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Abstract

This study aims to categorize themes or concepts related to the study of Islamic marketing. Through
descriptive analysisand the help of VOSviewer software, 399 Scopus indexed articles were obtainedand
published by major publishers such as Emerald, MDPI, Sage, Science Direct, Springer, Taylor, and Frands.
The results show 399 concepts in the study of Islamic marketing, categorized into seven groups. In
addition, this research isalso related to dominant themes, suchasth e halal market, Islamic finance, service
quality, Islamic strategy, and social marketing. The significance of this research is the discovery of the
concept of [slamic marketing studies to hBJ develop the conce ptual framework in subsequent studies.
Meanwhile, the limitation of thisresearch is thatthe articles reviewe dare only obtained from theScopus
database and do not have comparative data. Consequently, fu ture studies must use a comparative analysis
approach involving the Scopus database and the Web of Sciences (WoS).

Keywords: Systematic review, Islamic marketing, bibliometrics, VOSviewer

Abstrak

Penelitian ini bertujuan untuk mengkategorikan tema atau konsep yang berkaitan dengan kajian
pemasaran Islami. Melalui analisis deskriptif dan bantuan perangkat lunak VOSviewer, diperoleh 399
artikel terindeks Scopus danditerbitkan oleh penerbit besarseperti Emerald, MDPI, Sage, Science Direct,
Springer, Taylor, dan Francis. Hasilnya menunjukkan 399 konsep dalam kajian pemasaran Islami yang
dikategorikan menjadi tujuh kelompok. Selain itu, penelitian ini juga terkait dengan tema dominan, seperti
pasar halal, keuangan syariah, kualitas layanan, strategi syariah, dan pemasaran sosial. Signifikansi
penelitian ini adalah ditemukannya konsep kajian pemasaran Islami untuk membantu menge mbangkan
kerangka konseptual dalam kajian selanjutnya. Sedangkan keterbatasan penelitianini adalah artikel yang
diulas hanya diperoleh dari database Scopus dan tidak memiliki data pembanding. Konsekuensinya,
penelitian selanjutnya harus menggunakan pendekatan analisis komparatif yang melibatkan database
Scopus dan Web of Sciences (WoS).

Kata kund: Systematic review, Islamic marketing, bibliometrics, VO Sviewer

INT REUCTION

Marketing is a social process by individuals and community grofgj to offerand exchange products
and services to achieve people’s livelihoods (Abbas and Zubair, 2020: Kotler, 2000). Marketing is widely
conceptualized as a strategic and competitive plan based on customer satisfaction carried out by
managementwith the supportofallelements of the organization with the aim of mutual benefit (Lovelock,
2011). Marketing is essential in providing products or services following customer expectations. Atthe
same time,companies orservice providers are required to provide products following the moral values of
society (Abbas and Zubair,2020).

In Islam, trade is fundamental in human life as longas the process is in line with [slamic values
reflectedin the Qur'an and al-Hadith as the source of all reference in human life. Including regulating
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behaviorin trading (Hashim & Hamzah, 2014: Saeed et al,, 2001). In particular,g]]ah SWT ordained
Prophet Muhammad SAW to be a successful entre preneur before hisprophetic life (Antonio, 2007 : Trim,
2009). Therefore, Islamic marketing is generally based on Islam's norms and values (Alserhan and
Alserhan,2012: Alsharari,2018: Sohrabian,Z(]

The discourse on Islamic marketing is an issue thatis still being debated among academics,
students, practitioners, and consumers (El-Bassiouny, 201 6) because the marketing conceptrequired by
Islam isrelated to ethical values in Islam (Krasteva, 2016: Riaz, 2016), which is conceptually very much
different from ff§marketing concept that has been practiced in conventional marketing, This raises
questions from Muslim minority and Muslim-majority countries (Wilson, 2012). Islamic marketing has
challenges because ofits considerationas a market segment thathas not beenexploredand hasnot been
considered feasible bymostpeople (Sandikc, 2011).In addition, there are contradictionsbetween Islamic
and conventional marketing (Abu Daabes, 2018), so some people have not fully understood it
conceptually.

