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Abstract

Halal Certifi cate is a halal guarantee certifi cate 
for a product issued by an institution, for 
private institution or a government agency. 
There are pros and cons among the public 
and researchers regarding the existence of 
Halal certifi cation. Therefore, this research 
was conducted to examine halal certifi cation 
within the scope of the economy in terms of 
the opinions of TwiĴ er social media users. The 
method used in this research is a qualitative 
approach with descriptive statistics from 
literature studies with the theme of halal 
certifi cation. The data used in this study are 
13,824 tweets related to Halal Certifi cation. To 
classify tweets, a Python library called VADER 
(Valence Aware Dictionary and Sentiment 
Reasoner) is used. VADER is a lexicon and 
rule-based sentiment analysis tool adapted 
to social media sentiment but also works 
on texts from other domains. The results of 
the sentiment analysis show that there is a 
tendency for positive perceptions of Halal 
Certifi cation in the opinion of TwiĴ er users, 
with positive sentiment of 41.8%, neutral 
sentiment of 30.8% and negative sentiment of 

Abstrak

Sertifi kat Halal adalah sertifi kat jaminan kehalalan 
suatu produk yang dikeluarkan oleh suatu 
lembaga, baik itu lembaga swasta maupun instansi 
pemerintah. Terdapat pro dan kontra dikalangan 
masyarakat dan para peneliti terkait adanya 
Halal certifi cation. Oleh karena itu,penelitian ini 
dilakukan untuk mengkaji sertifi kasi halal dalam 
lingkup ekonomi ditinjau dari opini pengguna 
media sosial TwiĴ er. Metode yang digunakan 
dalam penelitian ini adalah pendekatan kualitatif 
dengan statistik deskriptif dari studi literatur 
dengan tema sertifi kasi halal. Data yang digunakan 
dalam penelitian ini adalah 13.824 tweet terkait 
Sertifi kasi Halal. Untuk mengklasifi kasikan tweet, 
perpustakaan Python yang disebut VADER 
(Valence Aware Dictionary and Sentiment 
Reasoner) digunakan. VADER adalah leksikon 
dan alat analisis sentimen berbasis aturan 
yang disesuaikan dengan sentimen media sosial 
tetapi juga berfungsi pada teks dari domain lain. 
Hasil analisis sentimen menunjukkan adanya 
kecenderungan persepsi positif Sertifi kasi Halal 
menurut pendapat pengguna TwiĴ er, dengan 
sentimen positif sebesar 41,8%, sentimen netral 
sebesar 30,8% dan sentimen negatif sebesar 27,4%. 
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INTRODUCTION

According to Islamic law, Halal 
means “permissible,” “lawful,” and 
“legal” for Muslims (Jallad, 2008), whereas 
Haram means “prohibited” or “illegal” 
(Wilson & Liu, 2011). In general, halal 
products are those that do not include 
pork, alcohol, blood, or animal-derived 
ingredients, and their manufacture is 
free of items considered unclean under 
Islamic law, including cleaning (Shahid 
et al., 2018). According to Alserhan (2010), 
halal certifi cation is a religious obligation 
for Muslim customers. It is very important 
in Muslims’ lives since it denotes 
acceptable and permiĴ ed consumption 
and buying behavior (Rajagopal et al., 
2011)151 questionnaires were distributed 
to the business student population from 
diff erent universities in United Arab 
Emirates.

The halal industry has recently been 
widely discussed both at domestically 
and internationlly. The halal industry 
continues to experience signifi cant 
growth. The value of the international 
halal market in 2030 is estimated at US$ 
10 trillion (Ali, Ali, & Sherwani, 2017). 
sThe Indonesian government does not 
want to be left behind and even takes 

a step forward by planning to make 
Indonesia a major producer of the global 
halal industry in 2024 by releasing the 
2019-2024 Indonesian Islamic Economic 
Masterplan in 2018. 

With the increasing demand 
for halal products, standardization, 
guarantees, or certifi cations are needed to 
maintain the quality, hygiene and safety 
of halal products issued by authorized 
institutions or authorities. Halal 
certifi cates are important for Muslim and 
non-Muslim consumers because they 
protect religious principles and consumer 
rights while providing a sense of security 
and assurance in the health sector 
(Khasanah et al., 2021).

Halal certifi cation, which is based on 
the halal Shariah concept, which is based 
on a well-known religious belief, has 
been recognized as a measure of quality 
standards about a product’s content that 
brings considerable value and benefi ts to 
consumers and producers, particularly 
within the food industry (Rafi ki & 
Abdul Wahab, 2016). The standard 
applies not only to food products, but 
also to the standardisation of items in 
the pharmaceutical, cosmetics, tourism, 
and entertainment industries (Ismaeel 

Keberagaman hasil sentimen ini didapat karena 
adanya pro dan kontra dengan adanya Sertifi kasi 
Halal. Manfaat penelitian ini adalah untuk bahan 
literatur dan pertimbangan terkait Sertifi kasi 
Halal, serta upaya mengidentifi kasi ancaman dan 
persepsi negative terkait sertifi kasi halal. Selain 
itu, riset ini berguna untuk mengetahui persepsi 
positif, keuntungan dan manfaat Sertifi kasi Halal.

Kata Kunci: Sertifi kasi Halal, Analisis Sentimen, 
TwiĴ er, Persepsi

27.4%. This diversity of sentiment results is 
obtained because of the pros and cons of the 
existence of Halal Certifi cation. The benefi t 
of this research is for literature material and 
considerations related to Halal Certifi cation. 
As well as eff orts to identify threats, negative 
perceptions, and lack of Halal certifi cation. 
In addition, to fi nd out positive perceptions, 
advantages and benefi ts of Halal Certifi cation.

Keywords: Halal Certifi cation, Sentiment 
Analysis, TwiĴ er, Perception 
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& Blaim, 2012). It has been studied by 
a number of authors, primarily in the 
marketing fi eld, with studies focusing 
on the determinants of consumers’ 
intentions to choose halal products and 
the development of its certifi cation in the 
global market (Mukhtar & BuĴ , 2012)
the global trade is changing the way 
we perceive the origin of products and 
brands and their permissibility under 
Islamic Sharia laws. This apparently has 
serious implications for international 
companies operating in food, cosmetics 
and pharmaceutical products. The 
purpose of this paper is to investigate 
the role of Muslim aĴ itude towards 
Halal products, their subjective norms 
and religiosity in predicting intention 
to choose Halal products. Design/
methodology/approach: A structured 
question was designed to elicit consumer 
aĴ itude, subjective norms, intention to 
choose Halal products and degree of inter 
and intra personal religiosity. Data were 
collected from 180 adult respondents 
using a convenience sampling method. 
Only 150 responses were deemed suitable 
for further analysis, yielding a response 
rate of 83 per cent. Stepwise regression 
analysis was used to test the proposed 
model. Findings: The results indicated 
that theory of reasoned action.

