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Abstract:

Objectives: The aim of this study is to provide a review of opportunities and challenges to contribute to knowledge
about relationship marketing ethics from an Islamic perspective. There is an attempt to precisely address these two
areas in the current context of marketing.

Methods: Focuses on the current state of ethics in marketing research and provides directions for future research to
enhance knowledge. The authors also propose personal viewpoints regarding relationship marketing ethics from an
Islamic perspective. The historical approach was used through which solutions and a critical approach to relationship
marketing are developed through an authentic perspective in which the rules and principles of Islamic marketing ethics
and marketing theories are used to enhance knowledge and practice.

Results: The authors developed a different discipline in Islamic marketing, which is termed Islamic relationship
marketing ethics. The new concept has been reviewed critically in terms of practices to determine its unique features.
Conclusion: The current study is considered a starting point for future academic discussions on this discipline that can
offer guidelines to improve relationship marketing practices for Muslim-dominated societies and help relationship
marketing practitioners to promote Islamic values.

Keywords: relationship marketing; ethics; Islamic marketing.
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1 Introduction

Marketing ethics have become more significant to customers as well as other stakeholders. The risks allied with
unethical conduct or actions with social and economic costs cannot be ignored (Wade, 2020). Currently, with
the digital age, technology delivers challenges to traditional ethical decisions and generates new social concerns.
As the regulatory environment attempts to catch up, the social costs and ethical issues related to new
technologies have not been sufficiently addressed (Martin et al., 2019). This article emphasizes the current state
of ethics and customer relationships in marketing research and provides directions for new research to advance
contributions to knowledge on marketing ethics. The COVID-19 pandemic and social turbulence in 2020 formed
new matters and challenges and diverse work atmospheres that entail raising the importance of ethics in
marketing. The mentioned period of time was a surprise to the marketing environment. New issues associated
with global connectivity, sustainability, health, and safety appeared that marketing has to address in serving
customers. Businesses are anticipated to help and protect the health and welfare of customers (Ferrell & Ferrell,
2021). Thus, competition has shifted in the last couple years to an emphasis on inventing new approaches to
providing value to customers. relationship with customers involves engaging them in interactive relationships
to enable a business to explore customers' individual needs further. This interaction will enhance the knowledge
of the business to enable it to produce products that are suitable for individuals' needs on a one-to-one basis
and therefore create a differential marketing strategy (Aysenur Erdila, 2016; Nguyen & Mutum, 2012).
However, there are some problems related to relationship marketing implementations in the service provider
sector. Nguyen & Mutum (2012) and Nguyen & Simkin (2009) advocate that there are some unfair aspects that
are concerned with customer tracking systems, the information storing in customer databases, dynamic pricing,
and hidden fees and surcharges that may terminate the relationship between customer and organization.
Therefore, a good understanding of what constitutes a good relationship with customers is required to achieve
marketing goals. McGovern (2007, p. 80) stated that many firms infuriate customers by intentionally “binding
them with contracts, bleeding them with fees, and confounding them with fine print.” The struggle in achieving
a good relationship with the customer is about how to achieve the balance between interests of contracting
parties. As Fournier, Susan, Susan Dobscha (1998) stated that "Ironically, the very things that marketers are
doing to build relationships with customers are often the things that are terminating those relationships. Why?
Perhaps we are skimming over the fundamentals of relationship building in our rush to cash in on the potential
rewards of creating close connections with our customers” (p.135). All these issues raise the interest in the role
of ethics in marketing implementations, in other words, how and why customers connect with products and
how those relationships enable customers to be connected to each other. Apart from the economic
conceptualization of marketing relationships as exchange based, companies must focus on understanding of
consumer-products bonds and highlights the core processes that drive customer relationship development.
(Avery, J. 2020).

In contrast, Islam is considered a universal faith that encourages good morals, unity, social equality and
fairness in economic activities for the welfare of humankind (Chapra, 1985). A few years ago, researchers were
interested in applying Islamic rules in some organizations such as banks and insurance firms, among others
(Hunt & Vitell, 1986; Hashim, 2012; Helmy, Labib, & AbouKahf, 2014; Kadirov, 2014). Al-Khater and Naser
(2003) argued for the importance of honoring ethical rules and actions to increase customers' trust in and
commitment to organizations. Islam provides a parallel paradigm for conducting business which suits not only
Muslim markets, it also suits non-Muslim markets as the principles of value maximization, and justice are
fundamentals in building a welfare society (Wilson & Grant, 2013). Moreover, in Islamic environment Islamic
virtues or Mahasen Akhlaq are required to apply in all aspects of an individual's life including transactions,
worship, international relationships. And the main goal of implementing such virtues is to purify the Muslim's
soul and its pity as Allah (SWT) emphasized in Quran "That is better for you and purer” (Surah Al-Mujadilah:
Ayah: 12). Which is different from the western legal system (Chapra, 1992; Yousaf Al-Qardawi, 1999). For
instance, “God does command you to render back your trusts to those to whom they are due.” (Surah An-Nisaa:
Ayah: 58), this ayah stressed the importance of fulfilling obligations and trust in business relationships and the
workplace. In other words, Islamic practices enable organizations to avoid unethical or opportunistic behaviors
that may influence the relationship with the customer through promoting good morals and Islamic rules that
regulate the relationship between seller and buyer.
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This research intends to provide a review of opportunities to contribute to knowledge about how Islamic
practices concerning the relationship between seller and buyer may contribute to marketing development.
There is an attempt to precisely address these two areas in the context of marketing. The objectives include: (1)
providing an overview of the theoretical frameworks used in relationship marketing; (2) providing a review of
the problems and challenges related to relationship marketing; (3) explaining the role of ethics in marketing; (4)
providing the new concept "Islamic Relationship Marketing"; (5) providing new directions for future research.
Our concern is to provide guidelines to advance research. We make several contributions: (1) provide an
overview of relationship marketing and theoretical frameworks in order to provide a better understanding
related to research; (2) identify the issues and challenges related to ethics in companies; (3) provide the role of
ethics in relationship marketing that could be applied to research; (4) provide the new concept of Islamic
relationship and discuss it critically; and (5) finally, the interpretation of the current state and future research
opportunities of ethics is related to practical challenges in relationship marketing.

1.1 Problem Statement

There is a gap between literature and the actual practice of relationship marketing. Practitioners seem to have
borrowed the language without adopting the underlying values of relationship marketing. Thus, relationships
between customers and organizations are suffering from the unclear, stressful, insensitive, and manipulative
marketplace where the customers feel locked in and victimized. This is due to a lack of understanding of the
fundamentals of building the relationship; most of the companies are in a rush to maximize their profits
generated from a closer relationship with customers (Fournier, Susan, Susan Dobscha 1998; Tynan & Malley
1999; Crosby 2002). Malley et al. (1999) advocate that more focus is required in those situations involving a high
degree of interpersonal interaction. Other researchers extended the argument by discussing several of the
relationship marketing weaknesses that may influence negatively the relationship with customers instead of
empowering it. For instance, unfairness issues related to customer information, such as hidden fees and
surcharges (Nguyen, 2009; Nguyen & Mutum, 2012), exploit the knowledge irregularity between the customer
and the bank through complex agreements (Elsharnouby & Parsons, 2013).

Concerning communication, the misuse of resources by service providers leads them to manipulate
information flows for their own interests and against those of the customer or other stakeholders (Frow et al.,
2011). This concern has attracted the attention of researchers to consider the role of ethics in relationship
marketing implementations. Murphy, Patrick, and Laczniak (2007) claimed that “relationship marketing is
inherently an ethical activity, since enduring relationships cannot be built or sustained without a solid moral
foundation (p. 38). However, a group of researchers advocate that, while the language and rhetoric of
relationship marketing seem to be ethically comprehensive, practically, relationship marketing does not always
evidence to be ethical (Elsharnouby & Parsons, 2013; Frow, Payne, Wilkinson, & Young, 2011; Nguyen &
Mutum, 2012). The field where the current research belongs is Islamic marketing literature; in this field,
marketing concepts are integrated with Islamic principles and ethics. Wilson (2012) stated that there is a limited
availability of theoretical and practical studies on Islamic marketing; there is a necessity to explore other
marketing approaches that observe Islamic principles and practices. Wilson (2012, 2013) proposed many
arguments as starting points for the development of Islamic marketing; one of these points is related to the
current research, which is to determine the prescriptive religious practices and guidelines derived from holy
texts that are related to marketing. Researchers such as Arham (2010), Gerrard & Cunningham (1997), Sandikci
(2011), Wilson (2012), and Wilson & Grant (2013) encourage researchers to develop other marketing aspects
under Islamic observation. The current study postulates that Islam has the concept of ‘Al-Din Al-muamala’
which means religion is found in the way one deals with other people and relates with them (Ali & Al-Aali,
2015). Muslims are encouraged to practice this concept to enhance relationships between individuals. As stated
by one holy Hadith reported by Al-Bukhari and Muslim, from the Hadith of Anas ibn Malik, “one cannot be a
true Muslim until one like for his brother what one likes for himself" (Morals in Islam, 2011). Therefore, Islam
offers principles and ethics perspectives on marketing practices and guidelines that are suitable for improving
moral conduct and protection the interests of marketing actors (Abdullah & Ahmad, 2010; Ali & Al-Aali, 2015;
Gibbs & Ilkan, 2008; Dusuki & Abdullah, 2007; Wilson & Grant, 2013). Hashim (2012) stated that understanding
Islamic ethics helps Muslims to identify and review all the business activities which are unlawful or harm for
society and organizations. Therefore, there is an actual need for a comprehensive and holistic ethical business
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strategy that is focused on customers. The current research intends to address this problem through introducing
Islamic relationship marketing which encompasses some of the Islamic practices and values that are necessary
to customized communication, enhance customer experience and consequently build a good relationship with
customers.

