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Abstract. Halal, meaning "lawful and permitted," is deeply rooted in Islamic philosophy and teachings.
Halal marketing refers to the strategies and approaches used to promote and sell products that comply
with halal standards. This systematic review aims to examine the various marketing approaches utilized
in promoting halal products. Some critics argue that the emphasis on halal products can lead to exclusion
and division within societies, as it may prioritize catering to a specific religious group over others. They
contend that promoting halal products exclusively may create a sense of segregation and hinder social
integration. Utilizing the PRISMA method and analyzing publication from Scopus database. The study
investigates diverse marketing technique used in promoting halal products. Several countries were
included in this review, including Indonesia, Malaysia, Turkey, Arab Saudi, and the United Arab
Emirates. The result of this review will provide insights into the marketing approaches that have been
successful in promoting halal products and highlight any potential implications of these strategies on
social integration. The finding suggest that halal marketing approaches vary across different countries,
with a focus on building trust, emphasizing authenticity, and utilizing digital platforms. Based on the
findings of this systematic review, it can be concluded that there are diverse marketing approaches used
in promoting halal products. The study recommends future research explore of the impact of halal
marketing on social integration and the potential for inclusive marketing strategies that can cater to a
diverse consumer.
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Abstrak. Halal berarti “sah menurut hukum dan diperbolehkan,” berakar kuat dalam filsafat dan ajaran
Islam. Pemasaran halal mengacu pada strategi dan pendekatan yang digunakan untuk mempromosikan
dan menjual produk yang memenuhi standar halal. Tinjauan sistematis ini bertujuan untuk mengkaji
berbagai pendekatan pemasaran yang digunakan dalam mempromosikan produk halal. Beberapa
kritikus berpendapat bahwa penekanan pada produk halal dapat menyebabkan pengucilan dan
perpecahan dalam masyarakat, karena masyarakat mungkin memprioritaskan pelayanan pada kelompok
agama tertentu dibandingkan kelompok agama lain. Mereka berpendapat bahwa mempromosikan
produk halal secara eksklusif dapat menimbulkan rasa segregasi dan menghambat integrasi sosial.
Penelitian ini menggunakan metode PRISMA dan menganalisis publikasi dari database Scopus.
Penelitian ini menyelidiki beragam teknik pemasaran yang digunakan dalam mempromosikan produk
halal. Beberapa negara yang masuk dalam tinjauan ini antara lain Indonesia, Malaysia, Turki, Arab
Saudi, dan Uni Emirat Arab. Hasil dari tinjauan ini akan memberikan wawasan mengenai pendekatan
pemasaran yang telah berhasil mempromosikan produk halal dan menyoroti potensi implikasi strategi
ini terhadap integrasi sosial. Temuan ini menunjukkan bahwa pendekatan pemasaran halal berbeda-
beda di berbagai negara, dengan fokus pada membangun kepercayaan, menekankan keaslian, dan
memanfaatkan platform digital. Berdasarkan temuan tinjauan sistematis ini, dapat disimpulkan bahwa
terdapat beragam pendekatan pemasaran yang digunakan dalam mempromosikan produk halal.
Rekomendasi untuk penelitian di masa mendatang mencakup eksplorasi lebih lanjut mengenai dampak
pemasaran halal terhadap integrasi sosial dan potensi strategi pemasaran inklusif yang dapat melayani
konsumen yang beragam.
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Kata Kunci: Inklusivitas, integritas, pemasaran halal, pendekatan pemasaran, tinjauan literatur
sistematik.

INTRODUCTION

The contemporary halal product marketplace represents a multifaceted ecosystem of marketing
methodologies that intertwine religious doctrine, sustainable consumption and consumer psychology
paradigms. Notwithstanding the expanding global prominence of halal products, a significant
knowledge deficit persists regarding the nuanced marketing strategies deployed across diverse
cultural. Halal marketing is a strategic approach utilized by businesses to cater to the growing demand
for halal products among Muslim consumers (Koc et al., 2025; Shah et al., 2022; Rahman et al., 2020;
Hamizar et al., 2023). This approach involves understanding and adhering to the principles of Islamic
law in product development, production, labelling, and marketing (Abbas et al., 2023; Al-Kwifi et al.,
2020; Sani et al., 2023). By doing so, businesses aim to attract and retain Muslim consumers who
prioritize consuming products that are permissible and in accordance with their religious beliefs (Ali
etal., 2018; Butt et al., 2017; Shah et al., 2022).

Halal marketing is a strategic approach used by businesses to meet the increasing demand for halal
products among Muslim consumers (Ismail et al., 2020). This approach involves adhering to Islamic
law in product development, production, labelling, and marketing to attract and retain Muslim
consumers. The growing demand for halal items is evident global (Awan et al., 2015). With the
increasing Muslim population, global halal brands are emerging in unique markets, presenting
significant growth potential (Nurhayati and Hendar, 2020). The halal industry's rapid growth in
Muslim and non-Muslim countries has opened new markets for various products, including cosmetics
(Al-Banna and Jannah, 2023).

The demand for halal products is increasing not only in predominantly Muslim countries but also in
non-Muslim nations such as France (Firdaus et al.,, 2022). Understanding the importance of
emphasizing religious values in marketing halal products is crucial for marketers and researchers
(Zainudin et al., 2020). Additionally, the exploding demand for halal certifications globally
underscores the significance of halal products in the market (Farhat et al., 2019). This demonstrates
the critical need for a deeper understanding of the consumption behaviour of Muslim consumers in the
rapidly growing halal markets (Al-Kwifi et al., 2020).

Understanding the concept of halal products and the concept of "halal" is crucial in implementing
effective marketing approaches for halal products (Battour et al., 2018; Elseidi, 2018; Haleem et al.,
2020; Masudin et al., 2018). Halal refers to anything that is permissible or lawful according to Islamic
teachings (Krisjanous et al., 2022; Masudin et al., 2018).

There is the potential concern of cost associated with halal certification and production, which may
lead to higher prices for halal products (Fuseini et al., 2020; Khan et al., 2020; Suki and Salleh, 2016).
Non-Muslim consumers who are not specifically seeking halal products may be deterred by the higher
price point, especially if the perceived quality or benefit of the halal certification is not significant to
them (Haque et al., 2015; Wilkins et al., 2019). This could result in a limited market for halal products
and pose a challenge for businesses in terms of expanding their consumer base.

Furthermore, the emphasis on religious and cultural sensitivities in marketing halal products may
inadvertently reinforce stereotypes and assumptions about Muslim consumers, potentially
contributing to further division instead of inclusivity (Hassan et al., 2022; Wagqas et al., 2023). Non-
Muslim consumers may perceive the marketing of halal products as exclusive to a particular religious
group, potentially leading to misconceptions and misunderstandings.

In conclusion, while it is essential to recognize and respect the religious and cultural values of Muslim
consumers, businesses should also consider the potential impact of their marketing strategies on non-
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Muslim consumers to ensure inclusivity and broader market appeal. Balancing the needs of both
Muslim and non-Muslim consumers in marketing strategies for halal products is crucial for long-term
success and market growth.

This research is important in understanding the various challenges and considerations involved in
marketing halal products (Hosain, 2021). It highlights the need for businesses to carefully strategize
their approach to appeal to both Muslim and non-Muslim consumers (Al-Kwifi et al., 2020). By
understanding the potential consequences and implications of marketing halal products, businesses
can develop effective strategies that promote inclusivity, diversity, and market growth.

This research question is important as it addresses the complex nature of marketing halal products in
diverse market environments (Babaii and Taase, 2013). The research question seeks to understand the
various challenges and considerations businesses face when marketing halal products, especially in
appealing to both Muslim and non-Muslim consumers. By examining the attitudes and perceptions of
non-Muslim consumers towards halal products, the study provides insights on how to effectively
market halal products in non-Muslim.

The aim of this research is to analyze the research findings indicate that there are several marketing
approaches used in promoting halal products and analyze implications for business marketing
strategies. The findings suggest that business should consider adopting a targeted market
segmentation strategy to effectively promote halal products and also provide approaches include the
use of the halal logo, targeted advertisement strategies, and positioning halal products in separate
areas labelled as halal.

LITERATURE REVIEW

Understanding the concept of "halal" is essential for effective marketing of halal products. Halal
refers to anything permissible or lawful according to Islamic teachings (Al-Kwifi et al., 2020; Battour
et al., 2018; Haleem et al., 2020; Koc et al., 2025). Research has increasingly focused on halal product
perception and approval globally. The manifestations of halal products significantly affect consumer
knowledge about halal principles (Almossawi, 2014; Hosain, 2021; Nurhayati and Hendar, 2020;
Floren et at., 2020; Shahid et al., 2023). Factors such as brand image, satisfaction, trust, and loyalty
influence consumer purchase intention of halal products. Trust, attitude toward the product, and halal
awareness affect the intention to purchase halal cosmetics (Al-Kwifi et al., 2020; Masudin et al.,
2018; Shah et al., 2022; Tieman, 2017).

The challenges and opportunities of adopting halal logistics contribute to the advancement of
knowledge in this area (Al-Kwifi et al., 2020; Hamizar et al., 2023; Zainudin et al., 2020). Religiosity
moderates the theory of planned behaviour and halal purchase intention. Educated millennial Muslim
females demonstrate a high concemn for the halalness of cosmetics. Embedding Islamic attributes in
halal services correlates positively with customer satisfaction (Awan et al., 2015). Various studies
have delved into consumer behaviour on halal products (Sani et al., 2023; Nurhayati and Hendar,
2020). The integrity of halal products is becoming an increasing concern for governments and
industries (Ali et al., 2018; Prince and Wahid, 2023).

In reviewing marketing approaches for halal products, it is important to consider the specific needs
and preferences of Muslim consumers (Al-Kwifi et al., 2020; Suki and Salleh, 2018). This can be
done through segmentation, targeting, and positioning strategies that recognize the diversity within the
Muslim consumer market (Elseidi, 2018; Koc et al., 2025; Tieman, 2017). The marketing approaches
for halal products should also consider the religious and cultural sensitivities surrounding these
products.

In examining marketing strategies for halal products, it is essential to consider the diverse needs and
preferences of Muslim consumers. Segmentation, targeting, and positioning strategies should
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acknowledge the variety within the Muslim consumer market, taking into account religious and
cultural sensitivities surrounding these products (Islam, 2020). Factors such as religiosity, knowledge
of halal products, and confidence in halal certification significantly influence purchase intention
(Elseidi, 2018; Khan et al., 2020; Nurhayati and Hendar, 2020). Additionally, understanding the
attitudes and perceptions of non-Muslim consumers towards halal products is crucial for effective
marketing strategies (Haque et al., 2015; Wilkins et al., 2019). It is also important to consider the
impact of advertising and branding on Muslim consumers' attitudes and purchase intentions (Al-
Kwifi et al.,, 2020; Waqas et al., 2023). Overall, a comprehensive understanding of consumer
behaviour, religiosity, and cultural influences is essential for the successful marketing of halal
products.

Challenges in promoting halal products include addressing misconceptions and stereotypes about
halal products, ensuring proper certification and labelling, reaching a wider non-Muslim audience,
and competing in non-Muslim dominated markets (Nugraha et al., 2023; Zailani et al., 2017). To
overcome these challenges, businesses can employ several marketing approaches that focus on
promoting the quality, safety, and ethical aspects of halal products.

To address challenges in promoting halal products, businesses can employ marketing approaches
focusing on quality, safety, and ethical aspects. Overcoming misconceptions and stereotypes requires
emphasizing the quality and safety of halal products (Battour et al., 2018; Rahman et al., 2015;
Wilkins et al., 2019). Proper certification and labelling can be ensured by understanding consumer
attitudes and intentions towards halal products (Fuseini et al., 2020; Shah et al., 2022; Zailani et al.,
2017). Reaching a wider non-Muslim audience and competing in non-Muslim dominated markets
necessitates understanding non-Muslim consumers' perceptions and acceptance of halal products
(Hassan and Sengupta, 2019; Haque et al., 2015; Lim et al., 2020). Additionally, businesses can
leverage the influence of the halal logo on Muslim consumers' attitudes and use it to promote halal
products effectively (Al-Kwifi et al., 2020).

An opposing argument to the promotion of halal products is the potential exclusion and alienation of
non-Muslim consumers. While it is important to cater to the needs and preferences of Muslim
consumers, exclusively focusing on halal products may lead to the neglect of non-Muslim consumers
(Nurudin et al., 2023; Sobari et al., 2022). In markets where the Muslim population is not the
majority, businesses may face challenges in appealing to a broader demographic if their marketing
strategies are primarily centre around halal products (Butt et al., 2017; Hassan et al., 2022; Kasdi et
al., 2018).

METHOD

This research used PRISMA systematic literature review as the methodology to gather and analyze
relevant studies on marketing approaches in promoting halal products. The systematic literature
review method allows for a comprehensive analysis of existing research in order to identify common
themes, trends, and gaps in knowledge regarding marketing approaches for halal products (Babaii and
Taase, 2013; Haleem et al., 2020). The main purpose of this systematic review is to identify and
analyze various marketing approaches used in promoting halal products. The data was collected from
Scopus database. To find the document use keyword: "Marketing", "Halal", "Product", "Products",
and find 222 documents that were relevant to the research topic and objectives.

After choose document from year 2013 until 2023 and find 201 documents that met the inclusion
criteria, a detailed analysis of these articles are conducted. After filter in subject area is “Social
Science”, “Art & Humanities”, dan “Business, Management and Accounting and find that 156
documents. The documents were then categorized based on only article and meet 126 articles. After
filter only English language articles, 124 articles were included in the analysis. After screening the
documents based on abstract and read full article, a total of 88 articles were selected for further
analysis.
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Several countries including Malaysia, Indonesia, Turkey, United Arab Emirates, Saudi Arabia, are
pioneers in the halal industry and have established strong halal certification and regulatory systems.
The marketing approaches used in promoting halal products vary among countries, but some common
strategies include the use of the halal logo, targeted advertisement strategies such as social media
marketing and influencer collaborations, and positioning halal products in separate areas labelled as
halal within stores.

RESULTS AND DISCUSSION

The research findings indicate that there are several marketing approaches used in promoting halal
products. The use of the halal logo is one of the key marketing approaches in promoting halal
products. This logo serves as a symbol of assurance for consumers that the product is halal and meets
Islamic dietary requirements. The growing trend of ethical and sustainable consumption among
Muslim consumers has led to an increasing association of halal products with environmentally
friendly and ethical production practices. This trend presents an opportunity for businesses to align
their marketing approaches with these values. Research indicates that understanding religiosity,
increasing product knowledge, and leveraging effective marketing campaigns are crucial for
promoting halal products (Ahmadova and Aliyev, 2021; Al-Kwifi et al., 2020; Nurhayati and Hendar,
2020).

Additionally, businesses should consider the push, pull, and mooring effects, as well as the
determinants of repurchase intention and purchase behaviour among Muslim consumers. Furthermore,
ensuring proper certification, logistics, and corporate reputation, as well as addressing consumer
attitudes and perceptions, are essential for successful marketing of halal products. Moreover, halal-
certified products symbolize quality, hygiene, safety, sustainability, and wholesomeness, aligning with
the ethical and sustainable consumption trend (Suki and Salleh, 2018).

The findings from the systematic review highlight the diverse marketing approaches used in
promoting halal products. One of the notable strategies identified is the use of the halal logo, which
serves as a symbol of assurance for consumers that the product is halal and meets Islamic dietary
requirements. Moreover, there is a growing trend of ethical and sustainable consumption among
Muslim consumers, leading to an increasing association of halal products with environmentally
friendly and ethical production practices. This trend presents an opportunity for businesses to align
their marketing approaches with these values, indicating that understanding religiosity, increasing
product knowledge, and leveraging effective marketing campaigns are crucial for promoting halal
products.

The research emphasizes the importance of considering push, pull, and mooring effects, as well as the
determinants of repurchase intention and purchase behaviour among Muslim consumers. Furthermore,
ensuring proper certification, logistics, and corporate reputation, as well as addressing consumer
attitudes and perceptions, are essential for the successful marketing of halal products. Additionally,
the study reinforces that halal-certified products symbolize quality, hygiene, safety, sustainability, and
wholesomeness, aligning with the ethical and sustainable consumption trend. These insights suggest
that businesses should tailor their marketing strategies to effectively communicate these values to both
Muslim and non-Muslim consumers.

Taking into account the geographical context, it is essential to recognize that several countries, such as
Malaysia, Indonesia, Turkey, the United Arab Emirates, and Saudi Arabia, have established strong
halal certification and regulatory systems. While the marketing approaches used in promoting halal
products may vary among these countries, some common strategies include the use of the halal logo,
targeted advertisement strategies such as social media marketing and influencer collaborations, and
positioning halal products in separate areas labelled as halal within stores. In light of this, it is evident
that understanding the implications of these marketing approaches and their alignment with the values
of both Muslim and non-Muslim consumers is crucial for businesses seeking to navigate the diverse
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landscape of the halal products market. The findings underscore the need for businesses to develop
inclusive and respectful marketing strategies to appeal to a broader consumer base while recognizing
the religious and cultural sensitivities associated with halal products.

The findings of this systematic review support the use of the halal logo as an effective marketing
strategy to target Muslim consumers and promote a wide range of halal products. These findings also
highlight the importance of transparency and clear labelling in promoting halal products, as
consumers place a significant emphasis on halal certification and assurance.

Implications for Business Marketing Strategies

The findings of this systematic review have important implications for businesses seeking to market
halal products. Firstly, businesses should prioritize obtaining halal certification from recognized
authorities or agencies that adhere to Islamic teachings and principles. Secondly, businesses should
invest in targeted advertisement strategies that effectively communicate the halal nature of their
products, such as social media marketing and influencer collaborations with individuals who have a
strong presence in the Muslim community. Additionally, businesses should consider positioning halal
products in separate areas within their stores, clearly labelled as halal, to enhance consumer trust and
facilitate easier access. Furthermore, businesses should be aware of the specific needs and preferences
of Muslim consumers when designing their marketing strategies.

To understand the implications for business marketing strategies in the context of halal products, it is
essential to consider the determinants of attitudes towards halal products among Islamic consumers
(Muhamad et al., 2017). The increasing competition in the market makes it challenging for businesses
to create a differential advantage to attract new customers (Hanafiah and Hamdan, 2020; Najmi et al.,
2023). Additionally, it is well known that target and non-target consumers often react differently to
specific marketing strategies (Tieman and Ghazali, 2013; Najmi et al., 2023). Brand loyalty has
become a focal point in the marketing field, serving as the basis for longitudinal relationships and
predicting business success (Ali et al., 2018; Zainudin et al., 2020).

Moreover, businesses have greatly benefited from adhering to Islamic principles to attract more
Muslim consumers, extending from food to financial markets (Farhat et al., 2019). The acceptance of
halal food in non-Muslim countries is a significant factor to consider in the formulation of marketing
strategies (Butt et al., 2017; Wilkins et al., 2019). The influence of the halal logo on Muslim
consumers' attitudes has been studied, indicating the importance of visual cues in marketing halal
products (Al-Kwifi et al., 2020). The perceived values of halal products are governed by the trust
directly sourced from religion, highlighting the significance of trust in marketing strategies for halal
products (Hassan and Sengupta, 2019).

Furthermore, robustness is crucial for the competitiveness of halal supply chains and corporate
reputation, emphasizing the need for robust marketing strategies in the halal industry (Tieman, 2020).
The issue of halal images is important for innovative business thinking and relevant marketing
approaches, suggesting the need for creative marketing strategies in the halal industry (Suki and
Salleh, 2018). The practice of halal branding as a marketing strategy, both inside and outside the
Islamic community, is gaining significant impetus, indicating the importance of branding in marketing
halal products (Hosain, 2021). Additionally, the marketing of credence goods must provide a
guarantee to deliver a firm message about the specific features of the product, emphasizing the need
for clear and transparent marketing communication in the halal industry (Bhutto et al., 2023; Ishak et
al., 2023).

The multifaceted nature of the halal products market necessitates a deeper understanding of the
various factors that influence consumer attitudes and behaviour. Businesses venturing into this market
need to delve into the intricacies of marketing strategies to effectively target both Muslim and non-
Muslim consumers (Haque et al., 2015; Lim et al., 2022; Wilkins et al., 2019). One of the significant
considerations for businesses is the growing impact of halal certification on consumer behaviour. The
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Islamic principles goveming halal products create a foundation of trust and reliability that
significantly influences purchase decisions (Bukhari et al., 2019; Islam, 2022). Understanding the
deeply rooted significance of these principles in the eyes of consumers is key in shaping marketing
strategies to resonate with their values.

Furthermore, the evolving landscape of the halal industry requires businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches (Battour et al.,
2022). The adoption of creative strategies that align with the ethical and sustainable consumption
trend, while remaining respectful of religious and cultural sensitivities, can reinforce the appeal of
halal products across diverse consumer segments. Additionally, the competitive environment in the
halal market underscores the importance of differential advantages and brand loyalty. Businesses must
navigate through these challenges by creating distinct marketing approaches that cater to the specific
needs and preferences of Muslim consumers while also addressing the acceptance of halal products in
non-Muslim countries.

Moreover, the emphasis on robustness in supply chains and the association of halal branding with
marketing strategies offer valuable insights for businesses. These aspects highlight the need for
transparency and clear communication in marketing halal products, ensuring that the unique
characteristics and values associated with halal products are effectively conveyed to consumers.

In conclusion, the implications for business marketing strategies in the context of halal products are
vast and intricate. By understanding the multi-layered dynamics of consumer attitudes, competitive
landscapes, and the fundamental significance of Islamic principles, businesses can tailor their
marketing strategies to effectively navigate and succeed in the diverse and burgeoning halal products
market.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. This would involve creating specific
outlets or marketing channels that cater specifically to the needs of the religious target segment, while
also maintaining outlets that cater to non-target consumers. By doing so, businesses can ensure that
they are effectively reaching their desired audience and establishing a strong brand presence in the
halal market.

That is supported by various studies in the field of Islamic marketing found that religiosity and
attitude significantly influence consumers' intention to purchase halal cosmetic products (Rahman et
al., 2015). Similarly, Elseidi (2018) discovered that consumers' attitude towards halal food products is
the strongest predictor of confidence in the halalness of food products carrying the halal logo.
Moreover, Nurhayati and Hendar (2020) highlighted the increasing market share of multinational
companies from non-Muslim countries in the halal market, emphasizing the importance of
understanding consumer segments for halal products.

Furthermore, Islam (2020) emphasized the crucial criterion of halal product segmentation, targeting
both Muslim and conventional markets. This aligns with the study by Zainudin et al. (2020), which
emphasized the importance of emphasizing religious values in marketing halal products to consumers.
Additionally, Tieman (2020) highlighted the importance of robustness in halal supply chains, which is
essential for effective market segmentation and targeting. The influence of the halal logo on Muslim
consumers' attitudes was explored by Al-Kwifi et al. (2020), indicating the significance of visual cues
in marketing halal products. This supports the notion that targeted market segmentation strategies
should consider visual elements that resonate with Muslim consumers. Moreover, the study by Shah et
al. (2022) demonstrated that delivering halal value to Muslim consumers affects their purchase
intention, emphasizing the need for targeted marketing strategies that communicate halal value
effectively.
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In conclusion, the research findings from various studies in Islamic marketing support the notion that
businesses should adopt targeted market segmentation strategies to effectively promote halal products.
Understanding the influence of religiosity, attitudes, and visual cues, as well as emphasizing religious
values in marketing, are crucial for successful market segmentation and targeting in the halal industry.

The implication of robust marketing strategies in the context of halal products transcends mere
advertising and promotion. It encompasses a deeper understanding of the diverse factors that
influence consumer attitudes and behaviours within this niche market segment. Businesses venturing
into the halal industry are tasked with delving into the intricacies of marketing strategies to effectively
target both Muslim and non-Muslim consumers, recognizing the multifaceted nature of halal products.

