) To analyze the shopkeepers' purchasing decisions regarding prices, quality, variety 

and quantity when they buy (or supply) consumer goods. Their purchasing decisions 

on each item of prices, quality, variety and quantity were statistically examined with 

some selected independent variables, as follows: 

a) Location of market, namely the Central Area (Harare Area), Ma `-ffbdah Area and 

the `Azlziyyah Area. 
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b) Period of activity: as annual or Hajj time activity. 

As For The Consumer Goods: 

5) To identify the types of consumer goods supplied in Hajj market and describe their 

characteristics e. g., origins, source of supply, types of sale etc. Other related issues 

such as official procedures for trading in consumer goods, utilization of 

advertisements and employment in the trade of consumer goods were also analysed. 

6) To assess the impact of Hajj on the commercial renting industry in the context of 

the trade of consumer goods. 

As For The Pilgrims (As Consumers): 

7) To identify and analyse the socio-economic and the demographic characteristics of 

the pilgrims purchasing the consumer goods. 

8) To identify the pilgrims, trading in consumer goods during the season of Iiajj, and 

explain their motives. 

9) To determine and analyse the pilgrims' purchasing criteria with respect to 

necessary and supplementary goods. Also, pilgrims' opinions on the market of 

consumer goods and their attitudes towards their treatment by shopkeepers were 

discussed. 

10) To determine the expenditure profile of the pilgrims with respect to consumer 

goods, and explain the variations in their expenditure in the light of some selected 

demographic and socio-economic variables. 
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Therefore, in serving these objectives, a special survey was carried out on both 

shopkeepers (484) and pilgrims (434) in three major areas, namely the Uxrarn Area, 

Ma `äbdah Area and the Aziziyyah Area. A brief summary of the survey method and 

procedures is as follows: 

9.2.2.1 Organization Of The Investigation: 

The investigation was organized in five continuous chapters, starting from chapter 

four to chapter eight. Chapter four is titled: Survey Research Methodology, and was 

included to describe in detail the method and the procedures of the data collection. It 

also describes the data in terms of process, presentation and analysis. Chapters five, 

six, seven and eight present at length the data analyses and discussions in relation to 

the objectives stated above. That is, chapter five discussed the objectives relating to 

the shopkeepers; chapter six dealt with the objectives relating to the consumer goods; 

chapter seven discussed the objectives relating to pilgrims, and finally in chapter eight 

the hypotheses about the shopkeepers' purchasing decisions relating to prices, quality, 

quantity and variety were statistically examined. In addition, this concluding chapter 

(nine) presents a detailed summary of the survey findings and conclusions, along with 

the summary and conclusions of the other chapters. 

9.2.2.2 Methodology of the survey: 

I. Population coverage: As shown in chapter four (section 4.3), the population of the 

survey was spread over the shopkeepers and the pilgrims in Makkah, llaj j 1414 

A. H (1994). It was also indicated (in section 4.3.2) that the survey areas, from 
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which the samples of the shopkeepers and the pilgrims were selected, are identified 

as the Haram Area, the Ma `äbdah Area and the Aziziyyah Area. 

II. Sampling technique: The sampling technique used in the selection of the sample of 

shopkeepers in the three areas was based on probability sampling procedure by 

selecting every fifth shop, starting from the furthest point in each area from the 

Holy Mosque, and then moved towards the Holy Mosque. This was done with the 

aid of maps of the areas, and the starting point in each area was marked and given 

to each student (see section 4.6.2). With respect to the sample of pilgrims, a similar 

sampling technique was employed by which pilgrims were systematically selected 

in the three areas i. e., the fifth, the tenth pilgrim .. so on. 

III. Data processing: The data processing was first done at the Hajj Research Centre 

(H. R. C) using the Statistical Package for Social Science (SPSS), and later was 

loaded in a personal computer. 

IV. Data analysis and presentation: In chapters five, six and seven, simple statistics like 

frequency and percentage distributions, mean, mode and median were used where 

necessary. In chapter eight, along with frequency and percentage distributions, tests 

of association like chi square (x2) were used to test the hypotheses relating to the 

shopkeepers' purchasing decisions. 

9.2.2.3 Conclusions Of The Investigation: 

In this section, we will present the conclusions of our special investigation 

regarding the effect of Hajj on the trade in consumer goods. However, our derived 

conclusions are guided by the objectives stated above: 
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As For The Shopkeepers: 

1- As fully discussed in chapter five, it was initially evident that the season of Hajj 

expands the market of consumer goods as it increases the number and the types 

of shopkeepers who supply the consumer goods. This was clearly observed from 

the analysis regarding the type of shopkeepers who participated in the survey. As 

revealed in section 5.1.3.3,22.7 per cent (or 110 shopkeepers) of the total sample 

were found as temporary (or seasonal) shopkeepers, running their business 

during Hajj only. In fact, since the sampling technique with respect to the 

shopkeepers was based on probability sampling procedure, this proportion 

(22.7%), which represents almost a quarter of the total sample, may be a reliable 

indicator of the expansion of the market. Therefore, it can be concluded that the 

season of Hajj has an evident impact in expanding the volume of the market of 

the consumer goods by 22.7 per cent. However, this effect in the expansion of 

the market was also found to be more significant as one approaches towards the 

Haram Area and vice'versa. As shown in section 5.1.3.6, the major proportion of 

the Hajj time shopkeepers (34.6%) was located in the fly Area, and this 

proportion decreases gradually the further one moves away from the , (faram 

Area; 19.1% in the Ma`äbdab Area and 11.9% in the `Aziziyyah Area as the 

furthest area from the pram Area. Therefore, it can be concluded that the effect 

of the Hajj is more visible in the market of the «gram Area than in any other 

area. 

