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Introduction

Islamic marketing is defined as a strategy and 
process of fulfilling the needs of parties with halal 
products and services with the mutual consent and 
welfare of both parties. Considering the welfare of 
the world and hereafter, buyer’s and seller’s 
fulfillment of material and spiritual needs within the 
limits allowed by religious rules and ethical 
principles. It is the process of determining the 
strategies of value maximization according to the 
guidelines proposed by the Qur’an and the Sunnah.1 
Essentially all the wealth belongs to Allah in Islam, 
therefore, every action taken should aim at attaining 
the sake of Allah. In this respect, attaining the 
contentment of Allah becomes the ultimate aim in 
Islamic marketing as well. 

Strategy in Islamic marketing depends on the 
principle of wisdom. For the wold in which we live 
in changes constantly, Islamic marketing is seen as 
a means to actualize long term aims and goals 
through establishing an interaction with this 
constantly changing environment. Islamic 
marketing requires mutual consent of buyer and 
marketer. It must be practiced with the free will of 
parties without constraint and deception. 
Transactions must support solidarity among the 
stakeholders not the competition for the solidarity 
leads to satisfying more peoples needs than 
satisfying a single individuals own need. 
Transactions must be fair and ethical through 
sharing the necessary and appropriate information 
regarding the goods. 

While, conventional marketing ethics depends on 
desires, Islamic marketing depends on the needs. 
Conventional marketing is based on the assumption 
that the individual is in search of satisfying his or 
her needs through goods, services and ideas. On the 
other hand Islam holds out that the individual must 
consume according to his or her needs, not desires. 
Islam suggests that the needs of the individual must 
be provided proportionately. Islamic marketing 
must take place within the lawful (halal) limits. 
Criteria of lawfulness is clear and certain, needs no 
interpretation and is not influenced by 
circumstances such as fashion, consumer trends, 
geography, income and age.

Halal criteria takes its strength from the individual’s 
choice not from the coercion of some others. The 
consumer goods which facilitates the life of 
consumer must be clean, useful and healthy 
products bestowed by Allah.

1- Hussnain, S. A., (2011). “What is Islamic Marketing”. Global Journal of 
Management and Business Research, 11(11), 103.

Unlawful products cannot be seen as goods in Islam 
even if there are high demand. From ethical 
viewpoint, Islam recognizes only the useful and 
safe products as consumer goods. Qur’an uses the 
term “Tayyibaat” for such consumer goods. There is 
no market value for the products that are considered 
unclean in Islam. Vendor is responsible for ensuring 
that the goods he or she markets are clean and halal. 
Therefore, products of alcohol, gambling, sorcery 
are prohibited even if they have the potential of 
maximizing the profit. Such products are prohibited 
for the welfare of the society as well. 

Islam emphasizes the welfare of society. According 
to Islamic marketing, welfare is provided by the 
collaboration and solidarity of producer and 
consumer; buyer and seller. In Islamic marketing 
there exist a reciprocal interaction between the 
buyer and the seller in order to set a fair price in 
order to ensure greater social welfare. Welfare is not 
restricted to this world, regardless of individuals 
prosperity in this world, it includes the welfare of 
the hereafter. Welfare is to attain happiness of both 
this world and the hereafter. Busineses in Islam 
does not function solely for profit and the success of 
a business is assessed by its contribution to the 
welfare of people.2

Guidelines for the Islamic marketing ethics formed 
within the first years of Islam in order to ensure 
harmony among market actors; to meet the 
demands of society; to protect consumers from the 
fraudulent transactions; to minimize unexpected 
outcomes of marketing activities; to respond 
promptly to the developing social needs. In this 
context both the Qur’an and ahadith contain 
provisions regarding the marketing ethics. Besides, 
Muslim theologians and scholars composed treaties 
which consist of rulings related to price, product 
development, promotion and market disputes.

