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Abstract

From an Islamic perspective, marketing is also important. The purpose of this study is
to provide information, understanding, and motivation to implement marketing from an
Islamic perspective. Exploring Islamic marketing innovation through qualitative research articles
and studying the details of the literature and issues related to marketing from an Islamic
perspective. Creating a comparison of the contents of the article is important for teaching
halal business operators. In addition, to understand the Islamic market, Muslim consumers are
an opportunity to generate income, expand their business in a better direction, and use the

knowledge in the content to create a plan to make a difference in the operation.
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