2- Other interesting observations which suggest the effect of Hajj on the trade of 

consumer goods are the characteristics of the shopkeepers. As indicated in 
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section 5.1.4, evidence was found that the season of Hajj offers an opportunity of 

investment not only to Saudi citizens but also to some other nationalities, mostly 

resident in the city of Makkah. The analysis revealed that 22% of the total 

shopkeepers are non-Saudis. This finding, however, was not expected since the 

regulation of the country does not allow non-Saudis to run businesses on their 

own. It was inferred, however, that most of the non-Saudi shopkeepers run the 

business either in partnership with Saudi citizens or run the business on their 

own, but officially under the names of Saudi citizens. In addition, it was further 

noticed that the profitability of the season of Hajj was the crucial motive for the 

participation of the non-Saudi shopkeepers, as seen in section 5.1.4.1, since 

almost half of them (47%) were found to sell goods during Hajj time only 

3- As far as the educational level of shopkeepers is concerned, we unexpectedly 

found, in general, that the season of Hajj seems to appeal more to the people 

with lower education than of those with high education. In section 5.1.4.3, our 

analysis revealed that the major proportion of the fiajj time shopkeepers arc 

concentrated in the low educational level categories of whom 20% were illiterate 

or had no formal education. 

4- Another interesting aspect of the shopkeepers' characteristics is their occupation. 

As shown in section 5.1.4.4, the occupations of the Hajj time shopkeepers vis-ci- 

vis that of the annual shopkeepers are also of some significance. As 

demonstrated in table 5-16, the proportions of students (14%) and employees 

(25%), conducting the business of consumer goods during Hajj time were 

remarkably higher than for their counterpart who run the business all the year 
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round. This interesting finding suggests that the season of Hajj attracts not only 

tradesmen but also people of different walks of life to invest in such a bonanza 

business. It may be also explained that the reason for the participation of the 

employees and the students is that the schools and most of the government 

departments are closed during Hajj time. 

5- The history of conducting the trade of consumer goods on a seasonal basis 

(during Hajj time) was also investigated. As presented in section 5.1.4.5, we 

observed that running this business only during the season of Haj j seems to be a 

recent economic phenomenon. 16% of the Hajj time shopkeepers indicated that 

they had been in this business less than ten years and 71% indicated that they had 

been in this business less than five years. Based on this trend, we can ascertain 

that conducting the business of the trade of consumer goods on a temporary basis 

(during the season of Hajj) will continue to increase in the future. 

6- Another important feature that substantiates the commercial significance of the 

Hajj season for conducting the business of consumer goods is the shopkeepers' 

motives. As revealed in section 5.1.5, the overwhelming majority of shopkeepers 

(62.2%) indicated that they run this business because the season of Hajj 

represents the major source of their incomes, while only 37.8% of them indicated 

that they run such business as a religious duty to pilgrims. In fact, this financial- 

oriented motive appears to be the dominant motive of most of the present 

shopkeepers. In comparison, the analysis revealed that the highest proportion of 

shopkeepers who are motivated by the financial gain are the Iiajj time 
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shopkeepers (70%), while the highest proportion of those who are motivated by 

the religious duty are mainly annual shopkeepers (40.1%). 

7- In investigating the commercial significance of the Hajj season from the point of 

view of the annual shopkeepers, the bulk of them (71.1%) indicated that the Hajj 

season is a great opportunity for them to sell one or more types of goods 

accumulated in their stocks. This may provide a clear indication that the Hajj 

season brings about a good opportunity to get rid of some over stocked goods for 

the annual shopkeepers (see section 5.1.6). 

8- Another significant aspect relating to the shopkeepers i. e., their purchasing 

decisions regarding each of the following common criteria: prices, quality, 

quantity and variety, when they supply" goods in the Hajj market, was also 

investigated. The purpose of investigating this aspect was to provide a better 

understanding about the shopkeepers' purchasing decisions in the Hajj market 

and to ascertain the influence of some factors, namely the location and the period 

of activity, on their decisions. This was discussed and statistically tested in 

chapter eight. In general, it was initially revealed that the price appeared to be the 

most dominant criterion in the shopkeepers' buying decisions in the Hajj market, 

representing 29%. The second important criteria in the shopkeepers' buying 

decisions were the quality and the variety, representing 25.5% and 25.3% 

respectively, while the quantity was the criterion considered least in their 

decisions, representing only 20.2%. In fact, these results may reflect the 

awareness of the shopkeepers about the Hajj market and the pilgrims' behaviour 

in terms of preferences and tastes. However, each one of these criteria was 
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further tested against the location of the shopkeepers and the period of activity as 

annual and Hajj time shopkeepers. Based on the chi-square results, it was 

revealed that there was a significant relationship between the factor of location 

and the shopkeepers' purchasing decisions. The shopkeepers located in the 

Haram Area were found to consider significantly variety (47.3%) and quantity 

(43.6%), while the shopkeepers located further from the . Iaram Area namely in 

M abdah and the Azizryyah areas considered significantly the price and the 

quality when they supply goods in the Hajj market. Therefore, it can be 

concluded that the season of Hajj also has a significant effect on the 

shopkeepers' purchasing decisions when they supply their goods during Hajj 

time. That is, since the Haram Area is densely populated by pilgrims more than 

any other area, the demand for goods is then high. Subsequently, the shopkeepers 

in this area are expected to be motivated by the high demand, and then they 

supply their goods in large quantity and with a wide range of variety. In contrast, 

due to the fact that the Ma `äbdah and the Aziziyyah areas are less populated by 

pilgrims, the shopkeepers in those two areas were then more concerned with the 

price and the quality as most of their customers are locals. The effect of Iiajj was 

also evident when considering the factor of the period of activity as annual and 

Hajj time shopkeepers (see section 8.2.2). The chi-square results revealed a 

significant association between the period of activity and the shopkeepers' 

purchasing decision regarding quantity and variety. In comparison with the 

annual shopkeepers, the Hajj time shopkeepers were found to consider 

significantly the quantity (48.2%) and the variety (60.9%). Also, this is attributed 
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to the season of Hajj since the two criteria i. e., quantity and variety are 

significant in the market of Hajj. 

