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Thank you note

The International Islamic Marketing Association and the Global Islamic Marketing Conference
extend its most sincere appreciation to three great individuals who have made a great
contribution to the staging of yet another successful Islamic Marketing conference. Conference
Associate Chair Professor Ekrem Erdem from Erciyes University, co-Chair Professor Khaled
Alshare, Qatar University; and Dr. Ali Hilal, the regional manager of the International Islamic
University, Jordan. They gave most generously of their time and expertise. Their exceptional
efforts were essential in ensuring that this conference was a rewarding and uplifting experience
for all those who attended. We speak for all attendees and participant when we thank you most
sincerely.

We also cannot thank enough Dr Daphne Halkias, the chair of the scientific Committee who
made sure that this conference is number 1 in the number of journal publication in the world.

Special thanks are extended to the conference organizers Elite MAF Events & Exhibitions who
made sure that GIMACG6 becomes an a world class conference.

Finally it is with great pride that we express our sincere appreciateion to the two Turkish
distinguished universities that made this conference a great success. Namely Erciyes University's
Faculty of Economics and Administrative sciences' African Economic and Social Research
Center (AFESAM) and Istanbul University's Faculty of Economics.



GIMAC6 Team

Conference Associate Chair: Professor Ekrem Erdem. Ekrem Erdem is a Professor in the
Department of Economics at Erciyes University, Kayseri, Turkey. He completed his Ph.D. at
Rensselaer Polytechnic Institute, NY, USA. Prof. Erdem has been in charge as the dean of
Erciyes University, Faculty of Economics and Administrative Sciences since 2008, and the
Director for African Economic and Social Research Center. Professor Erdem has more than 120
scientific Works as books, papers published and presented in scientific journals and meetings.
His major fields of interest are monetary isues, innovation and labor economics, economic
growth, and Islamic economics. He has been scientific referee for many journals, and involved in
almost a houndred scientific events as organizator, scientific board member and president. He is
the board member of International Trade and Finance Association (IT&FA) since 2010. He
teaches monetary and banking economics, macroeconomics, and managerial economics courses
at undergraduate, master and doctorate levels, and he has managed 25 master and doctorate
thesis as advisor.

Chair of the Scientific Committee: Daphne Halkias, PhD.

Fellow, Institute of Coaching at McLean Hospital, Harvard Medical School, USA

Research Affiliate, Institute for the Social Sciences, Cornell University, New York, USA
Senior Research Fellow, Center for Young and Family Enterprise, University of Bergamo, Italy
Editor, International Journal of Teaching and Case Study; International Journal of Social
Entrepreneurship and Innovation. She is also: CEO, Consulting Psychologist, Executive
Coaching Consultants, www.executivecoachingconsultants.com

Conference Co-Chair: Professor Khaled Alshare. Professor Khaled Alshare joined Qatar
University in fall 2010 and prior to that, taught at different universities in the USA for 15 years.
His research interests include technology acceptance models, systems development, end-user
computing, cross-cultural studies in information systems, distance education, and data
envelopment analysis (DEA). Professor Alshare’s work appeared in numerous academic
journals. He has also served in numerous professional organizations such as the Decision
Sciences Institute (DSI), Americas Conference on Information Systems (AMCIS), South-West
DSI, and the Consortium for Computing Sciences in Colleges CCSC-CP at different capacities
such as a treasurer, organizer, papers chair, a board member, and track and a mini-track chair

Conference Founding Chair: Dr. Baker Ahmad Abdulah Alserhan. Dr. Baker Alserhan is
the founder of the discipline of Islamic Marketing and the author of the first book in the
discipline: The Principles of Islamic Marketing. He is also the president of the International
Islamic Marketing association (IIMA) and the Chair of the annual Global Islamic Marketing
Conference (GIMAC). He founded three academic journals (emerald & inderscience) and he is
an active researcher and consultant. His research interests include Islamic Marketing and
Branding, Islamic Hospitality, Islamic Lifestyles, and Islamic business studies. Dr Alserhan is an
associate professor in marketing, Qatar University.



Notes about the proceedings

This is the book of conference abstracts. Most full papers that have been accepted at GIMAC6 will be
scheduled for publication at the following participating journals.

English Language Journals
International journal of Islamic marketing and branding (NEW: Inderscience)
Journal of Developmental Entrepreneurship
International Journal of Social Entrepreneurship and Innovation
International Journal of Teaching and Case Studies
African Journal of Business and Economic Research
International Journal of Arab Culture, Management and Sustainable Development
Journal for Global Business Advancement

French Language Journals
A special issue of the Arabic journal of Islamic Marketing

Arabic Language Journals
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Peace Marketing: The Role of Islamic Marketing

Paul Sergius Koku | Florida Atlantic University Boca Raton, FL., U.S.A.
Osman Jusoh | Sultan Idris Education University Malaysia
Selen Savas | Florida Atlantic University Boca Raton, FL., U.S.A.

Extended Abstract

Because “peace marketing” is not a phrase that is commonly used in marketing texts or
manuscripts, we begin this manuscript by defining what we mean by “peace marketing.” We use
the phrase “peace marketing” to refer to marketing activities that can help foster non-violent
coexistence of peoples of different cultures, religions, race and ethnicities. This paper is based on
the paradigms of peace studies, an established discipline in the social sciences, to make a case for
a wider role of marketing, particularly Islamic marketing, beyond its consumption oriented focus
and activities. The study is motivated by the desire to promote peace in what is becoming an
increasingly violent world. While it is true that the “21st century world” is more complex to
navigate, life (in the 21st century) has also gotten simpler in several ways. Communication
between countries and peoples is easier and so is traveling from one country to the other and
interacting with people from different faiths and beliefs. Entering into commercial transactions
with people from places that are widely dispersed geographically has also gotten easier. With
these increased opportunities to interact with people from different places and backgrounds, one
would expect an increased level of understanding and peaceful coexistence, ironically however, a
cursory look at the international and national headline news suggests the opposite. Violent and
non-violent conflicts are occurring around the world. Some of these conflicts arise out of dispute
between ethnic groups as in the case of Sudan and South Sudan (See Schomerus and Allen,
2010), over boundaries as in the case of Somalia, Ethiopia and Kenya (Walton, 1970), income
distribution and economic conditions (Argitis, 2001), and religious beliefs as in Nigeria, Mali,
and Afghanistan (see Ukiwo, 2003; Searle, 2002; Fox, 1997). Conflicts around the world and the
desire to peacefully solve them or better yet pre-empt them through dialog has led to the
founding of Peace and Conflict Studies which started as a formal discipline in the social sciences
in the 1950s in Europe (Hinde, 1997) and expanded to the United States the 1960s after the
Vietnam War (Lederach, 2003). The objective of Peace studies is to identify and analyze violent
and non-violent behaviors between and within cultures and countries, their underlying causes
and mechanisms in order to design solutions (Christie, 2006). Peace studies, amongst other
things, reinforce values of goodwill, promote mutual tolerance, encourage personal contacts, and
promote understanding through personal contacts (dos Santos Santiago and Garcia, 2013). This
paper argues that Islamic marketing by its very nature — the blending of the principles of
marketing and Islam is particularly suited to build bridges between different peoples and
therefore can co-opt the objectives of peace studies. The paper undertakes a step by step
discussion of the principles of Islam starting with “as-salamu alaykum” which literally means
“peace be unto you” (the ever present Islamic salutation) and the five principles of Islam. It
relates them to the principles of peace studies and the principles of marketing to make a coherent
argument for the expanded role of Islamic marketing. Besides, practicing peace through
commercial interactions with people from the non-Moslem world, Islamic marketing can imbue
in other Moslems with the need for peaceful coexistence.

References Available on request
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Islamic Ethics and Feminism in the Context of Islamic Business

Dr Saleema Kauser: saleema.kauser @mbs.ac.uk | Manchester Business School, University Of
Manchester | Booth Street West, Manchester, M15 6PB

Dr Hayfaa Tlaiss | University of New Brunswick | Canada| Hayfaatlaiss@hotmail.com

Abstract

As Muslim countries continue to struggle to dissociate themselves from radical Islamic groups
and claim their place in the world as developing nations that respect for human rights and strive
for equality, the full empowerment of women and their equal participation in society, economy
and political life have evolved to be one of the most important part of that equation.
Interestingly, these concepts have long been promoted in the works of a number of feminist
writers, often referred to as Islamic feminists, advocating for the rights, gender equality and
social justice of women in Muslim countries (Badran, 2005; Fernea, 1997; Moghadam, 2002,
2003; Moghissi, 1996, 1999; Siljak, 2012). In the process of looking for answers explaining the
gender discrimination and inequality that women in Muslim countries continue to face, female
scholars, often labeled as “Islamic feminists”, have resorted to a feminist discourse to see how
far and to what extent has Islamic ethics impacted the overall status of women in Islam in
modern day societies. In their pursuit for answers, the majority of the Islamic feminists highlight
the role of the societal patriarchy, along with the masculinity of the cultures of Muslim countries,
as having the most detrimental impact on women’s attempts for progress. In other words, the
inferior status that women in Muslim countries experience is predominantly caused by the
traditional gender roles, stereotypes, and discrimination that is promoted by the patriarchal,
masculine cultural traditions and practices and not by Islam itself. Nonetheless, what further
complicates this situation is the fact that the Quran and other Islamic sources have been almost
solely interpreted by men in Muslim countries who have been immensely impacted by their
cultures. Accordingly, the currently available explanations or interpretations of Islamic texts and
Islamic ethics take a masculine, patriarchal approach to things, especially women’s issues. With
this in mind, the ‘Islamic feminist” movement launched a movement that calls for the
interpretation of Islamic texts and Islamic ethics using the lens of females rather than males in
Muslim countries. However, this feminist move that aims to renegotiate the very basis of Islamic
ethics regarding the status and position of women continues to be strongly opposed by but which
by a traditional strand of Islamic thinkers. This group of conservatism Muslim scholars, in what
has become the new political Islam, reject feminists’ claims and pursuits for two reasons: the
lack of theological training of the feminist scholars and their perception of the feminist discourse
as going against the ethics of Islam (Mogahadam, 2002, 2003). Consequently, there have been
intense disagreements and accusations between Islamic feminist and Islamic ethicists.

Against this background the question arises: How does the mode of ethics in Islam fit
with the ideas of Islamic Feminists? Are the ethical and moral concerns between the two similar?
And if so, what are then the ethical implications for Muslim women working in Islamic
Businesses? The aim of this paper is to bring together a co-operative dialogue between Islamic
ethics and Islamic feminism together and to provide an understanding of the commonalities
between two discourses which have struggled to address the notion of women’s participation in
business and political spheres.
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Toward Advancing Islamic Marketing Debates: Insights from Japanese
‘Omotenashi’ Concept and Practices

Dr. Norlia Ahmad |Associate Professor | Kwansei Gakuin University | Japan| norlia83@kwansei.ac.jp

Abstract.

Purpose — This paper draws attention to the concept of omotenashi or Japanese hospitality and its
relevance to the debates of Islamic marketing. Omotenashi concept is deeply rooted in Japanese culture
and is widely reflected in Japanese business practices. The objectives are to highlight the spirit of
omotenashi as a reputable global standard, and provide a link between Islamic marketing to a wider
marketing paradigm. Design/methodology/approach — Omotenashi is not a visible aspect of Japanese
culture but rather an invisible and spiritual aspect of the culture. Thus, to fully understand and appreciate
the concept of omotenashi requires actual experience (encounters) and continuous observations of its
practices. This paper is based on author’s engagements and experiences as a researcher/consumer in
Japan, and a review of Islamic marketing literature. Literature search covers the fields of marketing,
business ethics in Islam and cultural studies. Supporting this approach, this paper includes key case
examples of omotenashi practices that correspond with Islamic principles and ethics; the author’s field
notes of omotenashi-related encounters (as an observer and a participant) serve as useful tools in
reviewing and validating the presented cases. Findings — At the heart of Islamic marketing is the
principle of value maximization based on equity and justice that is not only beneficial to all the
stakeholders but also generates positive impact on the society as a whole. In the spirit of inclusiveness,
analyses highlight the similarities rather than differences between the Islamic perspective on marketing
and the essences of omotenashi concept. Overlapping elements include treating ‘customers as guests’,
selfless conduct in which public needs comes before self-interest, a balance between material and spiritual
well-being, internal state of continuous consciousness and accountability, and the non-dominant
relationships between producer and customers. Research limitations/implications — Apart from
reviewing the literature, analysis of omotenashi practices is merely based on the author’s fifteen years of
observations and experience as a researcher (observer) and participant/customer (recipient) of the
Japanese business practices. As conventional (read Western) models are dominating marketing
discussions, it is worthwhile to highlight the omotenashi concept which originates from the East i.e.
Japanese culture. This underscores the importance for Islamic marketing debates to integrate
ideas/concepts/practices from the Muslims and non-Muslims alike - on condition that these practices are
consistent with the Islamic principles and ethics. Practical implications — Japanese omotenashi is a
reputable business practice especially in hospitality industry. In searching for a more sustainable and
‘ideal’ concept, Muslim marketers/entrepreneurs should not ‘shy away’ to learn from the best practices —
regardless of whether these practices originate from the Muslims or non-Muslims countries. Given that
there are various ‘colors’ of cultural backgrounds among Muslims in different markets, to successfully
adopt omotenashi concept, managers should focus on its essences that correspond with Islamic principles
and ethics. Originality/value — this paper offers a less familiar ‘territory’ in the discussions of Islamic
Marketing i.e. omotenashi concept and its practices which originate from the Japanese culture. It serves as
an exploratory study and offers insights from the East to further advance Islamic Marketing debates
particularly, those that focus on the relationships between marketers and customers. Keywords: Islamic
marketing, omotenashi, Japanese culture, ‘customer as guest’, sustainable marketing, Islamic business
ethic. Paper type: Viewpoint/Case study
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Abstract

The fashion consumption of Muslim women is currently the focus of both academic and
journalistic discourse with much of the dialogue centered on the religiosity of dress. While
Western media often projects the stereotype of the repressed Muslim woman, frequently missing
from the debate are the opinions of Muslim women themselves. Indeed, to categorize Muslim
women as a single body, whose opinion is universal, is to deny the diversity and uniqueness of
women of the Muslim faith and predetermines their religion as the sole, or overriding factor
dictating their fashion choices. Academic analysis has taken a far more balanced approach,
examining the diverse meanings and connotations of the Muslim veil and Muslim women’s dress
codes in a diverse range of locales (e.g. EI-Guindi, 1999, Sandikci and Ger, 2010, Wright 2015).
With their relatively conservative norms of dress, high levels of wealth, and heightened exposure
to western cultural forces, local women of the Gulf region make a particularly interesting case.
Several studies have enlightened our understanding of the contemporary adornment practices of
Gulf women, most examining the juxtaposition that allows their dress to simultaneously express
both modesty and modernity (e.g. Sobh, Belk and Gressel 2012, Al-Mutawa 2013). While these
studies have furthered our understanding of how Gulf women use fashion to develop identity
projects that balance tensions between their religious obligations and fashionable selves, they
have for the most part only examined this dynamic from the perspective of college-aged
students. Considering that the age relevant opposing forces of ‘modernity and tradition’ and
‘modesty and seductiveness’ have been found to direct consumption, the perspectives of a wider
age range of women are needed to further illuminate the topic.

