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Abstract  

Islamic marketing is a rapidly growing field that encompasses marketing activities 

aligned with the principles and values of Islam. Islamic marketing has becomes 

crucial for businesses seeking to tap into this significant market segment as the 

world’s Muslim population grows. The aim of this study is to provide valuable 

insights of this specialized field. A systematic and thorough investigation of the 

current literature based on scholarly articles, books, referred journals, reports, and 

other pertinent sources has been incorporated to achieve the objectives of this study. 

The results of this review identifies and outlines the fundamental principles of 

Islamic marketing, enumerates the importance of adhering to Shariah compliance 

and halal practices in Islamic marketing, delve into consumer behavior within 

Islamic markets, illuminates the market potential and growth of halal products and 

services, emphasizes the ethical dimensions of Islamic marketing, identifies 

challenges that businesses confronted with strategies, advocates for the need to 

educate marketing professionals about Islamic marketing principles, and forecasts 

emerging trends in the field of Islamic marketing. The majority of the literature on 

Islamic marketing is focused on specific geographical territory, primarily countries 

with an Islamic majority. This bias may limit the generalizability of findings to a 

greater, global scenario. Such type of article can contribute to the growth and 

advancement of the field of Islamic marketing, promote ethical business practices 

and generate an in-depth knowledge of the unique characteristics and multifaceted 

dimension of Islamic markets. 

 

Keywords: Islamic Marketing, Islamic Branding, Muslim Consumers, Shariah Laws, 

Halal Products and Services  

 

1. Introduction 

In the ever changing era of globalization, where dominance of consumerism is 
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supreme, an unconventional marketing approach is gaining traction. Imagine a 

marketing strategy deeply rooted in faith, ethics, and spirituality - welcome to the 

world of Islamic marketing! 

Islamic marketing has gained prominence in recent decades. It is a marketing 

approach that complies to the principles of Islamic jurisprudence, emphasizing 

ethical behavior, social responsibility and adherence to Islamic values (Sandikci, 

2011). Alserhan and Alserhan (2012) postulated that Islamic marketing adheres to the 

principles of Islamic Shariah and caters to the needs and preferences of Muslim 

consumers. Muslim consumers are a distinct segment of consumers who follow 

Islamic principles and values in their daily lives (Shah Alam et al., 2011); whereas, 

Islamic Shariah is a fundamental concept in Islam that encompasses the moral and 

religious principles and guidelines derived from the Islamic sacred texts, primarily 

the Quran, the exact word of God, and the Hadith, Prophet Muhammad’s (SAW) 

words and deeds (Alserhan, 2011). The Quran categorizes Muslim lifestyles as Halal 

or Haram. Halal is a Quranic phrase that means permitted, lawful, or legal. It is the 

inverse of Haram, which means banned, unlawful, or illegal. Halal and Haram are 

phrases that refer to all areas of a Muslim’s life - consumption of food and nonfood 

items, services and lifestyle (Abuznaid, 2012).  

The significance of Islamic marketing transcends religious boundaries as Muslims 

are now the world’s second-largest religious group, after Christians (Shah et al., 

2022). There were 1.8 billion Muslims worldwide in 2015, which is around 24% of 

the global population. By 2030, this figure is predicted to increase to 2.2 billion that 

is around 26% of the world’s population (Pew Research Center, 2015). It has been 

estimated that 70% of all Muslims around the world adhere to Halal rules (Nuraini 

and Sucipto, 2021). With nearly 2 billion Muslims across the globe, constituting a 

significant consumer base, marketers are increasingly realizing the importance of 

harmonizing their strategies with the values and preferences of this distinctive market 

segment. 

The objective of this article is to conduct a comprehensive literature review of 

Islamic marketing, exploring its key principles, historical evolution, and its impact on 

consumer behavior and market dynamics. At the end of this review, readers will have 

a deeper understanding of the unique facets of Islamic marketing and its relevance in 

contemporary business atmosphere. Furthermore, this study will reveal that Islamic 

marketing is not just a niche concept but a transformative force shaping the 

marketing landscape by promoting ethical business practices, fostering brand loyalty 

and catering to the needs and preferences of a growing Muslim consumer base. 

 

2. Problem Statement 

Islamic marketing is a rapidly evolving discipline within the broader field of 
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marketing has gained significant attention due to its alignment with Islamic principles 

and values. Extensive review reveals a pressing need to focus several critical aspects 

and challenges within the domain of Islamic marketing. Despite its growth, a 

thorough knowledge of its theoretical underpinnings, real-world applications and 

effects on consumer behavior, businesses and society has yet to be fully explored. In 

addition to this, there is a lack of standardized guidelines and frameworks for ethical 

and Sharia-compliant marketing practices that hindering the effective implementation 

of Islamic marketing strategies by businesses around the world. The integration of 

traditional marketing approaches with Islamic values requires a deeper exploration to 

bridge the gap between contemporary marketing strategies and Islamic values. This 

article aims to mitigate such kind of research gaps and contribute to the innovative 

knowledge of Islamic marketing by conducting an in-depth analysis of existing 

literature. 

 

3. Research Objectives 

The primary objective of this study is to systematically review the existing academic 

literature related to Islamic marketing. This review aims to achieve the following 

specific objectives:  

1 To identify and analyze the fundamental themes, concepts and principles 

associated with Islamic marketing as portrayed in the literature. 

2 To assess the theoretical underpinnings and frameworks that have been 

utilized in studying Islamic marketing, understanding their applicability and 

contribution to the field.  