1.2 Overview and Definition of Relationship Marketing

Current literature offers various definitions of relationship marketing (RM) (Berry, 1995; Malarvizhi, Nahar,
2018; Gronroos, 1996; Gummesson, 2002, 2017; Larentis, Fabiano, Antonello, 2018; Luu, 2019; Morgan, & Hunt,
1994). Embracing an appropriate definition of RM is essential. Thus, there is a necessity for an acceptable
definition of RM, which captures all aspects of it (Sheth, 1996; Parvatiyar & Sheth, 2001; Payne, & Frow, 2005).
After thorough reviews of the literature, a range of definitions for RM have been identified. RM is viewed as
pursuing customer retention by implementing various marketing tactics. Those tactics lead to customer
retention or keeping in touch with the customer after purchasing (Ang & Buttle, 2006; HoekstraPete, Leeflang
& Wittink, 1999). According to RM theory, Seminal contributors have defined RM as a process of attracting,
maintaining, enhancing and, when necessary, terminating relationships with customers and stakeholders at a
profit (Berry, 1995; Gronroos, 2007; Luu, 2019; Morgan, & Hunt, 1994; Zineldin, Mosad, 2007). The aim is that
the objectives of all stakeholders involved are achieved through mutual exchange and the fulfilment of
promises. Hougaard & Bjerre (2002) claimed that relationship marketing has three main goals that should be
deliberated: beginning of the relationship should be managed, developing and enhancing the existing
relationships, and determining when the relationship should end. Wulf, Schroder, & lacobucci (2001) stressed
RM relies on the variance in the extent of the relationship with customers and accordingly the frequency of
consumption, the involvement of various products, and levels of satisfaction and loyalty results from
relationship marketing. In the same context, Peppers & Rogers (1999) specified that RM is considered as an
implementation of one-to-one marketing; RM required dealing with the customer based on what he states and
what is acknowledged about him. Liang, Ju, Chen (2008) stated that relationship marketing comprises "two-
way communication” and accentuates "strong personal relations, interaction, and social exchange in order to
succeed.” Other researchers defined RM as a firm’s activity that enables from developing and retaining
customers through boosted satisfaction, trust, loyalty, and commitment (Chinnasamy Malarvizhi, Nahar, 2018;
Kassim et al., 2009). Mutual trust, cooperation, and mutual commitment between provider and customer are
essential in relationship marketing. Therefore, the whole relationships are considered as the key to competitive
advantage (Hougaard & Bjerre, 2002). Trust, commitment, and cooperation are some of the main elements of
the relationship (Gummesson, 2017; Palmatier & Gopalakrishna, 2006). Trust represents the firm's belief about
each other's trustworthiness and benevolence, which makes partners more likely to provide information,
enhance security, and decrease opportunism (Palmatier & Gopalakrishna, 2006). Commitment is the long-term
willingness to sustain a relationship. Furthermore, relationships are formed by a social environment that
permits for cooperation, when past interactions are viewed positively, and future actions are considered
productive. Commitment certainly impacts cooperation; both are positively influenced by trust (Larentis,
Fabiano, Antonello, 2018; Morgan, & Hunt, 1994; Palmatier & Gopalakrishna, 2006). In terms of value creation,
relationship marketing considered as a tool to develop marketing productivity and generates mutual values for
both customer and firm through increasing marketing effectiveness (Halimi, Bagherzad, Chavosh, 2011;
Nakhleh, 2012; Solangi, Benazir, Talpur, Shaikh, Mushatque, 2019). The concept of "relationship marketing" can
be though as a philosophy of performing business effectively, or as a different organizational culture/value that
considers the buyer-seller relationship as the center of the firm's strategic or operational thinking (Sin, Tse, &
Yim, 2005). Effective relationships enable stakeholders to manage uncertainty and dependency, enhance
efficiency through cost reduction, and increase market orientation through a better understanding of customers
(Cannon & Joseph, 1999). Relationship marketing purposes of creating profitable long-term relationships
between partners (Emine, 2018; Larentis, Fabiano, Antonello, 2018). Similarly, Kotler reported that RM is about
processes of building and maintaining long and profitable customer relationships through delivering
exceptional customer value and satisfaction (Kotler & Armstrong, 2018). On the whole, the variety of definitions
of RM supports the argument that RM is the integration of processes and tools which enable companies to create
profitable long-term relationships with customers, dual value creation, boost customer loyalty and satisfaction,
trust, commitment, and cooperation. Therefore, and based on the above definitions, RM can be categorized
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according to its goals or what is RM is up to. Precisely, RM is classified based on relationship stages, for instance,
how to create, maintain, enhance, and terminate relationships. Also, RM can be categorized based on its
elements, which enhance relationship quality, such as customer satisfaction, trust, loyalty, commitment, Mutual
trust, and cooperation. Besides, RM considered a tool which helps to create binary value and as a competitive
advantage. Service companies can establish relationships with their customers (Morgan, & Hunt, 1994), and as
a result, relationship marketing practices have been widely studied within the services marketing field (Brodie,
2017). Berry (1982;1995), added that companies practicing relationship marketing should focus on the delivery
of a core service and should certify that the relationship is customized based on the individual's needs.
Additionally, the core service must be improved with more benefits and should be appropriately priced to raise
customer loyalty. Consequently, relationship marketing is considered a feasible tool for obtaining a sustainable
competitive advantage (Tonder & Petzer, 2018; Jones, Michael, Reynolds, Arnold, Gabler, Stephanie, Gillison,
2015). The current research will adopt (Morgan, & Hunt, 1994; Berry 1982;1995) RM definition which stated that
RM is a process of attracting, maintaining, enhancing and, when necessary, terminating relationships with
customers and stakeholders at a profit. This definition is relevant to the current research because its definition
covers all aspects of relationship quality, which helps the banks to provide a satisfactory level of service quality
and provides products and services based on customer needs and expectations.

1.3 Relationship Marketing Framework

Peng & Wang (2006) stated that customers are bombed with an excess of marketing tactics ranging such as
aggressive sales tactics, telemarketing, radio and TV ad, direct mail via internet to customer loyalty schemes.
Nevertheless, there is slight evidence regarding the usefulness of these marketing tactics in achieving customer
loyalty. Their study focused on the impact of relationship marketing tactics (service quality, values offer,
reputation, price, communication on customer retention. Nakhleh (2012) investigated the impact of relationship
marketing tactics on customer satisfaction, trust, and customer loyalty; their main focus was on mobile service
providers in Vadodara, India. A cross-sectional relationship between relationship marketing tactics,
relationship quality (trust and satisfaction), and customer loyalty was studied. The findings revealed that there
is a positive relationship between the variables included in the study. Their main finding was that service
quality, price, and customer trust are more associated with customer loyalty, where brand image, value offered,
and customer satisfaction display low integration-ship with customer loyalty. In the same context, Niko, Abasi,
Askarinia, Khalafi (2015) examined the impact of the relationship marketing tactics on the customer’s loyalty.
The study was descriptive using a survey with the staff of the State University of Ilam. Their findings showed
that the more the level of relationship marketing tactics, the more the quality of relations with customers, which
finally leads to customer loyalty. Ogungbade (2015) studied the impact of quality service, price perception,
brand image, and value offer on customer satisfaction and satisfaction effect on customer loyalty of business
operations. Their data was collected from pre-paid mobile subscribers, and a self-administered survey
questionnaire was used. The findings indicated that service quality, price perception, brand image, and value
offers are predictors of customer satisfaction. The results likewise showed that customer satisfaction has a
highly robust impact on customer loyalty. However, it was though determined that customer satisfaction only
could not lead to loyalty unless it is supported with trust concerning both the service and the service provider.
Akrofi, Yaw, Akrofi (2013) assessed the effect of relationship marketing tactics on customer loyalty in the
Ghanaian mobile industry. The study adopted four relationship marketing tactics (service quality, price
perception, brand image, and value offered) typical of a service industry and studied their effect on customer
loyalty in the Ghanaian mobile industry using a self-administrated questionnaire. The findings disclosed that
there exists a significant positive relationship between each of the four relationship marketing tactics (namely
service quality, price, value offered, and brand image) and customer loyalty. Nguyen & Li (2012); Nguyen (2012)
and Nguyen & Simkin (2013) stated that the literature discloses a number of elements which can be used to
assess the interaction and achievement variables of a certain buyer-seller exchange relationship. It is significant
to focus on the goal of CRM which is to "establish, develop and maintain successful relational exchanges"
(Morgan and Hunt, 1994). Following this definition, there are various marketing activities which may be
relevant. They used the term CRM offerings to represent the factors that support and strengthen organization-
customer relationships. In particular, Nguyen (2009) developed a CRM offering model, the term 'CRM offerings'
isrelevant as it comprises the offerings and relationship marketing tactics of the CRM strategy. This framework,
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thus, contains: pricing offers, service quality, marketing communications, customization and reputation. These
constructs represent the mechanisms of the relationships between a customer and a company (Peng & Wang,
2006). They also reflect essential aspects of marketing in understanding and managing customers on an
individual basis (Nguyen & Li, 2012). Those concepts are discussed in details in the next section.

Price Perception Perceived price is what a customer provides or sacrifices in order to gain a product (Zeithaml,
1988). Lichtenstein and Ridgway (1993) propose that the perception of price positively correlate with the price
seeking. The negative role of price perception includes three dimensions: price consciousness, value
consciousness, and sale proneness. Price is considered as undeniably one of the most important marketplace
indications due to its presence in all purchase situations. Higher prices negatively influence purchase
possibilities. ‘Price consciousness’ explains the degree to which the customer focuses completely on paying low
prices; ‘value consciousness’ points out how price paid is relative to quality received; while ‘price proneness’
stands for the increased tendency to react to a purchase offer because the sale positively influences purchase
evaluations (Peng & Wang, 2006).

Service quality in the customer experience with the organization, the Customer forms his/her opinion on
whether the organization provides a quality that encourages him/her to continue doing business with this
organization. Zeithaml, Parasuraman and Berry (1993) define service quality as customer’s perception or beliefs
about a company's superiority. Service quality has four dimensions: (1) reliability; (2) responsiveness; (3)
assurance and; (4) empathy. Reliability denotes the ability to achieve the promised service consistently and
accurately; Responsiveness represents the willingness to help customers and provide quick service; Assurance
denotes the knowledge and courtesy of employees and their capability to stimulate trust and confidence, and
finally, Empathy denotes the concerned, individualized attention the company provides to its customers.
Communication is important in sharing information and managing buyer — seller relationships as it enhances
the exchange dialogue and builds personalized customer experiences. Information reciprocity is the view of
customers providing a company their information in return for customized offerings and it considered as the
center of marketing because it produces a win-win situation for both company and customers (Jayachandran et
al., 2005).

Customization or personalization concerns present special deals to particular groups of customers or tailoring
offerings appealing to particular sets of customers. In other words, customization considered as the practice of
one-to-one marketing through the implementation of mass customization. Customization usually denotes to
the tailoring of the marketing mix to customers in the market (Payne & Frow, 2005; Sin et al., 2005).
Customization of CRM offerings contain tracking procedures which enable the organization to collect data from
past purchase. These data can then be interpreted into how and what will be directed to match the individual
customer needs (Nguyen, 2009). Reputation of a specific company is a vital aspect in creating good relationship
because it provides customers a sense of confidence with their relationship with the company (Morgan and
Hunt, 1994).

Reputation has three dimensions #: (1) emotional appeal, (2) products and services, and (3) social
environmental responsibility. Emotional appeal represents how much the company is adored, admired and
respected; Products and services explains customer's perceptions of quality, innovation, value and reliability of
the company's products and services; finally, Social environmental responsibility denotes to how a company is
a good citizen in its transactions with communities, employees and the environment (Fombrun & Gardberg,
2000). This framework is adopted in the current study considering that it offers a tested framework, which
relays on a relational concept. In addition, this framework reflects the mechanism of interaction between the
customer and the organization in a relevant context to the current research. In addition, the above frameworks
are relevant to the current research because they discussed the relationship phases and the role of information
and customer knowledge which is very crucial in achieving good and on-going relationships. As the current
research aims to explore relationship marketing from Islamic perspective based on the mentioned frameworks,
other relationship marketing models or frameworks are beyond the scope of this research.

1.4 Challenges and problems related to relationship marketing

Where other authors, for instance Storbacka, Strandvik, & Gronroos (1994) stressed relationships are strategic,
where, the dynamic nature of relationship with customers has to be understood to empower organizations to
capitalize on accessible customer relationship economics opportunities and to manage their customer
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relationships. They elaborate further that there is a necessity to search about how to build strong relationship
with customers as strength of the relationship is of the ultimate importance when designing programs for
customer relationship enhance in other words, a good understanding of what constitutes relationship strength
and how it can be affected. Therefore, employee's particularly Frontline salespeople need to understand CRM
initiatives deeply in order to ever accurate information to the customers (Weitz & Bradford, 1997; Yim et al.,
2004).

