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https://doi.org/10.18280/ijsdp.190221  ABSTRACT

This article delves into sustainable growth strategies for Islamic banks, focusing on expanding
and developing Islamic branding. Overcoming challenges and outlining an essential strategy,
the research, conducted using the PRISMA model, reviews articles from various academic
databases. The findings emphasize Sharia compliance as a critical strategy for sustainable
development, ensuring strict adherence to Islamic principles in all financial products and
services. This approach builds trust within the Muslim community, distinguishing Islamic
banks from conventional institutions and establishing a foundation rooted in commitment to
Islamic values. The research underscores the ethical principles of Islamic banking,
emphasizing risk-sharing and social justice, and highlights the significance of Islamic branding
in reinforcing moral foundations and attracting ethically conscious customers. The study
highlights how effective branding enhances trust, facilitating financial inclusion and social
responsibility. It implies a need for regulatory frameworks supporting standardized Islamic
branding, consumer education, and incentives for ethical practices, positioning Islamic
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banking as a valuable contributor to the financial landscape.

1. INTRODUCTION

The growth of the Muslim population worldwide has
become a significant phenomenon in the last few decades [1].
According to the Pew Research Center, approximately 1.8
billion of the world’s population, or 24.1% of global citizens,
adhered to Islam. The Muslim population is projected to
increase to 2.2 billion by 2030 [2]. These data carry substantial
implications for the market of Islamic products and services.
In this regard, there will be a rapid surge in demand for
products and services that align with Sharia principles. For
instance, the halal industry and Islamic finance will experience
extraordinary growth.

The Islamic banking sector has emerged as one of the most
benefited sectors from the growing Muslim population
worldwide, experiencing steady growth in recent years [3].
However, a robust Islamic branding strategy is essential to
ensure the sustainable development of Islamic banks [4].
Islamic branding will enable these banks to distinguish
themselves in an increasingly competitive market and foster
greater customer trust. It will be crucial in supporting
sustainable development worldwide by catering to financial
needs using Sharia principles.

The Islamic branding strategy fundamentally differs from
conventional branding in several ways. One key distinction is
the emphasis on Sharia compliance within the management
[5]. It means that the branding efforts prioritize aligning with
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Islamic principles and values. In contrast, conventional
branding may not necessarily have a religious or ethical focus,
and its strategies might be driven by different considerations,
such as market trends and consumer preferences [6]. Islamic
branding, therefore, reflects a commitment to adhering to
Sharia principles, setting it apart from the more secular and
diverse approaches of conventional branding [7].

The growth of Islamic banking assets from 2015 to 2021 has
been quite promising. In 2015, Islamic banking assets were
recorded at US$1.603 billion. A positive growth trend
occurred every year, reaching its peak in 2021 with asset
values amounting to US$2.765 billion. Projections for 2026
indicate a highly optimistic forecast, estimating Islamic
banking assets to reach US$4.025 billion. This data reflects the
success and consistent growth in the Islamic banking industry
during this period, providing a solid foundation for a better
future in an economy based on Sharia principles [8]. The
impact of the development of Islamic banks has prompted
several countries to implement policies related to sustainable
development. For instance, the Saudi Arabian government has
committed to specific goals by 2025, including allocating
22.5% of global Islamic financial assets, increasing the
number of Sharia scholars, and increasing publications on
Islamic finance. It aims to achieve three strategic objectives:
governance, positioning and international education, research
and development, and innovation. In Labuan, Islamic finance
is planned to support education, enhance global Islamic
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infrastructure, and institutionalize social Islamic finance
through digitization. Brunei Darussalam is constructing a
Sharia-compliant financial and digital economic zone through
public-private  partnerships involving environmentally
conscious companies [8].

Sustainable development undertaken by Islamic banks
constitutes a crucial aspect of the global financial landscape
[9]. With an increasing emphasis on ethically sound and
socially responsible financial practices, Islamic financial
institutions have garnered significant attention from numerous
stakeholders [10]. These institutions operate based on Sharia
principles, adhering to Islamic ethics prohibiting interest-
based transactions and investments in activities deemed
morally or socially detrimental [11]. In this context, Islamic
branding emerges as a vital tool to foster public trust,
credibility, and differentiation in the market [12]. The
effectiveness of Islamic branding in ensuring the sustainability
and growth of Islamic banks is a subject that necessitates
thorough examination [9].

Despite the increasing importance of Islamic financial
institutions for sustainable development, there is still a lack of
comprehensive  research  addressing  the  strategic
implementation of Islamic branding in financial institutions.
This study aims to fill this void by examining Islamic banks’
challenges in formulating and implementing effective Islamic
branding strategies. Identified issues include the complex
interplay between Islamic financial principles, modern
marketing practices, and unique cultural and religious
considerations underlying the branding process. Therefore,
creating Islamic bank branding can be aligned with sustainable
development.

Islamic branding in Islamic banks refers to marketing
strategies and brand identity that align with Islamic principles
and values, encompassing various elements such as
communication, products, services, and images designed to
attract and retain customers seeking Sharia-compliant
financial alternatives [13]. As a result, the primary objective
of this research is to provide a comprehensive framework for
sustainable development in Islamic banking through
implementing Islamic branding strategies. It involves a
multifaceted approach, including developing crucial branding
challenges, exploring best practices, and devising tailored
Islamic branding strategies. Furthermore, this research aims to
ensure the impact of branding success on Islamic banks’
financial performance and societal acceptance [14].

Several previous studies have examined the relationship
between sustainable development and Islamic branding. For
example, research has identified that branding development in
Islamic banks can be achieved by strongly applying Islamic
principles in their operations and services [15]. This branding
activity encompasses transparency, justice, and social
accountability. Other studies highlight the importance of
collaboration between Islamic banks and other Sharia financial
institutions in building a strong and mutually supportive
ecosystem toward sustainable development goals [16].

