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Abstract: This study aims to systematically review the literature on reorienting the marketing
mix theory (4Ps) through halal labeling for micro and small enterprises (MSEs) in Muslim
countries. It seeks to identify how halal labeling transforms each element of the marketing mix
and how the proposed framework can provide strategic guidance for MSEs in leveraging the
global halal economy. This study employs a systematic literature review approach, analyzing
selected articles from leading academic databases covering the period 1980-2025. Thematic
conceptual analysis is used to synthesize findings from multiple disciplines, including
marketing, Islamic economics, strategic management, and entrepreneurship studies. The
literature review reveals that halal labeling functions as a strategic mechanism that
fundamentally transforms all four elements of the marketing mix. In the Product dimension,
halal labeling elevates the product from a physical commaodity to a spiritually pure offering. In
the Price dimension, halal certification enables value-based pricing strategies that reflect the
added spiritual value. In the Place dimension, halal labeling requires integrity of the halal
supply chain throughout distribution channels. In the Promotion dimension, halal
communication demands adherence to truthfulness, transparency, and social responsibility. The
resulting framework provides strategic guidance for MSE owners in integrating halal
compliance into their marketing strategies, as well as for policymakers in designing support
programs that facilitate MSE participation in the halal economy. This study contributes
theoretically by synthesizing dispersed literature into an integrated framework that specifically
addresses the unique context of MSEs in Muslim countries, elevating halal labeling from
operational compliance to a core strategic element in marketing mix theory.

Keywords: conceptual analysis; halal labeling; Islamic economics; Islamic marketing; marketing
mix theory.

Introduction

The global halal economy has experienced exponential growth over the past decade, driven
primarily by rising consumer awareness among Muslim consumers worldwide. As the global
Muslim population continues to expand, the demand for products that align with Islamic
principles has transcended niche markets to become a dominant economic force. The global
halal industry currently encompasses various sectors, including food and beverages, cosmetics,
pharmaceuticals, tourism, logistics, and financial services, with an estimated market value
exceeding US$2 trillion (Mamun et al., 2021; Reuters, 2020). This growth creates significant
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economic opportunities for Muslim countries and producers seeking to tap into this expanding
consumer base.

Micro and Small Enterprises (MSEs) play a pivotal role in this ecosystem, acting as the
backbone of local economies and primary providers of consumer goods in Muslim countries.
The International Labour Organization estimates that MSEs account for over 80% of total
employment in many Muslim-majority economies, highlighting their centrality to economic
and social systems (Bank, 2010; UNIDO, 2019). However, these enterprises face numerous
challenges that constrain their growth and competitiveness, including limited financial
resources, skill constraints, regulatory burdens, and intense market competition from larger
domestic and international firms (Ahmad et al., 2015; Ramadhan et al., 2024). To survive and
thrive in this highly competitive landscape, MSEs must adopt robust strategic frameworks that
resonate with the core values of their target consumers. Understanding how spiritual
compliance intersects with business strategy has become an urgent necessity for contemporary
business researchers and practitioners alike. The integration of halal values into marketing
strategy offers MSEs a distinct competitive advantage, enabling them to navigate complex
regulatory environments and capture a highly loyal consumer base (Abdul Khalek et al., 2017;
Wilson, 2014).

Traditional marketing theory, particularly the foundational marketing mix framework
conceptualized by E. Jerome McCarthy (1960) and popularized by Philip Kotler (1967), has
long served as the bedrock of business strategy. This classical model categorizes marketing
activities into four controllable variables, widely known as the Product, Price, Place, and
Promotion ("the 4Ps"). While this framework has proven highly effective in driving market
efficiency and consumer satisfaction across secular economies, its core assumptions are deeply
rooted in Western, materialistic paradigms (Constantinides, 2006; Grdnroos, 1997).
Conventional marketing models operate under the premise that consumer utility is maximized
through purely physical, emotional, or economic benefits, fundamentally overlooking the
spiritual and metaphysical dimensions that dictate consumer behavior in highly religious
societies (EI-Bassiouny, 2014; Sandikci & Ger, 2010).

In Muslim-majority nations, religious compliance is not a peripheral lifestyle choice but
an overarching framework that governs daily consumption habits. The concept of halal, which
denotes what is permissible under Islamic law (shari ‘ah), serves as a primary filter through
which consumers evaluate products and services (Al-Qaradawi, 2001; Kamali, 2009). When
consumers in these regions make purchasing decisions, they seek psychological peace and
spiritual assurance alongside functional utility (Shah Alam & Mohamed Sayuti, 2011; Wilson
& Liu, 2010). Halal labeling, therefore, emerges as a critical institutional mechanism that
bridges the gap between religious mandates and market offerings, transforming from a simple
operational certification into a powerful symbol of trust, safety, and ethical responsibility
(Ramadhan et al., 2024; Riaz & Chaudry, 2004).

Despite the obvious importance of religious compliance, conventional literature often
treats halal certification merely as a regulatory hurdle or an external administrative requirement
(Wibowo & Juhara, 2021; Wilson, 2014). This narrow perspective fails to recognize how halal
status intrinsically alters the strategic dynamics of the entire marketing mix. For instance, a
halal label fundamentally redefines the "Product" element by elevating it from a physical
commodity to a spiritually pure offering. Similarly, it impacts "Price" strategies, as consumers
are often willing to pay a premium for the guaranteed peace of mind that certification provides
(Lada et al., 2009; Said et al., 2025). Furthermore, it alters "Place" and "Promotion"
configurations, determining which distribution channels are acceptable and dictating the ethical
boundaries of promotional narratives (Aziz & Chok, 2013; Koc et al., 2025). Thus, there is a
critical theoretical gap regarding how halal labeling can be systematically synthesized within
the internal structure of the marketing mix.

Given the complexities of integrating religious mandates with strategic business
practices, this study addresses the following research questions: How does the integration of
halal labeling conceptually redefine the traditional elements of the marketing mix for MSEs
operating in Muslim countries? What are the specific pathways through which a halal-oriented
marketing mix can be leveraged by MSEs to generate sustainable competitive advantage and
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enhance brand equity? How do the distinct regulatory and economic differences across various
Muslim nations influence the conceptual formulation of a unified halal marketing strategy? This
study pursues the following objectives: To systematically review and synthesize the existing
literature on halal marketing, marketing mix theory, and MSE development in Muslim
countries. To develop a comprehensive conceptual framework that integrates halal labeling as
a core strategic element within the marketing mix for MSEs. To identify the mechanisms
through which halal labeling transforms each element of the marketing mix.To provide strategic
guidance for MSEs and policymakers in leveraging halal marketing for sustainable growth.

This conceptual paper seeks to provide a timely and necessary intervention into
mainstream marketing literature by validating the strategic role of religious compliance. By
dismantling the secular assumptions of the conventional 4Ps, this study paves the way for a
more inclusive, culturally sensitive understanding of business strategy. The insights generated
from this analysis are expected to benefit not only academic researchers but also policymakers
and MSE owners who seek to harness the full potential of the global halal market. Providing
small businesses with a clear, theoretically sound framework for halal marketing is an essential
step toward fostering economic resilience and ethical commercial practices. As the global halal
economy continues to mature, this reorientation will ensure that marketing theory remains
relevant, actionable, and deeply connected to the values of the societies it serves.

Method

This study employs a systematic literature review combined with thematic conceptual analysis,
strictly following the rigorous, transparent, and replicable guidelines established by Tranfield
et al. (2003) and Moher et al. (2009) to synthesize dispersed, multidisciplinary literature and
identify theoretical patterns. A comprehensive search was conducted across major academic
databases—including Scopus, Web of Science, Google Scholar, ProQuest, and EBSCOhost—
covering the period from 1980 to 2025 using strategic keyword combinations such as "halal",
"marketing mix", "4Ps", "consumer behavior", "Islamic marketing", "micro/small enterprises",
"competitive advantage", and "supply chain”. To maintain strict quality boundaries, inclusion
criteria targeted peer-reviewed English-language journal articles, books, and conference
proceedings focusing on halal or Islamic marketing within Muslim consumer markets and
enterprise contexts, while excluding non-peer-reviewed trade publications, unrelated Islamic
finance papers, and low-quality studies (Moher et al., 2009; Tranfield et al., 2003).