Guidelines for the Islamic marketing ethics formed 
within the first years of Islam in order to ensure 
harmony among market actors; to meet the 
demands of society; to protect consumers from the 
fraudulent transactions; to minimize unexpected 
outcomes of marketing activities; to respond 
promptly to the developing social needs. In this 
context both the Qur’an and ahadith contain 
provisions regarding the marketing ethics. Besides, 
Muslim theologians and scholars composed treaties 
which consist of rulings related to price, product 
development, promotion and market disputes. 

3- Alom, M.M., and Haque, M.S. (2011). Marketing: An Islamic Perspective. 
World Journal of Social Sciences, 1(3), 71-81. 
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Islamic marketing ethics rests on three fundamental 
assumptions: i) One who serves humans, serves 
Allah, ii) Actions are judged by intentions iii) 
Benefit of human beings must be preferred to the 
harm in rulings. These assumptions have been a 
source of reference for marketing decisions, and 
they have ensured that the decisions be based on 
ethical basis. Marketing have been considered an 
indispensable means for the order and welfare of 
the society. Verses of the Qur’an, ahadith and 
caliphs of the Prophet (pbuh) have reserved a 
particular religious and social value for the market. 
Qur’an has described labor as a religious duty. “But 
when the prayer is ended, then disperse abroad in 
the land and seek of Allah's grace, and remember 
Allah much, that you may be successful” (Qur’an, 
62:10). While encouraging work and trade Qur’an 
prohibits actions which affects or hinders market 
function. “O you who have believed, do not 
consume one anothers wealth unjustly but only [in 
lawful] business by mutual consent. And do not kill 
yourselves [or one another]. Indeed, Allah is to you 
ever Merciful” (Qur’an, 4:29). “Those who 
consume interest cannot stand [on the Day of 
Resurrection] except as one stands who is being 
beaten by Satan into insanity. That is because they 
say, “Trade is [just] like interest.” But Allah has 
permitted trade and has forbidden interest...” 
(Qur’an, 2: 275).

The Prophet (pbuh) had named marketer alongside 
with prophets because of their contributions to the 
development of society and the strength of 
economy. “The truthful, trustworthy merchant is 
with the Prophets, the truthful, and the martyrs” 
(Tirmidhi, Sunan, 1209). The prophet (pbuh) 
advised transparency and righteousness to prevent 
deception and degeneration. “It is obligatory for 
you to tell the truth, for truth leads to virtue and 
virtue leads to Paradise, and the man who continues 
to speak the truth and endeavors to tell the truth is 
eventually recorded as truthful with Allah, and 
beware of telling of a lie for telling of a lie leads to 
obscenity and obscenity leads to Hell-Fire, and the 
person who keeps telling lies and endeavors to tell a 
lie is recorded as a liar with Allah” (Muslim, Sahih, 
Virtue: 6309). The Prophet (pbuh) had selected 
honest, pious and prudent people among his ashab 
to direct market transactions.4 Caliph Ali sent a 
letter to his governor in Egypt in which he 

4- Ali, Abbas. (2005). Islamic Perspectives on Management and 
Organization. Cheltenham, England: Edward Elgar Publishing
5- Ali ibn abi Taleb, (1989).  F. Ebeid (Ed.) Dar Al Kitab Al Libnani.
6- Ali, A. J. and Al-Aali, A. (2015) “Marketing and Ethics: What Islamic 
Ethics Have Contributed and the Challenges Ahead”, Journal of Business 
Ethics, 129:833–845.

wrote: 

“Then make merchants and craftsmen – those who 
are permanently fixed, those who move about with 
their wares and those who profit from (the labor of) 
their own body – your own concern, and urge others 
to do so, for they are the bases of benefits and the 
means of attaining conveniences. They bring 
(benefits and conveniences) from remote and 
inaccessible places in the land, see, plains and 
mountains, and from places where men neither 
gather nor dare to go. The merchants and craftsmen 
are a gentle people from whom there is. no fear of 
calamity and pacifist from whom there is no worry 
of disruption. Examine their affairs in your presence 
and in every corner of your land”.5