One of the significant considerations for businesses is the growing impact of halal certification on
consumer behaviour. The adherence to Islamic principles goveming halal products creates a
foundation of trust and reliability that significantly influences purchase decisions. Furthermore,
understanding the deeply rooted significance of these principles in the eyes of consumers is key in
shaping marketing strategies that resonate with their values. This goes beyond mere product
promotion; it entails aligning the marketing message with the ethical and religious sensitivities of the
target audience.

Moreover, the evolving landscape of the halal industry calls for businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches. The adoption of
creative strategies must align with the ethical and sustainable consumption trend while remaining
respectful of religious and cultural sensitivities. This involves reinforcing the appeal of halal products
across diverse consumer segments by infusing the marketing strategy with elements that resonate with
the values and beliefs of the target audience. The competitive environment in the halal market
underscores the importance of differential advantages and brand loyalty. Businesses must navigate
these challenges by creating distinct marketing approaches that cater to the specific needs and
preferences of Muslim consumers whilst also addressing the acceptance of halal products in non-
Muslim countries. A nuanced marketing strategy that reflects an understanding of the cultural,
religious, and lifestyle differences is essential in gamering consumer trust and loyalty.

Furthermore, the emphasis on robustness in supply chains and the association of halal branding with
marketing strategies offers valuable insights for businesses. These aspects highlight the need for
transparency and clear communication in marketing halal products, ensuring that the unique
characteristics and values associated with halal products are effectively conveyed to consumers. In
conclusion, the implications for business marketing strategies in the context of halal products are vast
and intricate. By understanding the multi-layered dynamics of consumer attitudes, competitive
landscapes, and the fundamental significance of Islamic principles, businesses can tailor their
marketing strategies to effectively navigate and succeed in the diverse and burgeoning halal products
market. The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products.

This would involve creating specific outlets or marketing channels that cater specifically to the needs
of the religious target segment, while also maintaining outlets that cater to non-target consumers. By
doing so, businesses can ensure that they are effectively reaching their desired audience and
establishing a strong brand presence in the halal market. The influence of the halal logo on Muslim
consumers' attitudes was explored by Al-Kwifi et al. (2020) indicating the significance of visual cues
in marketing halal products. This supports the notion that targeted market segmentation strategies
should consider visual elements that resonate with Muslim consumers. Moreover, the study by Shah et
al. (2022) demonstrated that delivering halal value to Muslim consumers affects their purchase
intention, emphasizing the need for targeted marketing strategies that communicate halal value
effectively.
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In addition, understanding the influence of religiosity, attitudes, and visual cues and emphasizing
religious values in marketing are crucial for successful market segmentation and targeting in the halal
industry. Therefore, for businesses to succeed in marketing halal products, a more holistic and
nuanced approach is crucial, bridging the gap between consumer needs, cultural sensitivities, and
effective marketing strategies. To effectively cater to the diverse consumer base and uphold the ethical
and religious sensitivities associated with halal products, businesses should consider adopting a more
holistic approach to their marketing strategies. This would involve integrating elements of religiosity
into their marketing activities in order to influence the conscious consumer, while also creating
differentiation in their product offerings.

Numerous studies have emphasized the importance of understanding the religious values and
sensitivities of the target market segment, particularly in the context of halal products. The concept of
holistic branding, as proposed by researchers, identifies attributes that reflect the brand’s worldview
and contribute to holistic branding, such as spiritual ethos and belief systems, sustainable and eco-
ethical philosophy, and wholesomeness and inclusiveness. This highlights the need for businesses to
engage in a comprehensive approach to branding of faith-based products, including halal products.

The growing significance of halal certification on consumer behaviour cannot be overlooked.
Businesses must recognize that the adherence to Islamic principles goveming halal products
establishes a foundation of trust and reliability that significantly influences purchase decisions.
Moreover, the adoption of creative and innovative strategies that align with ethical and sustainable
consumption trends while respecting religious and cultural sensitivities can further enhance the appeal
of halal products across diverse consumer segments. Given the competitive environment in the halal
market, businesses must also focus on creating differential advantages and fostering brand loyalty.
This involves understanding the specific needs and preferences of Muslim consumers, as well as
addressing the acceptance of halal products in non-Muslim countries. The ability to navigate these
challenges and create distinct marketing approaches that cater to diverse consumer segments is
essential in garnering consumer trust and loyalty.

In conclusion, the research findings and insights from various sources strongly advocate for a more
nuanced and holistic approach to marketing halal products. Businesses should consider integrating
religious values, adopting creative strategies that resonate with consumer sentiments, and creating
differential advantages to effectively promote and differentiate their halal products in the
market. These approaches include the use of the halal logo, targeted advertisement strategies, and
positioning halal products in separate areas labelled as halal.

Additionally, businesses should ensure that halal certification is regulated by authorities well-versed
in Islamic teachings and principles to prevent fraud and maintain consumer trust. Furthermore,
businesses should be aware of the importance of accurate labelling and clear distinction between halal
and non-halal products for Muslim consumers.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products (Akroush, 2010; Kasdi et al., 2018
Wilkins et al., 2019). This is supported by various studies in the field of Islamic marketing found that
religiosity and attitude significantly influence consumers' intention to purchase halal cosmetic
products. Similarly, Elseidi (2018) discovered that consumers' attitude towards halal food products is
the strongest predictor of high confidence in the halalness of food products carrying the halal logo.
Moreover, Nurhayati and Hendar (2020) highlighted the increasing market share of multinational
companies from non-Muslim countries in the halal, cosmetic, and medicinal foods market,
emphasizing the need for targeted market segmentation strategies.

Islam (2020) emphasized the importance of segmenting the halal product market into food lifestyle
and service categories to effectively target both Muslim and conventional markets. Al-Kwifi et al.
(2020) also stressed the significance of the halal logo in influencing Muslim consumers' attitudes,
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indicating the need for targeted marketing strategies based on visual cues. Additionally, focused on
consumers' attitudes towards halal food, highlighting the importance of understanding consumer
behaviour for effective market segmentation strategies (Suki and Salleh, 2018).

Furthermore, Shah et al. (2022) demonstrated the mediating role of halal perceived value and trust on
purchase intention, indicating the need for targeted marketing strategies to enhance perceived value
and trust among Muslim consumers. Khan et al. (2020) also identified enablers of halal food purchase
among Muslim consumers, emphasizing the importance of understanding consumer behaviour for
targeted marketing strategies. Additionally, Hassan et al. (2022) highlighted the exploitation of
Muslim desires and expectations by businesses, indicating the need for a comprehensive
understanding of the halal market segment for effective marketing strategies.

It is evident that a more comprehensive understanding of the intricate relationship between religiosity,
consumer behaviour, and the halal market is essential for businesses to effectively target and cater to
Muslim consumers. The nuances of halal consumption, including the influence of religious
knowledge, commitment, and certification, play a pivotal role in shaping purchase behaviour and
consumer trust. To delve deeper into the dynamics of consumer behaviour within the halal cosmetics
market, we can explore the interplay of religious knowledge and commitment with the actual purchase
behaviour and repurchase intentions of Muslim consumers. Understanding the specific religious
orientations of individuals and their impact on purchase decisions is also an area that merits further
investigation. Additionally, delving into the visual cues and advertising platforms that resonate with
Muslim consumers can provide valuable insights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchase intentions in different cultural
contexts and regions is crucial for a comprehensive understanding of the halal market. This
necessitates a cross-cultural analysis to discern the varying influences of religiosity on consumer
behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries with significant
Muslim consumer segments. In addition to the highlighted studies, exploring the mediating role of
halal perceived value and trust, as well as the enablers of halal food purchase among Muslim
consumers, will provide deeper insights into the mechanisms that drive consumer behaviour in the
halal market. This will enable businesses to tailor their marketing strategies to effectively
communicate halal value and foster trust among Muslim consumers, thereby facilitating greater
market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and consumer
behaviour in the context of halal products is imperative for businesses aiming to establish a strong
presence in the halal market. By leveraging a deep understanding of religious values and attitudes,
businesses can devise targeted and culturally sensitive marketing strategies that resonate with diverse
Muslim consumer segments.

This deep understanding and targeted approach will be key in enhancing the appeal of halal products
across diverse consumer segments and fostering brand loyalty in the competitive halal market.
Businesses must be mindful of the specific needs and preferences of Muslim consumers, as well as the
acceptance of halal products in non-Muslim countries, in order to navigate these challenges and create
distinct marketing approaches.

In line with the research findings and insights from various sources, the incorporation of religious
values, creative strategies that resonate with consumer sentiments, and the creation of differential
advantages are emphasized to promote and differentiate halal products in the market. It is essential for
businesses to integrate the halal logo, implement targeted advertisement strategies, and position halal
products in separate areas labelled as halal. Additionally, halal certification regulation by authorities
well-versed in Islamic teachings and principles, as well as accurate labelling and clear distinction
between halal and non-halal products, are crucial for maintaining consumer trust and loyalty.
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The research findings also emphasize the adoption of a targeted market segmentation strategy to
effectively promote halal products. This entails the segmentation of the halal product market into food
lifestyle and service categories to effectively target both Muslim and conventional markets, as
highlighted by Islam (2020). Additionally, visual cues and advertising platforms that resonate with
Muslim consumers can provide valuable insights for developing targeted marketing strategies, as
stressed by Al-Kwifi et al., (2020). Moreover, a comprehensive understanding of the intricate
relationship between religiosity, consumer behaviour, and the halal market is crucial for businesses to
effectively target and cater to Muslim consumers.

To delve deeper into the dynamics of consumer behaviour within the halal cosmetics market, further
exploration of the interplay of religious knowledge and commitment with actual purchase behaviour
and repurchase intentions of Muslim consumers is necessary. Understanding the specific religious
orientations of individuals and their impact on purchase decisions is an area that merits further
investigation. Additionally, cross-cultural analysis is essential to discern the varying influences of
religiosity on consumer behaviour in diverse Muslim-majority countries and non-Muslim countries
with significant Muslim consumer segments.

Expanding the research to explore the mediating role of halal perceived value and trust, as well as the
enablers of halal food purchase among Muslim consumers, will provide deeper insights into the
mechanisms that drive consumer behaviour in the halal market. This deeper understanding will enable
businesses to tailor their marketing strategies effectively to communicate halal value and foster trust
among Muslim consumers, thereby facilitating greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and consumer
behaviour in the context of halal products is imperative for businesses aiming to establish a strong
presence in the halal market. By leveraging a deep understanding of religious values and attitudes,
businesses can devise targeted and culturally sensitive marketing strategies that resonate with diverse
Muslim consumer segments. This nuanced and holistic approach will be fundamental in enhancing the
appeal of halal products and fostering brand loyalty across diverse consumer segments. In today's
rapidly changing world, the significance of accurate weather forecasts cannot be overstated.

CONCLUSION

The global halal product market presents a dynamic and intricate landscape that necessitates a
sophisticated marketing approach beyond conventional strategies. Successful engagement requires a
delicate integration of religious principles, consumer insights, and sustainable consumption
frameworks. Modem businesses must craft marketing strategies that demonstrate cultural sensitivity,
authentically communicate product values, and establish meaningful connections across diverse
societal contexts.

Contemporary research highlights a substantive knowledge gap in comprehending marketing
methodologies across varied cultural domains. This limitation underscores the imperative for a more
holistic framework that harmonizes religious compliance with expansive consumer value
propositions. The continually evolving halal marketplace challenges organizations to develop flexible
marketing approaches capable of navigating the complex intersections between religious identity,
ethical consumption patterns, and nuanced consumer expectations.

Based on the extensive research and insights gleaned from various sources, it is evident that the
integration of religious values, creative strategies that resonate with consumer sentiments, and the
creation of differential advantages are crucial for promoting and differentiating halal products in the
market. Additionally, a robust and effective marketing strategy for halal products should include the
integration of the halal logo, targeted advertising strategies, and the clear labelling and positioning of
halal products in dedicated areas.
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Moreover, the adoption of a targeted market segmentation strategy is essential to effectively promote
halal products across diverse consumer segments. This involves segmenting the halal product market
into food lifestyle and service categories to target both Muslim and conventional markets, as
highlighted by previous research. Furthermore, visual cues and advertising platforms that tap into the
sentiments of Muslim consumers can provide critical insights for developing targeted marketing
strategies that resonate with the target audience.

Expanding the scope of research to further explore the interplay of religious knowledge and
commitment with actual purchase behaviour and repurchase intentions of Muslim consumers is
imperative. Understanding individual religious orientations and their impact on purchase decisions is
a critical area that warrants additional investigation. Additionally, undertaking cross-cultural analyses
will provide valuable insights into the varying influences of religiosity on consumer behaviour in
different cultural contexts.

Furthermore, delving into the mediating role of halal perceived value and trust, as well as the enablers
of halal food purchase among Muslim consumers, will provide deeper insights into the mechanisms
that drive consumer behaviour in the halal market. This deeper understanding will enable businesses
to tailor their marketing strategies effectively to communicate halal value and foster trust among
Muslim consumers, ultimately leading to greater market penetration and brand loyalty.

In conclusion, a comprehensive and nuanced understanding of the intricate relationship between
religiosity, consumer behaviour, and the halal market is indispensable for businesses seeking to
establish a strong presence in this market. By leveraging a deep understanding of religious values and
attitudes, businesses can devise targeted and culturally sensitive marketing strategies that resonate
with diverse Muslim consumer segments. This holistic approach will be instrumental in enhancing the
appeal of halal products and fostering brand loyalty across diverse consumer segments.

The limitations of this research are the reliance on literature survey and conceptual analysis, which
may lack empirical evidence. To address this limitation, future research could incorporate empirical
studies, such as surveys or experiments, to gather quantitative data and test the proposed relationships
between religiosity and consumer behaviour in the halal market. Another limitation is the focus on
Muslim consumers and the halal market, which may limit the generalizability of the findings to other
religious or cultural contexts.
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Abstruct, Halal, meaming “lawiull und permisied ” is deeply rooted in Islemic phildégphy md lenchings.
Halal marketing refiers o fhe serstegies and approaches wsed o piomoe and sell prodoct thal comply
wiilh halal stmndards, This sysicmatec review gl (o elamine the varous murketing upprosches uilized
in proemoting helal prslucts, Some omtics urgue that the emphasis on halal prodecis can les) s esclusion
il diviston within socheties, ws i may prioitiee cabenng o 8 specific religions group cover athen, They
comtenid that promeding halsl producs eachisively may cresie o sense of segregation and hinder social
integration. Utilizing the PRESMA method ind amalyring poblication from Scopus datibase, The study
investigaies diverse marketing technique used i promoting halal producs. Several counttes were
Inclsded in this review, mduding Indonesia, Maluysia, Turkey, Amb Saudi, snd the United Arah
Fmirates, The resuli of this review will provide imsights into the marketing gpprosches that have been
supessfial in prvmoting alal products and highlipht any potentisl implicaimm of (hee strategics on
socinl imiegratson. The Gncding sugpest  that helsl marketing approoches vory acms different couniries,
with & focus on beslding wrust, emphasiring authengicity, and wilizing digital platfoems. Bazed on the

off 1k sysiematic review, it can be conclsled that there e diverns: maretiag sppeosches wsed
in promatieg halal prducts. The sudy recommends Tulune rescich explore of the impact of halal
mntketing on wocial megraion snd the podeniial for inclasdve markelng siniegies thal can caler to o
iivemse consamer

Koy words: Halal marketing, halal proiduces, inclusiviny, soc sl imegration. sysicmatic liemare review,
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INTRODUCTION

The contemporery halal prsdoct marketplace represents o multifsceted  ccosvsiem of marketing
methrdodogses that menwine wligions doctrine, sustainable conswmption sed consumer psychology
pamelipms. Motwithstunding the expanding ghobal prominence of halal pmodecis, o significant
kiwrwbedge deficit persists reganding the nuanced mudooting strutégies deploved scross daverse
culiaral. Halsl marketing i o srtegic upprosch utilized by businesses W ¢ater 1o the growing demand
for mlal producis smong Muslim consumers | Koo of al , 2025; Shob et al.. X022; Rahmun ei al.. X20;
Hamizar ¢4 al . 2023), This approach involves understanding and adhenng 8 the principles of Idamic
Tow in product development, production, labelling, and marketing { Abbas et ol ., 2023; Al-Kwifi et al.,
02k Sani et al., 0ZE. By doing o, businesses aim o attract end retain Muslion consamens. wiss
praoitize comsuming prociocts that ure permissible and in sceomdonce with their religiows belich (Al
ctal., 201%; Buti o al_, 20107; Shak et al,, 20225,

Halal marketing is o strtegic approach used by businesses 1o meet the increasing demand for halal
products among Muslim consumers. | lsmail et ol 20000, This approach mvalves sdbering o/ fSlamic
luw i product development, production, labelling, and masketing w atroet asd i Muslim
onsumen, The grewing demand for halal irems & evident plobal (Awan e al., 2005). With the
1% Muslim population, global halal brands are emerging in wnigue markets, p-.-.m:mma
b:gullh-u pmwth Fn:ll:ﬂ.LI..l.l (Murhayati snd Hendar, 2020). The halal mdusry’s rapkl growth in
Bluslinm wid mon-Muslim coumtnes b opened new markets for vanous peoducts, mcluding cosmetics
{Al-Banpa and Jannah, 2023),

The demand for halal produds b ncressdie oot oaly in pralominantly Muslim coutries b also o
pon-Muslim nations sich as Fronee (Findous et al., 2020, Understanding the importance of
emphasizing religims values m marketing halal products is cnacial for markeers and reseanchers
(Ziinudin et al, 2034, Additonally. the expboding demand for halal cenifications globally
unslerscones tie sigailicance of halsl products in the market (Fardi et al,, 20095, This demonsrabes
the critical need for o desper understanding of the consamption behaviour of Moslm consumers in the
rapuilly gruw.ihg Faalal maskets ( Al-Kwifi et al, 20305

Understanding the concept of Bulal prodiscts sl @@ concept of “halal® &5 caicial in implementing
elfectve murketing spproaches fof halsl produces {Buniour et al., 3018 Elscidl, 2018: Haleem o al.,
2020 Masuiddin et al,. 3B). Halal refers to snyihing thial is permissibie or lowful according to Islamic
teachimgs {Krisjanous ef al,, 2027; Masudin et al., 2018),

There i the potentinl concem of cost associnted with halal cemification and production, which may
tzad mhghrpmmﬁvlm‘ln] products (Fuscini o al., 2000: Khan et al,, 2030 Suki and Salbeh, 2016}
Non-Muslim consimers Wk e not specifically seeking halil products may be desered by the higher
price peint, especially if the pereeived quality or benefit of the halal et Fcation is m significant w
them (Hagpue et al,, 2005, Wilkns et al,, 2009, This coald resalt i o limited market for halal products.
und prose o challlerge for businesses m terms of expanding their consaimes base.

Funhermore, the emphasis on religous amd culoml sensitivities v marketing halal prsducts may
inndveriontly  reinforce  stereotypes and  assumgdidns  obour  Mushim consumers,  potentially
ganiributing W further division instesd of inchisivity (Hassan et al, 2022 Wikgas et al,, X23), Non-
Mauslim eonsumers may perceive the marketing of halal pmducts us exchisive ko paicular relipious
group, pientially lending 1o misconceptions amd misumdendand ings.

In conchusion, while it ks essentind b recognize amd respect the religious and calteral values of Muslim
consimers, basinesses should alse consider the poential impact of their mirketing strmlegics on moa-

s
AL-MLZARA AR Vol L3N0, 1, 2025
(ISSM g ZXNTA3Y; e 0] 5-T08Y)
DO 10 392 a2 <78




Vouweram ML, Mesniia Y, ALK, Jatanilawst Y Halsd Mlorketing Approaches: A Systmuiey Roosew

Buslim consumens o ensure mclusivity and brosder market appeal. Balandig the: needs al both
Buslim and non -Muslim consemers in marketing stategies for halad products is crucial for lomg -tenm
ssccess il marker growih.

This reseurch b important in understanding the various challenges and considerntions involvel m
matketing halal products {Hosain, 20205 It highlights the neod for businesses w cancfally sraegize
their approach to appeal to both Mislim and non-Muslim consumens (Al-Kwifi ef al.. 20201, By
underaanding the potentinl consequences and implications of marketing halal products, bosinesses
can develop effective simtegies that promaote inclusivity, dversity. nnd markes growth,

This research question is important & it sddresses the comples mture of maketing halal prodocs in
divers: market envimnments (Habuii and Taase, 2003), The neszarch question secks b understand the
Wanons chalienges and conside mtions businesses face when marketmg halal products, especially i
appealing to both Musho and non-Musim consumens. By examining the aititudes and perceptions of
pon-Muslim consumers wwands halal producis, the study provides insights on how o effectively
markel halal products in pon-MMuskim,

The aim of thas research i 10 analy ze the rescorch findings indicate thint there are seveml madketing
upproaches wsed in promofing halal products and malyre implications for basiness marketing
strabegies. The findimgs sugpest that business shoukl consider adopting a targeled narka
segmentstion strutegy o0 efectively promote halal products and also provide approaches include the
use of the halal lopo. tageted alvertisemont strategics. and positioning halul prodects in sepanaie
sineas labelled s halil,

LITERATURE REVIEW

Understiunding the concept of "hall® b essendinl for effective nurkefing of halal products. Halal
refiers ko any thing permissible or il soconding © Islamic teachings (ALK wifi ot al.. 2020 Batiour
etal., 2018: Haleem et al_, 2020; Koc et al_, H025). Resenrch has increasingly focused o hidal produa
pemception and approvad globally. The manifestations of hokl produc s Slgnificantly affect consumer
knowdedge about halal principles (Almossawi, 2004: Higain, 2021; Narhayati and Heodor, 2020
Floren et ai., 2020; Shahid et al., 2023, Factors such asl@nd image. sitisfaction, trust, amd loyalty
sifluence consumer purchase intention of halal pooducts. Trast, aantude towand e product, and halal
nwureness affect the ntention to purchase halal cosmetics (AL-Kwali ef al, 2020 Masudm ex al.,
3018 Shah et nl.. 30632 Tieman, 2017

The challenges and opportunitiss ol adopting halal logistics. contribute © the sdvancement of
knvwledge in this ares (Al-Kwifi et ol 320 Humizr et al., 2023; Zaioudin et al., 2020), Refigiosity
maxiereics ihe theory of planned behaviour and halal parchase intemign. Educated millennial Muskim
femabes demonstrate o high doncemn for the halalness of cosmetics, Embedding Islamic atiribuies in
hatal services corelates positively with cii§iomer satisfaction (Awan e al, 2005}, Varous sudies
hive delved into consumer bebaviour on balal producs (Sand e al, 2023, Nurhayati and Hendar,
Hi2thy. The integrity of holal products Is becoming an iscrsising coneem for governments and
rhasizies (AL e al, 20 18 Prince and Wahld, 2023

In reviewing marketing approsches for halal products, it 1s important 10 consider the specific neads
nd prefermences of Muslim consamers (Al-Kwifi et ul., 20200 Sukd and Sallch, X608). This can be
dome thmugh segmentution, targeting. md positioning straiegics that necognize the diveraty withan the
Muslim consumer market (Elseidi, 2008; Koo ot al., 2025 Tieman, 2017k The morketing appmoches
for halal products should aleo consxder the religious apd cullum] sensitivitles sumoandmg these
proufucts,

In exumining marketing strategies {or halal products, i is essentinl o consider the diverse needs and

prefewnces of Mushm consumens. Segmentstion, tirgeting, and positoning  strutegies shonkl
63
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n.l;'l-:nnw]u!_g: e I-:.I'.i!ly withm the Mushm consuemer marked, !.i:rrg_ miko peoouant rzliginu\ il
culiral sensitivities surmumbing these products (Islem, 30303 Factors sich s refighosity, knowledge
of helal products, wsd confudence i halal certificaiion sigmficuntly infloence purlase inestion
{Elseicli, X018 Khan et al. 200 MNurhayati osd Hendsr, 20200 Additionally, asdersosding the
ustitudes andd percepions of non-Muslim consumers sowands k) products is arucial for effective
munrkeling sirmegies (Haque et ol 2005, Wilkins et al, 2019, It is also imponsnd o consider the
bmpace ol advertising and brandmng on Muslim consamers” agtitsdes and purchase mientions {(Al-
Kwifi et al, 2000 Wagas et al, 2023, Owerll, o comprehensive understanding of consumer
behaviowr, relpiary, aml culral inluences 15 essentinl for the successful markeung of halal

products.