3 To identify gaps in the current literature, propose potential areas for further 

research and suggest improvements to advance the understanding and 

practice of Islamic marketing. 

By achieving aforesaid objectives, this qualitative review will enhance in-depth 

knowledge on Islamic marketing for academician, marketing practitioner and policy 

maker at the macro level. 

 

4. Significance of the Study 

The value of this research study lies in its ability to provide insightful knowledge 

about a specialized yet rapidly increasing area of marketing. Islamic marketing is a 

specialized area that incorporates Islamic principles, values and ethics into marketing 

practices, catering to the needs and wants of Muslim consumers. It is important for 

academic researchers, as it provides them with a comprehensive overview of the 

field’s evolution, key concepts and emerging trends. For businesses operating in 

Muslim-majority countries and those catering to Muslim consumers worldwide, this 

study could provide insights into effective marketing strategies that resonate with 
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Islamic values, which can lead to increased market share and customer loyalty. This 

qualitative review can shed light on how businesses can adopt ethical marketing 

practices that align with Islamic ethics. Furthermore, this study can foster in-depth 

cross-cultural knowledge. Such understanding is crucial for business organizations 

that want to exploit and expand innovative opportunities not only in Islamic sensitive 

market but also in other diverse consumer segments. Governments and other 

regulatory agencies in Muslim-majority countries may use the findings to shape 

policies and regulations to govern marketing practices effectively and efficiently. 

Finally, it can be used as a teaching resource in academic institutions, helping 

students and aspiring marketers gain a deeper understanding of the principles and 

practices of Islamic marketing.  

 

5. Methodology 

This section details the methodology used to conduct an in-depth review of academic 

literature on Islamic marketing. Sources were identified from academic journals, 

books, conference proceedings, and reputable online databases such as Google 

Scholar, JSTOR, Emerald Insight, and SpringerLink. The search included 

combinations of keywords like “Islamic marketing,” “Halal marketing,” “Islamic 

consumer behavior,” “Sharia-compliant marketing,” and “Islamic branding,” with 

Boolean operators (AND, OR) to refine the results. 

Inclusion criteria were set to include peer-reviewed journal articles in English, 

focused on Islamic marketing. Exclusion criteria filtered out irrelevant, non-peer-

reviewed, or low-quality publications. Data from the selected articles were extracted, 

focusing on research objectives, methodology, and key findings. The findings were 

then synthesized around key themes and sub-themes to provide a comprehensive 

overview of Islamic marketing research, highlighting significant contributions and 

identifying areas for future research. 

 

6. Literature Review 

6.1 Islamic Marketing: Islamic marketing is a dynamic and evolving field that has 

gained significant attention in recent years due to the growing importance of Islamic 

economies and the global Muslim consumer market (Floren et al., 2020).  

As researchers and practitioners seek to understand and harness the potential of 

Islamic marketing, the need for a clear and comprehensive definition becomes 

apparent. The early definitions of Islamic marketing were primarily focused on the 

incorporation of Islamic principles into marketing practices (Saeed et al., 2001). They 

emphasize the alignment of marketing activities with Islamic principles, providing a 

clear moral and ethical framework for marketing practitioners. But they oversimplify 

the complexity of Islamic marketing by not accumulating the cultural and contextual 
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variations within Muslim-majority countries. Later definitions started to consider the 

broader socio-cultural and economic dimensions of Islamic marketing. Abdullah 

(2006) proposed that Islamic marketing should be seen as a holistic system 

encompassing not only ethical business practices but also cultural sensitivity, social 

responsibility and economic justice. This approach acknowledges the multifaceted 

nature of Islamic marketing and its potential to contribute to societal well-being. 

While holistic, it lacks specificity and may be challenging to operationalize in 

practice, leading to ambiguity in its application. Sergius Koku (2011) codified the 

“Four Pillars” framework, which defined Islamic marketing as a system that rests on 

four pillars: Shariah-compliant marketing practices, Islamic ethics, Islamic culture 

and Islamic economics. This proposed framework offers a more comprehensive view 

of Islamic marketing by considering the interplay of multiple dimensions. The 

framework was criticized for its abstract nature and the challenge of quantifying and 

measuring these pillars in practice. Some recent definitions have shifted the focus 

towards the Muslim consumer. Alserhan and Alserhan (2012) argued that Islamic 

marketing entails marketing strategies rooted in the principles of Islamic Shariah, 

which are employed by companies, whether Muslim-owned or not, to cater to the 

needs and expectations of Muslim consumers. Jamal and Sharifuddin (2015) reveled 

that Islamic marketing is a consumer-centric, faith-based activity within the boundary 

set by Islamic shariah. They emphasized understanding consumer values, preferences 

and behavior in a cultural and religious context. This perspective recognizes the 

importance of consumer behavior in shaping Islamic marketing strategies. It may 

downplay the ethical and moral dimensions of Islamic marketing, potentially leading 

to a more commercialized approach. 

The evolving definitions of Islamic marketing reflect the dynamic nature of the field 

and the ongoing debate surrounding its conceptualization. While early definitions 

emphasized ethical alignment, recent perspectives have embraced a more holistic and 

consumer-centric approach. Each definition has its strengths and weaknesses, and the 

choice of definition often depends on the specific context and objectives of research 

or practice. 