Marketing exploitation and Unfairness In conducting any relationship, achieving the balance of power defines
the constancy of a relationship. The degree of equality between relationship members denoted as relationship
symmetry. There are various relationship elements such as information sharing, dependence and power. In a
symmetric relationship, members have equal stakes in the relationship (Nguyen & Mutum, 2012). Various s
studies discussed issues of fairness associated with relationship marketing. Bolton, (2003) defined perception
of fairness has been defined as “a judgment of whether an outcome and/or the process to reach an outcome are
reasonable, acceptable, or just” (p.474). Some studies advocated that the extensive research into relationship
marketing from the company's perspective led to create more value for them without considering the role of
customers in this value creation process (Boulding et al., 2005; Fang et al., 2011). Thus, understanding the role
of equality between interests of customer and the company helps to describe how a companies’ relationship
marketing is practiced to learn more about the customer in order to take a bigger slice of the created value
(Nguyen & Mutum, 2012). Nguyen & Simkin (2013) investigated how relationship marketing offerings may
treat customers in a different way, intentionally favoring some customers whereas purposely disadvantaging
others based on a specified set of criteria determined by the organization such as profitability. Favoritism leads
to an unequal distribution of outcomes. The favored group of customers are the “advantaged” where the
customers who are not clearly addressed in the relationship marketing strategy considered as the
“disadvantaged” customers. Usually, customers have expectations about to what they are entitled because of
their situation. For instance, a senior citizen may think that the bus ticket is unfair because s/he is enabled to
lower prices due to reduced income (Xia, Monroe, 2004). The findings indicate that in a condition of unfairness,
customers perceive the impact of relationship marketing offerings in a different way. Additionally, the results
showed that relationship marketing offerings such as communication, service quality, and price are the main
offerings to enhance and maintain long-term profitable relationships. Nguyen (2012) discussed relationship
marketing implementation with regard to unfairness issues and trust. He proposed that when customers
perceive themselves as being exploited by company’s relationship marketing schemes if it is excessively used
and misused. Additionally, he anticipated many forms of exploitation and unfairness issues such as following:
Implementing a one-to-one strategy, rises the issue of favoritism as some customers treats better than others,
consequently, generating negative consumer feelings. For instance, providing promotional deals to new
customers over loyal customers. Customers often have negative inferences towards a company which is
increasing prices without justification. Technological advances are progressively emerging sophisticated ways
for the organizations to understand individual needs and behaviors in order to provide suitable marketing
offerings. Nevertheless, as relationship marketing systems get more advanced, there are chances of unfair
treatment of customers. privacy of customer information is the core of collaboration between a company and
its customers, this is because of the sensitivity in using customer data that often relates with exploitation and
unethical behavior. Some customers tend to hide their information if they think that there no return by giving
such information and anticipate negatively towards the company and they consider that company are using it
to make excessive profits. As a result, long term successful implementation of relationship marketing entails
that companies consider the issues of trust, privacy implications and perceptions of fairness. relationship
marketing needs cautious consideration to analyzing and using customer data and privacy. It recommended
that managers should consider the fairness in relationships in order to avoid feelings of distrust and that
implementation of fairness and ethical behavior in CRM is essential. Few studies focused on customer
management activity that can harm customer relationships and meaningfully or purposely exploit customers.
The term “relationship marketing pitfalls”, as used here, does not comprise all the problems and costs that
ascend in the ordinary course of conducting business, such as service and product, time and money costs, except
when they are operated by the service provider for their own interest and in contradiction of the interests of
customers and other parties (P. Frow et al., 2011). McGovern, (2007) stated that many companies such as cell
phone service, banking, and credit card industries find that their transparent, customer-centric strategies for

625

Global Journal of Economics and Business, 14(6) (2024), 619-639



Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

creating dual value have changed into opaque, company-centric strategies for extracting it. He explained that
firms can profit from customers’ misunderstanding, ignorance, and poor decision making in two related
methods. The first develops out of the genuine attempt to create value by offering customers a broad set of
offerings. Though, customers benefit from such variety merely when they are guided to choose the offering that
best fit with their needs. A firm is less possible to help customers to take good decision if it can produce more
profits when they make poor ones. Complex offerings can confuse customers with a lack of clearness (hotels,
for example, often don’t disclose information about discounts and upgrades); they can make it difficult for
customers to differentiate between products, even when whole information is accessible (as is often the case
with banking services); and they can benefit from customers’ struggle in defining their needs (for example, how
many cell phone minutes they’ll use each month). The second occurs from the decision to impose fees and
penalties to cover costs and discourage unwanted customer behavior. As the banks have realized that the profit
from potential fees and penalties, they have progressively adjusted their tactics to take advantage of customers.
For example, customers using ATMs are gradually permitted to overcharge their accounts without being
informed that they are doing so, where the notification come later, in the form of a large penalty. Frow, Payne,
Wilkinson, & Young (2011) discussed the same idea particularly with a focus on service providers. They
advocated that in order to maximize profits services providers may intend to confuse and deceive customers to
take poor purchase decisions by using of complex and detailed procedures and conditions of sale. Their study
explained in details the main forms of what they call it as “dark side” behavior linked to relationship marketing.
¢ One of these forms is related with communication as the main aspect of CRM applications: Information
flows are considered as crucial element of any communication process. buyers and sellers need to obtain
sufficient information about each other, this information enable them to identify and evaluate alternate
market offerings. They are the means where the relationships are established and developed. In-time and
reliable. In contrast, poorly timed, unclear and prejudiced information can mislead decision-making
process, leading to misuse of resources. service providers should not manipulate information flows for
their own interests and against those of the customer or other stakeholders. For example, selling
Information about customers to other companies to use without the customer’s permission (Fournier,
Susan, Susan Dobscha, 1998). Service providers may provide ambiguous or unclear information or even
relevant information sometimes are hidden from customers; this information motivate customers to take
decisions which can affect service provider negatively. For example, complex pricing alternatives caused
by relationship marketing systems, which make comparison between service providers very tough
(Jagdish & Sheth, 2006).

¢ Another tactic of confusing the customer is by frequently changing price and rate where the customer does
not have sufficient time to fully adapt to the new tariffs (P. Frow et al., 2011). Dishonesty: relationship
marketing systems often cause pressure on staff to up-sell and cross-sell. relationship marketing
performance measurement systems and employee reward programs lead customers to purchase products
or services that they do not really need. For example, car servicing companies charge for replacement parts
and repairs not needed (Varzhabedian, 2007). relationship marketing includes customers segmentation
according to some characteristics of their purchasing behavior and their economic appeal. Profitable
customers have a high priority and then offered with additional and superior services.

e Additional example of dark side behavior is the financial exploitation of customers and the practice of
unfair financial penalties as a source of profits. For instance, individuals returning rental cars who are not
able to pay a road toll are charged a large fine for not paying the road toll, plus the toll, here service
providers stand to maximize their profits from these penalties (Mcgovern, 2007). Organizations should be
aware of fairness issues which may affect relationships with customers (Nguyen, 2009; Boulding et al.,
2005; Nguyen, 2012; Nguyen & Simkin, 2013).

e Also, as recent research shows that treating customers differently for example different prices without
justification may cause perception of fairness which may contributes in damaging relationships with
customers (Xia, Kent, Monroe, 2004). As conclusion, the current research intends to understand how
relationships should be conducted under Islamic practices in order to overcome these criticisms and
empower relationship with customers.
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1.5 The Role of Ethics in relationship marketing

The pervious discussion led us to the question “what is the role of ethics in relationship marketing
implementations”. A group of researchers advocate that, while the language and rhetoric of RM seems to be
ethically comprehensive, but practically relationship marketing does not always evidence to be ethical
(Elsharnouby & Parsons, 2013; Frow, Payne, Wilkinson, & Young, 2011; Nguyen & Mutum, 2012). Marketing
ethics is shifting as well as the marketing practice changes. The academic concept of marketing and tactics to
studying marketing ethics are developing but will need to “pivot” to catch up and be applicable. During the
2020 pandemic, there were main changes in how marketing was applied and ever-changing business models
changed, also, the increase in e-commerce is serving larger companies to grow more rapidly and take a greater
share of customers. Apple, Facebook, Amazon and Walmart are more significant for customers nonetheless it
is essential to sustain high levels of trust to continue the growth and respect gained throughout the pandemic.
(Ferrell & Ferrell 2021). Elsharnouby & Parsons (2013) investigated the role of ethics in relationship marketing
in the context of bank—customer relationships in Egypt. They discussed how RM applications fail to raise honest
relationships with consumers in many situations through opportunistic behavior and unethical ways. They
found that there are two sets of opportunistic behaviors arise as possibly unethical: providing different levels
of service to customers according to their profitability and exploiting the knowledge irregularity between the
customer and the bank through complicated agreements. The findings also indicated that most of the
interviewed customers consider that they have slight or no control over their interaction with the bank and that
they are the passive party in the relationship. In addition, the analysis reveals that banks spoil in three key
opportunistic behaviors: imposing hidden charges, changing the terms of an agreement, and breaking the terms
of an agreement.

In the first practice, banks may exploit customers through their lack of information and knowledge by
charging hidden bank charges. The second practice involves when banks change the interpretation of an
agreement made previously with the customer. For example, when the banks alerting the means by which they
calculate interest without informing the customer. The third practice is banks’ tendency to break customers
agreements. In some countries, government regulators keep monitoring and providing pressure to manage
compliance with laws to protect customers. The Federal Trade Commission (FTC) has taken robust stands on
price fixing, product/health claims, deceptive advertising and privacy. The Department of Justice (DOJ) remains
to make bribery its highest concern. Bribery can result in extreme penalties and continuing government
oversight of operations known as monitoring. For instance, due to abuses of the Foreign Corrupt Practices Act
(FCPA), Ericsson, a global telecommunications firm, approved to pay more than 1 USD billion in penalties,
enter into a delayed prosecution agreement, and permit 3 years of compliance monitoring of its operations. The
Securities and Exchange Commission (SEC) and DOJ in a year's long investigation found bribery in China and
other regions in Southeast Asia (Chopping, 2020). Another concern in the legal and regulatory field is that firms
will cut their internal ethics and compliance initiatives in light of important budget cuts. When firms are under
pressure to achieve, the risk of financial and other forms of misconduct rises (Ferrell & Ferrell 2021).