This study explores the attitudes a diverse age range of Gulf women have towards a range of
women’s fashion styles. To ascertain these attitudes in-depth interviews utilizing a projective
technique were conducted with 11 Emirati women of varying ages between 18 and 70. Emirati
females trained by the first author conducted all of the interviews in the homes of the participants
who were of diverse backgrounds, education and social class.
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Islamic Management Ethics Success and Sustainability: Arab Contractors
Osman Ahmed Osman & Co™

Aly Mansour | American University of Kuwait
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Abstract

Osman Ahmed Osman & Co™ was established in 1947 as a local construction company in
Ismaileyah, Misr/ Egypt. The company has gone through 4 pertinent phases that shaped and
demonstrated its sustainability. This study will present the basic steps for the success and
sustainability of any company based on Islamic management and administrative ethics. The
methodology of this study is based on a case study approach introducing several historic case
studies and ending with a detailed analysis of a selected one. The case study selected is Osman
Ahmed Osman & Co™. From 1947-1961, Osman Ahmed Osman & Co™ emerged as one of the
top private-sector construction companies in the Arab world. It grew from tens of workers at its
inception in 1947 to 20,000 workers in 1961. In 1960, Osman Ahmed Osman & Co™ was
assigned to build Aswan High Dam, the biggest Dam in Africa; thus far, with the largest
manmade fresh water lake. In 1961, Osman Ahmed Osman & Co™ was nationalized and
became a public-sector company: Arab Contractors-Osman Ahmed Osman & Co™. The owner
and founder, Engineer Osman, while accepting to become a public sector company; he enforced
his conditions in order to keep the same production standards. Engineer Osman demanded that
none of the government entities would interfere in the internal or external policies of the
company. Engineer Osman also rejected that national labor wage cap be imposed on the
company’s workers and employees to ensure job-satisfaction. In 1974, Osman Ahmed Osman &
Co™ established another private-sector group companies: OG™ or Osman Group™. The
activities of OG include construction, real estate, manufacturing, trading, agricultural,
information technology, and logistical activities. Although based in Misr (Egypt), OG has many
activities overseas in over 60 countries worldwide. This case study will try to emphasize the
importance of Islamic work and business ethics and their impact on building a dynamic
successful and sustainable management and administrative model that most of the regional
emerging and existing group companies may follow. The model may also be applied to other
regions worldwide. Keywords: Islamic Management Ethics, Arab Contractors Osman Ahmed
Osman and Co.
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Abstract

Earlier researches have proven the three main determinants influencing food consumption, which
are attitude, subjective norms and perceived behavioral control, as outlined in the Theory of
Planned Behavior (TPB). However, by reviewing Muslim consumer literature, religiosity has
also been identified as a significant determinant for halal food consumption. How significant is
the influence of religiosity, compared to the other main determinants as explained in the TPB is
investigated in this study. This study aims to analyse the influence of religiosity on the
behavioral intention of Muslim consumers in consuming halal food. In order to achieve the
objective of the study, data were collected through self-administered questionnaires among 452
Muslims consumers between 16 to 28 years old in Klang Valley Malaysia. The findings of this
study reveal that religiosity significantly influence the halal food consumption among generation
Y Muslims. This study contributes and extends knowledge of the Muslim consumers’ behaviors
in consuming halal food. The finding provides knowledge to the manufacturers in expanding
their market and for governmental agencies in promoting halal food consumption among

Generation Y.

17


mailto:dejana2000@yahoo.com.my
mailto:shasiaq@um.edu.my

A Multi-Item Scale for Measuring Muslim's Conception of Allah:
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Abstract

Progress on the study of the effects of Islamic religion on ethical behaviour in marketplace and
workplace has been hampered by a lack of theoretical and empirical research. The purpose of the
present study therefore is twofold. First, it is to develop and validate a scale to measure Muslims’
view of God related to Islamic faith- based theoretical model by (Alshehri, Fotaki, & Kauser,
2013), and then test the model. We describe the construction of a 15-item measure informed by
the Islamic faith-based model that built around the notions of Hope, Fear and the Balanced View
of God. A cluster sampling (n = 427) of professionals was collected from Saudi Arabia to assist
in refining the Scale of Muslim’s View of Allah (SMVA). To test the validity, we run conformity
factors analysis (CFA). Notably, results showed that the newly-constructed scale had adequate
psychometric properties. Moreover, the predictability of Islamic faith-based model to personal
religious practices was empirically validated. Having shown good quality psychometric
properties and practical utility in the organisation studies, this new Islamic scale is worthy of
further research

Key Words. Islam, psychological instruments, Islamic views of God
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Muslim Consumers’ Perception on Halal Branding: An Exploratory
Qualitative Study

Dr M Yunus Ali | Ingiyad Karim | Fathima N. Yoonoos | Tasaddak Murtaza
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Abstract

The main purpose of this paper is to outline empirical findings of an exploratory research
conducted to understand Muslim consumers’ perception and preferences on Halal brandings. The
research investigates Muslim consumers’ consumption and selection decision on Halal products
and services in general and any variation with their religiosity level and country of origin. The
research exploits exploratory research approach in this investigation. Empirical evidences have
been gathered using focus group interviews for a clear understanding in participants’ own
expression on their experience of Halal consumption in a group setting for deeper insights. A
sample of local and international undergraduate students participated in the study. Major findings
reveal that Halal labelling is an important tool for Muslim consumer’s consumption decision
though Halal labelling alone has very limited universal appeal as a cue in the decision making
process of some participants. Halal certification by many authorities and countries may be seen
as less reliable or less consistent by some Muslim consumers. Research also shows that some
Muslim consumers have negative image on brands associated with countries that had
controversies with Islam. Though small sample in an exploratory study is a limitation, the paper
contributes in our understanding perception on Halal labelling of Muslim consumers from

different countries.
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Abstract

Individuals are the most generous supporters to charitable organizations (COs), in order to
understand the individual’s engagement in monetary donation, this study aims to investigate the
influential factors of consumers’ philanthropic behaviour and the moderating effect of religious
values in philanthropic behaviour. A survey was conducted to collect the data of 120 respondents
in Malaysia. The results show that philanthropic behaviour is influenced by moral responsibility,
social recognition and religious values, whereas attitude towards giving was found to be
insignificant to philanthropic behaviour. Religious values also act as a moderator between the
relationship of attitude towards giving and philanthropic behaviour. The findings provide
valuable insight to scholars, marketing practitioners and COs in understanding of the complex

consumer philanthropic behaviour.
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Conceptualizing Customer Experience toward Relationship Equity and
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Abstract

In developing countries, despite the economic development, the country (e.g.: Bangladesh)
continues to face challenges in meeting the healthcare needs of their large populated nations.
Access to wide range of information allows customers the freedom to choose the best healthcare
providers not only in their homeland but also abroad. Most rich and middle class customers
travel to recognize developed neighbouring countries to receive more advance health treatments
although the same services are available in their homeland. In healthcare literature, customer
satisfaction research is getting more attention and the capabilities of customer to evaluate health
services and the professional skills are frequently questioned. Moreover, with the emerging of
experiential economy, many practitioners and scholars regard customer engagement and
experience as a significant topic in healthcare industry. Customer experience has been used to
predict the customer purchase intention and loyalty. However, research on customer experience
in health care marketing especially in developing countries is limited. Therefore, there is a need
to investigate the customer experience that can be link to customer perception of holistic hospital
services, which influences customer satisfaction and loyalty. Thus, the purpose of this paper is
to propose a conceptual model to understand how customer experience affect relationship equity
and service loyalty in private hospitals in developing countries such as Bangladesh and other
developing nations. The insight from the model developed will give knowledge to the healthcare
industry in understanding their customer experience which can be used to improve and enhance

customer satisfaction that lead toward patient-oriented healthcare services.
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Extract from Quran and Sunnah: Reviving and sustaining the TRUST of a
GREEN ENVIRONMENT with Muslims)

Comrade Saeed Oshin (Chairman SS2W) | Stepping Stones to Wisdom
GREETINGS

Assalam Alaikum my beloved Muslim Excellencies, honourable practitioners in the marketing
profession, delegates and organisers of this distinguish event.

| am Comrade Saeed Oshin the Chairman of Stepping stones to Wisdom will be presenting
topical issues related to the revival, of how trust can be used to sustain a green environment.

INTRODUCTION

| would start with the Quran (al-Ahzab, 33: verse 72).

“Surely We offered the trust to the heavens and the earth and the mountains, but they refused to
Undertake it and feared from it, but man undertook it; surely he is unjust, ignorant.”

Global environmental collapse is not inevitable. But the developed world must work with the
developing world to ensure that new industrialized economies do not add to the world’s
environmental problems. Politicians must think of sustainable development rather than
expansion. Conservation strategies have to become more widely accepted, and people must learn
that energy use can be dramatically diminished without sacrificing comfort. In short, with the
technology that currently exists and the introduction of ETCs Architectural models, the years of
global environmental mistreatment can begin to be reversed.

Today the reason for witnessing so much oppression and anarchy in the world is to walk away
from elevating characteristics such as Divine love and mercy and to follow the self’s carnal
desires. This is a natural result of being bereft of the beauties of Islam.

In this way to better understand Islam, to listen what it says heart and soul and to realize the
transience of this world will provide the opportunity for the salvation of humanity. In other
words, humanity’s real need is to learn the principles of Islam and to regulate our lives according
to these principles.

“58. Indeed, Allah commands you to render trusts to whom they are due and when you judge
between people to judge with justice. Excellent is that which Allah instructs you. Indeed, Allah is
ever Hearing and Seeing.

59. O you who have believed, obey Allah and obey the Messenger and those in authority among
you. And if you disagree over anything, refer it to Allah and the Messenger, if you should
believe in Allah and the Last Day. That is the best [way] and best in result.” (Qur’an 4; 58-59)
But before we conclude with a solution, let’s take a step back to the cycle of creation and how
Rasullilah (saw) was sent as a mercy to mankind.
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Abstract

The role of women in every society and/or religion is misunderstood by many, especially in
Islamic settings. “Misconceptions about the role of women in the Islamic society can only be
extirpated by differentiating between the teachings of Islam as a religion and a way of life, and
local customs and traditions which are often conceived as parts of it.” (AlMunajjed, 1997). The
Muslim woman is often faced with economic challenges which are mostly cultural in nature. She
is denied her rights as a Muslimah. This paper attempts to review empirical cases on the role and
characteristics of a Muslim woman entrepreneur, and also review the challenges facing Muslim
women entrepreneurs in Nigeria. The survey methodology is adopted in this study where
structured questionnaires were administered to 120 randomly selected Muslim women
entrepreneurs around some selected states in Nigeria. Interviews were also conducted to
ascertain the problems encountered by these entrepreneurs. We find that the Muslim women
entrepreneurs in Nigeria are faced with challenges of inadequate funding, lack of support from
spouse/family, conflict of roles, cultural and societal discrimination. It is recommended that
women entrepreneurs in Nigeria should register their businesses so as to enable them have easier
access to financial facilities, and explore other finance options like microfinance bank facilities
and Islamic banking products. Muslim women entrepreneurs should accustom themselves with
Islamic business ethics, which will enable them to be responsible and have integrity in the
society. It is also recommended that they harmonize family members with their business goals
and objectives and use Information and Communication Technology (ICT) to ease their

transactions.
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Abstract

Highlighting the value of social entrepreneurship is a meaningful approach in developing
resilient, competitive and marketable human capital. Studies show that resilience is one feature
owned by entrepreneurs in enabling them to face stressful situations, difficulties and risks. This
study aims to explore the dimensions of social entrepreneurship and resilience among Muslim
students of Higher Education Institutions (HEIs) in Malaysia, who are active participants in
Entrepreneurship Action by Us (ENACTUS) Program. A sample of 341 active participants in
2014 ENACTUS program were selected, using stratified random sampling technique.
Questionnaires were used as the main instrument to collect data and data obtained were analyze
statistically. Overall, the level of social entrepreneurship and resilience among Muslim students
in the ENACTUS program are high. The result shows a strong positive correlation between
social entrepreneurship and resilience with the Pearson coefficient value of 0.53. This study
portrays that social entrepreneurship education program plays its roles in improving the
resilience among Muslim students in this country. Thus, the Minister of Education in Malaysia
should encourage greater participation of Muslim students in social entrepreneurship program to
strengthen the resilience among them as the nation’s human capital.

Keywords: Social Entrepreneurship, Resilience, ENACTUS
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Abstract

The purpose of this paper is to analyze workers’ waste time in private organizations around the
world and especially for Saudi national staff in the Eastern Province of Saudi Arabia. The study

includes the perspective of authors in western countries and theocratic countries.
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Abstract

This paper aims to contribute to the empirical literature by comparing the performance of DJ and
MSCI indices for both Turkey Islamic and conventional markets. To measure the performance,
T-test and Sharpe ratio are used for three periods: pre-, post and during crisis. According to
results of analysis, there are no significant differences between average returns. Granger
causality test and the Engle-Granger two-step co-integration tests are used in order to determine
the causality between indices. Findings reveal that there is no Granger causality between time

series.