Furthermore, research has found that one of the main
challenges in branding Islamic banks is overcoming the
negative perceptions or stereotypes associated with Islamic
finance [17]. This study identifies effective strategies,
including marketing campaigns, to educate the public and
provide tangible evidence of the positive impact generated.
Several previous studies highlight the importance of handling
Sharia compliance issues rigorously and consistently to build
public trust and strengthen the branding of Islamic banks [18].
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Several other studies indicate that Islamic branding can be
crucial in distinguishing Islamic banks from conventional
financial institutions. A strong branding strategy has the
potential to enhance public trust and expand the customer base
[19].

Furthermore, previous research emphasizes that a strong
Islamic branding approach can assist banks in attracting
investors and strategic partners committed to Islamic
principles [20]. Subsequently, previous research provides
practical guidelines on strategies banks can apply to develop
and enhance Islamic branding [21]. These strategies focus on
public education and awareness, collaboration with Islamic
organizations, and leveraging technology to improve
transparency. In addition, several studies emphasize the
importance of maintaining consistent communication and
implementing Sharia principles across all aspects of the bank’s
operations to strengthen its branding efforts [22].

This research explores Islamic branding strategies that can
be applied to Islamic banks in various global contexts. The
study aims to gain insights from theoretical frameworks and
practical case studies, thus offering a holistic perspective on
the challenges and opportunities in this field. Additionally, this
research will incorporate feedback and perspectives from
industry experts and practitioners to ensure diverse and
applicable approaches.

Previous studies were more focused on discussing the
theories and basic concepts of Islamic branding, but they were
less exploratory in examining its practical implementation in
Islamic banks. Limitations hindered some earlier research in
gathering the necessary empirical data to measure the
effectiveness of Islamic branding in Islamic banking [23].
Furthermore, previous studies did not emphasize explaining
how Islamic branding can serve as a tool for achieving
sustainable development goals within Islamic banking [24].

Therefore, current and relevant research is required to
address the present circumstances. In the era of globalization
and economic complexity, there is an urgent requirement for
novel research that accommodates changes in the business
environment and meets the needs of society. The public’s
increasing interest in Islamic banking underscores the
significance of in-depth analysis to fully utilize the potential
of Islamic branding in supporting the growth of the Islamic
finance sector [25]. In facing the challenges of sustainable
development, concrete strategies that Islamic banks can adopt
through the development of Islamic branding are needed [26].

This research’s social and practical relevance is emphasized
by the increasing importance of Islamic finance in the global
financial ecosystem. Sharia-compliant banking institutions
play a crucial role in the international financial system,
embodying an ethical and inclusive financial approach [27].
By enhancing the understanding of academics and
practitioners regarding Islamic branding strategies, this
research can significantly contribute to these institutions’
sustainability and growth.

This study makes a groundbreaking contribution to the field
of Islamic finance by merging the principles of Sharia with
contemporary branding strategies. This synthesis creates a
new framework that effectively allows Islamic banks to
communicate their values and offerings to a diverse clientele
[28]. Furthermore, this research has the potential to develop
innovative branding techniques tailored explicitly to Islamic
finance’s unique cultural and ethical considerations.

Given the recent global shift towards sustainable and ethical
finance, the choice to research sustainable development and



Islamic branding is highly pertinent. The ESG criteria
(Environmental, Social, and Governance) are a crucial
benchmark for financial institutions, aligning seamlessly with
the fundamental principles of Islamic finance [29]. This
research endeavours to position Islamic branding as a strategic
tool for Islamic banks to thrive in the ever-evolving financial
landscape.

In summary, this research tackles the urgent requirement for
a holistic framework promoting sustainable development
within Islamic banks by strategically implementing Islamic
branding. By identifying challenges, delineating optimal
practices, and crafting a customized branding strategy, this
study aims to substantially influence Islamic financial
institutions” growth and societal acceptance. With its
innovative approach, this research strives to connect Islamic
finance with contemporary branding practices and contribute
meaningfully to the broader conversation surrounding ethical
and sustainable finance. As a result, the problems addressed in
this article are as follows:
RQ1: How can Islamic branding be developed in Islamic
banks to attain sustainable development?
RQ2: What challenges do Islamic banks face in establishing
their brand?
RQ3: Why is Islamic branding significant for Islamic banks?
RQ4: What strategies can be employed to create Islamic
branding for Islamic banks?

2. LITERATURE REVIEW
2.1 The sustainable development concept for business

Sustainable development is a comprehensive approach to
fostering the progress of society, the economy, and the natural
environment through the harmonious balance of economic
growth, social justice, and environmental protection [30]. This
overarching concept also applies within the business realm,
which seeks to generate enduring value for the company,
society, and the environment. As a guiding principle,
Sustainable Development aids businesses in incorporating
economic, social, and environmental considerations into their
operations and decision-making processes [31]. By adhering
to these principles, businesses can actively contribute to the
overarching objective of sustainable development, striving to
achieve sustainable economic growth while avoiding practices
that could harm the environment or society [32].

Such initiatives may involve investments in green
technologies, implementing more efficient supply chain
management, and creating decent job opportunities.
Businesses are encouraged to innovate new products, services,
and technologies that align with the principles of sustainable
development [33]. It involves adopting practices that benefit
the community, environment, employees, and other relevant
stakeholders, showcasing a broader commitment to
accountability beyond mere financial gains [34]. Sustainable
businesses seamlessly integrate social responsibility into their
core values, actively prioritizing the well-being of the
community, including employees, local communities, and the
environment, alongside their financial objectives [35]. Islamic
banks embed sustainability practices and social responsibility
into their operations to align with ethical, social, and
environmental considerations [36]. Consequently, Islamic
banks are pivotal in advancing broader sustainability and
social responsibility objectives, ultimately fostering a more
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balanced and inclusive approach to finance and economic
development [37].