E]'h.“nlguu i) rroHat g Talal Fr;l{ndu i e ..I.LH.I'E.L‘H.I'I] muscnncephinms sl shermbypes a bt
halal prosducts. ensuring proper centification and kabelling. reaching n wider non-Mushm asdience,
und competing in non-Mushim dommaed mockets (Nugraha ef al., 2023 Zailani et al, 2007). To
overoome these challenges, busmesses cun employ seveml marketing appeoaches thae focus on
promotiog the gquality, saliety, and ethical aspects of halal proshocts.

To address challenges i promoting hokal poducts, businesses. can employ marketing approaches
focusing on qualay. sulay, ond cthical sifsscts. Overcoming misconce pions i sieroalypes mguines
emiplasizing the quality snd safety of halal prodects (Baitour el o, 018, Rabown e al, 2005
Wilkins ¢t al, 2001%). Praper centification and labelling can be ensired by undersianding oomsumer
writudes and inbemtions towards alal products (Fusecin et al.. 20030 Shah et al., 2022: mhm d ul

2017}, Reachitg a wider non-Mushim sudience anil comgeting i oon-Muslin doms

wecEssimbes andersmnding non-Muslim consumers’ pereeptinns ad accepiince of halal products
{ Hussan ursid Senpupal2019; Hague et al., 2015; Lim et al.. 2020}, Additionally, businesses cin
bevernge the influence of the halal ko on Muslim corsumer s’ srinsdes and use it o promote halal
prouducts efiectively (Al-Kwifi et al ., 2020},

An opposmg argument to the promoton of halal poaducts is the potential exclusion and alinmson of
pon-Muslim coosumers. While it i imporat o cater 1o the meeds and prefienences of Muskim
comamen, sxclusively focusing on halal produicts muy lend w the neglect of non-Muslim consimens
(Nurudin gl al, 2023; Sobari ¢t al, HJZH. In markets where the Muslim population 1= not the
majority, businesses may foce chal % m appealing 1o a bmader demogmphic if their marketng
stralegies e primanily cenne anmeod halal products (Bt et el,, 2017; Mussan of al,, 2093 Kasli et
al. 2018y,

METHOD

This: pesearch used PRISMA systemutic lieflure eview as the methadology © gather and unui:.'u
relevant studies on marketing spproaches in promoting halal poducts. The sgemmic lierature
review method allows for a comprehensive analysis of exising rescanch in Gider  identify commaon
themes, tnends, and gaps in keowledee eganding murketing sppesoches for alal pmdocts | Babaii and
Tomse, 2003; Holeom of ol., 20200 The muin pampose of this systematis noview is 1o identify and
anulyze various markcting appraches used in prometing hakal products, The dats wis oolbecied from
Scopus database. To find the document use keywonk: "Madketing”, "Halal®, "Product”, ™ Producis”,
and firmd 222 dhocnments that were relewint i the reseanch opic and objedives,

Alter chonse document Tooem year 2003 unial Y23 and fond 200 dowvuments thal met the mnclsion

criteria, o detailed analysis of these articles are conduaed. Aller filter in whbjeet area is “Social

Selence”, “An & Humanites®, dan “Business, Mansgemient ond Accounting and fsd tha 156

duscinmients. The documents were: then caegorized based on only anicle and meer 1 36 amicles. Afer

filter only English inguage anticles, 124 articles were incladed in the malysis, Alter screening the

dicuments based on absiract ond reod full amle, o sl of B8 aticles were sebected for further
unalysis,

i
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Several countries nchmbing Malaysio, Indonesia, Turkey, United Arah Emirstes, Sauds Ambaa. are
phoveers in the halal mdustry and fave estabiished strorg balal cenificason and regulatory sysiems.
The marketing approsches used in promoting hakal prodicts vary among comimes, bul some conmmon
stribegies include the wse of the halal logo, torgeted adverisement strubegies such us social media
marketng md influencer collaborations, and positioning halal products in sepamie ares labelled as
halnl within stoses.

RESULTS AND DMSCUSSION

The reseurch finding® indicase that thiere ane several marketing approsches wsed in promating halal
products. The use of the halal logo is ose of y marketing approaches o promoting halal
products, This logo serves as i symbol of asemece for comsmers that the product is halal ond mests
lslamic dietary requirements. The growing tend of ethical and swdainnble comumption among
Muslim comsumens hos led o an increasing sssociation of holal producs wish envimmmeen ally
friendly and ethical prsduction practices, This trend presents an opponunity fie businesses o align
their marketing appmaches with these walues, Research iwbicotes. that understanding religiosity
inercasmy prowiact knowlslpe, ond leveraping effective murkesing campaigns are cmcial for
promoting halal products (Abmadove ad Aliyes, 2021 Al-Kwifi et al., 2020; Nurhayatl md Hensar,
2020},

Addditionally, hisinesses should consider the push, pall, and moorng cffects, as well o the
determnants of repurchase intentson mmnd purchase behay owr ammig Mustim consumerns. Furibermore,
ensuring proper cerlification, logistics, and corponde reputation, as well as addmessing condifiser
antindes and perceptions, ure cssential for successful marketing of halal products, Moreover, halsl-
certified products symibolize quality. hygicne. sufety, sustimability, and wholesomeness. aligning with
the ithical and sustatiable consumption inemd | Suks end Sallels, 2008),

The findings from the sysemaic meview highlight the diverse marketing approaches used in
promoting halal products, Cne of B potable stralegees identified is the wse of the hukal logo, which
serves as i symbol of asaarance for conswmens that the product is halel and meets Islamic dietary
requirements, Moreowver, there is o growing trend of ethical and sustunable comsumpson among
Muslim consumers, lenling w0 an increasing association of lalal products with envisonsnentally
fnendly and ethical production pactices. This trend presents an opporiunity for basinesses 0 align
their marketing approaches with these values, indicating that understanding relighosity, mcrensing
product knowledge, and kevemging effective marketing compaigns are crocial for pometing halal
prodiacts.

The research emphasizes the imporiance of consiiening pash, pull, prd moormg effects, is well & the
determanants of repurchase intention and purchise behonviowr among Muslim congmers. Furthenmoen:.
ensring proper cerlification, logistics, and corporste reputstion, as well os addressing consumer
wtitudes anal perception & e essential for the seoessfol marketing of halal products, Additionally,
the sty reinfoeres thar halol-centified podocts symbolize quolity, hygiene, safety. sosminability, asd
wholesomeness, aligning with the ethical and sastuinable consumption e, These insights sigpest
that businesses should milor their marketing srategics to effectively communicme these values to both
Bebuslima amd pon-Muslim consumens.

Taking imin account the geographical context, it is essential to recognize that several countries, sich as
Maloyses, Indosesia, Tukey, the United Arab Ermirates, and Siudi Arbi, hove edablished simong
hudal centification amd regulutory sysiems, While the marketing approaches used in promaoting hlal
products may very among these coantres, some common strbegies include te wse of the halad logo,
targoted advertisement strategies swch os social mediy marketing and infleepeer collaborations. md
prsitioning hall products moseparite preas labelled as halal within stores. In light of this, it is evident
that ml.l:ri:qu;'l.i.ng ihe |.|111||q,:|1.|nm af [ nlu.lkﬂha .I.Fq'l'nﬂ.l:"!lm'ld their |.|]l|r|mc:|| with e values
of bith Muoslim and noa-Muslim consumen: s crocial for usmesses seeking o mvigate the diverse
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lunidscaape ol the halsl mﬂuﬂu market, The findings underscore the necd for businesses 1o develop
inchusive pod respeaiul maketing strnbeghes 1o appeal w o Boader consumes base while recopgnizng
e relighons and cu el seqsit vibies associted with halol produces.

The findings of this systematic review suppost the e of the halal logo as an effective marketing
stratcey 1o arget Muslim consumers und promote 8 wide mnge of halal products. These findings olso
highfight the imporance of transparency mnd clear labelling in pomoting halad podocis, as
consumers place o significant emplimds on halal cenificasn and awumnce

Implicathons For Business Marketing Strategies

The fimdings of this sysiemmtic review have mponunt implications for businesses seeking 10 market
hulal prostuces. Firstly, busimeses shiwhd priontiee obtoiming balol certificaton from recogni el
nuthomties or wrencies thit adhere 1o ldomic leschings and princeples. Secondly, businesses should
fovest m targeted siventisemenl stralegies tat effectively commmnicute the halal nature of their
products, such as social medis marketing and mflusncer collabortions with individuals who have o
strong presence in the Muslim commanity, Additionally, businesses should consider posstioning halal
products in separale areas within their sores, clearly labelled as halal, i enhance consumer trust and
facilnate ensier socess. Furthermon:, usinesses shaukl he sware of the specific reeds and prefemnces
of Muslim consumers when desspning their marketmg stmbegics.

T imdemstand the imphications o7 business mudeting stmiggics i the context of halal pmducts. it is
eanential o consider the determinants of atindes wowands haksl prodocts cmong Istamie consumens
(Muhamad etal.. 200 Ty The incredasing competition m the martket mukes i challenging lor businessss
b ereaie & differentinl slvantage o afmc pew. cosiomers { Hanaliah and Hamdan, 20260; Najomd et al.,
2025}, Additinally, @ is well known that orget and non-target consumers ofien reoct differently o
specific markeding stratepies (Tieman ond Ghomli, 2003; Najmi et al.. 2023) Brumd loyalyy has
become a fecal point in the marketing field, serving as the basis for longimd imal relationships: aml
predicting business success (Al et al, 2018: Zoinodin et al., X020},

Muoreover, businesses have greatly benefited from adbering o Islafiie principles to aftmct mon:
Blusdim consaimers, extending froamn oo wo fimuocil markets (Farhat et al, 2009 The scoeptance of
fanlal fewsid ni hﬁﬂhhﬂ'h oinlAes b i ulgl'ul"n:n.l'l! Tactor bo consider m the fommulation of q'ln.li.cﬂhg
strtegies (Butt of al, 2007; Wilkins e al, 2009}, The influence of the halal Jogo on Muslim
consamers’ aitides hos been shadied, indicating the importance of vismal Sves in marketing halal
products {Al-Kwifi et al, 2030 The perceived vahies of halal produsts ae gosemed by the tast
direetly smreed from religion, hagh lighting the sigmilicance of trust in masketing strategics for halol
prowucts { Hussan und Sengupta, 2009,

Funhermore, robusiess & crucial for the competiveness of halal sipply chains and corporne
FEputation, emphasizing the need for mbust maketing strategies in the halal industry (Themmn . 2120
The issse of halsl images s imporont for nsovitive business thinking and rebevard matketimg
upproaches, suggesting the need for creative masketing sirotegies i the halal indusiry {Suki and
Salleh. Z018). The pactice of balal bronding 03 & marketing sarmtegy. both mside mnd outside the
Islamic community. is gaining significant impeng@indicatmg the impartanee of branding in marketing
bulnl prsducts (Hesain, 20215 Addibonally, the marketing of credence goods must prvide n
puarntes W deliver a firm message about the specific features of the produss, emphasizing the need
fow chear und transparem matketing commam ication i the halal indusiry (Bhutio et al., 2023; Ishak et
ol W23y,

The mmultifsceted uoture of the hulal poducts muirket necessitates o deeper understnding of the
wnnous Factom that influcnce consumer aitfudes and bebaviour. Businesses veniunng inlo this market
peed b delve into the intncacies of marketing srategies o effectively tiged both Muslim and non-
'Mmllm oA (Mg et al., 2005 Lim et al, 2022; Wilkina ¢t al_, 20095, One of the sgnificam
(5 i s o busines 1% thee Fmwmg impacy ool bl ceraficalion on conseer behaviour. The
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Islami |1|'i:ru:ipl=s. Illl.'t!l'hlﬂi abnl ymdm:h croste o fwmdston of trust amed relinbility ot
l.ipll‘ll:mll",' influences Fth'd'uhu.- decidoms (Bukhar et ol 2009 lslam, 3022 Undnnmlﬂh'lg he
deeply moled significunce of these panciples in the eves of conmmers s key in shapmg marketing
stribegies bo resonate with their values.

Funhermmore, the evodving lomdscape of the halal industry requie s businesses. 1o ascerum the link
hetween constimer behoviour and innovitive banding ond  marketing appooaches (Baitour et al.,
2022}, The ndoption of creative strstegics thol align with the ethical and sustnmable consumphion
trend, while remainimg respectfid of religoas and culterml semsibivities, can reinforce the appead of
halal products scress diverse cosamer segments: Additonally, the competitive envimnment i the
halal market ordersoores the importance of differential achvantages and brumd loyalty. Busineses must
h.uvi.:ulp :I]‘I.Tnuﬂl o l:hlucl!&ﬂh I:y u’cul.':nl; dastangd nwkel'm; W'nm:huu that cader b the hFd.'iﬁL"
mecds and preferences of Muslim consumers while also oddressing the seoeptance of halal products in
et -Muslin countries,

Muoreover, the emphasis on mobastmess i supply chins and the associstion of halal brandmy wit
marketing straiegics offer valuable Insights for businesses. These uspects highlight the need For
tmnspacncy and clear commmunication in marketing halal prodocts, cnsuring thet the  unigue
choracteristics and volues assocumod with halal prodiscts ane effectvely conveyal o consumers.

In conclusion, the implications for business marketing strategies in the comext of halal prodocs are
vist wwl mincate. By undentunding the multi-layered dynamics of consuner aitimdes . competitive
Bunidbscagpes, nd the fundamental significance of Islamic principles. bisinesses cn Gl their
marketing strategics o effectively pavigaie and sicoeed in the divense and burgeoning halal products
kel

The resourch findings suggest that businesses shoukl consider ploptmg o targeted  market
segmentation strategy (o elfectively pmomote holal prducts. This would mvelve cresting specific
owdlets or marketing charmels that cater specifically o the needs of the religious target segment. while
alse maintmming mitlets desl cater b non-tagel consumers. By domg: so; Bisinesses can ensure: that
they ure ellectively meaching their desied mudience aid estsblishing a strong brand presence in the
halal markel

That s supporied by vasious smudics b 6 field of Islamic maketing found that religiosity and
untitude significantly infloence consumens’ intention 10 porchase halal cosmetic products (Rohman e
ul, 2005, Similarly, Elseidi (2018} discovered that consumers” aititode wowands halol food prodocts is
the srongest predicior of confidence in ihe halalness of food products carrying the halal oo,
Blowoorver, Nurboyati and Hendar (20207 highlighted the mergusing market shane of malisnatonal
compinies from non-Muslini countries in the lalal markel. emphasiang the mpodance o
underaunding consamer segmenis for halal products.

Fusthermare, lslain (2020} cmplasiond b chicid catendol lalal product segmentillon, bsgetig
Doty Pusin and conventinml markeis, This aligns wiil the susdy by Zaloudm o al. (2020}, which
emiphasized the imponasce of emphasizing religsous valses i moketng bolal products 10 conmimers.
Addditionally, Tieman (X020) highlighted the importance of mbusiness in halal sipply chains, which is
essentiol for effective market sgmentation and targeting. The influence of the halal oge on Muslim
consamens atlimdes was exphored by Al-Kwili et al. (X020}, indscating the significance of visual coes
i miarketing halal podisces. This supports the notion thet wrgeted marke segmentation sinveghes
skl conssder visul chements tha esonate with Muslm consmimers. Moreover. the study by Stah et
al. (M122) demonsiraied thot delivering halal value w Muslim comsuners affects their purchase
imiention, emphasizng the meed for torgeled marketing stmlegies that communicate halal value
effectively.

67
AL-MUZARAAH Vol 13 8o, | NS
USEN p: 233780008, ¢ 26 5-Todw)
DO 102904 | )] TS




Vouweram ML, Mesniia Y, ALK, Tatunilawsh Y Halsd Mlorketing Approaches: A Sysienuia Hevew

In comclusion, the resenrch fndimgs: fmam vorioes stadies in Istamic marketing supguIn fhe nosticm Bl
businesses shindd adope turgeted meret segmentation strmtegies 10 effectively promote halal products,
Understunding the influence of religiosisy, attrudes, asd visual cues, a5 well as coghasizing eeligious
wilues i marketing, are cnacial for successful marker segmentation and argeting in tbe halal indusery.

The implication of robust maketing strmiegics in ihe context of bl products frnscends men:
pdvertismg and promotion. B encompisses o decper undersinnding of the diverse nctors it
influence consumer afitdes and behnyiooms withim this niche market segment. Busincsses venmnng
o thie hulal mcustry are tadked with delving ivio the intricacies of marketing strategies to effectively
target both Muslim and non-Mushm consumerns, noognizing the muiificeted natwre of halal produscns.

Cne of the significant considerations for busnesses is the gmwing impact of halal cenification on
comsimer belavious. The adherence to Iskamic pranciples govemning hafal products creates a
foundation of tust and reliahidy tha sienificantly influences purchase decisions. Furihermiong,
underganding the deeply moted significonce of these principles in the eves of conswmers is key in
shaping marketng  strmlegies that nesonale with their values, This goes beyond  men produc
promotiom; it entails aligming the maketing messuge with the ethical and religious sensitivities of the
target midicnee,

Moneover, the ewvolving landseape of the halal industry calls for usinesses 10 acemtiin the link
between consumer belaviour and inmovative brunding and marketing approaches. The adoption of
croutive sirmtegies must align with the cthical omd sustamnable consumption irend while nemaining
I.'l:lpc!l'l.ll ol relhgiois jimid calamd sensitivities, This invelves n:n'l.Frlrl:mg ihe qq)cﬂ ol halal pn:]dcl:
pernss diverse consumer segments by infusing the marketing smwegy with clements that resomate with
the vihies and beliefs of the wrpget asdience. The competstive eovironment m the halal market
anderscones the importance of differentinl sdvantages and bmnd loyalty, Busmesses must navigate
these challenpes by creating distingl marketing appmachE) thal caler i the specific needs: and
prefensnces of Muslim consumers whilst also sddressing the scceptunce of halal products in non-
Muslim countries. A numnced murketing strtegy that reflects e understanding of e cultuml,
religious., ad Lifestyle differences is essential i gamering comumer trast aml bovalbly.

Fanhermore, the emphasis on robostisess in supply chains amd the assoctation of halal brnding with
mutkeling amtogies offers viluable nsighes for businesses, These aspects highlight the need Tor
transparency and clenr o wation in keting halal prodocts, ensaring thai the wnime
characterianics and values pssociated withibalal poshices ane elflectvely conveyed fo consumens, In
conchision. the implications fior business marketing steategies in the context of halnl products ane vost
nmd usirdcate. By anderstuncting the multi-layensd dynumics of consemer anitudes, competitive
lmpccapes. amd the fundamental significance of [slomic principles. businesses can tnilor their
mnrkeling srategies o cffectively navigute and socceed in the dverse md burgeoning halal products
markel. The mesearch findimgs mogpest that businesses should consider adopting o tarpeied market
segmentation stmicgy o effectivelly promite halal products.

This would mvolve creating specific outlets or marketing channels thal coler specilically to the neecds
of the mhigious rget sypment, while sl mamtaiming outlets that cater W non-target consomerns, By
doing s, biginesses con ensune that they ore clffectively reaching their desired sadience and
estahlishing & strong bmnd presence in the halul magket. The influcoce of the halal logo on Muslim
consamens’ aiiodes was explored by Al-Kwifi et al. (20200 indhicoting the significance of visual cues
in murketing halal prodscts, This supports the noton thal targeted market segmentation stmiegies
shwukl comsiler visual elements thit resonsde with Mushim consumens. Moreover, the shudy by Shah et
al. (220 demonsmted thal delivering halal salue o Muslim consurens affects their purchase
imtention, emphasizing the pecd for ageted marketing drategies that commuanicate halal valse
effectively.
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In additen, understunding the influence of religiosity, atdodes, ol visual coes andd emphosicing
religious values in marketing ane cracinl for succesaful market sey o and Legeting in the hudal
bmilustry. Therefore, for businesses o soccewd in marketing halal podects, o more boligie and
nuanced appoach ks crucial, bridging the gap between consumer nesds, culiural sensitivithes, and
elfective marketing sirategies, To effectively cuter o the diverse consumer base and uphold the ahical
and relighous sensitivities associmed with halal products. businesses should consider sdopting 1 more
bolistie approach o therr marketing stregies. This would mvalve inegraling clemenis of relghosy
il therr marketing sctivities o oonder o inflsence the conscious consunmer, while also creating
differentiotion in their product offerings,

Numermous sdics e emphisoed the impotance of undentanding the neligious valoes and
sensitivitses of the luget markel segment, patigaludy i the comlext of halal products. The concept of
holisiic branding, us proposed by rescarchers. identifics attribmes that reflect the brand’s worldview
und contribwie o holistic banding, such as spintwal @hos and beliel systems, sstomnable md eco-
ethical philosophy. md wholessmeness and inchisiveness. This highlights the need for Bisinesses w
enguge n nnmhrm in Irmndin[ of faith-bossd [n'ndl.lux. mchxling lalal pnﬁcln.

The growing significance of halal ceification on consymer behaviour cannot be overdooked,
Businesses st recognize that the miberence o blamic prnciples goventng halal products
entabilishes o Foundation of tust and reliabilicy tha sgaificontdy mllueoes purchise decisbin.
Moreover, the adoption of creative and innovative sirategies that align with ethical and sustspoble
consumpiion trends whike respecting religious and culwrl sensitivities cun further enhonee the mppeal
ol halal Wﬂill:l: acmss diverse comsikimer segiments, Chiwen the :nl:rq'l:l'lhz evvamnanient o the Balal
mirket, basinesses must shso focus on creating differentinl sdvantages and Fstering brand Jyyn iy,
This mvolves undersanding the specific needs and preferences of Muslim consumers, as well w
uddreasing the seceplunee of halal products in non-Muslim countries. The abiliay 1o mvigate these
challenges amd ercate distinct marketing appraches thaf cater o diveme cosumer segments is
easential in garnering consomer trust and oy iy,

In conclusion, the messich fndings and msights rom vamoos sownces strongly advocate for o more
munced and holistic appmsach @ marketing halal pruducts. Businesses shoukl consider mbegroiing
religious. vabues, siopling creative strafegies thal resonpte with consumer sentiments, and creatmg
differentiol advantages o effectively pomate ol differentiote their halal products in the
ntarkel These appmaches include the use of e halal bogo, trpessd advenisement sritegies, and
proationing halal products in sepambe-areas labe lbed as halal,

Addithonally, businesses should ensure that halal cemification is regulated by amborties well-versed
in Islamec weochings and principles 1o prevent frood and maintain consumes trust. Farhe mone,
businesses should be aware of the imporunce of accamie lsbelling and ¢ lear distinction between halal
und non-halal preducts for Musbim consumers.