Marketing is essential irfiel ivering products and services to keep pace with customer expectations
and satisfaction. As a result, companies are expected to have their products and services morally
acceptable. [slamic marketing provides an avenue for the adoption of ethically acceptable methods of
marketing. At the same time, Islam provides a comprehensive view of life by prioritizing a code of ethics
in marketingthatis guided by the values in theQur'an andal-Hadith,as the primary reference forMuslims
to succeed in life in this world and the hereafter (Hashim and Hamzah, 2014).Islam as teaching has
regulafgi variousproblems of human life worl dwide, including commercial activities (Arham, 2010).

Islamic marketing provides an avenue for the adoption @ morally acceptable methods of
marketing. At the same time, Islam providesa comprehengrevievw of life. The marketing code of ethics
must be guided by the values in the Qur'anand al-Hadith,asthe two primary references that Muslims must
adheretosucceedin life in this world and the hereafc@Hashim and Hamzah, 2014). Islamasteaching has
regulated variousproblems of human life worl dwide, including commercial activities (Arham, 2010).

This study aims to investigate and analyze the current situation by reviewing the literature on
Islamic marketing through systematic review and bibliometric analysis methods, which are then
visualized inimages, tables, and others. The studywas carried out on articledocuments based on several
keywords that became parameters in determining the concepts in mapping the ideas related to Islamic
marketingto provide direclﬂn for further researchersto understand Islamic marketingmore efficiently.
Furthermore, the findings of this study are expected to contribute to the production of academic
knowledgein determining and evaluating publications and trends inthe field of Islamic marketing.

This paper consists of several parts: namely, The firstis to review the introduction related to the
problem with theimportance of research. Thesecond section focuses on reviewingresearch methods The
third partpresents theresults and discussionsrelated to the year of publication, publication bysource, the
journal by country, publication by affiliation, publication by type, linkage and grouping of themes and
abstractsin lslamnnarketing, visualization of title and abstract overlays, dominant articles in Islamic
marketingstudies The mostcited papers, and th@§ffost competentauthorsin the field of Islamic marketing
in the world are also analyzed using VOSviewer. In the fourth section, the conclusions and implications of
the research are carried out.

RESEARCHMETHOD

Thisstudyusesbibliometricanalysis tools toanalyze articles related to Islamic marketing, This
was done to evaluate and analyze journals' effectiveness and performance in building academic and
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personal knowledge. Bibliometric analysis can be applied to journal citations, auth@, or other
metadata (Zhaoand Strotmann2015). A source canrepres@tthe relationship between an individual
author and his subject, topic, methodology, and co-authors. According toZhao and Strotmann (2015),
scholars can use citation analysisto (a) mapstudy areas toinvestigate their intellectual structure, (b)
assess academicimplicationsand evaluate sources of information, and ) track the spread of ideas
and the flow of knowledge, (d) assistsinformation search.anization. and representation, and (e)
investigatesthe use and utilization ofacademicliterature (Zhaoand Strotmann,2015).

Data collection and Search Strategy

As Elsevier's database of abstracts and citations, Scopus, has the most comprehensive peer-
reviewed investigation on the research E)ic, this platform was chosen for this study (Aglada -Tort
and Sanfilippo2019). After some testing, the following §fijrch was conducted fortitles,abstracts and
keywords to identify studies on Islamic marketing The data is taken from the Scopus database from
2017 to 2022,

By limiting the documents to article documents, 399 articles were taken from the Scopus
database from 2017 to2022. Trends in publication, visualization,and mapping of research on Islamic
marketing were carried out using bibliometric analys i@roughVOSviewer (Eckand Waltman 2017:
Akbarietal. 2020). This study analyzed data collected through VOSviewer,a method similar to that
suggested by (Basulto, Segovia, and Jullian 2020: Yan and Duncan 2018).gext, a bibliometric
analysis, similar tothatrecommended by Anglada-Tort and Sanfilippo (2019). The mapping stage in
this study s carried out through the following process. First, full-text articles are imported into the
VOSviewer software. This process is carried out to obtain data clusters and visualize a network of
researchthemes on [slamic marketing.

