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This book compiles research presented at the 13th Global Islamic
Marketing Conference, focusing on Islamic business concepts. It
features contributions from various scholars and practitioners in the
field, exploring topics such as Islamic marketing strategies, consumer
behaviors, and the integration of Islamic values in business practices.
The editors aim to disseminate current findings and discussions in
Islamic business to a global audience, contributing to the field's
academic and practical knowledge. This volume is part of the Springer
Proceedings in Business and Economics series, ensuring a high
standard of scientific quality and relevance. The book caters to
academics, researchers, and professionals interested in Islamic
marketing and business practices.