Adhering to the PRISMA guidelines, the screening process began with 1,247 initial
records, which were narrowed down to 935 after removing 312 duplicates, subsequently filtered
down to 187 full-text eligibility assessments, and ultimately finalized into a core selection of
124 articles for deep analysis. Data extraction from these selected works was systematically
organized using a standardized form capturing metadata, frameworks, methodologies, and key
findings regarding the reorientation of the halal marketing mix. Finally, synthesis was executed
using the six-phase thematic analysis framework by Braun and Clarke to identify how halal
labeling transforms the 4Ps, with an embedded quality assessment protocol ensuring that only
high- and medium-quality studies contributing valid theoretical insights were incorporated into
the final report (Braun & Clarke, 2006).

Results and Discussion

The systematic literature review identified 124 relevant studies published between 1980 and 2025.
The distribution of studies by decade shows increasing scholarly attention to halal marketing: 1980-
1990 (8 studies), 1991-2000 (12 studies), 2001-2010 (25 studies), 2011-2020 (52 studies), and
2021-2025 (27 studies). This trajectory reflects the growing importance of the halal economy and
increasing academic interest in Islamic marketing. The studies originated from diverse geographical
contexts, with the highest representation from Malaysia (35%), Indonesia (18%), Turkey (10%), the
Middle East (20%), and other regions (17%). Disciplinary distribution included marketing (40%),
Islamic economics (25%), management (20%), and other fields (15%). Methodologically,
conceptual papers (45%) and empirical studies (55%) were relatively balanced.
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Theoretical Underpinnings

This study is anchored on three interconnected theoretical foundations: classical marketing mix
theory, Islamic economic theory, and institutional theory. The integration of these theoretical
perspectives provides a comprehensive lens for understanding how halal labeling reorients the
marketing mix for MSEs in Muslim countries. Classical Marketing Mix Theory provides the
foundational structure of the 4Ps framework (Product, Price, Place, Promotion) as developed
by McCarthy and popularized by Kotler. While acknowledging the limitations of this
framework in religious contexts, it serves as the starting point for identifying how each element
is transformed through halal integration (Konopa & McCarthy, 1969; Kotler, 1973).

Islamic Economic Theory provides the ethical and spiritual principles that govern
commercial activities in Muslim societies. Drawing from the Qur'an, Sunnah, and Islamic
jurisprudence, this theoretical perspective establishes the normative framework for halal
compliance, including the concepts of halal (permissible), tayyib (pure), ‘adl (justice), amanah
(trustworthiness), and sidq (truthfulness). These principles directly inform how each element
of the marketing mix should be reconceptualized (Chapra, 2008; Siddiqi, 2004).

Institutional Theory provides insights into how halal labeling functions as an institutional
mechanism that reduces information asymmetry and builds consumer trust. Certification
bodies, regulatory frameworks, and industry standards constitute the institutional environment
that shapes halal marketing practices (North, 1990; Scott, 2001). This perspective helps explain
how halal labeling serves as a signal of quality and compliance that enables market transactions.
Based on the synthesis of theoretical foundations and literature review, this study proposes a
conceptual framework that integrates halal labeling as a core strategic element within the
marketing mix. The framework demonstrates how halal labeling transforms each of the 4Ps,
creating integrated value for MSEs and consumers.

Reorienting the ""Product' Dimension: Spiritual Integrity and Quality Assurance

In classical marketing theory, the product dimension encompasses tangible attributes (design,
packaging, features) and intangible benefits (brand image, warranty, after-sales service) that
combine to provide consumer value (Kotler & Armstrong, 2010). Through halal integration,
the product dimension is fundamentally transformed by the addition of spiritual integrity as a
core product attribute. Halal labeling converts the product from a secular commaodity into a
spiritually significant offering that provides consumers with religious assurance alongside
functional utility (Azis et al., 2024; Aziz & Chok, 2013).

Halal certification has been conceptualized as a form of total quality management from
the Islamic perspective, encompassing everything from ingredient sourcing to final packaging
(Ramadhan et al., 2024; Riaz & Chaudry, 2004). The product quality dimension under this
framework includes ingredient purity and absence of prohibited substances, processing
compliance with Islamic requirements, prevention of cross-contamination with non-halal
materials, compliance with hygiene and food safety standards, and ethical sourcing and fair
treatment of suppliers. Research on product attributes in halal marketing reveals a hierarchy of
considerations for Muslim consumers: (1) primary consideration: halal permissibility (lawful
status); (2) secondary consideration: tayyib attributes (wholesomeness, safety, cleanliness); (3)
tertiary consideration: functional attributes (performance, usability, convenience); and (4)
guaternary consideration: emotional and social attributes (brand image, status). This hierarchy
suggests that halal integrity serves as a "hygiene factor” in product evaluation, with non-
compliance automatically excluding products from consideration (Saima et al., 2024; Septiani
& Ridlwan, 2020).

Reorienting the "*Price’ Dimension: Fair Pricing and Value-Based Approaches

The classical pricing dimension focuses on setting prices that balance customer value perception
with organizational profitability goals (Kotler & Armstrong, 2010). The integration of halal labeling
fundamentally transforms the price dimension by adding a spiritual value component to the value
proposition. Consumers demonstrate willingness to pay premium prices for halal-certified products
that provide religious assurance, recognizing the additional costs associated with compliance and
the value derived from spiritual peace of mind (Abdul Khalek et al., 2017; Wibowo & Juhara, 2021).
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The Islamic framework establishes specific pricing principles that must guide price
determination: fairness (‘adl), transparency, mutual consent (taradin), no exploitation, and no
price manipulation. The additional costs associated with halal certification include certification
fees, compliance infrastructure, ingredient verification, and supply chain modifications
(Ramadhan et al., 2024; Riaz & Chaudry, 2004). However, the spiritual value component of
halal certification provides a basis for premium pricing that can offset compliance costs (Anwar
Fathoni, Dwi Priyatno, et al., 2025). The value-based pricing approach recognizes that
consumers benefit from halal certification through psychological peace of mind regarding
religious compliance, reduced risk of moral transgression, assurance of product purity and
safety, alignment of consumption with religious values, and contribution to community moral
standards. Research on halal pricing suggests that consumers may be willing to pay premiums
of 10-30% for halal-certified products, depending on product category, certifier reputation, and
individual consumer's halal consciousness level (Lada et al., 2009; Shah Alam & Mohamed
Sayuti, 2011).However, price sensitivity varies across consumer segments, with highly
observant consumers demonstrating greater willingness to pay premiums while less observant
consumers may prioritize price over certification.

Reorienting the "*Place’ Dimension: Halal Logistics and Supply Chain Integrity

The classical distribution dimension encompasses all activities involved in making products
available to consumers, including channel selection, logistics, inventory management, and retail
presence (Kotler & Armstrong, 2010). The reorientation of the place dimension through halal
integration introduces halal supply chain management as a critical consideration that extends
throughout the distribution system. Halal labeling requires that halal integrity be maintained
throughout the supply chain, from raw material sourcing through manufacturing, storage,
transportation, and retail display (Ahmad et al., 2015; Saima et al., 2024).

The concept of halal supply chain management focuses on maintaining product integrity
through segregation of halal products from non-halal products, dedicated storage facilities for
halal products, specialized transportation with anti-contamination controls, quality assurance
throughout the distribution chain, and traceability systems to verify supply chain compliance.
These requirements add complexity to the distribution process and create specific operational
challenges for MSEs with limited resources (Miftahuddin et al., 2022). However, these
investments also provide potential benefits through consumer confidence and brand loyalty.
Empirical evidence suggests that distribution inefficiencies and halal integrity concerns are
significant barriers to halal market development, with reports of halal product contamination
during transportation and storage damaging consumer confidence (Azis et al., 2024; Ramadhan
et al., 2024). The digital transformation of commerce is creating new opportunities for halal
distribution through e-commerce and online platforms, which can provide MSEs with cost-
effective access to wider markets while enabling greater supply chain transparency through
digital tracking and verification systems (Tao et al., 2023; Wilson & Liu, 2010).

Reorienting the ""Promotion’ Dimension: Ethical Communication and Relationship Building
The classical promotion dimension encompasses all activities involved in communicating
product value to consumers, including advertising, sales promotion, public relations, and
personal selling (Kotler & Armstrong, 2010). The reorientation of the promotion dimension
through halal integration establishes strict ethical boundaries that transform promotional
practice and relationship building (El-Bassiouny, 2014; Wilson, 2014). Islamic promotional
communication must adhere to the foundational values of truthfulness, transparency, and
modesty, prohibiting deceptive advertising, false testimonials, and manipulative marketing
tactics.