2 Discussion

The Islamic approach to commercial ethics has been ruled by the Quran and sunnah. Islamic practices, as well
as marketing, are based on divinity and faith. Islam does not separate worldly and spiritual affairs. Sometimes
these two aspects frequently happen in the conflict in a Western perspective based on the principle of
maximizing profit. This is in contrast to Islam, which emphasizes the maximizing of values (Al Hadi, Cahyo, &
Budi, 2021). Inspection Option (Khyar Al-ru’yah) The Hanafis supported the validity of the inspection option
in sales of objects that were not inspected by the customer. Therefore, when the customer has inspected the
goods, he has the option to purchase the merchandise at the full asked-for price, or return it to the seller (Khan,
2004). The Hanafis’ proof of the legality of the inspection option is in the hadith, narrated on the authority of
Abu Hurayrah and Ibn Abbas: “if someone buys an item without seeing it, then he has an option until he sees
it” (Al Zuhayli, 2003). This type of option is also useful when the customer is absent or when the subject of the
matter is absent, for example, in the purchase of a house in another town. If the customer inspects the house
and he finds that it does not fit his expectations, he has the right to cancel the contract. In conclusion, all types
of options are established to avoid positioning the customer in a confusing situation or unconsciously engaging
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him in fraudulent dealings. Thus, Islam is an honorable religion as it involves all aspects of a Muslim’s life. In
addition, Islam provides several alternatives to the customer. Mahasen Al-In Valuesakhla in Arabic are
significant in shaping an individual’s behavior. Islam does not condone any central authority because each
Muslim is supposedly free to practice his or her personal efforts to achieve the interpretation of scripture
(ijtihad) (Dean, 2014). Regarding Islamic environment, Islamic virtues are required to apply in all aspects of an
individual's life including transactions (Hashim, 2012), worship, international relationships (Yousaf, 2014). And
the main goal of implementing such virtues is to purify the Muslim's soul and its pity as Allah (SWT)
emphasized in Quran "That is better for you and purer” (Surah Al-Mujadilah: Ayah: 12) (Al-Qardawi, 1999). As
Amr Ibn Shu'ayb reported from his grandfather, the Prophet, may Allah bless him and grant him peace, said,
“Shall I tell you about who among you I love the most and the one who will be seated closest to me on the Day
of Rising? The people were silent, so he repeated that two or three times. Then the people said, “Yes, Messenger
of Allah.” He said, “The one among you with the best character" (AlBukhari, 1990). Prophet (PBUH) educated
us comprehensively on good morals, deeds, and how individuals conduct such morals and etiquette in social
life (Dusuki, 2008), and he (PBUH) confirmed his teachings by practicing them (Al-Bukhari, 2011). As Abu
Hurayra reported, the Messenger of Allah, may Allah bless him and grant him peace, said, “I was sent to perfect
good character” (Helmy et al., 2014). In addition, there are many virtues taught in the Qur'an, including justice,
benevolence, piety, honesty, integrity, gratitude, and chastity. According to Yusuf Al-Qaradawi, he categorizes
Akhlaq into six categories, representing the variety of moral values expected in the life of a Muslim. There are
Akhlaq relating to self, Akhlaq relating to family, Akhlaq relating to society, Akhlaq relating to the animal
world, Akhlaq relating to the physical environment, and Akhlaq relating to the Creator (Halstead, 2007).
Beikzad, Chaharborj, & Maleki (2012) investigated the relationship between Islamic values and marketing
affairs in the field of alimentary industries. The findings indicated that Islamic values considerably influence
trust, commitment, and communication among members of business units, and it could be assessed in resolving
conflict management. Hassan (2014) discussed the drivers that allow or influence the Muslim customer's
purchase intention towards green products. The findings revealed potential significant connections between
religious values as an antecedent green purchase intention. There is a clear link between religiosity and pro-
environmental behavior. Hashim (2012) discussed the basics of business ethics in Islam, such as trust, zakat,
and honesty in business dealings, mutual esteem, purchasing, and buying justly. They argued that Islamic
business ethics are useful and relative to all humans, and that comprehending Islamic ethics helps Muslims to
identify and review all the business activities that are unlawful or harmful for society and organizations. Ali &
Al-Kazemi (2007) investigated the Islamic Work Ethics (IWE) and loyalty of managers in Kuwait and the
relationship between the two scales. The findings of this study display those Kuwaiti managers endorsed work
ethic, hard work, and loyalty. Specifically, the outcomes show that the IWE index is correlated with loyalty.
This study emphasized the necessity of measuring work ethic in order to comprehend and to compare, over
time, changing work beliefs to achieve social and economic development. Hassan, Chachi, & Latiff (2008)
identified the features of Islamic marketing ethics and analyzed the role of Islamic ethical sales behavior as may
be observed by the customers of Islamic banking. They found that Islamic ethical behavior was considered a
main effect on the development and maintenance of the buyer-seller relationship. Marketing studies have put
forward a number of key underpinnings of relationship marketing, namely, trust (Gullett et al., 2009; Morgan
& Hunt, 1994), benevolence (Coelho & Henseler, 2012; Fang et al., 2011), commitment ( Uhrich & Benkenstein,
2014; De Ruyter, Moorman, & Lemmink, 2001), altruism (Barbara, 1997; Fernandes & Proenca, 2013), justice
(Wetsch, 2008; Ting, 2011), and reciprocity (Coelho & Henseler, 2012; Fang et al., 2011). For instance, Fernandes
& Proenga (2013) found that some of the emotion-based motivations that produce high commitment to the
service provider, such as altruism, switching intentions, and acquiescence, in addition, in any exchange
relationship, a significant indicator for future performance potential of the relationship is the degree to which
efforts into the relationship are reciprocated. As mentioned before, reciprocity is the notion of customers
providing a company their information in turn for customized offerings and is at the heart of relationship
marketing, as it generates a “win-win” situation both for the company and its customers (Jayachandran et al.,
2005). Reciprocity includes mutual exchange of favors and is characterized by mutual reinforcement and help
by the two parties (Miller & Kean, 1997). Reciprocity is affected by benevolence in the relationship. Some
researchers have defined benevolence as the extent to which the one partner comforts its exchange partner to
enrich the well-being of the partner and is not encouraged by egocentric needs (Jarvenpaa, 1998). Wetsch (2008)
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discussed the role of justice to investigate the impact of customer involvement in relationship planning
implementation. They argued that “organizations’ actions are evaluated by customers or employees on the basis
of justice (fairness), and customers or employees respond according to their fairness perceptions” (p. 31). They
argued that understanding justice enables organizations to better customize services and products, perceived
value will be better understood, and customer satisfaction and loyalty will improve. Duffy, Fearne, Hornibrook,
Hutchinson, & Reid (2013) argued that the concept of fairness or justice influences the strength of buyer-seller
relationships. Benevolence is defined by Hoy & Tarter (2004) as trustee faith that the trustee will seek to
emphasize the trustee's benefit. In other words, it is a person's perception that the other party is good and
willing to help him. Schwartz (2012) stated that benevolence values endorse cooperative and supportive social
relations. Nevertheless, benevolence values offer an internalized motivational base for such behavior.
Benevolence, as one of trust’s dimensions, occurs when the customer believes that the seller would treat him
friendly and have sincere concern for him (Ting, 2011). An honest relationship partner is defined as reliable,
capable, truthful, fair, responsible, cooperative, and benevolent (Morgan & Hunt, 1994). In Islam “Ihsan” has
two meaning one of them is excellence of worship, which is defined in the well-known hadith as “worshipping
Allah as if you can see him, and if you cannot see him, being totally aware that he sees you." This hadith
illustrated that ihsan implied that Allah (SWT) is watching Muslim's actions and that he will be the account on
it (Al-Geyouchi, 1970). Thus, if a Muslim behaves appropriately, Allah will reward him both here and hereafter;
in contrast, if he behaves in an unlawful manner, he will be prevented from Allah’s blessing and get punishment
as well. The second one, as Allah (SWT) commanded Muslims to be good in everything and to work in the
appropriate manner to deliver high-quality services, as Prophet (PBUH) said: “Allah (SWT) loves that if any of
you performs an action, he should do it with perfection." Narrated by Maharani, Hathami, and Al-Siyouti (AL-
Nawawi, 2009). However, the difference between the concepts of Ihsan (benevolence) and adl (justice) is
elaborated by Al-Qurtubi (1966) based on the Qur’anic verse, “Indeed, Allah orders justice and good conduct
and giving to relatives and forbids immorality and bad conduct and oppression. He admonishes you that
perhaps you will be reminded” (Surah An-Nahl: Ayah: 90). And he proposes that justice is obligatory, whereas
benevolence is what is beyond the obligatory. Muhammad (PBUH) represented benevolently. And that
Muslims have diverse levels of ethical consciousness and commitment, rendering to the richness and wisdom
of their religious knowledge (Blaim, 2012). In Islam, being benevolent means encouraging Muslims to be good
in everything and to work in the appropriate manner. Benevolence (Ihsan) has been discussed as one of the
main dimensions of trust (Fang, Chang, & Peng, 2011; Neu, Gonzalez, & Pass, 2011; Ting, 2011; Tuija, 2013;
Usman, 2015). Nevertheless, few studies discussed Islamic benevolence in business (Blaim, 2012; Helmy et al.,
2014; Khan, 2004; Moad, 2007). For instance, Maali et al. (2006) discussed the importance of how a bank deals
in an ethical way that is consistent with Islamic principles. According to Ghazali, Ihsan can be describing the
degree of the seller’s adherence to the faith. In some cases, even though the competitive market may allow a
higher price, a seller, directed by ihsan, may consider the state of the customers and decide to charge them a
price that they can afford (Ali & Al-Aali, 2015). Altruism (Ithar): Muslims are encouraged to be among those
who favor others to themselves (Helmy et al., 2014). Altruism is considered a noble value and an honorable
Qur’anic virtue, as Allah (SWT) mentioned, “And [also for] those who were settled in al-Madinah and [adopted]
the faith before them. They love those who emigrated to them and found not any want in their breasts of what
the emigrants were given but give [them] preference over themselves, even though they are in privation. And
whoever is protected from the stinginess of his soul —it is those who will be the successful” (Surah At-Taubah:
Ayah: 59). Ibn al-Qayyim (2003) stated that depending on an individual's desire to achieve high standard values,
his altruism will take place; he continued that altruism is considered a noble virtue. Where Shimizu (1989)
stressed that Islam endorses self-sacrifice or altruism because it provides prosperity to the community. The
essence of altruism, which improves social relations, is very significant in encouraging contractual relations.
However, Ibn Miskawaih (201 the concept of altruism from different points of view by defining it as the
individual's willingness to concede one of his rights to provide it to whom in the necessity for them. Altruism,
in general, means the behavior that gives the individual the opportunity to satisfy and serve people. We choose
to discuss this particular virtue due to the fact that altruism and selfishness ignorance empower the relationship
between people and enhance cooperation (Sabeq, 1983). And according to Shatibi, he identified altruism as the
situation where a Muslim leaf something for another Muslim and endures all difficulties to seek Allah’s
blessings through helping his brother in Islam (Abu Zid, 1997). Consequently, Qurtubi (2007) specified some
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standards that must be considered in following the altruism concept. One of them is the strength of certainty
(Qwat Yaqin), which implies that Muslims should have robust faith that Allah will reward them for applying
such concepts. Rewards are either here in this life through maximizing his profits due to Allah's blessings
(Baraka) or hereafter by maximizing good deeds and also to emphasize the benevolence, and finally to endure
the sufferings.

3 Conclusion

Many ethical issues and risks are related to the development of marketing strategies and implementation.
Current technologies are creating challenges as machines are more complex in customer engagement.
Discovering problems, risks, and decision-making through relevant marketing research can advance
knowledge to address difficulties and opportunities. Despite the fact there are frameworks established for both
normative and descriptive research, there is an opportunity to involve in more marketing ethics theory
development. Although there are well-settled philosophical theories on ethics, there need to be more descriptive
models to capture the changing dynamics of marketing ethics. It is significant to advance both theory and
research that addresses real-world problems and opportunities (Ferrell & Ferrell 2021). The field that integrates
marketing with ethics, particularly Islamic ethics, is “Islamic Marketing.” This field of research is relatively
new, and it intends to explore marketing concepts based on Islamic principles and ethics. Thus, there is an
actual need for more scholarship in this field, as there are opportunities for innovative thinking and new
marketing approaches (Wilson & Grant, 2013). The aim of this research is to help to build a new concept, which
is Islamic relationship marketing; this concept is based on general rules of Islamic teachings in enhancing
relationships between the seller and the buyer, as well as the options system and Mahasen Al-Akhlaq. It was
found in this research that Islamic rules and teachings are serving the main goal of relationship marketing, as
Islamic ethics differs from non-Islamic ethics in the context of behavior and manner that serve societal interests.
Furthermore, it emphasizes generosity and honesty in relation to others. Islam pays significant attention to the
role of relationships and on serving societal interests. As this research did not relay on any qualitative or
quantitative basis, more exploratory research is needed in this area, perhaps by applying it among Islamic banks
as the most suitable sector for implementation of Islamic ethics and teachings. Moreover, the constructs of
Islamic relationship marketing can be used to form attitudinal scales by administering it to a larger population
and applying statistical analysis to validate the questions. Such a scale would be very useful in finding attitudes
towards Islamic relationship marketing, which would not only be a step further into the development of the
Islamic relationship marketing concept but also be helpful to the practitioners in various sectors. As a
conclusion, this study contributes to the Islamic marketing discipline by proposing a unique field that has been
termed “Islamic relationship marketing." Although many studies have been done on Islamic marketing, the
study of relationship marketing based on Islamic marketing principles remains clearly dearth. The current
study is considered a starting point for future academic discussions on this discipline that can offer guidelines
to improve relationship marketing practices for Muslim-dominated societies and help relationship marketing
practitioners to promote Islamic values.