The research fimfings sugpgest thai besindsses shoukl consider adoptmg o tarpeled  market
segmenttion strategy W effectively promote halal produces (Akmush, 2000; Kaahi o al, 2018
Wilking et al.. X119, This is supported by various sdies in the field of Idamic marketing found that
reliposity and aminde significantly influence consumens intention(i parchose halal counctic
products. Similarky, Elscidi (2008 diseovensd that consumers anitude iowands halal fosd prodects is
the strompest predictor of high confidence in the halalness of food products camying thi halal logo.
Morcover, Nurhayati and Hendor (2020) highlightssf the increasing market share of mwltinational
companies from non-Muslim counties o the halal, cosmetic, and medicmal foods  market,
emphasizing the poed for tangeted market segmentation srateghes.

lslam (2020) emphasieed the importance of segmenting the hulal product madeet o food fesyde
und service categones i efectively tuped both Muslim amd conventional mudeets. Al-Kwifi o al
P20y also stressed the signdfcance of the hulal logo ln nfleencing Mudim consumens' sttides,
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undicating e need for Grpeted morkebng smtegies bawd on visal coes, Addationally, fooused on
consmens’ aftiudes towards habal food, highlighting the imponance of wnderdanding conumer
Behuvionsr for effective market seg memation srategies {5uki and Salleh, 2008).

Furthermore, Shah ef al, | 322} demonstrued the mediating role of halal perceived value snd tast on
purchnss micntion, indicating the need for targeted maketing strtegics to enhumee perceived vaboe
und trust among Muslim consimers. Khan et al. (3020) also identified enablers of halul food porchase
wmong Muslim consumers, emphasizing the impenance of understanding comsumer hehaviour for
targeted marketing strategies, Additonally, Hason et ol (00225 highlightad the explsitation of
BMuslim desires and  expectmions by busboesses, inbcating the need for o comprehensive
understund ing of the halal market segment for e Bective nurketmp strsegies.

It is evadent thal i more comprehensive undestand ing of the imscate relitionship berween religiosity,
consumer behaviour, and tle halal morkel s esental for businesses o effectively anget and cater o
Muslim conssmers, The numnces of halal cofSinption, inclodimg the infloesce of religious
kmowledge, commitment, angl certification, pliy a pivatal role in shaping purchase hehavioor and
consamer trust. To delve deeper inm the dynamics of consumer behaviour within the halal cosmetics
maarket, we canexplore the imerploy of religions knowledge and commitment with the octusl parchise
behaviowr and repurchase inentons of Muslim conamers. Understanding the speafic relighous
arseations ol individieds and thetr tmpact on parchase decisions 18 also un anca Bhad menls further
investigntion. Additionally, delving o the visgs coes and advertising platlorms that resonate with
Bluslim comsumens can provide valuable insights for developing nneeted marketing strulegics .

Farhermose, the examinution of @ligosiy, oitiedes, md parchase intentins m different culiur]
contexts and regions is crucial for 8 comprehensive understinding of the halal markes. This
necessitites o cross-galuml mmalysis 10 discem the varying influences of religiosity on consumer
behnviour in diverse Muslimenajority countries, as well a5 in pon-Mushim comtries with significant
Muslim consumer segments. In addition to the highliphted sudies, exploring the mediuting e of
hialul perceived valee and tnstois well as the cnablers of halal food purchase among Musfim
consamers, will provice deeper insights ino the mechanisnn that deive consumer behavaoar m the
holal market, This will enable husinesses o fwiker their maketing sirstepies to effectively
communicate halad valoe and foster tras among Muslim consimers, thereby facilitaing grenter
minrkel penctrdbon md bramd loyalv,

In conclusion, o mse prdound explomtion of the conmples ttes surmounding religesity and consumer
behiviowr in the comext of halsl products is impenstive for businesses aiming o establish o sirong
presence in the halal market. By leveraging a deep understanding of religaws values and amitudes,
businesacs can devise targesed mad culnsrally sensitive matketng siregies thot resonate with diverse
Muslim consumer segments.

This deep understanding and tarpeted approach will be key in enhancing the appeal of halal products
neroes - chiverse conswmer sggments and fostening brond loyaliy i the competitive halal marke.
Businesses must he mindiol of the specific needs and preferences of Mushim consamers, as well as the
acceptance of halal products in non-Muaslim coantries, in onder to navigale these challenges and create

distinet marketing approaches.

In lime with the research fidings and msights from varous sources, the ncorpimtion of religioos
wolies, creative strategies ol resonate with consumed sentiments, and the creation of dilTerential
sl viamages e emphasised o promole and differentoie halal products in ihe morket. b s essential for
bissinesses o micgrme the halol logo, implement trgeted advertisement sraiegies, ond position halal
products in scpurate ancis [abelled as holal, Additionally, halal cenificution regulation by omhorities
wgll-vened i Isbimac eachings and principles, & well a8 accunite labellmg aml cler distinetion
hetween halal and non-halal products, are cnacial for maimeining consumer trist amd Toyaky,
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The research findings also emphisine the .Ll.Brpr.inrl al o tarpeled morket sepmentation sieslegy W
elfectively promede halal producs. This enmtadls the segmentation of the halal product market s food
lifestyle amd service catepories o cllectively targel both Muslim and conventional markets, as
highlighied by fskam (2020}, Additionally, visual cues and adveribsing platforms that resonate with
Muslim consumens can provide valsable insighes for developing tageted marketing sirteghes, as
stressed by Al-Kwifi @ ol (2000, Momover. & comprehensive understonding of the intncate
relationship bevween religiosity, consimer behaviour, and the hakal market s cracal for businesssd to
effectively target and cater 10 Muslim consumers.

Tir delbvee deeper imo the dynamibs of consimer behaviour withia the halal cosmeties marker. fanher
explomation of the interplay of religious knowledge and commitment with schuml porchise behavious
and repunchaie mlentems of Mislim consimen » TECEREary. Lﬁ'dﬂ'ﬂmﬁnﬂ the q}ctiﬁl: el s
oremations of individuals end their impact on purchase decisions is an orea that merits furiher
mvestigntion. Additionally, cross-culural analiFs is essential o discem the varying influences of
religosity on consumer behaviour in diverse Muslim-majority countries and pon-Muslim countries
with stgnificzent Muslim consumer segments.

Expanding the neseanch io exphore the mediating. mie of halal perceived valse and mig, as well as the
enablens of halal feod purchase among Mushim omsumers, will provide deeper msaghts mio the
asechanisims Uil dive consiimer behavboir in the halul market, This deeper underdanibing will enalile
bussinessaes o milor dweir motketng amteghes effectively o communicste halod valoe ond Foster trust
wmong Muslhim consumen, theme by Gacilissting greater market penctmtion and bmnd bovaly.

In comclusion. o more profound explomtion of the complexitics surronnding religiosity and consumer
behaviowr in the comext of halal products is impemtive for businesses sming 10 edobfish o strong
presence in the halal market, By leveraging a deep understanding of religioos vahies and aninsdes,
buesitiesses can devise targeied and culturally sensitive marketmp siriegies thal resonae with diversg
Muslim consumer segmeims, This nunced snd holistie approach will be fundamental in enbanging te
appenl of halal products md fostering brasd loyaley acmss diverse consumer sepments. [n woday's
rapidly changing vadd, the significance of sccuriie weather forcasts canmot be overstated .

CONCLUSION

The plobal halul product market presents o dynomsic asd intecate lasdscape thal mecessditmes o
sophistieiied marketing spprosch beyond conventional sregies. Suceesaful onggement roquines o
delicae imegmition of melgows pnnciples, consumer imsiphts, and sssiaineble  copsumption
frameworks, Modem bosinesses mnst croft maketing strtegics that demonstimte culiam] sensitivity,
wuthentically commainicate prxdact values, und cswblish meaningful connections acros diverse
wocioinl conbexis.

Confermporary  mesearch highlights o substantive knowledge gap i comprehendimg  marketing
methododeges acass varied cultuml domeing. This limitation wnderscores the imperitive for a mare
boliste framework thal  hormonmees  relighous  complionee  with  expansive consumer  value
propatims. The costially cvalyving halal marketplace challenges arguneations o devekop Oexible
markeling approaches capshie of navigetng the complex imtemections betwesn religions identity,
ethical copsumpiion puttems, and nuanced consumes expeciati ons.

Based on the extensive reseanch and insiphts gleaned from vanous soarces, il s evident tha the
imlegration of religious values, creative stmlegics thot resonate with consamer sentiments, and the
crention of differential sdvimiages pre crucial for promoting and differentiting halal products in the
market, Additonally, & robust amd effective morketing strategy for halal produces should inelede the
iniegration of the halul logo, taneted alvenising amiegics, and the diear lobellng and positioning of
hakal prochscts in dedicated areas.
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Belasreovier, Ehes :ﬂilpb'uu of o targeted marked sefmemslion droegy is essential b;l-ql'l::rl.ih:l!.' TRy
badal products acmss diverse comsumer segments, This ivolves segmenting the halal product marker
it food lifesiyle and srvice calegories 0 wrgel both Moslim and conventional markets, as
highlighicd by previous rescarch, Purthermore, visual cues ind adveriising platfonns ihat g mio the
sentiments of Muslim consumers can provide critical insights for developing targoed maketing
sirabegies thal resonoe with the tirget asdience,

Expanding the scope of research o fusther explore the intespliy of mhigious knowledge and
commitment with sctual purchase behavioar and repurchase mientions of Muslim consumen: s
pmyperagive. Understandmg individml religiows orentatkons and thedr impact on poarebase decisions is
u eritical aren thit warranls adiditional investigution. Additonally, undertaking cross-culium] analyses
will p'hwi}: viliiahle imu_gh[h T the varymg influences of m]i‘h.'ni-t}' o comsumer behavimir o
different culteral contexts.

Furthermore, delving miothe mediating mieof halal perceived value andinest, aswell as the enablers
of halal food purchase among Mudm consamers, will provide deeper msights into the mechamisms
that drive consumer behaviowr in the holal narket. This deeper understanding will enable bosinesses
to taikor their marketing stmtegies offectively to communicate halal value nod foster tmos among
Muslim comsumens, ultiimmely leadmg o greater market penetration and brand loyalty,

In conclsdon, o comprehensive and nuanced undertanding of the inncale wlstionship berween
religrosity, consamer behaviour, and the halal market B indispensable for businesses seeking 1o
eskahlish a stming presehice tib Bt market, E:,' levernging a.ll:ep wrlerdamding of |1:|'iEinn|s vilises prd
aitifudes, businesses can devise targeled amd culmrally sensitive marketing strategics thai resonnte
with diverse Muslim consumer sepmends. This holistic appmach will be instrumental in enbncing the
appeal of halal prodocts and fostering brand boyalny scooss diverse consamer segments.

The limitutions of this eseanch are the reliance on litenture srvey and conceptial malysis, which
mny lack empirical evidence. To address this limitation, fotune rescarch could incospormbe empincal
wtudies, such as sarveys or cxperiments. o gallier quantitalive duls and tes) the progosed celationships
between relogiosly and consumer behaviie in the halal madeet. Another lmitation bs the foois on
BMuslim consimers and the halal marder, which may limit the genermlizability of the findings o ather
religious of cultiral contexis.
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Abstract. The concept of Hzlal meaning “lawful and permitted,” 1= deeply rooted in Islamuc
philozophy and teachings. Halal marketing refers to the strategies and approaches used to promote and
sell products that comply with halal standards. This systematic review aims to examine the various
marketing approaches utilized m promoting halal products. Some critics areue that the emphasiz on
halal products can lead to exchuzion and division within societies, as 1t may priorifize catering to a
specific religious sroup over others. Thev contend that promoting halal products exclusively may
create a sense of secregation and hinder social integration. This research method will mvolve
conducting & comprehensive literature review to identify and apalyze different marketing techniques
used in promoting halzl products based on database Scopus. Several countries were included in this
review, such as Indonesia, Malaysia, Turkey, Arab Saudi, and the United Arab Emirates. The result of
thiz review will provide insights into the marketing approaches that have been successful in
promoting halal products and highlizht any potential implications of these stratesies on social
integration. The finding sugzest that halal marketing approaches vary across different countries, with
& focus on building trust, emphasizing authenticity, and utilizing digital platforms. Based on the
findings of this svstematic review, it can be concluded that there are diverse marketing approaches
used in promoting halal products. Becommendation for future regearch includes further exploration of
the impact of halal marketing on social imtegration and the potential for inclusive marketing strategies
that can cater to a diverse consumer.

Key words: Halal marketing. halal products, marketing approaches. social integration
literature review, systematic review, diversity, inclusivity.

Abstrak. Eonsep Halal berarti “rah wmenurut fukum dam diperbolehben ” berakor uat dalon
Jilsoft dom giorar Klom. Pemasarom halal mengacu pada sirategi dom pendekaiom yang digunakon
wituk mempromosifan dan menjual produk yeng memenuhl stondor halal, Tinjauan sistematis ini
berfujuan wituk mengkail berbagal pendekatom pemararan vang disunakon dolom mempromas ian
produk holal Beberape iritikus  berpendapor bowa pewekanam  poda produk halal  dapot
menvebabkan  pengucilan dan  perpecaham  dalam  moyarakor, kovema  marvarabor  wiumEkin
memprioritarkan pelayanan pada kelompok agoma fertentu dibandinghan kelompok agama lain
Mereka berpendapar bafnwa mempromosifon produtt halal secara efsblsif dapat menimbuleeam rasa
segregasi dan menghanbat iniegrasi sostal Metode penelitian ini akan melibatiom tinjouan literaiur
vemg komprehensil wituk mensidewtifitasi dan menganalisis berbapai tekmit pemasaran vawmg
digunaian dalom mempromosiiem produk halal berdasarkom database Scopus. Beberapa negara
Ve LR dalam fifauan ini seperti ndonesio Modaysia Turkd Arab Soudi, dam Uni Emirar Avab.
Hasil dari tinjauan i abam memberitan wawasan mengenal pendelatan pemeasaran Veng felah
berhasil mempromosikom produk halal den menyoreti potensi implikasi sirategi ini ferhadap infegrasi
sosial. Temion i memmjukian bofwa pendekotom pemasaran Aolal berbeda-beda o berbagai
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negard, dengan foks pada membangum kepercayaoy, menekankan keaslion, don memorfbotion
platform disital. Berdozarkom femuon tinfaucn sistemoris i dapat disimpulcom balrea terdapor
beragam pendelotan pemosavem yang digunakan dalam mempromosikan produk halal. Rekomendasi
uriuk penelition di mara mendotong mencakup eksplorasi lebih lomjui mengenal dampalk pemas aran
Redal terhodap mtegrasi sosial dom potensi sirategi pemasarom Inklusif vemg dopat melayani
konsumen yamg beragam.

Kata EKunci: Pemasaran halal produb holal pendelatan pemasaran, integrasi sosial

tijauar  lileratur, tinjauam sistermatik, keberagameam, inklusivitas.

INTRODUCTION

Halal marketing is 2 strategic approach utilized by businesses to cater to the zrowing demend for halal
products among Muslim conswmers { Miftshnddin et al, 2022; Mablkhot, 2023). This approach
mvelves umderstanding and adhermmg to the principles of Islamic law in product development,
production, labelling, and merketing (Bulthar: et 21, 2019; Anwer, 2019). By doing 20, businesses aim
to attract and retain Muslim consumers who prioritize consuming products that are permizsible and in
accordance with their religions beliefs ( Butt et al | 2017;Al et al | 2018; Prince & Wahid, 2023).

Halal marketing is a strategic approach used by businesses to meet the ncreasing demand for halal
products among hMuslim consumers (Ismail et al., 20200, This approach invelves adhering to Islamic
law in product development, production, labelling, and marketing to atitact and retain Muslim
consumers. The growing demand for halal items is evident global (Awan et al., 2013). With the
mcreasing Muslim population, global halzl brands are emerging in unique markets, presenting
sipnificant growth potential (Murhayati & Hendar, 2020). The halal industry's rapid growth in Muslm
and non-Muslim countries has opened new markets for various products, mcluding cosmetics (Al
Bammz & Jannah 2022). The demand for halal products is mereasing not only in predominantly
Mushim countries but alzo in non-Muslim nations such as France (Frrdaus et al.. 2022). Understanding
the importance of emphasizing religious values m marketing halal products 1= crecial for marketers
and researchers (Zamudin et al., 2019). Additonally, the exploding demand for halal certifications
globally mnderscores the sigmificance of halal products in the market (Farhat et al| 2019). This
demonstrates the critical need for a deeper understanding of the consumption behaviour of MMuslim
consumers in the rapidly growing halal markets (Al-Kwif] et al, 20200

Understanding the Concept of Halal Product: Understanding the concept of "Halal" 13 cructal in
implementing effective marketing approaches for halal products (Masudin et al., 2018; Elseidi, 2018;
Battour et al, 2018; Haleem et al, 2020). Halal refers to anything that is permissible or lawful
according to Izlamie teachings (Masudin et al.| 2018; Kngjanous et al | 2022).

There iz the potential concern of cost associated with halal certification and production, which may
lead to higher prices for halal products (Mohd Sukd & Abeng Salleh, 2016; Fuseimni et al., 2020; Ehan
etal., 20200 Non-Muslim consumers who are not specifically seeking halal products may be deterred
by the higher price point, especially if the percerved quality or benefit of the halal certification is not
significant to them (Haque et al., 2013; Wilkins et al., 2019). This could result in 2 limited market for
halal products and pose a challenge for businesses in terms of expeanding their consumer base.

Furthepmore, the emphasiz on relizious and cultural sensitivities in marketing halal products may
madvertently reinforce stereotypes and assumptions about Muslim consumers, potentially
contributing to further division instead of inclusivity {8, B Hassan et al | 2022; Wagas et al, 2023).

AL-KWUZARAAH Vol 00 Mo. 0, 0000
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Non-Muslim consumers may percerve the marketing of halal products a3 exclusive to a particular
relizions group, potentially leading to misconceptions and mismderstandings.

In conclusion, while it iz essential to recognize and respect the religions and cultural values of Muslim
consumers, businessas should also consider the potential impact of their marketing strategies on non-
Muslim consumers to ensure inclusivity and broader market appeal. Balancing the needs of both
Muslim and non-Muslim consumers in marketing strategies for halal products s crucial for long-tenm
success and market growth.

Thiz regearch is mmportant in understanding the various challenges and considerations involved in
marketing halzl products (Hosain, 2021). It highlights the need for businesses to carefully strategize
their approach to appeal to both Muslim and neon-Muslim consumers (Al-Kwifl et al, 2020). By
understanding the potential consequences and implications of marketing halal products, businesses
can develop effective strategies that promoete inclusivity, diversity, and market growth.

Thiz research question it important as it addresses the complex nature of marketing halal products in
diverse markest enviromments (Babail & Taase, 2013). The research question seeks to understand the
various challenges and considerations businesses face when marketing halal products, especially in
appealing to both Muslim and non-Muslim consmmers. By examining the attitudes and perceptions of
nen-Mushm comsumers towards halal products, the study provides msights on how to effectively
market halal products m non-Muslim

Thiz research gim to gnalyze the The research findngs indicate that there are several marketing
approaches nsed m promoting halal products. And analvze implications for business marketing
strategies. And findings supgest that business should consider adopting a tarpeted market
secmentation stratesy to effectively promote helal products. Also provide approaches include the use
of the Halal logo, targeted advertizement strategies. and positioning halal products in separate areas
labelled as halal

LITERATURE REVIEW

Understanding the concept of "Halal" 1= essential for effective marketing of halal products. Halal
refers to anything permissible or lawfil according to Islamic teachings ( Battour et 21, 2012; Haleem
et al, 2020; Al-Kwifi et al, 2020). Research has focused on halal food perception and approval
globally. The manifestations of halal products sigrificantly affect consumer kmowledge about halal
principles {Almoszawi, 2014; MNurhayati & Hendar, 2020; Shahid et al | 2023). Factors such as brand
image, satisfaction, trust, and loyalty mfluence consumer purchase intention of halal products. Trust,
attitude toward the product, and halal awareness affect the intention to purchase halal cosmetics (
Tieman, 2017; Masudin et al., 2018; Al-Kwifi et al,, 2020; Prince & Wahid, 2023). The challenges
and opportunities of adopting halal logistics contribute to the advancement of kmowledge in this area
(Zainudin et al, 2020; Al-Kwifl et al, 2020). Religiosity moderates the theory of planned behaviour
and halal purchase intention. Educated millennial Muslim females demonstrate a high concem for the
halalness of cosmetics. Embedding Islamic attributes in halal services correlates positively with
customer satisfaction (Awsn et al, 2013). Vanous studies have delved mio consumer behaviour on
halal products (Murhavati & Hendar, 2019). The mtegrity of halal products 1= becoming an increasing
concern for povermments and industries (Ali et al, 2018).

In reviewmng marketing approaches for halal products, it is important to consider the specific needs
and preferences of Muslim consumers { Mohd Suld & Abeng Salleh 2018; Al-Kwifi et al.| 20200
Thiz can be done through secmentation targeting, and positioming strategies that recognize the
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diversity within the Muslim consumer market (Tieman, 2017; Elzeidi, 2018; Mablhot, 2023). The
marketing approaches for halal products should also consider the religious and cultural sensitivities
surrounding thess products.

In examming marketing strategies for halal products, it is essentizl to consider the diverse needs and
preferences of Muslim consumers. Segmentation, targeting, and positioning strategies should
zclmowledge the vanety within the MMushim consumer merket, taling into account religious and
culural sensitivities surrounding these products (Tslam, 20207, Factors such as reliziosity, Imowledze
of halal products, and confidence in halal certification zignificantly influence purchase intention
(Elzerdi, 2018; Nwhavati & Hendar, 2019; Ehan et al, 2020). Addticnally, understandng the
aftitudes and perceptions of non-Muslim consumers towards halal products iz crucial for effective
marketing strategies (Haque et al., 2015; Wilkine et al., 2019). It iz also important to consider the
impact of advertising and branding on Muslim consumers’ attitudes and purchase intentions (Al-
Ewafi et al, 2020; Wagas et al, 2021). Owverall, a comprehenzive understanding of consumer
behaviour, religiosity, and cultural influences is essential for the successful marketing of halal
products.

Challenges in prometing halal products melude addressing misconceptions and stereotypes about
halal products, ensuring proper certification and labelling, reaching a wider non-Muslim audience,
and competing in non-Muslim dominated markets (Zailamt et al., 2017; Nugraha ef al, 2023). To
overcome these challenges, businesses can employ several marketing approaches that focus on
promoting the quality, safety, and ethical aspects of halal products

To address challenges i prometing halal products, buzminesses can employ marketing approaches
focusing on quality, safety, and ethical aspects. Overcoming mizconceptions and stereotypes requires
emphasizing the quality and safetv of halal products (Fahman et al., 2013; Battour et al, 201%;
Wilkins et al.. 201%). Proper certification and labellng can be ensured by understanding consumer
affitudes and intentions towards halal products (Zatlani et al., 2017; Fuseing et al | 2020; Wiftahuddin
et al, 2022). Feaching a wider non-hiuslim audience and competing in non-Muslim dominated
marketz necessitates understanding non-Muslim consumers’ perceptions and acceptance of halal
products (Haque et al., 2015; Haszan & Sengupta, 2019; Lim et al., 2020). Additionally, busineszes
can leverage the influence of the Halal logo on Muslim conswmers’ attitudes and use it to promote
halal products effectively (Al-Kwifl et al., 2020).

An opposing argument to the promotion of halal products is the potential exclusion and alienation of
non-Muslim consumers. While it is important to cater to the needs and preferences of Muslim
consumers, excluzsively focusing on halal products may lead to the neglect of non-Muslim consurmers
(Sobari et al., 2022; Numdin et al, 2023). In markets where the Muslim population iz not the
majority, businesses may face challenges i appealing to a broader demographic if their marketing
strategies are primarily centre around halal products ( Butt et al, 2017; Kasdi et al., 2018; 5. HL
Haszan et al., 2022).

METHODOLOGY

Thiz research use systematic lterature review as the methodology to gather and analyze relevant
studies on marketing zpproaches in promoting halal products. The svstemeatic literature review method
allows for a comprehensive analysiz of existing research in order to identify commeoen themes, trends,
and gaps in kmowledge regarding marketing approaches for halal products (Babail & Taase, 2013;
Haleem et 2l,, 2020). The main purpose of this systematic review is to identify and analyze various
marketing approaches used m promoting halal products. The datz was collected from Scopus
4
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databaze. To find the document use keyword: "Marketing”, "Halal”, "Preduct”, "Products”, znd find
222 documents that were ralevant to the rezezrch topic and objectives.