Keywords: Islamic Finance, Performance of Islamic Indices, t-test, Granger Causality
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Assessing the Readiness Level of Basel III Implementation in the Islamic
Financial Institutions in Qatar
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Abstract

The Basel capital framework, developed by the Basel Committee for Banking Supervision
(BCBS), introduced three generations of banking regulations (Basel I, 11 & IlI). The latest
generation Basel Il introduces a lot of amendments in terms of rigorous capital requirements
liquidity and leverage ratios. It has grew from a regulatory reporting function under Basel | to an
integrated capital, funding and liquidity, framework known as Basel I11, influencing all levels of
bank operations. Basel Ill guides to better quality and quantity of capital, a leverage ratio
constraint, and short-term liquidity and longer term funding rules-all positives for bank stability.
The Basel Il requirements will be implemented from the beginning of 2013 and will be
progressively phased in by 2019. Most countries have started implementing the Basel IlI
riskbased capital reforms. In countries where the banks hold high levels of capital and liquidity-
such as the Middle East, financial authorities are imposing higher requirements, and maintaining
the liquidity and capital in the systems, a credit positive. A key challenge for banks will be
replacing non-qualifying instruments through organic capital generation, or issuance of new Tier
1 and Tier 2 capital instruments. These measures aim to improve the banking sector's ability to
absorb shocks arising from financial and economic stress. It also improve risk management and
governance and strengthen banks' transparency and disclosures. . Consequently, it is quite
apparent that Basel Ill regulations will have a major impact on the business plans and the
strategy of conventional financial institutions. It is therefore very interesting to empirically
explore how the Islamic Financial Institutions are dealing with this new regulatory environment
and to evaluate their readiness to comply with Basel Il requirements. This study aims at
assessing the level of readiness of the Islamic Financial Institutions in Qatar for the
implementation of Basel 111 legal requirements. The study will rely on a modified version of the
2013 Bank for the International Settlements survey which is similar to one adopted by The Basel
Committee for Banking Supervision (BCBS) 2012. This study is timely and necessary for the
increasing importance for the Islamic Financial Sector to continuously be able to face and adapt
to growing challenges in the international financial arena. The results of the present study will
help in assessing the strengths and weaknesses in the Islamic financial sector regarding its ability
to survive in a highly complicated and challenging environment. Furthermore, the results of the
study will probably help and encourage for an appropriate implementation approach of Basel 111
constraints in the Islamic Financial Institutions. Keywords: Basel IlI, Islamic Financial
Institutions, Risk management, Bank regulations, Qatar
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A Study of Algerians’ Attitudes towards Islamic Insurance

Dr Ahmed Beloucif | Aberdeen Business School | Robert Gordon University

Purpose — There is a growing interest in the Islamic financial services industry and in particular
understanding consumers’ motivation and attitudes towards financial products (Steinhart and
Mazursky, 2009; Hawcroft et al., 2002). Islamic insurance is one of the fastest growing and has
significant appeal beyond just Muslim population (Josef and Khan, 2010). Islamic insurance may
have the potential to be profitable and ethical business for insurers who adequately market
Islamic insurance products to both Muslims and non-Muslims. Although, a religion can provide
an insight into the individual‘s behaviour (Henderson and Milhouse, 1987), little is known about
how Muslims are affected by religious conviction in their financial decision making (Abdullah,
2010). Therefore, this study attempts to investigate Algerians’ attitudes towards Islamic
insurance.

Design/Methodology/Approach — Qualitative approach based on interviews was adopted.
Interviews were collected in two big cities in Algeria. Bearing in mind that studying consumers’
attitudes and behaviour towards Islamic products is not an easy task, the researcher has to
employ different tactics in order to achieve this study research objectives. Transcribed interviews
were analyzed through a four stage cognitive process: 1.Comprehending (what is happening?);
2.Synthesising (bringing it together); 3.Theorising (does the data fit / make sense with the real
world?); and 4. Recontextualising (is the theory applicable to other settings / situations?) as
advocated by Morse (1994).

Results — The findings of this study reveal that Algerians superficially know the principles of
Islamic Principles that could be applied to financial services but they are unaware of the
existence, the concept, and principles of Islamic insurance. Such unawareness of Islamic
insurance due to the lack Islamic insurance providers. Moreover, their perception of Islamic
principles and of Islamic institutions is built upon word of mouth in the community. Despite this,
Algerians selection of an insurance provider is based on non-religion aspects. They place more
emphasis on factors, such as, service quality, cheap prices, speed of service, convenience, and
word of mouth.

Research Implications — This study could fill an important gap in the body of the literature, i.e.,
Muslims’ attitudes towards Islamic insurances in the North African countries with cultural
similarities. On the practical side, financial institution with help Sha’ria compliance and
marketing tools will be able to capitalize on this potential market.
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Summary

Health is one of the main things that must be possessed by every human being to support the
smooth running of its activities. As word of the Prophet Muhammad: “The strong believer is
better and more beloved to Allah than the weak believer...” (Sahih Muslim)[1]. Bekam Ruqyah
Center (BRC) is one of the alternative and complementary medicine in Indonesia, which comes
with the concept of sharia[2]. Thibbun Nabawi or treatment of the Prophet Muhammad became
the main products offered by BRC. When compared to other companies in the same industry, the
BRC is one company that has a fairly rapid development (fig.1). It is characterized by the ability
of the company to expand its market share up to international level (fig.2). This study provides
an analysis of the implementation of sharia marketing strategy undertaken by BRC. By using the
method of direct observation and interview study, researchers tried to analyze the use of sharia
marketing management. These aspects are studied based on 5 sharia marketing strategy concept
developed by Hermawan Kartajaya and Muhammad Shakir, namely: (i) Sharia Marketing
Strategy to win mind-share, (ii) Sharia Marketing Tactic to win market share, (iii) Sharia
Marketing Value for win the heart-share, (iv) Sharia Marketing Scorecard to create a balance
value to stakeholders, and (v) Sharia Marketing Enterprise to create an inspiration[3].
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Abstract

Purpose - Notwithstanding the significant literature on trust in banking, little research has been
conducted in an Arab context. UAE culture is influenced by Islamic tradition as well as by Bedouin
tribal values. The very different social and cultural characteristics that prevail in the Arab context
(Abbas et al., 1995; Darwish, 1977 and 2001; Ndubisi & Wah, 2005) suggests that a study might
yield insights that would develop our understanding of religion and culture in building up trust. This
paper reports on a study into the socio-cultural antecedents of trust in dyadic relationships between
Emirati and non-Emirati bankers and their clients in the United Arab Emirates. In particular we
examine the importance of religion and tribalism in enhancing trust between the corporate client and
the corporate banker in UAE. Thus, similar to other collectivist societies like China (Gu et al.,
2008), in UAE, wasta/personal networks and connections, stemming from family and kinship ties
and friendship, are considered significant antecedents of building up trust between the corporate
banker and corporate client. The focus of this research is on the individual and on individual
practices in their social setting, to explore the role of wasta in building up trust.

Methodology - Data collection involved 170 interviews across 80 dyads. The purposeful sampling
“snow balling method” was employed to include a diversity of groups and to ensure that all banking
sectors and were represented. Thematic qualitative analysis was used to analyse the data.

Findings - The findings demonstrate that there is tension and a mismatch between the personal
culture of Emiratis and the organisational culture of non-Emiratis. We posit that the interaction
between tribal traditions and Islam has a great influence leading to a relational antecedent of trust
“wasta”. The findings contribute to existing knowledge by discovering the importance of wasta in
building up trust.

Originality/Value - This paper reports on a study into the cultural antecedents of trust in dyadic
relationships between Emirati and non-Emirati bankers and their clients in the United Arab
Emirates. The findings extend and develop our understanding of the antecedents of trust and,
particularly the contextual importance of ‘religion” and ‘culture’ in building up trust. The interplay
between them has an all-encompassing influence leading to a fundamental relational antecedent of
trust “wasta.”

Keywords

Trust; culture, religion, relational; tribalism; wasta; United Arab Emirates, banking relationships
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Society Welfare: The Sudan Experience
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Abstract

This paper attempts to evaluate the overall commitment of Islamic banks in Sudan to the
economic development and social welfare, by analysing the pattern of financing provided by
these institutions to the interested parties. The study developed three hypotheses with respect to
the issue at hand and used annual of data to test theses hypotheses. The results indicated that the
stated hypotheses of the study: commitment to long term development, community development
and social welfare, and risk — taking investing could not be supported. The results revealed that
there have been steady decline in the proportion of banks funds which were allotted to

community development and social welfare and long term economic development in Sudan.

However, a major contribution of this paper is that it empirically examines very important issues,
concerns and criticisms against Islamic banking and finance in an ideal setting where these
institutions do not face less accommodative regulatory environment, claimed to exist in dual

banking systems, as Sudan adopts a total Islamic economic and financial systems.

The study concluded by directing attention to the search for new ways of bringing the Islamic
banks to abide by the true spirit, and not the gimmick, of Islamic finance. Microfinance, new
sub- institutions, entrepreneurship activities and private equity- like investments are only a few

in that regard.
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Abstract

The paper aims to examine the compliance of the listed conventional and Islamic banks in Qatar
with the corporate governance (CG) code of Qatar and AAOIFI. The data was collected from the
annual and CG reports of sampled conventional and Islamic banks in Qatar. The study used a
disclosure index to measure the compliance with the CG code. The primary results showed that a
huge progress has been made from the banks and the Qatari authorities to improve the disclosure
and regulations over the banks. An improvement of 26.4 % and 36.9 % was found in 2011 for
conventional and Islamic banks disclosure, respectively. The extent of the disclosure has also
increased in the banks for the same period. The results are considered useful for banks, users and
authority in Qatar. It helps banks to understand their current compliance and try to improve it. It
is considered useful for user as well to understand the current practices of corporate governance
by Qatari banks, thus to be able to evaluate their performance and governance. Moreover, the
finding is important for authority in Qatar to identify the strength and weakness of compliance
with code of corporate governance. Thus, make the necessary actions to improve the compliance.
The paper can be considered among the first papers that examine the compliance of the CG

Qatari and AAOIFI codes for both conventional and Islamic banks.
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Abstract

The study investigates the key determinants of brand loyalty in banking sector in Egypt.
Specifically, first, it tests the effect of religiosity on both service quality and image. Then, it tests
the effect of these two constructs (service quality and image) on satisfaction. Finally, it tests the
effect of this satisfaction on brand loyalty in the Egyptian banking sector. The study used a
quantitative research approach. A total of 144 completed questionnaires collected from the
Egyptian customers of retail banking. Both SPSS and Structural Equation Modeling, AMOS
were used to test the hypotheses. Surprisingly, no significant effect was found of religiosity on
either service quality or image. However, results revealed significant impact of satisfaction on

loyalty.
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Abstract

The philosophical and conceptual foundations behind the prohibition on riba (interest) and
Gharar (uncertainty) can be derived through the Shuratic process in discursive interpretation of
the Qu’ran and Sunnah. Riba (interest) is in fact just a form of Gharar (uncertainty). Gharar
(uncertainty) opens the door for speculation, ruthless greed, immorality, and social decay. Both
Riba (interest) and Gharar (uncertainty) result in social harm in the form of inflation,
unemployment, volatility, instability, and environmental degradation. Riba (interest) and Gharar
(uncertainty) are both prohibited under Shari’ah as their harm outweighs any benefit, however,

Gharar (uncertainty) is allowed in instances where the benefit outweighs the harm.
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Abstract

The global market value for the halal food industry is estimated at US$1.1 trillion in 2013. The
halal food industry is growing in a number of markets mainly in countries in the Middle East and
North Africa region, South and South East Asia. Indonesia is the biggest halal food market with
market value of $197 billion and Turkey is the second largest market with estimated market
value of $100 billion. Halal food sector have great potential to drive global economy. Despite
the halal food industry having a significant share in the global economy, empirical studies have
been conducted on consumer purchase behavior of halal food is quite limited. In order to help
fill this gap, the purpose of this study is to investigate the factors influencing intention to
purchase halal certification product among the Muslim consumers in Turkey. The data were
collected by the use of self-administered questionnaires from consumers and the study was
conducted in Kayseri, Turkey. Convenience sampling method was used and the total 650
questionnaires were collected between February and March 2014. PLS-Path modelling analysis
results reveal that consumers’ preference of halal certification product, consumers' religiosity
level, price and sales promotions are important factors influencing consumers’ halal food

purchase intention.
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Abstract

Purpose: With the exponentially increasing competition between different brands and products,
Corporate Social Responsibility (CSR) emerges as an important decision-making factor for any
consumer and hence accordingly is becoming important for retailers to capture today’s
customer’s attention. In light of this, we have carried out this research to identify the key
indicators that contribute towards Brand loyalty by Muslim consumers in specific. This paper
examines the effect of religiosity, in terms compliance of Sharia-values and CSR activities by
companies on Muslim consumer’s loyalty towards the brand. The paper also contributes to the
growing debate on CSR activities by companies in ethical perspective discussing how CSR
activities by a company influence Muslim consumer’s purchase decision of company’s brands.

Design/methodology/approach: Next to an extensive literature review, data is collected using
Questionnaires, containing close ended and open-ended questions. The population selected for
the study includes young adults Muslim consumers, within the age bracket of 25 to 40 years, in
the South Asian region. The study involved a sample size of 250 respondents. Data was analyzed
quantitatively, using One Sample T Test.

Findings: Findings of this research indicate that CSR activities by a company and their
compliance with Sharia values have a direct impact on Muslim consumer’s loyalty towards the
company. Brands that give back to society and contribute in circulation of wealth for the society
are greatly preferred by today’s Muslim consumer. Moreover brands that offer products/services
whose attributes and marketing activities align with Muslim’s sharia values, greatly influence
Muslim consumers perception towards these brands, inevitably leading towards increased brand
loyalty.

Practical implications: Findings of this paper serve to remind entrepreneurs that the element of
religion cannot be overlooked in their marketing and promotional activities, particularly in the
development of new products if they want to serve that huge untapped market of Muslim
consumers. This study provides a road map for Marketers as to how they can target young
Muslim consumers effectually in order to capitalize upon this opportunity of tapping this large
market.

Originality/ Value: This study is a vital contribution towards marketing research on consumer
behavior, particularly in regard with Muslim consumers. It provides useful insight regarding
elements that contribute to Muslim consumer’s buying behavior and influence their purchase
intentions and loyalty towards a brand. The study provides useful recommendations for
marketers as to how they can use these elements to their advantage for increasing their market
share and sales among Muslim consumers.
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Abstract

The core of this paper is to highlight the interconnection between marketing and total quality management (TQM)
and independence of two diverse disciplines: marketing and total quality management as the success factors and
keys of competitive advantages.

