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Abstract: Islamic finance has experienced rapid growth globally, surpassing the USD 2 trillion mark
in 2017. As a result, the literature related to Islamic finance and banking is rather rich. Despite
the richness of the literature, our knowledge of the marketing issues related to Islamic finance is
modest and somewhat ambiguous. Therefore, we review several decades of research about the
Islamic finance in various parts of the world. We identify and discuss three main research themes
that draw on different conceptualization and theoretical lenses. After synthesizing their respective
findings, we propose several avenues for future research that integrate these three research themes
with the goal of developing a more nuanced understanding of Islamic finance and its marketing.
While we believe that our review will mainly serve as a crucial reinvigoration and launch point for
future research on Islamic finance marketing, it is also of great practical benefit for policymakers of
various countries and especially managers of financial service firms interested in marketing Islamic
banking and financial services to their customers.
Keywords: Islamic finance; marketing; emerging markets; consumer behavior

1. Introduction
Over the last several decades, Islamic finance and banking has experienced unprecedented growth
globally (IFSB 2018; Khan and Bhatti 2008a; Khan 2017). This trend is visible mostly in Muslim
majority countries because Islamic banking and finance is one of the most practiced aspects of Muslims.
However, recently, the growth and popularity of Islamic finance have spread to many non-Muslim
countries in Asia and Europe as well (Alam 2019). The reason is that now many countries are diverse
culturally with a sizable population of Muslims due to an increase of 49% in international migration
between 2000 and 2017 (Vora et al. 2019). Such a high level of immigration in different parts of
the world is responsible for this diversity that has resulted in the intermingling of values, interests,
and consumption patterns of consumers from a diverse background (Grier and Deshpandé 2001;
Oullet 2007; Penaloza and Gilly 1999). Despite this cultural intermingling, many minority groups,
particularly Muslims, have found to maintain their own unique consumption behavior due to the
intangible elements of religious beliefs and values (e.g., Jamal and Shukor 2014; Jamal et al. 2012;
Goldman and Hino 2005; Jamal 2003; Burton 2000; Ackerman and Tellis 2001; Wilson and Liu 2011).
This view on the cultural shifts in many countries makes marketing of Islamic finance both in Muslim
and non-Muslim countries an important area of inquiry.
Moreover, the literature related to the marketing to Muslim customers in various parts of the world
proposes Islamic finance marketing as an important research agenda and suggests that sharia-compliant
financial services are a growing niche within the financial service sector of the Muslim countries and
the countries which have a sizeable Muslim population (IFSB 2018; Khan and Bhatti 2008b; Ford 2012).
Islamic finance marketing has been recognized and addressed by various articles pinpointing several
key trends in the Islamic finance industry (Khan and Bhatti 2008b; Ford 2012). While deregulation
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and technological advancements have resulted in traditional financial services adopting certain highly
scrutinized innovative practices, Islamic finance has grown considerably due to more responsible
practices (Alam 2013; Lyons et al. 2007).
Consequently, research on Islamic finance has sharply accelerated within the past two decades,
first in management, finance, and economics (see, Al Rahahleh et al. 2019; Ayub 2018; Fang 2014;
Khan and Bhatti 2008a; Kurpad 2016) and more recently, in international business and marketing
literature (see, Belwal and Maqbali 2019; Butt et al. 2018; Fang 2016; Amin et al. 2014; Khaliq et al. 2011).
Despite its robustness, the literature on Islamic finance remains fragmented, offering little guidance
for researchers attempting to conceptualize the marketing strategies of Islamic finance. In addition,
the mainstream marketing literature has not focused properly on this growing market niche because
only recently Islamic financial service sector has started to gain some legitimacy in the mainstream
literature (Fang 2016).
Against this backdrop, the objective of this article is to provide a review of the literature with a view
to develop an understanding of the marketing process of Islamic finance and propose a research agenda
for Islamic finance marketing strategies. Although the extant literature does provide comprehensive
reviews of Islamic finance literature (e.g., Narayan and Phan 2019; Khan et al. 2017; Abedifar et al. 2015),
it takes a more holistic view rather than looking at the issues related to marketing of Islamic finance.
Our research provides a key contribution by offering a deep analysis of past Islamic finance marketing
scholarship. Specifically, we ask, what have we learned from the various theoretical foundations and
empirical findings that underpin the vast Islamic finance and banking literature, particularly as it
relates to the marketing of Islamic finance? We use this review to advocate for a broader approach and
describe how earlier research can be substantially enriched by a multidimensional focus on Islamic
banking and finance customers, organizational factors, and regulatory relationships. Our review also
promotes an understanding of the overall Islamic finance concept with a view to minimizing the risks
involved in the implementation of the Islamic financial system in various parts of the world. The rest of
the article is organized as follows. First, we review the overall Islamic finance literature and then group
them into relevant themes. Next, we review the extant literature related to each of the research themes.
We conclude the article with a discussion of the implications for the literature and new research agenda.
2. Review Methodology
To conduct a rigorous review of the extant Islamic finance marketing literature that may lead
to reliable and insightful findings, we used the multi-stage review approach, including (1) planning,
(2) article collection and, (3) analysis (Tranfield et al. 2003). During the planning stage, we determined
the goals and scopes of research, selected several keywords, and identified the publication sources. We
used several review sources to identify potential publications of interest for our review and particularly
focused on screening the Academic Search Complete, EBSCO, Science Direct, and ABI Inform databases
for relevant articles.
We used the following search terms in the title, abstract and keywords: “Islamic finance”, “Islamic
banking”, “Islamic investment”, sharia compliant finance”, “sharia compliant banking”, “Islamic
finance marketing”, “Islamic finance in Muslim countries”, “Islamic finance in non-Muslim majority
countries”, “Islamic finance in emerging markets”, “Marketing Sukuk”, and “Islamic finance in secular
countries”. We used these search terms for searching Google Scholar as well. Using a snowballing
technique, where search results were used to generate new leads (Biernacki and Waldorf 1981),
we reviewed all relevant articles cited in retrieved articles as well as relevant articles citing them on
Google Scholar. The choice of data sources, review protocol, and keywords reflected our desire to offer
a deeper understanding of the present research on Islamic finance and its marketing. The number
of articles that we retrieved for this review contains sufficient information to fully comprehend the
essence of Islamic finance marketing issues and, therefore, meets the criteria for the systematic review
approach (Tranfield et al. 2003). During the article review process, we attempted to identify key
research themes, main findings, important research gaps, and research questions discussed next.
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the policymakers of a country. The fields of finance, economics, international business, and marketing
are at the cusp of a wave of research on Islamic finance, particularly in Muslim countries. The first
wave of research relates to the work completed in the Middle East (e.g., Ahmed and Khababa 1999;
Chazi et al. 2018; Srairi 2010; Warsame and Ireri 2018; Ireland 2018; Hussein 2010) and North Africa
(e.g., Khafafa and Shafii 2013; Souiden and Rani 2015) focusing mainly on corporate governance and
efficiency of Islamic financial institutions. Indeed, Islamic finance literature is fragmented due to its
many issues and a myriad of factors. Therefore, for the sake of parsimony and also to make a coherent
contribution to our understanding of the marketing issues related to Islamic finance, we must first
define our focal concept, which is the process of marketing Islamic finance in Muslim countries.
As a result, we restrict our review as it relates only to some of the key marketing areas and issues,
as summarized in Table 1.
Table 1. Selected literature on Islamic finance marketing in Muslim countries.
Studies