Data analysisand conceptfjlization stages reviewarticles that produce data thatcananswer
research questions. Meanwhile, at this stage, data analysis focused on cluster analysis, dominant
topics, related themes, and mapping the issues of Islamic marketing studies based on 399 analyzed
articles. Finally, this analysis aims to produce a study concept on Islamic marketing, which is
formulated based on thisreview.

RESULTS AND DISCUSSION

Year wuhlicatiuns

Based on the Scopus database shows that the total number of Scopus documents related to
Islamic marketing is a total 0f399 described in this paper. Figure 1 shows the development of sharia
marketing research published from 2017 to the end of 2022. In 2022 there will be 53 research
publications. By 2021 therewill be 68 studies: as of 2020, there were 83 studies:in 2019, as many as
76:in 2018, there were 66 studies: and in 2017, there were 53 studies, as shown in the following
figure:
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Year of Publication
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Figure 1: Publication Year
Source: Scopus Database

As shown in Figure 1, the complete publication of Islamic marketing journals has increased

duringthe 2017-2020 period and has decreased inthe numberofpublicationsin 2021 -2222.

PublicationsbySource

Based on the researcher's search results to document journal articles, conference papers,and
books in the Scopus database, there are 399 research articles on Islamic marketing. Of the 399
publications ofresearch journal articles, it can be seen from the details that the nine journalspublish

the mostreports, which can be seen in the following figure.

200 1 156 Publication by Source

100

Figure 2. Publicationsby source
Source: Scopus database
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From Figure 2, it can be seen that nine jna] sources publish the most articles on Islamic
marketing. The sources of published journals are: the Joumal of Islamic Marketing, which is the journal
that publishes the mostpapers, significarmone hundred and fifty-sixarticles. The second-ranked journal
that publishes Islamic marketingarticles isthe journalof Islamic accounﬁrmldbusiness research, with
thirteen articles. The International Jourmnal of Bank Marketing published six articles International Journal
of Islamic and middle eastern finance with six articles. The journal advanced science and the Journal
International Immlofsupp]ychajnpub]ishecl five articles each. Journal of humanities and social sciences
reviews, Journal International Journal of innovation creativity and change, management, and Journal of
library philosophyand practice published three articles each.

Publicationsby Country

Malaysia is the country thatpublishes the mostarticles related to the selection of [ slamic marketing,
with several publications of one hundred and twenty-five articles. Then the second is Indonesia, with
eighty-six articles. Pakistan with thirty-sevenarticles. The United Kingdom with twenty-nine articles. The
United Aran Emirates with twenty-six articles. The United States with twenty-four articles. [ran with
twenty-one articles. Turkey with eighteen articles. China with sixteen artides. Australia with thirteen
articles.Newzealand with eleven articles and Jordan with the number of publications of ten. Complete
details of the comparison of twelve countries that publish Islamic marketing articles can be seen in the
following picture:

140 1 125 Publication by Country
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60 37
40 1 29 26 24 o1
20 11 10
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Figure 3. Publicationsby country
So urcﬁco pus database

Figure 3 shows the twelve countries that published the most artides related to Islamic marketing
research in the Scopus database from 2017-2022.
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Pub li&ions by affiliation

In the distribution of article publications, research shows thatthe ten affiliates that published the
mostregional Islamic marketing research articles on Scopus during the2017-2022 period were Universit
Teknologi MARA, with twenty-one articles. Universiti Utara Malaysia with seventeen articles. nternational
Islamic University Malaysia with fourteen articles. Universiti Malaya with twelve articles. Universitd
Kebangsaan Malaysia with eleven articles. Universiti Sains Malaysia with Nine articles. The University of
Indonesiawithnine articles. Universtas Ailangga witheightarticles. Universiti Sains [slam Malaysia, with
sevenarticles. Thenlastly isthe IndonesianIslamic University withsevenarticles (Figure 4).