After choose document from year 2013 wntil 2023 and find 201 document that met the inclusion
criteria; a detailed analysiz of these articles are conducted. After filter in subject area iz “Social
Science”™, “Art & Humanities”™, dan “Business, Management and Accounting and find that 156
documents. The document were then categorized bazed on only article and meet 126 articles. After
filter only Englizh language articles, 124 articles were ncluded i the analysis. After screening the
documents based on gbstract and read full arficle, a total of 88 articles were selected for firther
analysis.

Several countries like Malaysia, Indonesia, Turkey, United Aral Emirates, Saudi Arabiz, are pioneers
m the halal industry and have estzblished stromg halal certification and regulatory systems. The
marketing approaches used in promoting halal products vary among countries, but some common
strategies include the use of the Halal logo, targeted advertisement strategies such as social media
marketing and influencer collaborations, and positioning halal products in separate areas labelled as
halal within stores.

Result and Discussion

The research findings indicate that there are several marketing approaches used in promoting halal
products. The use of the Halal logo is one of the key marketing approaches in promoting halal
products. This logo serves as a symbol of assurance for consurmners that the product 13 halal and meets
Islammic dietary requirements.

The growing trend of ethical and sustamable consumption among Muslim consumers has led to an
ncreasing association of halal products with emvirommentally friendly and ethical production
practices. This trend presents an oppertunity for businesses to align their marketing approaches with
these values. Besearch indicates that understanding religiosity, increasing product Imowledge, and
leveraging effective marketing campaigns are crucial for promoting halal products (Al Kwifi et al,
2020; Nurhayati & Hendar, 2020; Abmadova & Aliyev, 2021). Additionally, businesses should
consider the push, pull, and mooring effects, as well as the determmeants of repurchase ntention and
purchase behavieur among Muslim consumers. Furthermors, ensuring proper certification, logistics,
znd corporate reputation, 2z well 2 addressing consumer atfitndes and perceptions, are essential for
snccessful marketing of halal products. Moreover, halal-certified products svmbolize quality, hygiene,
safety. sustainability. and whelesomeness_ aligning with the ethiczl and sustamable consmnption trend
{Mohd Suba & Abang Salleh, 2018) .

The findinz: from the systematic review highlisht the diverse marketing approache: used in
promoting halsl products. One of the notable strategies identified is the use of the Halal logo, which
zerves as a zymbol of assurance for consumers that the product is halal and mests Islamic dietary
Tequiretents.

Moreover, there 15 2 growing trend of ethical and sustainable consumption among Muslim consumers,
leading to an increzsing assectation of halal preducts with environmentally friendly and ethical
production practices. This trend presents an opportumity for businesses to alizn their marketing
zpproaches with thess values, indicating that understanding reliziosity, increasing product kmowledze,
and leveraging effective marketing campaigns are crucial for promoeting halal products.

The research emphaszizes the importance of considering push, pull, and mooring effects, a5 well as the
determinants of repurchase intention and purchase behaviour among Muslim consmmers. Furthermore,
ensuring proper certification, logistics, and corporate reputation, as well as addressing consumer
zttitudes and perceptions, are essential for the successful marketing of halal products.
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Additionally, the study reinforces that halal-certified products symbolize quality, hygiene, safety,
sustainability, and wholesomeness, alisning with the ethical and sustamable consumption trend. These
inzights suzgest that businesses should talor their marketing strategies to effectively communicate
these values to both hMuslim and non-hMuslim consumers.

Taling mto account the geographical context, it 1= essential to recognize that several countries, such
as Malaysia, Indonesia, Turkey, the United Arab Emirates, and Saudi Arzbia have established strong
halal certification and regulatory systems. While the marketing approaches used m promoting halal
products may vary among these countries, some conumon strategies mclude the use of the Halal logo,
targeted advertisement strategies such as social media marketing and influencer collaborations, and
positioning halal products m separate areas labelled 2s halal within stores.

In light of this, it iz evident that understanding the imphcations of these marketing approaches and
their alipnment with the values of both MMuslim and nen-Muslim consumers 1= crucial for businesses
sezking to navigate the diverse landscapa of the halal product: market The findings underscors the
need for businesses to develop inclusive and respectful marketing strategies to appeal to 2 broader
consumer base while recognizing the religious and cultural sensitivities associated with halal
products.

The findings of this systematic review support the use of the Halal logo as an effective marketing
strategy to target Muslim consumers and promote 2 wide range of halal products. These findings alzo
highlight the importance of transparency and clear lazbelling m promoting halal products, as
consumers place 2 significant emphasis on halal certification and assurance.

Implications for Business Marketing Strategies

The findings of this systematic review have important implications for businesses seeking to market
halal products. Firstly, businesses should prieritize obtzining halal certification from recognized
authorities or agencies that adhere to Islamic teachings and principles. Secondly, businesses should
mvest in targeted advertisement strategies that effectively commmunicate the halal nature of their
products, such 2z social media merketing and influencer collaborations with individuals who have a
strong presence i the Muslim community. Additionally, businesses should consider positioning halal
products i separate areas within their stores, clearly labelled as halal. to enhance consumer trust and
facilitate easier access. Furthermore, businesses should be aware of the specific needs and preferences
of Muslim consumers when designing their marketing strategies.

To mderstand the implications for business marketing strategies in the context of Halal products. 1t is
essential to consider the determinants of atttudes towards Halal products among [slamic consumers
(Muhamad et al, 2017). The increasing competition in the market makes it challenging for businessas
to create a differential advantage to atfract new customers (Hanafizh & Hamdan 2020; Najmi et al,
2023). Additiomally, it iz well kmown that target and non-target consumers often react differently to
specific marketing strategies (“Principlez in Halal Porchasmg ™ 2013; Najmi et al., 2023). Brand
loyalty has become a focal point in the marketing field, serving as the basis for longitudmal
relationships and predicting business success ( Ali et al | 2018; Zainudin et al., 2020).

Moreover, busineszes have greatly benefited from adhering to Islamic principles to attract more
Miuslim consumers, extending from food to financial markets (Farhat et al., 2019). The acceptance of
Halzl food in non-Muslim countries 15 2 significant facter to consider in the formulztion of marketing
strategies (Butt et al, 2017; Wilkinz et al, 2019). The mfluence of the Halal lego on Muslim
consumers’ attitndes has been studied. indicating the importance of vizual cues in marketing Halal
products (Al-Kwifi et al., 2020). The percerved values of Halal products are govemed by the trust
directly sourced from religion, highlichting the significance of trust in marketing strategies for Halal
products (Y. Hassan & Sengupta, 2019).
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Furthermora, robustmess is crucial for the competitiveness of Halal supply cham: and corporate
reputation. emphasizing the nead for robust marketing strateries i the Halal mdustry  (Tieman
2020). The 1zsue of Halal images is mportant for mnevative buginess thinking and relevant marketing
approaches, suggesting the nesd for creative marketing strategies in the Halal mdustry (Miohd Suld &
Abang Salleh, 2018). The practice of Halal branding as a marketing stratecy, both inside and outside
the Islarmic community, iz gaining significant impetus, indicating the importance of branding in
marketing Halal products (Hosain, 2021). Additionally, the marketing of credence goods must provide
2 guarantes to deliver a firm messzage about the specific features of the product, emphasizing the need
for clear and transparent marketing communication m the Halal industry (Bhutto et al., 2023; Tshak et
al., 2023},

The multifaceted nature of the halal products market necessitates a deeper understanding of the
wvaricus factors that influence consumer attitudes and behaviowr. Businesses venharing into this market
need to delve mto the intricacies of marketing strategies to effectively target both Muslim and nen-
Muslim consumers (Hague et al., 2015; Wilkins et al., 2019; Lim et al., 2022).

One of the significant considerations for businesses 1s the srowing mmpact of halal certification on
consumer behaviour. The Islamic principles governing halal products create 2 foundation of trust and
reliability that sigmificantly mfluences purchase decisions { Bukhan et al, 2019; Islam  2022)
Understanding the deeply rooted significance of these principles m the eyes of consumers is key in
shaping marketing stratesias to resonate with their values.

Furthermora, the evolving landscape of the halal mdustry requires businesses to ascertzin the link
batween consumer behaviowr and imnovative branding and marketing approaches (Battour et al.,
2022). The adoption of creative strategies that alipn with the ethical and sustzinable consumption
trend, while remaiming respectful of religious and cultural sensitivities, can reinforee the appeal of
halal products across diverse consumer segments.

Additionally, the competitive environment in the halal market underscores the importance of
differential advantages and brand loyalty. Businesses must navigate through these challenges by
creating distinct marketing approaches that cater to the specific needs and preferences of Muslim
consumers while also addressing the acceptance of halal products in non-hnslim countries.

Moreover, the emphasiz on robustmess in supply chains and the association of halal branding with
marketing strategies offer valusble insights for businesses. These aspects highlisht the need for
transparency and clear communication in marketing halal products, enswring that the unique
characteristics and values associated with halal products are effectively conveved to consumers.

In conclusion, the implications for business marketimg strategies in the context of halal products are
wvast and intricate. By understanding the multi-layered dynamics of consumer attitudes, competitive
landscapes, and the fundamental significance of Islamie principles, businesses can tailor their
marketing strategies to effectively navigate and suceeed n the diverse and burgeoning halal products
market.

The research findings suggest that businesses should consider adopting a targeted market
sepmentation strategy to effectively promote halal products. Thiz would involve creating specific
outlets or marketing channels that cater specifically to the needs of the relizious target segment, while
alzo maimtaiming outlets that cater to non-target consumers. By doing so, businesses can ensure that
they are effectively rezching themr desired audience and establishing a strong brand pressnce in the
halal market.

The resesrch findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. This is supported by various studies in
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the field of Islamic marketing found that religiosity and attitude significantly influsnce consumers'
ntention to purchase halal cosmetic products (Abd Fahman et al., 2013). Similarly, Elzeidi (2018)
discovered that conswmers' attitude towszrds halal food products is the strongest predictor of
confidence in the halalness of food products camrying the halal logo. Moreover, Nurhayati & Hendar
(20207 highlichted the increasing market share of multinational companie: from non-Duslim
countries in the halal market, emphasizing the importance of understanding consumer segments for
halal products.

Furthermore, Islam (2020) emphasized the crucial criterion of halal product sepmentation, targeting
both Wuslim and conventional markets. This alipns with the study by Zaimudin et al., (2020), which
emphazized the importance of emphasizing relisious values in marketing halzl products to consumers.
Addmionally, Tieman (2020 highlighted the importance of robustness in halal supply chame, which is
essentizl for effective market secmentation and targeting.

The mfluence of the halal loge on Muslim consumers' attindes was explored by Al-Kwifi et al |
(2020), mdicating the significance of visual cues in marketing halal products. This supports the notion
that targeted market sesmentation strategies should consider wvisual elements that resonate with
Muslim consumers. Moreover, the study by Miftahuddin et al.| (2022) demonstrated that delivering
halal value to Muslim consumers affects their purchase intention, emphasizing the need for targeted
marketing strategies that communicate halal value effectively.

In conclusion, the rezearch findings from various ztudies in Islamic marketing support the notion that
busineszes should adopt targeted market segmentation strategies to effectively promote halal products.
Understanding the influence of religiosity, attitudes, and visual cues, az well a3 emphasizing religious
values in marketing, are crucial for successful market segmentation and targeting in the halal industry.
The implication of robust marketing strategies in the context of Halal products transcends mere
advertismg and promotion. It encompasses a deeper understanding of the diverse factors that
nfluence consumer attitudes and behaviours within this niche market segment. Businesses venturing
mto the Halal industry are tasked with delving inte the intricacies of marketing strategies to
effectively target both Muslim and non-huslim consumers, recognizing the multifzceted nature of
Halal products.

One of the significant considerations for businesses is the growimng impact of Halal certification on
consumer behaviowr. The adhersnce to Islamic principles goveming Halal products creates a
foundation of trust and reliability that siomificantly mfluences purchase decisions. Furthermore,
understanding the desply rooted significance of these prmeiples in the eyes of consumers 1= key In
shaping marketing strategies that resomate with their valnes. This goes beyond mere product
promotion; it entzils alizning the marketing message with the ethical and religious sensitivities of the
target audience.

Moreover, the evolving landscape of the Halal mdustry calls for businesses to ascertam the lnk
batween consumer behaviour and mnovative branding znd marketing approaches. The adoption of
creative strategies must align with the ethical and sustainable consumption trend while remaining
rezpectful of religious and cultural sensitivities. This involves reinforcing the appeal of Halal products
across diverse consumer segments by infusing the marketing strategy with elements that resonate with
the values and belief: of the target andience.

The competitive environment in the Halal market underscores the importance of differential
advantages and brand loyalty. Businesses must navigate these challengez by creating distinct
marketing approaches that cater to the specific needs and preferences of Muslim consumers whilst
also addressing the acceptance of Halal products in non-Muslim countries. A noanced marketing
strategy that reflects an understanding of the cultural, religions, and lifestyle differences is essential in
gamering consumer trust and loyalty.
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Furthermore, the emphasis on robusness in supply chains and the association of Halal branding with
marketing strategies offers valuable meights for businesses. These aspects highlight the need for
transparency and clear commumication in marketing Halal products, ensuring that the unigue
characteristics and values associated with Halal products are effectively conveyed to consumers.

In conclusion, the implications for business marketing strategies in the context of Halal products are
vast and infricate. By understanding the multi-layered dynamics of consumer attitudes, competitive
landscapes, and the findamental significance of Islamic principles, businesses can tailor their
markefing strategies to effectively navigate and succeed in the diverse and burgecning Halal products
market.

The research findings suggest that businesses should consider adopting a targeted
market segmentation strategy to effectively promote Halal products.

Thiz would mmvelve creating specific outlets or marketing chanmels that cater specifically to the needs
of the religious target segment. while also maintaining outlets that cater to non-target consumers. By
doing so. businesses can ensure that they are effectivelv reachmg ther desired andience and
establishing 2 strong brand prezence in the Halal market.

The influence of the Halzl logo on Muslim consumers' attitudes was explorad by AlEKwifi st
2l (2020) mdicating the sizmificance of visuzl coes in marketing Halal products. This supports the
notion that targeted market sepmentation strategias should consider visual elements that resonate with
Miuslim consumers. Moreover, the study by hMiftahnddin et al., (2022) demonstrated that delivering
Halal value to Muslim consumers affects their purchase intention, emphasizing the need for targeted
marketing strategies that communicate Halal value effectively.

In addition, underztanding the influence of religiosity, attitudes, and visual cues and emphasizing
religious values in marketing are crucial for successful market segmentation and targeting in the Halal
mndustry. Therefore, for businesses to succeed in marketing Halal products, a more holistic and
nuanced approach is crucial, bridgimg the gap between consumer needs, colfural sensitivities, and
effective marketing strategies.

To effectively cater to the diverse conswmer baze and uphold the ethical and religious sensitivities
zzsociated with Halal products, businesses should consider adopting a more holistic approach to their
markefing strategies. This would involve integrating elements of reliziosity imto their marketing
activities in crder to influence the conscious consumer, while also creating differentiation in their
product offermzs.  Numerous studies have emphasized the importance of understanding the religions
vahses and sensitivities of the target market sepment. particularly in the context of Halal products. The
concept of holistic branding, as proposed by rezearchers, identifies attributes that reflect the brand’s
worldview and contribute to holistic branding, such as spirttual ethos and belief systems, sustainable
znd eco-ethical philezophy, and wholesomensss and nclnsiveness. Thiz highlizhts the need for
businesses to engage in a comprehensive approech to branding of faith-based products, melnding
Halal products.

The growmg significance of Halal certification on consumer behaviowr cannot be cverlocked.
Busineszes must recognize that the adherence to Islamic principles goveming Halal products
establishes a foundation of trust and reliability that significantly influences purchasze decizions.
Moreover, the adoption of creative and imnevative stratecies that alipn with ethical and sustainshble
consumption trends while respecting religious and cultural sensitivities can further enhance the appeal
of Halal products across diverse consumer segments.

Given the competitive environment in the Halal market, businesses must also focus on creating
differential advantages and fostering brand loyalty. This involves understanding the specific needs
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and preferences of Muslim consumers, as well as addressing the acceptance of Halal products in non-
Muslim countries. The zhility to navizate these challenges and create distinct marketing approaches
that cater to diverse comsumer segments iz essential n gamermg consumer trust and loyalty.

In conchusion, the research findings and msights from various sources strongly advocate for 2 more
nuanced and holistic approach to marketing Hzlal products. Businesses should consider mtegrating
relizions values, adopting creative stratesies that rezonate with consumer semfiments and cresting
differential advantages to effectively promote and differentiate their Halal products in the market.

These approaches include the use of the Halal logo, targeted advertisement strategies,
and positioning halal products in separate areas labelled as Halal.

Additionally, busineszes should ensure that Halal certification iz regulated by authorities well-versed
i Islamic teachings and principles to prevent fraud and maintain consumer trust. Furthermore,
busineszes should be aware of the maportance of accurate labelling and clear distinction betwesn
Halzl and non-Halal products for luslim consumers.

The resesrch findings suggest that businesses should consider adopting a targeted market
secmentation strategy to effectively promote halal products (Alroush, 2010; Kasdi et al, 2018
Wilkins et al., 2019; ). This is supported by vericus stadies in the field of Islamic marketing , found
that religiosity and aftitude significantly nfluence conswmers’ intention to purchase halal cosmetic
products . Smilarly, (Elserdi, 201%) discovered that conmmmers’ attitude towards halal food products is
the stromgest predictor of high confidence in the halalpess of food products camying the halal logo
Elzeidi {2018). Moreover, Nurhayati & Hendar (2020} highlighted the mcreasing market share of
multinational companies from non-Muslim countries m the helal, cosmetic, and medicinal foods
market, emphazizing the need for targetad market segmentation strategies.

Islamn (2020) emphasized the importance of segmenting the halal product market into food lifestyle
and service categories to effectively target both Muslim and conventional markets. Al-Kwifi et al,
(2020) alzo stressed the sipnificance of the Halal logo in influencing Muslim consumers’ attitudes,
ndicating the need for targeted marketing strategies based on visual cues. Additionally, focused on
consumers' attitudes towards halal food, highlighting the importance of understanding consumer
behaviour for effective market segmentation strategies (Mohd Suld & Abang Salleh, 2018).

Furthermore, Miftahuddin et al, (2022) demonstrated the mediating role of halal perceived value and
trust on purchase intention, indicating the need for targeted marketing stratesies to enhance perceived
value and trust among Muslim consumers. Ehan et al, (2020) also identified enablers of halal food
purchase amoeng Muslim consumers, emphasizing the importance of understanding consumer
behaviour for targeted marketing strategies. Additionally, 5. H. Hassan et al., (2022) highlighted the
exploitation of DMuslim desires and expectations by businesses, indicating the need for a
comprehensive understanding of the halal market sepment for effective marketing strategies.

It 1z evident that a more comprehensive understanding of the intricate relationship between reliziosity,
consumer behaviour, and the Halal market iz aszential for businesses to effectively target and cater to
Mushm consumers. The muances of Halal consumption, including the influence of religious
Imowledze, commitment. and certification, play a pivotal role in shaping purchase behavieur and
consumer trst.

To delve deeper into the dynamics of consumer behaviour within the Halal cosmetics market, we can
explore the mterplay of religious Imowledge and commitment with the actual purchaze behaviour and
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repurchaze intentions of Muslim consumers. Understanding the specific religious orientations of
individuals and their impact on purchase decizions iz also an area that merits firther inveshgation.
Additionally, delving mto the visual cues and advertising platforms that resonate with Muslim
consumers can provide valuable mgights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchase intentions mn different cultural
contexts and regions is crucial for a comprehensive understanding of the Halal market This
necessitates a cross-cultural analysis to discem the varying influences of reliziosity on consumer
behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries with significant
Muslim consumer segments.

In addition to the highlizhted studies, exploring the mediating role of Halal percerved value and trust,
2z well as the enablers of Halal food purchase among Muslim consumers, will provide deeper maights
mto the mechanisms that drive consumer behaviour in the Halal market. This will enable businesses
to tailor therr marketing stratesies to effectively commumicate Halal value and foster trust among
Muslim consumers, thereby facilitating sraater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities suroumding religiosity and consumer
behaviour in the context of Halal products is imperative for businesses aiming to establish a strong
presence in the Halal market By leveraging a deep understanding of religious values and attitudes,
busineszes can devize tarpeted and culturally sensitive marketing strategies that resonate with diverse
Muslim consumer segments.

Thiz deep understanding and targeted approach will be key in enhancmg the zppeal of Halal products
zcross diverse consumer segments and fostering brand lovalty in the competiive Halal market.
Businesses must be mindfil of the specific needs and preferences of Muslim consumers, as well as the
zcceptance of Halal products in non-Muslim countries, in order to navigate these challenges and
create distinct marketing approaches.

In line with the research findings and insights from various sources, the meorporation of religious
values, creative stratesies that resonate with consumer sentiments, and the creation of differential
advantazes are emphasized to promote and differentiate Halal products in the market. It 15 essential
for busmesses to integrate the Halal logo, implement targeted advertisement stratecies, and posifion
Halal products i seperate areas labelled as Halal Additionally, Halal certification regulation by
zuthorities well-versed in Islamie teachings and principles, as well as accurate labellmg and clear
distinction between Halal and non-Halal products, are crucial for mamtaining consummer trust and
lowvalty.

The regearch findings also emphazize the adoption of a targeted market zepmentation strategy to
effectively promote Halal products. This entails the segmentation of the Halal product market into
food lifestyle and service categeries to effectively target both Muslim and conventional markets, as
highlighted by Islam (20200, Additionally, visual cues and advertizing platforms that resonate with
Muslim consumers can provide valuable insights for developing targeted marketing strategies, as
stressed by ALKwifi et al, (2020). DMoreover, a comprehensive understanding of the mfricate
relationship between religiosity, consumer behaviour, and the Halal market 15 crucial for businesses to
effectively target and cater to Muslim consumers.

To delve deeper info the dynamics of consumer behaviour within the Halal cosmetics market, firther
exploration of the mterplay of relizious Imowledge and commitment with zctual purchaze behaviour
and repurchaze intentions of Muslim consumers 1= necessary. Understanding the specific religious
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crientations of individuals and their impact on purchase decisions is an area that merits firther
mvestigation. Additionally, cross-cultural analysis iz essential to discem the varying influsnces of
religiosity on consumer behavicur in diverse Muslim-majority countries and non-Muslim countries
with significant Auslim consumer segments.

Expending the research to explore the mediating role of Halal percerved value and trust, as well as the
enablers of Halal food purchase among Miuslim consumers, will provide deeper insights into the
mechanisms thet drive consumer behaviour m the Halzl market This deeper understanding wall
enable businesses to tailor their marketng strategies effectively to communicate Halal valne and
foster trust among Muslim consumers, thereby facilitating grester market penetration and brand
loyalty.

In conclusion, a more profound exploration of the complexities swrounding religicsity and conswmer
behaviour in the context of Halal products 1z mmperative for buginesses aiming to establish a strong
presence in the Halal market By leveraging a deep understanding of religions values and attitudes,
busineszes can devise targeted and culturally sensitive marketing strategies that resonate with diverse
Miuslim consumer segments. This nuanced and holistic approach will be findamental in enhancing the
appeal of Halal products and fostermg brand lovalty across diverse consumer segments. In today's
rapidly changing world, the significance of accurate weather forecasts cannot be overstated.