2.2 Islamic branding concept

Branding is the creation of a distinctive and easily
recognizable identity for a product, service, or organization.
Creating branding involves shaping how customers perceive
and connect with the brand, influencing their thoughts and
feelings towards it [38]. This identity sets the brand apart from
competitors and helps build trust and customer loyalty. It
entails crafting cohesive messages, visual elements, and an
overall experience to leave a lasting impression on consumers
[39]. Islamic branding, also known as Muslim branding, is a
unique approach to the branding process that aligns with the
principles and values of Islam. It ensures that offerings meet
Muslim consumers’ specific needs and preferences while
respecting their culture and religion [40]. The portrayal of
Islamic brands involves carefully considering factors such as
halal certification, modesty in advertising, and alignment with
Islamic values, making it a crucial strategy for businesses
targeting the Muslim market [41].

By adhering to the principles of Islam, companies can
cultivate a positive brand image among Muslim customers,
demonstrating a commitment to shared values, which
ultimately leads to increased brand loyalty and affinity [42].
To implement Islamic branding effectively, companies must
steer clear of the perception of exploiting religious beliefs for
commercial gain, and this entails the company’s engagement
with Islamic values being genuine rather than mere marketing
tactics [43]. Avoiding shallow Islamic branding without
sincere dedication to upholding Islamic principles is crucial in
maintaining respect for the Muslim community [44]. It means
a brand should not merely use Islamic symbols or references
for marketing purposes but demonstrate genuine dedication
[45].

2.3 Previous study

Several studies have explored the field of Islamic branding,
specifically focusing on its influence on customer satisfaction
and loyalty in banks [46]. This research suggests that Islamic
branding has a favourable and notable impact on customer
loyalty, mediated through the satisfaction of Islamic bank
customers. Moreover, empirical findings explore the factors
leading to and outcomes of brand image in Islamic banks. The
study identifies three categories of brand image antecedents:
functional, emotional, and spiritual attributes.

Several previous studies have also identified crucial aspects
of Islamic branding among Muslims and determined which
aspects of Islamic brands motivate consumers to purchase
those products. Research findings reveal that the motivating
factors for Muslims to buy Islamic brands are primarily based
on the brand’s origin, followed by customer-centric and
compliance-oriented brands [47]. Then, a study found that
product quality, Islamic physical attributes, and Islamic beliefs
significantly influence brand image and consumer satisfaction.
This finding emphasizes that product quality, Islamic physical
characteristics, and Islamic beliefs play crucial roles in
shaping brand image, ultimately leading to the satisfaction of
Muslim consumers regarding Islamic travel packages [48].

Research to understand the influence of electronic word-of-
mouth (e-WoM) behaviour on social media among Muslims in
shaping the halal brand image and its impact on purchase



intention has been conducted by researchers in the past. It was
found that altruism and moral obligation within the Muslim
community positively influence e-WoM behaviour [49]. A
past study examined the relationship between the brand image
and the intention to revisit a halal restaurant. It was confirmed
that the halal restaurant brand image positively impacts
customers’ intention to review [50].

However, contrasting findings suggest that implementing
Islamic branding may face challenges related to cultural
nuances and varying interpretations of Sharia principles [51].
These challenges can result in inconsistencies in portraying a
unified Islamic identity, potentially undermining the
effectiveness of branding efforts [52]. Additionally, the
literature reveals divergent opinions on the significance of
incorporating environmental and social responsibility in
Islamic branding. Some researchers argue that integrating
these aspects is crucial for aligning with the broader principles
of sustainable development. In contrast, others contend that
emphasizing environmental and social responsibility may
divert attention from the core financial services of Islamic
banks, potentially hindering their competitiveness [53].

Research with a Systematic Literature Review (SLR) will
provide valuable insights into the impact of Islamic branding
on sustainable development and consumer behavior.
Considering the findings from previous research on challenges
in implementing Islamic branding and differing opinions on
environmental and social responsibility, it becomes evident
that a more careful and systematic approach is needed to
review the existing literature. A Systematic Literature Review
using the PRISMA model is required to synthesize diverse
findings, evaluate the methodological accuracy of each study,
and identify gaps or inconsistencies in the current body of
knowledge. This systematic approach ensures a
comprehensive and unbiased analysis, contributing to a more
robust understanding of the dynamics and complexity
surrounding Islamic branding. Unlike the research methods
employed by previous researchers, the common thread in this
study is the need for a more comprehensive discussion and
transparency regarding the research methodology used.

While existing research has contributed valuable insights
into understanding Islamic branding, a Systematic Literature
Review using the PRISMA model is crucial to consolidate
findings, critically evaluate methodologies, and guide future
research directions in this evolving field. These studies employ
varied research methodologies regarding the differing
methods used by these researchers. Although they share a
common focus on Islamic branding, each study adopts a
different approach to data collection, sampling methods, and
analytical techniques. Some studies may use qualitative
methods like interviews or content analysis to explore
consumer or stakeholder perceptions and attitudes. Others may
use quantitative methods like surveys or experiments to gather
numerical data and test hypotheses.

