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Abstract: This study investigates the challenges and opportunities related to implementing halal certification in
non-Muslim majority markets. The research focuses on understanding the impact of the halal concept,
certification costs, consumer perceptions, and consumer trust on sales growth in these markets. Utilizing a
quantitative approach, data were collected from 300 sellers operating in non-Muslim markets in Indonesia
through an online survey distributed via Google Forms. The findings reveal a significant positive effect of the
halal concept on enhancing consumer trust. Additionally, consumer perceptions were found to significantly
influence consumer trust. Furthermore, increased consumer trust was positively associated with sales growth in
non-Muslim markets. This study provides valuable insights for sellers aiming to navigate the challenges and
leverage the opportunities of halal certification in non-Muslim majority markets. Strategies to enhance consumer
trust and mitigate certification costs are suggested, along with avenues for future research to explore innovative
solutions for improving the implementation of halal certification.
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INTRODUCTION essential to bridge this gap and facilitate
The globalization of the food industry and the smoother implementation.
The globalization of the food industry and the Certification costs pose another significant
increasing awareness of religious dietary challenge. The financial burden associated with
requirements have amplified the importance of obtaining and maintaining halal certification
halal certification. Halal, an Arabic term can be substantial, particularly for small and
meaning "permissible,” encompasses a wide medium-sized enterprises (SMEs). These costs
range of food and non-food products, ensuring include not only the certification fees but also
they comply with Islamic law. In non-Muslim potential changes in production processes and
majority  markets, implementing  halal supply chain management (Fischer, 2016). For
certification presents both challenges and many businesses, the return on investment is
opportunities, impacting various stakeholders not immediately apparent, which can be a
from producers to consumers. This study deterrent.
examines the critical variables influencing the Consumer perception plays a pivotal role in
implementation of halal certification: the the success of halal products in non-Muslim
understanding of the halal concept, certification markets. While some non-Muslim consumers
costs, and consumer perceptions. These factors may be indifferent or even skeptical about halal
are mediated by consumer trust enhancement, products, others perceive them as cleaner,
ultimately affecting sales growth in non- healthier, and more ethically produced (Rezai et
Muslim markets. al., 2012). This dual perception necessitates
Understanding the halal concept is crucial for targeted marketing strategies to educate and
effective implementation. In  non-Muslim attract non-Muslim consumers.
majority markets, there is often a lack of The mediation role of consumer trust is a
knowledge or misconceptions about what halal vital factor in this context. Building consumer
entails, which can hinder adoption by both trust can mitigate some of the challenges
producers and consumers (Wilson & Liu, associated with the understanding of halal
2010). Education and awareness programs are concepts and certification costs. When
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consumers, both Muslim and non-Muslim, trust
the integrity and quality of halal products, they
are more likely to choose these products over
non-halal alternatives. This trust can be
cultivated through transparent practices,
rigorous certification processes, and effective
communication strategies (Bonne & Verbeke,
2008).

Ultimately, the successful implementation of
halal certification can lead to significant market
opportunities. Enhanced consumer trust can
drive sales growth, expanding the market share
of halal products in non-Muslim majority
markets. This not only benefits businesses but
also promotes a more inclusive market
environment (Alserhan, 2010).

By examining these variables and their
interactions, this study aims to provide a
comprehensive understanding of the challenges
and opportunities of implementing halal
certification in non-Muslim majority markets.
The findings can inform strategies to overcome
barriers and leverage opportunities, thereby
enhancing the global reach and acceptance of
halal products..

CONCEPTUAL FRAMEWORK

The implementation of halal certification in
non-Muslim majority markets involves various
complex factors. This literature review explores
five key variables: understanding of the halal
concept, certification  costs, consumer
perceptions, consumer trust, and the impact on
sales growth in non-Muslim markets.

Understanding of the Halal Concept

The concept of halal extends beyond
dietary laws to include overall ethical and
hygienic standards in production. In non-
Muslim majority markets, there is often a lack
of awareness or misconceptions about what
halal entails. Wilson and Liu (2010) highlight
that educational initiatives are necessary to
clarify these misconceptions and facilitate
better acceptance of halal certification. The
depth of understanding of halal principles
among both producers and consumers
significantly ~ impacts  the  successful
implementation of halal certification.

Certification Costs
The financial aspect of obtaining halal
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certification is a considerable challenge,
particularly for small and medium-sized
enterprises (SMEs). Certification involves not
only the fees paid to certifying bodies but also
potential modifications to production processes
and supply chains to comply with halal
standards. Fischer (2016) discusses the
economic burden this places on businesses,
noting that without clear financial incentives or
market demand, the costs can deter companies
from pursuing certification.