CONCLUSION

Based on the extensive research and insights gleaned from various sources, it iz evident that the
mtegration of religicus values, creative strategies that resomate with consumer sentiments, and the
creation of differential advantages are cructal for promoting and differentiating Halal products in the
market. Additionzlly, a robust and effective marketing strategy for Halal products should include the
integration of the Halal logo, targeted advertising strategies, and the clear labellmg and positioning of
Halal products in dedicated areas.

horeover, the adoption of a targeted market secmentation strategy is eesentizl to effectively promote
Halal products across diverse consumer segments. This involves segmenting the Halal product market
mto food lifestyle and service categories to target both Muslim and conventional markets, as
highlighted by previcus research. Furthermore, vizual cues and advertising platforms that tzp into the
septiments of Muslim consmmers can provide critical insichts for developing targeted marketing
strategies that resonate with the target audience.

Expending the scope of research to further explore the interplay of relisious lmowledze and
commitment with actuzl purchase behaviowr and repurchase imtentions of Muslim comsumers is
mperative. Understanding individual religious orientations and their impact on purchase decisions is
a critical area that warrants additional imvestization. Addiienally, undertakimg cross-cultural analysas
will provide valusble insights into the varying influences of religiosity on consumer behaviowr in
different cultural comtexts.

Furthermore, delving into the mediating role of Halal perceived value and trust, as well as the
enablers of Halal foed purchaze among Muslim consumers, will provide deeper insights into the
mechanizms that drive consumer behaview i the Halal market. This deeper understanding will
enable busineszes to tailor their marketing strategies effectively to comrounicate Halal value and
foster trust among Muslim consumers, ultimately leading to greater market penetration and brand
loyalty.

In conclusion, 2 comprehensive and muanced understanding of the intricate relationship between
religiosity, consumer behaviour, and the Halal market is indispensable for businesses seeking to
establish a strong presence in this market. By leveraging a deep understanding of relizious values and
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attitudes, businesses can devise targeted and culturally sensitive marketing stratzgies that resonate
with diversa huslim consumer segments. This holistic approach will be instmimental in enhancing the
appeal of Halal products and fostering brand loyalty across diverse consumer zegments.

The limitation of this research are One limitation of this rezearch iz the reliance on literature survey
and conceptual analyziz, which may lack empirical evidence (Hosam, 2021). To address this
limitation, firture rezearch could mcorporate empirical studies, such as surveys or experiments, to
gather gquantitative data and test the proposed relationships between religiosity and consumer
behavicur in the Halal market. Another limrtation is the focus on Muslim consumers and the Halal
market, which may limit the generalizability of the findings to other religious or cultural contexts.
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Halal Marketing Approaches: A Systematic Review

Abstract. The concept of Halal, mezning "lawful and permitted." iz deeply rooted in Izslamic
philozophy and teachings. Halal marketing refers to the strategies and approaches vsed to promote and
zell products that comply with halal standards. This systematic review aims to examine the various
marketing approaches uvtilized in promoting halal produocts. Some critics argue that the emphasis on
halal products can lead to exclusion and division within societies, as it may prioritize catering to a
specific religions group over others. They contend that promoting halal products exclusively may
create a sense of segrecation and hinder social integration. This research method will involve
conducting 2 comprehensive literature review to identify and gnalyze different marketing technigques
uzed in promoting halal products based on databaze Scopus. Several countries were included in thiz
review, such as Indonesia, Malaysia, Turkey, Arab Saudi, and the United Arab Emirates. The result of
thiz review will provide insights into the marketing approaches that have been successfiul m
promoting halal products and highlight any potential implications of these strategies on social
integration. The finding suggest that halal marketing approaches vary across different countries, with
a focus on building trust emphasizing authenticity, and utilizing digital platforms. Based on the
findings of thiz systematic review, it can be concluded that there gre diverse marketing approaches
uszed in promoting halal products. Recommendation for future research includes further exploration of
the impact of halal marketing on social integration and the potential for inclusive marketing strategies
that can cater to a diverse consumer.

Key words: Halal marketing, halal products, marketing approaches, social integration,
literature review, systematic review, diversity, inclusivity.

Abstrak. EKowsep Halal berarti “sah menwrui hukum don diperbolehban, ” berakar kuat dalam
filsgfat dan giaran Islam. Pemasaran halal mengacu pada sirategi dan pendelaian vang digunakan
wntuk mempromosikan dan menjual produk yang memenuhi standar halal. Tinjauan sistematis ini
bertyjuan wtuk menghaii berbagai pendekaian pemasaran yang digunakan dalam mempromosikan
produk halal EBeberapa krititus berpendapar bahwa pemskanan pada produk halal dapat
menyebablkan  pengucilan dam  perpecahan dalom masyvarakatd, karena masvarakmt  mungkin
memprioritaskan pelavanan pada kelompok agama fertentu dibandingban kelompok agama lain
Mereka berpendapat balnwa mempromositan produk halal secara elsklusif dapat menimbulkan rasa
segregasi dem menghambat infegrasi sosial. Metode penelitian int akan melibaikan {injauan literatur
yarng komprehensif wuniuk mengidentiftkasi don menganalizis berbagai telnik pemasaran yang
digunakan dalam mempromositan produk halal berdasarkan dotabase Scopus. Beberapa negara
veawg masuk dalam tinfauan i, seperti Indonesia, Malaysia, Turki, Arab Saudi, dan Uni Emirat Arab.
Hasil dart tinjauan i akan memberiban waowasan mengenal pendefatan pemasaran vang felah
berhasil mempromosikan produl halal dan menvoreti potensi implikasi strategi ini terhadap integrasi
sosial. Temuam ini menunjukkan bahwa pendelatan pemasaran halal berbeda-beda di berbagai
negara, dengan fokus pada membangun kepercavaan, menekankan keaslian, dan memanfaaiban
platform digital. Berdasavkan femuan tinfaouon sistematic ini, dapat disimpulban bahwa ferdapat
beragam pendekaian pemasaran vang digunakan dalom mempromosikan produk halal. Rekomendasi
untuk penelition of masa mendatang mencakup elsplorasi lebih lawjut mengenal dampak pemasaran
halal ferhadap infegrasi sesial dam potensi siratsgl pemasaran nblusif yvang dapat melgyani
kownswmen yang beragam.

Kata Kunci: Pemasaran halal, produk halal, pendekatan pemasaran, infegrasi sosial,
tinjauan  literatur, tinjauan sistematik, keberagaman, inklus vifas.



INTRODUCTION

Halal marketing is a strategic approach utilized by businesses to cater to the growing demand for halal
products among Muslim consumers ( Miftahuddin et al., 2022; Mablhot, 2023). This approach
mnvolves understanding and adhering to the principles of Islamic law in product development,
production, labelling, and marketing (Bukhari et al., 2019; Anwer, 2019). By doing o, busineszes aitn
to attract and retain Muslim consumers who pricritize consuming products that are permissible and in
accordance with thesr religious beliefs { Butt et al, 2017;Al et al | 2018; Prince & Wahid, 2023).

Halal marketing is a strategic approach used by businesses to meet the increasing demand for halal
products among Muoslim consumers (Ismail et al,, 2020). This appreach involves adhering to Islamic
law in product development, production, labelling, and marketing to attract and retain Muslim
comsumers. The growing demand for halal items iz evident global (Awan et al | 2015). With the
increazing MMuslim population, global halal brands are emerging in unique markets, presenting
significant growth potential (Nuthayati & Hendar, 20207, The halal industry's rapid growth in Muslim
and nen-Muslim covntries has opened new markets for various produocts, including cosmetics (Al-
Banna & Jannah 2022). The demand for halal products iz increasing not only in predominantly
Muslim countries but also in non-Muslim nations such as France (Firdauvs et al., 2022). Understanding
the importance of emphasizing relipions values in marketing halal produocts i3 crucial for marketers
and researchers (Zainudin et al, 2019). Additionally, the exploding demand for halal certifications
globally underscores the significance of halal products in the market (Farhat et al., 2019). This
demonstrates the critical need for a deeper understanding of the consumption behaviour of Muslim
consumers in the rapidly growing halal markets (Al-Ewifi et al., 20200

Usnderstanding the Concept of Halal Products Understanding the concept of "Halal" iz cruecial in
implementing effective marketing approaches for halal produets (Masudin et al., 2018; Elzesdi, 2018;
Battour et al| 2018; Haleem et al, 2020). Halal refers to anything that i3 permissible or lawful
according to Islamic teachings (Masudin et al | 2018; Krisjanous et al, 2022).

There iz the potential concern of cost associated with halal certification and production, which may
lead to higher prices for halal products (Mohd Suld & Abang Szalleh, 2016; Fuseini et al., 2020; Khan
et al 2020). Nen-Muslim consumers who are not specifically seeking halal products may be deterred
by the higher price point, especially if the percerved quality or benefit of the halal certification 13 not
significant to them (Haque et al., 20135; Wilkins et 2l 2019). This could result in a limited market for
halal produocts and pose a challenge for businesses in terms of expanding their consumer base.

Furthermore, the emphaszis on religicus and cultural sensitivities in marketing halal products may
inadvertently reinforce stereotypes and assumptions about Muoslim  consumers,  poteatially
contributing to forther division instead of inelusivity ( 8. H. Hassan et al., 2022; Wagas et al | 2023).
Non-Muslim consumers may perceive the marketing of halal products as exclusive to a particular
religions group, potentially leading to misconceptions and misunderstandings.

In conclusion, while it is eszential to recognize and respect the religicus and cultural values of Muslim
conzumers, businesses should alzo consider the potential impact of their marketing strategies on non-
Muslim consumers to ensure inclusivity and broader market appeal Balancing the needs of both
Muslim and non-Muslim consumers in marketing strategies for halal products is crucial for long-term
success and market growth.

This research i3 important in understanding the various challenges and considerations involved in
marketing halal products (Hosain, 2021). It highlights the need for businesses to carefully strategize
their approach to appeal to both Muslim and non-Muoslim consumers (Al-Ewifi ot al | 20200, By



understanding the potential consequences and implications of marketing halal products, businesses
can develop effective strategies that promote inclusivity, diversity, and market srowth

This research question is important as it addreszes the complex nature of marketing halal products in
diverse market environments (Babaii & Taasze, 2013). The research question seeks to understand the
various challenges and considerations businesszes face when marketing halal products, especially in
appealing to both Muslim and non-Muslim consumers. By examining the attitudes and perceptions of
non-Muslim consumers towards halal products, the study provides inzights on how to effectively
market halal products in non-hMuslim

This research gim to apalyze the The research findings indicate that there are several marketing
approaches used in promoting halal products. And analyze implications for business marketing
strategies. And findings =zuggest that business should consider adopting a targeted market
segmentation strategy to effectively promote halal products. Alse provide approaches include the use
of the Halal logo, targeted advertisement strategies. and positioning halal products in separate areas
labelled as halal

LITERATURE REEVIEW

Understanding the concept of "Halal” iz essential for effective marketing of halal products. Halal
refers to anything permissible or lawful according to Islamic teachings { Battour et al., 2018; Haleem
et al, 2020; Al-Kwifi et al., 2020). Research has focused on halal food perception and approval
globally. The manifestations of halal products sipnificantly affect consumer knowledge about halal
principles (Almossawi, 2014; Nurhayati & Hendar, 2020; Shahid et al | 2023). Factors such as brand
image, satisfaction, trust, and loyalty influence consumer purchasze intention of halal products. Trust
attitude toward the produoct, and halal awareness affect the intention to purchase halal cosmetics (
Tieman, 2017; Masudin et al | 2018; Al-Kwifi et al.. 2020; Prince & Wahid, 2023). The challenges
and opportunities of adopting halal logistics contribute to the advancement of knowledge in this area
(Zainudin et al| 2020; ALKwifi et 2l 2020). Relipiosity moderates the theory of planned behavicur
and halal purchase intention. Educated millennial Muslim females demonstrate a high concern for the
halalness of cosmetics. Embedding Islamic attribwtes in halal services correlates positively with
customer satisfaction (Awan et al., 2015). Various studies have delved into consumer behaviour on
halal products (Nurhayati & Hendar, 2019). The integrity of halal products is becoming an increasing
concert for governments and industries (Ali et al | 2018).

In reviewing marketing approaches for halal products, it is important to consider the specific needs
and preferences of Muslim consumers ( Mohd Suld & Abang Salleh 2018; Al-Kwifi et al., 2020).
Thiz can be done through segmentation, targeting, and positioning strategies that recognize the
diverzsity within the Muslim consumer market (Tieman, 2017; Elseidi, 2018; Mabkhot, 2023). The
marketing approaches for halal products should also consider the religious and cultural sensitivities
surrounding these products.

In examining marketing strategies for halal products, it 15 essential to consider the diverse needs and
preferences of Muslim consumers. Segmentation, targeting, and posttioning strategies should
acknowledge the variety within the Muslim consumer market, taking intc account religious and
cultural sensitivities surrounding these products (Izlam, 2020). Factors such as religiosity, knowledge
of halal products, and confidence in halal certification significantly influence purchaze intention
(Elseidi, 2018; Nuthayati & Hendar, 2019; Khan et al, 2020). Additionally, vnderstanding the
attitudes and perceptions of non-Muslim consumers towards halal products iz crucial for effective
marketing strategies (Haque et al., 2013; Wilkins et al, 2019). It is also important to consider the
impact of advertising and branding on Muslim consumers' attitudes and purchase intentions (Al-
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Ewufi et al., 2020; Wagas et al, 2021). Overall, a comprehensive understanding of consumer
behaviour, religiozity, and cultural influences iz essential for the suceessful marketing of halal
products.

Challenges in promoting halal products include addressing misconceptions and sterectypes about
halal products, ensuring proper certification and labelling, reaching a wider non-MMuslim audience,
and competing in non-MhMuslim dominated markets (Zailami et al, 2017; Nugraha et al., 2023). To
overcome these challenges, busineszes can employ several marketing approaches that focus on
promoting the quality, safety, and ethical aspects of halal products

To address challenges in promoting halal products. businesses can employ marketing approaches
focusing on quality, safety, and ethical aspects. Overcoming misconceptions and stersctypes requires
emphazizing the quality and safety of halal products (Rahman et al., 2013; Battour et al.. 2018;
Wilking et al., 2019). Proper certification and labelling can be ensured by understanding consumer
attitudes and intentions towards halal products (Zajlagd et al, 2017; Fogeind ot al., 2020; Miftabuddin
et al., 2022). Reaching a wider non-Muslim andience and competing in nen-Muslim dominated
markets necessitates understanding non-Muslim consumers' perceptions and acceptance of halal
products (Haque et al, 2015; Hassan & Sengupta, 2019; Lim et al., 20200, Additionally, businesses
can leverage the influence of the Halzl logo on Muslim consumers' attitudes and use it to promote
halal produocts effectively (Al-Kifi et al., 2020).

An opposing arsument to the promotion of halal products is the potential exclusion and alienation of
non-Muslim consumers. While it i3 important to cater to the needs and preferences of Muslim
consumers, exclusively focusing on halal products may lead to the neglect of non-Muslim consumers
{Sobari et al, 2022; Nurudin et al, 2023). In markets where the Muslim population is not the
majority, businesses may face challenges in appealing to a broader demographic if their marketing
stratesies are primarily centre around halal produocts ( Butt et al, 2017; Kasdi et al, 2015; 5. H.
Hassan et al | 20223

METHODOLOGY

This research use systematic literature review as the methodology to gather and gnalyze relevant
studies on marketing approaches in promoting halal products. The systematic literature review method
allows for a comprehensive analysis of existing research in order to identify common themes trends,
and gaps in knowledge regarding marketing approaches for halal products (Babait & Taase, 2013;
Haleem et al., 20207, The main purpose of this systematic review iz to identify and apalyze various
marketing approaches used in promoting halal products. The data was collected from Scopus
databaze. To find the document nze keyword: "Marketing”, "Halal", "Product", "Products", and find
22 documents that were relevant to the research topic and objectives.

After chooze document from year 2013 until 2023 and find 201 document that met the inclusion
criteria, a detailed analysiz of these arficles are conducted. After filter in subject area 15 “Social
Science™, “Art & Humanities™, dan “Business, Management and Accounting and find that 136
documents. The document were then categorized based on only article and meet 126 articles. After
filter only Englizh language articles, 124 articles were jncluded in the analysis. After screening the
documents based on abstract and read full article, a total of B8 articlez were szelected for further
analysis.

Several countries like Malaysia, Indonesia, Turkey, United Arab Emirates, Saudi Arabia, are pioneers
in the halal industry and have established strong halal certification and regulatory systems. The
marketing approaches uzed in promoting halal product:s vary among countries, but some common
stratesies include the use of the Halal logo, targeted advertisement strategies such as social media



marketing and influencer collaborations, and positioning halal products in separate areas labelled as
halal within stores.

Result and Discussion

The research findings indicate that there are several marketing approaches used in promoting halal
produocts. The use of the Halal logo iz one of the key marketing approaches in promoting halal
products. This logo serves as a symbol of assurance for consumers that the product iz halal and meets
Islamic dietary requirements.

The growing trend of ethical and sustainable consumption among Muslim consumers has led to an
increazing association of halal prodocts with environmentally friendly and ethical production
practices. This trend presents an opportunity for businesses to align their marketing approaches with
theze values. Fesearch indicates that understanding relipiosity, increasing product knowledge, and
leveraging effective marketing campaigns are crucial for promoting halal products (ALKwifi et al,
2020; Nurhayati & Hendar, 2020; Abmadova & Alivev, 2021). Additionally, busineszes should
consider the push. pull, and mooring effects, as well as the determinants of repurchase intention and
purchase behaviour among Muslim consumers. Furthermore, ensuring proper certification, logisties,
and corperate reputation. as well as addressing consumer attitudes and perceptions. are essential for
zuccessfol marketing of halal products. Moreover, halal-certified products symbolize guality, hyziene,
zafety, sustainability, and wholesomeness, aligning with the ethical and sustainable consumption trend
{(Mohd Suki & Abang Salleh, 2018) .

The findings from the systematic review highlight the diversze marketing approaches uvsed in
promoting halal products. One of the notable strategies identified is the use of the Halal logo, which
zerves as a symbol of assurance for conswmers that the product i3 halal and meets Islamic dietary
requitements.

Moreover, there is a growing trend of ethical and sustainable consumption among Muslim consumers,
leading to an increazing association of halal products with environmentally friendly and ethical
production practices. This trend presents an opportonity for businesses to align their marketing
approaches with these values, indicating that understanding religiosity, increasing product knowledge,
and leveraging effective marketing campaigns are crucial for promoting halal products.

The research emphasizes the importance of considering push, pull, and mooring effects, as well as the
determinants of repurchaze intention and purchase behaviour among Muslim consumers. Furthermore,
ensuring proper certification, logistics, and corporate reputation, az well az addressing consumer
attitudes and perceptions. are assential for the successfil marketing of halal products.

Additionally, the study reinforces that halal-certified products symbolize quality, hygiene, safety,
sustainability, and wholesomeness, aligning with the ethical and sustainable consumption trend. Thesze
insights suggest that businesses should tailor their marketing strategies to effectively communicate
theze values to both Muslim and non-Muzlim consumers.

Taking into account the geographical context, it iz eszential to recognize that several countries, such
as Malayszia Indonesia, Turkey, the United Arab Emirates. and Saudi Arabia, have established strong
halal certification and regulatory systems While the marketing approaches used in promoting halal
products may vary among these countries, some common strategies include the use of the Halal logo,
targeted advertisement strategies such as social media marketing and influencer collaborations, and
positioning halal products in separate areas labelled as halal within stores.

In light of this, it iz evident that understanding the implications of these marketing approaches and
their aliznment with the values of both Muslim and non-Muslim consumers iz crucial for businesses
zeeking to navigate the diverse landscape of the halal products market The findings underscore the
need for businesses to develop inclusive and respectful marketing strategies to appeal to a broader



consumer base while recognizing the relipious and cuoltural sensihivities associated with halal
products.

The findings of this systematic review support the use of the Halal logo as an effective marketing
strategy to target Muslim consumers and promote a wide range of halal products. These findings also
highlight the mportance of transparency and clear labelling in promoting halal products, as
consumers place a significant emphasiz on halal certification and assurance.

Implications for Business Marketing Strategies

The findings of thiz systematic review have important implications for businesses seeking to market
halal products. Firstly, businesszes should prioritize obtaining halal certification from recognized
authorities or agencies that adhere to Islamic teachings and principles. Secondly, busineszes should
invest in targeted advertisement strategies that effectively communicate the halal nature of their
products, such as social media marketing and influencer collaborations with individuals who have a
strong presence in the Mushim community. Additionally, businesses should consider positioning halal
products in separate areas within their stores, clearly labelled as halal to enhance consumer trust and
facilitate easier access. Furthermore, businesses should be aware of the specific needs and preferences
of Muslim consumers when designing their marketing strategies.

To onderstand the implications for business marketing strategies in the context of Halal products, it iz
ezzential to consider the determinants of attitudes towards Halal products among Islamic consumers
{(Muhamad et al., 2017). The increasing competition in the market malzes it challenging for businesszes
to create a differential advantage to attract new customers (Hanafiah & Hamdan 2020; Najmi et al .
2023). Addstionally, it iz well known that target and non-target consumers often react differently to
specific marleting strategies (“Principles in Halal Purchasing ™ 2013; Najmi et al., 2023). Brand
loyalty has become a focal point in the marketing field, serving as the basiz for longitudinal
relationzhips and predicting business success ( Ali et al | 2018; Zainudin et al., 2020).

Moreover, businesses have greatly benefited from adhering to Islamic principles to attract more
Muslim consumers, extending from food to financial markets (Farhat et al. | 2019). The acceptance of
Halal food in non-hMushim countries i3 a significant factor to consider in the formulation of marketing
strategies (Butt et al, 2017; Wilkins et al., 2019). The influence of the Halzl logo on Muslim
consumers' aftitudes has been studied, indicating the importance of visual cues in marketing Halal
products (Al-Kwifi et al | 2020). The perceived values of Halal products are governed by the trust
directly sourced from relizion highlichting the significance of trust in marketing strategies for Halal
products (Y. Hassan & Sengupta, 20197

Furthermore, robustness is crocial for the competitiveness of Halal supply chains and corporate
reputation, emphasizing the need for robust marketing strategies in the Halal industry (Tieman
2020). The izzue of Halal images is important for innovative business thinking and relevant marketing
approaches, suggesting the need for creative marketing strategies in the Halal industry (Meohd Suki &
Abang Salleh, 2018). The practice of Halal branding a3 a marketing strategy, both inzide and outside
the Islamic community, is gaining significant impetns, indicating the importance of branding in
marketing Halal products (Hosain, 2021). Additionally, the marketing of credence goods must provide
a guarantee to deliver a firm message about the specific features of the product, emphasizing the need
for clear and transparent marketing communication in the Halal industry (Bhutto et al., 2023; Ishalk et
al, 20233,

The multifaceted nature of the halal products market necessitates a deeper understanding of the
various factors that influence consumer attitudes and behaviour. Businesses venturing into this market
need to delve into the intricacies of marketing strategies to effectively target both Muslim and non-
Muslim consumers (Haque et al., 2015; Wilkins et al., 2019; Lim et al . 2022



One of the significant considerations for businesses iz the growing impact of halal certification on
consumer behaviour. The Islamic principles governing halal products create a foundation of trust and
reliability that significantly influences purchase decisions ( Bukhari et al, 2019; Islam, 2022).
Understanding the deeply rooted significance of thesze principles in the eyes of consumers is key in
shaping marketing strategies to resonate with their values.

Furthermore, the evolving landscape of the halal industry requires businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches (Battour et al,
2022). The adoption of creative strategies that alizn with the ethical and sustainable consumption
trend, while remaining respectful of religious and cultural sensitivities, can reinforce the appeal of
halal products across diverse consumer segments.

Additionally, the competitive environment in the halal market underszcores the importance of
differential advantages and brand loyalty. Businesses must navigate through these challenges by
cregting distinct marketing approaches that cater to the specific needs and preferences of Muslim
consumers while also addressing the acceptance of halal products in non-Muslim countries.