Indeed, Islamic halal products have 
taken center stage on the worldwide 
market, and they are currently one of the 
fastest expanding markets, with a market 
volume projected to reach up to US$580 
billion per year. This demonstrates that 
the possibility for companies to get halal 
certifi cation may be endless in terms of 
their activities and duties in relation to 
Muslims’ identity or nationality (Rafi ki & 
Abdul Wahab, 2016).

Halal certifi cation allows us to 
experiment with a new marketing 
paradigm because Halal is such an 
important part of the Islamic cultural web 
(Rajagopal et al., 2011) 151 questionnaires 

were distributed to the business student 
population from diff erent universities in 
United Arab Emirates .  The  Assessment 
Institute for Foods, Drugs And Cosmetics, 
the Indonesian Council of Ulama (AIDC 
ICU/LP POM MUI) was established in 
Indonesia in order to ensure the halalness 
of food items. Halal certifi cation of 
food, medicine, and cosmetics is the 
responsibility of an independent entity 
under the MUI. This halal certifi cation 
serves as a type of consumer protection, 
as it ensures that the food being 
consumed has been thoroughly examined 
and proclaimed halal by the appropriate 
authorities, off ering a sense of peace and 
tranquility to the community. LPPOM 
MUI’s participation in halal certifi cation 
is now confi ned to voluntary (voluntary) 
rather than mandatory (mandatory) 
certifi cation (obligation) (Faidah, 2017). 

In addition to the positive role of 
halal certifi cation on business. There are 
several challenges that small companies 
face when they try to apply for halal 
certifi cation which their owner-managers 
may emphasize such as fees, regulations, 
and information (Rafi ki & Abdul Wahab, 
2016).

However, halal certifi cation among 
the public is still a maĴ er of debate. Where 
there are various perceptions regarding 
this halal certifi cation. Therefore, to 
test public sentiment towards halal 
certifi cates, sentiment analysis is used. 
Natural language processing (NLP) is a 
computational linguistic algorithm that 
determines whether a text has positive, 
neutral, or negative emotions. By sifting 
through highly unstructured social 
network data, opinion mining research 
aims to uncover hidden trends in broad 
blogs or reviews. (Zagal, Tomuro, & 
Shepitsen, 2012). Sentiment analysis 
described as the examination of people’s 
opinions, feelings, emotions, and aĴ itudes, 
has earned signifi cant consideration 
from both the scientifi c community and 
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industry for studies of abstract sentiments 
addressed in the text (Setik et al., 2021). 
by processing big unstructured data, 
sentiment and information on certain 
topics will be analyzed including halal 
certifi cates.

TwiĴ er is one of the most popular 
social media platforms for conducting 
research. TwiĴ er’s monthly active users 
number 290.5 million people worldwide, 
with this number expected to increase to 
more than 340 million by 2024 (TwiĴ er: 
number of worldwide users 2019-2024, 
2022). Meanwhile, TwiĴ er users from 
Indonesia reached 17.55 million users 
as of October 2021 (Leading countries 
based on number of TwiĴ er users as of 
October 2021, 2022). TwiĴ er is one of the 
most popular social media platforms for 
conducting research. According to statisa.
com, the TwiĴ er microblogging service 
had 69.3 million users as of January 2021, 
with 14.05 million of them from Indonesia. 

Research on halal certifi cates has 
been done by many researcher. Such 
as (Nasirun, Noor, Sultan, & Haniffi  za, 
2019), (Khalek & Mokhtar, 2017). Van 
der Spiegel et al (2012) addressed halal 
requirements, summarized applied 
standards and certifi cation, and looked 
into how halal certifi cates are currently 
verifi ed through audits and laboratory 
analysis. Latif et al (2014) used the 
requirements for Halal certifi cation to 
compare the various Halal certifi cation 
agencies around the world. (Badruldin et 
al., 2012) conducted research related to the 
perception of clients on JAKIM’s quality 
service in halal certifi cation. According to 
the SERVQUAL gap study, the empathy 
dimension is the most important JAKIM 
service quality dimension, followed by 
responsiveness, reliability, assurance, and 
tangibles. Nonetheless, JAKIM’s services 
failed to fulfi ll client expectations in all 
fi ve service quality criteria, according to 
the fi ndings.

Islamic economic research on 
sentiment or opinion mining is preĴ y 
much done using data from TwiĴ er. 
Feizollah et al (2021) studied 33,880 
tweets from Oct 2008 to Oct 2018 related 
to halal tourism. The study used a word 
list, concordance graphs, semantic 
network analysis, and topic-modeling 
methodologies to discover and analyze 
the topics. The sentiment of the tweets 
was examined using the NRC emotion 
lexicon. Sentiment analysis found that 
there were more positive than negative 
sentiments among the tweets. The 
fi ndings have shown that halal tourism is 
a global market and not only restricted to 
Muslim countries. 

Mostafa (2020) analyzed 11.700 
world-wide random tweets from 20 
January 2015 to 19 January 2019 as sample 
data. The NRC and AFINN lexicons 
were used to measure global sentiments 
regarding halal food. Despite the overall 
positive sentiment of halal food, the 
tweets also suggest a broader worry about 
animal welfare. 

Feizollah et al (2019) research 
analyzed halal tourism and halal 
cosmetics related tweets from October 
2008 until October 2018 years. Using 
keywords related to halal tourism and 
halal cosmetics in English and Malay 
languages. The fi ndings of the research 
showed that people have a positive 
sentiment toward halal tourism and 
halal cosmetics. Halal cosmetics had a 
higher sentiment score compared to halal 
tourism, which shows a higher level of a 
keen interest in this fi eld.

Mostafa (2020) conducted research 
on global halal food on social media 
using data from TwiĴ er which concluded 
that sentiment towards halal food tends 
to be positive and there are general 
concerns about animal welfare. Feizollah, 
et al (2019) examined the sentiments of 
TwiĴ er users towards halal tourism and 
halal cosmetics which concluded that 
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public sentiment was positive. However, 
research on public opinion and sentiment 
using social media data from TwiĴ er 
regarding halal certifi cates has never been 
done before. Therefore, this study aims to 
determine public sentiment towards halal 
certifi cates using TwiĴ er data.