These statements demonstrate how much Muslims 
valued market function and made certain 
arrangements in order to preserve it. According to 
these arrangements state authority preserves market 
function and removes obstacles before trade. There 
exists no disparity between the interests of the state 
and the marketers, what’s more, their interest 
expands and improves the interests of the state. 
Marketing activities, besides contributing to 
economic growth improves social welfare, forms 
values in the society and creates alternatives for the 
consumer choice. Marketing function, connecting 
markets between states, provides an opportunity for 
the intercultural understanding. Commercial 
activities contribute peace between nations  and 
increase loyalty of the public to the governments. 
Emphasizing the value of economical, political and 
social value of marketing function is a valuable 
development. Islamic perspectives does not render 
marketing as a simple economic activity as in 
western societies, rather they see it as a means to 
improve the connection between social interests 
and exchange function. This expands the domain of 
marketing and brings in a spiritual dimension which 
enrich lives of individuals and the society.6

Marketing Mix from the Perspective of Islamic 
Marketing

Islamic marketing ethics surpass 7P’s of modern 
marketing mix, which includes Product, Price, 
Place, Promotion, Process, People, Packaging and 
add to these, elements of Promise and Patience. 
Elements of marketing mix may vary according to 
consumers, consumer behavior, character, culture, 
religion, politics and habits. An ethically reliable 
marketing mix must preserve consumers freedom 
from coercion.  
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Product 
Activity of production is seen as a prayer in Islam. 
The process of production is administered with the 
principles of lawfulness, cleanliness, availability 
and deliverability. The product cannot be harmful to 
human mind and should not demoralize society. The 
product must be available and in deliverable 
condition. Quality and quantity of the product must 
be specified clearly. Consuming halal have been 
advised in many verses of the Qur’an (2:172,7; 
7:160; 20:81; 2:168; 5:88; 8:69; 16:114; 23:51; 5:4; 
5:5; 7:157). Even, some verses mention consuming 
halal before doing good. Therefore, Islam 
recommends production, marketing and 
distribution of clean and halal products (Saeed, 
Ahmed and Mukhtar, 2001: 131). 

Price 
Conventional marketing tells us that the price is the 
value that buyer is ready to pay. On the contrary, in 
Islamic marketing ethics, condition of the buyer 
must be considered and price must be set 
accordingly. Buyer must not be given the feeling of 
buying the product below the average rice. It is 
prohibited to gain something without effort. Price 
change must be made without changing the quality 
and the quantity of the product. Meek customer 
must not be deceived and asked higher price. The 
same product cannot be sold in two different prices 
to the bargaining and not bargaining customers. 
International marketers should not propagate in 
order to increase prices depending on demand and 
supply condition. It is prohibited to stock the 
product in large amounts. Yet price control is not 
prohibited when the supply of a product drops for 
natural causes in order to meet market demands 
(Saeed, Ahmed and Mukhtar, 2001: 132). 

Place
Place is important in reaching customers. It 
determines the place of production; place of target 
customers and how these two elements of 
marketing can be linked together; where to stock 
the product temporarily and how to deliver it to the 
customers. The place must be based in a location 
which customers can access easily. Right place 
leads to right customer group in right time.

Promotion
Promotions regarding the goods must not be 
misleading. Islam condemns all forms of false 
assertions and the promotions which try to hide 
defects of the product. It is unethical for the 
salesperson to over praise the products and attribute 
to them qualities which they do not possess. The 
prophet (pbuh) says “Whoever deceives us is not 
one of us.” (Muslim, Iman, 164). All defects of the 

product must be disclosed to the customer. 
According to Islam, “the promotional techniques 
must not use sexual appeal, emotional appeal, fear 
appeal, false testimonies and pseudo research 
appeal, or contribute to the dullness of the mind 
and/or encourage extravagance” (Saeed, Ahmed 
and Mukhtar, 2001: 133).