As For The Consumer Goods: 

9- The analysis of consumer goods is presented in chapter seven. As shown in 

section 6.2, the goods most supplied in the Hajj market are foodstuffs, drinks, 

followed by fabrics and ready-made clothes, representing 28.9% and 22.1% 

respectively. In fact, these types of goods appear to be the goods most demanded 

by the pilgrims. However, some other goods were also significantly supplied but 

with relatively low proportions e. g., presents such as prayer mats and rosaries, 

leather products, electronic items .. etc. Apart from the foodstuffs and drinks, we 

observed that the shopkeepers tend to supply any type of goods that pilgrims may 

buy as presents for their relatives and friends on their return back home. In 

addition, the analysis revealed a significant finding about the goods dominating 

the Hajj market. As shown in table 6-2, the non-food goods as a whole were 

dominating the Hajj market (64%) over the food goods (36%). Probably this 

indicates a new trend for the shopkeepers to supply more non-food goods than 

the food. This trend may also reflect the demand of pilgrims as they spend more 

on durable goods than food. It can be, therefore, stated that the season of Flajj 

tends to activate the market of non-food goods more than the food market. This 

is also evident as we observe that the highest proportion of the shopkeepers 

(64.4%) in the ]Iaram Area - the most densely populated area by pilgrims - 

supply non-food goods, while those who supply food represent only 35.6%. Even 

the areas located further than the Hararn Area were found to consider non-food 
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goods; the shopkeepers supplying non-food goods in the Maäbdah Area 

represent 50% and those in the Azizi yah Area, 75.6%. 

10- Another aspect of the characteristics of the consumer goods which was found to 

be activated is the origin of the goods. As demonstrated in section 6.3, the 

foreign-manufactured goods (34.9%) were the goods most supplied in the market 

of Hajj vis-ä-vis locally manufactured goods (15.7%). In fact, in the light of the 

low productivity and effectiveness of the present industrial sector in Makkah, the 

market of Hajj would therefore rely substantially on the goods imported from 

foreign countries. Unless a proper and suitable economic strategy is set for the 

industrial sector of Makkah, the market of Hajj will be a mere promotional 

environment for various brands of products manufactured by international 

companies. 

11- Also within the market of the consumer goods, evidence was obtained that the 

season of Hajj has a significant impact in diversifying the forms of selling goods 

by the shopkeepers i. e., selling in retail, in wholesale or a combination of the two 

forms; selling in retail and wholesale at once. As seen in section 6.4, the three 

forms of selling goods were all adopted by the shopkeepers. The majority of the 

shopkeepers (73.8%) were selling their goods, as expected, in retail, followed by 

those who were selling goods in both retail and wholesale, and finally 8.4% were 

selling only in the form of wholesale. In fact, the adoption of the latter two forms 

of selling is also significant during the Hajj time, possibly due to the fact that 

some shoppers, who could be local shoppers or some organizations such as 

Ti wäfah Establishments, tend to buy goods in bulk. 

439 



12- Our analysis revealed also that a number of sources of goods supply are 

significantly activated during the season of Hajj. The most significant supplier 

for the shopkeepers in the Hajj market are the tradesmen. In fact, the term of 

tradesmen in our survey refers to those who sell the consumer goods in large 

shops such as supermarkets. The other important goods suppliers which appear 

to be active in the Hajj season are the wholesale markets and the distributors, 

those who are granted a franchise to sell some products manufactured, whether 

in other regions of the country or by foreign manufacturers. Whereas the least 

active source of goods supply, as concluded earlier, is the local manufacturers 

located in Makkah. Given the annual and the Hajj time shopkeepers, we 

observed that the main source of goods supply is mainly the local tradesmen and 

the wholesale market. 

13- Some negative aspects relating to the trade of consumer goods during the Hajj 

time are the complicated official routine and procedures that each shopkeeper 

has to follow in order to set up such a business. As a matter of fact, such 

bureaucratic procedures bring about a serious entry barrier to the market of the 

consumer goods. In fact, such official regulations are experienced mostly by the 

annual shopkeepers as 98.1% of them indicated that they had to get permission 

from numerous official departments i. e., the Municipality of Makkah, the Branch 

of the Ministry of Commerce and the Department of Civil Defence. As for the 

Hajj time shopkeepers, the majority of them (73.6%) indicated that they had to 

consult only one department i. e., the Municipality of Makkah. In any case, it 

appears that although some regulations have been simplified for the Hajj time 
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shopkeepers, the majority of the annual and the Hajj time shopkeepers (88.4%) 

showed a negative attitude towards these compulsory regulations as they 

answered that the official procedures were excessive and unnecessary. Even for 

the Hajj time shopkeepers who have to get their business permission from only 

one department, they can have to go through a long bureaucratic process to get 

their permission. 

14- The use of advertisement by the shopkeepers involved in the trade of consumer 

goods during the Hajj time was noticeably limited. As seen in section 6.8, those 

who utilized advertising represent only 16 per cent of whom only 7.9 per cent 

were Hajj time shopkeepers. Possibly, the shortness of the Hajj period and the 

potentially high cost of advertising are the major factors, discouraging the 

shopkeepers to advertise. Therefore, it can be concluded that the season of Hajj 

has no evident effect on the advertising industry. 