The purpose of this research is to 
get answers to the research questions in 
this paper. The research question is how 
is the issue of halal certifi cates being 
discussed on social media? and What is 
the general sentiment expressed towards 
halal certifi cates on social media? To 
answer the research question, the data 
used in this study is the tweets of TwiĴ er 
users. 

Background Theory

Halal is the opposite of haram or 
Illicit. Halal is an Arabic word associated 
with Islam which can be interpreted as 
permissible (Wilson, 2014). Halal in action 
is an act that has no sin when it is done or 
abandoned. Halal products are products 
that are allowed to be used or consumed 
by Islam. Meanwhile, halal food is food 
that can be consumed according to Islam 
and processed according to Islamic 
guidelines. Muslims are commanded to 
consume halal food. 

Halal Certifi cate is a halal guarantee 
certifi cate for a product issued by an 
institution, be it a private institution or a 
government agency. Halal certifi cation is a 
security guarantee for Muslims who want 
to consume food according to Islamic 
teachings (Nurcahyo & Hudransyah, 
2017). Halal certifi cation should not be 
limited to one aspect only; rather, it should 
be looked at as a whole, including the role 
of the certifi cation body, halal legislation, 
standards and guidelines, certifi cation 
process, legal references and issues, and 
the halal sign or ‘logo’ (Othman et al., 
2016). Each region or country has its own 
policy regarding halal certifi cates. Based 
on Law Number 33 of 2014 concerning 

Halal Product Assurance, the authority 
to issue halal certifi cates in Indonesia 
is BPJPH (Halal Product Assurance 
Organizing Agency).

In the food business, halal 
certifi cation or labeling is already a 
standard. However, when the Malaysian 
government created a halal cosmetics 
standard in 2010, the concept‘s popularity 
in the cosmetics industry skyrocketed. 
This drew the aĴ ention of Muslim 
shoppers all around the world (Shahid 
et al., 2018). Sharia compliant procedures 
for making materials for goods must 
be supervised and authorized. Halal 
certifi cation, from a commercial point of 
view, is a source of competitive advantage 
that ensures product diff erentiation and 
quality (Rafi ki & Abdul Wahab, 2016). 

There are various problems that 
small businesses have while aĴ empting 
to obtain halal certifi cation, which may be 
highlighted by owner-managers (Rafi ki & 
Abdul Wahab, 2016):

1. Institutional policies: This is based 
on previously established policies. 
Producers might be supportive of 
policies that are both effective and 
efficient in addressing the halal 
certification issue, as well as in 
consistently and successfully enforcing 
and punishing compliance with laws. 
Government institutions are thought 
to be impediments to the spread of 
halal values.

2. Cost and organizational change: 
There are two sorts of costs associated 
with halal certification: direct and 
transactional. When asking for halal 
certification, both forms are likely 
to be employed as important limits. 
While goals, authority, structure, 
direction, operational, and strategy 
are frequently connected with changes 
in an organization, there would 
definitely be additional considerations 
in applying for such a certification.
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3. Informational: Owner-managers must 
keep up to speed with halal standards, 
exchange, and control information. 
Employees must take proactive steps 
to regulate informational flows about 
items, both forward and backward.

With resources such as human 
capital that possesses motivation, skills, 
education, and experience, small business 
owners and managers can address the 
issues mentioned above and weigh the 
costs and benefi ts of obtaining halal 
certifi cation, as well as evaluate the 
potential of obtaining halal certifi cation 
as a marketing tool.

METHODE

The method used is a qualitative 
approach with descriptive statistics from 
TwiĴ er application user tweets related 
to halal certifi cates. This study uses 
sentiment analysis to determine public 
sentiment about a theme. Tweets are 
messages posted by TwiĴ er users. Tweets 
can consist of leĴ ers, photos, and videos. 
For sentiment our analysts use tweets 
consisting of words. 

Data collection is done by scraping 
method using Snscrape. Snscrape is a 
package in the Python programming 
language that extracts Tweets from the 
TwiĴ er application without having to use 
the TwiĴ er API. The data used is 18,812 
using the halal certifi cate keyword. The 
data is then cleaned in the pre-processing 
stage, such as removing tweets that use 
languages   other than English. Then the 
text is cleaned of hashtags, mentions, and 
links. The remaining tweet data after pre-
processing is 13,824 tweets.

Opinion mining (OM) or sentiment 
analysis (SA) is a new and active research 
fi eld that aims to automatically evaluate 
large amounts of unstructured texts 
including views, feelings, judgments, and 
aĴ itudes about targets such as products 
and services (Brahmi, et al, 2019). ). To 

classify tweets, a Python library called 
VADER is used. VADER (Valence Aware 
Dictionary and Sentiment Reasoner) is a 
lexicon and rules-based sentiment analysis 
tool adapted to social media sentiment but 
also works on texts from other domains. 
VADER makes the workings of sentiment 
analysis engines more accessible (and thus 
more interpretable) to a wider human 
audience outside the computer science 
community by exposing lexicon and rule-
based models (HuĴ o & Gilbert, 2014).

Vader will calculate a combined 
score, which will be used to classify 
tweets. The combined score is calculated 
by adding up the valence rating of each 
word in the lexicon, adjusting it according 
to the rules, and then normalizing it to 
a range of -1 (most extreme negative) 
to +1 (most extreme positive) (cjhuĴ o, 
2022). . Positive tweets are tweets that 
have a combined score of greater than 
0.05. Negative tweets are tweets with a 
combined score of less than -0.05. Tweets 
with a combined score between -0.05 and 
0.05 are classifi ed as neutral tweets.

DISCUSSION
This study tries to analyze the 

tweet sentiment of twiĴ er application 
users discussing halal certifi cation. This 
research was conducted using the python 
programming language library, namely 
vader. Vader as a tool to process data to be 
classifi ed into 3 groups, namely: positive, 
neutral, and negative. Classifi cation 
is obtained by measuring the value 
of each tweet. Tweets are assigned a 
value which will then be classifi ed into 
positive, negative, and neutral based on 
the resulting value. The results of the 
sentiment analysis on the halal certifi cate 
theme can be seen in the following 
diagram.
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Figure 1. Sentiment Polarity 
on Tweets Data

From the diagram above (Figure 1), 
the most positive tweets related to halal 
certifi cates until february 02 2022 with 
a percentage of 41.8%. While neutral 
tweets related to halal certifi cates have 
a percentage of 30.81%% of the total 
data. Negative tweets have the smallest 
percentage with 27.4% of the total data. 
Based on data from 13,824 tweets related 
to halal certifi cates until February 2, 2022, 
there are positive and negative issues. 
The following is a summary of the issues 
contained in the analyzed tweets.