Consumer Perceptions

Consumer perception is a critical factor
influencing the market success of halal products
in non-Muslim majority markets. Non-Muslim
consumers may view halal products as cleaner
and healthier, contributing to a broader appeal
beyond the Muslim consumer base. Rezai et al.
(2012) found that positive perceptions of halal
products can significantly enhance their
marketability. However, addressing skepticism
and indifference requires targeted marketing
and education efforts.

Consumer Trust

Building consumer trust is essential in
overcoming the challenges associated with
understanding and certifying halal products.
Trust can be developed through transparent
practices, stringent certification processes, and
clear communication of halal benefits. Bonne
and Verbeke (2008) emphasize that trust in the
halal certification process assures consumers of
the product's integrity and quality, which is
crucial for both Muslim and non-Muslim
consumers. Enhanced trust can lead to higher
acceptance and preference for halal products.

Impact on Sales Growth in Non-Muslim
Markets

The successful implementation of halal
certification can lead to increased sales and
market share in non-Muslim majority markets.
Alserhan (2010) notes that halal certification
can act as a differentiator, appealing to health-
conscious and ethically minded consumers. By
leveraging consumer trust and positive
perceptions, businesses can tap into new market
segments and drive sales growth. The global
demand for halal products is rising, and
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companies that effectively navigate the

challenges can reap significant benefits.

METHODOLOGY

This study employs a quantitative research
approach to investigate the challenges and
opportunities  of  implementing halal
certification in non-Muslim majority markets.
The research focuses on sellers operating in
non-Muslim markets in Indonesia. The
following sections outline the research design,
sampling method, data collection, and data
analysis procedures.

The sampling method used in this study is
purposive random sampling. This method
allows the researcher to intentionally select
sellers who meet specific criteria relevant to the
research objectives while ensuring randomness
within the selected population. The target
population includes sellers in non-Muslim
majority markets in Indonesia who are involved
in the sale of food and beverage products. The
sample size for this study is 300 sellers. This
sample size is deemed sufficient to provide
reliable and valid results for the quantitative
analysis, based on the guidelines provided by
Hair et al. (2014) for structural equation
modeling (SEM).

The collected data is analyzed using
SmartPLS, a software tool for partial least
squares structural equation modeling (PLS-
SEM). PLS-SEM is chosen due to its suitability
for exploratory research and its ability to handle
complex models with multiple constructs and
indicators (Hair et al., 2014).

RESULTS AND DISCUSSION
Results
1. Convergent Validity

Convergent validity is a type of construct
validity that assesses whether multiple
indicators or measures of a construct converge
or are highly correlated, indicating that they are
measuring the same underlying concept.
Convergent validity is typically evaluated by
examining the average variance extracted
(AVE) for each construct. An AVE value of
0.50 or higher suggests that the construct
explains at least 50% of the variance of its
indicators, providing evidence of convergent
validity (Hair et al., 2014).
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Table 1. Convergent Validity

Variable Indicator Out.er
Loading

Halal Indicatorl 0.784

Concept Indicator2 0.798

Indicator3 0.700

Indicator4 0.793

Indicator5 0.746

Certification Indicatorl 0.893

Cost Indicator2 0.840

Indicator3 0.863

Indicator4 0.889

Consumer Indicatorl 0.870

Perception Indicator2 0.816

Indicator3 0.862

Indicator4 0.726

Indicator5 0.773

Consumer Indicatorl 0.892

Trust Indicator2 0.799

Indicator3 0.900

Indicator4 0.952

Indicator5 0.852

Impact on Sales Indicatorl 0.852

Growth Indicator2 0.888

Indicator3 0.852

Indicator4 0.815

Indicator5 0.899

2. Composite Reliability and Cronbach's Alpha

Composite reliability (CR) is a measure of
the internal consistency of a set of items or
indicators that are intended to measure a single
construct. It is similar to Cronbach's alpha but
provides a more accurate estimate of reliability,
especially in the context of structural equation
modelling (SEM). Composite reliability
considers the loadings of each indicator,
providing a more precise assessment of
reliability. A CR value of 0.70 or higher is
considered acceptable, indicating that the items
consistently measure the construct (Hair et al.,
2014).