15- In relation to employment within the context of the trade of consumer goods, 

the study has shown that such an area is significantly triggered by the Hajj. It has 

already been observed that the season of Hajj offers a wide range of employment 

opportunities almost in every operating body e. g., transport companies, TiwJfali 

Establishments ... etc. These opportunities were also remarkably seen in the 

goods market. As revealed in section 6.9, we observed particularly that the Fiajj 

time shopkeepers offer more opportunities of employment than the annual 

shopkeepers. In fact, the high demand for employees is largely due to the fact 

that during Hajj all shops open almost twenty four hours, especially in the areas 

where most pilgrims stay such as the Hamm and the surrounding areas. 
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Therefore, shopkeepers recruit more workers to work either full or part time. 

These opportunities of jobs are also offered to ordinary people, since no skills 

nor qualifications are required. 

16- The season of Hajj was also found to influence significantly the renting 

business associated with the trade in consumer goods. This influence was 

substantially observed in three areas i. e., renting period of the shop, sources of 

shops letting and the rental cost of the shop. As analysed in section 6.10.1, we 

observed that due to the season of Hajj the length of the letting contract of shops, 

which is normally based on a twelve months basis, has become based on three 

periods, namely (i) Whole year contract, including the Hajj time (ii) Only Iiajj 

time contract and (iii) The rest of the year contract i. e., all the year round except 

the Hajj time. On the basis of the responses given by the shops owners, annual 

shops renters and Hajj time shops renters, the high rental cost during 11ajj was 

the main factor, causing such diversification of the letting periods. In relation to 

the sources of letting, we also observed in section 6.10.2 that the numbcr and 

types of letting sources increase during Hajj. Although the official sources for 

letting shops are the estate agents, the majority of the Hajj time shopkeepers 

interviewed indicated that they had rented the shops privately either through the 

shops' owners (50%) or through the whole year renters (37.5%). Those who 

rented through estate agents represent only 12.5%. Similarly, the majority of the 

annual shopkeepers (81.7%) indicated also that they had rented through the 

shops' owners, while only 18.3% of them rented through estate agents. As for the 

.. rental cost of the shop, we clearly observed that rents of shops during, the IIajj 
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time increase sharply, which in some cases exceed the annual rents. This steep 

and sudden rise in the shop rent is quite significant, and clearly indicates the high 

profitability of renting business during Hajj time. As our statistics revealed, we 

observed that the most frequent rent (the mode rent) paid only for the period of 

Hajj was SR 50,000, while the most frequent annual rent was only SR 30,000, 

with a difference of 66.6%. In fact, due to the high rental costs of shops during 

Hajj time, we observe that some people rent shops for the whole year and they 

sublet them during Hajj time. However, the high rents of shops for the period of 

Hajj were significantly found in two major areas i. e., the Varam and the 

Aziziyyah areas. 

As For The Pilgrims' Profile: 

17- Most of the pilgrims interviewed came from the Arab African countries 

(35.7%), of whom 22.4% were from Egypt, and from the Arabian Peninsula 

(26.7%) of whom 10.6% were Saudis. In general, this may indicate that therc is a 

greater tendency amongst Muslims living far away from Makkah to perform IIajj 

than those who live whether in Saudi Arabia or in the Arabia Peninsula as a 

whole. In fact, the increase in the number of pilgrims coming from distant areas 

is largely due to the improved means of transport whether by air, sca or land. 

18- The major socio-economic and demographic characteristics of the pilgrims 

interviewed are shown in sections 8.3/4, and can be summarized as follows: 

1- Sex Composition: The pilgrims interviewed were male dominated: 

Male = 85%. Female = 15%. 
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2- Place of Residence: The majority of the pilgrims came from urban areas: 

Urban pilgrims = 55.5%. Rural pilgrims = 44.5%. 

3- Age: The bulk of pilgrims were generally in the middle age: 

Young age (up to 30 years) = 25.8%. 

Middle age (31 - 50 years) = 53.7%. 

Old age (over 50 years) = 20.5%. 

4- Educational Level: 14.7% of the pilgrims had no formal education. 
Amongst those with formal education, 36.2% had education at Universities. 

The remaining pilgrims are: 

1-6 years of schooling = 10.8%. 

7-9 years of schooling = 17.3%. 

10-12 years of schooling = 21%. 

5- Occupations: The majority of the pilgrims (44.9%) were generally 

employees. The rest of them indicated the following categories: 

Tradesmen = 11.5%. Craftsmen = 12.4%. 

Students = 8.5%. Farmers = 7.4%. 

Unemployed = 5.8%. Other occupations = 9.4%. 

6- Income Level: The majority of the pilgrims (74.3%) were low income 

earners: 

Low income (up to SR 4,000) = 74.3% 

Medium income (SR 4,001 - 8,000) = 16.1% 

High income (over SR 8,000) = 9.6% 

In fact, the socio-economic and demographic characteristics of individuals are 

considered to be significant factors, influencing their demand for and expenditure on 

consumer goods. More importantly, level of income and education are vital factors 
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inasmuch as they reflect the purchasing power and the awareness of individuals in the 

goods market. In relation to our sample, we clearly observed that the majority of them 

had fairly good education, but most of them are low income earners. Therefore, it can 

be concluded that their demand for goods is restricted by'those two parameters; the 

low purchasing power resulting from their low income level, and the relatively. high 

awareness of the market conditions resulting from the fair education level they 

received. In addition, this may have an effect on their expenditure patterns. 