3.1 Future research direction

Development of Islamic relationship marketing models. Since the concept of Islamic relationship marketing is
relatively new, there is a significant opportunity to develop comprehensive models that integrate Islamic ethical
principles into relationship marketing. Future research could focus on creating frameworks that address the
unique needs of Muslim-majority societies while aligning with Islamic teachings. Creation and Validation of
Attitudinal Scales: The text suggests developing attitudinal scales to measure perceptions and attitudes towards
Islamic relationship marketing. Future research could involve designing, testing, and validating these scales
across different populations. This would help in understanding how Islamic relationship marketing is
perceived by consumers and could provide valuable insights for practitioners. Comparative Studies on Islamic
and Non-Islamic Marketing Ethics: Research could compare the outcomes of marketing strategies based on
Islamic ethics with those based on non-Islamic ethical frameworks. Such studies could explore how different
ethical foundations impact consumer trust, engagement, and long-term relationships. Theory Development in
Marketing Ethics: There is a need for more theory development in marketing ethics, particularly in the context
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of Islamic marketing. Future research could focus on creating descriptive models that capture the evolving
dynamics of marketing ethics in the digital age. This could involve interdisciplinary studies that combine
insights from Islamic ethics, philosophy, and marketing theory. Technological Challenges in Marketing Ethics:
The text mentions that current technologies are creating challenges in customer engagement due to increased
complexity. Future research could investigate the ethical issues and risks associated with the use of advanced
technologies in marketing, particularly within the framework of Islamic ethics. This could involve exploring
how Islamic principles can guide ethical decision-making in the use of Al, big data, and other emerging
technologies. Application of Islamic Relationship Marketing in Various Sectors: While Islamic banks are
identified as a key area, future research could also explore the application of Islamic relationship marketing
principles in other sectors, such as retail, hospitality, and healthcare. This would help in understanding the
broader applicability and impact of these principles across different industries.

References
A Al-Qurtubi. (1966). Al-Jaami'Le-Ahkaam al-Qur’an. Daar Thyaa’al-Turaath Al-Arabi.

Abdullah, K., & Ahmad, M. I. (2010). Compliance to Islamic marketing practices among businesses in Malaysia. Journal of
Islamic Marketing, 1(3), 286—297. [CrossRef]

Adam, C. B. A. (2010). Customer relationship management information systems (CRM-IS) and the realisation of moral
agency. Journal of Information, Communication and Ethics in Society, 8(2), 164-177. [CrossRef]

Ahmad, T., Nawaz, P. A, Din, S. U., & Ullah, S. (2015). Predicting the Customers ~ Attitude towards Islamic Banking : A
Survey of Customers from Dera Ismail Khan Pakistan. Euro-Asian Journal of Economics and Finance, 3(1), 53-63.

Ahmed, Z. U., & Mukhtar, S. (2001). International Marketing Ethics from an Islamic Perspective : A Value-Maximization
Approach Mohammad Saeed. Journal of Business Ethics, 32, 127-142.

Al Hadi, M. Q., Cahyo, E. N., & Budj, I. S. (2021). Marketing Ethics At Islamic Banks: Principles and Practices. Journal of
Islamic Economic Laws, 4(2), 17-41. [CrossRef]

Al Zuhayli, W. (2003). Financial Transactions in Islamic Jurisprudence (1st ed.). Dar al-Fikr al-Mouaser.

Ala’Eddin Kharofa. (1992). Islam the Practical Religion. AS Noordeen.

Al-Bukhari, M. (2011). Manners in Islam ( Adab Al-mufrad) (Khalid Khan Garhi (ed.); 2nd ed.). Dar Al-kotob Al-ilmiyah.
AL-Geyouchi, M. I. (1970). AL-HAKIM AL-TIRMIDHI: HIS WORKS AND THOUGHTS. Islamic Quarterly, 14(4), 159.

Ali, A.]., & Al-Aali, A. (2015). Marketing and Ethics: What Islamic Ethics Have Contributed and the Challenges Ahead.
Journal of Business Ethics, 129(4), 833-845. [CrossRef]

Ali, A.]., & Al-Kazemi, A. a. (2007). Islamic work ethic in Kuwait. Cross Cultural Management: An International Journal, 14(2),
93-104. [CrossRef]

Al-Khater, K., & Naser, K. (2003). Users’ perceptions of corporate social responsibility and accountability: evidence from an
emerging economy. Managerial Auditing Journal, 18(7), 538-548. [CrossRef]

Al-Qardawi, Y. (1999). Islamic jurisprudence between originality and renovation (2nd ed.). medani.

Amin, M,, Isa, Z., & Fontaine, R. (2013). Islamic banks : Contrasting the drivers of customer satisfaction on image, trust, and
loyalty of Muslim and non-Muslim customers in Malaysia. International Journal of Bank Marketing, 31(2), 79-97. [CrossRef]

Ang, L., & Buttle, F. (2006). Customer retention management processes: A quantitative study. European Journal of Marketing,
40(1/2), 83-99. [CrossRef]

Arham, M. (2010a). Islamic perspectives on marketing. Journal of Islamic Marketing, 1(2), 149-164. [CrossRef]
Arham, M. (2010b). Islamic perspectives on marketing. Journal of Islamic Marketing. [CrossRef]
Avery, ]. (2020). The relational roles of brands. In Marketing Management (pp. 123-138). Routledge.

Aysenur Erdila, A. O. (2016). Improvement A Quality Oriented Model for Customer Relationship Management: A Case Study for
Shipment Industry in Turkey. 5th International Conference on Leadership, Technology and Innovation Management, 346
- 353.

631
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1108/17590831011082446
https://doi.org/10.1108/14779961011040578
https://doi.org/10.23917/jisel.v4i2.14716
https://doi.org/10.1007/s10551-014-2131-x
https://doi.org/10.1108/13527600710745714
https://doi.org/10.1108/02686900310482678
https://doi.org/10.1108/02652321311298627
https://doi.org/10.1108/03090560610637329
https://doi.org/10.1108/17590831011055888
https://doi.org/10.1108/17590831011055888

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Bagheri, M., & Khorrami, H. (2016). Evaluating human factors in customer relationship management Case study : private
banks of Shiraz city. Procedia Economics and Finance, 36(16), 363-373. [CrossRef]

Bahri-Ammari, N., & Nusair, K. (2015). Key factors for a successful implementation of a customer relationship management
technology in the Tunisian hotel sector. Journal of Hospitality and Tourism Technology, 6(3), 271-287. [CrossRef]

Balaji, M.S.Padmavathy, C., & Sivakumar, V. J. (2012). Measuring effectiveness of customer relationship management in
Indian retail banks. International Journal of Bank Marketing, 30(4), 246-266. [CrossRef]

Ball, D., Coelho, P. S., & Machas, A. (2004). The role of communication and trust in explaining customer loyalty: An extension
to the ECSI model. European Journal of Marketing, 38(9/10), 1272-1293. [CrossRef]

Bang Nguyen & Mo Li. (2012). The targeted and non-targeted framework: Differential impact of marketing tactics on
customer perceptions. Journal of Targeting, Measurement and Analysis for Marketing, 20(2), 96-108. [CrossRef]

Bang Xuan Nguyen. (2009). Customer Relationship Management (CRM) and Perceptions of Unfairness [Faculty of Oxford Brookes
Business School]. http://ethos.bl.uk/Home.do

Barbara B. Stern. (1997). Advertising Intimacy: Relationship Marketing and the Services Consumer. Journal of Advertising
Research, 24(6), 7-19. [CrossRef]

Beikzad, J., Jahedi Chaharborj, A., & Ghorbannejad Maleki, S. (2012). The effect of Islamic values on relational marketing
basics. Management Science Letters, 2(3), 797-804. [CrossRef]

Beth L. Eisenfeld, T. B. (2000). The Economics of Customer Relationship — Management. Gartner.

https://www.gartner.com/doc/308482/economics-customer-relationship-management

Blaim, K. (2012). Toward applied Islamic business ethics : responsible halal business. Journal of Management Development,
31(10), 1090-1100. [CrossRef]

Bolton, L. E. (2003). Consumer Perceptions of Price ( Un ) Fairness. Journal of Consumer Research, 29(March). [CrossRef]

Boulding, W., Staelin, R., Ehret, M., Johnston, W. ], Berry, L., Deighton, J., Gronroos, C., Gupta, S., Kamakura, W., Johnston,
W., Lehmann, D. R., Mason, C., Mela, C., Neslin, S., & Bolton, R. N. (2005). Management Roadmap : What Is Known ,
Potential Pitfalls. Journal of Marketing, 69(October), 155-166. [CrossRef]

Brijesh, K.Y. (2014). Analyzing the Influence of Customer Relationship Management on Firm Performance: A Study of Hotel
Ind,ustry in India. International Journal of Customer Relationship Marketing and Management, 5(3), 29. [CrossRef]

Buttle, R. I. (2007). Strategic, Operational, and Analytical Customer Relationship Management. Journal of Relationship
Marketing, 5(4), 23-42. [CrossRef]

Chapra, M. U,, & Chapra, M. U. (1992). Islam and the economic challenge.
Charles, J. F., & Naomi, G. (2000). Who's Tops in Corporate Reputation? Corporate Reputation Review, 3(1), 13-17. [CrossRef]

Chatura R., Gordon, M., Bansal, H. (2005). A model of online customer behavior during the initial transaction: Moderating
effects of customer characteristics. Marketing Theory, 5(1), 51-74. [CrossRef]

Chen, I. J., & Popovich, K. (2003). Understanding customer relationship management (CRM): People, process and
technology. Business Process Management Journal, 9(5), 672—-688. [CrossRef]

Chikweche, T., & Fletcher, R. (2013). Customer Relationship Management at the Base of the Pyramid: Myth or Reality?
Journal of Consumer Marketing, 30(3), 295-309. [CrossRef]

Chopping, D. (2020, June 2). Ericsson begins monitorship under U.S. Deferred Prosecution Agreement. The Wall Street

Journal. https://www.wsj.com/articles/ericsson begins-monitorship-under-u-s-deferred-prosecution agreement-11591132513.