Publications by Affiliation

Universitas Islam Indonesia 7
Universiti Sains Islam Malaysia 7
Universitas Airlangga 8 ¥ Document
Universitas Indonesia 9
miversiti Sains Malaysia 9
Universiti Kebangsaan Malaysia 11
Universiti Malaya 12
International Islamic... 14
Universiti Utara Malaysia 17
Universiti Teknologi MARA 21

Figure 4. Publicationsby Affiliate
Source: Scopus database

Figure 4 above shows that the ten affiliates that published many research articles on Islamic
marketing in the Scopus database from 2017 to 2022 were Universiti Teknologi MARA Malaysia.

Publicationsby Type

The Scopus database has 399 journal article documents published from 2017 to the end of
2022, which can be divided into four types: articles, conference papers, book chapters, and books
This can be seen in Figure 5.
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Publication by Type

W Article

W Conference Paper

W Book Chapter

Book

Figure 5. Publications by Type
Source: Scopus database

From Figure 5 above, itcan be seen that the number of publications by type of publication is: The
first article with three hundred and sixty articlesthathave been published.Second, Conference paperwith
sixteen published papers. Book Chapter, with thirteen published documents, and the last is the Book
document, with ten publication documents.

Publication bySuba:tarea

Publications of journal articles, Conference papers, Book Chapters, a:l Books are categorized in
several subject areas in research related to Islamic marketing, namely Business, Management and
Accounting, Social Sciences, Economics, Econometrics and Finance, Arts and Humanities, Computer
Science,DecisionSciences, and Environmental Science. Thiscanbeseenin Figure 6 below:
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® Business, Management
Publication by Subject area and Accounting

M Social Sciences
W Economics, Econometrics
and Finance

W Arts and Humanities

B Computer Science

W Decision Sciences

Environmental Science

Figure 6. Publications by subject area

Source: Scopus database

Figure 6 shows that publications related to Islamic marketing have subjects consisting of several
subjectareas, namely, Business, Management,and Accounting with two hundred and ninety- five articles.
Social Sciences with eighty-nine articles. Economics, Econometrics,and Finance with seventy-two articles.
Arts and Humanities with forty-one articles. Computer Science with twentygFne articles. Decision
Sciences with twenty articles, and Environmental Science with ten artid es. Thus the subject area related
to Business Management, and Accounting is the area that has the mostnumber compared to other subject
areas. Forclarity, below willbe shownin tabularform as follows:

Table 1.Publications by Subjectarea

No a Subject area Document
1 Business, Management and Accounting 295
2 Social Sciences 89
3 Economics, Econometrics and Finance 72
4 Arts and Humanities 41
5  Computer Science 29
6 Decision Sciences 20
7 Environmental Science 10
Source: Scopus database

Table 1 above shows that the subject area of publication on Islamic marketing is dominated by
Business, Management, and Accounting, with article documents reaching two hundred and ninety-five
articledocuments.

Linkageand Clustering of Themes in Islamic marketing
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This section desaribes the concepts in several visualizations related to the theme of this research,
and 140 of them were identified in 399 articles. Next, it was affilyzed using VOSviewer software to
describe and mapthe sevenconcept groups,asseenin Figure 7. [t showsthe concept namesderived from
the cluster density view.Furthermore,each co]orcocus used toseea listof conceptsthat stand out from

each cluster. The aim is to identifyideas and themes frequently discussedin previous researchand used
in futurereseard.

green marketing

business ethics

islamic law and marketing practices prorgation
islamic business ethics
) ey N 4
advertisements andi@romotions 1o muslim
L Sy -
islapnic marketi
islagnic marketingy,......
@ v ﬁg.‘:,
muslimdriendly ' sales
haia‘:ket finance

v consumefiBehaviour islamicfinance .
marketing strategy
islamic financial msutu[ens

-
customer satisfaction

islamig tourism Dusiness

<
service gquality
f' VOSviewer .