19- Another important aspect relating to the pilgrims is the incidence of repetition 

of Hajj. As shown in section 7.3.3, more than half of them (53.7%) repeated the 

performance of Hajj only once. The others indicated that they had repeated Hajj 

more than once, of whom 12.9% performed Hajj ten times and more. In fact, the 

more times Hajj is performed the higher the awareness by the pilgrim about the 

goods market in Makkah will be. 

20- It was also observed that almost half of pilgrims (41.5%) performed I Iaj j with 

Tiwäfab Establishments, while the remaining, 24% performed Hajj individually 

and 34.6% performed it collectively, with groups of pilgrims. Such modes of 

performing Hajj may also have a significant effect on their expenditure on goods 

particularly on foodstuffs. 

21- Evidence was revealed that some pilgrims, possibly traders, take the opportunity 

of this religious congregation, Hajj, for selling or advertising their goods. As 

shown in section 7.6,61 pilgrims, representing 14.1% indicated that they brought 

some goods for trading or advertising amongst pilgrims. Most of such goods 
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brought by pilgrims are foodstuffs, clothing, rags and prayer mats. The highest 

proportion of them (47.5%) brought the goods for selling, and 45.9% brought 

their goods only for advertising. This indicates that the season of Hajj offers also 

opportunities of trading and promotion for the pilgrims. 

22- With respect to the criteria on which pilgrims buy goods, we observed that the 

majority of the pilgrims consider the price as the foremost criterion when they 

buy necessary goods such as food or supplementary goods such as gifts. In fact, 

this may be due to the fact that pilgrims are mostly of low income, and the 

generally high prices that occur during the Hajj season. The other significant 

buying criteria with respect to the necessary and the supplementary goods were 

indicated differently. As for the necessary goods, the pilgrims' criteria were, 

respectively, quality (28.1%), packing (18.7%) and goods of a local origin 

(8.1%). As for the supplementary goods, they indicated packing (18.4%), local 

origin (13.6%), the spiritual value of the goods (13.4%) and the quality (8.8%). 

In conclusion, it can be stated that apart from the price, there are significant 

differences between the pilgrims' buying criteria when they buy necessary goods 

and when they buy supplementary goods. 

23- In relation to the pilgrims' opinions expressed on the market of consumer 

goods, almost half of them (46.5%) indicated that the market needs more 

supervision, while the second largest proportion (20.3%) indicated that the goods 

in the shops need better display. 
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24- Regarding the pilgrims' attitudes towards their treatment by the shopkeepers, 

over three quarters of them (88%) complained seriously about unkind treatment 

by the shopkeepers. This unexpected attitude may be due to the limited business 

experience of the shopkeepers who participate only during Hajj time. 

25- In respect of the pilgrims' expenditure incurred on the consumer goods, the 

survey analysis revealed that the per capita average expenditure was SR 2,855. 

The highest expenditure incurred by a pilgrim was SR 25,617. As a whole, the 

total expenditure incurred on consumer goods was estimated as high as SR 

1,021,644. In fact, these significant statistics indicate that the pilgrims' 

expenditure on consumer goods represent an immense portion of their total 

expenditure during their stay in Makkah. Furthermore, the expenditure break- 

down revealed that foodstuffs and drinks represent a major part (23.9%) of their 

expenditure heads, as they spent on them SR 244,233. In fact, their expenditure 

on these particular goods (foodstuffs and drinks) is quite significant since such 

goods are necessary and consumed on a daily basis. The second significant item 

which is in high demand by pilgrims is clothing, representing 18% of their total 

expenditure. Other goods such as prayer mats, rosaries, jewelry, children's toys 

and leather products are also in demand and represent a significant proportion of 

the pilgrims' expenditure as they buy them as presents and gifts for their 

families, relatives and friends on their return back home. In correlating the 

expenditure profile of the pilgrims with some socio-economic and demographic 

factors, the analysis revealed that there are significant relationships between the 

expenditure profile of the pilgrims and their nationalities and sex. These two 
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factors were found to be influential factors on the pilgrims' expenditure. 

However, factors such as place of residence (urban and rural) and the mode of 

performing Hajj (with mutawwiin, individually or with groups of pilgrims) were 

found to be insignificant factors on the expenditure profile of the pilgrims. 

9.3 GENERAL CONCLUSIONS: 

Based on the foregoing summary and conclusions, the impact of the Hajj on the 

economy of Makkah is quite evident. The major area significantly and directly 

influenced by the season of Hajj is the service industry i. e., {iwäfah services, housing 

industry and transport services. As regards the industrial sector, the study showed no 

significant effect which is , as discussed earlier, due to the nature of the economic 

strategies set for industrial development in Makkah. 

Our special investigation provided conclusive evidence that the season of Hajj also 

has a very significant impact on the trade in consumer goods. This cvidcncc was 

obtained from the data collected from the shopkeepers and the pilgrims. 

Finally, this study has also documented a substantial body of data on a numbcr of 

economic activities central to the Hajj operations in Makkah. The bulk of this data, I 

believe, may contribute significantly to shedding light on the common economic 

aspects of the Hajj and its impact on the economy of Makkah. 
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GLOSS. A. R`ý' 



GLOSSARY OF ARABIC TERMS 

(The meanings given below are those in which the terms have been frequently used in the texts). 

" ADILLA' (sing. DALIL): 
See: Dalil. 

" 'ARAFf1T(also known as 'ARAFAH): 
`Arafat is one of the holy places. It is an arid, gravely plain near Makkah where 
pilgrims must be standing on the 9th Dhul hijjah, Standing Day, in order the IIajj 
to be valid. 