In conclusion, the proposed systematic literature review
addresses this variation by providing a comprehensive and
structured analysis of various studies. It involves synthesizing
diverse findings, evaluating the methodological accuracy of
each study, and identifying potential gaps or inconsistencies in
the current knowledge base. SLR facilitates a more integrated
understanding of the research landscape, contributing to a
stronger foundation for future studies in Islamic branding.
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3. RESEARCH METHOD

This Systematic Literature Review (SLR) research employs
the PRISMA model as its primary method. A systematic
literature review is a research method used to identify,
evaluate, and synthesize all relevant empirical evidence from
various sources to address specific research questions [54].
This method has gained significant popularity in academic
research due to its systematic, objective, and comprehensive
approach to gathering and processing information from
existing literature. The main objective of an SLR is to provide
a comprehensive overview of a particular topic based on
existing empirical evidence. The stages in the Systematic
Literature Review process include identification, screening,
and eligibility assessment of previous research articles [55]. In
this study, the authors will analyze previous literature
regarding the steps in developing Islamic branding for Islamic
banks with the aim of sustainable development, the importance
of Islamic branding for banks, challenges in Islamic branding,
and strategies for creating Islamic branding. The researchers
review articles published from 2018 to 2023.

3.1 Identification stage

In a Systematic Literature Review (SLR) context, the
identification stage is the initial phase where researchers
search for relevant previous studies to be included in the
literature review. This stage ensures that all prior research on
the investigated topic can be incorporated into further analysis.
The search database includes Scopus, Web of Science, and
Google Scholar. Harzing’s Publish or Perish is the tool
employed for article searches.

The selection of these three academic databases is a
strategic decision aimed at enhancing the comprehensiveness
and reliability of the literature review. Scopus and Web of
Science were chosen for their reputation for hosting high-
quality, peer-reviewed academic content, ensuring the review
is grounded in credible sources. These databases’
comprehensive indexing systems further facilitate a systematic
and thorough exploration of articles related to Islamic
branding and sustainable development. Complementing these
reputable databases, Google Scholar is included to capture a
broader spectrum of scholarly materials, going beyond
traditional journal articles to encompass theses, conference
papers, and various sources. Google Scholar is a
supplementary tool that ensures the inclusivity necessary for a
well-rounded understanding of the research landscape.

Harzing’s Publish or Perish is an efficient article search tool
that seamlessly enables researchers to conduct cross-database
searches. This tool simplifies the identification of relevant
articles across various academic databases, encouraging more
in-depth searches and mitigating limitations associated with
relying on a single database. Researchers use this tool to
expand their network and ensure comprehensive scholarly
works are considered. The collective use of three academic
databases simultaneously, with Harzing’s Publish or Perish
tool, forms a comprehensive strategy to ensure that the
literature review is conducted meticulously and covers all
aspects. The diverse strengths of each component contribute
to a holistic understanding of Islamic banking branding and
sustainable development, enriching the scholarly foundation
of this research.



3.2 Screening stage

The second stage in the Systematic Literature Review with
the PRISMA model is the screening stage, which is a crucial
process in conducting a systematic literature review as it
requires an examination of articles relevant to the research
question. The purpose of this stage is to identify and select
articles or sources that are pertinent to the research topic.
Therefore, during the screening stage, researchers must be
cautious and meticulous in obtaining reliable insights from
previous studies [56].

3.3 Eligibility stage

The eligibility step in SLR is determining whether an article
meets the inclusion criteria in the current literature research.
The eligibility process in the SLR aims to ensure that only
quality articles are included in the analysis; this seeks to
achieve high reliability and validity in synthesizing the
literature.

4. RESULTS AND DISCUSSION
4.1 Identification

In the initial stage, the researcher utilized keywords and
synonyms extracted from previous literature to ensure
information regarding the development of Islamic branding in
Islamic banks for sustainable development. This process
encompassed understanding the significance of Islamic
branding, the challenges faced in Islamic bank branding, and
strategies for establishing Islamic branding. The search results
were recorded in Table 1, with ten articles retrieved from
Scopus, seven from the WoS database, and 471 from Google
Scholar, resulting in 488 articles identified.

Table 1. The articles found in the database

Database Found Articles
Scopus 10
Web of Science 7
Google Scholar 471
Total 488

4.2 Screening

Table 2. Exception articles

Avrticle Type Exception
Duplicate records 6
Conference proceedings, review 67

articles, books, and book chapters

Table 2 presents the investigation results identifying six
duplicate articles, thus bringing the total down to 482 (488-6).
Additionally, there are 67 articles categorized under
conference proceedings and others. Consequently, 415 articles
are scheduled for review in the next stage (482-67).

4.3 Eligibility stage
The primary step in this research process is identifying

articles that suit the research questions and ensuring that the
articles reviewed meet the criteria the researcher desires to be

641

suitable for use as sources in the literature review [57].
Previous articles were evaluated to address the research
questions, and it was determined whether these articles
focused on the following topics: RQ1: How can Islamic
branding be developed in Islamic banks to achieve sustainable
development? RQ2: What challenges do Islamic banks face in
building their brand? RQ3: Why is Islamic branding important
for Islamic banks? and RQ4: What strategies can be applied to
create an Islamic brand? From the eligibility process, 332
articles focused on other aspects outside the research
questions. The research flow depicted in Figure 1, following
the PRISMA model, illustrates the research process consisting
of identification, screening, and eligibility determination,
resulting in a total of 83 articles that can be included in the
final stage of the study (415 - 332).