Moreover, the emphasiz on robustness in supply chains and the association of halal branding with
marketing strategies offer valuable insights for businesses. These aspects highlight the need for
transparency and clear communication in marketing halal products, ensuring that the unigue
characteristics and values associated with halal products are effectively conveyed to consumers.

In conclusion, the implications for business marketing strategies in the context of halal products are
vast and intricate. By understanding the multi-layered dynamics of consumer attitndes, competitive
landscapes, and the fundamental significance of Islamic prineiples, businesses can tailor their
marketing strategies to effectively navigate and succeed in the diverse znd burgeoning halal products
marlet.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. Thiz would invelve creating specific
outlets or marketing channels that cater specifically to the needs of the religious target segment, while
glso maintaining cutlets that cater to non-target consumers. By doing so, busineszes can ensure that
they are effectively reaching their desired andience and establishing a strong brand presence in the
halal market.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. This is supported by various studies in
the field of Islamic marketing found that religiosity and attitude significantly influence consumers'
intention to purchase halal cosmetic products (Abd Rahman et al, 2015). Similarly, Elseidi (2013)
discovered that consumers’ attifude towards halal food products is the strongest predictor of
confidence in the halalness of food products carrying the halal logo. Moereover, Nurhavati & Hendar
(2020} highlighted the increasing market share of multinational companies from non-Muslim
countries in the halal market, emphasizing the importance of understanding consumer segments for
halal products.

Furthermore, Izlam (2020) emphasized the crcial eriterion of halal product segmentation, targeting
both Muoslim and conventional markets. This aligns with the study by Zainudin et al.| (20207, which
emphasized the importance of emphasizing religious values in marketing halal products to consumers.
Additionally, Tieman (2020) highlighted the importance of robustness in halal supply chains, which iz
ezzential for effective market segmentation and targeting.

The influence of the halal logo on Muyslim consumers' attitude: was explored by Al-Kwifi et al,
{2020}, indicating the significance of visual cues in marketing halal products. This supports the notion
that targeted market segmentation strategies should consider visual elements that resonate with
Muslim consumers. Moreover, the study by Miftahuddin et al., (2022) demonstrated that delivering



halal value to Muslim consumers affects their purchaze intention. emphasizing the need for targeted
marketing strategies that communicate halal value effectively.

In conclusion, the research findings from various studies in Islamic marketing support the notion that
businesses should adopt targeted market zegmentation strategies to effectively promote halal products.
Understanding the influence of religiosity, attitudes. and visual cues, as well as emphaszizing religious
values in marketing, are crucial for successful market segmentation and targeting in the halal industry.
The implication of robust marketing strategies in the context of Halal products transcends mere
advertising and promotion. It encompasses a deeper understanding of the diverse factors that
mnfluence consumer attitudes and behaviours within this niche market segment Businesses venturing
mto the Halal industry are tasked with delving into the intricacies of marketing strategiez to
effectively target both Muzlim and non-Muslim consumers, recognizing the multifaceted nature of
Halal products.

One of the significant considerations for businesses iz the growing impact of Halal certification on
consumer behaviour. The adherence to Islamic principles governing Halal products creates a
foundation of trust and reliability that significantly influences purchase decizsions. Furthermore,
understanding the deeply rooted significance of these principles in the eyes of consumers iz key in
shaping marketing strategies that resonate with thesr valoes Thiz goes beyond mere product
promotion; it entails aligning the marketing message with the ethical and religions sensitivities of the
target audience.

Moreover, the evolving landscape of the Halal industry calls for businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches. The adoption of
creative strategies must alicn with the ethical and zustainable consumption trend while remamning
respectful of religious and coltural sensitivities. This involves reinforcing the appeal of Halal products
across diverse consumer segments by infiuzing the marketing strategy with elements that resonate with
the values and beliefs of the target audience.

The competitive environment in the Halal market vnderscores the importance of differential
advantages and brand loyalty. Businesses must navigate these challenges by creating distinct
marketing approaches that cater to the specific needs and preferences of Muslim consumers whilst
alsc addressing the acceptance of Halal products in non-Muslim countries. A nuanced marketing
strategy that reflects an understanding of the coltural, relizious. and lifestyle differences 15 essential in
garnering consumer trust and loyalty.

Furthermore, the emphasis on robustness in supply chains and the association of Halal branding with
marketing strategies offers valuable insights for busineszes. Thesze aspects highlight the need for
transparency and clear communication in marketing Halal products. ensuring that the unigue
characteristics and values associated with Halal products are effectively conveyed to consumers.

In conclusion, the implications for business marketing strategies in the context of Halal products are
vast and intricate. By understanding the multi-layered dynamics of consumer attitndes. competitive
landscapes, and the fundamental significance of Islamic principles, businesses can tailor their
marketing strategies to effectively navigate and succeed in the diverse and burgeoning Halal products
market

The research findings suggest that businesses should consider adopting a targeted
market segmentation strategy to effectively promote Halal products.

Thiz would invelve creating specific outlets or marketing channels that cater specifically to the needs
of the relizious target segment while also maintaining cutlets that cater to non-target consumers. By
doing so, businesses can ensure that they are effectively reaching their desired audience and

establishing a strong brand presence in the Halal market.
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The influence of the Halal logo on Muslim consumers' attitudes was explored by ALEwifi ot
al, (2020} indicating the significance of visual cues in marketing Halal products. This supports the
notion that targeted market segmentation strategies should consider visual elements that resonate with
MMuslim consumers. Moreover, the study by Miftahuddin et al., (2022) demonstrated that delivering
Halal value to Muslim consumers affects their purchase intention, emphasizing the need for targeted
marketing strategies that communicate Halal value effectively.

In addition, vnderstanding the influence of religicsity, attitudes, and visual cues and emphasizing
relizgions values in marketing are crucial for successful market segmentation and targeting in the Halal
industry. Therefore, for businesses to succeed in marketing Halal products, a more holistic and
nuanced approach iz crucial, bridging the gap between consumer needs, cultural zensitivities, and
effective marketing strategies.

To effectively cater to the diverse consumer base and uphold the ethical and religious sensitivities
aszociated with Halal products, busineszes should consider adopting a more holistic approach to their
marketing strategies. This would involve integrating elements of religiosity into their marketing
activities in order to influence the conscious consumer, while also creating differentiation in their
product offerings.  MNumerous studies have emphazsized the importance of understanding the religions
valoes and sensitivities of the target market segment_ particularly in the context of Halal products. The
concept of holistic branding, as proposed by researchers. identifies attributes that reflect the brand’s
worldview and contribute to holistic branding, such as spiritual ethos and belief systems, sustainable
and eco-ethical philosophy, and wholesomeness and inclusiveness. This highlights the need for
buzineszzes to engage in a comprehensive approach to branding of faith-bazed products, including
Halal products.

The prowing sipnificance of Halal certification on consumer behaviour cannot be overlooked.
Businesses must recognize that the adherence to Islamic principles governing Halal products
establishes a foundation of trust and reliability that significantly influences purchase decisions.
Moreover, the adoption of creative and innovative strategies that align with ethical and sustamnable
consumption trends while respecting religious and cultural sensitivities can further enhance the appeal
of Halal products across diverse consumer segments.

Given the competitive environment in the Halal market businesses must also focus on creating
differential advantages and fostering brand loyalty. Thiz involves understanding the specific needs
and preferences of Muslim consumers, as well as addreszsing the acceptance of Halal produocts in non-
MMuslim countries. The ability to navigate these challenges and create distinct marketing approaches
that cater to diverse consumer segments is ezsential in garnering consumer trust and loyalty.

In concluzion, the research findings and insights from various sources strongly advocate for 2 more
nuanced and holistic approach to marketing Halal products. Businesses should consider integrating
relizious values, adopting creative strategies that resonate with consumer sentiments, and creating
differential advantages to effectively promote and differentiate their Halal products in the market.

These approaches incluode the use of the Halal logo, targeted advertisement strategies,
and positioning halal products in separate areas labelled as Halal.

Additionally, businesses should ensure that Halal certification is regulated by authorities well-versed
in Islamic teachingz and principles to prevent fraud and maintain consumer trust. Furthermore,
busineszes should be aware of the importance of accurate labelling and clear distinction betwesn
Halal and non-Halal products for Muslim consumers.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal prodwects (Akroush, 2010; Kasdi et al., 2013



Wilkins et al., 2019; ). This iz supported by various studies in the field of Islamic marketing . found
that reliziosity and attitnde significantly influence consumers' intention to purchase halal cosmetic
products . Similarly, (Elseids, 2018) dizcovered that consumers’ attitude towards halal food products 13
the strongest predictor of high confidence in the halalness of food products carrying the halal loge
Elseidi {2018). Moreover, Nurhayati & Hendar (2020) highlishted the increasing market share of
multinational companies from non-Muslim countries in the halal, cosmetic, and medicinal foods
market emphazizing the need for tarceted market segmentation strategies.

Islam (2020} emphasized the importance of segmenting the halal product market into food lifestyle
and service categories to effectively target both Muslim and conventional markets. Al-Kwifi et al.,
{2020} also stressed the significance of the Halal logo in influencing Muslim consumers’ attitudes,
indicating the need for targeted marketing strategies based on vizual cues. Additionally, focuszed on
consumers' attitudes towards halal food, highlighting the importance of uvnderstanding consumer
behaviour for effective market secmentation strategies (Ivichd Suki & Abang Salleh, 2018}

Furthermore, Miftahuddin et al., (2022) demonstrated the mediating role of halal perceived value and
trust on purchase intention, indicating the need for targeted marketing strategies to enhance perceived
value and trust among Muslim consumers. Khan et al, (2020} also identified enablers of halal food
purchase among Muslim conzumers, emphasizing the importance of understanding consumer
behaviour for targeted marketing strategies. Additionally, 5. H. Hazsan et al, (2022) highlizhted the
exploitation of Muslim desires and expectations by businesses, indicating the need for a
comprehensive understanding of the halal market segment for effective marketing strategies.

It iz evident that a more comprehensive understanding of the intricate relationship between religiosity,
consumer behaviour, and the Halal market is essential for businesses to effectively target and cater to
MbMuslim consumers. The nwvances of Halal consumption, including the influence of religious
knowledge, commitment, and certification, play a pivotal role in shaping purchase behaviour and
consumer trust.

To delve deeper into the dynamics of consumer behaviour within the Halal cosmetics market, we can
explore the interplay of religious knowledge and commitment with the actual purchaze behaviour and
repurchaze intentions of Muslim consumers. Understanding the specific religious orientations of
individuals and their impact on purchase decisions is also an area that merits further investigation.
Additionzlly, delving into the visual cues and advertising platforms that resonate with Muslim
consumers can provide valuable insights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchasze intentions in different cultural
contexts and regions iz crocial for a comprehensive understanding of the Halal market This
necessitates a cross-cultural analysis to discern the varying influences of religiosity on consumer
behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries with significant
Muslim consumer segments.

In addition to the highlighted studies, exploring the mediating role of Halal perceived value and trust,
az well as the enablers of Halal food purchaze among Muslim consumers, will provide deeper insights
into the mechanisms that drive consumer behaviour in the Halal market This will enable businesses
to tailor their marketing strategies to effectively communicate Halal value and foster trust among
Muslim consumers, thereby facilitating greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding relizgiosity and consumer
behaviour in the context of Halal products 15 imperative for businesses aiming to establish a strong
presence in the Halal market By leveraging a deep understanding of religious values and attitudes,
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busineszes can devize targeted and culturally sensitive marketing strategies that resonate with diverse
Muslim consumer segmetts

This deep understanding and targeted approach will be key in enhancing the appeal of Halal products
across diverse consumer segments and fostering brand loyalty in the competitive Halal market
Businesses muost be mindful of the specific needs and preferences of Muslim consumers. as well as the
acceptance of Halal products in non-Muslim countries, in order to navigate these challenges and
create distinet marketing approaches.

In line with the research findings and insights from wvarious sources, the incorporation of relisious
values, creative strategies that resonate with consumer zentiments, and the creation of differential
advantages are emphasized to promote and differentiate Halal products in the market. It iz essential
for businesses to integrate the Halal logo, implement targeted advertizement strategies, and position
Halal products in separate areas labelled as Halal Additionally, Halal certification regulation by
authorities well-versed in Islamic teachings and principles. as well as accorate labelling and clear
distinction between Halal and non-Halal prodocts, are crucial for maintaining consumer trust and
loyalty.

The regearch findings alzo emphasize the adoption of a targeted market segmentation strategy to
effectively promote Halal products. This entails the zegmentation of the Halal product market into
food lifestyle and service categories to effectively target both Muslim and conventional markets as
highlighted by Islam (2020). Additionally, visual cues and advertizing platforms that resonate with
MMuslim consumers can provide valuable insights for developing targeted marketing strategies, as
streszed by Al-Kwifi et al, (2020). Moreover, a comprehensive understanding of the intricate
relationship between religiosity, consumer behaviour, and the Halal market i3 crucial for businesses to
effectively target and cater to Muslim consumers.

To delve deeper into the dynamics of consumer behaviour within the Halal cosmetics market, further
exploration of the interplay of relizious knowledze and commitment with actual purchase behaviour
and repurchase intentions of Muslim consumers is necessary. Understanding the specific religious
orientations of individval:s and their impact on purchase decisions iz an area that merits forther
investigation. Additionally, croszs-cultural analysiz iz essential to discern the varying influences of
religiosity on consumer behaviour in diverse Muslim-majority countriez and non-Muslim countries
with significant Muslim consumer segments.

Expanding the research to explore the mediating role of Halal perceived value and trust, as well as the
enablers of Halal food purchase among Muslim consumers, will provide deeper insights into the
mechanizms that drive consumer behaviour in the Halal market Thiz deeper understanding will
enable businesses to tailor their marketing strategies effectively to communicate Halal value and
foster trust among Muslim consumers, thereby facilitating preater market penetration and brand
loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and consumer
behaviour in the context of Halal products iz imperative for businesses aiming to establizh a strong
presence in the Halal market. By leveraging a deep understanding of religious values and attitudes,
businesses can devise targeted and culturally sensitive marketing strategies that resonate with diverse
Mhluslim consumer segments. This nuanced and holistic approach will be fundamental in enhancing the
appeal of Halal products and fostering brand loyalty across diverse consumer segments. In today's
rapidly changing world, the significance of accurate weather forecasts cannot be overstated.

CONCLUSION



Bazed on the extenzive research and insights gleaned from various sources, it iz evident that the
integration of religious valoes, creative stratepies that resonate with consumer sentiments and the
creation of differential advantages are crucial for promoting and differentiating Halal products in the
market Additionally, a robust and effective marketing strategy for Halal products should include the
integration of the Halal logo, targeted advertising strategies, and the clear labelling and positioning of
Halal products in dedicated areas.

Moreover, the adoption of a targeted market s:egmentation strategy is eszential to effectively promote
Halal products across diverse consumer segments. This involves segmenting the Halal product market
into food lifestyle and service categories to target both MMuslim and conventional markets, as
highlighted by previcus research. Furthermore, visual cues and advertizing platforms that tap into the
sentiments of Muslim consumers can provide critical insights for developing targeted marketing
strategies that resonate with the target audience.

Expanding the scope of research to further explore the interplay of religious knowledge and
commitment with actual purchaze behaviour and repurchase intentions of Muslim consumers iz
imperzative. Understanding individual religions orientations and their impact on purchase decisions 13
a critical area that warrants additional investization. Additionally, undertaling cross-cultural analyszes
will provide valuable insights into the varying influences of religicsity on consumer behaviour in
different cultural comtexts.

Furthermore, delving into the mediating role of Halal perceived value and frust az well as the
enablers of Halal food purchase among Muslim consumers, will provide deeper insights into the
mechanizms that drive consumer behaviour in the Halal market. This deeper understanding will
enable businesses to tailor their marketing strategies effectively to communicate Halal value and
foster trust among Muslim consumers, ultimately leading to greater market penetration and brand
loyalty.

In conclusion, a comprehensive and nuanced understanding of the intricate relationship between
religiosity, consumer behaviour, and the Halal market iz indispensable for businesses seeling to
establish a strong presence in this market. By leveraging a deep understanding of religious values and
attitudes, businesses can devise targeted and culturally sensitive marketing strategies that rescnate
with diverse Muslim consumer segments. This holistic approach will be instrumental in enhancing the
appeal of Halal products and fostering brand loyalty across diverse consumer segments.

The limitation of this rezearch are One limitation of this research iz the reliance on literature survey
and conceptual analysis, which may lack empirical evidence (Hosain, 20210 To address this
limnitation, future research could incorporate empirical studies, such as surveys or experiments, to
gather quantitative data and test the proposed relationships between religiosity and consumer
behaviour in the Halal market Another limitation iz the focus on Muslim consumers and the Halal
market, which may limit the generalizability of the findings to other religious or cultural contexts.
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Halal Marketing Approaches: A Systematic Review

Abstract. The concept of halal, meaning "lawful and permitted.” is deeply rooted in Islamic
philosophy and teachings. Halal marketing refers to the strategies and approaches used to promote and
sell products that comply with halal standards. This systematic review aims to examine the various
marketing approaches utilized in promoting halal products. Some critics argue that the emphasis on
halal products can lead to exclusion and division within societies, as it may priofitize catering to 2
specific relipious group over others. They contend that promoting halal products exclusively may
create a sense of segregation and hinder social integration. This research method will mvolve
conducting a comprehensive hiterature review to 1dentify and analyze different marketing techmaques
used in promoting halal products based on database Scopus. Several countries were included in this
review, such as Indonesia, Malaysia, Turkey, Arab Saudi, and the United Arab Emirates. The result of
this review will provide insights into the marketing approaches that have been successful in
promoting halal products and highlicht any potential implications of these strategies on social
mntegration. The finding suggest that halal marketing approaches vary across different countries, with
a focus on bwlding trust, emphasizing authenticity, and utihzing digital platforms. Based on the
findings of this systematic review, it can be concluded that there are diverse marketing approaches
used in promoting halal products. Recommendation for future research includes further exploration of
the impact of halal marketing on social integration and the potential for nclusive marketing strategies
that can cater to a diverse consumer.

Key words: Halal marketing, halal products, marketing approaches, social integration,
literature review, svstematic review, diversity, inclusivity.

Abstrak. Konsep halal berarti “sah menurut hulum dan diperbolehkan, ” berakar kuar dalam filsafat
dan ajaran Islam. Pemasaran halal mengacu pada sirategi dan pendekatan yang digunakan untuk
mempromosikan dan menjual produk yang memenuhi standar halal. Tinfauan sistematis ini bertujuan
untuk menghaji berbagai pendekatan pemasaran vang digunakan dalam mempromosikan produk
halal. Beberapa lritikus berpendapar bahwa penek pada produk halal dapar menvebabkan
pengucilan dan perpecahan dalam masyarakat, kavena masyarakar mungkin memprioritaskan
pelavanan pada kelompok agama tertentu dibandingkan kelompok agama lain. Mereka berpendapat
balwa mempromosikan produk halal secara eksklusif dapat menimbulkan rasa segregasi dan
menghambat integrasi sosial. Metode penelitian ini akan melibatkan tinjauan literatur yang
kamprehensif wntuk identifikasi dan mer lisis berbagai telmik pemasaran yang digunalan
dalam mempromosikan produk halal berdasarkan database Scopus. Bebergpa negara vang masuk
dalam tinjauan ini, seperti Indonesia, Malaysia, Turkr Arab Sam’i dan Uni Emirar Arab. Hasil dari
tinjauan ini akan memberikan wawasan an yang telah berhasil
mempromosikan produk halal dan memvoroti potensi zmpfrka.ﬂ strategr ini terhadap integrasi sosial.
Temuan ini menunjukkan bahwa pendekatan pemasaran halal berbeda-beda di berbagai negara,
dengan fokus pada membangun kepercavaan, menekankan keaslian, dan memanfaatkan platform
digital. Berdasarkan remuan tinjauan sistematis ini, dapar disimpulkan balwa terdapar beragam
pendekatan pemasaran vang digunakan dalam mempromosikan produk halal Rekomendasi untuk
penelitian di masa mendatang mencakup eksplorasi lebih lanjut mengenai dampak pemasaran halal
terhadap integrasi sosial dan potensi sirategi pemasaran inklusif vang dapat melavani konsumen
vang beragam.

Kata Kunci: Pemasaran halal, produk halal, pendekatan pemasaram, integrasi sesial,
timjauan  literatur, tinjauan sistematik, keberagaman, imklusivitas.
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INTRODUCTION

Halal marketing is a strategic approach utilized bry businesses to cater to the growing demand for halal
products among Muslim consumers (Miftahuddin et al, 2022; Mabkhot 2023). This approach
involves understanding and adhering to the principles of Islamic law in product development
production, labelling, and marketing (Bukhari et al_ 2019; Anwer, 2019). By doing so, businesses aim
to attract and retain Muslim consumers who prioritize consuming products that are permiszible and in
accordance with their religious beliefs (Butt et al . 2017; Ali etal  2018; Prince & Wahid, 2023).

Halal marketing iz a strategic approach uzed by businesses to meet the increasing demand for halal
products among Muslim consumers (Ismail et al., 2020). This approach involves adhering to Islamic
law in product development, production, labelling, and marketing to attract and retain Muslim
consumers. The growing demand for halal items is evident global (Awan et al, 2013). With the
increasing Muslim population, global halal brands are emerging in unique markets, presenmting
significant growth potential (Nurhayati & Hendar, 2020). The halal industry's rapid growth in Muslim
and non-Muslim countries has opened new markets for various produocts, including cosmetics (Al-
Banna & Jannah, 2022). The demand for halal products is increasing not only in predominantly
Muslisn countries but also in non-Muslim nations such as France (Firdaos et al., 2022). Understanding
the importance of emphasizing religious values in marketing halal products is crucial for marketers
and researchers (Zainudin et al., 2019). Additionally, the exploding demand for halal certifications
globally underscores the significance of halal products in the market (Farhat et al.. 2019). This
demonstrates the critical need for a deeper understanding of the consumption behaviour of Muslim
consumers in the rapidly growing halal markets (Al-Ewpifi et al., 2020).

Understanding the Concept of Halal Products Understanding the concept of "Halal" is crucial in
implementing effective marketing approaches for halal products (Masudin et al.. 2018; Elseidi. 2018;
Battour et al.. 2018; Haleem et al. 2020). Halal refers to anything that is permissible or lawful
according to Islamic teachings (Masudin et al., 2018; Krisjanous et al., 2022).

There is the potential concern of cost associated with halal certification and production, which may
lead to higher prices for halal products (Mohd Suld & Abang Salleh, 2016; Fuseini et al., 2020; Khan
et al.. 2020). Noo-Muslim consumers who are not specifically seeking halal products may be deterred
by the higher price point, especially if the perceived quality or benefit of the halal certification is not
significant to them (Haque et al., 2015; Willins et al., 2019). This could result in a limited market for
halal products and pose a challenge for businesses in terms of expanding their consumer base.

Furthermore, the emphasis on religious and cultural sensitivities in marketing halal products may
inadvertently reinforce stereotypes and assumptions about Muslim consumers, potentially
contributing to further division instead of inclusivity (8. H. Hassan et al., 2022; Waqgas et al., 2023).
Non-Muslim consumers may perceive the marketing of halal prodocts as exclusive to a particular
religious group, potentially leading to misconceptions and misunderstandings.

In conclusion, while it is essential to recognize and respect the relizgious and cultural values of Muslim
consumers, businesses should also consider the potential impact of their marketing strategies on non-
Muslim consumers to ensure inclusivity and broader market appeal Balancing the needs of both
Muslim and non-Muslim consumers in marketing strategies for halal products is crocial for long-term
success and market growth.

This rezearch is important in understanding the various challenges and considerations invelved in
marketing halal products (Hosain, 2021). It highlights the need for businesses to carefully strategize
their approach to appeal to both Muslim and non-Muslim consumers (Al-Kwifi et al, 2020). By
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understanding the potential conseq es and implicaty of marketing halal products, businesses

can develop effective strategies that promote inclusivity, diversity, and market growth.