1. There is the issue of forcing Islamic 
theology on halal and haram on non-
Muslims.

2. There is a belief that halal certifi cates 
are discriminatory.

3. There is an issue that the halal 
certifi cate aims to take over the food 
industry.

4. There is a fairly large negative 
sentiment in India regarding halal 
certifi cates.

5. There is a boycoĴ  call for halal 
products.

Figure 2. Word Cloud of Tweets Data

From the the results above (Figure 
2.), This study found the level of sentiment 
in tweets related to halal certifi cates. 
The results show positive sentiment is 
the most sentiment with a percentage of 
41.8% and neutral sentiment as much as 
30.8%. Furthermore, the classifi cation 
results also show negative sentiment as 
much as 27.4%. The tweet data shows that 
there are opposing opinions regarding 
halal certifi cates.

The negative sentiment stems from 
the rejection of some even to the point 
of sending tweet messages believing 
that halal certifi cates are a form of 
discrimination, coercion on non-Muslims, 
and aims to take the food industry there. 
This has led to calls for a boycoĴ  of 
halal products in India with the hashtag 
#BoycoĴ HalalProducts.

Table 1. Location of Tweet Data
No Country Number of Tweets
1 India 2975
2 Malaysia 846
3 United Kingdom 578
4 Sri Lanka 480
5 Singapore 450
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The next important information is 
the location of TwiĴ er users who send tweet 
messages related to halal certifi cation. 
This analysis does not represent all data 
considering that not all users display their 
location in their TwiĴ er profi le or use non-
specifi c locations such as Global, In your 
favorite smartphone, Earth, or other text. 
The table shows that India is the largest 
location with 2,975. This is in line with the 
number of tweets related to the issue of 
halal certifi cates in India. The second most 
location is Malaysia with 846 tweets. We 
can conclude that halal certifi cates raise 
pros and cons both in Muslim-majority 
countries and in non-Muslim-majority 
countries.

Neutral sentiment comes from the 
awareness of every consumer, especially 
Muslim consumers. Halalness of a 
product is a must-have (Cahyowati et al., 
2021). Food, medicine, cosmetics, fashion, 
and other consumer goods are examples 
of products. Furthermore, halalness is 
evaluated in terms of raw resources, 
processing methods, and ways of obtaining 
them. Therefore, it is necessary to increase 
human resources and service support 
facilities, including the use of technology 
and other supporting features, in order to 
streamline the certifi cation process (Al-
Teinaz & Al-Mazeedi, 2020). Regulations 
must exist to defi ne the message about 
what the halal label actually conveys, as 
there are many halal certifi cation bodies 
(Rios et al., 2014). This is a task that has 
already begun to be managed at the macro 
level on a global scale (Botoeva, 2020).

The number of positive sentiments 
because halal has become a signifi cant 
concern in trade and trade-related 
maĴ ers in recent years (Arsil et al., 2018; 
Cahyowati et al., 2021; Shirin Asa, 2019). 
Many countries believe halal as a new 
marketing term. The halal label is a tool 
for Muslim consumers to strengthen 
their faith. It is a mark that ensures the 
purity of the goods during production. 

This highly prospective halal sector has 
received a lot of aĴ ention from around the 
world (Giyanti et al., 2021). Previously, 
Muslim countries had to verify their 
maximum food demand within or import 
it from other Muslim countries (Lestari 
et al., 2021). However, the number of 
Muslim customers is growing rapidly, 
outpacing the available food supply. 
According to reports, the supply of halal 
products is still quite limited. As a result, 
some Muslim countries have to import 
halal food from other industrialized 
countries or non-Muslim countries to 
meet consumer demand. This is a strong 
reason for countries to adopt their own 
halal regulations to expand their export 
and import markets for halal goods (Rios 
et al., 2014).

The term ‘halal’ is no longer just a 
maĴ er of religion; it has entered the realm 
of halal trade and has developed into a 
global halal brand for quality assurance. 
To compete in the global halal market, 
Muslim and non-Muslim countries are 
building their own concerns about halal, 
halal certifi cation procedures, rules and 
regulations. Worldwide, there are around 
122 halal certifi cation bodies involved in 
halal certifi cation. JAKIM recognizes a 
total of 42 agencies, while the Institute for 
the Study of Food, Drugs and Cosmetics-
Indonesian Ulema Council (LPPOM-MUI) 
recognizes as many as 44 institutions.

Al-Teinaz & Al-Mazeedi (2020) 
stated that although many halal consumers 
consider halal food certifi cation a religious 
obligation to enable them to eat authentic 
halal food, it has developed into a large 
industry. The global halal certifi cation 
market was valued at US$12.5 billion 
in 2015, according to Salaam Gateway 
(SalaamGateway.com). According to their 
analysis, there are more than 400 global 
HCBs that are unregulated, and halal 
customers spend an estimated US$1.2 
trillion on food and drink every year. 
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Each region or country has its own 
regulations regarding halal certifi cates. 
As for Indonesia, based on Article 4 of the 
Law of the Republic of Indonesia Number 
33 of 2014 concerning Halal Product 
Guarantee, all products that enter, 
circulate, and are traded in Indonesia 
must be certifi ed halal. The ratifi cation of 
UUJPH raises the pros and cons of various 
parties (Agus, 2017). Meanwhile, the 
participation of MSMEs in implementing 
the mandatory halal certifi cation policy is 
still low (Muhamad, 2020).

With the growing awareness of the 
Muslim population regarding the idea of 
halal, the demand for a halal certifi cation 
system has increased. It is critical for 
customers who prefer halal products since 
it provides some confi dence that the food 
was processed and produced following 
Sharia principles and procedures. While 
most people believe that halal applies to 
food or food products, the reality is that 
it encompasses all areas of Muslim life. 
It refers specifi cally to the consumption 
of permissible products from a religious 
standpoint, which includes food and 
beverages, cosmetics, medications, 
banking and fi nance, employment, travel, 
technology, and transportation services 
(Lestari et al., 2021; Rusydiana & Marlina, 
2020; Shahid et al., 2018; Shirin Asa, 2019).