Records are identified Records are identified Records are identified
through database through database through database
IDENTIFICATION searching (Scopus) searching (Web of Science) || searching (Google Scholar)
(n=10) =7 (n=471)
Duplicate records are
(n=6) Records are excluded due to
conference proceedings, review
SCREENING 1 articles, books and book
chapters
Records are screened (n=67)
(n=482)
Full-text articles are
assessed for eligibility
ELIGIBILITY (n=415) .
The complete text is excluded
because the article does not
focus on the research question
(n=332)
Studies are included in
the qualitative synthesis
(n=83)
INCLUDED

Figure 1. The research flows

After completing the eligibility criteria, the systematic
literature review using the PRISMA model approach reveals
how lIslamic branding can be developed in Islamic banks to
achieve sustainable development. It explores the challenges
Islamic banks face in building their brand, elucidates the
significance of Islamic branding for these banks, and outlines
the strategies that can be employed to establish an Islamic
brand. The explanation is as follows:

4.3.1 Developing Islamic branding for Islamic banks with the
goal of sustainable development

Developing Islamic branding in Islamic banks to achieve
sustainable development requires a comprehensive strategy
[20]. First, the management aligns the operational activities of
Islamic banks with Islamic principles and values [23]. These
activities encompass ensuring that all bank products and
services comply with Sharia law, abstain from interest-based
transactions, and adhere to ethical investment guidelines [58].
In addition, such initiatives must establish financial
transparency, ultimately bolstering public trust in Islamic
banks [59]. The conclusion is that the managers of Islamic
banks must guarantee that all operational activities align with
Islam’s principles and values, including compliance with
Sharia law, avoiding interest-based transactions, and adhering
to ethical investment guidelines.

Secondly, effective communication is essential in building
a solid Islamic brand [43]. Banks must clearly articulate their



commitment to Islamic values through marketing campaigns,
website content, and customer interactions [60]. It educates
customers about the bank’s ethos and fosters a sense of
belonging and trust among customers [61]. Furthermore,
providing educational materials on Islamic finance can
empower customers to make informed decisions that align
with their beliefs [62]. The conclusion is that clear and
effective communication of Islamic values through marketing
efforts, website content, and customer interactions is crucial in
building a strong Islamic brand, as it aims to educate
customers about the bank’s ethos and foster their trust.

Moreover, partnerships and collaborations with Islamic
scholars and institutions can significantly bolster the
credibility of an Islamic bank [63]. The bank can demonstrate
its commitment to upholding Islamic principles by seeking
guidance and endorsements from reputable religious
authorities [64]. These partnerships can also lead to the
development of innovative financial products that cater
specifically to the needs and preferences of the Islamic market
[65, 66]. In conclusion, building partnerships and
collaborations with Islamic scholars and institutions enhance
Islamic banks’ credibility. It demonstrates Islamic bank
managers’ dedication to upholding Islamic principles,
ultimately fostering the development of innovative financial
products designed to cater to Muslim customers’ needs.

In addition, incorporating philanthropy and social
responsibility into the bank’s operations is crucial for
sustainable development [67]. Establishing zakat and sadagah
programs and investing in community development projects
fulfill religious obligations and foster a positive image of the
bank in the broader community [68]. Demonstrating a genuine
concern for the welfare of society further solidifies the Islamic
bank’s commitment to ethical and sustainable practices [69].
It can be concluded that philanthropy, social responsibility,
zakat, sadagah programs, and investment in community
development projects are essential for sustainable
development because Islamic banks can fulfill religious
obligations, foster a positive image, and strengthen their
commitment to ethical and sustainable practices.

Furthermore, technological innovation plays a vital role in
advancing Islamic branding. Islamic banks should leverage
digital platforms to enhance accessibility and convenience for
their customers [70]. It includes offering Sharia-compliant
online banking services and developing user-friendly mobile
applications for seamless transactions [71]. Embracing fintech
solutions can also lead to the creation of cutting-edge Islamic
financial products [72]. The conclusion is that technological
innovation plays a crucial role in advancing Islamic branding.
It encourages Islamic banks to leverage digital platforms to
enhance  customer  accessibility and  convenience,
encompassing services like online banking and mobile
applications.

Additionally, continuous training and development for staff
members are essential [73]. Ensuring employees have a deep
understanding of Islamic finance principles enables them to
serve customers effectively and with integrity [24]. It includes
regular workshops, seminars on Islamic finance, and ongoing
professional development opportunities [74]. The conclusion
is that ongoing training and development for staff members are
essential to ensure that employees possess a profound
understanding of Sharia finance principles, enabling them to
serve customers effectively and with integrity.

Furthermore, conducting regular audits and assessments is
crucial to maintain compliance with Islamic principles and

642

ensure transparency [64]. Implementing robust monitoring
mechanisms and appointing Sharia compliance officers can
help promptly identify and rectify deviations from ethical
standards [75]. It safeguards the bank’s reputation and
reinforces customer trust [10]. It can be concluded that audits,
regular assessments, and the implementation of monitoring
mechanisms are essential for maintaining compliance with
Islamic principles. Ensuring transparency and correcting
deviations from ethical standards will uphold the reputation of
Islamic banks and enhance customer trust.

Moreover, managers of Islamic banks should actively solicit
feedback from customers, who can offer valuable insights for
system enhancements [40]. The system was established as a
platform for customers to express their opinions regarding the
bank’s dedication to ongoing improvement [76]. Feedback
from customer input can enhance existing products and new
offerings that align with Muslim customers’ preferences [77].
The conclusion is that Islamic bank managers must proactively
seek customer feedback to improve the system. This feedback
serves as a continuous improvement tool aimed at refining
existing products and introducing new ones that align with the
preferences of Muslim customers.

In conclusion, developing Islamic branding in Islamic banks
for sustainable development requires a multifaceted approach.

Aligning operations with Islamic principles, effective
communication,  strategic  partnerships,  philanthropy,
technological innovation, staff training, compliance

monitoring, and customer feedback all play integral roles in
building a solid and sustainable Islamic brand. By prioritizing
these aspects, Islamic banks can thrive in the competitive
financial industry and contribute positively to the broader
community and economy.