Country/Region

Dominant Theoretical Lens(es)

Marketing Areas

Al-Tamimi and Al-Amiri (2003)
Al-Tamimi et al. (2009)

UAE

Service quality issue in Islamic
banks

Service quality analysis

Warsame and Ireri (2018)
Ireland (2018)

UAE

Customer adoption process of
Islamic finance

Product adoption

Al-Jazzazi and Sultan (2014)

Various Middle Eastern
countries

Service quality and Islamic
financing issue

Service quality analysis

Al-Salem and Mostafa (2019)

Kuwait

Customer attitude towards
Islamic finance

Consumer behavior

Chazi et al. (2018)
Hussein (2010)

GCC countries

Risk and liquidity of Islamic
banking

Product adoption

Hassan et al. (2013)

GCC countries

Impact of financial liberalization

Foreign market entry
decision

Naser and Moutinho (1997)

Various Arab countries

Organizational and managerial
issues in marketing Islamic
finance

Customer satisfaction

Alemu (2012)

Bahrain, Jordan, UAE

Customer choice and satisfaction

Consumer behavior

Souiden and Rani (2015)
Kaabachi and Obeid (2016)
Ltifi et al. (2016)

Tunisia

Customer attitude towards
Islamic finance

Consumer behavior

Naser et al. (1999)

Jordan

Customer satisfaction for
Islamic finance

Consumer behavior

Hossain and Leo (2009)

Qatar

Service quality issue for Islamic
finance

Customer satisfaction

Bizri (2014)

Lebanon

Customer perception and
perception of Islamic finance

Consumer behavior

Khafafa and Shafii (2013)

Libya

Service quality issue for Islamic
finance

Customer satisfaction

Abou-Youssef et al. (2015)