The Islamic promotional framework establishes specific communication standards:
truthfulness (sidq), transparency, modesty (haya’), no deception (tadis), and social
responsibility. These standards transform promotion from a persuasive tool to a relationship-
building mechanism, emphasizing the importance of authentic communication in establishing
and maintaining consumer trust (Al-Aidaros et al., 2013; El-Bassiouny, 2014). For MSEs, this
means developing promotional strategies that communicate halal compliance effectively while
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building meaningful consumer relationships through trust and authenticity rather than
exaggeration or manipulation. The positive framing of halal promotion emphasizes religious
assurance, health benefits, community connection, ethical consumption, and quality assurance.
The digital environment provides MSEs with cost-effective promotion opportunities through
social media, content marketing, and online communities (Ramadhan et al., 2024; Wilson &
Liu, 2010). These platforms facilitate two-way communication and community building,
enabling MSEs to engage consumers in meaningful dialogue about halal values.

Proposed Conceptual Model

Based on the above theoretical integration, this study proposes a conceptual model (Figure 1) that
illustrates the reorientation of the marketing mix through halal labeling for MSEs in Muslim
countries. The model positions halal labeling as the central strategic element that transforms each
of the 4Ps, creating integrated value for both the enterprise and the consumer.

Conceptual Framework for Halal Marketing Mix Reorientation in MSEs

Halal Labeling as the Central Strategic Element
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This model demonstrates that halal labeling serves as a powerful product differentiator
that elevates quality through spiritual integrity and fayyib assurance, while simultaneously
acting as a price enabler that captures unique spiritual value. Furthermore, it operates as a
supply chain guardian to secure halal integrity across all distribution channels, while
functioning as a trust builder that facilitates ethical promotion and strengthens consumer
relationships. Consequently, integrating this halal marketing mix delivers vital outcomes for
micro and small enterprises (MSESs) by enhancing brand equity, consumer trust, and sustainable
competitive advantage. Through this framework, businesses can achieve higher consumer
loyalty, expand market access, ensure strict regulatory compliance, and meaningfully contribute
to both community welfare and ethical commerce (Sani et al., 2023).

Halal Labeling as Product Transformation

The synthesis of literature reveals that halal labeling fundamentally transforms the product
dimension through multiple mechanisms. First, halal certification provides consumers with
assurance of religious compliance, reducing the psychological risk of moral transgression
(Abdul Khalek et al., 2017; Shah Alam & Mohamed Sayuti, 2011). Second, halal labeling
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signals product purity and quality, with consumers perceiving halal-certified products as safer,
cleaner, and more wholesome (Said et al., 2025; Septiani & Ridlwan, 2020). Third, halal
certification enhances brand credibility and trust, building long-term consumer relationships
(Koc et al., 2025; Ramadhan et al., 2024). The literature consistently demonstrates that halal
certification serves as a "hygiene factor" in Muslim consumer markets. Studies by Jusoff and
Hassan (2010) and Fadzillah et al. (2013) found that halal compliance is a prerequisite for
market acceptance, with non-certified products being automatically excluded from
consideration regardless of other attributes.

This finding has significant implications for MSEs, indicating that halal certification
should be viewed as a competitive necessity rather than an optional enhancement (Azis et al.,
2024; Saima et al., 2024). However, the literature also reveals challenges in product
transformation. MSEs face significant costs in obtaining and maintaining halal certification,
including ingredient verification, facility modifications, and ongoing compliance monitoring
(Ahmad et al., 2015; Anwar Fathoni, Dwi Priyatno, et al., 2025). These costs can be particularly
burdensome for small enterprises with limited resources. Additionally, the complexity of halal
certification procedures and the multiplicity of certification bodies in some countries create
administrative burdens that disproportionately affect MSEs (Anjassyafara & El-Junusi, 2025;
Riaz & Chaudry, 2004).

Halal Labeling and Pricing Strategies

The literature on halal pricing reveals a complex interplay between compliance costs, consumer
value perception, and competitive dynamics. Studies consistently find that Muslim consumers
demonstrate willingness to pay premium prices for halal-certified products, with premiums
ranging from 10-30% depending on product category and consumer characteristics (Lada et al.,
2009; Shah Alam & Mohamed Sayuti, 2011). This willingness to pay premiums is driven by
the perceived value of religious assurance and the costs associated with ensuring halal
compliance (Abdul Khalek et al., 2017; Wibowo & Juhara, 2021).

The Islamic pricing framework, grounded in principles of fairness and justice, provides
guidance for MSEs in setting prices that balance profitability with consumer welfare (El-
Bassiouny, 2014; Muhammad, 2023). The prohibition of exploitation and unjustified price
increases establishes ethical boundaries that prevent MSEs from taking advantage of consumer
dependence on halal products. This ethical framework can actually enhance consumer trust and
loyalty, as consumers recognize the fairness of MSE pricing practices. However, the literature
also highlights pricing challenges for MSEs. The additional costs of halal certification must be
recovered through pricing, but MSEs may face constraints in passing these costs to consumers
in highly competitive markets (Ramadhan et al., 2024; Saima et al., 2024). Price sensitivity
varies across consumer segments, with less observant consumers potentially prioritizing price
over certification. This heterogeneity requires MSEs to adopt sophisticated segmentation and
targeting strategies that identify consumers willing to pay premiums for halal assurance.

Halal Supply Chain and Distribution Integrity

The literature on halal supply chain management emphasizes the critical importance of
maintaining halal integrity throughout the distribution process. Studies by Ahmad et al.
(2015) and Jusoff and Hassan (2010) identify key requirements for halal supply chains,
including segregation of halal and non-halal products, dedicated storage facilities, specialized
transportation, and comprehensive traceability systems. These requirements are essential for
preventing cross-contamination and maintaining consumer confidence (Ahmad et al., 2015;
Saima et al., 2024).

For MSEs, managing halal supply chain integrity presents significant challenges. The
costs of dedicated storage and transportation facilities can be prohibitive for small enterprises
(Anwar Fathoni, Dwi Priyatno, et al., 2025; Koc et al., 2025). Additionally, MSEs may lack
the bargaining power to require halal compliance from their logistics partners, creating risks
of contamination during distribution. However, the literature also identifies opportunities for
MSEs to collaborate with halal logistics providers and industry associations to share
resources and reduce costs (Ramadhan et al., 2024; Wibowo & Juhara, 2021). Digital

Jamaludin et al. / Reorienting The Marketing Mix Through Halal Labeling for Micro and Small Enterprises in Muslim Countries:
A Systematic Literature Review



IINI: International Journal of Nusantara Islam Vol.14, No.2 (2026): 1317-1332 1324

transformation is creating new opportunities for halal distribution through e-commerce and
digital traceability. Studies by Wilson and Liu (2010) and Abd Razak et al. (2011) highlight
how digital platforms can provide MSEs with cost-effective access to wider markets while
enabling greater supply chain transparency. Digital verification systems can enhance
consumer confidence by providing real-time information about product sourcing and
handling, reducing the information asymmetry that characterizes traditional distribution
channels (Tao et al., 2023; Wilson & Liu, 2010).

Halal Promotion and Ethical Communication

The literature on halal promotion emphasizes the importance of truthfulness, transparency, and
social responsibility in marketing communications. Studies by Wilson and El-Bassiouny establish
that Islamic promotional communication must adhere to strict ethical standards, prohibiting
deception, exaggeration, and manipulation. This ethical framework transforms promotion from a
persuasive tool to a relationship-building mechanism, emphasizing authentic communication and
consumer education (El-Bassiouny, 2014; Wilson, 2014).

For MSEs, halal promotion presents both opportunities and challenges. The opportunity lies
in leveraging halal compliance as a distinctive value proposition that resonates with Muslim
consumers. MSEs can communicate their commitment to religious values and community welfare,
building trust and loyalty among consumers who prioritize halal compliance (Al-Aidaros et al.,
2013; Koc et al., 2025). The challenge lies in effectively communicating halal compliance in
markets where multiple certification bodies and competing claims create consumer confusion
(Anjassyafara & El-Junusi, 2025; Azis et al., 2024). Digital marketing provides MSEs with cost-
effective promotion opportunities through social media, content marketing, and online communities
(Ramadhan et al., 2024; Wilson & Liu, 2010). These platforms enable MSEs to engage consumers
in meaningful dialogue about halal values, building authentic relationships that transcend
transactional exchanges. Digital promotion also enhances transparency by providing consumers
with access to information about product sourcing, processing, and certification, supporting the
relationship-building objectives of halal promotion.