4.3.2 Challenges in Islamic Bank branding

Establishing an Islamic brand poses several challenges for
Islamic banks. Firstly, one major hurdle is aligning their
operations strictly with Sharia principles [78]. It requires
meticulous adherence to Islamic finance principles governing
all banking activities [79]. From investment decisions to
profit-sharing arrangements, the bank must comply with
Sharia law [80]. Achieving this level of consistency can be
demanding, as it necessitates a thorough understanding of
Islamic financial concepts [81].

Secondly, Islamic banks face the challenge of educating the
public about their unique financial offerings [82]. Unlike
conventional banks, Islamic banks operate on profit-and-loss
sharing models and abstain from interest-based transactions
[83]. Communicating these differences effectively to potential
customers is crucial for building trust and attracting a customer
base that values Islamic finance principles [84]. In conclusion,
Islamic banks must effectively communicate profit-sharing
models and avoid interest-based transactions to educate the
public, build trust, and attract a customer base aligned with
Islamic financial principles.

Many Muslim scholars and intellectuals also believe
Islamic banks share similarities to conventional ones [85].
This perception may arise from the resemblance in their
operational procedures, which is apparent from an external
standpoint. However, fundamentally, Islamic bank’s function
based on distinct Sharia principles. Hence, although Islamic
and conventional banks exhibit external similarities, the
fundamental principles they uphold differ significantly [86].
Islamic banks aim to establish a financial system that aligns
more closely with Islamic values, emphasizing sustainability



and avoiding usury practices.

Apart from that, compliance with financial regulations in a
country is also another critical issue. In some countries, legal
and regulatory systems may not be aligned with Sharia
principles [87]. As a result, Islamic banks must adapt to
financial regulations that may not suit their business model
[88]. Islamic bank managers must continue to ensure that their
operations meet these standards while complying with Sharia
principles, which require a delicate balance [89]. It includes
developing innovative financial products and services that
comply with both regulations.

In addition, to establish a distinctive Islamic brand, it is
essential to undertake marketing efforts and activities that
effectively engage with the community [43]. Islamic banks
must formulate marketing strategies that align with their target
markets, emphasizing their dedication to ethical and socially
responsible banking practices [40]. Subsequently, the Islamic
bank executed a campaign that spotlighted its adherence to
Islamic values and societal contributions [90]. In conclusion,
managers of Islamic banks must implement marketing
strategies tailored to their target market, underscoring their
commitment to ethical and socially responsible banking
practices.

Another challenge stems from the need for a robust
infrastructure that supports Islamic banking operations, and it
encompasses building a comprehensive Sharia-compliant
auditing, risk management, and governance system [91]. It
also involves developing skilled personnel well-versed in
Islamic finance principles, from frontline staff to top-level
management [92]. In addition, Islamic banks face the
challenge of building a diverse portfolio of Sharia-compliant
investment opportunities [93]. A deep understanding of
various industries and sectors that align with Islamic finance
principles is required.

Lastly, maintaining competitive rates of return can be a
challenge for Islamic banks [94]. While complying with Sharia
principles, bank managers must also guarantee that their
financial products remain competitive [95]. Striking this
balance requires innovative approaches to investment and
profit-sharing arrangements [96]. Furthermore, global
economic fluctuations also present a challenge for Islamic
banks. Islamic bank manager must be agile in responding to
changing market conditions while upholding their
commitment to ethical financial practices [97]. It requires a
proactive approach to risk management and a Kkeen
understanding of global economic trends [95].

4.3.3 The importance of Islamic branding for Islamic banks

Islamic branding plays a crucial role in the success and
credibility of Islamic banks [98]. Firstly, it establishes a
distinct identity for these financial institutions within the
global market [99]. Through specific symbols, logos, and
communication strategies, Islamic banks convey their
adherence to Sharia-compliant principles, setting them apart
from conventional banks [62]. Clear differentiation is essential
as it enables customers, particularly those seeking financial
services in line with their religious beliefs, to quickly identify
and choose Islamic banks [28].

Secondly, Islamic branding reinforces trust and confidence
among the bank’s clientele [100]. Prominently featuring
Islamic values and ethics in their branding efforts, these banks
signal their commitment to ethical and responsible financial
practices [67]. This assurance resonates strongly with
customers prioritizing transparency, fairness, and compliance
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with Islamic principles when managing their finances [101].
It, in turn, fosters long-lasting relationships and enhances
customer loyalty, crucial components for any thriving banking
institution [102].

Furthermore, a robust Islamic brand can draw in customers
from both domestic and international markets [103]. It is a
distinctive indicator for individuals searching for banking
services that resonate with their religious principles and ethos
[104]. A well-executed branding initiative can potentially
engage prospective clients across diverse geographical areas,
bolstering the growth and extending the reach of the Islamic
bank beyond its primary target demographic [13]. Its expanded
outreach augments the bank’s financial performance and
supports economic progress in regions with a substantial
Muslim populace [105].

Moreover, Islamic branding is integral in educating the
public about the principles and benefits of Islamic finance
[16]. Through clear and consistent messaging, Islamic banks
can demystify the concept of Sharia-compliant banking,
making it more accessible and understandable for a wider
audience [62]. This educational aspect of branding contributes
to the overall development of Islamic finance, promoting
financial literacy and enabling individuals to make informed
decisions about their banking choices [106].

A well-crafted Islamic brand also shields against negative
perceptions or misconceptions regarding Islamic finance
[107]. It provides a platform for Islamic banks to proactively
address potential customers’ concerns or doubts regarding the
compatibility of Islamic banking practices with modern
financial requirements [19]. This proactive approach
safeguards the reputation of Islamic banks and contributes to
the broader acceptance and integration of Islamic finance into
the global financial system [52].