However, Cronbach's alpha (a) is a widely
used statistic for assessing the internal
consistency or reliability of a set of items in a



Journal of Halal Research, Policy and Industry
July 2024
Vol. 3, No. 1

scale or test. It evaluates how closely related a
set of items are as a group. An alpha value of
0.70 or higher is generally considered
acceptable, although higher values indicate
better reliability. Cronbach's alpha assumes that
all items contribute equally to the construct,
which can be a limitation in some contexts
compared to composite reliability (Cronbach,
1951).

Table 2. Composite Reliability and Cronbach’s
Alpha

Variabl Cronbach’'s  Composite
ariable Alpha  Reliability
Halal Concept 0.742 0.815
Certification Cost 0.890 0.911
Consumer 0.842 0.900
Perception
Consumer Trust 0.800 0.904
Impact on Sales 0.982 0.991

Growth

3. Testing Hypothesis

The sign (») It indicates the way one variable
affects another. The subsequent results are the
outcomes derived from testing the hypotheses:

Table 3. Hypothesis

Variable Original P-Values
Sample (0)

Halal Concept » 0.899 0.001
Customer Trust
Consumer 0.900 0.000
Perception »
Customer Trust
Certification Cost 0.720 0.003
» Impact on Sales
Growth
Consumer Trust » 0.901 0.000

Impact on Sales
Growth

Discussion
Halal concept has a positive significant effect
on Customer Trust

Halal concept has a positive significant effect
on Customer Trust. The concept of halal, which
encompasses a set of religiously mandated
guidelines ensuring that products are
permissible under Islamic law, has been found
to significantly impact consumer trust even in
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non-Muslim majority markets. This impact can
be understood through various dimensions,
including quality, ethical considerations, and
health benefits, which are often associated with
halal-certified products.

Research indicates that a positive
understanding and awareness of the halal
concept among consumers can enhance their
trust in these products. Trust, in turn, is a crucial
factor that influences purchasing decisions and
loyalty. In non-Muslim majority markets, the
appeal of halal products extends beyond
religious compliance to include perceptions of
superior quality, stringent safety standards, and
ethical production practices (Rezai et al. 2012;
Bonne & Verbeke 2008).

In a quantitative study examining this
relationship, it was found that the halal concept
has a positive and significant effect on the
enhancement of consumer trust, as indicated by
a p-value of 0.001. This statistical significance
suggests a robust relationship, meaning that as
consumers' understanding and perception of the
halal concept improve, their trust in halal-
certified products increases substantially.

The p-value of 0.001 indicates that there is
only a 0.1% probability that the observed effect
is due to chance, thereby confirming the
reliability and validity of the findings. This low
p-value demonstrates strong evidence against
the null hypothesis, supporting the conclusion
that the halal concept positively influences
consumer trust.

Customer Perception has a
significant effect on Customer trust
The results of this research explain that

customer perception has a significant positive
influence on customer trust, with a p-value of
0.000.

Consumer perceptions of halal products have
a significant influence on the level of consumer
trust in food sellers in non-Muslim markets.
When consumers have a positive perception of
halal products, they tend to have more
confidence in the integrity and quality of the
products provided by halal sellers. This leads to
the formation of stronger trust between
consumers and sellers, which in turn increases
consumer loyalty and the likelihood of repeat
purchases.

The study by Rezai et al. (2012) found that
consumers' perceptions of halal principles have
a significant impact on their attitudes towards

positive
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halal products. Consumers who have a good
understanding of what is categorized as a halal
product tend to have a more positive perception
of the quality, cleanliness, and safety of the
product. This helps increase consumer
confidence in halal products and the sellers who
provide them.

In addition, Bonne and Verbeke (2008)
highlighted that consumers' perceptions of the
religious values underlying the production of
halal products can also influence consumer trust
in sellers. Consumers who are aware of the
ethical and sustainability =~ commitments
embedded in halal production processes tend to
have more trust in sellers who practice them.

Thus, food sellers in non-Muslim markets
can increase the level of consumer trust by
strengthening positive perceptions about halal
products. Marketing strategies that emphasize
the quality, cleanliness, safety, and ethical
values of halal products can help build strong
trust between sellers and consumers.