"A Yf1MAL-TASHRIQ (sing. YAUMAL-TASHRIQ): 
`Ayäm Al-tashriq are the three days following the day of `Arafah. During these 
days, pilgrims perform the rites of ramy, halq or taglir, lawäf al-'iffcah and the 
sa`y [q. v. ]. 

" DALIL (pl. 'ADILLZ'): 
Dalil is a person who serves and guides pilgrims while they are staying in 
Madinah. 

" DHUL tIZJJAH: 
Dhul hijjah is the 12th month of the Muslim lunar calendar. The high point of 
Hajj is 9th Dhul hijjah, the Standing Day. Dhul hijjah month is one of the months 
of Hajj. 

'IFApAH: 
'Ifädah literally means pouring forth. The mass exodus from 'Arafah to 
Muzdalifah after sunset on Standing Day, also called the Nafrah. The term of 
'Ifädah is also associated with the rite of lawäf (lawäf al"'lfjah); the 
circumambulation of the Ka'abah performed on 10th Dhul 1 ijjah [q. v. ]. 

'IHRA %1 
'Il räm is the state of consecration or ritual purification which has to be performed 
at specific stations (migät) around Makkah for performing llajj or' Umrah. The 
rite of 'I11räm is performed with washing the whole body, putting some perfume, 
laying off the normal clothes and putting on 'izär, declaring the intention of 
performing Hajj or 'Umrah or both, and praying two rak'ah if possible. 'lt}rlm 
also refers to'iziir [q. v. ]. 

JAMRAH(pl. JAMARAT): 
The term used to designate three pillars in Mina at which stones are thrown during 
the Hajj ceremonies. Representing the devils or the Satan, they arc the Jamrat at. 
'Aqabah, al-Jamrah al-$ughra' and al-Jamrah al-Wu§la'[q. v. ] which all have to be 
stoned by pilgrims on the Days of al-Tashriq. 

JAMRATAL-'AQABAH 
Jamrat al-'Aqabah is the biggest pillar located in the western end of Mina towards 
Makkah. This Jamrah is the only one to be stoned on the 10th day Dhul 4ijjah. 



" KA `BAH: 
Ka'bah literally means cube. It is the stone structure in the centre of the Holy 
Mosque in Makkah toward which all Muslims face while praying. It is covered by 
a black brocade and gold cloth called Kiswah [q. v. ]. 

" NAHRAH: 
Maharam is a husband or a relative within the prohibited degrees of marriage. 
Women who wish to perform Hajj or `Umrah need to be accompanied by a mahram. 

" MARWAH: 
Marwah and ýafa' are two small hills between which the rite of Sa`y is 
performed, starting at $afa` [q. v. ] and ending at Marawah. 

. MINA: 
Mina is one of the holy places located between Makkah and `Arafah. It contains 
the three jamrah, and is the site for the observance of the feast of the sacrifice for 
those making the Hajj. 

" MIQAT (pl. MAWAQII): 
Migät refers to a special station at which those who intend to perform ilajj or 
`Umrah must perform 'Ihräm, the ritual of purification. There are four mig3ts 
located in different directions around the city of Makkah. 

" MUTAWWIF (pl. MUTAWWIFA): 
Mutawwif is a person who serves and guides pilgrims from their arrival until their 
departure. His main function is to provide pilgrims in his care with religious 
guidance, transportation, accommodation and food throughout the llajj time. 
Currently, mutawwifin are divided into six groups (Mulawwifin Establishments), 
representing the major nationalities of pilgrims. 

"A ZDALIFAH" 
Muzdalifah is one of the holy places located half-way between ̀ Arafah and Mina. 
It is the place where pilgrims stay part or the whole night of the 9th day Dhul 
hijjah as they move from `Arafah to Mina. 

" NAFRAH" 
Nafrah literally means rushing. The mass exodus from 'Arafah to Muzdalifah 
after sunset on the standing day. Also called 'Ifa4ah. 

RAMP: 
Ramy is the act or process of throwing. It refers to the rite of the stoning of the 
jamarät on the Days of al-Tashrlq. 

SAT: 
Sa'y literally means running. It is one of the rites for Hajj and / or 'Umrah. 
consisting of seven one-way trips between al-$afa' and al-Marwah. 

, cAFA': 
See: Marwah. 

SUNNAH: 
Sunnah is the Prophet Muhammad's word and actions which are to be followed 
by Muslims. 
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" SUQAH (sing. SAQY): 
The term of Sugäh in Hajj includes the shepherds, those who are in charge of 
animals and water supplies. 

" TA WAF: 
Tawäf is the sevenfold circumambulation of the Ka'bah. There are generally three 
tawäfs during Hajj: tawäf al-'Ifa4ah, tawäf al-Qudnm and tawäf al-Wadi` 
(farewell tawäf). 

TAWAFAL-'IFAPAH: 
Tawäf a1-'Ifä4ah is one of the Hajj pillars, consisting of sevenfold 
circumambulation of the Ka'bah. 

TAW. 4FAL-QUDIM 
Tawäf al-Qudüm is the sevenfold circumambulation of the Ka'bah performed on 
arrival. 

TA WAFAL-WADA `: 
Tawäf al-Wadd' is the sevenfold circumambulation of the Ka'bah performed on 
departure. 

'UMRAH: 
`Umrah is the lesser Hajj which can be performed conjointly with Iiajj, or 
separately any other time during the year. It involves performing the rites of 
'ihräm, tawäf, sa'y and shaving or cutting the hair short. 

" WAKIL (pl. WUKALX ): 
Wakil means literally agent or deputy. One who looks after and serves the 
pilgrims in Jeddah, from their arrival until their departure for Makkah, and again 
at the time of their departure from the country after I laj j. 