Egypt

Customer perception and
perception of Islamic finance

Consumer behavior

Samad (1999)
Moktar et al. (2006)

Malaysia

Improving efficiency in Islamic
banking

New service success
factors

Rosly and Bakar (2003)
Sufian (2010)

Malaysia

Performance of Islamic bank
and factors for success

New service success
factors

Wajdi Dusuki and Abdullah (2007)

Malaysia

Promoting Islamic finance
among Malaysian Muslims

Promotion

Loo (2010)
Hoque et al. (2018)

Malaysia

Customer perception

Consumer behavior

Osman et al. (2009)

Malaysia

Customer satisfaction for
Islamic finance

Consumer behavior

Mahdzan et al. (2017);
Mohd Thas Thaker et al. (2019)
Amin et al. (2016)

Malaysia

Customer adoption process of
Islamic finance

Product adoption
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Table 1. Cont.
Studies

Country/Region

Dominant Theoretical Lens(es)

Marketing Areas

Amin et al. (2013)
Amin et al. (2014)
Haron et al. (1994)
Wajdi Dusuki and Abdullah (2007)

Malaysia

Factors driving patronage for a
firm

Product adoption

Schottmann (2014)

Malaysia

Advertising of Islamic banks

Advertising and
promotion

Khan and Bhatti (2008a)

Various Arab and
non-Arab countries

Adoption and popularization of
Islamic finance in various parts
of the world

Product adoption

Ahmad and Hassan (2007)
Sarker (1999)

Bangladesh

Regulation of Islamic finance

Product adoption

Mehree et al. (2018)
Khan et al. (2007)
Saleh et al. (2017)

Bangladesh

Behavior of Islamic banking
customers

Consumer behavior

Uddin et al. (2015)

Bangladesh

Marketing promotion and
awareness of Islamic banking is
needed

Promotion

Zebal (2018)

Bangladesh

Market orientation of Islamic
finance firm

Market orientation

Usman et al. (2017)
Suhartanto (2019)

Indonesia

Consumer behavior for the
selection of Islamic banking
services

Consumer behavior

Hamid et al. (2017)

Indonesia

Need for more promotion of
Islamic finance among
customers

Promotion

Butt et al. (2018)
Muhammad and Aftab (2013)

Pakistan

Factors contributing to the low
adoption rate of Islamic finance

Product adoption

Imran et al. (2011)
Mehtab et al. (2015)
Khattak and Rehman (2010)

Pakistan

Customer awareness and
satisfaction

Promotion and consumer
behavior

Ahmad et al. (2010)
Akhtar et al. (2011)

Pakistan

Service quality and customer
satisfaction

Service quality analysis

Arshad et al. (2011)

Pakistan

Employee perception of Islamic
finance

Consumer behavior

Kaleem and Ahmad (2010)

Pakistan

Regulatory and risks issues in
Islamic finance in the agriculture
sector

Product adoption

Korkut and Özgür (2017)

Turkey

Importance of customer
satisfaction

Consumer behavior

Okumus (2005)

Turkey

Customer satisfaction for
Islamic finance

Consumer behavior

Estiri et al. (2011)

Iran

Factors of customer satisfaction
for Islamic finance

Consumer behavior

Shokuhi and Chashmi (2019)

Iran

Differentiation strategy for the
Islamic financial service firm

Market positioning

Ezzati (2019)