Halal-compliant items must adhere 
to Sharia criteria outlined in the Quran 
and Sunnah. Consuming halal items is a 
fundamental responsibility for all Muslims, 
regardless of their location. Every Muslim 
is considered responsible for adhering to 
the Quranic and Sunnah-based standards 
and values as closely as possible in their 
daily lives, notwithstanding the diffi  culty 
of assimilation to non-Muslim majority 
environments. Thus, halal certifi cation 
is considered critical, particularly in the 
context of halal tourism, as it is viewed as 
a method upon which Muslim travelers 
can rely, particularly while visiting new, 

Food makers and food companies 
looking to increase the demand and 
acceptance of their products can 
benefi t from Halal certifi cation (Slamet 
Rusydiana & Marlina, 2020). Furthermore, 
the manufacture of halal food elevates 
food companies to global status. Halal 
certifi cation helps organize the global 
halal market and provides peace of 
mind for Muslim consumers. Moreover, 
it provides a great opportunity for food 
businesses to expand their customer base 
by exporting their products to around 
1.6 billion halal consumers worldwide. 
Halal certifi cation of food products also 
enables halal consumers, particularly 
Muslims, to gain confi dence in halal food 
by knowing that the ingredients used and 
the manufacturing process comply with 
Islamic Sharia law.

Halal certifi cates provide benefi ts 
for both consumers and producers. Halal 
certifi cation is a security guarantee for 
Muslims who want to consume food 
according to Islamic teachings (Nurcahyo 
& Hudransyah, 2017). A halal certifi cate 
provides numerous benefi ts. Safety and 
hygiene, aĴ racting Muslim visitors, 
enticing more consumers, improved 
market signals, and business expansion 
are just a few of the many positives that 
have been discussed (Hanim Yusuf et al., 
2016). Halal certifi cation can be utilized as a 
product diff erentiation method, resulting 
in increased revenue and marketability 
for the company/restaurant, particularly 
among Halal consumers. (Khan & Haleem, 
2016)whereas many bodies are certifying 
these as Halal products. The source of 
Halal Certifi cation (HC. In addition to 
the positive role of halal certifi cation on 
business. There are several challenges 
that small companies face when they try 
to apply for halal certifi cation which their 
owner-managers may emphasize such as 
fees, regulations, and information (Rafi ki 
& Abdul Wahab, 2016).
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unfamiliar locations throughout their trip 
(Katuk et al., 2020; Maison et al., 2018; 
Rachmiatie et al., 2021; Rios et al., 2014).

Halal certifi cation arose as a means 
of protecting customers. Founded on 
Islamic principles, halal is no longer 
restricted to religious responsibilities 
among Muslims. Halal is an etymological 
term related to what is permissible and 
can be done because it is not constrained 
by the regulations that forbid it. It is 
developing as a market force and a 
global phenomenon for Muslims and 
non-Muslims alike. Not only does the 
halal label on a product indicate that it is 
permissible for Muslims to consume, but 
it has also evolved into a global symbol 
for quality assurance and lifestyle choices 
(Akim et al., 2019; Asnawi et al., 2018; 
Giyanti et al., 2021; Yama et al., 2019).

Halal certifi cation provides a 
competitive edge by ensuring product 
diff erentiation and quality from a 
business standpoint. Halal philosophy 
encompasses all constructs, including 
branding, marketing, product creation 
and management, organizational 
behavior, ethnography, and sociology. 
It is more than a recognized mark or 
sign related to religious responsibilities; 
certifi cation also serves to inform and 
reassure consumers about the contents 
of items. This undercuts contemporary 
branding strategies, as halal emphasizes 
aspirational, tacit, and intangible 
components and producers must 
demonstrate the ultimate confi dence in 
their products through the certifi cation’s 
value (Abdul et al., 2013; Rafi ki & Abdul 
Wahab, 2016; Suharko et al., 2018; Usman 
et al., 2021).

Governments must make this a 
national priority to enhance the quality of 
SMEs’ services in the halal industry. One 
of the strategies that might be done is to 
assist SMEs in obtaining halal certifi cation 
to earn consumers’ trust. Halal certifi cation 
guarantees the product’s quality based 

on the outcome of an audit during the 
manufacturing process (Cahyowati et al., 
2021; Khairunnisa et al., 2020; Lestari et 
al., 2021; Putra, 2017).

Numerous halal industry operators 
have recognized the value of halal 
certifi cation in establishing a stronger 
market position. Halal certifi cation can 
be viewed as a marketing approach 
that enables businesses to diff erentiate 
themselves from their competitors’ 
products and services. Additionally, 
research has shown that sales increase 
when food outlets in Singapore get halal 
certifi cation. It was discovered that halal 
certifi cation positively aff ects business 
performance and growth (Katuk et al., 
2020; Lindsey, 2012; Putri et al., 2021).

Halal certifi cation is formally 
issued in Indonesia by The Halal Product 
Guarantee Agency (BPJPH), as it is in 
Singapore by MUIS, Malaysia by JAKIM, 
Japan by MPJA, the United Kingdom 
HFA, and the United States by HFC. 
Under the authority of the Ministry of 
Religion, the Halal Product Guarantee 
Agency (BPJPH) was established. Halal 
items circulating in Indonesia must be 
guaranteed under Law No. 33 of 2014. 
As a result, the Halal Product Assurance 
Organizing Body is charged with the 
responsibility and role of ensuring the 
halalness of items entering, circulating, 
and trading in Indonesia (Asnawi et al., 
2018; Rusydiana & Marlina, 2020; Suharko 
et al., 2018).

Numerous academics have 
identifi ed barriers to the establishment 
and development of halal certifi cation, 
including contradictions in the halal 
concept, issues with the halal emblem, 
antagonism toward Arabic or Islamic 
words, and a lack of support from current 
halal institutions. Several countries 
categorize the halal market into three sub-
categories: food, non-food, and services 
(Arsil et al., 2018; Rasyid, 2019; Sayogo, 
2018).
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According to studies on the barriers 
to halal certifi cation implementation, 
operational challenges can be classifi ed as 
internal reasons relating to funding, a lack 
of motivation to utilize halal certifi cation, 
and insuffi  cient infrastructure for 
executing appropriate halal standards. 
External restrictions are imposed by 
competing industries, the government, 
and relevant halal agencies. Disparities in 
perceptions among stakeholders involved 
in the development of halal tourism, 
particularly the government and industry 
participants, will impede progress toward 
halal product implementation targets. 
In this situation, as the pioneer of halal 
certifi cation with direct access to society, 
the government acts as a mediator in 
resolving the industry’s challenges 
(Khasanah et al., 2021; Prabowo et al., 
2015; Rachmiatie et al., 2021).