 

6.2 Islamic vs. Conventional Marketing: Islamic marketing and conventional 

marketing differ in their fundamental principles, objectives, strategies and ethical 

considerations due to the distinct cultural, religious and ethical contexts they operate 

in. Islamic marketing places a strong emphasis on fulfilling the needs of individuals, 

showing ethical behavior and social responsibility in alignment with Islamic values 

and principles that derived from the Quran and Hadith. On the other hand, 

conventional marketing is primarily based on secular principles that aim to maximize 

profits and shareholder value (Doyle, 2000; Tabrani and Marlizar, 2016). It does not 

truly based on religious or cultural beliefs. Islamic marketing follows specific ethical 

guidelines, such as avoiding the promotion of forbidden products like - alcohol, pork 



272 Uddin and Quader 

or gambling. It also encourages fairness, transparency and respect in business 

transactions. Alternatively, conventional marketing adheres to general ethical 

standards and regulations but does not have specific religious or cultural guidelines. 

It may promote products or services that could be considered harmful or unethical in 

certain cultural or religious contexts (Gaski, 1999). In Islamic marketing, consumers 

are strongly motivated by religious beliefs, values and perceptions. Their primary 

focus lies in prioritizing goods and services that are socially responsible and 

produced with a strong emphasis on ethics. However, consumer behavior in 

traditional marketing is influenced by a range of factors such as individual 

preferences, pricing, quality, brand perception and advertising. These same factors 

are equally relevant for discerning Muslim customers as well. Islamic marketing 

employs promotional strategies that resonate with Islamic values, language, imagery, 

perception and messages that appeal to religious sensitivity. Whereas, conventional 

marketing uses a wide array of promotional techniques and appeals that focus 

consumer preferences, lifestyle and trends. Islamic marketing aligns with the 

principles of Islamic finance, which prohibit interest and encourage profit-sharing 

and risk-sharing arrangements determined by Islamic economic principles and 

practices. On the flip side, conventional marketing operates within the framework of 

standard financial and economic systems that involve interest-based financing and 

banking practices. 

 

6.3 Islamic Marketing Mix: In Islamic marketing, the marketing mix comprises of 

four fundamental elements: product, price, place, and promotion, often referred to as 

the 4P’s of marketing (Pitchay, 2012). The product element in Islamic marketing 

considers the compliance of goods and services with Islamic thoughts. This 

encompasses ensuring products are Halal or permitted and Tayyib or pure. For 

instance, avoiding the use of alcohol or pork in food products is mandatory. 

However, challenges arise in industries where compliance may be complex, such as 

finance or insurance. Asutay (2012) has emphasized the importance of Islamic banks 

structuring their products to avoid interest or riba and adhere to Sharia-compliant 

investment principles. The primary challenge is ensuring a comprehensive 

knowledge of what constitutes a halal product across various industrial and cultural 

contexts. Pricing strategies in Islamic marketing should be fair and transparent, 

reflecting Islamic shariah based ethics. This includes avoiding excessive prices and 

ensuring fairness in transactions. Chapra (1985) argued for a just pricing mechanism 

that takes into account - production costs, fair profit margins and societal welfare. 

However, determining a fair and standardized pricing approach remains challenging, 

especially in competitive markets around the world. Achieving a balance between 

profitability and adherence to Islamic principles can be intricate. The place element 

in Islamic marketing ensures that the distribution channels should comply with 

Shariah principles. That means avoiding those channels that are associated with 
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supply of prohibited goods or adopting unethical practices. In this connection, 

distributing products through halal-certified outlets is a crucial aspect. Hassan and 

Lewis (2007) postulated the importance of developing an Islamic distribution 

network that adheres to ethical norms. Even though, the challenges do exists in 

creating an extensive and efficient halal distribution network, especially in non-

Muslim-majority regions. From promotional perspective, Islamic marketing should 

adhere to ethical guidelines, avoiding content that goes against Islamic morals. It 

should communicate the product’s benefits honestly and accurately, reflecting 

transparency and truthfulness and avoid use of objectionable appeals in advertising 

message. Shafiq et al. (2016) outlined precise guidelines for Islamic advertising, 

encompassing: refraining from promoting wasteful expenditure; avoiding the 

(mis)utilization of women or the use of attractive models in a sensual manner to 

captivate the audience; abstaining from featuring celebrities who do not genuinely 

use the advertised product; ensuring honesty, fairness, and transparency, devoid of 

any deception and including full disclosure of product flaws or defects; presenting 

only verified and provable facts or statements; avoiding unrealistic promises that are 

not intended to be fulfilled; and refraining from enticing purchases through false 

claims of gifts or discounts. Haque et al. (2010) argued that effective communication 

and understanding of the target audience’s cultural and religious sensitivities are 

crucial in promotional mix strategies. Here the challenge lies in striking a balance 

between promotional effectiveness and adherence to Islamic ethical norms. 

 

6.4 Islamic Branding: In the global marketplace, branding has become a crucial 

aspect of marketing strategies for organizations seeking to establish strong market 

competitiveness. In recent years, Islamic branding has evolved as a significant area of 

interest, particularly in regions with a substantial Muslim population and beyond. 

