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This proceedings volume presents selected chapters from the 13th
Global Islamic Marketing Conference, featuring contributions from
renowned experts from around the world. The chapters offer an up-to-
date overview of research and insights into Islamic business practices,
with a specific focus on Islamic marketing and entrepreneurship
strategies. Authored by experts hailing from diverse countries such as
Malaysia, Indonesia, India, Pakistan, United Arab Emirates, Jordan, and
Morocco, the chapters collectively provide a comprehensive
understanding of the subject matter. Covering a wide range of topics
including understanding Muslim consumer behavior and marketing,
halal tourism and healthcare, entrepreneurship and business in Muslim
societies, women empowerment and entrepreneurship, Islamic ethics
and values in organizations, psychological factors and social issues,
technology and future trends, and social and labor issues in Muslim
societies, this book encompasses a global perspective on the subject
matter. With the expertise and diverse backgrounds of the contributing
authors, this book serves as an invaluable resource for researchers
interested in delving into the intricacies of Islamic business practices. It
also offers valuable insights and practical implications for business
consultants seeking a deep understanding of conducting business in
Islam-oriented regions. The collective knowledge and experiences
shared by these renowned experts contribute to a comprehensive
exploration of the topic, making this volume a significant contribution
to the field of Islamic marketing and business studies.