People 
There is always parallels between satisfaction of 
workers and satisfaction of customers for the 
workers are an important part of service chain. 
Therefore, workers must be patient, honest, fair and 
accountable. Customers freedom of choice must be 
protected from every kind of coercion. The Qur’an 
states, “O you who have believed, do not consume 
one anothers wealth unjustly but only [in lawful] 
business by mutual consent. And do not kill 
yourselves [or one another]. Indeed, Allah is to you 
ever Merciful” (4:29). Marketers must be  
conscious of their responsibilities towards Allah, 
towards the society, towards other marketers and  
towards the environment (Saeed, Ahmed and 
Mukhtar, 2001: 134-135). 

Packaging
Distribution of the product should not create a 
burden to the final customer, in terms of higher 
prices and delays. Hazardous materials must be 
packaged and transported in a way that they do not 
cause any harm to people. The products must be 
delivered promptly and unnecessary delays must be 
avoided. The main aim of distribution should be to 
create value and uplift the standard of living by 
providing ethically satisfactory services.7

Process 
Process in marketing defines how the product is 
delivered to the customer. It consists of method, 
operation and flaw of the activities in which goods 
and services delivered to the customers. This 
element of marketing mix is vital for the customer 
satisfaction. It is prohibited to lie, swear and 
exaggerated promotions about the benefits, 
availability and competitive price of the product. 
Qur’an warns particularly markets about such 
issues, “Indeed, those who exchange the covenant 
of Allah and their [own] oaths for a small price will 
have no share in the Hereafter, and Allah will not 
speak to them or look at them on the Day of 
Resurrection, nor will He purify them; and they will 
have a painful punishment” (3:77).

7- Abuznaid, (2012). “Islamic Marketing: Addressing the Muslim Market” 
An - Najah Univ. J. Res. (Humanities). 26(6). 1474-1503.
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Marketers must embrace the values such as honesty, 
responsibility, fairness, respect, transparency and 
social responsibility. Marketers must be honest, 
they must advise customers accurately about the 
defects and benefits of the product.8

 
Promise 
This element belongs exclusively to Islamic 
marketing ethics. What we mean by promise is the 
management of promise management. The 
promises made to the customer must be followed up 
and must be fulfilled. Qur’an states, “O you who 
have believed, why do you say what you do not do? 
Great is hatred in the sight of Allah that you say 
what you do not do” (62:2-3). Also, dishonoring 
one's promise is considered among the sings of 
hypocrites by the Prophet (pbuh) “There are three 
signs of a hypocrite: When he speaks, he lies; when 
he makes a promise, he breaks it; and when he is 
trusted, he betrays his trust” (Bukhari, Sahih, Book 
I, Hadith 199). Keeping promises is an important 
part of customer satisfaction. A business may 
increase its customers trough making false 
promises but it cannot keep them long time if it does 
not honor its promises. 8

Patience
Patience is an essential element of Islamic 
marketing in dealing with customers. Islam 
recommends being patient in dealing with 
customers. Patience is also among the essential 
qualities of effective communication. There are 
many verses regarding patience in the Qur’an. 
“...Allah loves the steadfast” (3:146), also in 
another verse of the Qur’an it says, “...and be 
patient. Indeed, Allah is with the patient” (8:46), 
(Abuznaid, 2012: 1495). Therefore, patience is an 
important element of Islamic marketing ethics 
especially in dealing with customers, in solving the 
problems related to product and customer 
satisfaction.
 
Essential Issues of Islamic Marketing Ethics:
Main goal of market actors in the conventional 
marketing is maximizing the profit and benefits. 
Price is the result of the interaction between buyer 
and seller. Ethical convenience of the price is not 
important at all; exchange of goods and services is 
aimed. However, in Islamic marketing, market is 
not only a place to exchange goods and services, 
between the parties. Islamic marketing ethics are 
built upon value maximization and equality and 
justice for the welfare of the society. 
 