In summary, Islamic branding plays a pivotal role in
ensuring the success and legitimacy of Islamic banks. It
establishes a distinct global market identity through symbols,
logos, and communication strategies that effectively convey
compliance to Sharia-compliant principles. Furthermore, it
enhances trust and confidence by prominently featuring
Islamic values, resonating with individuals prioritizing ethical
financial practices, and fostering enduring customer
relationships. Additionally, a robust Islamic brand attracts a
diverse clientele, expanding the bank’s reach and supporting
economic progress in Muslim-majority regions. Ultimately,
this safeguards the reputation of Islamic banks and facilitates
their seamless integration into the global financial system.

4.3.4 Strategy to create Islamic branding for Islamic banks

A thoughtful approach involving various strategies is
essential to create a distinctive Islamic branding for Islamic
banks. Firstly, emphasizing Sharia compliance is crucial,
ensuring that all financial products and services strictly adhere
to Islamic principles [21]. It builds trust within the Muslim
community and sets the bank apart from conventional
institutions [49]. By prioritizing Sharia compliance, the bank
establishes a vital foundation based on adherence to Islamic
principles, further distinguishing itself from traditional
financial institutions [108].

Secondly, effective communication is pivotal as the bank
must articulate its dedication to Islamic principles through
lucid and transparent messaging across all marketing materials
[109]. This approach underscores its commitment to particular
financial protocols, including abstaining from interest-based
transactions and removing investments in prohibited industries



[110]. Therefore, the bank’s ability to convey its allegiance to
Islamic values and emphasize its adherence to specific
financial practices, such as avoiding interest-based
transactions and investments in prohibited industries, hinges
on achieving effective communication through clear and
transparent messaging in all marketing materials [25].

Moreover, fostering community engagement plays a
significant role in establishing Islamic branding [43]. Banks
can organize events, seminars, and workshops on Islamic
finance, creating a platform for education and discussion [37].
It demonstrates the bank’s dedication to the community and
helps establish a loyal customer base [111]. In conclusion, by
cultivating community involvement through hosting events,
seminars, and workshops on Islamic finance, the Islamic bank
is constructing its Islamic branding, showing dedication to the
community, and nurturing a loyal customer base.

Furthermore, incorporating Islamic aesthetics into branding
elements such as logos, colour schemes, and interior design
can visually represent the identity of an Islamic bank [112].
These visual cues serve as a reminder of the institution’s
values and principles [113]. By integrating Islamic aesthetics
into branding elements like logos, colour schemes, and interior
design, this bank effectively showcases its Islamic identity,
continuously reinforcing the core values and principles of
Islamic banking [114].

The managers of Islamic banks can provide innovative and
Sharia-compliant financial products, distinguishing them from
their competitors [115]. The development of unique and
innovative services tailored to meet the needs of the Muslim
community reflects the bank’s dedication to sustainable
Islamic finance development [25]. This Islamic bank’s unique
financial services and products should be user-friendly and
easily accessible to the public [116]. Offering easily accessible
and user-friendly banking services will significantly enhance
Islamic banks’ value and volume of financial transactions
[117].

In addition, partnering with prominent Islamic scholars and
organizations can enhance the bank’s credibility and bolster
the authenticity of its Islamic branding [118]. Pursuing
endorsement or certification from a reputable authority within
Islamic finance provides customers with assurance regarding
the bank’s adherence to Sharia principles [119]. In conclusion,
the collaboration with Islamic scholars and organizations
significantly elevates the credibility of the Islamic branding
for Islamic banks. These financial institutions can actively
seek backing or certification from established authorities
within a given jurisdiction, thereby solidifying customer
confidence in the bank’s commitment to Sharia principles and
fostering sustainable development within the financial
institution [65, 120].

Finally, maintaining a robust online-based service and
utilizing effective digital marketing strategies is imperative in
today’s interconnected world [121]. Engaging with target
markets through social media platforms, blogs, and interactive
websites enables banks to reach a broader audience and
effectively communicate the values of Islamic finance [122].
In this scenario, Islamic banks also offer a platform for
continuous dialogue and feedback, thus fortifying the positive
relationships between banks and customers [123]. The
conclusion is that transitioning services online enables banks
to engage the wider community, providing a platform to
convey the principles of Islamic finance and fostering ongoing
dialogue and feedback for enhanced customer relationships.

Practical and effective strategies for establishing impactful
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Islamic branding for Islamic banks arise from various findings.
A key strategy involves emphasizing Sharia compliance and
ensuring strict adherence to Islamic principles in all financial
products and services. It builds trust within the Muslim
community and sets the bank apart from conventional
institutions. Clear and transparent communication is crucial,
requiring consistent messaging across all marketing materials
to express the bank’s dedication to Islamic principles and
specific financial protocols.

Community engagement is a significant aspect, with
recommendations to organize events, seminars, and
workshops on Islamic finance. It educates the community and
showcases the bank’s commitment, fostering a loyal customer
base. Integrating Islamic aesthetics into branding elements,
such as logos and interior design, visually represents the
Islamic bank’s identity and constantly reminds it of its values.
Offering innovative, Sharia-compliant financial products that
are user-friendly and easily accessible helps distinguish the
bank from competitors, thereby enhancing the value and
volume of financial transactions.