Christopher, B., & Alison, A. (2011). Virtue ethics and customer relationship management: towards a more holistic approach
for the development of ‘best practice.” Business Ethics: A European Review, 20(2). [CrossRef]

Christopher, M., Payne, A., & Ballantyne, D. (1999). Relationship marketing: bringing quality customer service and
marketing together. Choice Reviews Online, 30(01), 30-0382-30-0382. [CrossRef]

Coelho, P. S., & Henseler, J. (2012). Creating customer loyalty through service customization. European Journal of Marketing,
46(3/4), 331-356. [CrossRef]

Constantinos J. Stefanou, Christos Sarmaniotis, & Amalia Stafyla. (2003). CRM and customer-centric knowledge
management: an empirical research. Business Process Management Journal, 9(5), 617-634. [CrossRef]

632
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1016/S2212-5671(16)30048-X
https://doi.org/10.1108/jhtt-08-2014-0042
https://doi.org/10.1108/02652321211236888
https://doi.org/10.1108/03090560410548979
https://doi.org/10.1057/jt.2012.7
https://doi.org/10.1080/00913367.1997.10673532
https://doi.org/10.5267/j.msl.2011.12.016
https://doi.org/10.1108/02621711211281889
https://doi.org/10.1086/346244
https://doi.org/10.1509/jmkg.2005.69.4.155
https://doi.org/10.4018/ijcrmm.2014070105
https://doi.org/10.1300/j366v05n04_03
https://doi.org/10.1057/palgrave.crr.1540095
https://doi.org/10.1177/1470593105049601
https://doi.org/10.1108/14637150310496758
https://doi.org/10.1108/07363761311328964
https://doi.org/10.1111/j.1467-8608.2011.01613.x
https://doi.org/10.5860/choice.30-0382
https://doi.org/10.1108/03090561211202503
https://doi.org/10.1108/14637150310496721

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Costas Assimakopoulos, Eugenia Papaioannou, C. S. & C. K. G. (2015). Online reviews as a feedback mechanism for hotel
CRM systems. An International Journal of Tourism and Hospitality Research, 26(1).

Crosby, L. a. (2002). Exploding some myths about customer relationship management. Managing Service Quality, 12(5), 271-
277. [CrossRef]

Curth, S, Uhrich, S., & Benkenstein, M. (2014). How commitment to fellow customers affects the customer-firm relationship
and customer citizenship behavior. Journal of Services Marketing, 28(2), 147-158. [CrossRef]

De Ruyter, K., Moorman, L., & Lemmink, J. (2001). Antecedents of Commitment and Trust in Customer-Supplier
Relationships in High Technology Markets. Industrial Marketing Management, 30(3), 271-286. [CrossRef]

Dean, J. (2014). Muslim values and market value: a sociological perspective. Journal of Islamic Marketing, 5(1), 20-32.
[CrossRef]

Don Peppers, Martha Rogers, & B. D. (1999). Is your company ready for one-to-one marketing. Harvard Business Review,
77(1), 151-160.

Donald, R, Lichtenstein, N. M., & Ridgway, R. G. N. (1993). Price Perceptions and Consumer Shopping Behavior: A Field
Study. Journal of Marketing Research, 30(2), 234-245. [CrossRef]

Duffy, R., Fearne, A., Hornibrook, S., Hutchinson, K., & Reid, A. (2013). Engaging suppliers in CRM: The role of justice in
buyer—supplier relationships. International Journal of Information Management, 33(1), 20-27. [CrossRef]

Dusuki, A. W. (2008). Understanding the objectives of Islamic banking: a survey of stakeholders” perspectives. International
Journal of Islamic and Middle Eastern Finance and Management, 1(2), 132-148. [CrossRef]

Elsharnouby, T., & Parsons, E. (2013). When Relationship Marketing Gees Wrong: Opportunism and Consumer Well-Being
in Consumer-Bank Relationships. Journal of Relationship Marketing, 12(2), 141. [CrossRef]

Engelland, B. T. (2014). Religion, humanism, marketing, and the consumption of socially responsible products, services, and
ideas: Introduction to a special topic section. Journal of Business Research, 67(2), 1-4. [CrossRef]

Erica, L., & Wagnera, S. N. (2004). Best” for whom?: the tension between ‘best practice’ ERP packages and diverse epistemic
cultures in a university context. Journal of Strategic Information Systems, 13, 305-328. [CrossRef]

Erol, C., & El-Bdour, R. (1989). Attitudes, Behaviour, and Patronage Factors of Bank\nCustomers towards Islamic Banks.
International Journal of Bank Marketing, 7(6), 31-37. [CrossRef]

Fang, S., Chang, Y., & Peng, Y. (2011). Dark side of relationships : A tensions-based view. Industrial Marketing Management,
40(5), 774-784. [CrossRef]

Fernandes, T., & Proenga, J. (2013). Reassessing Relationships in Consumer Markets: Emotion, Cognition, and Consumer
Relationship Intention. Journal of Relationship Marketing, 12(1), 41-58. [CrossRef]

Ferrell, O. C., & Ferrell, L. (2021). New directions for marketing ethics and social responsibility research. Journal of Marketing
Theory and Practice, 29 (1), 13-22. [CrossRef]

Fournier, Susan, Susan Dobscha, & D. G. M. (1998). The premature death of relationship marketing. Harvard Business Review,
76(1), 42-51.

Frow, P. E.,, & Payne, A.F. (2009). Customer Relationship Management: A Strategic Perspective. Journal of Business Market
Management, 3(1), 7-27. [CrossRef]

Frow, P., & Payne, A. (2011). A stakeholder perspective of the value proposition concept. European Journal of Marketing,
45(1/2), 223-240. [CrossRef]

Frow, P., Payne, A., Wilkinson, I. F., & Young, L. (2011). Customer management and CRM: addressing the dark side. Journal
of Services Marketing, 25(2), 79-89. [CrossRef]

Gerrard, P., & Cunningham, J. B. (1997). Islamic banking: a study in Singapore. International Journal of Bank Marketing, 15(6),
204-216. [CrossRef]

Ghazian, A., Hasan, M., & Farsijani, H. (2016). The effect of customer relationship management and its significant
relationship by customers ’ reactions in LG Company. Procedia Economics and Finance, 36(16), 42-50. [CrossRef]

Gibbs, P., & Ilkan, M. (2008). The ethics of marketing in Islamic and Christian communities: insights for global marketing.
Cross Cultural Management: An International Journal, 15(2), 162-175. [CrossRef]

633
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1108/09604520210442056
https://doi.org/10.1108/JSM-08-2012-0145
https://doi.org/10.1016/S0019-8501(99)00091-7
https://doi.org/10.1108/JIMA-02-2013-0013
https://doi.org/10.2307/3172830
https://doi.org/10.1016/j.ijinfomgt.2012.04.005
https://doi.org/10.1108/17538390810880982
https://doi.org/10.1080/15332667.2013.794103
https://doi.org/10.1016/j.jbusres.2013.03.005
https://doi.org/10.1016/j.jsis.2004.11.002
https://doi.org/10.1108/02652328910132060
https://doi.org/10.1016/j.indmarman.2011.02.003
https://doi.org/10.1080/15332667.2013.763719
https://doi.org/10.1080/10696679.2020.1860686
https://doi.org/10.1007/s12087-008-0035-8
https://doi.org/10.1108/03090561111095676
https://doi.org/10.1108/08876041111119804
https://doi.org/10.1108/02652329710184433
https://doi.org/10.1016/S2212-5671(16)30014-4
https://doi.org/10.1108/13527600810870606

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Gita Gayatri, Chris Chan, Gillian Sullivan Mort, Margee Hume. (1989). Understanding Service Quality From The Islamic
Customer Perspective. ANZMAC Conference: Services Marketing, 75-81.

Gronroos, C. (1996). Relationship marketing: strategic and tactical implications. Management Decision, 34(3), 5-14.
[CrossRef]

Gullett, J., Do, L., Canuto-Carranco, M., Brister, M., Turner, S., & Caldwell, C. (2009). The Buyer-Supplier Relationship: An
Integrative Model of Ethics and Trust. Journal of Business Ethics, 90(S3), 329-341. [CrossRef]

Haajiri, M. (2013). The Guidance of the Companions with Regards to the People of Innovation (1st ed.). Muwahideen Publication.
Hallag, W. B. (2009). Shari’a: Theory, Practice, Transformations. Cambridge University Press.

Halstead, J. M. (2007). Islamic values: a distinctive framework for moral education? Journal of Moral Education, 36(3), 283—
296. [CrossRef]

Hart, S., Smith, A., Sparks, L., & Tzokas, N., (1999). Are loyalty schames a Manifestation of Relationship Marketing. Journal
of Marketing Management, 15(6), 541-562. [CrossRef]

Hashim, M. (2012). Islamic Perception of Business Ethics and the Impact of Secular Thoughts on Islamic Business Ethics.
International Journal of Academic Research in Business and Social Sciences, 2(3), 98-120.

Hasnah Hassan, S. (2014). The role of Islamic values on green purchase intention. Journal of Islamic Marketing, 5(3), 379-395.
[CrossRef]

Helmy, S., Labib, A., & AbouKahf, A. (2014). The Impact of Islamic Values on Interpersonal Relationship Conflict
Management in Egyptian Business Organizations “an Applied Study.” Procedia - Social and Behavioral Sciences, 143, 1090
1110. [CrossRef]

Hoq, M. Z,, Sultana, N., & Amin, M. (2010). The Effect of Trust, Customer Satisfaction and Image on Customers’ Loyalty in
Islamic Banking Sector. South Asian Journal of Management, 17(1), 70-93. [CrossRef]

Hunt, 5. D., & Morgan, R. M. (1994). Organizational Commitment: One of Many Commitments or Key Mediating Construct?
Academy of Management Journal, 37(6), 1568-1587. [CrossRef]

Hunt, Shelby D, Arnett, D. B., & Madhavaram, S. (2006). The explanatory foundations of relationship marketing theory. The
Journal of Business & Industrial Marketing, 21(2), 72. [CrossRef]

Imam an-Nawawi. (2009). The Complete Forty Hadith (Third Edit). Ta-Ha Publishers.
Ismail HJ.Ibrahim. (1993). Islam and Justice. Institute of Islamic Understanding Malaysia.
Jagdish N Sheth, R. S. S. (2006). Tectonic Shift: The Geoeconomic Realignment of Globalizing Markets. SAGE Publications India.

Janny, C., HoekstraPeter, S., H. LeeflangDick R. Wittink. (1999). The customer concept: the basis for a new marketing
paradigm. Journal of Market-Focused Management, 4(1), 43-76.

Jarvenpaa, S., Knoll, K., & Leidner, D. E. (1998). Is Anybody out There? Antecedents of Trust in Global Virtual Teams.
Journal of Management Information Systems, 14(4), 29-64. [CrossRef]

Jayachandran, S., Sharma, S., Kaufman, P., & Raman, P. (2005). The Role of Relational Information Processes and Technology
Use in. Journal of Marketing, 69, 177-192. [CrossRef]

JO Chan. (2005). Toward a unified view of customer relationship management. Journal of American Academy of Business, 6(1),
32-38.

John Walton & Mark Xu. (2005). Gaining customer knowledge through analytical CRM. Industrial Management & Data
Systems, 105(7), 955-971. [CrossRef]

Kadirov, D. (2014). Islamic marketing as macromarketing. Journal of Islamic Marketing, 5(1), 2-19. [CrossRef]

Kamarulzaman, Y., & Madun, A. (2013). Marketing Islamic banking products: Malaysian perspective. Business Strategy
Series, 14(2), 60—66. [CrossRef]

Kassim, K. M., Bahari, A., Kassim, N., Ramli, N., & Abdul, N. (2009). Retaining Customers through Relationship Marketing
in an Islamic Financial Institution in Malaysia. International Journal of Marketing Studies, 1(1), 66-71. [CrossRef]

Khan, M. A. (2004). Islamic Economics and Finance : A Glossary (2nd ed.). Routledge.

