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Islamic Branding and Marketing: Creating A Global Islamic Business
provides a complete guide to building brands in the largest consumer
market in the world. The global Muslim market is now approximately
23 percent of the world's population, and is projected to grow by about
35 percent in the next 20 years. If current trends continue, there are
expected to be 2.2 billion Muslims in 2030 that will make up 26.4
percent of the world's total projected population of 8.3 billion. As
companies currently compete for the markets of China and India, few
have realized the global Muslim market rep






