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 Retailing services today are getting a more 
competitive market contributing to the economy. The 
number of establishments for the wholesale and retail 
trade sector in Malaysia for 2018 is 469,024 compared 
to 370,725 establishments in 2013, with a yearly growth 
of 4.8 percent [1]. Consequently, the importance of 
selling services in retail has attracted attention, 
particularly in marketing. Islamic marketing can be 
described as the method and strategy (Hikmah) of 
satisfying needs through Halal (Tayyibat) goods and 
services with the mutual consent and welfare (Falah) 
of both parties (buyers and sellers), to achieve material 

and spiritual well-being in this world and the hereafter 
[2]. 

In the context of Islam, marketing ethics strongly 
emphasize the values of justice, equity, and 
maximization for the benefit of society. The standards 
of customer behavior are raised significantly because 
of these principles. This brilliant marketing strategy can 
help a shopping mall to be a better provider to 
consumers. Customer pleasure, loyalty, and intention 
to suggest are all influenced by the service and 
shopping experiences [3]. A bad shopping mall or store 
experience could impact people's interest in visiting 
the location. It could also harm the merchant's 
reputation in the marketplace. Hence, a practical 