Islamic branding entails aligning products, services, and corporate identities with 

Islamic values and principles. Temporal (2011) argued that Islamic branding can be 

understood as a process through which businesses and organizations leverage Islamic 

values, ethics and symbols to create an emotional and cultural attachment with 

Muslim consumers. Hamizar et al. (2023) revels the importance of authenticity in 

Islamic branding, emphasizing that a genuine commitment to Islamic values is 

crucial to gaining the trust of the Muslim consumers. However, achieving 

authenticity can be challenging, as it necessitates in-depth knowledge of Islamic 

principles and culture, leading to potential issues of misrepresentation (Alserhan, 

2010a). Marketing strategies are employed in Islamic branding to resonate with 

Muslim consumers. One common approach is the use of halal certification, ensuring 

that products and services comply with Islamic dietary laws. Bakar et al. (2013) 

postulated that incorporating Islamic aesthetics in packaging and marketing materials 

can create a sense of familiarity and trust among Muslim consumers. Nevertheless, it 

is essential to acknowledge that Islamic branding should not be reduced to merely 
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superficial symbolism, as authenticity remains paramount. Islamic branding faces 

several challenges, including the potential for cultural insensitivity, misinterpretation 

and backlash. Malik and Khan (2016) argued that non-Muslim companies attempting 

to engage in Islamic branding must tread carefully, as cultural appropriation and 

tokenism can lead to adverse reactions among Muslim consumers. Moreover, the 

heterogeneity within the global Muslim community adds complexity to Islamic 

branding, as interpretations of Islamic values may vary across different regions 

(Alserhan, 2010a). Thus, a one-size-fits-all approach may not be effective. Ethical 

considerations play a significant role in Islamic branding, as it involves aligning 

corporate culture with Islamic principles. Companies that engage in Islamic branding 

are expected to uphold ethical standards not only in their marketing but also in their 

operations (Nugraha, 2023). Failure to do so may lead to accusations of hypocrisy 

and harm the brand’s image. Malik and Khan (2016) found that Muslim consumers 

tend to exhibit higher purchase intentions and brand loyalty when they perceive a 

brand as genuinely Islamic. However, this effect may vary based on factors such as 

religiosity and demographics (Ali et al., 2015). It should be noted here that the 

influence of Islamic branding on non-Muslim consumers remains a relatively 

unexplored area, warranting further research. 

 

6.5 Muslim Consumers: In the era of globalization marketers around the world are 

showing keen interest on the study of consumers among different religious and 

cultural segments as it has strategic importance. One such segment that has drawn 

attention in recent decades is Muslim consumers. This consumer segment has distinct 

type of characteristics, their regular social life and behavior are driven by Islamic 

principles and values (Alserhan, 2010b). This community comprises a varied 

population residing across various regions of the world, the majority of them residing 

in Asia-Pacific regions, Middle East and North Africa regions. The preferences, 

attitudes and behaviors of Muslim customers have become critical issue for marketers 

trying to get involved in this enormous market having around 1.8 billion Muslim 

populations in the globe (Pew Research Center, 2015). Muslim consumers are not a 

monolithic group rather they exhibit substantial diversity in terms of cultural 

heredity, degree of religiosity and economic capability. Eid and El-Gohary (2015) 

addressed the importance of recognizing this diversity while targeting such 

consumers segment. For instance, consumer behaviors among Muslim populations in 

the Middle East may differ significantly from those in Southeast Asia or Western 

countries. Research indicates that more religious Muslims tend to make choices that 

align with Islamic principles, such as halal dietary restrictions, modest clothing and 

avoidance of interest-based financial products (Abdur Razzaque and Nosheen 

Chaudhry, 2013). However, the degree of religiosity can vary significantly and some 

Muslims may adopt a more flexible approach to these principles, which can influence 

their consumption choices. The demand for halal products and services has surged in 
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recent decades, encompassing not only food and beverages but also cosmetics, 

pharmaceuticals and finance (Ardiani Aniqoh and Hanastiana, 2020). This shift has 

resulted in the emergence of a multi-billion-dollar global halal industry, bringing 

both prospects and obstacles for enterprises aiming to serve the needs of Muslim 

consumers. The rise of digital and social media has transformed the behavior of 

Muslim consumers in their purchasing decisions (Junusi, 2020). Platforms like 

Instagram, YouTube, Facebook and other social media have become essential 

channels for worth market information. Religious leaders, influencers and bloggers 

who align with Islamic values have gained substantial acceptability in the society, 

providing huge opportunities for brands to engage with their target audience. Muslim 

consumers have shown keen interest in ethical and sustainable consumption 

practices, driven by their commitment to Islamic principles, social justice and 

environmental stewardship (Rizk, 2014). This trend has impacts in industries such as 

fashion, food and services as there is growing demand in this business sectors. 

 

6.6 Shariah Laws: Shariah, often referred to as Islamic law, is a multifaceted and 

complex legal system deeply rooted in the religious and moral traditions of Islam. It 

plays a central role in the lives of Muslims worldwide, shaping various aspects of 

their personal, family and societal affairs. Shariah law has a rich historical 

development that spans over 1400 years. Shariah laws are primarily derived from two 

main sources – Quran and Hadith (Muhamad Hashim and Mizerski, 2010). The 

Quran serves as the foundational text, providing moral and ethical guidance. The 

Hadith supplements the Quran by offering practical insights into how to apply 

Islamic principles to various aspects of life. In addition to the Quran and Hadith, 

Islamic jurists developed the concepts of Ijma (consensus) and Qiyas (analogy) to 

derive legal rulings when direct guidance from the Quran and Hadith was not 

available (Najmaeia et al., 2017). With the progress of time, various Islamic schools 

of jurisprudence or Madhabs were established, including the Hanafi, Maliki, Shafi'i, 

and Hanbali schools (Floren et al., 2020). Each school had its own interpretations and 

methodologies for deriving Shariah laws, leading to a rich diversity of legal opinions 

within Islam. Shariah laws cover a wide range of aspects, including personal piety, 

family matters, economic transactions and criminal justice (Alserhan, 2011). The 

implication of Shariah laws remains a topic of discussion to mitigate dispute in 

modern society, sparking debates within both Muslim-majority nations and minority 

Muslim communities living in other non-Muslim countries (Abuznaid, 2012). As 

Muslim communities become more diverse, accommodating differing interpretations 

of Shariah laws becomes increasingly challenging. In non-Muslim-majority 

countries, the integration of Shariah principles within legal systems raises questions 

about the separation of religion and state (Fox and Sandler, 2005). Scholars and 

activists are engaged in ongoing efforts to reinterpret and reform Shariah laws to 

align them with contemporary values and human rights standards (Zhussipbek and 
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Nagayeva, 2019). 