Synthesis and Integration

The synthesis of literature reveals that halal labeling operates as an integrated strategic element that
transforms all four components of the marketing mix simultaneously. The findings demonstrate that
halal labeling is not merely an operational compliance requirement but a fundamental strategic tool
that shapes product development, pricing strategy, distribution channels, and promotional
communication.

Table 1 summary of the transformation of each marketing mix element through halal labeling

Mark_etlng Classical Halal-Reoriented .
Mix A o Key Mechanisms
Conceptualization Conceptualization
Element
Ingredient
Bundle of - . verification,
L . Spiritually pure offering )
Product tangible/intangible X . processing
- with tayyib assurance . .
attributes compliance, quality
assurance
Compliance costs,
. Cost-plus or market- Value-based pricing consumer willingness
Price . . e o
based pricing reflecting spiritual value to pay, fair pricing

principles
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Mark_etlng Classical Halal-Reoriented .
Mix A o Key Mechanisms
Conceptualization Conceptualization
Element
Physical distribution . Dedl.caj[ed storage,
Halal supply chain specialized
Place and channel . ; . .
integrity and segregation transportation,
management -
traceability
. . s Truthfulness
Persuasive Ethical communication ’
. L . : transparency,
Promotion communication to and relationship :
. I community
drive sales building
engagement

The integrated framework illustrates how halal labeling can establish a mutually
reinforcing cycle involving product quality, pricing strategies, supply chain integrity, and
promotional communication. High-quality halal products can strengthen consumer trust and
create opportunities for premium pricing. The resulting revenue can subsequently support
further investment in maintaining halal supply chain integrity, including the supervision of raw
materials, production processes, and distribution activities. In turn, consistent compliance with
halal requirements provides credible evidence that can be incorporated into promotional
communication. The synergy among these elements has the potential to generate sustainable
competitive advantage. Such an advantage becomes more difficult for competitors to replicate
when it is supported by consistent halal management practices, brand credibility, and a strong
organizational commitment to product quality and authenticity (Susilawati et al., 2023).

Implications for MSEs

The findings have several important implications for MSEs in Muslim countries seeking to
leverage halal marketing for competitive advantage. First, MSEs should view halal certification
as a strategic investment rather than a compliance cost. The literature demonstrates that halal
labeling generates significant returns through enhanced consumer trust, brand equity, and
willingness to pay premiums. MSEs should prioritize halal certification for their core product
categories and develop integrated marketing strategies that leverage halal compliance as a
distinctive value proposition. Second, MSEs should adopt value-based pricing strategies that
reflect the spiritual value created by halal certification. While compliance costs must be
recovered, pricing should also reflect the consumer benefits of religious assurance and product
purity. Value-based pricing enables MSEs to capture the additional value created by halal
certification while maintaining fairness and avoiding exploitation.

Third, MSEs should invest in halal supply chain integrity as a strategic capability.
Maintaining halal integrity throughout distribution is essential for consumer confidence and
brand trust. MSEs should collaborate with halal logistics providers, industry associations, and
certification bodies to share resources and reduce costs while ensuring compliance. Fourth,
MSEs should develop promotional strategies that emphasize authentic communication and
relationship building. Halal compliance provides a compelling narrative that resonates with
Muslim consumers, enabling MSEs to build trust and loyalty through transparent
communication. Digital marketing platforms provide cost-effective channels for engaging
consumers in meaningful dialogue about halal values (Hasanah et al., 2023).

Implications for Policymakers

The findings also have important implications for policymakers seeking to support MSE
participation in the halal economy. First, policymakers should simplify halal certification
procedures and reduce costs for MSEs. Streamlined certification processes, reduced fees, and
technical assistance programs can lower barriers to participation and encourage MSEs to
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pursue halal certification. Second, policymakers should support the development of halal
supply chain infrastructure. Investment in halal logistics, storage facilities, and traceability
systems can reduce the costs and complexity of maintaining halal integrity throughout
distribution channels. Third, policymakers should promote consumer education about halal
certification and product quality. Public awareness campaigns can enhance consumer
understanding of halal certification, increasing the value that consumers place on certified
products and creating market incentives for MSE certification. Fourth, policymakers should
facilitate international harmonization of halal standards. Consistent standards across
countries can reduce confusion and enable MSEs to access international markets more easily,
supporting export growth and economic development (Darmalaksana, 2025).

The findings of this systematic literature review demonstrate that halal labeling
represents more than a religious compliance requirement or a conventional product attribute.
Rather, it functions as a strategic mechanism that reorients the traditional marketing mix by
integrating religious values, ethical responsibilities, institutional assurance, and consumer
expectations into business practices. The analysis of 124 studies published between 1980 and
2025 indicates a substantial increase in scholarly attention to halal marketing, particularly
during the period from 2011 to 2020. This development reflects the growing significance of
the halal economy and the increasing recognition that Muslim consumers cannot be
adequately understood through conventional marketing assumptions alone. Instead, their
purchasing decisions may involve the interaction of functional benefits, religious obligations,
ethical considerations, and confidence in the authenticity of halal claims (Tranfield et al.,
2003). Consequently, halal labeling provides an important analytical perspective for
reconsidering how marketing strategies create and communicate value in Muslim consumer
markets.

The integration of classical marketing mix theory, Islamic economic theory, and
institutional theory provides a comprehensive explanation of this transformation. Classical
marketing theory offers a foundational structure for examining product, price, place, and
promotion, while Islamic economic theory establishes the ethical and normative principles
that should guide commercial activities. Concepts such as halal, tayyib, ‘adl, amanah, and
sidg extend marketing considerations beyond profitability by emphasizing permissibility,
wholesomeness, fairness, trustworthiness, and truthfulness. Institutional theory complements
these perspectives by explaining how certification systems, regulatory arrangements, and
recognized standards reduce information asymmetry between producers and consumers. The
relationship among these theories suggests that halal labeling should be understood
simultaneously as a religious assurance mechanism, an ethical commitment, and an
institutional signal. Its strategic significance therefore emerges not simply from the presence
of a label but from the credibility of the processes and values that the label represents (Anwar
Fathoni, Priyatno, et al., 2025).

Regarding the product dimension, the findings indicate that halal labeling changes the
meaning of product value by incorporating religious assurance into the consumer value
proposition. Under the conventional marketing mix, products are generally evaluated through
their physical characteristics, functional performance, design, packaging, and brand image.
In halal-oriented markets, these attributes remain relevant, but they may be insufficient when
consumers also require assurance that ingredients, processing methods, handling procedures,
and packaging comply with Islamic requirements. Halal certification can therefore reduce
uncertainty by providing information about the religious permissibility of a product. The
concept of rayyib further broadens this understanding by connecting halal compliance with
cleanliness, safety, quality, and wholesomeness. This relationship suggests that halal-oriented
product development should integrate religious compliance with appropriate quality
assurance rather than treating them as separate considerations. For micro and small
enterprises, such integration can strengthen product credibility and differentiation
(Rukmanda et al., 2026). Nevertheless, certification alone cannot guarantee superior
functional quality or eliminate every safety risk. Businesses must therefore maintain
consistent production standards and ensure that their actual practices correspond to the claims
communicated through their halal labels.
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The transformation of the price dimension reveals a more complex relationship between
consumer value, certification expenditure, and ethical responsibility. Halal certification may
create additional costs associated with documentation, ingredient verification, production
adjustments, and compliance monitoring. At the same time, consumers who attach
considerable importance to religious assurance may perceive certified products as offering
benefits that extend beyond their physical utility. This perceived value can influence
willingness to purchase and, under certain conditions, willingness to pay a higher price
(Amalia & Johan, 2026). However, the possibility of premium pricing should not be
interpreted as a universal characteristic of halal markets. Consumer responses vary according
to purchasing power, product category, religious commitment, brand reputation, and the
availability of alternatives. For MSEs, the central challenge is therefore to balance the costs
of maintaining halal compliance with consumers' expectations of affordability. Islamic
principles of fairness, transparency, and mutual consent provide an ethical foundation for this
process. A halal label should not become a justification for arbitrary price increases or the
exploitation of consumers' religious commitments. Instead, pricing strategies should reflect
legitimate production costs, credible product benefits, competitive conditions, and reasonable
profit objectives (Silalahi, 2024).