Certification cost has a positive significant
effect on Impact on Sales Growth
The influence of certification costs on the

impact of sales growth is an important factor
that sellers need to understand, especially in the
context of implementing halal certification in
non-Muslim majority markets. A study by
Fischer (2016) highlights that the cost of halal
certification can be a major factor influencing
business decisions, especially for small and
medium enterprises (SMES). These costs
include not only the direct costs of certification
but also the costs of changes in production
processes, supply chain management, and
administration costs. The high cost of this
certification can be a challenge for many
businesses, especially if they have not seen
clear financial benefits or strong market
demand for halal products. Halal certification
costs can have an impact on product selling
prices. To cover certification costs, some sellers
may tend to increase the prices of their
products. This can affect the competitiveness of
products in the market, especially if halal-
certified products are more expensive than
similar products that are not certified. Halal
certification costs can also affect sellers' profit
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margins. If certification costs are high, sellers
may have to reduce their profit margins to keep
product prices competitive. This can reduce the
company's profitability in the long term. This
research explains that there is a significant
positive influence between certification costs
on the impact of sales growth, with a p-value of
0.003. Consumers may be willing to pay more
for halal-certified products if they perceive the
cost to be commensurate with the quality and
trust that such certification provides. In
addition, the cost of halal certification can
influence a company's marketing and branding
strategy.

Sellers  who  successfully  handle
certification costs efficiently can use halal
certification as a strong selling point, enhancing
their brand image and product appeal in the
market. This is supported by research by Bonne
and Verbeke (2008), showing that the
additional costs required to obtain halal
certification can encourage an increase in the
selling price of a product, which in turn can
affect the selling power of the product in non-
Muslim markets. Consumers may prefer lower-
priced non-halal products, especially if they do
not see significant added value in halal
products.

Customer Trust has a positive significant
effect on Impact on Sales Growth

Increasing the level of consumer trust in
sellers in non-Muslim majority markets has a
significant positive impact on sales growth.
When consumers have a high level of trust in
sellers, they tend to be more loyal and tend to
make more frequent purchases. This contributes
directly to increased revenue and business
growth of sellers.

This is in accordance with the research results
which explain that customer trust has a
significant influence on the impact on sales
growth with a p value of 0.000. This shows that
consumer trust has a strong influence on
repurchase intentions and loyal consumer
behavior. When consumers believe in the
integrity and quality of the products provided
by a seller, they tend to prefer to make repeat
purchases from that seller. This helps
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strengthen the relationship between sellers and
consumers and drives long-term sales growth.

In addition, research by Bonne and Verbeke
(2008) highlights that consumer trust in halal
products can be a major factor in making
purchasing decisions. Consumers who believe
in the quality, cleanliness and safety of halal
products tend to be more inclined to choose
these products compared to products that do not
have halal certification. This can give sellers a
competitive advantage in non-Muslim markets
and help increase their market share.

Thus, increased consumer confidence can
directly contribute to sales growth for sellers in
non-Muslim majority markets. Strategies that
focus on building and maintaining strong
relationships with  consumers, increasing
transparency and product quality, and providing
good customer service can help strengthen
consumer trust and stimulate sales growth.

CONCLUSION

This research reveals that in non-Muslim
majority markets, the implementation of halal
certification poses significant challenges while
offering lucrative opportunities for sellers. This
is related to key variables such as understanding
the halal concept, certification costs, consumer
perception, and consumer trust. It was found
that a good understanding of the halal concept,
affordable  certification  costs,  positive
consumer perceptions, and a high level of trust
can contribute to increasing sales of halal
products in non-Muslim majority markets.

Although this research provides valuable
insight into the dynamics of halal certification
implementation in non-Muslim markets, there
are several limitations that need to be noted.
First, this research is limited to the market
context in Indonesia, so generalization of the
findings needs to be done with caution to non-
Muslim markets in other countries. Second, the
use of survey methods and statistical analysis
can limit a deeper understanding of the factors
that influence the implementation of halal
certification.

For future research, it is recommended to
conduct broader cross-national research to
broaden the generalizability of the findings. In
addition, more in-depth qualitative research can
provide more comprehensive insight into the
challenges and opportunities faced by sellers in
implementing halal certification in non-Muslim
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markets. Using a multi-method approach
combining surveys with in-depth interviews or
case studies can provide a richer understanding
of market dynamics and consumer perceptions.

Additionally, future research could
further explore innovative strategies to
overcome  challenges  associated  with
certification costs and improve consumer
perceptions of halal products. A focus on the
application of technologies such as blockchain
to increase supply chain transparency and the
use of social media to expand market reach are
also promising areas of research.

By conducting more in-depth and diverse
research, it is hoped that effective solutions can
be found to increase the implementation of
halal certification and expand market
penetration of halal products in non-Muslim
majority markets..
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