Analyzing the relationships between TQM and marketing has important implications for managers as it provides
insights into how the marketing concept can be oriented towards customer satisfaction, which is the key principle of
the modern marketing paradigm.

The aim of any business is customer satisfaction and the main tool of achieving this is marketing (Kotler 1994). In
fact TQM is best thought of as a philosophy of how to approach quality management. It is a way of thinking and
working in operations which particular on the following:

- Meeting the needs and expectation of customers;

- Covering all parts of the organization;

- Including every person in the organization;

- Examining all costs which are related to quality, especially failure costs,

- Getting things “rights first time”, i.e., designing-in quality rather than inspecting it in;

- Developing the systems and procedures which support quality and improvement;

- Developing a continuous process of improvement

This involves the whole organization in understanding the central importance of customers to its success and even to
its survival. Customers are seen not as being external to the organization but as the most important part of it.

The concept of “value” has been of great interest in recent years. Among the diverse range of issues associated with
the concept, the role of customer value as a source of sustainable competitive advantage has received particular
attention. Indeed, customer value has become the main concern of both manufacturing and service organizations in
the increasingly competitive environment of today’s customer-centred era.

Many organizations have been transforming their business models to enhance their ability to create value for their
customers. In this process of creating customer value, marketing and quality both have crucial roles to play.
Relationship between marketing and total quality management (TQM) focus on the improvement of customer
satisfaction and retention, enhancement of branding and brand concept, and reinforcement of relationship marketing
concept. Marketing is the first step, or the beginning of all activities. Its importance to a company’s success is huge;
therefore, it is often a subject for improvement and analysis by the management.

While the tools for improving marketing efficacy & TQM practice are the top management commitment, employee
involvements, employee empowerment, information and communication, training and education, and customer
focus. Another major thrust of TQM is continuous improvement (Kaizen). Continuous improvement process is an
ongoing effort to improve products, services, or processes, and is always refer to better and better quality that seek
"incremental™ improvement over time or "breakthrough” improvement all at once.

Search for a way to improve marketing efficiency required process mapping and root cause analysis technigques — (or
the five whys, or PDCA Cycle of Quality “Plan-Do-Check-Act”. Kanban is another visual process management
system that covers what to produce, when to produce, and how much to produce; a way to increase process
transparency with employees that leads to customer satisfaction.
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Abstract

Using grounded theory with a constructivist perspective, this study sought to gain greater insight
and understanding regarding how Muslim households were able to demonstrate tayyib food
consumption behavior in their daily activities. Muslim households with considerable knowledge
of tayyib food consumption were interviewed to gain their perceptions of what assisted them to
practice tayyib food consumption behaviors. Muslim households were interviewed about their
perceptions and experiences of tayyib food consumption using a semi-structured interview
format. Constructivist grounded theory methodology was used to collect and analyze the data.
Participants were asked to share what it was that specifically contributed to tayyib food
consumption behaviors and themes were developed based on their responses using a grounded
theory method to further understand what helped them to demonstrate their tayyib food practice.
A model was constructed that portrays the overall experiences participants had on tayyib food
consumption practice. This model contains useful information on the how Muslim households
experiencing tayyib food practice in their routine food consumption. Implications are discussed
regarding how these results can help other Muslim households who are seeking to practice tayyib

food consumption.

Keywords: Muslim household, Tayyib food, Constructivist grounded theory.
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Abstract

The aim of this working paper is to discuss and expand the understanding of customer
relationship marketing factors- honesty, trust, and equal rights from the Islamic business concept.
There is considerable literature available on customer relationship marketing and its related
factors from the Western viewpoint, but there is absence of studies that interrelate Islamic
business concept with customer relationship marketing. This is despite the fact that Muslims
make up approximately one third of the world’s consumer population. Hence, there is a need to
address this gap in the literature through a comprehensive and extensive literature review.
Customer relationship marketing generally postulates that developing long-term relationship
with customers, by satisfying them more efficiently than competitors, is one of the ways to
achieve long-term success for an organisation. Adopting an explorative interpretive approach,
extensive literature review of several business disciplines including marketing, relationship
marketing, customer relationship marketing, Islamic marketing, ethics, religious marketing,
Islamic culture and ethnic marketing was carried out. The findings suggest that Islam is a way of
life for Muslims and dictates their behaviour both personally and professionally. It instructs its
followers to adopt honesty, trust and equality as part of an ethical and just approach to

developing relationship with customers.
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Abstract

Despite the growth of the tourism industry, hotel industry is facing fluctuating tourist visit
provoked by dissatisfaction, high travel value, mediocre hotel service, or negative Hotel Image.
Moreover, considerable fragmentation and inconsistency in empirical findings has limited theory
development. Hence, this study aims to examine the causal relationships between Hotel Image,
Perceived value, service climate and tourist's satisfaction. From 250 questionnaires distributed,
200 samples (80% response rate) were returned. Each variable was measured using reliable
developed scales: Hotel Image (11 items), adapted from Schneider and Sonmez (1999),
Perceived value (15 items) by Lee et al., (2007), service climate (10 items) by AL Muala et al.,
(2011), and tourist satisfaction (5 items) by AL Muala and Al Qurneh (2012). Data was input
into SPSS and analyzed using the structural equation modeling techniques (Amos 20).
Confirmatory Factor Analysis (CFA) factor loadings show adequate convergent validity for all
constructs. SEM results indicate all hypotheses are significant in the speculated directions, thus
establishing the importance of Hotel Image, Perceived value, service climate to enhance tourist

satisfaction.

Keywords: Hotel Image, Perceived value, service climate, tourist satisfaction, Structural

equation model (SEM)
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Introduction

The construct of corporate social responsibility (CSR) is corporate responsibility for sustainable
economic development in the effort to improve the quality of life and environment (Obaloha,
2008: 538, Hay and Gray, 1974: 9, Dusuki and Dar, 2005: 390). In the last thirty years, the
concept of CSR has become an issue of discussion related to the relationship between business
and society. One issue discussed was the importance of harmonious relationship between the
stakeholders with the corporate institutions.

The construct of CSR began in the West in the 1970s and discussions on the concept of CSR
often focused on the view that had been founded on the norms, cultures and beliefs of the West,
especially Europe and America. Western perspectif of CSR has become common practice for a
corporate to run CSR programs. CSR for the community and increasing corporate participation
in society must be interpreted as an effort to create a common goodness for the corporate and the
society. As a result, the awareness about the importance of CSR becomes a collective
responsibility to create harmony and alignment with the existing range of stakeholders.

Nevertheless, the construct of CSR can be critically studied and explored from a different source.
The concept of CSR can be studied from the culture and norms of society like Middle East,
Southeast Asia and China or in any religion and beliefs, like Islam, Buddhism and Hinduism.
Every culture, norms and beliefs of certain communities have different philosophies and
epistemologies on the form and practice of CSR.

In Indonesia the discourse about CSR has been growing significantly. After having been issued,
Act No. 40 in 2007 article 74 refers to the obligation of corporations on corporate social
responsibility and society. Thus corporates in Indonesia inevitably are obliged to do CSR
programs. If the CSR programs are not implemented, the government can impose penalties in
accordance with the provision of applicable law (Article 74 paragraph 3). Adherence to conduct
CSR based on the legitimate law becomes an incentive for corporate to do CSR. Therefore, CSR
is undertaken by one of four reasons, first: responsibility of economy; second; the responsibility
of law fulfilment; third; the responsibility of ethics, and fourth; charity (Carroll, 1999; 264).

This paper focuses on the perception of CSR Shariah perspective. And the paper gives a light to
the adherence of of CSR in the view of Islam. The remainder of the paper proceeds what the
CRS is in Islam, Corporate Social Responsibility and Modern Business, Instrumen of Islamic
CSR.
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Abstract

This study aimed to obtain empirical evidence on the effects of Islamic Business Management
Principles application on Employee’s Welfare. This study was conducted in Micro, Small, and
Medium Enterprises (MSMES) in Surakarta, Indonesia. The paradigm used in this study was
positivistic with hypothesis testing, while the analysis is conducted with Multiple Linear
Regression.

The results of this study concluded that Islamic Business Management affects
Employee’s Welfare. Partially, several indicators such as Siddiq, Amanah, and Istiqomah affect
employee’s welfare in MSMEs in Surakarta, while for the indicators such as Tabligh, Fathanah,
and Qana’ah does not affect employee’s welfare. Therefore, sugesstions for the next reseach are
(1) to add MSMESs’ owner as subject of the reseach in order to obtain detailed information about
the employees’ welfare, and (2) qualitative research methods can be used to obtain a more
detailed and profound information about employees’ understanding and experience in the

implementation of Islamic Business Management Principles.

Keywords: Employee’s Welfare, Islamic Business Management, MSMEs
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Abstract

Leadership in Islam is a very important in the scope of family, organization, community,
nation and state. National leadership in the context of state organization and nation building
includes various elements and institutional structures that carry out mission to realize the ideals
and objectives of the national values mandated by the constitution.

Indonesia as a national pluralistic country that has various ethnical, tribal, cultural
diversity requires strong national leadership that can prioritize national interests rather than
group interests. Indonesia requires national leadership that can integrate various diversity in
order to integrate or draw inspiration from local cultural values to become more universal values
as national culture. National leader should pay attention to and understand the needs / aspirations
of the Indonesian people comprehensively and figure out the prevailing values as an inspiration
for Indonesian people to achieve the goal of becoming a prosperous and equitable nation.

The process of national leadership formation needs formal and strong institutions, one of
which is higher education, especially Islamic higher education. The Islamic higher education
should make a contribution in order to create cadres of future national leaders to realize
prosperous Indonesian nation, physically and spiritually. The tasks of higher education is to
implement three responsibilities of higher education “Tridharma Perguruan Tinggi” which
should involve all components or stakeholders, especially the lecturers as executives in the front
lines. Activities of Tridharma are expected to bring about real work, i.e. science and technology,
arts and culture that can bring welfare for human beings, including the lecturers.

Islamic higher education (PTI) are expected to produce future leaders who have moral
responsibility based on good moral akhlaqul karimah according to the teachings of Islam.
Religion as a part of life plays an important role in determining the soul, views, and human ways
of life that will influence the thoughts, attitudes, behavior of its adherents in their everyday life.
Islam is a kaffah religion that emphasizes on the value of monotheism as a form of commitment
to the Creator. Islam can be seen as a religion that teaches balance/harmony, among others are
the balance between the world and the hereafter, rights and obligations, freedom and obligation,
and much more.

Leadership is one important aspect that is regulated in accordance with Islamic law in
order to achieve the expected goals of creating human welfare. Higher education leaders (Rector,
Chairman, or Director) who in Islamic term can also be called as imam, will influence or become
a role model to his congregation, including the lecturers. The degree of leadership influence on
the leadership of the congregation/people who are led is not similar because everyone has
different factors that can influence his life. These factors include perceptions towards the leader,
intention in good deed/work, or degree of the expected welfare. This dissertation is a perception
study aimed to determine the influence of leadership on the intention and good deed as well as
lecturers’ welfare of Islamic higher education in Yogyakarta, in Islamic perspective.
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Abstract

Yogyakarta is known as the city of Islamic students because many Muslim students from various
regions in Indonesia study there. The city of Islamic students attached to it, has an impact on
people's behavior in the consumption of products or services. A demand for Sharia labelling on
the products has encouraged the growth of industries that promote Islamic values.

Hospitality, an industry engaged in social services, is growing rapidly in Indonesia, particularly
in Yogyakarta. The industry deals with hospitality services and management of socio-religious
events, such as weddings and agigah. Based on the data obtained, people of Yogyakarta are very
sensitive to the appropriate Islamic sharia product warranties.

This study used descriptive statistics of Likert shari’i scale, a modified Likert scale. Data were
analyzed using Fishbein formulation. The results of the above studies indicate that the overall
consumers’ attitude towards sharia hospitality marketing mix in Yogyakarta is positive, the value
of Ao: + 5.1601. The score of partial assessments of sharia hospitality marketing mix in
Yogyakarta are as follows; product assessment Ao = +1.047025, price Ao =0.58305, location Ao
= +0.980075, promotion Ao = +0.3479.
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Abstract

The objective of this study is to understand the influence of Islamic work ethic, leadership justice
and subordinate trust on the attitudes of organizational change. The research subjects comprise
165 permanent lecturers from seven Faculty of Economics and business of Islamic-based private
universities in Surakarta and Yogyakarta . All data meet the criteria of validity and realiability as
well as classical assumption. By utilising hierarchical regression analysis it is found that: Islamic
work ethic, procedural justice, interactional justice and trust in the leader positively influence the
attitudes toward organizational change. On the other hand, procedural justice, interactional
justice and trust in the respective leader, each mediates partially the influence of Islamic work
ethic on the attitudes of organizational change. The implications of the research findings
encourage the heads of Islamic-based private universities to implement justice value-oriented of
Islamic work ethic to build trust in organizational management of change that is supported by all

componenst of the organization.
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Abstract

Sharia pawnshop has allegedly been suspected to bear a number of problems, such as the form of
rahn contract. The form of rahn contract is not in compliance with tabarru’ contract. In
accordance with the prevailing Islamic laws, rahn is tabarru’ contract.

The objective of this research is to understand how rahin and murtahin interpret the practice of
rahn so as to find a development model of rahn according to the prevailing Islamic laws, which
can be implemented at the Islamic law-based pawnshop. This research uses qualitative research
method with phenomenological approach. Therefore, to achieve the objective of this research, it
uses three phases of research activities, i.e.: preparation, field research, and analysis and report
arrangement.

The results of the research are as follows. The aforementioned pawnshop can make rahn as a
separate product or a complimentary product. Indeed, sharia pawnshop shall make rahn as a
separate product by using the sources of fund obtained from current account and saving account
based on wadi’ah, ijarah financing, safe deposit box, property or money donated for religious or
community use, charity, infag, and donation, corporate social responsibility, and government to
assure that the company exists. However, in an emergency condition and situation especially
when the pawnshop does not have sufficient fund resources to maintain its existence, it is
allowed to use rahn a complementary product by using murabahah, mudharabah, and al-gardh al-
hasan. In murabahah, the sharia pawnshop can use the murabahah bil wakalah and bai’ al-
mugqayyadah or bai’ al-murabahah.
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Abstract

Purpose - The purpose of this study is to determine the influence of religiousity on shopping
orientation and customer behavioral intention for Moslems and non-Moslems at Sakinah Sharia
supermarket in Surabaya.