Iran

Meeting customer need and
demand or Islamic finance

New service
development

The second wave of research suggests that several non-Arab Muslim majority countries have
successfully adopted the Islamic banking system including, Indonesia (Usman et al. 2017), Malaysia
(Mahdzan et al. 2017; Amin 2013; Haron et al. 1994), Iran (Estiri et al. 2011; Shokuhi and Chashmi 2019;
Ezzati 2019), Turkey (Korkut and Özgür 2017), Bangladesh (Zebal 2018), and Pakistan (Butt et al. 2018;
Imran et al. 2011). Most of these studies also focus mainly on the performance and efficiency of
Islamic financial institutions. The third wave of research, which is imminent, is expected to go beyond
the roles and responsibilities of key corporate actors and policymakers, and delve deeper into the
evolution of various areas in finance, economics, international business, and marketing, as the effects
of Islamic finance trickle down and get more entangled with surrounding institutional arrangements.
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An in-depth analysis of the literature summarized in Table 1 provides three interesting insights into
the limited scope of these studies. First, focusing mostly on the adoption of Islamic finance by the
customers, several studies touch upon marketing issues. Yet, the marketing topics covered in the
literature mostly relate to consumer behavior and new product or service adoption issues. Second,
this literature base tends to be agnostic about how to develop overall marketing strategies for Islamic
finance in Muslim countries. Third, most of the marketing-focused studies are conducted in non-Arab
Muslim countries, even though the Arab Muslim nations constitute the largest market for Islamic
finance. These insights and gaps in the literature point to an urgent need for more research on several
Islamic finance marketing issues in many Arab and non-Arab Muslim countries.
3.2. Research Theme 2: Islamic Finance Marketing in Non-Muslim Majority Countries
The Islamic banking system is thriving in several non-Muslim majority secular countries
including, Australia (Rammal and Zurbruegg 2007), Britain (Abdullrahim and Robson 2017), Singapore
(Gerrard and Cunningham 1997), and in several other Asian and European countries (see Fang 2016;
Åström 2013). This trend is driven by calls to reconceptualize sharia and its role in business in
many secular countries (e.g., Islam and Rahman 2017). Many financial service firms in these secular
countries are responding to the needs of the Muslim minority customers because they are looking
for growth outside of North America and the European Union (El-Bassiouny 2014). In addition, the
policymakers in several non-Muslim majority nations had eagerly adopted the concepts of Islamic
banking and finance many years ago to promote the growth of their financial system (Imran et al. 2011;
Fang 2016). In addition, due to the large migration trend, Europe has become the center of Islamic
finance among non-Muslim countries. For example, although the population of Muslims in the UK is
only three million, London has become a hub for Islamic finance in Europe (Volk and Pudelko 2010;
Bershidsky 2013). This rapid adoption of Islamic finance in some of the non-Muslim secular countries
has recently received considerable attention in the literature. Yet, we believe that a renewed endeavor
is also needed to continue research on the marketing of Islamic finance in non-Muslim majority
countries. A summary of the key Islamic finance studies in non-Muslim majority countries, as reported
in the literature, is given in Table 2. Starting with Europe, Opromolla (2012) studied the feasibility
of Islamic banking in Italy and reported that the legislators are taking some steps to accommodate
Islamic finance in the Italian banking system. Similarly, Richardson (2011) strongly supports the
idea of establishing Islamic financial institutions in Ireland despite the small Muslim population in
that country. In the case of the United Kingdom, Hussain (2014) argues that Islamic finance will
flourish if financial service firms create more awareness among the customers about the availability of
the services. Abdullrahim and Robson (2017) investigated the importance of service quality among
the U.K Muslim customers and reported that the adoption of products depends on proper service
delivery by financial institutions. Several other European studies (e.g., Trakic 2012; Kaakeh et al. 2018;
Hamad and Duman 2014; Volk and Pudelko 2010) have also advocated the adoption of Islamic finance
in their respective countries, yet they narrowly focused on customer behavior issues leaving a wide
gap on the overall marketing of Islamic finance in many European countries containing sizable
Muslim population.
Several countries in Asia pacific have also shown a keen interest in accepting and promoting
Islamic finance as a viable financial system. In the case of Australia, Rammal and Zurbruegg (2007)
have argued for more promotion of Islamic finance in the country. Similarly, Abdur Razzaque and
Chaudhry (2013) have illustrated the customers’ purchase decision process for Islamic finance. In the
same vein, Mirza and Halabi (2003) reported the risks and challenges in the adoption of Islamic finance
in Australia. Moving on to another Asian pacific country Singapore, Gerrard and Cunningham (1997)
emphasized the need for more marketing and promotion of Islamic finance in that country. However,
Lai and Samers (2017) adopted a holistic approach and focused on the overall governance issue of the
Islamic financial system in the country. In the case of the United States, the literature is rather mute on
the issue of marketing and adoption of Islamic finance. Although Taylor (2003) and more recently
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Schmidt (2019) had argued that there was a potential for Islamic finance to grow in the US, not much
effort has been expended on studying the adoption and marketing of Islamic finance in that country or
even in North America.
Table 2. Selected literature on Islamic finance marketing in non-Muslim majority countries.
Empirical Studies

Country/Region

Dominant Theoretical Lens(es)

Marketing Topics
Covered

Opromolla (2012)
Petracci and Rammal (2014)

Italy

The need for Islamic finance and its
implication for the Italian economy

Basic marketing
issues

Trakic (2012)

Various European
countries

Regulatory issues in the
introduction of Islamic finance

Product adoption

Karbhari et al. (2004)

UK

Problems and challenges in Islamic
finance adoption

Product adoption

Chaudhry and Crick (2004)

UK

Customer targeting

Segmentation and
targeting

Abdullrahim and Robson (2017)

UK

Importance of service quality
among Muslim customers

Consumer behavior

Hussain (2014)
Tameme and Asutay (2012)

UK

Creating customer awareness of
Islamic finance

Market Promotion

Volk and Pudelko (2010)

UK
Germany

Challenges and opportunities for
Islamic retail banking in the
European context.