Figure 7 Linkage and Clustering of Themes in Islamic marketing

Source: Scopus database, retrieved usirav OSviewer

Figure 7 showsthat differentcolorsdistinguish the cluster density of each cluster. Identification in
the form of mappingin Figure 7 can help researchers, especially th@ie just starting their research from
scratch.When they finda topicofinterest in their particularfield, they canreadarticles related to thattopic
with the help of this study. For example, in Cluster 1, the related concepts are advertisement and
promotion to Muslims,brand personality, halal market, Islamic e-marketing, [ slamicfashionand clothes,
Islamic market segment, and Muslim consumers. [n contrast, Cluster 2 emphasizes consumer behavior,
corporate social response, halal brand personality, halal product, health care delivery, Islamic branding,
religious commitment, and social marketing.

In Cluster 3, the concept is aimed at behavior intention, halal certification, halal food, halal
restaurant, halal tourism, Islamic hospitality,Islamicreligiously, and Muslimfriendly. Cluster 4 focuses on
finance, finance management, finance product, investment, Islamic financing, sales, structural equation
modeling,and trade with the Islamicworld. Furthermore, Cluster 5 focuses on economic andsocial effects,
electronice-commerce, email marketing, managerial implications, marketing strategy, mobile marketing,
sustainable development, and wireless telecommunication. Cluster 6 focuses on concepts related to the
adoption of[slamic banking,conventional banking, Islamic financial services, Islamic retail, and perceived
behaviorcontrol. Then Cluster 7 focuses on corporate reputation, customer loyalty, customer satisfaction,
Islamic ethics, relationship marketing, and service quality. Then Cluster 8 focuses on customer attitude,
Islamic bank performance, and Islamic banking, For more details, itis shown in the form ofa table 2 as
follows:
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Table 2. Cluster Concept
Cluster Concept name
1 Advertisement and promotion to Muslims, brand personality, hala

market, Islamic e-marketing, Islamic fashion and clothes, Islamic
market segment, Muslim consumer

2 Consumers’ behavior, corporate social response, halal brand
personality, halal product, health care delivery, Islamic branding,
religious commitment, social marketing

3 Behavior intention, halal certification, halal food, halal restaurants,
halal tourism, Islamic hospitality, Islamic religiously, Muslim
friendly

4 Finance, finance management, finance product, investment, Islamic

financing, sales, structural equation modeling, trade with the
Islamic world

5 The economic and social effect, electronic eCommerce, email
marketing, managerial implication, marketing strategy, mobile
marketing, sustainable development, wireless telecommunication

6 Adoption of Islamicbanking, conventional banking, Islamic financial
service, Islamic retail, perceived behavior control
7 Corporate reputation, customer loyalty, customer satisfaction,

Islamic ethics, relationship marketing, and service quality

Overlay Visualization of Title and Abstract

Overlay visualization is also generated from the analysis results on metadatataken from the Scopus
database,imported into VOSviewer (Pattah 2013). In thisvisualization, the col or of the nodes represents
the keywordand the year inwhich the articlecontaining thatkeyword was published.The darker the paint
on the nodes, the longerthetopicis covered in the research. Thevisualization in Figure 7 showsthat issues
related to studies on customer satisfaction, Islamic finance, halal market, and marketing strategy, with blue
and green nodes,have beendiscussed by researchers from 2018 to 2020. Topicsinclude service quality,
business,and Muslims. Friendly withyellownodes, much-discussedbetween 2020 and 2021 asshown in
the followingimage.

green Miaketing

businets ethics

e oogtion
istamic law and masketing practices prooe

o Islamic buginess ethics

advertisements andiifomotions to muslim

islami¢ Wetinmw .
muslimdriendly '. sales %
halal market fingnce

consumeq?haviaur 'islamwance
- *masketiip st’al‘egy

islamic financiabinsgitutigns

customer satisfaction

islamigourism  Dusipess seruﬂc&gualﬂy"
VOSviewer -_, = =

Figure 8: Overlay Visualization
Source: Processed using VOSviewer
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Dominant Themes in Islamic marketing Studies

VOSviewer§pftware on the co-occurrence analysis menu based on abstracts of articles related to
Islamic marketing explores the words thatappear mostoftenin dataresearch. Therefore, this analysis tool
allows words with the same meaning to be categorized into one group. Based on data analysis of 399
journal articles in the Scopus database takenfrom 2017 to 2022, it was found that the dominant themes
and topics studied by previous researchers were Islamic finance, halal market, sela:e quality, Islamic
tourism, marketing strategy, business, Muslim friendly, and Islamic business ethics. Therefore, it can be
enjoyed that this is the whole focus of research related to this topic. This is furtherexplainedin (Figure 8),
especiallyin bold.