Methodology — The research was conducted by guantitative survey approach to consumers who
have shopped at Sakinah supermarket in Surabaya. The sampling technique was conducted with
purposive and convenient sampling. Then, the data is processed by using path analysis.

Findings - Results show the level of religiousity on customers shopping orientation for Moslems
and non-Moslems at Sakinah supermarket. Shopping orientation influences customer behavioral
intention for Moslems and non-Moslems at Sakinah supermarket, the level of religiousity
influences Moslems customers behavioral intention, but it does not influence non-Moslems
customers behavioral intention at Sakinah supermarket.

Practical Implications — The research provides important insights for service provider (Islamic
retail) who target the moslim and non moslem customers.

Originality — The paper is examine the effect of religiousity on moslem and non moslem
customer when they have behavioral intention to buy something in Islamic retailing.
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Abstract

Entrepreneurship is a pervasive phenomenon driven by the capitalist system, and its associated
individualism. Little research has been conducted in Islamic societies where the values or
guiding principles of an individuals’ life are often mediated through their religious beliefs and
practices. In addition little is known about how Muslim women enact their lived experiences in
ways that reflect their religious identities. This article aims to explore how women entrepreneurs
construct Islamic entrepreneurship in the context of Malaysia. This research applies a social
constructionist lens to increase our understanding of ways in which Malay-Muslim women
entrepreneurs construct their Islamic entrepreneurial identities in their everyday lives. In addition
this research draws extensively on the notion of culture as a root metaphor approach. The data
collection was made through semi-structured interviews, and was analyzed using the thematic
analysis. Women entrepreneurs’ narratives of observing the halal (lawful) and haram (forbidden)
matters, nawaitu (intention), moderation, prohibition of riba (interest), sillaturrahim (bond or
ties), as well as religious practices of reciting the Quran and prayers point to the fact that they
highly endorsed and indeed, embraced entrepreneurship as it is promoted in Islam. In
foregrounding Islamic values and entrepreneurship, the women’s narratives shed light on how
Malay women simultaneously construct and navigate their Islamic identities in relation to
entrepreneurship. This research adds new knowledge to the field of gender and entrepreneurship,
in a nonnormative field of research using an interpretivist paradigm. Also the culture as a root
metaphor perspective provides an innovative and important means of examining Islamic
entrepreneurship in Malaysia and highlights how this can assist in reframing how we research
and theorize entrepreneurship.
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Abstract

For several years, Department of Islamic Development Malaysia (JAKIM) has started to
introduce the Halal Assurance System (HAS) to enable companies to fulfil the needs of end-
customer. Besides, it allows companies to be more competent in ensure halal assurance along the
supply chain. The introduction of HAS as one of control system in order to sustain Halal
integrity of a product is a remarkable effort. Even though HAS is currently compulsory for
multinational company, but it is imperative for every player in halal industry to understand the
importance of implementing the system properly. This is to ensure that the expected results can
be maximized especially in providing traceability. There is a possibility of using multiple
approaches of management or system due to the different guidelines, standards and practices that
enables traceability in production. Thus, this paper discusses on the establishment of food chain
traceability through HAS. It also suggests an added value for providing traceability through
effective HAS implementation.
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Abstract

Background, Indonesia is the country with the largest Muslim population in the world, even
though Indonesia is not a Muslim country. Muslims who live in a multi-religious society like
Indonesia are more aware of halal products. (Muktar, 2012). .The emergence of a wide variety of
processed foods with a variety of raw materials, both from inside and outside of the country will
lead to feelings of doubt for muslim population on the products they consume. East Java is one
of the provinces in Indonesia with a large Muslim population. Handling the problems of halal
products is the LPPOM (Institute for Food Drugs and cosmetics) MUI (Indonesian Ulema
Council ) task. The number of manufacturers who want to have a halal certification of its
products is increasing. Currently halal products which have got s halal certivication by LPPOM
in East Java to March 2013 is about 540 companies, which are divided into several business
groups.

Objectives, The aims of this research are describing the application of the halal supply chain
management for food products and evaluating the performance measurement and describing the
position or phase of the application according to the concept of halal supply chain management.

Methodology, this study classified as descriptive-explorative study in describing the
implementation of halal supply chain management in more depth view. Interview conducted
with "semi-structured interview" method to Academicians who understand about the supply
chain management as well as expert in of halal food problem. Furthermore, a survey to Muslim
consumers who are concerned with the consumption of halal food products conducted and also
observing the implementation procedures and rules set by (Institute for Food Drugs and
cosmetics) MUI (Indonesian Ulema Council.

Result, This study concludes that the top priority halal supply chain management is still at the
end of the end of the supply chain, ie the finished product received by consumers. Logistics
control over the flow of the product has not been considered. Competence and knowledge of
human resources involved in the supply chain is still low. Halal supply chain business processes
have not been detailed to the halal process activities. Most consummers states that they are very
concerned with the halal of its products and raw materials, but at the time of making a purchase,
they pays little attention to the raw materials of food products they consumed. Based on the
classification level of the implementation of halal supply chain management, presented by Marco
Tieman, 2011, to the consumer society in East Java belong to the characteristics of "halal
product” where public confidence in the halal products consumed based on the halal certificate
attached to the product issued by institutions in this case is LPPOM MUI.

51



The direct and indirect effects of halal-labeled cosmetics actual purchase
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ABSTRACT

The purposes of this study is to analyze the direct and indirect effects of halal-labeled cosmetics
actual purchase among Muslim consumers in Indonesia. Using primary data collection method,
100 questionnaires were distributed to target respondents comprising of female students studying
at State Islamic University in Jakarta, representing the Muslim consumers in Indonesia. The data
are analyzed using Structural Equation Model. This study proposes seven direct causal effects
(attitude, subjective norm, and perceived behavioral control toward purchase intention; and
attitude, subjective norm, perceived behavioral control, and purchase intention toward actual
purchase), based on Theory of Planned Behavior (TPB) in the structural model. The findings
indicate five direct effects and three indirect effects that are: 1) only perceived behavioral control
is positively related to the halal-labeled purchase intention; 2) attitude, subjective norm,
perceived behavioral control and purchase intention, each one has positive related to the actual
purchase of halal-labeled cosmetics; 3) consumers’ intention has iindirect effect on mediating
attitude, subjective norm, and perceived behavioral control toward halal cosmetics actual
purchase. Thus, consumers’ intention over purchasing halal-labeled cosmetics could predicts the
necessities of halal cosmetics among Muslims. This study also finds that there are relations
between: 1) the amount of allowance with attitude; 2) the purchase frequency with attitude,
subjective norms, perceived behavioral control, intention and actual purchase; 3) the religion
orientation with subjective norm; 4) the halal cosmetics knowledge with perceived behavior
control, and 5) the frequency to checked out the halal label with perceived behavioral control,
intention and actual purchase. By addressing the consumers’ behaviors and profile
characteristics that could predict the necessities of halal-labeled cosmetics, marketers can
stimulate the consumers to seek out new halal cosmetics and sequentially stimulates halal
cosmetics innovation and distribution in Indonesia.
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Abstract

Researchers have considered Muslim consumers from several different perspectives. For
instance, Elif and lIzberk-Bilgin (2012) have studied the influence of religiosity on consumer
behaviour, considering the attitudes of Muslim consumers toward non-lIslamic brands. Their
study was based on non-Islamic brands which are performing in Muslim countries. On the other
hand, Essoo & Dibb (2004) have studied Islamic participation in the banking sector, highlighted
Sharia compliant banking and explained how it can shape Muslim consumer behaviour. In
addition, Carbone and Haeckel (2002, p. 87) stated that consumer behaviour is based on religious
teachings regarding social customs and laws. For instance, the concept of halal (permissible)
product confuses the majority of multinationals targeting Muslims. Halal covers the aspects of
preparation, display, sanitation and storage, among others. Given the speed of technological
advancement, ongoing initiatives to simplify manufacturing and production processes and
globalization, marketers should understand the concept of halal as fully as possible (Addis &
Holbrook, 2001, p. 56).

Few previous studies on Muslim consumers have linked Muslim consumers with Islamic
branding. Alserhan (2010) defined Islamic branding as comprising “those brands which [are
consistent] with the Muslim Sharia compliant”. Similarly, Paul (2011) stated that Islamic brands
must consider the five pillars of Islam (Shahada, Salat, Sawm, Zaka and Hajj) in order to win
Muslim consumers there are few studies which link Muslim consumers with the concept of
branding. The concept of brand love has been researched within the marketing literature
considering different antecedents and outcomes, but never within the context of Muslim
behavior. Particularly conspicuous by its absence is any work highlighting the importance, both
to business and to academia, of understanding Muslim consumers as a unique and desirable
demographic.

Therefore, the main purpose of this study is to explore Muslim consumer behaviour and its
relationship with the concept of brand love in Saudi Arabia. This study will fill the previously
mentioned gap in the literature by investigating an area that is of great importance in the current
marketing and business environment but which has received little attention from previous
researchers.
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Females Muslims and Social Media advertising: Evidence from Saudi Arabia
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Introduction

With the rapid development of information technologies worldwide, there are many options for
Marketers to promote products and services. Advertising on social media is one of the most
suitable promotion techniques in today’s business environment for focus on their marketing
goals. The growth and usage level of social media have become a worldwide phenomenon.
Social media are increasingly attracting the marketer’s attention, not only because of massive
regular user base and rapid growth, but also because of its huge market potential for advertising.
Social media advertising is one type of advertising that particularly uses social media as the
platform to deliver messages to their targeted customers. Arab world as well as Saudi Arabia has
witnessed a magnificent expansion in social media usage during the past few years. According to
the Arabs Social Media Report (2014) the penetration of social networking is increasing in the
Arab region with more than 71 million active users of social networking technologies. Facebook
and Twitter are the most popular online social networking sites in Arab region. The total number
of Facebook users in the Arab world, as of end of May 2013, is 54,552,875 users and 3,766,160
for Twitter (Arab social media report, 2014). The penetration rate of Facebook in Saudi Arabia is
18.26%, which makes it occupies the 30th place in the ranking of all Facebook users by country.
Saudi Arabia has the highest number of active twitter users with 1.9 million users which
accounts for over half of all active twitter users in the Arab region. Although internationally
female presence in social media (if we take Facebook, as an example) equal to male , this trend,
however, does not hold in the Arab region, where only a third of Facebook users are women
equal to 32% in 2014. This is still significantly lower than the global trend, where women
constitute 61% of Facebook users. As of Saudi Arabia there are 69% male users and 31% female
users (Arab social media report, 2013). While businesses continue purchase online advertising
and create social networking profiles to brand themselves, it is important to understand how
consumers react to advertising on this new channel. This will help advertisers understand the
ways in which advertisements are perceived online. For advertisers looking to capitalize on the
size of the online social networks and increase their presence, an examination of attitudes toward
online advertising formats in social network websites is critical. For the advertising to be
effective, end-users have to perceive the advertisements, react and respond to them positively.
The purpose of this study is to investigate female user’s attitudes toward social media marketing
in a Muslim country, namely Saudi Arabia, and to identify the main factors that underlie the
formation of their attitudes. More specifically the objectives of this paper are: 1. To determine
the attitude of Saudi females’ (positive or negative) towards social media marketing 2. To
investigate what factors would most likely affect their’ attitudes towards social Media marketing.
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Introduction

Islam is the fastest growing religion in the world. It is especially popular among young people
who are connected to the social media platforms. What is strikingly common about Islam and
social media is the sociological relationship or the human sociality. Just as everywhere around
the world, the Muslim majority countries have witnessed a rapid diffusion and adoption of social
media platforms such as Facebook, Twitter and YouTube in recent times. In the Arab world,
Facebook is still the leading social networking website with 81,302,064 users. Twitter follows
with 5,797,500 users (Arab social media report, 2014). The Arab region is second to the USA
when it comes to the number of YouTube daily views. With 90 Million video views per day,
Saudi Arabia has the world highest number of YouTube views per Internet user (Arab news,
2014). The popularity of social media platforms in the Arab world will likely have an impact on
the way Muslims understand and practice their religion (Ibahrine, 2014). Of course, Twitter was
not initially considered as a religious tool. However, religious leaders have quickly realized the
potential of this platform. Some scholars have sought to track discernible structural impacts of
the new media on patterns of religious behavior (Burnt, 2000). While the common argument is
that social media has the potential to change people’s religiosity and practices of piety, some
scholars believe that digital platforms are, in fact, shaping Muslims religious identities
(Echchaibi, 2009). One of the most recent debates in contemporary study of Islam from a
communication perspective concerns the extent to which traditional patterns of religious life can
be sustained in the face of the power of digital media, particularly the Internet. The central claim
is that new media, (a) abrades the existing religious hierarchy of the religious establishment, (b)
challenges the most glaring monolithic structures and values within traditionally opaque
societies, and (c) perhaps thus strengthens other religious groups that have been deprived for
many decades from obtaining attention to articulate their interpretation and to reaching the youth.
This paper will, thereby, focus on how Twitter has markedly impacted the religious life of many
Saudis, including their religiosity, religious practices, issuing fatwas and building virtual
communities. Among the questions this chapter explores are the following: To what extent, and
in what ways have religious leaders used Twitter to disseminate religious content among social
media adopters in Saudi Arabia? Another key question is whether digital platforms undermine
the authority of religious leaders and alternatively empower the new interpreters of the sacred
texts. The question is whether and to what extent digital platforms help to emerge personalized
fatwas that may cause fragmentation for religious discourses.
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Abstract

Given the newness of political change that is taking place in the Arab and Muslim world and its
significant impact on the global arena, there is little research that documents the social media
mediating role of disseminating information of the antecedent variables igniting these
revolutions. So, there is a dire need to explore such phenomena. In order to respond to this
shortcoming, this research proposes the IMABA framework that integrates literature from social
media, information science, marketing, and political science fields. The proposed IMABA
framework is applied to the 2011 Egyptian revolution and its continuity as a case study in which
the roots, causes, and role of social media are emphasized. The paper concludes with discussions

of managerial, political, and public policy implications.
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Development

Nazan Colmekcioglu
Abstract

Relative to comparable sectors, Halal consumption is growing at a disproportionate rate, with
some estimates forecasting the global Halal sector to reach $30 trillion by 2030. Despite the
growth and scale of the Halal sector, there remains a paucity of research within the academic
domain on Halal consumption. This lack of research is further compounded by a focus of
existing studies only on Muslim perceptions and attitude development which seems at odd with
the rising growth, and paradoxical animosity, towards Halal consumption from non-Muslim
consumers. Indeed, a recent report by the Islamic Bank of Britain reported that almost 90% of
some of its customers for its product ranges were non-Muslim. Despite the growth of Halal
consumption amongst non-Muslim segments, there remains a growing animosity towards Halal
consumption. Understanding the growth of this anti-Halal sentiment, from a consumer
psychology perspective, is the aim of this study.Specifically, this study seeks to apply the Theory
of Alienation, the key consumption theoretical framework to underpin anti consumption attitude
development, to understand non-Muslim attitude development towards Halal consumption. A
series of expert exploratory interviews were conducted with key academics, practitioners and
policy makers on Halal consumption within the 'West' and a conceptual framework developed as
a result. This conceptual framework forms the basis of further research and advocates that
determining Halal logo endorsement design aspects such as framing, context and size, could be
important in helping to understand how consumer alienation towards Halal consumption
develops within some non-Muslim consumers.
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Abstract

Organizational research in marketing suggests that internal marketing is an important aspect in
creating a team-based culture. Inherent in any analysis of the work environment is the
perception of employees regarding factors such as job satisfaction and security of tenure.
Negative perceptions of these factors often result in lower morale, decreased productivity, and
lack of loyalty. While there are multiple causes of job insecurity, there is not much research on
the effects of wartime on it.