YAWMAL-WUQIJF: 
Yawm al-WuqUf literally means Standing Day. It is the high point of Ilan , falling 
on 9th Dhul hijjah. The Standing Day begins at noon and ends after sunset on the 
same day. 

" ZAKÄH: 
Zakäh refers to the alms which is an obligatory donation of money, properties 
used for commercial uses and some foodstuffs required on yearly basis. It 
represents one of the five pillars ('Arkän) of Islam. 

" ZAMZ4M 
Zamzam is the name of the holy water sprung of a well inside the Holy Mosque in 
Makkah. 

ZAMZ<4MY(pl. ZAMAZIMAH): 
Zamzamy is a person who provides the water of Zamzam to any who wants it, at 
any time but particularly during Hajj. Zamäzimah has bee organized into a guild 
under the supervision of the Tiwäfah Establishments in Makkah. 
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APPENDIX (A): OUESTIONNAIRES 
A-1: A sample ýýthe questionnaire distributed to thy sýgRYeepers (Printed in Arabic). 
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A-2: A sample of the questionnaire distributed to the pilgrims (Printed in Arabic and English. 

J�taýn; JIý, ýIr; l //, 111 qd Lt1IP. 1ý: IIdji 
äff, L,.: 1 I 

,P 
LýJ I lJý lI" :l , ale J+rs"J päcal, 

Time and date of interview: Q (1 Q EQ[] 

(: 1 l: t I ý. ý1, . _º, ) ....................... ...... .................. .... _................. .... ......................... ................... L_LJ Q 
Place of interview: 

Name of student: 

1- Nationality (:. -4M): (. ) 

2- Are you residant in Makkah? (L, ýU1 ... 

Li Yes (r-,; ) 

43- sex (,, I ý,; ): 

=1I Male (, s, ) 

c2 'No (y) 

Female L) 

-3 - Age (, Jl): 

F1 Less than 20 (r " ý" jui). 
F+-3 31-40(s". r1) 

Over 50 (o " i, J) 

5- Level of Education (ý,. ýý! I s,: ýl): 

ý1 Zero ( i) 

pl, -i 
-9 yts of schooling (ý.,: ") 

(ý"ý) E 
13 - 16 yrs of'schooling 

G- Occ 

0 0 

upation (: 4iI'I: iß, 11); 

Employed (. J-) 

Grat'tsman (ýºý) 

Farmer (C) 

Other (, LJS_ ) 

20-03(r.. T. 
a 41-40(o. a. ) 

0t 

0 

a 

Fl 

I-6 yrs of schooling ( 1,, ý1) 

1() - 12 yrs of schooling 
E 

Above 17 yrs 

'- Tradesman (, a; ) 
D Student (1U) 
D 

Unemployed (, }. AY) 

Flý 
7- What is your monthly net income (approximately)?: 

Ei II1COI�C (, - -- ) Currency ca. ýý) (: ýý 
f) 

- Where do you live in your Country? (. 1.11; ; zeh: 
E city (. ý) 

[] Town (;. Lt) 
DI Village (kr) Othý'r 

1; 1-- 1= 

11 o 



ý) - How many times have you ncrt)nnCd 1-Iaj. j. including this, one'? 

IL 
1 

10 - How are you performing Ha1.1. (! C6 z.; I j. 6) 
a Alone (,, b, 1) With Pilgrims' Guild (:. ilk 

With group of pilgrims (ýl :ý. t,. ) 
[4 Other.. specify (ý i 

.. sjt) 
El 

( 
........................ 

) 

11 - How much money did you have with you when you arrived in Makkah? 

(! Z Jl-. lj I. ý. ýlSsillý11It. S,:; Ie: _ J. ý'Cbý ; t.! ISI) 

Fil Money (Z1al) ()a Currency (a. ýll) 

12 - If }. oll are perl'orming Hu, j. j with a Pilgrims' Guild how much did it Cost you? 

(1 t{J .. 3. ) rl- ý: J- I3I ) 

E1 N1oney ( 1) ()7 Currency (: 1.. 1o ( 

1; - Did you brine commodities with Vou for trade in Makkah? 

11 Yes(.; ) 
f -2ýN'o(Y) 

If ves, what type of commodities? 
1;,;,,,;,, x. 

1 V. 1I &L.: aJI L+ U. (t... %) 'I Z IS III) 

01 Food/Drinks %-ZY) Fahrics ('"_. ß) 

171 Prayer mats & Rosaries (ln.. j y. ) Ready - "lade clothes (; ,,. -x-) 

Stationery & Books -.; ý": j3ij,: S) 
r 6] Jewelry l.: ýlýyý"ý ý. ý+3) 

Electronic Items Children's toys Uuw i 
... j) 

Footwear S: Leather products :, LA_; - 1I, L;. I) 

lU Perfumes & Cosmetics "»L, ) 

14 - If you brought commodities with yOu for trade, i, it because: 

ýý.. _ .; uý, },. º, t iýt, i;,.. rte , t,... ý, yi ýýt) 

You don't have enough provision and you want it) support your living during I laji. 

(J; L" J JL<: ; Z) I Ar; j Li LS !; Js- ! 4. J r .. J) 

D YOU %vaitt to advertise Your products Pilgrims. 

(,. 1. ß Jl . -L C-"; :, i . 4j ) 
You are nk)t satisI d with the commodities supplied in Fla. i. j. 

(L1I . l:: I 
QC )tliý"ý 1 ý. ý .. s, rl) l .................................. 

1111M 

N 

r-i 

El 
171 

F-I 
7 
F-I 
F-1 



15 - When you buy necessary commodities (lood, drinds etc) during Ha. jj. 

what do you consider most? 