ﬁb VOSviewer

Figure 8. Density Visualization in Islamic marketing Studies
Source: Processed using VOSviwer

Figure 8 above shows thatresearch onlslamic marketing discusses the halal market, servicequality,
Islamic tourism, business, marketing strategy, [slamicfinance, Islamic business ethics, and Islamic tourism,
which are marked with light colors.In contrast, researchers have not done much research about Islamic
marketing: the themesrelated to green marketing, sales, and investm ent are marked with dark and minor
colors. Therefore, future research can be continued by focusing more on studies related to the theme of
green marketing, sales,andinvestment.

Thetrend research ofIslamicmarketing Studies

Islamic marketing has become a theme that is always interesting to be researched by scholars,
academics, and practitioners in variouscircles. The articles and topics they study are not only related to
the study of Islamic marketing but also 1ead to the adoption of conventional marketing, which in theory
and practice has an adequate intellectual, social and conceptual framework (Zupic and Cater, 2015), so
that in research on Islamic marketing will always relate to themes and topics that are discussed in
conventional marketingsuchas halal market topics, service quality, [slamic tourism, business,marketing
strategy, [slamic finance,Islamicbusinessethics, and [ slamictourism.
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In general, research on Islamic marketing has become the target of researchersand academics from
Malaysia.This indicatesthat Malaysia is a very aggressive country that is growingand developingstudies
on Islamic economics worldwide. Their research uses a practical, theoretical approach by categorizing
bibliographic data from works published in various journals, conference papers, and books on Islamic
markefihgindexed by Scopus (Donthu etal, 2020).

Several authors have used bibliometric analysis to examine their journals (Ramos-Rodrigue and
Ruz-Navarro, 2004 ), scholarly communication (Borgman a“ Furner, 2002), journal im pact me asures
(GlanzelandMoed, 2002), aranking of universities (Moed etal.,, 1985: Van Raan, 2005), topics (Fahimnia
et al,, 2015: Schaltegger et al, 2013), and Ithas also been used in a variety of research fields, including
geophysics (Valenzuela-Fernandezetal,2019),businessresearch (Biemans etal, 2007), finandial aime
(Jena et al,, 2012), management (Zupic and Cater2015), tourism (Merigo etal., 2019), Mulet-Forteza etal,
2018,dVis}nNakarmaandMuk[Mulet-Fortezaet al,2020).

Saad (2010) examined the use of the h-index in examining the bibliometric characteristics of
marketing scholars, and Samiee and Chabowski (2012) used three bibliometric tecl'unuesto assess the
knowledge structure of international marketing publications from 1998 to 2008: exploratory factor
analysis, multidimensional metricscaling, and hierarchial cluster analysis. The relationship between
promotions and social media was examined in papers published between 2007 and 2019 in the Scopus
databaseby Salimietal. (2019),andthevariables of Big Data Marketing werereviewed in the m ost-dted
papersbetween 2@ and 2019 by Viloria etal. (2020) usingtheScopus database.

Compared to Islamic Economics and Finance Studies, bibliometrics in Islamic Marketing has not
been the subjec ofas muchresearch. Rehmanand Othmans, for instance, identified co-authors, nations of
origin, literary sources,and publishers when reviewing an[slamicEconomics exhibition on various parts
of the Bradfordian Law of Scattering in 1994 In addition, Harande (2008) examined the literature on
Islamic Economics usingentries from a journal called "Thoughts on Economics” thatwas kept from 2000
to 2006 for six years.The productivity of authors, the volume of artides produced, trends in the subjects
of research, and the institutions that support the Muamalat Research Journal and Islamic Finance are all
examined by Ridhwanetal (2013).