Collaboration with Islamic scholars and organizations is
identified as a means to enhance credibility and authenticity.
Seeking endorsement or certification from reputable
authorities within Islamic finance provides customers with
assurance regarding the bank’s commitment to Sharia
principles. Finally, maintaining a robust online presence and
employing effective digital marketing strategies are essential.
Engaging with target markets through social media platforms,
blogs, and interactive websites facilitates broader outreach and
effective communication of Islamic finance values, fostering
positive relationships between banks and customers. In
conclusion, the holistic implementation of these strategies is
vital for Islamic banks, contributing to developing a solid and
sustainable Islamic branding while reinforcing their
commitment to Sharia principles.

The sustainable development of Islamic banks by creating
Islamic branding has several theoretical and managerial
implications. Islamic banking operates based on the principles
of Islamic law, which emphasize ethical and moral
considerations in financial transactions. Establishing strong
Islamic branding for these banks involves addressing
challenges, acknowledging the significance of these
challenges, and implementing effective strategies.

Theoretically, this research contributes to the theory and
knowledge that Islamic banking is founded on ethical
principles, prohibiting interest and promoting risk-sharing and
social justice. Developing Islamic branding reinforces the
moral foundation and emphasizes alignment with Islamic
values in financial practices. Building an Islamic brand
requires strict adherence to Sharia principles, and this
compliance can lead to greater transparency and
accountability, which are crucial in attracting customers
seeking ethically sound financial solutions. Branding an
Islamic image assists Islamic banks in projecting a clear
religious identity, which can appeal to customers prioritizing
faith-based values in their financial choices and foster
customer loyalty.

Managerially, this research contributes to the notion that
Islamic branding enhances the trust and credibility of Islamic
banks among Muslims and non-Muslims. It is particularly
crucial in an industry frequently afflicted by scandals and a
lack of transparency. Through effective branding, Islamic
banking can reach out to segments of the population that
harbor ethical reservations about conventional banking



practices. It facilitates financial inclusion by providing options
to individuals previously excluded from the banking system.
Islamic banks are anticipated to play a role in promoting social
welfare and philanthropy. An Islamic branding strategy can
underscore a bank’s dedication to social responsibility and
ethical investment, attracting socially conscious customers.
The study implies the importance of regulatory frameworks
recognizing and reinforcing the ethical foundation of Islamic
banking through adherence to Sharia principles. Policymakers
should promote the implementation of Islamic branding
standards across the entire industry, aiming to establish honest
and transparent practices for bank management. Crucially,
consumer education is needed to raise awareness of Islamic
banking’s ethical principles. Policymakers can encourage
socially responsible practices by providing recognition and
financial incentives to Islamic banks involved in philanthropy
and ethical investments. Supporting financial inclusion and
industry collaboration is vital for extending banking services
to marginalized populations. Establishing effective monitoring
mechanisms is also advised to ensure ongoing compliance
with Sharia principles and ethical standards. Governments
should actively endorse ethical finance, acknowledging the
societal benefits of Islamic banking’s commitment to ethical
practices and social responsibility and positioning it as a
valuable contributor to the broader financial landscape.

5. CONCLUSION

This literature study delves into the development of Islamic
branding for Islamic banks, with the fundamental purpose of
achieving sustainable growth. The article underscores the
importance of Islamic branding, delineates the existing
challenges, and elucidates strategies for building a robust
Islamic brand. This research employs the Systematic
Literature Review methodology using the PRISMA model.
The dataset comprises articles published between 2018 and
2023. In total, 83 articles have been meticulously reviewed, all
directly addressing the research questions. Through this
comprehensive review, researchers unearthed crucial insights
regarding the development of Islamic branding in Islamic
banking, with a steadfast focus on sustainable development
[20, 61, 66, 67].

Furthermore, this research highlights substantial challenges
in branding Islamic banks [78, 83, 95]. It, therefore, underlines
the crucial role of Islamic branding in the overall success of
financial institutions [13, 16, 98]. Finally, this article outlines
essential strategies for creating an appealing Islamic brand in
Islamic banking [37, 64, 111].

The findings of this research can be implemented in the
broader financial industry and non-Islamic markets. For
instance, the identified strategies for creating an appealing
Islamic brand, such as emphasizing ethical principles and
community engagement, can be adopted by conventional
banks aiming to enhance their public image and attract a
broader customer base [124]. Furthermore, the research’s
emphasis on the crucial role of Islamic branding in the success
of financial institutions raises questions about whether similar
branding principles can be applied in diverse cultural and
economic contexts [125]. Concrete examples could include
analyzing how non-Islamic financial institutions prioritizing
ethics have successfully implemented branding strategies
inspired by Islamic principles [11]. It might involve examining
case studies or industry reports that showcase instances where
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banks, regardless of their religious orientation, have

incorporated ethical considerations into their branding to

resonate with socially conscious consumers.

The limitations of this research are twofold. Firstly, the
available literature is restricted due to the specificity or limited
prior exploration of the research topic. Secondly, as the
research pertains to Islamic branding, a relatively nascent and
evolving field, no comprehensive literature exists. Therefore,
future researchers can study the following topics for their
future research:

1. Evaluation of the social and economic impact of Islamic
brand development: This research aims to investigate the
contribution of Islamic banks in advancing sustainable
development goals from both economic and social
perspectives.

2. The influence of Islamic brands on customer loyalty: This
study seeks to understand how Islamic branding affects
customer loyalty and trust towards Islamic banks.

3. The importance of education and public awareness: This
research investigates how education and public awareness
about Islamic finance can influence the acceptance of
Islamic brands.

4. Financial performance and long-term sustainability
assessment: This study aims to measure the financial
performance and long-term sustainability of Islamic banks
that have successfully established a strong Islamic brand.

5. The impact of regulations and policies on the development
of Islamic brands: This research focuses on studying the
influence of guidelines and restrictions on the ability of
banks to build and maintain Islamic brands.
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