! vr. 
L; 

Price (,. J, ) o Quality ;,,:, ) 

17-31 Packing (, 4L Jl) Local ( ,) 
Q- Q 

Imported 
Q Other (specity) ..................................... 

Q Q 

16 - When you buy supplementary commodities such as presents etc.. what do 

you consider most? 

ýIiIl. 
L-. ij I. yJlS ; Jl. S ýL. ür% 1.. ß: c 

r- Price (,, jl) rTI Quality EJ 

a Packing a Local (utn. ) 17 0 
EHI 

F5 Imporeted (3a Spiritual value (; ill l; J) 
7 

7 Other (specity) (j-L- F7 

17 - What did you or intend to buy from Makkah as presents? 

LI5 c 

Q Clothes ("_. ii/, ry-ý) 
Q Electronic materials (wrist watches, ra- QQ 

Qi Prayer iiiats ( tý... ) Q 

QD Jewelry (ýý )Q Other (specity) QQ 

Gv- Y) 
Q 

1S- Do you think the markets of Makkah needs: 

j1 

More supervision (U. SI) E 

Better supply l, }: ý; I 
,; o L) 

Q 

aBetter 
management (J.;.; i 1'' 

More advertising (A titer, ) E 

More supply 01' commodities (&L . JI 

\Vide variety of coin modities El 

Fil Other (specity) U. Lý .. sei) 



. 

ti 

y 

46 
19 - What are the major dif culties when dealing with the tradesmen'! 

(cýlý. lý.. 
ýLL:: 

l... x: rgt lyX11vL , 11 tel. ) 

rl Bad treatment (: : Lt... ) F2 
communication (Z JJ1 L,.. o) 

Slow service 
a Nothing (,: L,.. o Ate-i) 

r5 Other (Specify) (iss 
.. SJI) .................... 

F71 F-1 
F-I [71 
F 

20 - Please estimate your expenditures, in Makkah, on the loliwoing: 

(. 1.1 y_. U . k)I): 

Money 
. 
R. R. (jaj. --JI'l1.. )4 LUII) 

1- Prayer mats & Rosaries ( 

2- Children's Items (JUT yt J) 

4- Sacrifice (s-kb , 
I;. 

9 
i) 

5 Food/Drinks t. Jt, r. /.. YsL) 

6- Fabrics/Apparel (, -x,:,: tji) 

7- Jewelry (,: ýI, ýrn-, r3) 

S- Footwear/Leather products 

9- Electronic Items (wrist watches. radio ... ete. 

10 - Perfumes and cosmetics 

(: rSIrJI :vh, Y I, :ý 1ýý4. )I ) 

11 - Other (speci I'v) 
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?3- If you have any corn ments concerning the commodities, please insert below: 

(L)UI ýI)JI L% LsJS; l . ýLJI Jy ýlhý; l, sl .L .JI; I): 

............... .................................................................................. ................................................ 

.............................................. .................... .......... ... ................................................. 

.ý 

........ ... . ...... .......... 
N [N/,, Ar 



APPENDIX (B): NAMES OF INTERVIEWERS. 

11 The names of students who worked in the data collection during the survey, May 1994. 

1- `Abdul `Aziz `Alawän, 'Umm Al-Qura Univesity Makkah, (Postgraduate student), 

Department of Islamic Economics. 

2- Iiusayn Muhammad Al-Sharif, King `Abdul `Aziz University, Jeddah, 

(Undergraduate student), Department of Informatics. 

3- Sälim `Ubyad Al-Bugami, 'Umm Al-Qura Univesity, Makkah (Undergraduate 

student). 
4- Bäz Muhammad Ghuläm, 'Umm Al-Qura University, Makkah (Undergraduate 

student), Institute of Arabic Language for Non-Arabic Speakers. 

5- Mäjid `Abdul Rahmän Jamal, 'Umm Al-Qura University, Makkah, Engineering 

College. 

6- Nagig Allah Iiabib Allah, 'Umm Al-Qura University, Makkah, (Undergraduate 

student), Institute of Arabic Language for Non-Arabic Speakers. 

7- Muhsin ýälili Kabkabi, 'Umm Al-Qura University, Makkah, (Undergraduate 

student), Arabic Language College. 

8- Muhammad Zaman, 'Umm Al-Qura University, Makkah, (Undergraduate student), 

Institute of Arabic Language for Non-Arabic Speakers. 

9- Hamddn Sa'ad Al-Bugami, 'Umm Al-Qura University, Makkah, (Undergraduate 

student), Arabic Language College. 

10- Badr Ba Wazir, 'Unzen Al-Qura University, Makkah, Hajj Research Centre (IIRC). 

11- Musfir `Ali Al-Bugami, 'Umm Al-Qura University, Makkah, (Undergraduate 

student), Department of Islamic Culture and Civilization. 

12- Fauz Al-Lihyäni, 'Umm Al-Qura University, Makkah, (Undergraduate student), 

Islamic Law College. 
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APPENDIX (C): FIELD WORK DOCUMENTS. 

C-1: A sample of the official letters sent by 'Umm AI-Qura University to the 

governmental organizations during the field work, explaining the purpose of 

the study and encouraging them to cooperate with the researcher. 
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C-2: Interviews With Some Officials During The Field Work: 

Photograph (a): Interview with the Head 
Zuhayr Qädi). 1994. 

of the Branch of the Ministry of Commerce in Makkah (Mr. 

Photograph (bam Interview with the Head of Makkah's Chamber Of Commerce and InJu, tr\ t. ý1r. NýthiI M. 
Qutb). 1994. 

480 



Photograph (c): Interview with the Chairman of the Makkah's Chamber (Mr. Sämi M. Tayb). 1994. 
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