 

6.7 Halal Products and Services: The concept of halal extends beyond dietary 

restrictions to encompass various aspects of a Muslim’s daily life. The halal industry 

has grown significantly over the decades, evolving from a niche market into a global 

phenomenon. Muslim people at the very inception practiced halal consumption and 

ethical business transactions that create solid base for the contemporary halal industry 

(Shah et al., 2020). This historical context is essential for understanding the cultural 

and religious significance of halal concept. The global halal market has experienced 

remarkable growth - driven by increasing Muslim population, rising disposable 

income, advancement of digital technology and drivers of globalization (Azam and 

Abdullah, 2020). A research conducted by Nor et al. (2023) have estimated the global 

halal market’s value to be in the trillions of dollars, encompassing sectors such as 

food, cosmetics, pharmaceuticals and tourism. The economic potential of halal 

products and services has drawn attention of entrepreneurs worldwide. To ensure the 

integrity of halal products and services, regulatory bodies and certification agencies 

can play a vital role. These authorities establish standards and set specific code of 

conduct that business firms must obey to obtain halal certification (Hakim et al., 

2022). Consumer preferences and attitudes towards halal products and services have 

a significant impact on market dynamics. Ali et al. (2021) codified the importance of 

trust and authenticity in consumer decision-making regarding halal purchases. In 

addition to these, cultural and demographic factors influence consumers’ perception 

and choices at a certain degree (Mutsikiwa and Basera, 2012). The halal industry 

faces various challenges, including issues related to certification, standardization and 

traceability. Tieman (2011) discusses the complexities of halal supply chains and the 

need for improved transparency. Furthermore, issues like cross-contamination and 

the presence of non-halal ingredients pose ongoing challenges to manufacturers and 

consumers in a complex market dynamics. 

 

7. Discussion and Conclusions 

From the above interpretation of the theoretical review, it is evident that Islamic 

marketing has emerged eventually all around the world over the last few decades, 

reflecting the growing interest of marketers for reengineering the strategic framework 

by integrating Islamic thought and principles. This section represents a constructive 

evaluation of the key sensitive issues along with innovative dimension that generate 

value in the area of marketing literature. A good amount of interrelated critical issues 

have been identified for understanding possible opportunities and challenges 

confronted with such kind of marketing. The fundamental thought of Islamic 

marketing is rooted in Islamic ethics and laws that emphasize justice, transparency, 

trustworthiness and social responsibility. Khan and Khan (2019) and Alserhan 

(2010b) have stressed the importance of aligning marketing activities with these 
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philosophical thoughts. 

“Halal” is the core concept of Islamic marketing. It involves ensuring products and 

services comply with Islamic dietary and ethical code of conduct. Considering the 

various dimension and situation academic scholar and marketing practitioners have 

found that companies obtaining halal certification tend to gain a competitive edge in 

the Muslim-majority markets (Ratnasari et al., 2019; Hakim et al., 2022). The 

demand for halal products has also growing in non-Muslim markets that creates 

opportunities for global expansion (Ahmed, 2022).  

Exploring Muslim consumer behavior is a sensitive aspect of Islamic marketing. 

Many scholars have identified several factors that influence Muslim consumers that 

include religiosity, cultural values and social norms (Abdur Razzaque and Nosheen 

Chaudhry, 2013; Islam and Chandrasekaran, 2019). Moreover, the notion of ‘Islamic 

branding’ has gained prominence that emphasizes the need for brands to resonate 

with core Islamic values and identity (Alserhan, 2010a). 

Various studies have examined the ethical dimensions of marketing in the context of 

Islam (Saeed et al., 2001; Abuznaid, 2012). The use of deceptive advertising and 

unethical marketing tactics is discouraged (Damirchi and Shafai, 2011), and 

companies are encouraged to engage in transparent corporate social responsibility for 

the benefit of social being (Sergius Koku and Savas, 2014). 

While Islamic marketing offers significant potential, it also faces numerous 

challenges as there are other type of dominant religious thought and sentiment. 

Scholars have also identified issues like lack of standardized halal certification 

(Hakim et al., 2022), cultural diversity within Muslim-majority markets (Tournois 

and Aoun, 2012), and the need for greater awareness and education about Islamic 

philosophy and practices (Alserhan, 2011; Sandıkcı, 2011). 

One significant revelation from this review is that Islamic marketing is not limited to 

religiously themed products and services but extends to a broader spectrum of 

offerings that align with Islamic values. This inclusiveness underscores the potential 

for businesses to engage effectively with diverse consumer segments, both within and 

beyond Muslim-majority regions.  

Challenges and ambiguities persist in the application of Islamic marketing principles, 

especially in a globalized marketplace. Striking the right balance between 

commercial interests and religious integrity remains a complex endeavor. The key 

success factor depends on strategic balance between both Islamic philosophy and 

marketing philosophy in a sustainable manner. 