The worry regarding the halal 
concept’s propagation and application 
is not about the aim but the infl uence 
of the owners’ human capital. Owners 
and managers are synonymous in small 
business theory, and they confront 
obstacles while applying for halal 
certifi cation, most notably fi nancial 
restraints. They must invest regardless of 
whether their customers are concerned. 
As a result, no progress in terms of 
certifi cation registration can be noticed 
unless the owners are properly equipped 
and possess the experience, knowledge, 
and abilities necessary to understand 
the signifi cance of halal certifi cation 
and to recognize that it may be viewed 
as a unique resource that provides a 
competitive advantage favorable to the 
fi rm’s growth (Faidah, 2017; Faridah, 
2019; Rafi ki & Abdul Wahab, 2016).

Halal certifi cation is not limited to 
food and consumables; it also applies to 
cosmetics, pharmaceuticals, and toiletries. 
Apart from the halal certifi cation itself, 
there are several standards, such as 
Hazard Analysis Critical Control Point 

(HACCP), Good Manufacturing Practices 
(GMP), Good Hygienic Practice (GHP), 
and ISO9000 that food manufacturers 
and producers must adhere to meet halal 
regulations. In Malaysia, manufacturers 
and producers who obtain JAKIM 
certifi cation for halal products are said 
to be able to assure consumers that 
ingredients are processed, prepared, 
hygienically handled, and cleaned 
following halal requirements and under 
HACCP and other quality assurance 
standards (Arsil et al., 2018; Giyanti et al., 
2021; Lestari et al., 2021).

Taking this a step further, the 
increased demand for halal criteria has 
impacted halal certifi cation procedures 
among business operators. Halal has 
become a widely used phrase due to 
the growing desire for clean, healthy, 
and safe food by both the Muslim and 
non-Muslim communities worldwide. 
Apart from Sharia compliance, halal 
certifi cation emphasizes the process of 
creating hygienic foods of high quality 
and safe for Muslim consumption. 
Besides the halal mark, Muslim shoppers 
rely on the product label for crucial 
information when purchasing selections. 
Consumers must be able to obtain 
information about the products’ origins, 
including the components used and the 
processing method utilized, as these 
factors contribute to the halal criteria. The 
absence of such information on product 
labels will cause consumers to lose 
confi dence in purchasing such products 
(Othman et al., 2016; Wahyudin et al., 
2021; Wilson & Liu, 2010).

CONCLUSION

Halal certifi cation, which is based 
on the halal Shariah concept, which is 
based on a well-known religious belief, 
has been recognized as a measure of 
quality standards about a product’s 
content that brings considerable value 
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and benefi ts to consumers and producers, 
particularly within the food industry 
(Rafi ki & Abdul Wahab, 2016). However, 
there are still debates and diff erences 
of opinion regarding halal certifi cation.  
Halal certifi cates provide benefi ts for 
both consumers and producers. Halal 
certifi cation is a security guarantee for 
Muslims who want to consume food 
according to Islamic teachings (Nurcahyo 
& Hudransyah, 2017). A halal certifi cate 
provides numerous benefi ts. Safety and 
hygiene, aĴ racting Muslim visitors, 
enticing more consumers, improved 
market signals, and business expansion 
are just a few of the many positives that 
have been discussed (Hanim Yusuf et al., 
2016). Halal certifi cation can be utilized as a 
product diff erentiation method, resulting 
in increased revenue and marketability 
for the company/restaurant, particularly 
among Halal consumers. (Khan & Haleem, 
2016)whereas many bodies are certifying 
these as Halal products. The source of 
Halal Certifi cation (HC. In addition to 
the positive role of halal certifi cation on 
business. There are several challenges 
that small companies face when they try 
to apply for halal certifi cation which their 
owner-managers may emphasize such as 
fees, regulations, and information (Rafi ki 
& Abdul Wahab, 2016).

The results of sentiment analysis on 
Halal Certifi cation show various types of 
sentiment. The results showed that the 
perception of twiĴ er users towards halal 
certifi cation showed a positive sentiment 
of 41.8%, then 30.8% showed a neutral 
sentiment, and 27.4% showed a negative 
result. This shows the various kinds of 
sentiment generated from tweets related 
to halal certifi cates.

The sentiment results came from 
13,824 tweets about halal certifi cation from 
various countries, including India with 
2975 tweets, Malaysia with 846 tweets, 
United Kingdom with 578 tweets, and 
Sri Lanka with 480 tweets and Singapore 
with 450 tweets. It should be noted that 
the purpose of this study is to fi nd out the 
sentiments of TwiĴ er users towards Halal 
certifi cation.

In addition, the benefi ts of this 
research are as material for literacy and 
considerations related to halal certifi cates. 
Although research has been carried out 
using sentiment analysis specifi cally 
so that readers get an overview of the 
most critical data on this theme, there 
are limitations in this study, namely the 
data taken only tweets up to February 2, 
2022, totaling 13,824. So the results are 
dynamic and can change as knowledge 
related to Islam and halal certifi cates in 
particular, economics, technology, and 
other variables is developed.

ACKNOWLEDGEMENTS

The authors would like to thank the 
anonymous reviewers and the editor for 
their helpful and detailed comments on 
the previous versions of this manuscript. 
As well as, the authors would like to 
thank Aisyah Assalafi yah for her helpful 
support in analysis and elaboration.