The place dimension is similarly transformed through the requirement to preserve halal
integrity throughout the supply chain. In conventional marketing, distribution strategies
primarily emphasize accessibility, efficiency, inventory management, transportation, and
market coverage. Halal-oriented distribution introduces an additional responsibility: ensuring
that the product remains compliant during storage, handling, transportation, and retail
display. This requirement demonstrates that the credibility of halal labeling depends on more
than the conditions of production. Even when a product initially satisfies halal requirements,
inadequate handling or contact with prohibited materials may undermine consumer
confidence and compromise compliance. These challenges are particularly important for
MSEs, which may have limited financial resources, restricted bargaining power, and
insufficient access to specialized logistics infrastructure (Maulidah et al., 2024).
Nevertheless, the findings suggest that collaboration with certified logistics providers,
industry associations, and other businesses may help reduce operational burdens. Digital
traceability and e-commerce platforms may also improve access to information and wider
markets. Their effectiveness, however, depends on reliable data, appropriate infrastructure,
and the ability of businesses to maintain accurate records. Halal distribution should therefore
be understood as a shared responsibility involving producers, logistics providers, regulators,
and certification institutions.

The promotion dimension demonstrates how halal labeling can transform marketing
communication from a predominantly persuasive activity into a mechanism for building trust
and maintaining long-term relationships. Conventional promotion seeks to communicate
product benefits and stimulate purchasing behavior through advertising, sales promotion,
public relations, and personal selling. Within an Islamic marketing framework, these
activities must also comply with principles of truthfulness, transparency, modesty, and social
responsibility. Promotional claims concerning halal status should be accurate, verifiable, and
consistent with the actual certification status of the product. Exaggerated claims, misleading
testimonials, and the manipulation of religious sentiment can damage consumer confidence
and undermine the ethical legitimacy of halal marketing. For MSEs, transparent
communication provides an opportunity to differentiate their products while developing
stronger relationships with consumers. Social media and other digital channels can facilitate
direct interaction, product education, and the communication of certification information
(Ardiantono et al., 2024). However, digital visibility does not automatically produce
credibility. Trust develops when promotional messages are supported by consistent business
practices, accessible information, and responsible responses to consumer concerns.

An important implication of these findings is that halal labeling should not be
conceptualized as an isolated addition to one element of the marketing mix. Its strategic value
depends on the interaction among all four dimensions. Product integrity provides the
foundation for credible halal claims, while fair pricing makes the resulting value accessible
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to consumers. Reliable distribution protects product integrity beyond the production stage,
and ethical promotion communicates these commitments to the market. Weakness in any
dimension can undermine the credibility of the entire marketing strategy. For example,
persuasive advertising cannot compensate for unreliable supply chain practices, while valid
certification may have limited commercial impact if consumers cannot access the product or
consider its price unaffordable. The relationship among the four dimensions therefore
supports an integrated understanding of halal-oriented marketing in which compliance, value
creation, operational consistency, and communication reinforce one another (Hanifasari et
al., 2024).

These findings also contribute to a broader reconsideration of marketing theory in
religiously oriented markets. The traditional 4Ps framework remains useful for organizing
marketing decisions, but the evidence suggests that its conventional interpretation requires
contextual adaptation when religious obligations and ethical expectations shape consumer
value. Halal labeling introduces a normative dimension that influences what constitutes an
acceptable product, a fair price, a reliable distribution process, and legitimate promotional
communication. This does not necessarily mean that halal marketing requires the complete
replacement of classical marketing theory. Rather, the findings support a reorientation in
which the established framework is retained but interpreted through Islamic ethical principles
and the institutional conditions of halal assurance. Such an approach provides theoretical
continuity while recognizing the distinctive characteristics of Muslim consumer markets
(Agustiningsih et al., 2024).

For MSEs in Muslim countries, this reorientation has practical significance because it
connects religious compliance with strategic business development. Halal certification may
strengthen consumer confidence, improve brand credibility, and facilitate access to particular
market segments. Nevertheless, these benefits are not automatic and should not be assumed
to outweigh certification costs in every context. The capacity to benefit from halal labeling
depends on the credibility of certification institutions, consumer awareness, regulatory
consistency, business resources, and the competitive environment. Policymakers can support
this process by simplifying certification procedures, providing technical assistance,
strengthening halal supply chain infrastructure, and improving consumer education. Greater
consistency in standards may also reduce confusion and facilitate market access, although
differences in national regulations and institutional arrangements must be considered (Yanti,
2024).

Overall, this review indicates that halal labeling can serve as a strategic mechanism for
integrating religious assurance, ethical conduct, and commercial value across the marketing
mix. Its contribution lies in reshaping the relationship between businesses and consumers
rather than merely adding a symbolic religious attribute to a product. By connecting product
integrity, fair pricing, reliable distribution, and truthful promotion, halal-oriented marketing
offers a framework for developing consumer trust and potentially strengthening the
competitiveness of MSEs. The central analytical conclusion is that the effectiveness of halal
labeling depends on the consistency between formal certification, operational practices, and
ethical communication. When these elements are integrated, halal labeling can support a more
responsible and context-sensitive interpretation of the marketing mix, while its long-term
contribution to business performance remains dependent on implementation quality and the
conditions of individual markets.

Conclusion

This systematic literature review demonstrates that halal labeling serves as a strategic instrument
for reorienting the marketing mix of micro and small enterprises (MSEs) in Muslim countries.
Rather than functioning merely as a regulatory requirement, halal labeling integrates religious
values into product development, pricing, distribution, and promotion. It strengthens product
credibility, supports value-based pricing, ensures supply chain integrity, and encourages transparent
promotional practices. These interconnected dimensions contribute to consumer trust, brand equity,
market access, and sustainable competitive advantage. The conceptual framework developed in this
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study contributes to halal marketing literature by integrating marketing mix theory, Islamic
economic principles, and religious values into a comprehensive strategic perspective. It challenges
conventional marketing assumptions by positioning halal compliance as an essential foundation of
marketing strategy. Furthermore, it addresses the distinctive circumstances of MSEs, particularly
their resource limitations and opportunities within the expanding halal economy. The findings also
highlight the importance of collaboration among business owners, policymakers, and certification
bodies in improving certification accessibility, strengthening distribution infrastructure, and
promoting credible halal communication. Despite these contributions, the study remains limited by
its conceptual approach and broad geographical scope. The proposed framework requires empirical
validation through quantitative research, case studies, and cross-country comparisons. Future
studies should also investigate differences among enterprise categories and examine the relationship
between halal marketing integration and organizational performance. Overall, this review
establishes halal labeling as a value-driven strategic mechanism that connects religious compliance
with business competitiveness. Integrating halal principles across the marketing mix offers MSEs a
foundation for sustainable growth while supporting economic development and community
empowerment in Muslim countries.

References

Abdul Khalek, A., Syed Ismail, S. H., & Mohamad lbrahim, H. (2017). A study on the factors
influencing young Muslims’ behavioral intention in consuming halal food in Malaysia.
Jurnal Syariah, 23(1), 79-102. https://doi.org/10.22452/js.vol23no0l.4

Agustiningsih, M. D., Savitrah, R. M., Islami, N. N., & Lestari, P. C. A. (2024). Determinant Factors
Influencing the Interest in Halal Certification: The Perspective of MSMEs in Indonesia. AL-
MUZARA’AH, 12(2), 337-353. https://doi.org/10.29244/jam.12.2.337-353

Ahmad, A., Othman, I., & Hashim, H. (2015). Halal supply chain management in the food industry:
A review of current issues and future directions. International Journal of Supply Chain
Management, 4(3), 58-68. https://doi.org/10.21603/2308-4057-2021-1-106-116

Al-Aidaros, A.-H., Mohd. Shamsudin, F., & Md. Idris, K. (2013). Ethics and Ethical Theories from
an Islamic Perspective. International Journal of Islamic Thought, 4(1), 1-13.
https://doi.org/10.24035/ijit.04.2013.001

Al-Qaradawi, Y. (2001). The lawful and the prohibited in Islam. Islamic Book Trust.