Similar to other academic inquiries, this literature review-based research is not 

exempted from certain limitations. This study relies on existing research and does not 

include primary data collection, limiting its ability to offer new empirical findings or 
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insights. Moreover, the study’s focus on academic literature could introduce a 

language bias, as it includes research published only in English, potentially excluding 

valuable insights from non-English sources. 

Hence, to further advance this field of research and contribute to the understanding of 

Islamic marketing, future studies may consider utilizing quantitative data analysis. 

Exploring gender-specific consumer behaviors and preferences within the realm of 

Islamic marketing strategies could be a promising avenue for further investigation. 

Additionally, there is potential for research examining how marketing strategies are 

influenced by cultural distinctions within both Islamic and non-Islamic societies. 

 

References 

Abdullah, A.N. (2006). Perception and Awareness among Food Manufacturers and Marketers on 

Halal Food in the Klang Valley. Unpublished M.Sc. Thesis, Universiti Putra Malaysia. 

Abdur Razzaque, M. and Nosheen Chaudhry, S. (2013). Religiosity and Muslim Consumers’ 

Decision‐making Process in a Non‐Muslim Society. Journal of Islamic Marketing. 4(2):198-

217. https://doi.org/10.1108/17590831311329313  

Abuznaid, S.A. (2012). Islamic Marketing: Addressing the Muslim Market. An-Najah University 

Journal for Research (Humanities). 26(6):1473-1503. 

Ahmed, H.M. (2022, May 31). Why Has Halal Food Become Popular Among Non-Muslims? 

https://www.halaltimes.com/why-has-halal-food-become-popular-among-non-muslims-too/ 

[Accessed on 26th September 2023] 

Ali, A., Sherwani, M., Ali, A., Ali, Z. and Sherwani, M. (2021). Investigating the Antecedents of 

Halal Brand Product Purchase Intention: An Empirical Investigation. Journal of Islamic 

Marketing. 12(7):1339-1362. https://doi.org/10.1108/JIMA-03-2019-0063 

Ali, M.A., Rahman, M.K., Rahman, M., Albaity, M., and Jalil, M.A. (2015). A Review of the 

Critical Factors Affecting Islamic Market Mechanisms in Malaysia. Journal of Islamic 

Marketing. 6(2): 250-267. https://doi.org/10.1108/JIMA-05-2014-0039 

Alserhan, B.A. (2010a). Islamic Branding: A Conceptualization of Related Terms. Journal of 

Brand Management. 18:34-49. https://doi.org/10.1057/bm.2010.18 

Alserhan, B.A. (2010b). Islamic Marketing: The Birth of a New Social Science. Journal of Islamic 

Marketing. 1(1). https://doi.org/10.1108/jima.2010.43201aaa.001 

Alserhan, B.A. (2011). The Principles of Islamic Marketing. Routledge. https://doi.org/10.4324/ 

9781351145688 

Alserhan, B.A., and Alserhan, Z.A. (2012). Researching Muslim Consumers: Do They Represent 

the Fourth-Billion Consumer Segment? Journal of Islamic Marketing. 3(2):121-138. 

https://doi.org/10.1108/17590831211232546 

Ardiani Aniqoh, N. and Hanastiana, M. (2020). Halal Food Industry: Challenges and Opportunities 

in Europe. Journal of Digital Marketing and Halal Industry. 2(1):43-54. https://doi.org/ 

10.21580/jdmhi.2020.2.1.5799 

Asutay, M. (2012). Conceptualising and Locating the Social Failure of Islamic Finance: Aspirations 

of Islamic Moral Economy vs. the Realities of Islamic Finance. Asian and African Area 

Studies. 11(2): 93-113.  

Azam, M.S.E. and Abdullah, M.A. (2020). Global Halal Industry: Realities and Opportunities. 

International Journal of Islamic Business Ethics. 5(1):47-59. http://dx.doi.org/10.30659/ 

ijibe.5.1.47-59 

https://doi.org/10.1108/17590831311329313
https://www.halaltimes.com/why-has-halal-food-become-popular-among-non-muslims-too/
https://doi.org/10.1108/JIMA-03-2019-0063
https://doi.org/10.1108/JIMA-05-2014-0039
https://doi.org/10.1057/bm.2010.18
https://doi.org/10.1108/jima.2010.43201aaa.001
https://doi.org/10.4324/9781351145688
https://doi.org/10.4324/9781351145688
https://doi.org/10.1108/17590831211232546
https://doi.org/10.21580/jdmhi.2020.2.1.5799
https://doi.org/10.21580/jdmhi.2020.2.1.5799
http://dx.doi.org/10.30659/ijibe.5.1.47-59
http://dx.doi.org/10.30659/ijibe.5.1.47-59


Exploring Islamic Marketing: An In-Depth Review of Academic Literature 279 

Bakar, A., Lee, R. and Rungie, C. (2013). The Effects of Religious Symbols in Product Packaging 

on Muslim Consumer Responses. Australasian Marketing Journal. 21:198–204. 

https://doi.org/10.1016/j.ausmj.2013.07.002.  

Chapra, M.U. (1985). Towards A Just Monetary System. Leicester: The Islamic Foundation UK. 

Damirchi, G.V. and Shafai, J. (2011). A Guideline to Islamic Marketing Mix. Interdisciplinary 

Journal of Contemporary Research in Business. 3(3):1339-1347. 