Product adoption

Richardson (2011)

Ireland

Feasibility of Islamic finance and
customer adoption

Product adoption

Kaakeh et al. (2018)

Spain

Attitude and awareness of the
customers for the Islamic finance

Consumer
behaviorPromotion

Hamad and Duman (2014)

Bosnia and Herzegovina

Customer behavior for the
acceptance of Islamic finance

Consumer behavior

Abdur Razzaque and Chaudhry
(2013)

Australia

Packaging and marketing impact
customers’ purchase decision

Consumer behavior

Mirza and Halabi (2003)

Australia

Growth of Islamic finance and
related risks and challenges

Product adoption

Rammal and Zurbruegg (2007)

Australia

Creating awareness about Islamic
finance among Muslim customers

Advertising

Gerrard and Cunningham (1997)

Singapore

Creating awareness about Islamic
finance among Muslim customers

Promotion

Lai and Samers (2017)

Singapore

Development and governance of
Islamic financial system

Product adoption

Schmidt (2019)
Taylor (2003)

USA

Customer behavior for the
acceptance of Islamic finance

Product adoption

All in all, the literature related to Islamic finance marketing has started to gain some strength
in many non-Muslim secular countries across the globe. Yet, more needs to be done to elevate the
Islamic finance as a viable financial system in various parts of the world. The focus should be on the
secular countries that have shown an interest in adopting Islamic finance. To that end, more research
on a variety of strategies for marketing and promoting Islamic finance is needed.
3.3. Research Theme 3: Islamic Finance Marketing in Emerging Countries
According to the United States Department of Commerce, the ten Big Emerging Markets (BEMs)
are Argentina, Brazil, China, India, Indonesia, Mexico, Poland, South Africa, South Korea, and Turkey.
These emerging markets have become a force in a global economy that offers great opportunities to
discover new perspectives in marketing and finance. As Seth (2011) has argued, the sheer size of the
consumer base in countries, such as India and China, has shifted the emerging markets from periphery
to the core of global competition. As these emerging markets have become more diverse, scholarly
interest in these countries has grown concomitantly. Of the ten BEMs, Indonesia and Turkey are the
Muslim majority countries with a well-established Islamic banking and finance system that were
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discussed previously in this article. Argentina, Brazil, Mexico, and Poland have a very small Muslim
population, and, therefore, the issue of Islamic finance in these countries is insignificant. Consequently,
we confine our review to three emerging markets of India, China, and South Africa, which have a larger
Muslim population. In addition, we consider South Korea, which, despite its small population, has
taken some steps for the establishment of Islamic finance. Some of the key Islamic finance marketing
studies in these emerging countries are shown in Table 3.
Table 3. Selected literature on Islamic finance marketing in emerging countries.
Empirical Studies

Country/Region

Dominant Theoretical
Lens(es)

Marketing Topics
Covered

Jamaluddin (2013)
Chakrabarty (2015)

India

Importance of marketing
Islamic finance

Product adoption

Islam and Rahman (2017)

India

Willingness of the customers
to adopt Islamic finance

Product adoption

Alam (2015)
Alam (2019)

India

New service development

Service innovation

Kurpad (2016)
Kumar and Sahu (2017)
Khan (2004)

India

Need for Islamic finance

Product adoption

Majdoub and Sassi (2017)
Bo et al. (2016)
Saiti and Masih (2016)

China

Need for Islamic finance

Product adoption

Kholvadia (2017)
Vahed and Vawda (2008)

South Africa

Need for Islamic finance

Product adoption

Wan Ahmad et al. (2019)