 



90

HARMONI       Januari - Juni 2022

REFERENCES

Abdul, M., Ismail, H., Mustapha, M., & Kusuma, H. (2013). Indonesian Small Medium 
Enterprises (SMEs) and Perceptions on Halal Food Certifi cation. African Journal of 
Business Management, 7(16), 1492–1500. hĴ ps://doi.org/10.5897/AJBM11.2926

Akim, A., Konety, N., Purnama, C., & Korina, L. C. (2019). The Shifting of Halal 
Certifi cation System in Indonesia: From Society-Centric To State-Centric. 
MIMBAR : Jurnal Sosial Dan Pembangunan, 35(1), 115–126. hĴ ps://doi.org/10.29313/
mimbar.v35i1.4223

Alserhan, B. A. (2010). Islamic Branding: A Conceptualization of Related Terms. Journal 
of Brand Management, 18(1), 34–49. hĴ ps://doi.org/10.1057/bm.2010.18

Ali, Afzaal, Ali, Adnan, & Sherwani, Mehkar (2017). Shaping Halal Into a Brand? Factors 
Aff ecting Consumersâl™ Halal Brand Purchase Intention. Journal of International 
Food and Agribusiness Marketing, 29(3), 234-259, Taylor & Francis, hĴ ps://doi.org/1
0.1080/08974438.2017.1312657

Arsil, P., Tey, Y. S., Brindal, M., Phua, C. U., & Liana, D. (2018). Personal Values Underlying 
Halal Food Consumption: Evidence from Indonesia and Malaysia. British Food 
Journal, 120(11), 2524–2538. hĴ ps://doi.org/10.1108/BFJ-09-2017-0519

Asnawi, N., Sukoco, B. M., & Fanani, M. A. (2018). Halal Products Consumption 
in International Chain Restaurants Among Global Moslem Consumers. 
International Journal of Emerging Markets, 13(5), 1273–1290. hĴ ps://doi.org/10.1108/
IJoEM-11-2017-0495

Brahimi, B., Touahria, M., & Tari, A. (2021). Improving Sentiment Analysis in Arabic: 
A Combined Approach. Journal of King Saud University-Computer and Information 
Sciences, 33(10), 1242-1250.

Cahyowati, R. R., Asmara, G., & Haq, L. H. (2021). Legal Politics of Halal Certifi cate 
in Strengthening Industries in Indonesia. Journal of Legal, Ethical and Regulatory 
Issues, 24(Special Issue 1), 1–5.

Faidah, M. (2017). Sertifi kasi Halal di Indonesia dari Civil Society menuju Relasi Kuasa 
antara Negara dan Agama. ISLAMICA: Jurnal Studi Keislaman, 11(2), 445–476.

Faridah, H. D. (2019). Sertifi kasi Halal Di Indonesia: Sejarah, Perkembangan, Dan 
Implementasi. Journal of Halal Product and Research, 2(2), 68–78. fi le:///C:/Users/
HP/Downloads/1219-161-PB.pdf

Feizollah, Ali, Ainin, Sulaiman, Anuar, Nor Badrul, Abdullah, Nor Aniza Binti, & Hazim, 
Mohamad (2019). Halal Products on TwiĴ er: Data Extraction and Sentiment 
Analysis Using Stack of Deep Learning Algorithms. IEEE Access, 7, 83354-83362, 
IEEE, hĴ ps://doi.org/10.1109/ACCESS.2019.2923275

Giyanti, I., Indrasari, A., Sutopo, W., & Liquiddanu, E. (2021). Halal Standard 
Implementation in Food Manufacturing SMEs: its drivers and impact on 
performance. Journal of Islamic Marketing, 12(8), 1577–1602. hĴ ps://doi.org/10.1108/
JIMA-11-2019-0243

HuĴ o, C.J. & Gilbert, E.E. (2014). VADER: A Parsimonious Rule-based Model for 
Sentiment Analysis of Social Media Text. Eighth International Conference on 
Weblogs and Social Media (ICWSM-14). Ann Arbor, MI, June 2014.



91

Harmoni Vol. 21       No. 1

Ismaeel, M., & Blaim, K. (2012). Toward Applied Islamic Business Ethics: Responsible 
Halal Business. Journal of Management Development, 31(10), 1090–1100. hĴ ps://doi.
org/10.1108/02621711211281889

Jallad, N. A. U. (2008). The concepts of quality, 10(1991), 77–86.

Katuk, N., Ku-Mahamud, K. R., Kayat, K., Abdul Hamid, M. N., Zakaria, N. H., & 
Purbasari, A. (2020). Halal Certifi cation for Tourism Marketing: The AĴ ributes 
and AĴ itudes of Food Operators in Indonesia. Journal of Islamic Marketing. hĴ ps://
doi.org/10.1108/JIMA-03-2020-0068

Khairunnisa, H., Lubis, D., & Hasanah, Q. (2020). Kenaikan Omzet UMKM Makanan 
dan Minuman di Kota Bogor Pasca Sertifi kasi Halal. Al-Muzara’Ah, 8(2), 109–127. 
hĴ ps://doi.org/10.29244/jam.8.2.109-127

Khasanah, N. U., Safi ra, M. E., Agung, W. K. S., Chotib, M., Lahuri, S. Bin, & Nimasari, E. 
P. (2021). Regulation of Halal and Healthy Products for Small-scaled Businesses 
as Consumer Protection. Open Access Macedonian Journal of Medical Sciences, 9(E), 
749–753. hĴ ps://doi.org/10.3889/oamjms.2021.6643

Komite Nasional Keuangan Syariah. (2018). Masterplan Ekonomi Syariah Indonesia 2019-
2024. Kementerian Perencanaan Pembangunan Nasional/ Badan Perencanaan 
Pembangunan Nasional, 1–443. hĴ ps://knks.go.id/storage/upload/1573459280-
Masterplan Eksyar_Preview.pdf

Lestari, F., Kurniawan, R., Arifi n, J., Yasir, M., Muhammad Saleh, M., & Akbarizan. (2021). 
An Integrated Framework for The Measurement of Halal Good Manufacturing 
Practices on The Case of SMEs in The Food Sector. Journal of Islamic Marketing. 
hĴ ps://doi.org/10.1108/JIMA-04-2021-0105

Lindsey, T. (2012). Monopolising Islam: The Indonesian Ulama Council and State 
Regulation of The “Islamic Economy.” Bulletin of Indonesian Economic Studies, 
48(2), 253–274. hĴ ps://doi.org/10.1080/00074918.2012.694157

Maison, D., Marchlewska, M., Syarifah, D., Zein, R. A., & Purba, H. P. (2018). Explicit 
versus implicit “Halal” information: Infl uence of the halal label and the country-
of-origin information on product perceptions in Indonesia. Frontiers in Psychology, 
9(MAR), 1–7. hĴ ps://doi.org/10.3389/fpsyg.2018.00382

Mostafa, Mohamed M. (2020). Global Halal Food Discourse on Social Media: A Text 
Mining Approach. Journal of International Communication, 26(2), 211-237, Taylor & 
Francis, hĴ ps://doi.org/10.1080/13216597.2020.1795702

Mukhtar, A., & BuĴ , M. M. (2012). Intention to Choose Halal Products: The 
Role of Religiosity. Journal of Islamic Marketing, 3(2), 108–120. hĴ ps://doi.
org/10.1108/17590831211232519

Nurcahyo, Agung, & Hudrasyah, Herry (2017). the Infl uence of Halal Awareness, Halal 
Certifi cation, and Personal Societal Perception Toward Purchase Intention: a 
Study of Instant Noodle Consumption of College Student in Bandung. Journal of 
Business and Management, 6(1), 21-31

Othman, B., Shaarani, S. M., & Bahron, A. (2016). The Potential of ASEAN in Halal 
Certifi cation Implementation: A review. Pertanika Journal of Social Sciences and 
Humanities, 24(1), 1–24.