The present research was conducted in Syria during the crisis conditions facing the nation in the
years 2011-2014. We hypothesized that the broad effects of the crisis would be strongly and
positively associated with increased job insecurity. We reasoned that employees are likely to
experience intense unpredictability at work as a direct or indirect function of the national
crisis. This line of inquiry represents a first in job insecurity research because a wartime crisis
has not previously been examined as a predictor of job insecurity. Thus, this research
contributes to theory development on the subject of predictors and outcomes of employees’
experiences of job insecurity in a wartime context. Our preliminary data from a survey of 129
professionals, managers, and administrators regarding their perception of job insecurity related to
job conditions and threats from the unstable conditions facing their nation is
discussed. Limitations and implications of the research are offered.
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Abstract

This study was carried out for the purpose of determining the relationship between Islamic work
ethics and love of money with the participation of 500 tradesmen working in the district centre of
Alanya. As a result of the research, it was determined that there are positively significant
correlations between the good, budget and success dimensions of the love of money and Islamic
work ethic; while no significant relationship was found with the evil dimension of the love of
money. Furthermore, it was revealed that the perception of Islamic work ethic changes by marital

status and level of income.
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Abstract

Islamic marketing is gaining global importance as an independent domain of marketing, with the
past few decades witnessing a growing body of research related to various aspects of Islamic
marketing. One key aspect of Islamic marketing research is investigating the Halal industry and
the associated behavior of consumers. This study is the first attempt to put the theoretical
foundation for evaluating the behavior of Muslim consumers toward Halal products using the
functional Magnetic Resonance Imaging (fMRI) technique. In this technique, Halal and non-
Halal product images are presented to consumers in an fMRI experiment, in order to monitor
their brain activation during the decision making to select a particular product. The research
methodology and the expected research findings are discussed. Research implications and future

research directions are highlighted.

Key words: Islamic marketing, Halal products, functional Magnetic Resonance Imaging,

consumer behavior.
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Abstract

Purpose — This study is conducted to investigate the determinants of purchase of Halal endorsed
products in a Muslim country, Pakistan. The study is based on the conceptual framework of the
theory of planned behavior.

Design/methodology/approach — It is hypothesized that Halal endorsement affects consumer
behavior and significantly influences the buying decisions of the consumers. In addition to the
main dimensions of Theory of Planned Behavior (TPB) model, the study incorporates a number
of other variables including self-identity, religious commitment, acculturation, social impact,
subjective norms, attitudes and purchase intentions. These variables were added to articulate the
TPB model in order to study the purchase behavior of Muslim consumers regarding Halal
endorsed products and assess its impact in an emerging market economy, Pakistan. A cross-
sectional sample of 497 respondents was analyzed using techniques like Pearson correlation,
Cronbach’s alpha, confirmatory factor analysis and structural equation modeling. Although the
sample was chosen using convenience sampling, it was well categorized into different age
groups ranging from 20-50 years, varying qualification level from bachelors to PhD, income
groups, professions, and other groups such as students and professionals, etc.

Findings — The results show that self-identity, perceived behavioral control, subjective norms
and motivation to comply have a strong and positive effect on the intention to purchase Halal
endorsed products. It reveals that individuals who consider themselves as distinct Muslims
(perceive that they have a well-defined self-identity) have a higher level of behavioral control
and subjective norms, a stronger motivation to comply with the Shariah teachings and thus a
stronger intention to buy Halal endorsed products.

Research limitations/implications — Although this paper uncovers the determinants of the
purchase behavior of Halal endorsed products in a very systematic way, it does have certain
limitations as per using the convenience sampling. Future research may try to overcome such
shortcomings by specifically targeting buyers who have a greater control on purchase decision
making.

Keywords: Halal endorsement, subjective norms, purchase intentions, religious commitment,
self-identity, purchase behavior
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Abstract

Prior research in psychology has established that an important variable by which culture affects
the way people think and act is their individual view or construal of self. This line of research
has identified two distinct perspectives on the self. Within the independent construal, the self is
seen as different from others, a way of defining the self, prominent in Western societies. The
interdependent perspective which is typical for Eastern cultures emphasizes the connectedness of
the self to others. The degree of independence-interdependence in one’s self-construal is thought
to affect behavior, acceptance of social values, and decision making. This paper manipulates
self-construal of Qatari consumers and investigates its effects on accepting incongruent changes
in culture as a result of adopting market offerings and behavior that may be perceived as
inconsistent with their self-construal. The research recommends strategies for policy makers in
Qatar for successful advocacy of initiatives of national importance such as reducing diabetes and

obesity by applying self-construal theory.
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Abstract

The present study investigates the individual factors and entrepreneurial skills that influence the
performance of enterprises run by women in Palestine, by considering women in a context
characterised by an unfavourable social, cultural and economic environment. The study focuses
on the impact of three developed entrepreneurship skills; the ability to attract key resources, the
ability to pinpoint opportunities and to manage resources, in addition to the influence of personal
self-efficacy on firm’s performance. We have tested our hypotheses on a sample of 160 women
led businesses in Palestine using face-to-face interviews using structured questionnaire. The
results show that personal self-efficacy greatly influence company’s performance. Whilst, in
terms of developed functions employed by women reflecting the entrepreneurship skills, results
indicated that although the ability to attract key business resources is positively related to
company performance, both the ability to pinpoint opportunities and to manage resources have
no impact.

Key Words

Entrepreneurial skills, self-efficacy, women entrepreneurs, performance, Palestine
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Abstract

The purpose of this paper is to examine the influence of religion, specifically Islam, on
consumers’ attitudes toward cause-related marketing (CrM). Faith-based giving and generosity
are the core elements of many religions. Previous research indicates that religion promotes
prosocial behavior (Beit-Hallahmi &Argyle, 1997; Momen, 1999). Although religion is a crucial
mechanism behind emotional and cognitive processes, CrM literature has neglected religion’s
impact on consumers’ attitudes toward cause-related products. This neglect has created a gap in
our understanding of the role played by consumers’ religious beliefs and charitable giving. Thus,
the objective of this study is to examine how religiosity impacts consumers’ attitudes toward
Cause Related Marketing (CrM) campaigns.

A CrM campaign is collaboration between a company and a non-profit organization. The
company, through its product sales, helps raise funds for a social cause, such as health, human,
animal or environmental related issues (Lafferty, 2009; Lafferty and Edmonson, 2013). CrM is a
popular strategy because consumers appreciate companies that devote efforts to raising money
for causes other than their own (Cone, Feldman and DaSilva, 2003) and derive greater
satisfaction from buying products that donate to such causes (Strahilevitz and Myers, 1998; Luo
and Bhattacharya, 2006). Companies benefit from CrM campaigns through increased sales,
brand loyalty and improved image. These campaigns also increase consumers’ positive attitudes
towards the company (Nan and Heo, 2007).

Several studies have been conducted to understand why consumers purchase cause-
related products. Factors that have been examined include consumers’ perceptions and feelings
about the sponsoring company (Gupta and Pirch, 2006), growing social consciousness (Dupree,
2000), altruistic needs (Polonsky and Wood, 2001), involvement in causes (Broderick et al.,
2003), the perceived congruence between the cause and company (Sen and Bhattcharya, 2001),
and cultural differences (Robinson et al., 2012; Wang, 2014).

Although several answers have been provided as to why consumers purchase cause-
related products, religion’s effect on consumers’ attitudes towards cause-related products has not
been examined. We propose that religious beliefs play a significant role in motivating
consumers to help others or society through purchasing. Religious lifestyle makes people more
sensitive to societal issues and involved in civic engagement. Hence, religious people may have
more positive attitudes towards CrM campaigns than non-religious people. This study also
compares other religious practices with Islam in terms of giving, and discusses how they can
potentially affect consumers’ attitudes towards CrM.

References. Available on request
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Abstract

Advertising is at the heart of the consumer culture. It is denoted as a persuasive form of paid
communication bringing sellers and buyers together. The hierarchy of effects model represents
various steps of the purchasing process: awareness, knowledge, liking, preference, conviction
and purchase. Advertising is thought to be able to move consumers along the different steps.
Religion and advertising are necessary associates for the Muslim consumer whose life should be
guided by Islam including advertising. Adverse advertising effects are of great concern for all
consumers including the Muslim consumer that is focused on in this paper. A framework
amalgamating the hierarchy of effects model and Islamic principles is conjured recommending
the Islamic principles of advertising to decision-makers.
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Abstract

The purpose of this conceptual paper is to arrive at a Halal policy recommendation for
promoting Indonesia as a investment destination, carrying with it a diversity of demands.
Indonesia is well-known for a country that has emphasized a strong recommendation for Halal
requirements for any corporate operating in Indonesia. The principal methodology adopted is
discursive analysis. Relevant example from a company has been drawn upon. The government
of Indonesia has been promoting Indonesia as a welcoming country to do investment by creating
a regulation. This approach is expected to be successful. The huge demand of Indonesians should
be accommodated.
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Abstract

Burger joint fast food restaurant has been one of the popular food businesses in Malaysia.
Studies have shown that the Generation Y favors the fast food, especially burger base production
food as their choice of meal. Although, there are numerous research and publicity mentioning
about the bad side of fast food consumption on health, yet burger joint fast food restaurant were
seen to be one of the favoured choice in Klang Valley by consumers, especially the Generation
Y. The aim of the study is to investigate the Muslim consumers’ intention to purchase burger
base products and the factors that influencing their intentions. This study focuses on the
Generation Y Muslim in Klang Valley, Malaysia. The Theory Planned Behavior has been chosen
as the Theoretical Framework, which outlined three factors of behavior, namely attitude,
subjective norms and perceived behavioral control. The findings of this study are to explain the
intention of urban Generation Y consumers in consuming Burger joint fast food. This study
extends the insights of the Muslim consumer behavior, particularly on urban Generation Y
Muslim behaviors. Expected findings, limitation and suggestions for future research are
discussed in this study.
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Abstract

Fastly growing “Halal” economy has presented some important opportunities for Muslim
countries including Turkey. One of the most important and growing sectors in Halal economy is
Halal Tourism sector.

The purpose of this study is to interpret on the past, present and future of Halal tourism in the
context of literature and to point the opinions of proprietors related with Halal tourism. In this
respect, in-depth interviews were performed with hotel managers in Antalya which is known as a
tourism brand. The data was processed with NVIVO. This study was only limited with Antalya
and other destinations were out of scope.
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Abstract

The paper connects between the principles of Islamic economics and social business models.
Capitalism has been criticized as incomplete as it does not accommodate socially motivated
business. Capitalism and its related schools of thoughts only focus on profit maximizing
businesses. Social business is defined as a cause driven instead of profit driven. Islamic
economics has many similarities to social business model as it focuses on justice, equality and
fair play. Islamic economics does not allow for such destructive economic monopolies that
would concentrate wealth in the hands of the few and increase the social gap between the classes.
The similarities between Islamic economics and the modern views of social businesses can help
in reducing the undesirable effects that extreme capitalism has led the world into. The paper
empirical part confirms the documented observation in academic literature that conventional
banks outperform Islamic banks when it comes to monetary measures such as return on equity.
However, there is not enough information provided by Islamic banks on their annual statements
that would allow for the far more important measurement of economic progress towards the two
pillars of Islamic economics, equality and fair distribution.
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Abstract

One of the essential objectives in the maqasid of Shari’ah is wealth protection, which is
thereafter the ultimate goal, is to uphold justice and fairness among mankind. The reason being
for the prohibition of taking usury is that it connotes consumption of wealth of others
unjustifiably and wrongfully. As in the case of interest based lending transaction, the practice is
illegitimate as the interest obtained by the lender is unjustifiable. The legitimacy of revenue
generation requires that it has to be created based on real economic activities, which involve real
business risk and liability. In contrast, the creditor in usury based activities just simply creates
money out of money, detaches from real economic activities, thus he bears neither risk nor
liability. This practice contravenes the Shari’ah legal maxim that states al-ghurm bi al-ghunm
(liability accompanies gain) and al-kharaj bi al-daman (benefit goes with liability). The absence
of counter value, risk and liability causes to unlawfulness of generated revenue. Thus, the
element of risk and liability which becomes part of real economic activities is essential for the
legitimacy of profit entitlement. The types of risk could be in the form of business risks i.e. the
uncertainty of future sales, the cost of inputs; or financial risk i.e. uncertainty of exchange rates,
stock prices, and commodity prices. However, exposing to excessive risk not only hurdles
investment but also deters economic growth, which might be against the Shari’ah. Shari’ah also
encourages managing and mitigating the risk. Few critical questions arise then; how to balance
between these two ends? What kinds of risk are to be borne in order to be entitled for the
revenue? What types of risk can be mitigated? To what extent risk can be mitigated? This paper
attempts to address these issues and provides crystal understanding on the concept of risk taking
and risk management in Islamic Finance in the light of the Shari’ah.
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Development and Validation of Instrument to Measure Islamic
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Sepideh Bahador
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Tehran Science and Research Branch, Islamic Azad University, Tehran, Iran

Abstract

Purpose — This paper studies the materialistic intention of consumers and the extent to which this
factor affects their behavior during shopping. It also points out how the Holy Quran criticizes
people who pay too much attention to materialism Al-Kahf (46), Al-Anfaal (28), Aal-Imran (14).
In addition to existing international methods (e.g Richins and Dawson, (1990 — 1992); Sirgy,
1998; Moschis and Churchill, 1978), we achieve an Islamic model in this field.

