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Abstract

The present study aims to examine the teachings of Islamic
professional ethics in the field of marketing and sales strategies and
their impact on consumer mental health and sustainable business
practices. To gain a precise understanding of Islamic ethical teachings
related to marketing strategies and sales tactics, this research
employed the systematic qualitative MOOSE method along with a
review of existing literature in the field. Initially, 868 articles were
identified, and following primary and secondary screenings based on
predefined criteria, thirteen articles were ultimately selected for in-
depth analysis. The findings revealed 49 key recommendations
derived from Islamic teachings on professional ethics in marketing
and sales, which were categorized under six overarching themes:
product quality, purchasing ethics, ethics in buyer interaction, sales
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ethics, business ethics, and ethics of protecting buyer rights. The
results indicate that Islamic professional ethics in marketing and sales
exert a positive influence on both consumer mental health and
sustainable business outcomes. Given the significance and necessity
of these ethical principles, their promotion appears to be essential.
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