Doyle, P. (2000). Value-based Marketing. Journal of Strategic Marketing. 8(4):299-311. 

https://doi.org/10.1080/096525400446203 

Eid, R. and El-Gohary, H. (2015). The Role of Islamic Religiosity on the Relationship between 

Perceived Value and Tourist Satisfaction. Tourism Management. 46:477-488. 

https://doi.org/10.1016/j.tourman.2014.08.003 

Floren, J., Rasul, T. and Gani, A. (2020). Islamic Marketing and Consumer Behaviour: A 

Systematic Literature Review. Journal of Islamic Marketing. 11(6):1557-1578. https://doi.org/ 

10.1108/JIMA-05-2019-0100 

Fox, J. and Sandler, S. (2005). Separation of Religion and State in the Twenty-First Century: 

Comparing the Middle East and Western Democracies. Comparative Politics. 37(3):317-335. 

https://doi.org/10.2307/20072892 

Gaski, J.F. (1999). Does Marketing Ethics Really Have Anything to Say? – A Critical Inventory of 

the Literature. Journal of Business Ethics. 18:315–334. https://doi.org/10.1023/ 

A:1017190829683 

Hakim, B.A.H., Mujahidah, A.S. and Rusydiana, A.S. (2022). Sentiment Analysis on Halal 

Certification. Harmoni. 21(1):78–93. https://doi.org/10.32488/harmoni.v21i1.609 

Hamizar, A., Holle, M.H. and Syed Mohamad, S.I. (2023). Challenges and Opportunities of Islamic 

Branding on Global Marketing: A Conceptual Study. Al-Iqtishadiyah. 9(1):19-31. 

http://dx.doi.org/10.31602/iqt.v9i1.10324 

Haque, A., Ahmed, K. and Irfath Jahan, S. (2010). Shariah Observation: Advertising Practices of 

Bank Muamalat in Malaysia. Journal of Islamic Marketing. 1(1):70-77. 

https://doi.org/10.1108/17590831011026240  

Hassan, M.K. and Lewis, M.K. (2007). Islamic Banking: An Introduction and Overview. In 

Handbook of Islamic Banking. Edward Elgar Publishing. https://doi.org/10.4337/ 

9781847205414.00008 

Islam, T. and Chandrasekaran, U. (2019). Religiosity, Values and Consumer Behaviour: A Study of 

Young Indian Muslim Consumers. Journal of Consumer Marketing. 36(7):948-961. 

https://doi.org/10.1108/JCM-10-2017-2415  

Jamal, A. and Sharifuddin, J. (2015). Perceived Value and Perceived Usefulness of Halal Labeling: 

The Role of Religion and Culture. Journal of Business Research. 68(5):933-941. 

Junusi, R. (2020). Digital Marketing During the Pandemic Period - A Study of Islamic Perspective. 

Journal of Digital Marketing and Halal Industry. 2(1):15-28. https://doi.org/10.21580/ 

jdmhi.2020.2.1.5717 

Khan, G. and Khan, F. (2019). Ascertaining the “Halalness” of Restaurants – Scale Development 

and Validation. Journal of Islamic Marketing. 10(2): 426-439. 

Malik, K. and Khan, M.M.S. (2016). Islamic Branding and Marketing: An Insight of Consumer 

Perception in Pakistan. The Journal of Developing Areas. 50(5):353-362.  

Muhamad Hashim, N. and Mizerski, D. (2010). Exploring Muslim Consumers’ Information 

Sources for Fatwa Rulings on Products and Behaviors. Journal of Islamic Marketing. 1(1):37-

50. https://doi.org/10.1108/17590831011026213  

Mutsikiwa, M. and Basera, C. (2012). The Influence of Socio-cultural Variables on Consumers’ 

Perception of Halal Food Products: A Case of Masvingo Urban, Zimbabwe. International 

https://doi.org/10.1080/096525400446203
https://doi.org/10.1016/j.tourman.2014.08.003
https://doi.org/10.1108/JIMA-05-2019-0100
https://doi.org/10.1108/JIMA-05-2019-0100
https://doi.org/10.2307/20072892
https://doi.org/10.1023/A:1017190829683
https://doi.org/10.1023/A:1017190829683
https://doi.org/10.32488/harmoni.v21i1.609
http://dx.doi.org/10.31602/iqt.v9i1.10324
https://doi.org/10.1108/17590831011026240
https://doi.org/10.4337/9781847205414.00008
https://doi.org/10.4337/9781847205414.00008
https://doi.org/10.1108/JCM-10-2017-2415
https://doi.org/10.21580/jdmhi.2020.2.1.5717
https://doi.org/10.21580/jdmhi.2020.2.1.5717
https://doi.org/10.1108/17590831011026213


280 Uddin and Quader 

Journal of Business and Management. 7(20):112-119. https://doi.org/10.5539/ijbm.v7n20p112 

Najmaeia, M., Mansoorib, S., Zakariac, Z. and Raueiser, M. (2017). Marketing from Islamic 

Perspective, Tapping into the Halal Market. Journal of Marketing Management and Consumer 

Behavior. 1(5):53-62. 

Nor, N.F., Ahmad, H. and Shabudin, A. (2023). Potencies and Opportunities of Halal Market in 

Global Industry: An Empirical Analysis of Malaysia and Indonesia. Halal Reviews. 3(1):8-24. 

https://doi.org/10.55265/halalreviews.v3i1.14. 

Nugraha, Y.D. (2023). The Development of The Phenomena of Islamic Marketing, Islamic 

Branding, and Indonesian Muslim Middle Class. Academy of Education Journal. 14(2):1253-

1264.  

Nuraini, S. and Sucipto (2021). Comparison Halal Food Regulation and Practices to Support Halal 

Tourism in Asia: A review. IOP conference series: Earth and Environmental Science. 