8- Abuznaid, (2012). “Islamic Marketing: Addressing the Muslim Market” 
An - Najah Univ. J. Res. (Humanities). 26(6). 1474-1503.
9- Muhiuddin, G. and Haque, S. (2012). “Behaving Ethically: An Essence of 
Islamic Marketing System”, European Journal of Business and Management, 
4(16), 34-44
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The participants of an Islamic market faces a 
bidirectional aim i) Maximizing profit and benefit; 
a limited and balanced welfare and happiness in this 
world. ii) To attain paradise in the hereafter and 
attain happiness of paradise. Therefore, market is 
seen as a means to attain happiness, both in this 
world and in the hereafter. In this respect, certain 
principles of marketing have been proposed 9 
mentions these principles as follows

1. Islam encourages trade activities which are 
ethically acceptable. Common ground in Islamic 
marketing ethics is fair trade based on reasonable 
profit.

2. Market transactions depend on the principles 
such as justice, honesty, self-control and 
straightforward relations between the market 
actors.

3. Islam prohibits smuggling, black market and 
deceiving customers. 

4. Islam prohibits extravagance and encourages the 
utilization of existing resources responsibly and in 
the best ways. Islam recommends following ethical 
principles and choosing a fair way of compensation 
in dealing with workers and creditors. 

5. Islam prohibits speculative transactions, 
profiteering and sale of agricultural goods in an 
early period. 

6. Through alms giving (zakat) regulation Islam 
made fulfillment of social responsibility not a 
matter of choice but an obligation for the rich.

7. With regard to sales, Islam prohibited marketing 
products that harm society.

8. Islam recommends a market centered and 
competitive pricing policy. 

9. Islam supports competition but prohibits forcing 
out other market actors in order to form a 
monopoly.

10. Islam prohibits interventions of the state 
between the market actors in order to favor certain 
parties.



Bibliography

Abuznaid, (2012). “Islamic Marketing: Addressing the 
Muslim Market” An - Najah Univ. J. Res. (Humanities). 
26(6). 1474-1503.

Ali, Abbas. (2005). Islamic Perspectives on Management 
and Organization. Cheltenham, England: Edward Elgar 
Publishing.

Ali, A. J. and Al-Aali, A. (2015) “Marketing and Ethics: 
What Islamic Ethics Have Contributed and the Challenges 
Ahead”, Journal of Business Ethics, 129:833–845.

Ali ibn abi Taleb, (1989).  F. Ebeid (Ed.) Dar Al Kitab Al 
Libnani.

Alom, M.M., and Haque, M.S. (2011). Marketing: An 
Islamic Perspective. World Journal of Social Sciences, 1(3), 
71-81. 

American Marketing Association. (2019). Codes of 
Conduct: AMA Statement of Ethics Last Accesed, 
12-11-2019, https://www.ama.org/codes-of-conduct/  
Bukhari, M.I., Sahih Bukhari Sharif (3 Vol. Set), Maktaba e 
Rehmania.

Chowdhury, N.A.J.M. (1999). Ethical Marketing: A 
Comparative Analysis of  and Islamic Thought, International 
Seminar on Political Economy, Organized by IIUC.

Gıda Raporu, Last accessed, 14-11-2019, 
https://www.gidaraporu.com/hayvan-yemlerindeki-tehlike_
g.htm

Hashim, H.I.B.C., Sharriff, S.B.M, & Mohamad, S.B. 
(2016). Halal Supply Chain Trainings in Malaysia: A 
Review Paper. Science International, 28(2), 1775-1779.

Hussnain, S. A., (2011). “What is Islamic Marketing”. 
Global Journal of Management and Business Research, 
11(11), 103.

Muhiuddin, G. and Haque, S. (2012). “Behaving Ethically: 
An Essence of Islamic Marketing System”, European 
Journal of Business and Management, 4(16), 34-44

Muslim I., (2017). Sahih Muslim Hadith, CreateSpace 
Independent Publishing Platform
Saeed, M. Ahmed, Z. Mukhtar, S.M. (2001). International 
Marketing Ethics from an Islamic Perspective, Journal of 
Business Ethics, Netherlands: Kluwer Academic Publishers, 
(32) 127–142.

Statista, Last accessed, 12-11-2019, 
https://www.statista.com/statistics/562857/market-value-of-
halal-products-worldwide/ 
The Qur'an, (2010). Saheeh International, Al-Muntada 
Al-Islami Trust.

- 5 -