Amalia, N., & Johan, I. R. (2026). Determinants of Halal-Labeled MSME Food Purchase Decisions
among Muslim Generation Z Consumers. Journal of Child, Family, and Consumer Studies,
53-69. https://doi.org/10.29244/jcfcs.5.1.53-69

Anjassyafara, R., & El-Junusi, R. (2025). Halal Awareness, Halal Certification, and Their Impact
on Consumer Purchase Intention in Indonesia. Halal Science, 1(2), 43-49.
https://doi.org/10.58920/halal0102467

Anwar Fathoni, M., Dwi Priyatno, P., Faizi, Suko Wiryanto, F., Rachbini, W., & Suryani. (2025).
Unlocking barriers and strategies of halal certification for micro and small enterprises in
Indonesia: Analytic network process approach. Problems and Perspectives in Management,
23(1), 169-180. https://doi.org/10.21511/ppm.23(1).2025.13

Anwar Fathoni, M., Priyatno, P. D., Faizi, Wiryanto, F. S., Rachbini, W., & Suryani. (2025).
Unlocking barriers and strategies of halal certification for micro and small enterprises in
Indonesia: Analytic network process approach. Problems and Perspectives in Management,
23(1), 169-180. https://doi.org/10.21511/ppm.23(1).2025.13

Ardiantono, D. S., Ardyansyah, G. D., Sugihartanto, M. F., Al Mustofa, M. U., & Lisdiantini, N.
(2024). Mapping the barrier and strategic solutions of halal supply chain implementation in
small and medium enterprises. Journal of Islamic Marketing, 15(7), 1673-1705.
https://doi.org/10.1108/JIMA-08-2022-0229

Jamaludin et al. / Reorienting The Marketing Mix Through Halal Labeling for Micro and Small Enterprises in Muslim Countries:
A Systematic Literature Review



IINI: International Journal of Nusantara Islam Vol.14, No.2 (2026): 1317-1332 1330

Azis, S., Hulwati, H., Duhriah, D., & Novia, A. (2024). Research Trends in Halal Certification and
Labeling: Bibliometric Analysis and Systematic Literature Review. Abdurrauf Journal of
Islamic Studies (ARJIS), 3(3), 232-253. https://doi.org/10.58824/arjis.v3i3.169

Aziz, Y. A., & Chok, N. V. (2013). The Role of Halal Awareness, Halal Certification, and
Marketing Components in Determining Halal Purchase Intention Among Non-Muslims in
Malaysia: A Structural Equation Modeling Approach. Journal of International Food &
Agribusiness Marketing, 25(1), 1-23. https://doi.org/10.1080/08974438.2013.723997

Bank, W. (2010). Small and medium enterprises (SMEs) finance. World Bank Group.

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in
Psychology, 3(2), 77-101. https://doi.org/10.1191/1478088706qp0630a

Chapra, M. (2008). The Islamic vision of development in the light of Magasid al-Shariah. Islamic
Research and Training Institute.

Constantinides, E. (2006). The Marketing Mix Revisited: Towards the 21st Century Marketing.
Journal of Marketing Management, 22(3-4), 407-438.
https://doi.org/10.1362/026725706776861190

Darmalaksana, W. (2025). How is the halal certification policy implemented? Perspective analysis
of small and medium enterprises (SMESs) in Indonesia. Journal of Islamic Accounting and
Business Research, 16(7), 1205-1222. https://doi.org/10.1108/JIABR-12-2022-0342

El-Bassiouny, N. (2014). The one-billion-plus marginalization: Toward a scholarly understanding
of Islamic  consumers. Journal of Business Research, 67(2), 42-49.
https://doi.org/10.1016/j.jbusres.2013.03.010

Gronroos, C. (1997). Value-driven relational marketing: From products to resources and
competencies. Journal of Marketing Management, 13(5), 407-4109.
https://doi.org/10.1080/0267257X.1997.9964482

Hanifasari, D., Masudin, I., Zulfikarijah, F., Rumijati, A., & Restuputri, D. P. (2024). Millennial
generation awareness of halal supply chain knowledge toward purchase intention for halal
meat products: empirical evidence in Indonesia. Journal of Islamic Marketing, 15(7), 1847-
1885. https://doi.org/10.1108/JIMA-01-2023-0012

Hasanah, H., Sarma, M., & Munandar, J. M. (2023). The Effect of Halal Certification and
Entrepreneurial Marketing on the Successful Small and Medium-sized Enterprises of Food
Products. Journal of Economics, Business, & Accountancy Ventura, 26(1), 26-36.
https://doi.org/10.14414/jebav.v26i1.3216

Kamali, M. (2009). Shari’ah law: An introduction. Oneworld Publications.

Koac, F., Ozkan, B., Komodromos, M., Efendioglu, I. H., & Baran, T. (2025). The effects of trust
and religiosity on halal products purchase intention: indirect effect of attitude. EuroMed
Journal of Business, 20(5), 141-165. https://doi.org/10.1108/EMJB-01-2024-0004

Konopa, L. J., & McCarthy, E. J. (1969). Basic Marketing: A Managerial Approach. Journal of
Marketing, 33(4), 103. https://doi.org/10.2307/1248683

Kotler, P. (1973). The Major Tasks of Marketing Management. Journal of Marketing, 37(4), 42—
49. https://doi.org/10.1177/002224297303700407

Kotler, P., & Armstrong, G. (2010). Principles of marketing. Pearson Education.

Lada, S., Harvey Tanakinjal, G., & Amin, H. (2009). Predicting intention to choose halal products
using theory of reasoned action. International Journal of Islamic and Middle Eastern Finance
and Management, 2(1), 66—76. https://doi.org/10.1108/17538390910946276

Mamun, M. A. Al, Strong, C. A., & Azad, M. A. K. (2021). Islamic marketing: A literature review
and research agenda. International Journal of Consumer Studies, 45(5), 964-984.
https://doi.org/10.1111/ijcs.12625

Jamaludin et al. / Reorienting The Marketing Mix Through Halal Labeling for Micro and Small Enterprises in Muslim Countries:
A Systematic Literature Review



IINI: International Journal of Nusantara Islam Vol.14, No.2 (2026): 1317-1332 1331

Maulidah, A. I., Wulandari, K., & Kristiyoningsih, K. (2024). The Effect of Halal Label, P-Irt Label,
Price on Purchase Intention and Its Impact to Purchase Decisions in Tuban, Indonesia.
HABITAT, 35(2), 172-183. https://doi.org/10.21776/ub.habitat.2024.035.2.16

Miftahuddin, M. A., Adawiyah, W. R., Pradipta, R., & Wihuda, F. (2022). Examining the effect of
halal perceived value and perceived risk on purchase intention: A mediating role of halal
trust. Innovative Marketing, 18(4), 62—73. https://doi.org/10.21511/im.18(4).2022.06

Moher, D., Liberati, A., Tetzlaff, J., & Altman, D. G. (2009). Preferred reporting items for
systematic reviews and meta-analyses: the PRISMA statement. BMJ, 339(jul21 1), b2535-
b2535. https://doi.org/10.1136/bmj.b2535

Muhammad, F. (2023). Ethics in Management Functions and Practices: An Islamic View. Journal
of Technology and Operations Management, 18(1), 25-39.
https://doi.org/10.32890/jtom2023.18.1.3

North, D. C. (1990). Institutions, institutional change and economic performance. Cambridge
University Press.

Ramadhan, Y., Darmawan, R., Nasihin, A. K., & Sabani, N. (2024). Investigating The Influence of
Halal Certification on Millennials’ Purchase Intention and Brand Loyalty in The Indonesian
Food Industry. Indonesian Journal of Business and Entrepreneurship, 2(2), 55-60.
https://doi.org/10.17358/ijbe.10.2.444

Reuters, T. (2020). State of the global Islamic economy report 2020/2021. Thomson Reuters.

Riaz, M., & Chaudry, M. (2004). Halal food production. CRC Press.

Rukmanda, M. R., Heryanto, B., Supandi, Nurhadi, & Firdaus, A. A. (2026). Digital Marketing and
Halal Certification: An Integrated Approach to Increasing the Competitiveness of Bandung’s
MSMEs. Journal of Islamic Economics and Business, 5(2), 458-473.
https://doi.org/10.15575/jieb.v5i2.54177

Said, M., Hassan, F., Hasim, M. A., & Mohamad Yazid, M. F. (2025). Assessing the Validity of the
Halal Consumption Congruence (HaCC) Model towards Consumer’s Purchase Intention of
Malaysia’s Halal Food Products. Journal of Fatwa Management and Research, 30(1), 101-
122. https://doi.org/10.33102/jfatwa.vol30n01.620

Saima, S. U., Firdaus, R. B. R., & Sarjiyanto. (2024). Challenges and ways forward for the
Malaysian SMEs in the Halal food industry: a systematic review. Potravinarstvo Slovak
Journal of Food Sciences, 18(3), 223-238. https://doi.org/10.5219/1937

Sandikci, O., & Ger, G. (2010). Veiling in Style: How Does a Stigmatized Practice Become
Fashionable? Journal of Consumer Research, 37(1), 15-36. https://doi.org/10.1086/649910

Sani, A. A., Rahmayanti, D., Kamal, A.-H., lmiah, D., & Abdullah, N. B. (2023). Understanding
Consumer Behavior: Halal Labeling and Purchase Intentions. Journal of Digital Marketing
and Halal Industry, 5(1). https://doi.org/10.21580/jdmhi.2023.5.1.16543

Scott, W. (2001). Institutions and organizations (2nd ed.). Sage Publications.