634
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1108/00251749610113613
https://doi.org/10.1007/s10551-010-0430-4
https://doi.org/10.1080/03057240701643056
https://doi.org/10.1362/026725799785045842
https://doi.org/10.1108/JIMA-11-2013-0080
https://doi.org/10.1016/j.sbspro.2014.07.561
https://doi.org/10.1016/j.sbspro.2014.07.561
https://doi.org/10.2307/256799
https://doi.org/http:/dx.doi.org/10.1108/10610420610651296
https://doi.org/10.1080/07421222.1998.11518185
https://doi.org/10.1509/jmkg.2005.69.4.177
https://doi.org/10.1108/02635570510616139
https://doi.org/10.1108/JIMA-09-2012-0054
https://doi.org/10.1108/17515631311325114
https://doi.org/10.5539/ijms.v1n1p66

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Khodakarami, F., & Chan, Y. E. (2014). Exploring the role of customer relationship management (CRM) systems in customer
knowledge creation. Information & Management, 51(1), 27-42. [CrossRef]

Kishor N. Ratna. (2015). Customer relationship management in Indian Banking Sector. ACADEMICIA: An International
Multidisciplinary Research Journal, 5(7), 74-82.

Kopf, D. (2000). CRM: WHO YA GONNA CALL? When enterprises pursue CRM strategies, they’ll likely look to outsources
for help. Business Communications Review, 30(12), 52-57.

Kotler, P., & Armstrong. (2004). Marketing. Praha.

Krasnikov, A., Jayachandran, S., & Kumar, V. (2009). The Impact of Customer Relationship Management Implementation
on Cost and Profit Efficiencies: Evidence from the U.S. Commercial Banking Industry. Journal of Marketing, 73(6), 61—
76. [CrossRef]

Lan Xia, Kent B. Monroe, J. L. C. (2004). The Price Is Unfair! A Conceptual Framework of Price Fairness Perceptions. Journal
of Marketing, 68(4), 1-15. [CrossRef]

Lawrence Rosen. (2001). The Justice of Islam: Comparative Perspectives in Islamic Law and Society. Journal of Law and
Society, 28(4), 628-632.

Lubis, A., Dalimunthe, R., Absah, Y., & Fawzeea, B. K. (2020). The Influence of Customer Relationship Management (CRM)
Indicators on Customer Loyalty of Sharia Based Banking System. Lubis, A, 84-92.

Lyle R. Wetsch. (2008). Trust, Satisfaction and Loyalty in Customer Relationship Management. Journal of Relationship
Marketing, 4(4), 29-42.

M Viljoen, JA Bennett, A. B. & C. van Z. (2005). THE USE OF TECHNOLOGY IN CUSTOMER RELATIONSHIP
MANAGEMENT (CRM). Acta Commercii, 5(1), 106-116.

Maali, B., Casson, P., & Napier, C. (2006). Social reporting by Islamic banks. Abacus, 42(2), 266-289. [CrossRef]

Malley, L. O., Tynan, C., & Malley, L. O. (1999). The Utility of the Relationship Metaphor in Consumer Markets : A Critical
Evaluation The Utility of the Relationship Metaphor in Consumer Markets : A Critical Evaluation. Journal of Marketing
Management, 15(7), 587-602. [CrossRef]

Malte Geib, Annette Reichold, Lutz Kolbe, W. B. (2005). Architecture for Customer Relationship Management Approaches in
Financial Services. Proceedings of the 38th Hawaii International Conference on System Sciences.

Mansour, W., Abdelhamid, M. Ben, Masood, O., & Niazi, G. S. K. (2010). Islamic banking and customers’ preferences: the
case of the UK. Qualitative Research in Financial Markets, 2(3), 185-199. [CrossRef]

Mansour, W., Ben Jedidia, K., & Majdoub, J. (2015). How ethical is islamic banking in the light of the objectives of islamic
law? Journal of Religious Ethics, 43(1), 51-77. [CrossRef]

Martin, K., Shilton, K., & Smith, J. (2019). Business and ethical implications of technology: Introduction to the symposium.
Journal of Business Ethics, 160(2), 307-317. [CrossRef]

McGovern G, M. Y. (2007). Companies and the customers who hate them. Harvard Business Review, 85(6), 78-84.

Mendoza, L. E.,, Marius, A., Pérez, M., & Griman, A. C. (2007). Critical success factors for a customer relationship
management strategy. Information and Software Technology, 49(8), 913-945. [CrossRef]

Miller, N.J., & Kean, R. C. (1997). Reciprocal exchange in rural communities: Consumers’ inducements to inshop. Psychology
& Marketing, 14(7), 637-66. [CrossRef]

Moad, E. O. (2007). A path to the Oasis : Shariah and reason in Islamic. International Journal for Philosophy of Religion, 62, 135—
148. [CrossRef]

Morgan, RM. & Hunt, S. (1994). The Commitment-Trust Theory of Relationship Marketing. Journal of Marketing, 58, 20-38.
[CrossRef]

Muhamad, N., & Mizerski, D. (2010). The constructs mediating religions’ influence on buyers and consumers. Journal of
Islamic Marketing, 1(2), 124-135. [CrossRef]

Muhammad b. Isma’il al- Bukhari. (1990). Al-Adab al-mufrad. UK Islamic Academy.

Murshidi, M., et al. (2013). The Rights of Khiyar (Option) in the Issue of Consumerism in Malaysia. Middle-East Journal of
Scientific Research, 13(2).

635
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1016/j.im.2013.09.001
https://doi.org/10.1509/jmkg.73.6.61
https://doi.org/10.1509/jmkg.68.4.1.42733
https://doi.org/10.1111/j.1468-4497.2006.00200.x
https://doi.org/10.1362/026725799785037067
https://doi.org/10.1108/17554171011091746
https://doi.org/10.1111/jore.12086
https://doi.org/%2010.1007/s10551-019-04213-9
https://doi.org/10.1016/j.infsof.2006.10.003
https://doi.org/10.1002/(sici)1520-6793(199710)14:7%3C637::aid-mar1%3E3.0.co;2-h
https://doi.org/10.1007/s11153-007-9145-6
https://doi.org/10.2307/1252308
https://doi.org/10.1108/17590831011055860

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Nadvi, M. ]. (2014). Understanding the Islamic Perspective of Interpersonal Communication. 10-11.

Naser, K., & Moutinho, L. (1997). Strategic marketing management: the case of Islamic banks. International Journal of Bank
Marketing, 15(6), 187-203. [CrossRef]

Neu, W. a,, Gonzalez, G. R., & Pass, M. W. (2011). The Trusted Advisor in Inter-Firm Interpersonal Relationships. Journal
of Relationship Marketing, 10(4), 238-263. [CrossRef]

Nevin, J. R. (1995). Relationship Marketing and Distribution Channels : Exploring Fundamental Issues. Journal of the Academy
of Marketing Science, 23(4), 327-334. [CrossRef]

Nguyen, B. (2012). The dark side of customer relationship management: Exploring the underlying reasons for pitfalls,
exploitation and unfairness. Journal of Database Marketing & Customer Strategy Management, 19(1), 56-70. [CrossRef]

Nguyen, B., & Mutum, D. S. (2012). Customer relationship management : advances, dark sides, exploitation and unfairness.
International Journal of Electronic Customer Relationship Management, 6(1), 1-19. [CrossRef]

Nguyen, B., & Simkin, L. (2013). The dark side of CRM: advantaged and disadvantaged customers. Journal of Consumer
Marketing, 30(1), 17-30. [CrossRef]

Obaidullah, M. (1998). FINANCIAL ENGINEERING WITH ISLAMIC OPTIONS. 6(1).

Obaidullah, M. (1999). Financial Options in Islamic Contracts: Potential Tools for Risk Management. Journal of King
Abdulaziz University-Islamic Economics, 11, 3-26. [CrossRef]

Okumus, H. S. (2015). Customers * Bank Selection , Awareness and Satisfaction in Islamic Banking : Evidence from Turkey.
International Journal of Business and Social Science, 6(4), 41-54.

Osarenkhoe, A., & Bennani, A.-E. (2007). An exploratory study of implementation of customer relationship management
strategy. Business Process Management Journal, 13(1), 139-164. [CrossRef]

Palmatier, R. W. (2008). Relationship Marketing. https://doi.org/10.1300/]366v01n01_04

Parasuraman, A., Berry, L. L., & Zeithaml, V. A. (1993). More on improving service quality measurement. Journal of Retailing,
69(1), 140-147. [CrossRef]

Park, C.,, Kim, Y., Park, C., & Kim, Y. (2003). A framework of dynamic CRM : linking marketing with information strategy.
Business Process Management Journal, 9(5), 652-671. [CrossRef]

Parvatiyar, A., & Sheth, J. N. (2001). Customer Relationship Management: Emerging Practice, Process, and Discipline.
Journal of Economic and Social Research, 3(2), 1-34.
http://jesr.journal.fatih.edu.tr/%5Cnhttp://search.ebscohost.com/login.aspx?direct=true&db=eoh & AN=0657402 &site=ehost-
live&scope=site

Payne, A., & Frow, P. (2005). A strategic framework for customer relationship management. Journal of Marketing, 69(4), 167—
176.

Payne, A., & Frow, P. (2005). A Strategic Framework for Customer Relationship Management. Journal of Marketing, 69(4),
167-176. [CrossRef]

Payne, A., & Frow, P. (2006). Customer Relationship Management: from Strategy to Implementation. Journal of Marketing
Management, 22(1-2), 135-168. [CrossRef]

Payne, A., & Frow, P. (2013). Strategic customer management: Integrating relationship marketing and CRM. Cambridge University
Press.

Peng, L. Y., & Wang, Q. (2006). Impact of Relationship Marketing Tactics (RMTs) on Switchers and Stayers in a Competitive
Service Industry. Journal of Marketing Management, 22(1-2). [CrossRef]

Peppers, D., & Rogers, M. (2016). Managing Customer Experience and Relationships: A Strategic Framework. John Wiley & Sons.

PhridviRaj, M.S.B., & GuruRao, C.V. (2014). Data Mining — Past, Present and Future — A Typical Survey on Data Streams.
Procedia Technology, 12, 255-263. [CrossRef]

Plakoyiannaki, E., & Tzokas, N. (2002). Customer relationship management : A capabilities. Journal of Database Marketing,
9(3), 228-237. [CrossRef]

Plewa, C. (2005). Key Drivers of University-Industry Relationships and the Impact of Organisational Culture Difference; A Dyadic
Study. The University of Adelaide.

636
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1108/02652329710184424
https://doi.org/10.1080/15332667.2011.624915
https://doi.org/10.1177/009207039502300413
https://doi.org/10.1057/dbm.2012.5
https://doi.org/10.1504/IJECRM.2012.046467
https://doi.org/10.1108/07363761311290812
https://doi.org/10.4197/islec.11-1.1
https://doi.org/10.1108/14637150710721177
https://doi.org/10.1016/s0022-4359(05)80007-7
https://doi.org/10.1108/14637150310496749
https://doi.org/10.1509/jmkg.2005.69.4.167
https://doi.org/10.1362/026725706776022272
https://doi.org/10.1362/026725706776022263
https://doi.org/10.1016/j.protcy.2013.12.483
https://doi.org/10.1057/palgrave.jdm.3240004

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Rafiki, A., & Wahab, K. A. (2014). Islamic Values and Principles in the Organization : A Review of Literature. Asian Social
Science, 10(9), 1-7. [CrossRef]

Rahimi, R., & Kozak, M. (2017). Impact of Customer Relationship Management on Customer Satisfaction: The Case of a
Budget Hotel Chain. Journal of Travel & Tourism Marketing, 34(1), 1-12. [CrossRef]

Raihan, N., & Hamid, A. (2013). Beyond technology-based customer relationship management — it is total customer
experience management. Research in Business and Economics Journal, 8(1), 1-15.