South Korea

Creating awareness about
Islamic finance among
non-Muslim customers

Product adoption

Like other emerging markets, India is having a disruptive impact on marketing practice and
theory (Seth 2011; Bello et al. 2016). India’s Gross Domestic Product (GDP) is expanding by more than
9% per year, and the country is the 4th largest economy in the world. Muslims are the second-largest
ethnoreligious group after the majority Hindu community and thus the largest minority group in India.
The Muslim minority, with a population exceeding over 170 million, constitutes about 14.6 percent of
India’s total population. The population is expected to grow to 236 million by 2030, and the share is
likely to be 18%–19% of India’s population (Potluri et al. 2017). By 2050, India’s Muslim population is
projected to become the largest in the world (Kurpad 2016).
Despite India’s large Muslim population, the concept of Islamic finance in the country is still in its
infancy. Notably, India’s mainstream financial service sector is growing by more than 40% annually
(Jain 2013). Many financial service firms have been quick to take advantage of the corresponding
surge in demand for various banking products. Given the growth rate in the financial service sector
and the growing needs of the large population of Muslims, India has the potential to become the
largest market for Islamic finance worldwide (Islam and Rahman 2017). However, surprisingly many
Indian financial services firms are rather slow in entering the new market niche of Islamic finance.
With this phenomenon in mind, there have been calls for the introduction of Islamic finance in India
(e.g., Mohan 2014). In addition, the Indian government formed the National Minority Development
Finance Corporation (NMDFCI) to further ease the flow of banking services among Muslim customers
(Jamaluddin 2013). The Mumbai stock exchange also promoted an Islamic Index to meet the needs of
Muslim investors. These developments point towards the initial steps that both the Indian companies
and policymakers have adopted to offer financial products specifically for Muslim customers. Although,
the issue of sharia-compliant banking has attracted some attention from both scholars, and policymakers
alike, (Ahmed 2013; Hammond 2012; Bose and Yedukumar 2013), India’s central bank, the Reserve
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Bank of India (RBI) recently decided against the introduction of Islamic finance mainly due to political
reasons (Arora 2018). Indeed, with an enormous Muslim population and the significant requirement
of the capital in the country, there is a scope for massive growth in Islamic banking in India. Recently,
Alam (2019) studied the process of developing new sharia-compliant financial services in India and
suggested that more studies related to the marketing of Islamic finance are needed in that emerging
country. Similarly, Kurpad (2016) made a strong case for a dual banking system in India, where Islamic
finance can coexist with other traditional financial and banking systems. Furthermore, in the opinion
of Chakrabarty (2015), India must adopt Islamic finance as a tool for poverty alleviation of Muslims as
well as other communities. In the same vein, Kumar and Sahu (2017) argued for the introduction of
sharia-compliant stock indices in India. As the debate on the issue of Islamic finance is heating up in
India, more scholarly studies on the process of developing and marketing Islamic financial services are
needed. These phenomena offer an opportunity for Islamic finance scholars to study the process of
developing and marketing Islamic finance in India.
Another emerging market, China, has almost 22 million Muslims constituting about 1.6%
percent of China’s population. Yet, due to many restrictive and regulatory measures adopted by the
Chinese government, Islamic finance has not thrived in that country. Only a few articles provide
merely a comparative analysis of Chinese Islamic finance and its effect on the country’s economy
(Majdoub and Sassi 2017; Bo et al. 2016) and a commentary on China’s sharia-compliant equity market
(Saiti and Masih 2016). Although in comparison to India, China has a small Muslim population, being
an economic powerhouse of the world, China offers great potential and opportunity to study the
marketing of Islamic finance in that country. Moving on to another emerging country, South Africa,
the number of Muslims in South Africa is about one million, constituting approximately 1.9 percent of
the country’s population (Statistics South Africa 2016). An extensive search of the literature reveals
only two empirical studies related to the marketing of Islamic finance in South Africa (Kholvadia 2017;
Vahed and Vawda 2008). Both studies have argued that the adoption of Islamic finance among
South African Muslims is rather low, and as a result, the market penetration of Islamic finance in
that country is still in its infancy. Lastly, in South Korea, despite its very small Muslim population,
Wan Ahmad et al. (2019) have emphasized the need for creating awareness about Islamic finance
among both Muslim and non-Muslim customers in that country. In that study, South Korean citizens
who have resided in Muslim majority countries were found to be very little informed about various
aspects of Islamic finance. However, exposure to information regarding Islamic financial services was
found to generate significant interest among them. Although the size of the Islamic market both in
South Africa and South Korea is rather small, the dearth of empirical studies in these two countries
points to an interesting research gap.
In summary, the literature on Islamic finance in emerging markets has enhanced our understanding
of several key theoretical lenses in finance and marketing. Extant literature suggests that emerging
markets are not only viable markets for Islamic finance but also critical sources of global innovation and
competency. Dariyoush and Hussin (2016) also opined that the large and growing population of Muslim
customers in some of the big emerging markets provides a large platform for the use of Islamic financial
services. Yet, many emerging markets differ among themselves in their competitive and institutional