Design/methodology/approach — scale development contains the steps of item generation and
selection, scale refinement and scale validation. Exploratory factor analysis (EFA) and
confirmatory factor analysis (CFA) are applied for this study.

Findings — The Findings of the study present a construct of Islamic Materialistic Attitudes
(IMA) through reliable factors and valid scale which are measurable based on Islamic sight.

Research limitation/Implications — This study concentrates on a sector-specific scale, whereas a
generalized model that can be applied in other Islamic countries. In comparison with previous
studies, the results of the current study provide a more absolute coverage and understanding of
various touch points used in measuring materialistic attitudes in Islamic markets. The research is
following in a single country where people have the same religion.

Practical implications — By this reliable and valid scale, Islamic markets can define the actual
position of IMA.

Originality/value — The following paper represents the foremost studies for developing a valid
tool to measure the materialistic attitudes in Islamic markets.
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Abstract

Social media, different from traditional media, is a computer-mediated tools that allow people to
create, share or exchange information, news, ideas, lifestyle, photos and so on in a virtual social
network. Due to its highly interactive attribute, social media has emerged as a new way of doing
business. It serves as a new medium for companies to reach out of their customers, retaining
customers and also extend or gaining new customers compared to other traditional medium
decades ago. It allows business to have interactions with their customers, having in-depth
relationship in order to understand them better and in turn allowing the business to serve the
customers better. SMEs, the fastest growing sector in the emerging economies are now engaging
with s-CRM, as it is cost very minimal. Thus, this study aims to examine on the s-CRM
performance benefits from the perceptive of SMEs owned by Muslims. Data was collected from
135 SMEs that participated in 2014 Halfest (Halal Fiesta Malaysia) trade show in Kuala Lumpur,
Malaysia. The results have shown that ICT adoption has both directly and indirectly affect s-
CRM performance; meanwhile managing customer information mediated by perceived value of
s-CRM to performance of s-CRM. Perceived value plays a role as a mediating variable for both
ICT adoption and also managing customer information. Social CRM has implication on SMEs in
marketing, customer service and sales, including social engagement with prospects and social
customer service that can enhance business performance.
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ABSTRACT

This study investigates factors that determine Muslim consumers’ willingness to use the halal
tagging technology. Halal tagging technology refers to the use of mobile phone by consumers to
trace if the Halal logo on the packaging is from the authentic source. Five perception factors
which are the complexity, reliability, social influence, facilitating conditions, and benefits were
used as antecedent towards willingness to use the halal tagging. Based on the data collected from
120 consumers in Malaysia, results indicates that all four factors, except for the social influence
are the significant factors affecting the willingness to use the halal tagging technology. Perceived
usefulness was found as the most important factors to determine willingness to use the halal
tagging technology.
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Corresponding author: masreka.bd@gmail.com
Abstract

According to Global Entrepreneurship Monitoring report in 2012, an estimated 126 million
women were starting or running new businesses in 67 economies around the world. In addition,
an estimated 98 million were running established businesses. These women are not only creating
jobs for themselves and their co-founders, but they also employ others. A projected 48 million
female entrepreneurs and 64 million female business owners currently employ one or more
people in their businesses. However, studies show that women entrepreneurs around the world
suffer from numerous disadvantages such as discrimination, lack of business experience and
limited access to financing to mention few. Women in Islamic economies experience additional
deterrents to start up own business due to the interconnection of culture, religion and enabling
environment on top of the imposed gender based care role. In spite of this, there is a growing
number of women entrepreneurs in Islamic countries.

Present paper contributes to develop the understanding of ‘inclusive economic participation’ by
mapping women entrepreneurs in five Islamic economies namely: Iran, Qatar, Saudi Arabia,
Turkey and United Arab Emirates (UAE). Given there is a scarce of appropriate data and
research on women in this geographic belt, present paper might not shed light on the number of
women and earning in these countries. Nonetheless it is first of its kind to offer a comprehensive
understanding on multi-country perspective of women entrepreneurs.

Though the umbrella term is used as ‘Islamic economies’ it is acknowledged that factors such as
motivation, challenges, policy implications might vary from country to country under this study
and this will offer interesting insight on the issue. For instance, in Saudi Arabia major obstacle
identified is getting a trade license for women candidates Shmailan (2014) where as in UAE it is
identified as the ‘lack of managerial know-how’ or appropriate technical skills (Itani et.al
2009).

Mainly depending on the secondary literature available, present paper focus on the following
areas:

Current situation of women entrepreneurship : demographic background, areas of business,
numbers of women involved, size of the female owned firm , targeted consumers

Financial aspect: source of capital , credit situation

Areas of major challenges

Factors of motivation and future aspirations

Government measures and policy implications
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Abstract

The proposed research project will attempt to explain the determinants of American Muslim’s
intentions to use retail Islamic banking and financial services in the United States. To make a
contribution to knowledge, the planned project proposes empirically testing a modified model
using structured equation modeling (SEM) within the framework of Ajzen’s (1988, 1991) theory
of planned behavior (TPB). Data will be collected using an on-line instrument from a sample of
adult American Muslims.

The proposal includes a brief introduction to Islamic marketing/banking followed by a
background section which contains previous work of this author. The importance of the topic and
the theory base for the research are also presented. The outcome goal of the project is a peer-
reviewed journal publication. A supporting documentation sections contains an expanded
literature review and more detail description of the proposed project’s methodology.
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Abstract

According to Carroll and Levy “the relationship of management and leadership has been a set
piece in the literature for decades now”. The debate is about the differences between these two
concepts as well as the similarities. The purpose of this paper is to argue whether leadership and
management are similar or different. The paper goes on to refute the notion that leadership and
management are similar. It also examines the terminologies associated with the two concepts. In
addition to presenting the origin of the words, it discusses the perspective of some authors and
researchers. Furthermore, the similarities and differences between the two terms and the relation
between knowledge management and leadership will be outlined. Finally, leadership and

management will be discussed from an Islamic perspective.

Keywords: Leadership, Management, knowledge management, Islamic Management Model,

Islamic Leadership Model.
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Abstract

The objective of this study is to understand the influence of leadership and organizational culture
and worship behavior on MAN teachers’ performance in Sleman Regency, Yogyakarta Special
Region. This research is classified in survey research study using analytical correlation analysis
method to explain the facts systematically about the nature of the population.

The proposed hypothesis of this study is Islamic leadership, organizational culture and spiritual
motivation partially or collectively influence performance significantly. Subject (samples) in this
study amounted to 50 people. The sampling method is purposive sampling. Data are obtained
from primary sources by distributing questionnaires plus interviews and observations. Secondary
data are obtained from records and MAN profile in Sleman Regency, Yogyakarta Special Region
and other sources. Data analyzes is conducted using multiple regression analysis. The result is
that, partially or collectively, Islamic leadership, organizational culture and spiritual motivation
influence performance. This can be seen from t-score of each variable > t-table, with significance
level less than 0.05, that is 0.000. The influential variables of Islamic leadership, Organizational
Culture and Spiritual Motivation on performance support the theory proposed by Mitzberg and
reinforce the Hadith which is interpreted that a good leader in a good environment with good
spiritual characteristic will make good performance of the people. This has been proven and
become the culture and character of Madrasah Aliyah Negeri (MAN) teachers. Other factors that
should be taken into consideration are work environment and leadership.

The conclusions drawn from this study after being analyzed using regression are: 1. Leadership
influences performance of MAN teachers. 2. Organizational Culture influences performance of
MAN teachers. 3. Worship behavior influences performance of MAN teachers. Based on these
results, it can also be seen that the application of maqasid al-shari’ah in Madrasah Aliyah Negeri
(MAN) in Sleman Regency, Yogyakarta Special Region can be categorized in compliance with
shari’a.

Keywords: Leadership, Organizational Culture and Worship Behavior
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The International Islamic Leadership Program and Network (ILPN)

Shahid Majeed | UNSW Australia

Introduction

The International Islamic Leadership Program and Network (ILPN) Abstract This interactive
presentation will contribute to the development of an International Islamic Leadership Program
and Network (ILPN) of faculty, staff and graduate students from the best business schools in the
Islamic world. Therefore, the purpose of this presentation is to explore the feasibility of the
establishment of ILPN with the aim to be a collaborative, international think-tank or laboratory
for the incubation of new ideas and best practices in leadership learning and development for
business school students across the Muslim world The International Leadership Development
Program (I-LEAD) will be presented as a best practice for the establishment of the ILPN. The I-
LEAD is a recently formed network of faculty, staff, and graduate students representing fourteen
business and professional schools on six continents, all working together to share best practices
and to experiment with innovative new ideas about leadership learning and development
opportunities for students. The inaugural program was held in Australia and the following
schools contributed students and/or staff to the pilot event: The UNSW Business School from
Australia, the INSEAD from France, the Cass School of Business and the London Business
School in the United Kingdom; the Copenhagen Business School in Denmark; the IE Business
School in Spain; the Wits Business School in South Africa; the NUS Business School in
Singapore; the Graduate School of Economics and Business at the University of Chile, and the
Vertical Institute in Chile; the University of Auckland Business School in New Zealand; the
Kellogg School of Management at Northwestern University, the Wharton School at the

University of Pennsylvania and the Sloan School of Business at MIT in the United States.
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Islamic Leadership

Eleftheria Egel | Université de Nice Sophia-Antipolis & In

Abstract

The purpose of this conceptual paper is to present Islamic Leadership in an organizational
context. First, the paper presents the basic principles of Islamic Leadership within the discipline
Of Management from an Islamic Perspective (MIP). Second, it links it with western theories of

management. Finally, it discusses implications for research and practice
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The role of the auditors of the Audit Bureau in dealing with e-
government and Audit Bureau Law in the maintenance of public money
in Jordan

Dr . Atallah Ahmad Sweilem Al-hosban
Irbid national university —Jordan 00962775437120

Abstract

This study aimed to define the role of the auditors of the Audit Bureau in the North province in
Jordan in dealing with e-government tools and their role in the maintenance of public money,
also aimed to focus on the Court of Accounts law in the maintenance of public money. System
was used Likert Quintet in designing a questionnaire persistence rate of 82%, 67 questionnaire
were analyzed for statistical results. most results of this study : The Financial Supervisory
interested in developing plans and follow-up and go step by step and this helps to comply with
the terms of the general budget to be considered a major tool in the maintenance of public money
and The presence of the development of the upper hardware systems to keep pace with the times
and economic and social variables and their impact on the implementation of the general budget
and try to anticipate things may occur, which is reflected in the mitigation of the risks of not
having items in the budget to spend on things raw, which help create a personal estimates of the
human element . and most recommendation : provide the independence and immunity of the
President and Cabinet auditors, and the subordination of financially and administratively Court
of executive power , Dissemination of awareness and promotion of e-government project and
enhance the skills and cognitive abilities of modern information technologies staff to maintain
public money, Identify the level of awareness of the concept of e-government at the senior
management managers in Jordan in order to maintain public money and define the role of e-
government in providing quality service to the citizens with saving time and effort, which helps

in the maintenance of public money
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Ethique, finance islamique et responsabilité sociale de I'entreprise

Woafa Sahraoui | Email : wafasahraoui65@yahoo.fr
Résumé

Face a la mondialisation capitaliste caractérisée par le régime sans partage de 1’économie du
marché et ’accroissement important des inégalités non seulement au niveau international mais aussi a
I’intérieur des Etats eux-mémes, se pose plus que jamais la question de 1’éthique dans I’économie. C’est
dans cette perspective que des préoccupations d’ordre éthique sont apparues au regard du développement
de I’économie. Développement durable, Investissement socialement responsable, Responsabilité sociale
de DI’entreprise (RSE), sont en effet autant de concepts qui ont marqué I’intégration de critéres extra-
financiers dans le monde des affaires. A 1’échelle de I’entreprise, le développement durable se décline
sous la forme de la responsabilité sociétale des entreprises. La RSE désigne 1’intégration volontaire des
préoccupations sociales et écologiques des entreprises a leurs activités commerciales et leurs relations
avec les parties prenantes visant la qualité environnementale, la prospérité économique et la justice
sociale. A cet effet, la responsabilité sociale n’est pas per¢ue comme une initiative stratégique que les
entreprises prennent pour valoriser leurs images ou pour accroitre leurs performances financieres mais
comme une finalité globale favorable au bien étre social et au respect de I’homme pour son
environnement. Comme la plupart des spécialistes soulignent qu’une entreprise s’engage a avoir une
attitude socialement responsable fait preuve d’une meilleure gestion de risque environnemental et social.
Cependant en théorie, la finance qui correspond a l'art de faire circuler des capitaux, ne devrait se
développer que sur la base de la confiance et de I'éthique car sans confiance, il n'y a plus de circulation
de capitaux, et sans éthique, il ne peut y avoir de confiance. Or, dans les faits, la crise a également dévoilé
une défiance certaine entre les acteurs du systeme. Par conséquent, la finance éthique trouvera une place
prépondérante en remettant en cause le systeme financier dans son globalité.

Aujourd’hui, un mouvement associant éthique et économie semble ne pas connaitre la crise est
celui de la finance islamique. Mieux cette derniére a pu étre invoguée comme solution a la crise mais
aussi pour réduire les risques et ainsi offrir une perspective davantage éthique a la mondialisation. Sur la
base des valeurs éthiques fondamentales, la finance islamique est promue en tant que modéle socialement
responsable ancré sur des préceptes religieux. En effet, la RSE a été toujours une partie intégrante de
I’économie morale islamique comme une réalité ontologique inévitable.