In their 2013 study, Ridhwanetal. looked atthe number of articlespublished, the subjects of study,
and the organizations that contributed to the Muamalat Research Journal and Islamic Finance. The
citations of prepared works on corporate social responsibility between 1970 and 2014 are analyzed by
Alfakhriet al. (2018). Ahmid and Oondes (2019) examine the distinctive features of Islamic Economics
and Finance theses,documents, and papersauthored in the UK from 2000 to 2018, whereas Firmansyah
and Faisal (2020) attempted to visualize the performance of the top five Indonesian Islamic Economics
and Financejournals.

Therefore, it can be said that this research, specifically in Islamic marketing employing the
bibliometric method, offers innovation inthe study. It isintended that this researchwould make it simpler
for researchersin the futureto plan the research that willbe required.

Theoreticaland Practical Implications

Based on the research results and the above findings, some implications must be considered,
includingtheoreticaland practicalimplications

TheoreticalImplications

ISSN 2715-8071 (online) | 231




Khazanah Sosial,Vol. 5 No. 2:220-235
Systematic Review and Bibliometric Analysis of Islamic Marketing in the Scopus Database 2017-2022
M Amin and Sahabudin

Implications Theoretical implications reflect any research, where theoretical implications
provide a comparative picture of the references used in this study, both research references and
research findings. The theoretical implications developed in this study strongly support several
previousstudies referenced in thisresearch and are new and can produce a conceptual framework
for [slamicmarketing research.

The contribution of this research canbe found in the tendency of previousresearchers tosee
aphenomenonand the conceptsused in analyzing the spectacleas we understand [slamic marketing
and conventional marketing. [slamic finance must be adapted to each user'slocation, approach, and
interests. Thisresearchbreaks thenewintellectual foundation thatlslamic marketing concepts must
be adapted to cultural, social, and political contexts. In addition, Islamic marketing practices in each
location need to address concerns about fraud in [slamic marketing practices thatalign with [slamic
values.

Practical Implications

This study explains the development of studies related to [slamic marketing that have been
publishnﬁ'om 2017 to 2022 and provides the information needed by further researchers for future
studies. It is also intended to guide scholars in Islamic Marketing toward new topics and support the
developmentof knowledgeabout Islamicmarketing by providingmore space for conceptual papers.

In furtherresearch, itis recommended to conducta study on the development of studies on Islamic
law and marketing practice to ensure the developmentofthelslamiceconomy, whichis currentlygaining
popularity throughoutthe world. At thesame time, a study on Green Marketing needs to be carried out by
researchersto ensurethatlslam isnot only teaching that contains the doctrineof theexistence of God and
the obligationto carryoutreligious rituals,butconceptually Islam also teaches abouthowto do business
following ethicsand morals.

CONCESION

Based on thefindings anddiscussion,thefo]]owingconc]usimmn bedrawn.The mostpublished
Islamic marketing research artcles during the period 2017 to 2020. The journal that publishes the most
articles on Islamic m&fgetingis the IslamicMarketing Journal. Universiti Teknologi MEF isthe institution
that issues the most articles in Scopus-indexed journals. The country mostactively published in Scopus
indexed Intemnational Journals is Malaysia, with them ost research related to sharia marketing from 2017
to 2022. Then thetype of research published by researchers from 2017to 2022 isthejournal article.

Furthermore, this studyalso discusseslslamic marketing, whichisgrouped into seven clusters with
the topics of Advertisement and promotion to Muslims, Consumers behavior, Behavioral intention,
Finance, Economicandsocial effect, AdoptionofIslamicbanking, and corporate reputation. In particular,
the seventhemes in this study lead to articles related to conventional mawtingthatlslam hasadopted to
prove thatlslam also follows the developmentoftechnology and science. The limitation of thisresearch is
that the articles reviewed are only sourced from the Scopus database, so they do not have com parative
data. Therefore, further research needs to use a comparative analysis approach involving the Scopus
databaseandthe Web of Sciences (WOS).
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