92

HARMONI       Januari - Juni 2022

Prabowo, S., Rahman, A. A., Rahman, S. A., & Samah, A. A. (2015). Revealing Factors 
Hindering Halal Certifi cation in East Kalimantan Indonesia. Journal of Islamic 
Marketing, 6(2), 268–291. hĴ ps://doi.org/10.1108/JIMA-05-2014-0040

Putra, P. A. A. (2017). Kedudukan Sertifi kasi Halal dalam Sistem Hukum Nasional 
Sebagai Upaya Perlindungan Konsumen dalam Hukum Islam. Amwaluna: Jurnal 
Ekonomi Dan Keuangan Syariah, 1(1), 150–165. hĴ ps://doi.org/10.29313/amwaluna.
v1i1.2172 149

Putri, H. M., Dachyar, M., & Nurcahyo, R. (2021). Measuring Service Quality of Halal 
Certifi cation in Indonesia Food Industry Using Fuzzy-SERVQUAL Method 
for Service Quality Improvement. Proceedings of the International Conference on 
Industrial Engineering and Operations Management, 34, 1782–1791.

Rachmiatie, A., Rahmafi tria, F., Suryadi, K., & Larasati, A. R. (2021). Classifi cation of 
Halal Hotels Based on Industrial Perceived Value: a Study of Indonesia and 
Thailand. International Journal of Tourism Cities. hĴ ps://doi.org/10.1108/IJTC-04-
2021-0063

Rafi ki, A., & Abdul Wahab, K. (2016). The Human Capital and the Obtainment of Halal 
Certifi cation. Journal of Islamic Marketing, 7(2), 134–147. hĴ ps://doi.org/10.1108/
JIMA-03-2014-0020

Rajagopal, S., Ramanan, S., Visvanathan, R., & Satapathy, S. (2011). Halal Certifi cation: 
Implication for Marketers in UAE. Journal of Islamic Marketing, 2(2), 138–153. 
hĴ ps://doi.org/10.1108/17590831111139857

Rasyid, A. (2019). Pada Produk Makanan Dan Minuman Di Kota Medan, Sibolga Dan 
Padangsidimpuan. Miqot, 43(2), 168.

Rios, R. E., Riquelme, H. E., & Abdelaziz, Y. (2014). Do Halal Certifi cation Country of 
Origin and Brand Name Familiarity MaĴ er? Asia Pacifi c Journal of Marketing and 
Logistics, 26(5), 665–686. hĴ ps://doi.org/10.1108/APJML-03-2014-0046

Rusydiana, A. S., & Marlina, L. (2020). Analisis Sentimen terkait Sertifi kasi Halal. Journal 
of Economics and Business Aseanomics (JEBA), 5(1), 69–85.

Sayogo, D. S. (2018). Online Traceability for Halal Product Information: Perceptions of 
Muslim Consumers in Indonesia. Journal of Islamic Marketing, 9(1), 99–116. hĴ ps://
doi.org/10.1108/JIMA-07-2016-0057

Setik, R., Ahmad, R. M. T. R. L., & Marjudi, S. (2021). Exploring Classifi cation for 
Sentiment Analysis from Halal Based Tweets. 2021 2nd International Conference 
on Artifi cial Intelligence and Data Sciences, AiDAS 2021, 1–6. hĴ ps://doi.
org/10.1109/AiDAS53897.2021.9574255

Shahid, S., Ahmed, F., & Hasan, U. (2018). A Qualitative Investigation Into Consumption 
of Halal Cosmetic Products: The Evidence from India. Journal of Islamic Marketing, 
9(3), 484–503. hĴ ps://doi.org/10.1108/JIMA-01-2017-0009

Shirin Asa, R. (2019). an Overview of the Developments of Halal Certifi cation Laws in 
Malaysia, Singapore, Brunei and Indonesia. Jurnal Syariah, 27(1), 173–200. hĴ ps://
doi.org/10.22452/js.vol27no1.7

Suharko, S., Khoiriati, S. D., Krisnajaya, I. M., & Dinarto, D. (2018). Institutional 
Conformance of Halal Certifi cation Organisation in Halal Tourism Industry: The 
Cases of Indonesia and Thailand. Tourism, 66(3), 334–348.



93

Harmoni Vol. 21       No. 1

Undang-Undang Republik Indonesia Nomor 33 Tathun 2014 Tentang Jaminan Produk 
Halal. (n.d.). 2014.

Usman, H., Chairy, C., & Projo, N. W. K. (2021). Impact of Muslim Decision-making 
Style and Religiosity on Intention to Purchasing Certifi ed Halal Food. Journal of 
Islamic Marketing. hĴ ps://doi.org/10.1108/JIMA-01-2021-0027

TwiĴ er: number of worldwide users 2019-2024. (2022, 02 28). Retrieved from Statista: 
hĴ ps://www.statista.com/statistics/303681/twiĴ er-users-worldwide/

Wahyudin, U., Randa, A. R., El Karimah, K., & Santoso, I. M. (2021). The Misunderstanding 
of Halal Tourism in Bandung City - Indonesia: Muslim Tourist Arrivals are 
Increasing in The Obscurity of Concepts. Journal of Islamic Marketing. hĴ ps://doi.
org/10.1108/JIMA-07-2020-0204

Wilson, J. A. J., & Liu, J. (2010). Shaping the Halal into a brand? Journal of Islamic Marketing, 
1(2), 107–123. hĴ ps://doi.org/10.1108/17590831011055851

Wilson, J. A. J., & Liu, J. (2011). The Challenges of Islamic Branding: Navigating 
Emotions and Halal. Journal of Islamic Marketing, 2(1), 28–42. hĴ ps://doi.
org/10.1108/17590831111115222

Yama, A., JermsiĴ iparsert, K., & Saregar, A. (2019). Impact of Halal Food Certifi cation 
on Restaurant Business in Indonesia: The Mediating Role of Ethical Compliance. 
International Journal of Innovation, Creativity and Change, 9(7), 306–322.