environments. Particularly, larger emerging markets, such as India and China, are characterized by
severe market complexities because of sectorial heterogeneity and intense competition. The literature
sheds light on the lack of a thorough analysis of how the marketers of Islamic finance shall manage
these complexities. Therefore, we see considerable scope for future research in this area. The literature
further changes our view towards the theory of marketing to minority customers in non-Muslim
majority countries.
4. Conclusions and Implications
Prior literature on Islamic finance has largely focused on the feasibility and efficiency of Islamic
finance in various parts of the world. More recent research shows that Islamic finance has been evolving
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from a “foundational paradigm” into a “strategic implementation paradigm,” which adds value to the
conventional financial system of a country (e.g., Shokuhi and Chashmi 2019; Ezzati 2019; Alam 2019).
Our review identifies key theoretical insights and empirical findings and shows that there has been
significant progress in the last three decades towards consensus on several issues. We undertook this
study to advance our understanding of one key issue, which is the marketing of Islamic finance, an
area that has largely been overlooked in the extant literature.
Our review provides several contributions to the literature of Islamic finance. First, we identify
three dominant themes of research and illustrate how each theme relies on the different conceptualization
of Islamic finance, different analytical foci, different theoretical approaches, and underlying mechanisms.
Second, we offer a comprehensive review of each of these research themes. In particular, we propose
that while these three research themes have collectively produced several key scholarly insights, they
have mostly evolved independently from one another in terms of research hypotheses and perspectives.
Third, our review helps in abstracting the particularities of the topic and explaining how to advance the
theoretical understanding of Islamic finance by connecting to other fields, such as marketing, customer
adoption behavior, and several other issues to facilitate cross-fertilization.
5. Future Research Agenda
Our rigorous review of existing literatures reveals two key areas for future research. The first
relates to the subject matter of Islamic finance marketing, and the second is about the overall maturity
of Islamic finance as the mainstream research area in various parts of the world. To this end, we have
identified several research questions that we think warrant greater attention. First, we propose several
research questions related exclusively to key marketing issues of Islamic finance globally. Next, we
develop research questions related to other relevant subject matters surrounding the development and
adoption of Islamic finance in both non-Muslim majority and Muslim majority countries.
6. Marketing Related Research Questions
Although we argue for interdisciplinary research and especially for teaming up with economics,
law, and finance scholars, from our perspective, there is an urgent need for a more exclusive focus on the
marketing of Islamic finance due to the major gaps in this area. For example, our current review of the
literature points to only limited coverage of the marketing issues in a limited number of countries. Some
of the issues covered are product adoption (e.g., Islam and Rahman 2017; Richardson 2011), advertising
and promotion (e.g., Schottmann 2014; Rammal and Zurbruegg 2007), service innovation (e.g.,
Alam 2015; Moktar et al. 2006), consumer behavior (e.g., Kaakeh et al. 2018; Korkut and Özgür 2017),
and service quality analysis (e.g., Al-Jazzazi and Sultan 2014). With this in mind, several future research
questions offer the substantial potential to extend our collective thinking about challenges in marketing
of Islamic finance. This list is by no means comprehensive. However, it outlines some of the most
noticeable gaps given the current state of research.
RQ1: How to brand Islamic financial products and services in various parts of the world?
RQ2: How the current developments in emerging technology and digital marketing, such as
artificial intelligence and virtual reality, impact the marketing of Islamic financial services?
RQ3: What is the development process of new Islamic financial services?
RQ4: How to involve Muslim customers in developing new Islamic financial services?
RQ5: What regulatory factors and legal issues affect the marketing of Islamic financial products
and services?
RQ6: How to use marketing communications to promote Islamic financial products?
RQ7: What digital and social media marketing strategies are appropriate for marketing and
promoting Islamic finance?
RQ8: What are the optimal delivery process and channel strategies for distributing Islamic
financial services?
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RQ9: What sales strategies are needed to help a firm sell more Islamic financial services?
RQ10: What competitive positioning strategies are appropriate in differentiating Islamic finance
from traditional financial services?
RQ11: How to measure the service quality and customers’ satisfaction and their mutual relationship
in the context of Islamic finance?
RQ12: What marketing strategies are needed to market Islamic financial products and services to
non-Muslim customers in various parts of the world?
7. Research Questions Related to Other Issues
Opportunities also abound for scholars to contribute to the broadly defined body of research we
have revealed, and to offer nuanced approaches to understanding how Islamic finance may evolve into
the mainstream financial services sector in different parts of the world. Indeed, the growing need for
Islamic banking and finance is a global phenomenon (Bershidsky 2013; El-Bassiouny 2014). Particularly,
in the context of non-Muslim majority countries, marketing Islamic financial services should be a key
area of inquiry because ignoring the importance of Muslim customers can prove costly, considering
the fact that the Muslim customers are a growing market niche. Although the marketing of Islamic