Le systéeme financier Islamique a particulierement intéressé un grand nombre d'analystes
économiques dans le monde, cette finance éthique est considérée socialement responsable par plusieurs
courants de pensées, ses principes contrairement a la finance conventionnelle exigent un comportement
responsable sur le marché, on parle alors d'une finance morale basée en grande partie sur des valeurs de
partage équitable. Compte tenu du fait que I'éthique d'entreprise est I'un des plus nécessaires sur le marché
aujourd'hui, ce cadre est une solution pour les institutions financiéres islamiques, mais peut évidemment
étre utilisé pour d'autres organisations a la recherche d'investissements éthiques. En effet, la finance
islamique est fondée sur des principes éthiques et religieux permettant de soutenir une certaine prospérité
économique, sociale ainsi que la préservation des générations futurs, des ressources et de
'environnement. La finance islamique prohibe la rémunération de I’investissement par un taux d’intérét et
propose 1’alternative du partage des pertes et des profits assorti de 1’obligation d’adosser 1’opération
financiere a un actif tangible et identifiable. Cela a pour effet de créer une activité économique réelle a
partir de la sphére financiere et de répartir le risque et le bénéfice de facon équitable entre le bailleur des
fonds et leur bénéficiaire final.

L’objectif de ce papier, est de mettre 1’accent sur les valeurs éthiques qui sont incorporés dans la
RSE dans une perspective islamique tout en se référant a la maqasid charia. Plus précisément, la RSE sera
étudiée a partir du concept de I'économie et de la finance islamique. Par conséquent, ce document offre
une compréhension de la RSE d'une vision du monde islamique en discutant les valeurs islamiques qui
sont conformes au concept de la RSE ou plus précisément, il s’agit d’examiner dans la pratique la nature
de la RSE dans les institutions financiéres islamiques.
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Les Determinants Du Choix Des Banques Islamiques Dans Le Contexte
Tunisien

Dr. Naoel CHAOUCH
Maitre- assistante, Ecole Supérieure de Commerce- Tunis

Email : naoel.chaouch@orange.tn | naloe_2006@yahoo.fr

Résumé :

La présente étude est une tentative de découvrir les facteurs qui contribuent le mieux a expliquer
le choix des banques islamiques par la clientéle potentielle tunisienne dans un contexte ou
dominent les banques classiques.

Une enquéte menée aupres d’un échantillon de clients potentiels, utilisateurs et non utilisateurs
des services bancaires islamiques, a permis d’identifier les facteurs pergus les plus importants
dans la décision de se bancariser auprés des banques islamiques.

Les résultats obtenus, moyennant I’analyse discriminante, montrent que la prise de décision
concernant la sélection des banques islamiques est davantage fondée sur I’identité islamique de
la banque pour les utilisateurs des services bancaires islamiques. En revanche, cette décision est
susceptible d’étre fondée sur le service en ligne et monétique et sur la qualité et accessibilité du
service pour les utilisateurs des services bancaires classiques.

Mots clés :
Identité islamique, qualité, accessibilité, service en ligne, monétique
Abstract :

This study is an attempt to discover the factors that contribute best to explain the choice of the
Islamic banks by Tunisian potential customers in a context where dominate the classical banks.
One inquired carried out with a sample of potential customers, users and non-users of Islamic
banking services, has identified the factors perceived most important in the decision to open
accounts in Islamic banks.

The results obtained through a discriminant analysis show that the decision regarding the
selection of Islamic banks is more founded on the Islamic identity of the bank for the users of
Islamic banking services. However, this decision is likely to be founded on the online service
and payment systems and on the quality and accessibility of the service for the users of
traditional banking services.

Keywords : Islamic identity, quality, accessibility, on-line service, electronic banking
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Le marketing ethnique etl’émergence de la consommation halal : état
de lieux et opportunités a saisir

Amina CHIH-CHIBANI

Résumé

La finalit¢ de cette modeste contribution est d’apporter un éclairage sur le concept de
I’ethnomarketing et son rapport avec la Théorie de la Culture du Consommateur (CCT). La
valeur ajoutée de cet article est de mettre en évidence, au moyen d’un décryptage de la
consommation halal dans le monde occidental, a la fois le contenu et la signification de la culture
de consommation communautaire ainsi que l’influence remarquable de la religion sur le
comportement de consommation des musulmans en terre occidentale. Un zoom sur les
opportunités offertes par le business halal de part le monde et les possibilités de les saisir, fait
également partie du contenu.
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La Finance islamique en Tunisie : Réalités et Perspectives

Kaabachi Souheila
Department of Marketing, European Business School Paris, France

Obeid Hassan
Department of Finance, European Business School Paris, France

Résumé

La Tunisie fait son entrée dans I'industrie de la finance islamique, mais en dépit des potentialités
économiques et sociales que représente cette derniére pour le pays, son évolution reste timide. Si
I’absence d'un cadre réglementaire et le manque de soutien de I’Etat pour promouvoir cette
activité sont considérés comme les principaux facteurs entravant son développement en Tunisie,
alors qu’en est-il du réle de la clientele bancarisée et des banques islamiques elles-mémes dans
ce ralentissement ? Cet article se propose justement de répondre a cette interrogation.
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L’émergence des produits Halal dans les économies non musulmanes

Abdelatif KERZABI, Professeur
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Mail : kerzabi57@gmail.com

Mme Nadia HAMOU

Faculté des sciences economiques et de gestion
Maitre de conférences

Université d’Oran

Mail : hamou.nadia@gmail.com

Résumé

Les produits Halal sont de plus en plus présents dans les sociétés occidentales notamment
européennes et américaines. Dans le cas de la France le chiffre d'affaires des produits halal
vendus en magasin a augmenté de 23% et représente 5,5 milliards d'euros dont 1,1 milliards
pour la restauration rapide. C’est un nouveau marché qui émerge et qui nous semble t-il n’est
pas seulement lié uniqguement a la population musulmane. Face a cette explosion des produits
halal de nouvelles marques émergent avec leur propre marketing. Les anciennes enseignes s’y
mettent aussi c’est le cas de Quick et Mc Donald pour la restauration rapide.

On avait pensé, depuis le début du vingtieme siécle, que la laicité a éjecté la religion.
L’apparition des régimes totalitaires socialistes dans I’Est de I’Europe et en Asie a confirmé la
fin des religions. La victoire du sécularisme a fait dire aux sociologues, historiens et
philosophes que la présence divine a fait son éclipse dans le monde contemporain.

Le halal a une interprétation religieuse mais son développement rapide exige que 1’on s’interroge
sur ses véritables motivations qui ne sont pas seulement religieuses. Dans notre réflexion, nous
tacherons de répondre aux questions suivantes : Qu'est ce que signifie précisément le terme
Halal? Comment est-il apparut, et faut-il considérer comme non démocratiques les

comportements et institutions qui serait inspirés par des croyances religieuses?
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Le marketing dans un environnement islamique
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Reésumé
Cette communication examine les liens entre islam et marketing en s’appuyant sur les valeurs
islamiques et les valeurs marketing, montrant ainsi 1’importance des principes forts que donne

I’islam. Une interprétation des principes de I’Islam, ainsi que leur conformité avec le marketing
et leurs applications au mix marketing sont mises en avant.
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Islamic system is an integrated approach to the life of a Muslim, he shoved the stages of human life
from the two essential aspects, along with a spiritual devotional regulates man's relationship with his
Lord, and by the social regulates human relationship to other, both legal and Altkleva, was Sharia
divided into kind and Kvatah as regards the individual alone is kind , the Ulkipata as a member of
the group, and then emerged from the Islamic system of different systems, and the Islamic
economic system is one of these systems.

Both the Zakat and Wagqf one of the mechanisms to achieve the Islamic economic system, as one
of the doors of goodness and mercy that God opened for worship, zakaah is the third pillar of
Islam, a financial worship and financial system, economic distinguishes the Muslim community
from other communities, is also considered a key pillar in the building financial Alsaasesh in Islamic
economics, and has multiple effects affecting various economic and social aspects in Islamic
societies, on the other hand, we find that the Islamic Wagqf funding system non-profit in Islamic
Economics, has played Awqaf institutions since ancient times an important and significant role in
the prosperity of the Islamic civilization, it is considered a building block essential to fund
charitable investment projects, which have very positive effects affecting various aspects of
economic and social life. It could be argued that the union of these two mechanisms bridges the
gap between the public and private sectors, through participation in spending on new varieties of
individuals diluted so many crises and saving many solutions, through the achievement of social
justice and economic well-being if sufficient eftforts were made to re-sent them again, which helps
on their participation Kaanasran of elements of a new development project and aims to achieve an
effective development. And on this basis was this article about the idea of studying the reality of

Zakat and Waqf in Algeria and the extent of their contribution to economic development.
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Résumeé
Le fléau de la pauvreté parmi les grands problématique du front social qui menace la sécurité et la
stabilité des sociétés , malgré les efforts fournis en vue de lancer la roue du développement on n’a
pas pu réalisé un résultat palpable comme indice le nombre pauvres ne cesse d’augmenter selon les
derniéres rapports du développent sociaux qu’ un tiers de la population des pays en vois de
développement vit sous le seuil de la pauvreté .
A travers cette recherche nous mettons la lumiére sur un des solutions alternatives afin de rayer la
pauvreté qui est la zaket
Ce levier se considére une solution radicale puisque il réduit le nombre des pauvres a zéro. Dans
notre histoire autant que muslmans les exemples sont multiples et 'événement le plus frapant et
celui de Omar Ibne Abdel-AZIZ .
La zakat est une des piliers de l'islam d’une part et d’autre part est 'une des piliers pour le
développement social dans un systeme économique integre et complet

A ce stade la caisse de zaket est la traduction pratique de ce pilier d’ott 'importance
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Abstract

This study aims to identify the ethics in marketing and from the perspective of the Islamic
economic thought on the light of contemporary variables, by linking marketing practices system
of Islamic morals in order to adjust these practices and put them on the right track. The study
found out that the success of the marketing function is associated with the extent of their
compliance with the code of ethics emanating from the Islamic religion, the Koran and the
Sunnah. Thus, the goal of this value is to take a marketing decision, which is not an easy task,
especially because of the rapid developments in the field of information and communication
technology and the resulting impact on the marketing relationship that has become more
interactive, and the rest of the Islamic marketing practices in today's world need to do revisions
that elevate them to the upper value contained in Sharia level, so we'll be in the level of a good
example for the non-Muslim world, which is quite different from us in judgment and morality

Key words: marketing ethics, Islamic economics, contemporary variables, the marketing
practices of the Islamic.
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Title: The impact of Religious Motivation and the positive Word of mouth on the client Decision of Dealing with

Islamic Banks from the Viewpoint of their Customers

Abstract. The aim of this study is to identify the impact of religious motivation and the word of mouth on the client's
decision in dealing with Islamic banks in the city of Hebron, from the clients perspective . The researcher has designed a
questionnaire composed of two dimensions, then the questionnaire was distributed to a random sample of (250) client of
the clients of the Islamic banks operating in the city of Hebron. Data were statistically analyzed by SPSS program. The
study concluded that the impact of the religious motivation and the word of mouth on client's decision in dealing with
Islamic banks was generally medium on all the dimensions of the study. It was also revealed that the impact of the
religious motivation on the client's decision in dealing with Islamic banks got high estimate on the first (4y items and
the estimate were descending as follows: provided banking services are according to Shariah, not dealing with the
principle of interest, I always Link between my religious culture and the programs proposed by the Islamic Bank of such
as Murabaha in dealing with banks, and I think that the Islamic Bank system is the best because it is consistent with the
principles of Islamic law. The study recommended the need for attention and increase of the Islamic banks' focus on
religious motivation in the marketing of their banking services and its adoption among their marketing strategies,
because it is the most influential engine towards the decision to deal with these banks. It also recommended that Islamic
banks should intensify their efforts to keep current clients satisfaction for their banking services, because the positive
word of mouth from those clients about their Services and it representing propaganda and an unpaid mobile
advertisement to attract new customers for these banks.

Keywords: religious motivation, positive word of mouth, Islamic banks
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ABSTRACT

The developmental role that can be played Wagqf property in Islamic countries is a major role in
social and economic fields, but the property remains untapped exploited due to their people well
and use Avaidha, thus contributing to the social and economic development process which are the
objectives of these circumstances countries. So we tried to study this topic in investment property
endowment in Algeria and controls that governed, has also pointed to the most important means
and tools and areas of investment.

To illustrate the study, we dealt with the study of the administrative structure for the conduct of
Wagqf property in Algeria, and ultimately into the economic role of endowments through the
funding of some mosques and Koranic schools or use Briaha. The new endowment investments
they are looking for the most important mechanisms that make this property generating revenue
for the intervention, to take advantage of the various charity works and be one of the actors and
contribute to the process of development tools.

Key words: Endowment management, temporary suspension, permanent endowment,

endowment Commons.
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Abstract:

This paper includes the behavior of the retail marketing, through the marketing
thought, and operations practices, the paper expose too the legitimacy of these
practices, in the operation marketing.

Keywords:

Retail marketing, place, customer, marketing mix, Islamic legitimacy
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The abstract .Citizens and retired employees living in Muslim communities can, under specific
conditions, play a social consultancy role through listening, guiding and finding solutions to
unemployement and urgent needs issues. They may consequently contribute to a great
socioeconomic reform by coordinating with the ministeries of social affairs and related concerns,
and specifically with charities which are characterized by proximity and instant intervention basing
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The Effect of The Endowment Sukuk: the social and economic aspects.

This research generally aims to introduce the Islamic Sukuk in addition to the endowments
Sukuk. It indicates the contract which depends on the endowment (Wakf), and explains the basis
of the contract. It also shows the features of the endowments Sukuk in general according to
endowment (Wakf) contract and its effect on the economically on the society. This study is
divided into three essential parts, the first is about Sukuk in general according to its definition,
producing procedures and its types. The second shows the endowment Sukuk according to its
definition rules and features. The third shows endowment (Wakf) Sukuk and its effects on the
economic and social aspects in the society. This study concluded the importance of the
endowment Sukuk and how do they impact the economic aspect by; reducing inflation ratio,
preventing garnering money, consuming outlays to the behalf or investment outlays, pushing the
economic development forward, rebating taxes and directing countries outlays in order to reach
to more luxurious lives for societies. Furthermore it shows the social roles which to reduce
unemployment and crime ratio, achieve social solidarity, alleviate antagonism and hostility in
society and developing health, education, social and household sectors. The study recommended
the necessity of motivating not only countries but also the ministries of endowments to produce
this kind of Sukuk for their importance and effective role on the economically and socially in the
society.
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