Septiani, D., & Ridlwan, A. A. (2020). The Effects of Halal Certification and Halal Awareness on
Purchase Intention of Halal Food Products in Indonesia. Indonesian Journal of Halal
Research, 2(2), 55-60. https://doi.org/10.15575/ijhar.v2i2.6657

Shah Alam, S., & Mohamed Sayuti, N. (2011). Applying the Theory of Planned Behavior (TPB) in
halal food purchasing. International Journal of Commerce and Management, 21(1), 8-20.
https://doi.org/10.1108/10569211111111676

Siddigi, M. (2004). The economic enterprise in Islam. Islamic Publications.

Silalahi, S. A. F. (2024). Do consumers need halal label? Evidence from small and medium
enterprises segment in a major Muslim environment. Journal of Islamic Marketing, 15(2),
470-492. https://doi.org/10.1108/JIMA-12-2021-0401

Jamaludin et al. / Reorienting The Marketing Mix Through Halal Labeling for Micro and Small Enterprises in Muslim Countries:
A Systematic Literature Review



IINI: International Journal of Nusantara Islam Vol.14, No.2 (2026): 1317-1332 1332

Susilawati, C., Joharudin, A., Abduh, M., & Sonjaya, A. (2023). The Influence of Religiosity and
Halal Labeling on Purchase Intention of Non-Food Halal Products. Indonesian Journal of
Halal Research, 5(2), 77-89. https://doi.org/10.15575/ijhar.v5i2.22965

Tao, M., Zhuoqun, P., & Alam, F. (2023). Halal food purchase intention: the mediating role of trust
in the Chinese consumer market. International Journal of Services Technology and
Management, 28(5/6), 343-359. https://doi.org/10.1504/1JSTM.2023.135069

Tranfield, D., Denyer, D., & Smart, P. (2003). Towards a Methodology for Developing Evidence-
Informed Management Knowledge by Means of Systematic Review. British Journal of
Management, 14(3), 207-222. https://doi.org/10.1111/1467-8551.00375

UNIDO. (2019). Micro, small and medium-sized enterprises in the Islamic economy. United
Nations Industrial Development Organization.

Wibowo, S., & Juhara, A. el. (2021). The Determinants of Halal Labeling and Brand Image Towards
Purchase Intention and Purchasing Decision. Journal of International Food & Agribusiness
Marketing, 25(1), 1-23. https://doi.org/10.2991/aer.k.210121.001

Wilson, J. A. J. (2014). The halal phenomenon: An extension or a new paradigm? Social Business,
4(3), 255-271. https://doi.org/10.1362/204440814X14103454934294

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

Yanti, V. S. (2024). Exploring Halal Certification and Impact on Business for MSMEs. Journal of
Halal Research, Policy, and Industry, 3(1), 1-8. https://doi.org/10.33086/jhrpi.v3il1.6176

© 2026 by the authors. Submitted for possible open access publication under
|® @ @ the terms and conditions of the Creative Commons Attribution (CC BY SA)
license (http://creativecommons.org/licenses/by-sa/4.0/).

Jamaludin et al. / Reorienting The Marketing Mix Through Halal Labeling for Micro and Small Enterprises in Muslim Countries:
A Systematic Literature Review


http://creativecommons.org/licenses/by-sa/4.0/

	Mapping Alternative Qur'ānic Hermeneutics: The Case of Majlis Tarbiyyah Garut
	Method
	Results and Discussion
	Conclusion
	References
	Abdul Somad1*, Nurkholis Majid2, Suhendi3
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Policy and Implementation of Supervision in Efforts to Improve the Quality of Education
	Method
	Results and Discussion
	1. Supporting Factors
	2. Inhibiting Factors
	Conclusion
	References
	Synergizing Islamic Ecotheology and Baduy Ecological Wisdom: A Framework for Sustainable Environmental Ethics
	Method
	Results and Discussion
	Comparative Thematic Analysis: Convergences and Divergences
	Integrated Model of Islamic Ecotheology and Baduy Ecological Tradition
	Conclusion
	References
	The Influence of Madrasah Principals' Exemplary Behavior on Teachers’ Character in Pandeglang
	Method
	Results and Discussion
	Conclusion
	References
	Theological Construction of Women: Sexuality and Power in Early Marriage
	Method
	Results and Discussion
	Conclusion
	References
	Prophetic Leadership Paradigm and Madrasah Teacher Performance: A Comparative Study in Banten
	Method
	Results and Discussion
	The Dimension of Spiritual Transcendence in Prophetic Leadership

	The Humanity Aspect in Prophetic Leadership
	Prophetic Moral Dimension in Leadership
	Conclusion
	References
	Comparison of Regulations and Implications of Polygamy in the Islamic Legal System, Continental European Law, and Anglo-Saxon Law
	Method
	Results and Discussion
	Polygamy in Islamic Law
	Conclusion
	References
	Framing Flood News in Online Media: Comparing Local and National Narratives from an Islamic Perspective
	Method
	Results and Discussion
	Conclusion
	References
	Restorative Justice in Islamic Criminal Law: A Legal Psychology Perspective on the Necessity of Qisas and Diyat
	Method
	Results and Discussion
	Qisas and Diyat as Restorative Justice Mechanisms in Islamic Criminal Law

	يَا أَيُّهَا الَّذِينَ آمَنُوا كُتِبَ عَلَيْكُمُ الْقِصَاصُ فِي الْقَتْلَى ۖ الْحُرُّ بِالْحُرِّ وَالْعَبْدُ بِالْعَبْدِ وَالْأُنثَىٰ بِالْأُنثَىٰ ۚ فَمَنْ عُفِيَ لَهُ مِنْ أَخِيهِ شَيْءٌ فَاتِّبَاعٌ بِالْمَعْرُوفِ وَأَدَاءٌ إِلَيْهِ بِإِحْسَانٍ ۗ ذَٰ...
	مَنْ قُتِلَ لَهُ قَتِيلٌ فَهُوَ بِخَيْرِ النَّظَرَيْنِ، إِمَّا أَنْ يُفْدَى، وَإِمَّا أَنْ يُقْتَلَ وَ
	Psychological Dimensions of Qisas and Diyat
	وَجَزَاءُ سَيِّئَةٍ سَيِّئَةٌ مِثْلُهَا ۖ فَمَنْ عَفَا وَأَصْلَحَ فَأَجْرُهُ عَلَى اللَّهِ ۚ إِنَّهُ لَا يُحِبُّ الظَّالِمِينَ
	Reconstructing Qisas and Diyat through Legal Psychology
	Conclusion
	References
	Development of an Eco-Pedagogy-Based Islamic Education Curriculum for Inclusive Education of Childhood Cancer Survivors at Sekolah-Ku YKAKI Yogyakarta
	Method
	Results and Discussion
	Inclusivity of Islamic Religious Education Based on Ecopedagogy
	PAI Learning at Sekolah-ku YKAKI
	Needs and Challenges of PAI for Childhood Cancer Survivors
	Preliminary Design of an Inclusive Ecopedagogical PAI Curriculum
	Towards an Ecopedagogical PAI Curriculum Model at Sekolah-ku YKAKI
	Conclusion
	References
	Halal Certification and Digitalized Halal Supply Chains:            A Maqāṣid al Sharīʿah Perspective on Public Policy, Economic Growth, and Welfare
	Method
	Results and Discussion
	Guiding Digital Transformation through Maqāṣid al Sharīʿah