finance poses political, regulatory, and administrative constraints to many service firms worldwide,
it is a worthwhile venture and needs to be investigated further. In addition, the low population growth
of the majority group, coupled with the large population increase in the Muslim minority group in
many countries, means it is time to target this growing niche more aggressively.
As Muslim customers and their purchasing power grow, they will demand that the firms be
responsive to their needs for financial services. Firms that can successfully offer Islamic financial
services for the Muslims customers will create a win–win situation for their businesses and for their
customers. Furthermore, business managers are increasingly under pressure to find ways to achieve
growth. Developing and offering Islamic financial services to fulfill the unmet needs of Muslim
customers is one key strategy for achieving growth. Yet, as with any new venture, marketing Islamic
finance, particularly in non-Muslim majority countries, can also be risky. An investigation of the
research questions proposed by this review article can offer an understanding of how to manage
the risks that are inherent in implementing and marketing Islamic financial products and services
particularly in emerging and non-Muslim majority countries with complex business environments.
Policymakers of the countries with a sizable Muslim population must take proactive measures
for the massive penetration of Islamic financial services among their minority Muslim population
for several reasons. First, the process will contribute to a greater financial stabilization and open
the door for better inclusion of Muslim customers. Second, Islamic finance will further boost the
economy of a country because it will result in the free flow of finance to millions of new and emerging
customers. Third, it will introduce a new mode of banking, making the financial market of a country
more robust, competitive, and mature. Finally, it will offer diplomatic advantages in dealing with
the Muslim dominant and rich nations in the Middle East, especially to attract more lucrative direct
investment in the country. Moreover, in the case of many non-Muslim majority countries, the scholars
have only focused on some marketing issues as well as on the feasibility and regulatory constraints in
marketing Islamic finance (e.g., Opromolla 2012; Petracci and Rammal 2014; Trakic 2012; Hussain 2014;
Tameme and Asutay 2012; Mirza and Halabi 2003). Considering the above phenomena, future studies
can contribute to the topic by going deeper into the following research questions.
RQ1: How can the Islamic financial system and the mainstream financial system coexist in
a country with a sizable Muslim population?
RQ2: How does Islamic finance contribute to the economic wellbeing of non-Muslim
majority countries?
RQ3: How would the introduction of Islamic finance in non-Muslim majority countries dispel the
notion of marginalization of the Muslim population?
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RQ4: What critical steps should the policymakers in non-Muslim majority countries take to
develop and promote Islamic finance?
RQ5: How can a financial services firm take advantage of the growth in the emerging market by
offering Islamic finance to Muslim customers?
RQ6: What cross-country differences exist in the marketing, adoption, and promotion of Islamic
finance in various non-Muslim majority countries?
RQ7: What are some of the key cross-country differences in the marketing, adoption, and
promotion of Islamic finance within the emerging markets with a sizable Muslim population?
RQ8: What decision models do customers use in selecting Islamic financial services over the
mainstream traditional financial services in non-Muslim countries?
Moving on to the Islamic finance literature related to Muslim majority countries, the scholars are
unanimous on the need for more studies in this area because there is a dearth of infrastructure and
technical knowhow for managing Islamic finance worldwide, including Muslim majority countries
(see Chaudhury and Bhatti 2017; Khan 2017). Scholars have recommended that the managers
and practitioners must develop the market segment of Islamic banking more aggressively because,
despite the popularity of Islamic finance in Muslim countries, the adoption rate is somewhat lower
(Usman et al. 2017). The findings from our present review also support these conclusions. For example,
most studies in the Muslim majority countries have focused only on the issue of efficiency of the Islamic
finance system and customer satisfaction (e.g., Moktar et al. 2006; Sufian 2010; Kaabachi and Obeid 2016;
Ltifi et al. 2016; Chazi et al. 2018; Hussein 2010; Butt et al. 2018; Estiri et al. 2011). We have identified
numerous critically important yet unexplored opportunities to integrate insights from the global
Islamic finance literature with a focus on Muslim majority countries. The following sample of research
questions suggests the issues we consider to be most urgent regarding the marketing, promotion, and
adoption of Islamic finance in Muslim majority countries.
RQ1: What critical steps should policymakers of the Muslim majority countries take to develop
and promote Islamic finance in their respective countries?
RQ2: How do various institutional and organizational factors in Muslim majority countries affect
the overall promotion of Islamic finance?
RQ3: Taking a cross-country perspective, how do varying rules and regulations in different
Muslim and non-Muslim majority countries affect the decisions of a financial services firm to develop
and introduce Islamic financial services?
RQ4: What are the main motivating factors for the customers to adopt Islamic finance in Muslim
majority countries?
In summary, the marketing of Islamic finance as an area remains largely in need of empirical
research. We believe that this article is only a catalyst for future research in a field growing in theoretical
and practical importance. It is hoped that the themes that emerged from this review will help lay the
foundation upon which later analysis and research of this topic can be built.
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