733(1):012044. https://doi.org/10.1088/1755-1315/733/1/012044 

Pew Research Center (April 2, 2015). The Future of World Religions: Population Growth 

Projections, 2010-2050. Retrieved from https://www.pewresearch.org/religion/2015/04/02/ 

religious-projections-2010-2050/ [Accessed on 18th August 2023] 

Pitchay, A.A. (2012). Marketing Mix from Islamic Marketing Perspective. http://dx.doi.org/ 

10.2139/ssrn.2017488  

Ratnasari, R., Gunawan, S., Rusmita, S.A. and Prasetyo, A. (2019). Halal Food Certification to 

Improve the Competitiveness of East and Middle Business in Indonesia. KnE Social Sciences. 

3:1044-1056. https://doi.org/10.18502/kss.v3i13.4266 

Rizk, R.R. (2014). Islamic Environmental Ethics. Journal of Islamic Accounting and Business 

Research. 5(2):194-204. https://doi.org/10.1108/JIABR-09-2012-0060 

Saeed, M., Ahmed, Z.U. and Mukhtar, SM. (2001). International Marketing Ethics from an Islamic 

Perspective: A Value-Maximization Approach. Journal of Business Ethics. 32:127-142. 

https://doi.org/10.1023/A:1010718817155 

Sandikci, Ö. (2011). Researching Islamic marketing: Past and future perspectives. Journal of 

Islamic Marketing. 2(3):246-258. https://doi.org/10.1108/17590831111164778 

Sergius Koku, P. (2011). Natural Market Segments: Religion and Identity – The Case of “Zongos” 

in Ghana. Journal of Islamic Marketing. 2(2):177-185. https://doi.org/10.1108/ 

17590831111139884  

Sergius Koku, P. and Savas, S. (2014). On Corporate Social Responsibility and Islamic Marketing. 

Journal of Islamic Marketing. 5(1):33-48. https://doi.org/10.1108/JIMA-04-2013-0028 

Shafiq, A., Haque, A. and Abdullah, K. (2016). A Collection of Islamic Advertising Principles. 

Proceedings of the 8th International Management and Accounting Conference, Universiti 

Kebangsan Malaysia, Langkawi, 28–29 September, p.53. 

Shah Alam, S., Mohd, R. and Hisham, B. (2011). Is Religiosity an Important Determinant on 

Muslim Consumer Behaviour in Malaysia? Journal of Islamic Marketing. 2:83-96. 

https://doi.org/10.1108/17590831111115268 

Shah, S.A., Azhar, S.M. and Bhutto, N.A. (2020). Halal Marketing: A Marketing Strategy 

Perspective. Journal of Islamic Marketing, 11(6):1641-1655. https://doi.org/10.1108/JIMA-11-

2018-0211  

Shah, S.A., Bhutto, M.H. and Azhar, S.M. (2022). Integrative Review of Islamic Marketing. 

Journal of Islamic Marketing. 13(6):1264-1287. https://doi.org/10.1108/JIMA-07-2020-0216  

Tabrani, M. and Marlizar, M. (2016). The Marketing Concept in Islamic Perspective: A Literature 

Review. AFEBI Islamic Finance and Economic Review. 1(1):20-37. https://doi.org/ 

10.47312/aifer.v1i01.19  

Temporal, P. (2011). Islamic Branding and Marketing: Creating a Global Islamic Business. Wiley. 

https://doi.org/10.5539/ijbm.v7n20p112
https://doi.org/10.55265/halalreviews.v3i1.14
https://doi.org/10.1088/1755-1315/733/1/012044
https://www.pewresearch.org/religion/2015/04/02/religious-projections-2010-2050/
https://www.pewresearch.org/religion/2015/04/02/religious-projections-2010-2050/
https://dx.doi.org/10.2139/ssrn.2017488
https://dx.doi.org/10.2139/ssrn.2017488
https://doi.org/10.18502/kss.v3i13.4266
https://doi.org/10.1108/JIABR-09-2012-0060
https://doi.org/10.1023/A:1010718817155
https://doi.org/10.1108/17590831111164778
https://doi.org/10.1108/17590831111139884
https://doi.org/10.1108/17590831111139884
https://doi.org/10.1108/JIMA-04-2013-0028
https://doi.org/10.1108/17590831111115268
https://doi.org/10.1108/JIMA-11-2018-0211
https://doi.org/10.1108/JIMA-11-2018-0211
https://doi.org/10.1108/JIMA-07-2020-0216
https://doi.org/10.47312/aifer.v1i01.19
https://doi.org/10.47312/aifer.v1i01.19


Exploring Islamic Marketing: An In-Depth Review of Academic Literature 281 

Tieman, M. (2011). The Application of Halal in Supply Chain Management: In‐depth Interviews. 

Journal of Islamic Marketing. 2(2):186-195. https://doi.org/10.1108/17590831111139893  

Tournois, L. and Aoun, I. (2012). From Traditional to Islamic Marketing Strategies. Education, 

Business and Society: Contemporary Middle Eastern Issues. 5(2):134-140. 

https://doi.org/10.1108/17537981211251179 

Zhussipbek, G. and Nagayeva, Z. (2019). Epistemological Reform and Embracement of Human 

Rights. What Can be Inferred from Islamic Rationalistic Maturidite Theology?. Open 

Theology. 5(1):347-365. https://doi.org/10.1515/opth-2019-0030 

https://doi.org/10.1108/17590831111139893
https://doi.org/10.1108/17537981211251179
https://doi.org/10.1515/opth-2019-0030


282 Uddin and Quader 

 