	Conclusion
	References
	Islamic Religious Education Curriculum Design for Junior High School Level
	Method
	Results and Discussion
	Conclusion
	References
	Regional Government Policy on Parking Management in Educational Environments in Cilegon City
	Method
	Results and Discussion
	Conclusion
	References
	Implementation of Cilegon City Local Government Policy on Regional Honorary Paid for Madrasah Teachers
	Method
	Results and Discussion
	Conclusion
	References
	Cecep Wahyu Hoerudin1, Beni Ahmad Saebani2
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Nandang Najmudin,1* Sri Ayu Astuti,2 Abdul Rahman,3 Nahrowi Nahrowi4
	Introduction
	Method
	Results and Discussion
	The concept of compulsory taxation
	Conclusion
	References
	Nunung Sanusi1*, Muchsin Alfikri,2 Adi Permana Sidik3
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Asep Sapsudin
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Nur Wanita1*, Idris2, Murniati Ruslan3, Syaifullah MS4
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Cultivating Islamic Religious Traditions, Spirituality, and Social Harmony: A Mixed-Methods Study of KH. Noer Alie’s Legacy in Bekasi, Indonesia
	Method
	Results and Discussion
	Conclusion
	References
	Sacred Science and the Ecological Epistemological Crisis: Revitalizing Sufi Wisdom in Restoring Seyyed Hossein Nasr's Sacred Worldview
	Method
	Results and Discussion
	Conclusion
	References
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Sedekah Sampah (Waste Donation) As a Social Innovation Model Based on Environmental Education: A Systematic Literature Review
	Method
	Results and Discussion
	Chart 1
	Number of articles published by year
	Conclusion
	References
	Aminuddin Busairi1*
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Development and Validation of the NAI (Narration–Animation–Interactivity) Framework for PowerPoint-Based Procedural Writing in Elementary Schools
	Method
	Results and Discussion
	Validity and Practicality of NAI Media
	Conclusion
	References
	Business Model of Maqāṣid Al-Sharī'ah-Based Pesantren: Value Chain Approach and Shared Value Creation
	Method
	Results and Discussion
	Conclusion
	References
	Empowering Women Through Religious Education Based on Local Wisdom
	Method
	Results and Discussion
	Overview of Women’s Majelis Taklim in Serang City

	Conclusion
	References
	Childcare in Islamic Families After Divorce: A Study of the Division of Parental Responsibilities Based on Fiqh Al-Usrah
	Method
	Results and Discussion
	Division of Parental Responsibilities in Fiqh al-Usrah
	Conclusion
	References
	Agus Rahmat Nugraha
	Introduction
	The Unitary State of the Republic of Indonesia (NKRI) exists as a pluralistic society, a society of diversity, encompassing its beliefs and religions, culture and social systems, languages, political aspirations, and even its lifestyle and economic sy...
	Method
	This study employs a qualitative approach using library research. This approach was selected to gain an in-depth understanding of social phenomena—specifically those concerning peace education, the prevention of radicalism, and the strengthening of to...
	Results and Discussion
	1. Target Results (Objectives)
	2. Indicators
	3. Testing Steps (Verification)
	4. Assessment and Follow-up

	Conclusion
	In practice, peace education programs serve as a strategic approach to building public awareness and commitment to the importance of peace values. Through peace education, every individual is encouraged to care about creating a peaceful life and to pl...
	References
	Introduction
	Method
	Research Results
	Conclusion
	References
	Amar Amrullah1*, Chaerul Rochman2, Qiqi Yuliati Zaqiah3, Adam Malik4, Dedi Junaedi5
	Introduction
	Method
	Results and Discussion
	References
	Trisna Wijaya¹*, Hasan Bisri2, Ayi Yunus Rusyan3
	Introduction
	Method
	Results and Discussion
	Normative Findings of the Concept of Ratio in Fiqh Muamalah
	Conclusion
	Fairness in Islamic banking profit-sharing ratios should not be assessed merely through numerical equality. Rather, fairness depends on the compatibility between contractual agreements, the distribution of roles and responsibilities, and the proportio...
	References
	Euis Latipah1*, Siti Nurhasanah Habibah2, Irma Choiriyah3, Yuni Khoirunnisaa4, Aisyah Haryati5
	Imam Anas Hadi1, Kustoro2*, Muhamad Abdul Rozak3, Fahrudin4, Ahmad Ilyas5
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Moh Mukri1*, Wahyu Iryana2, Fatih Fuadi3, Anas Malik4
	Introduction
	Urban development across regions increasingly reveals a persistent paradox. On the one hand, cities function as engines of economic growth, innovation, and service provision. On the other hand, accelerated infrastructure expansion and urban policy ref...
	Method
	Results and Discussion
	Conclusion
	This study demonstrates that the development of Indonesia’s New Capital City (IKN) cannot be understood merely as an infrastructure or economic growth project but must be approached as a holistic urban transformation requiring a comprehensive urban go...
	References
	Ade Suryawirawan1*, Tajul Arifin2, Dadang Husen Sobana,3 Arvin Isnandar4
	Introduction
	Method
	Results and Discussion
	Normative Construction of Islamic Economic Law in the Management of Islamic Boarding School Business Units
	Conclusion
	This study demonstrates that the management of business units within pesantren-based Islamic boarding schools has generally reflected substantive principles of Islamic economic law. Nevertheless, these principles have not yet been comprehensively inst...
	References
	Acep Supriatna1*, Eva Dianawati Wasliman 2
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Rika Mujilastri1*, R. Supyan Sauri2
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Kurnaengsih
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Nurlaila Sopamena1*, Hasbollah Toisuta2, Mus Huliselan3, Steve Gaspersz4
	Introduction
	The anthropology of Islam in Southeast Asia has long been shaped by a persistent problem of classification. Religious practices are often positioned along an imagined continuum between an idealized scriptural Islam and a supposedly residual field of l...
	Method
	This study employs a qualitative interpretive design combining video-based ethnographic document analysis with critical literature review. The primary audiovisual corpus is the documentary Ukuala Mahiyat | Atraksi Pukul Sapu Mamala, produced as a docu...
	Results and Discussion
	Sacred Historical Memory: Mosque, Imam Tuni, and the Origin Narrative
	Nyuwelain Matehu: Material Religion and Indigenous Knowledge
	Controlled Bodily Reciprocity as a Ritual of Trust
	Islamic Temporality and the Ritualization of Victory
	Participation, Authority, and Intergenerational Cohesion
	Ukuala Mahiate as Sacred Resilience
	From Syncretism to Negotiated Sacred Integration
	Embodied Pain, Mutual Vulnerability, and Cohesion
	A Maqāṣid Perspective: Communal Benefit and Bodily Protection
	Social Cohesion Beyond the Arena
	Ritual Memory in a Post-Conflict Region
	Modernity, Tourism, and the Risk of Spectacularization
	Intergenerational Transformation
	Cultural and Policy Implications

	Conclusion
	Ukuwala Mahiate demonstrates that the interaction between Islam and indigenous tradition cannot be reduced to a simple opposition between religious orthodoxy and cultural preservation. In Mamala, Islamic identity and customary heritage have developed ...
	References
	Shinta Dewianty1, Ahmad Rodoni2, Jamhari Makruf3, Bayu Madya Chandra4
	Introduction
	Method
	Results and Discussion
	Conclusion
	References
	Nana Diana1*, Jaenudin2, Muhammad Zaky3
	Introduction
	Results and Discussion
	The transition from a theoretical framework to an active conceptual discussion requires a thorough deconstruction of how micro-level corporate choices influence macro-level socio-economic realities within a faith-based market. In examining the interse...
	Conclusion
	This conceptual paper has successfully deconstructed the intricate relationship between corporate financial performance, Shari’ah stock values, and their broader contribution to Indonesia’s national Islamic economic development. By shifting the paradi...
	References
	Management of Equivalency Education in Reducing School Dropout Rates: The Roles of SKB and PKBM in Mataram City
	Method
	Results and Discussion
	1. Outreach Pattern (Pick Up the Ball)
	2. Persuasive Approach

	Conclusion
	Community-based equivalency education management through the Learning Activity Center (SKB) and Community Learning Activity Center (PKBM) is a strategic alternative in addressing the issue of out-of-school children (ATS) while supporting the achieveme...
	References
	Ariyaningsih1* I Nyoman Sudiarta 2, I Nyoman Sunarta3, I Putu Sudana4
	Introduction
	Method
	Results and Discussion
	References
	Kante Hamed
	Author Email: kanteh097@gmail.com
	Jujun Jamaludin1*, Deni Kamaludin Yusup2, Ending Solehudin3
	Method
	Results and Discussion
	Conclusion
	References
	Asep Amar Permana1*, Eni Zulaiha2
	1 School for Staff and Leadership of Indonesian Police Education and Training Institution, Bandung, Indonesia
	2 UIN Sunan Gunung Djati Bandung, Indonesia
	Introduction
	References