Rayner, S. E. (1989). The Theory of Contracts in Islamic Law, A comparative Analysis with Particular Reference to the Modern
Legislations in Kuwait, Bahrain, and the United Arab Emirates. Cambridge.

Reimer, K., & Becker, J. U. (2015). What customer information should companies use for customer relationship
management? Practical insights from empirical research. Management Review Quarterly, 65(3), 149-182. [CrossRef]

Reinartz, W., Krafft, M., & Hoyer, W. D. (2004). The customer relationship management process: Its measurement and
impact on performance. Journal of Marketing Research, 41(3), 293-305. [CrossRef]

Reinartz, W., Krafft, M., & Hoyer, W. D. (2004). The Customer Relationship Management Process: Its Measurement and
Impact on Performance. Marketing Research, 41(3), 293-305. [CrossRef]

Renart, L. G., & Cabré, C. (2008). Paths To Continuous Improvement of a Crm Strategy. Trziste, 20(1), 61-77.
Rice, G. (1999). Islamic Ethics and the Implications for Business. Journal of Business Ethics, 18(4), 345-358. [CrossRef]

Richards, K. A., & Jones, E. (2008). Customer relationship management: Finding value drivers. Industrial Marketing
Management, 37(2), 120-130. [CrossRef]

Rigby, B. D. K., Reichheld, F., & Dawson, C. (2003). Winning customer loyalty is the key to a winning CRM strategy. IVEY
MANAGEMENT SERVICES, 67(4), 1-21.

http://www.loyaltyrules.com/bainweb/PDFs/cms/Public/Winning_customer_loyalty key winning crm_strategy.pdf

Rizvi, S. M. (2006). Islamic Business Ethics. Al-Ma’arif Booksb.

Saarijarvi, H., Karjaluoto, H., & Kuusela, H. (2013). Extending customer relationship management: from empowering firms
to empowering customers. Journal of Systems and Information Technology, 15(2), 140-158. [CrossRef]

Saeed, M., Ahmed, Z. U., & Mukhtar, S. M. (2001). International marketing ethics from an Islamic perspective: A value-
maximization approach. Journal of Business Ethics, 32(2), 127-142. [CrossRef]

Saifullah Hassan, R., Nawaz, A., Lashari, M. N., & Zafar, F. (2015). Effect of Customer Relationship Management on
Customer Satisfaction. Procedia Economics and Finance, 23, 563-567. [CrossRef]

Sandikci, O. (2011). Researching Islamic marketing: past and future perspectives. Journal of Islamic Marketing, 2(3), 246-258.
[CrossRef]

Sekhon, H., Ennew, Ch., Kharouf, H., & Devlin, ]. (2014). Trustworthiness and trust: influences and implications. Journal of
Marketing Management, 30(3—4), 409-430. [CrossRef]

Sergius Koku, P., & Jusoh, O. (2014). Where do we go from here? Towards a theory in Islamic marketing. Journal of Islamic
Marketing, 5(3), 366-378. [CrossRef]

Shahed, A. K. M. (2004). Socio-Political Reform of Muslims in The View of Shah Waliullah and Sayyid Abul ALa Mawdudi , 40.1
SLAM.In A.S. L. ]J. A. K. Salleh (Ed.), Islam: Past, Present AND Future (p. 1178).

Sheth, J. N. (1996). Organizational buying behavior : past performance and future expectations. Journal of Business &
Industrial Marketing, 11(3\4), 7-24. [CrossRef]

Shimizu, H. (1989). Philosophy of the Islamic Law of Contract of Contractual Justice (International University of Japan Working
Papers Series, Issue 15).

Siddiqi, M. N. (2006). Islamic Banking and Finance in Theory and Practice: a Survey of State of the Art. Islamic Economic
Studies, 13(2), 1-48. [CrossRef]

Siems, F. U., Bruton, J., & Moosmayer, D. C. (2010). Integrating Core Marketing Ethical Values Into Relationship Marketing.
Journal of Relationship Marketing, 9(2), 68-82. [CrossRef]

Sin, L. Y. M., Tse, A. C. B., & Yim, F. H. K. (2005). CRM: conceptualization and scale development. European Journal of
Marketing, 39(11/12), 1264-1290. [CrossRef]

637
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.5539/ass.v10n9p1
https://doi.org/10.1080/10548408.2015.1130108
https://doi.org/10.1007/s11301-014-0110-z
https://doi.org/10.1509/jmkr.41.3.293.35991
https://doi.org/10.1509/jmkr.41.3.293.35991
https://doi.org/papers2:/publication/uuid/B0E5CE58-3D5F-4BFC-A271-F0782F2D10A5
https://doi.org/10.1016/j.indmarman.2006.08.005
https://doi.org/10.1108/13287261311328877
https://doi.org/10.1023/A:1010718817155
https://doi.org/10.1016/S2212-5671(15)00513-4
https://doi.org/10.1108/17590831111164778
https://doi.org/10.1080/0267257x.2013.842609
https://doi.org/10.1108/JIMA-03-2013-0022
https://doi.org/10.1108/08858629610125441
https://doi.org/10.4197/islec.17-1.4
https://doi.org/10.1080/15332661003768716
https://doi.org/10.1108/03090560510623253

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Sohrabi, B. (2010). Customer relationship management maturity model A model for stepwise implementation. International
Journal of Human Sciences, 7(1), 1-20.

Storbacka, K., Strandvik, T., & Gronroos, C. (1994). Managing Customer Relationships for Profit: The Dynamics of
Relationship Quality. In International Journal of Service Industry Management, 5 (5). [CrossRef]

Sudin Haron&Wan Nursofiza Wan Azmi. (2009). Islamic finance and banking system. The McGrow-Hill Education.

Sulaiman Abdullah, S. A. N., & Joriah, M. (2013). Introduction to history of Islamic banking in Malaysia. Humanomics, 29(2),
80-87. [CrossRef]

Sulaiman, M. A., Amli, M., Baharum, A., & Ridzuan, A. (2014). Customer Relationship Management ( CRM ) Strategies
Practices in Malaysia Retailers. Procedia - Social and Behavioral Sciences, 130, 354-361. [CrossRef]

Teo, Th. S.H., Devadoss, P. & Pan, S. L. (2006). Towards a holistic perspective of customer relationship management (CRM)
implementation: A case study of the Housing and Development Board, Singapore. Decision Support Systems, 42(3), 1613
1627. [CrossRef]

Thakur, R, & Workman, L. (2016). Customer portfolio management ( CPM ) for improved customer relationship
management (CRM ): Are your customers platinum, gold, silver , or bronze ? Journal of Business Research, 69(10), 4095
4102. [CrossRef]

Ting, S.-C. (2011). The Role of Justice in Determining Relationship Quality. Journal of Relationship Marketing, 10(2), 57-75.
[CrossRef]

Torggler, M. (2008). The Functionality and Usage of CRM Systems. International Journal of Electrical, Computer, Energetic,
Electronic and Communication Engineering, 2(5), 771-778.

Trainor, K. J., Andzulis, J. (Mick), Rapp, A., & Agnihotri, R. (2014). Social media technology usage and customer relationship
performance: A capabilities-based examination of social CRM. Journal of Business Research, 67(6), 1201-1208. [CrossRef]

Tseng, S.-M., & Wu, P.-H. (2014). The impact of customer knowledge and customer relationship management on service
quality. International Journal of Quality and Service Sciences, 6(1), 77-96. [CrossRef]

Tuija Mainela Pauliina Ulkuniemi. (2013). Personal interaction and customer relationship management in project business.
Journal of Business & Industrial Marketing, 28(2), 103-110. [CrossRef]

Usman, H. (2015). Customers Trust on Islamic Banks in Indonesia. 2(1), 5-13. [CrossRef]
Varzhabedian, R. (2007). Status Quo. Wheatmark.

Venturini, W. T., & Benito, O. G. (2015). CRM software success: a proposed performance measurement scale. Journal of
Knowledge Management, 19(4), 856-875. [CrossRef]

Wade, M. (2020, April 28). Corporate social responsibility in the digital era. MIT Sloan Management Review. https://sloanreview.

mit.edu/article/corporate-responsibility-in-the-digital-era/

Wajdi.Dusuki, A., & Abdullah, N. I. (2007). Why do Malaysian customers patronise Islamic banks? Bank Marketing, 25(3),
142-160. [CrossRef]

Wayne K. H., & Tarter, C. J. (2004). Organizational justice in schools: no justice without trust. International Journal of
Educational Management, 18(4), 250-259. [CrossRef]

Weitz, B. A, & Bradford, K. D. (1997). Personal Selling and Sales Management : A Relationship Marketing Perspective.
Journal of the Academy of Marketing Science, 27(2), 241-254.

Wilson, J. (2012). The role of Islamic marketing researchers: scribes, oracles, trend spotters — or thought leaders? Setting the
agenda. [CrossRef]

Wilson, J. a. J., & Grant, J. (2013). Islamic marketing — a challenger to the classical marketing canon? Journal of Islamic
Marketing, 4(1), 7-21. [CrossRef]

Xu, Y., Yen, D. C, Lin, B, & Chou, D. C. (2002). Adopting customer relationship management technology. Industrial
Management & Data Systems, 102(8), 442-452. [CrossRef]

Yim, F. H,, Anderson, R. E., & Swaminathan, S. (2004). Customer Relationship Management: Its Dimensions and Effect on
Customer Outcomes. Journal of Personal Selling & Sales Management, 24(4), 265-280. [CrossRef]

638
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1108/09564239410074358
https://doi.org/10.1108/08288661311319157
https://doi.org/10.1016/j.sbspro.2014.04.042
https://doi.org/10.1016/j.dss.2006.01.007
https://doi.org/10.1016/j.jbusres.2016.03.042
https://doi.org/10.1080/15332667.2011.577732
https://doi.org/10.1016/j.jbusres.2013.05.002
https://doi.org/10.1108/IJQSS-08-2012-0014
https://doi.org/10.1108/08858621311295245
https://doi.org/10.13106/jafeb.2015.vol2.no1.5.Customers
https://doi.org/10.1108/JKM-10-2014-0401
https://doi.org/10.1108/02652320710739850
https://doi.org/10.1108/09513540410538831
https://doi.org/10.1108/17590831211232591
https://doi.org/10.1108/17590831311306327
https://doi.org/10.1108/02635570210445871
https://doi.org/10.1080/08853134.2004.10749037

Relationship Marketing Ethics from an Islamic Perspective .... Medjedel, E., et al.

Yousaf, S. (2014). Promotion mix management: A consumer focused Islamic perspective. Journal of Marketing
Communications, 22(2), 1-17. [CrossRef]

Zablah, a., Bellenger, D., & Johnston, W. (2004). Customer Relationship Management Implementation Gaps. Journal of
Personal Selling & Sales Management, 24(4), 279-295. [CrossRef]

Zeithaml, V. A,, (1988). Consumer Perceptions of Price, Quality, and Value: A Means-End Model and Synthesis of Evidence.
Journal of Marketing, 52(3), 2—22. [CrossRef]

639
Global Journal of Economics and Business, 14(6) (2024), 619-639


https://doi.org/10.1080/13527266.2014.888575
https://doi.org/10.1080/08853134.2004.10749038
https://doi.org/10.2307/1251446