This research question is important as it addresses the complex nature of marketing halal products in
diverse market environments (Babaii & Taase, 2013). The research question seeks to understand the
various challenges and considerations businesses face when marketing halal products, especially in
appealing to both Muslim and non-Muslim consumers. By examining the attitudes and perceptions of
non-Muslim consumers towards halal products, the study provides insights on how to effectively
market halal products in non-Muslim

This research gim to gnalyze the research findings indicate that there are several marketing
approaches used i promoting halal products. And gnalyze implications for business marketing
strategies. And findings suggest that business should conzider adopting a targeted market
segmentation strategy to effectively promote halal products. Also provide approaches include the use
of the halal logo, targeted advertisement strategies. and positioning halal products in separate areas
labelled as halal.

LITERATURE REVIEW

Understanding the concept of "halal” is essential for effective marketing of halal products. Halal
refers to anything permissible or lawful according to Islamic teachings (Battour et al.. 2018; Haleem
et al., 2020; Al-Kwifi et al.. 2020). Research has focused on halal food perception and approval
globally. The manifestations of halal products significantly affect consumer knowledge about halal
principles (Almossawi, 2014; Nuorhayati & Hendar, 2020; Shahid et al., 2023). Factors such as brand
image, satisfaction, trust. and loyalty influence consumer purchase intention of halal products. Trust.
attitude toward the product, and halal awareness affect the intention to purchase halal cosmetics (
Tieman_ 2017; Masudin et al . 2018; Al-Kwifi et al.. 2020; Prince & Wahid, 2023). The challenges
and oppertunities of adopting halal logistics contribute to the advancement of knowledge in this area
(Zainudin et al., 2020; Al-Kwifi et al, 2020). Religiosity moderates the theory of planned behaviour
and halal purchase intention. Educated millennial Muslim females demonstrate a high concern for the
balalness of cosmetics. Embedding Islamic attributes in halal services correlates positively with
customer satisfaction (Awan et al., 2015). Various studies have delved into consumer behaviour on
halal products (Nurhayati & Hendar, 2019). The integrity of halal products is becoming an increasing
concern for governments and industries (Ali et al | 2018).

In reviewing marketing approaches for halal products, it is important to consider the specific needs
and preferences of Muslim consumers ( Mohd Suld & Abang Salleh, 2018; Al-Kwifi et al., 2020).
This can be done through segmentation, targeting, and positioning strategies that recogmize the
diversity within the Muslim consumer market (Tieman 2017; Elseidi, 2018; Mabkhot, 2023). The
marketing approaches for halal products should also consider the religions and cultural sensitivities
surrounding these products.

In examining marketing strategies for halal products, it is essential to consider the diverse needs and
preferences of Muslim consumers. Segmentation, targeting. and positioning strategies should
acknowledge the variety within the Muslim consumer market taking into account religions and
cultural sensitivities surrounding these products (Islam, 2020). Factors such as religiosity, knowledge
of halal products, and confidence in halal certification significantly influence purchase intention
(Elseidi, 2018; Nurhayati & Hendar, 2019; Khan et al, 2020). Additionally, understanding the
attitudes and perceptions of non-Muslim consumers towards halal products is crucial for effective
marketing strategies (Haque et al., 2015; Willins et al, 2019). It iz also important to consider the
impact of advertising and branding on Muslim consumers' attitudes and purchase intentions (Al
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Eoaufi et al, 2020; Wagas et al, 2021). Overall, a comprehensive understanding of consumer
behaviour, religiosity, and cultural influences iz essential for the successful marketing of halal
products.

Challenges in promoting halal products include addressing misconceptions and sterectypes about
halal products, ensuring proper certification and labelling, reaching a wider non-Muslim audience,
and competing in non-Muslim dominated markets (Zailani et al., 2017; Nugraha et al, 2023). Te
overcome these challenges. businesses can employ several marketing approaches that focus on
promoting the quality, safety, and ethical aspects of halal products

To address challenges in promoting halal products, businesses can employ marketing approaches
focusing on quality, safety, and ethical azpects. Overcoming misconceptions and sterectypes requires
emphazizing the quality and safety of halal products (Rahman et al., 2013; Battoyr et al., 2018;
Wilkins et al., 2019). Proper certification and labelling can be ensured by understanding consumer
attitudes and intentions towards halal products (Zailani et al., 2017; Fugsing et al.. 2020; Miftahuddia
et al, 2022). Reaching a wider non-Muslim audience and competing in non-Muslim dominated
markets necessitates vnderstanding non-Muslim consumers' perceptions and acceptance of halal
products (Haque et al., 2015; Hassan & Sengupta, 2019; Lim et al, 2020). Additionally, businesses
can leverage the influence of the Halal logo on Muslim consumers' attitudes and use it to promote
halal products effectively (AI-Euifi, et al., 2020).

An opposing argement to the promotion of halal products is the potential exclusion and alienation of
non-Muslim consumers. While it 15 important to cater to the needs and preferences of Muslin
consumers, exclusively focusing on halal products may lead to the neglect of non-Muslim consumers
(Scbari et al, 2022: Nurudin et al, 2023). In markets where the Muslim population is not the
majority, businesses may face challenges in appealing to a broader demographic if their marketing
strategies are primarily centre around halal products ( Butt et al., 2017; Kasdi et al., 2018; 8. H.
Hassan etal., 2022).

METHODOLOGY

Thiz research use systematic literature review as the methodology to gather and analyze relevant
studies on marketing approaches in promoting halal products. The systematic literature review method
allows for a comprehensive analysis of existing research in order to identify common themes, trends,
and gaps in knowledge regarding marketing approaches for halal products (Babait & Taase. 2013
Haleem et al., 2020). The main purpose of this systematic review is to identify and analyze various
marketing approaches used in promoting halal products. The data was collected from Scopus
database. To find the document use keyword: "Marketing”, "Halal!, "Product", "Products”, and find
222 documents that were relevant to the research topic and objectives.

After choose document from year 2013 uvntil 2023 and find 201 document that met the inclusion
criteria, a detailed analysis of these articles are conducted. After filter in subject area iz “Social
Science”, “Art & Humanities”™, dan “Buziness, Management and Accounting and find that 156
documents. The document were then categorized based on only article and meet 126 articles. After
filter only Englizh lansuage articles, 124 articles were jncluded in the analyvsis. After screening the
documents bazed on abstract and read full article. a total of 88 articlez were selected for further
analysis.

Several countries like Malaysia, Indonesia, Tuskey, United Arab Emirates, Saudi Arabia, are pioneers
i the halal industry and have established strong halal certification and regulatory systems. The
marketing approaches used in promoting halal preducts vary among countries, but some commeon
strategies include the use of the Halal logo, targeted advertisement strategies such as social media
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marketing and influencer collaborations, and positioning halal products in separate areas labelled as
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practices. This trend presents an opportunity for businesses to align their marketing approaches with
these values. Research indicates that understanding religiosity, increasing product knowledge, and
leveraging effective marketing campaigns are crucial for promoting halal products (Al-Kwifi et al.,
2020; Murhayati & Hendar, 2020; Ahmadova & Aliyev, 2021). Additionally, businesses should
consider the push, pull, and mooring effects, as well as the determinants of repurchase intention and
purchase behaviour among Muslim consumers. Furthermore, ensuring proper certification, logistics,
and corporate reputation. ag well as addressing consumer attitudes and perceptions. are essential for
successfol marketing of halal products. Moreover, halal-certified products symbolize quality, hygiene,
safety, sustainability, and wholesomeness, aligning with the ethical and sustainable consumption trend
(Mohd Suki & Abang Salleh, 2018) .

The findings from the systematic review highlisht the diverse marketing approaches used in
promoting halal products. One of the notable strategies identified is the use of the Halal logo, which
serves a3 a symbol of assurance for consumers that the product is halal and meets Islamic dietary
requirements.

Moreover, there is a growing trend of ethical and sustainable consumption among Muslim consumers,
leading to an increasing association of halal products with environmentally friendly and ethical
production practices. This trend presents an opportunity for businesses to align their marketing
approaches with these values, indicating that understanding religiosity, increasing product knowledge,
and leveraging effective marketing campaigns are crucial for promoting halal products.

The rezearch emphasizes the importance of considering push, pull, and mooring effects, as well as the
determinantz of repurchase intention and purchase behaviour among Muslim consumers. Furthermore,
ensuring proper certification, logistics, and corporate reputation. as well as addressing comsumer
attitudes and perceptions, are essential for the successful marketing of halal products.

Additionally, the study reinforces that halal-certified products symbolize quality, hygiene, safety,
sustainability, and wholesomeness, aligning with the ethical and sustainable consumption trend. These
inzights suggest that businesses should tailor their marleting strategies to effectively communicate
these values to both Muslim and non-Muslim consumers.

Taking into account the geographical context, it is essential to recognize that several countries, such
as Malaysia, Indonesia. Turkey, the United Arab Emirates. and Sandi Arabia  have established strong
halal certification and regulatory systems. While the marketing approaches used in promoting halal
products may vary among these countries, some common strategies include the use of the Halal logo,
targeted advertisement strategies such as social media marketing and influencer collaborations, and
positioning halal products in separate areas labelled as halal within stores.

In light of thiz, it iz evident that understanding the implications of these marketing approaches and
their alignment with the values of both Muslim and non-Muslim consumers i= crucial for businesses
seeking to navigate the diverse landscape of the halal products market The findings underscore the
need for businesses to develop inclusive and respectful marketing strategies to appeal to a broader



consumer base while recognizing the relipions and cultural sensitivities associated with halal
products.

The findings of this systematic review support the use of the Halal logo as an effective marketing
strategy to target Muslim consumers and promote a wide range of halal products. These findings also
highlight the importance of transparency and clear labelling in promoting halal products, as
consumers place a significant emphasiz on halal certification and assurance.

Implications for Business Marketing Strategies

The findings of this systematic review have important implications for businesses seeking to market
halal products. Firstly, businesses should prioritize obtaining halal certification from recognized
authorities or agencies that adhere to Islamic teachings and principles. Secondly, businesses should
invest in targeted advertisement strategies that effectively communicate the halal nature of their
products, such as social media marketing and influencer collaborations with individuals who have a
strong presence in the Muslim community. Additionally, businesses should consider posttioning halal
products in separate areas within their stores, clearly labelled as halal, to enhance consumer trust and
facilitate easier access. Furthermore, businesses should be aware of the specific needs and preferences
of Muslim consumers when designing their marketing strategies.

To understand the implications for business marketing strategies in the context of Halal products, it 13
essential to consider the determinants of attitudes towards Halal products among I[slamic consumers
(Muhamad et al., 2017). The increasing competition in the market malces it challenging for businesses
to create a differential advantage to attract new customers (Hanafiah & Hamdan 2020; Najmi et al_,
2023). Additionally, it is well known that target and non-target consumers often react differently to
specific marketing strategies (“Principles in Halal Purchasing.™ 2013; Najmi et al., 2023). Brand
loyalty has become a focal point in the marketing field. serving az the basizs for longitudinal
relationships and predicting business success { Ali et al., 2018; Zainudin et al., 2020).

Moreover, businesses have greatly benefited from adhering to Islamic principles to attract more
Muslim consumers, extending from food to finaneial markets (Farhat et al., 2019). The acceptance of
Halal food 1n non-Muslim countries is a sipnificant factor to consider in the formulation of marketing
strategies (Butt et al, 2017; Wilkins et al, 2019). The influence of the Halal loge on Muslim
consmmers' attitudes has been studied, indicating the importance of visual cues in marketing Halal
products (Al-Kwifi et al., 2020). The perceived values of Halal products are governed by the trust
directly sourced from religion, highlighting the significance of trust in marketing strategies for Halal
products (Y. Hassan & Sengupta, 2019).

Furthermore, robustness 13 crocial for the competitiveness of Halal supply chains and corporate
reputation, emphasizing the need for robust marketing strategies in the Halal industry (Tieman,
2020). The issue of Halal images is important for innovative business thinking and relevant marketing
approaches, suggesting the need for creative marketing strategies in the Halal industry (Mohd Suki &
Abang Salleh, 2018). The practice of Halal branding as a marketing strategy, both inside and outside
the Islamic community, i3 gaining significant impetus, indicating the importance of branding in
marketing Halal products (Hosain, 2021). Additionally, the marketing of credence goods must provide
a guarantes to deliver a firm message about the specific features of the product, emphasizing the need
for clear and transparent marketing communication in the Halal industry (Bhutto et al., 2023; Ishak et
al, 2023).

The multifaceted nature of the halal products market necessitates a deeper understanding of the
various factors that influence consumer attitudes and behaviour. Businesses venturing into this market
need to delve into the intricacies of marketing strategies to effectively target both Muslim and non-
Muslim consumers (Haque et al., 2015; Wilking et al., 2019; Lim et al., 2022).
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One of the significant considerations for businesses is the growing impact of halal certification on
consumer behaviour. The Islamic principles governing halal products create a foundation of trust and
reliamlity that significantly imnfluences purchase decisions ( Bukhan et al, 2019; Islam. 2022).
Understanding the deeply rooted significance of these principles in the eyes of consumers is key in
shaping marketing strategies to resonate with their values.

Furthermore, the evolving landscape of the halal industry requires businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches (Battour et al,
2022). The adoption of creative strategies that aligh with the ethical and sustainable consumption
trend, while remaining respectful of religious and cultural sensitivities, can reinforce the appeal of
halal products across diverse consumer segments.

Additionally, the competitive environment in the halal market underscores the importance of
differential advantages and brand lovalty. Businesses must navigate through these challenges by
creating distinct marketing approaches that cater to the specific needs and preferences of Muslim
consumers while also addressing the acceptance of halal products mn non-Muslim countries.

Mereover, the emphasis on robustness in supply chains and the association of halal branding with
marketing strategies offer valuable insights for businesses. These aspectz highlight the need for
transparency and clear communication in marketing halal products, ensuring that the unique
characteristics and values associated with halal products are effectively conveyed to consumers.

In conclusion, the implications for business marketing strategies in the context of halal products are
vast and intricate. By understanding the multi-layered dynamics of consumer attitudes, competitive
landscapes, and the fundamental sigmificance of Islamic principles, businesses can tailor their
marketing strategies to effectively navigate and succeed in the diverse and burgeoning halal products
market

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. Thiz would involve creating specific
outlets or marketing channels that cater specifically to the needs of the religious target segment, while
also maintaining outlets that cater to non-target consumers. By doing so, businesses can ensure that
they are effectively reaching their desired audience and establishing a strong brand presence in the
halal market.

The research findings sugpest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. This is supported by various studies in
the field of Islamic marketing found that religiosity and attitude siznificantly influence consumers'
mtenticn to purchase halal cosmetic products (Abd Rahman et al., 2015). Similarly, Elseid: {2018)
discovered that consumers’ attitude towards halal food products is the strongest predictor of
confidence in the halalness of food products carrying the halal logo. Moreover, Nurhavati & Hendar
(2020} highlighted the increasing market share of multinational companies from non-Muyslim
countries in the halal market, emphasizing the importance of uvnderstanding consumer segments for
halal products.

Furthermore, Islam (2020) emphasized the crucial criterion of halal product segmentation, targeting
both Muslim znd conventional markets. This aligns with the study by Zainudin et al., (2020), which
emphasized the importance of emphasizing religious values in marketing halal products to consumers.
Additionally, Tieman (20207 highlighted the importance of robustness in halal supply chains, which i
essential for effective market segmentation and targeting.

The mfluence of the halal loge on Muslim consumers' attitudes was explored by Al-Kwifi et al.,
(2020, indicating the significance of visual coes in marketing halal products. This supports the notion
that targeted market segmentation strategies should consider visual elements that resonate with
Muyslim consumers. Moreover, the study by Miftahuddin et al., (2022) demonstrated that deliverning



halal value to Muslim consumers affects their purchase intention, emphasizing the need for targeted
marketing strategies that communicate halal value effectively.

In conclusion, the research findings from various studies in Islamic marketing support the notion that
businesses should adopt tarzeted market segmentation strategies to effectively promote halal products.
Understanding the influence of religiosity, attitudes, and visual cues, as well az emphasizing religious
values in marketing, are crucial for successful market segmentation and targeting in the halal industry.
The implication of robust marketing strategies in the context of Halal products transcends mere
advertizing and promotion. It encompasses a deeper understanding of the diverse factors that
influence consumer attitndes and behaviours within this niche market segment Businesses venturing
into the Halal industry are tasked with delving into the intricacies of marketing strategies to
effectively target both Muslim and non-Muslim consumers, recognizing the multifaceted nature of
Halal products.

One of the significant considerations for businesses 1s the growing impact of Halal certification on
consomer behaviour. The adherence to Islamic principles soverning Halal products creates a
foundation of trost and reliability that significantly influences purchase decisions. Furthermore,
uoderstanding the deeply rooted significance of these principles in the eyes of consumers is key m
shaping marketing strategies that resonate with their values. This goes beyond mere prodoct
promotion; it entails aligning the marketing message with the ethical and religious sensitivities of the
target audience.

Moreover, the evolving landscape of the Halal industry calls for businesses to ascertain the link
between consumer behaviour and mmnovative branding and marketing approaches. The adoption of
creative strategies must align with the ethical and sustainable consumption trend while remaining
respectfil of relizious and cultural sensitivities. This invelves reinforcing the appeal of Halal products
across diverse consumer segments by infusing the marketing strategy with elements that resonate with
the values and beliefs of the target audience.

The competitive environment in the Halal market underscores the importance of differential
advantages and brand loyalty. Businesses must navigate these challenges by creating distinet
marketing approaches that cater to the specific needs and preferences of Muslim consumers whilst
also addressing the acceptance of Halal products in non-Muslim countries. A nuanced marketing
strategy that reflects an understanding of the cultural, religious, and lifestyle differences is essential in
garnering consumer trust and loyalty.

Furthermore, the emphasis on robustness in supply chains and the association of Halal branding with
marketing strategies offers valvable insights for businesses. These aspects highlight the need for
transparency and clear communication in marketing Halal products, ensuring that the unique
characteristics and values associated with Halal products are effectively conveyved to consumers.

In conclusion, the implications for business marketing strategies in the context of Halal products are
vast and intricate. By understanding the multi-layered dynamics of consumer athitudes, competitive
landscapes, and the fundamental significance of Islamic principles, businesses can tailor their
marketing strategies to effectively navigate and succeed in the diverse and burgeoning Halal products
market.

The research findings suggest that husinesses should consider adopting a targeted
market segmentation strategy to effectively promote Halal products.

This would invelve creating specific outlets or marketing channels that cater specifically to the needs
of the religious target segment. while also maintaining outlets that cater to non-target consumers. By
doing so, businesses can ensure that they are effectively reaching their deswed audience and
establishing a strong brand presence in the Halal market.
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The influence of the Halal logo on Muslim consumers' attitudes was explored by ALEpafi et
al. (2020} indicating the significance of visual cues in marketing Halal products. This supports the
notion that targeted market segmentation strategies should consider visual elements that resonate with
Muslim consumers. Moreover, the study by Miftahuddin et al., (2022) demonstrated that delivering
Halal value to Muslim consumers affects their purchase intention, emphasizing the need for targeted
marketing strategies that communicate Halal value effectively.

In addition, understanding the influence of religiosity, attitudes, and vizual cues and emphasizing
relizgions values in marketing are crucial for successfil market segmentation and targeting in the Halal
industry. Therefore, for businesses to succeed in marketing halal products, a more holistic and
nuanced approach is crucial, bridging the gap between consumer needs, cultural sensitivities, and
effective marketing strategies.

To effectively cater to the diverse consumer base and uphold the ethical and relizious zensitivities
associated with Halal products, businesses should consider adopting a more holistic approach to their
marketing strategies. This would involve integrating elements of religiosity into their marketing
activities in order to influence the conscious consumer, while also creating differentiation in their
product offerings.  Numerous studies have emphasized the importance of understanding the religious
values and sensitivities of the target market segment. particularly in the context of Halal products. The
concept of holistic branding, as proposed by researchers. identifies attributes that reflect the brand’s
worldview and contribute to holistic branding, such as spiritual ethos and belief systems, sustainable
and eco-ethical philosophy, and wholesomeness and inclusiveness. This highlishts the need for
businesses to engage in a comprehensive approach to branding of faith-based products, including
Halal preducts.

The growing significance of Halal certification on consumer behaviour cannot be overlooked.
Businesses must recognize that the adherence to Islamic principles governing Halal products
establishes a foundation of trust and reliability that significantly influences purchaze decisions.
Moreover, the adoption of creative and innovative strategies that alion with ethical and sustainable
consumption trends while respecting relizgious and cultural sensitivities can further enhance the appeal
of Halal products across diverse consumer segments.

Given the competitive environment in the Halal market businesses must also focus on creating
differential advantages and fostering brand loyalty. This involves understanding the specific needs
and preferences of Muslim consumers, as well as addressing the acceptance of Halal products in non-
Muslim countries. The ability to navigate these challenges and create distinct marketing approaches
that cater to diverse consumer segments is essential in garnering consumer trust and loyalty.

In conclusion, the research findings and insights from various sources strongly advocate for a more
nuanced and holistic approach to marketing Halal products. Businesses should consider inteprating
religious values, adopting creative strategies that resonate with consumer sentiments, and creating
differential advantages to effectively promote and differentiate their Halal products in the market.

These approaches include the use of the Halal logo, targeted advertisement strategies,
and positioning halal products in separate areas labelled as Halal.

Additionally, businesses should ensure that Halal certification is regulated by autherities well-versed
in Islamic teachings and principles to prevent frand and maintain consumer trust. Furthermore,
businesses should be aware of the importance of accurate labelling and clear distinction between
Halal and non-Halal products for Muslim consumers.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products (Akroush, 2010; Kasdi et al, 2018
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Wilkins et al, 2019; ). This iz supported by various studies in the field of Islamic marketing . found
that religiozity and attitude significantly influence consumers’ intention to purchasze halal cosmetic
products . Similarly, (Elseids, 2012) discovered that consumers' attitude towards halal food produocts 43
the strongest predictor of high confidence in the halalness of food products carrying the halal logo
Elseidi (2018). Moreover, Nurthayati & Hendar (2020) highlighted the increasing market share of
multinational companies from non-Muslim countries in the halal cosmetic, and medicinal foods
market, emphasizing the need for targeted market segmentation strategies.

Islam {2020} emphasized the importance of segmenting the halal product market into food lifestyle
and service categories to effectively target both Muslim and conventional markets. Al-Kwifi et al.,
(2020) also stressed the significance of the Halal logo in influencing Muslim consumers’ attimndes,
indicating the need for targeted marketing strategies based on visual cues. Additionally, focused on
consumers' attimides towards halal food, highlighting the importance of understanding consumer
behaviour for effective market segmentation strategies (Mohd Suki & Abang Salleh, 2018).

Furthermore, Miftahuddin et al, (2022) demonstrated the mediating role of halal perceived value and
trust on purchase intention, indicating the need for targeted marketing strategies to enhance perceived
value and trust among Muslim consumers. Khan et al, (2020) also identified enablers of halal food
purchase among Mushm consumers, emphasizing the importance of understanding consumer
behaviour for targeted marketing strategies. Additionally, 5. H. Hassan et al., (2022) highlighted the
exploitation of Muslim desires and expectations by businesses, indicating the need for a
comprehensive understanding of the halal market segment for effective marketing strategies.

It iz evident that a more comprehenszive understanding of the intricate relationship between religioaity,
consumer behaviour, and the Halal market is essential for businesses to effectively target and cater to
Muslim consumers. The nuances of Halal consumption, including the influence of religious
knowledge, commitment, and certification, play a pivotal role in shaping purchase behavieur and
comsmer frust,

To delve deeper into the dynamics of consumer behaviour within the Halal cosmetics market. we can
explore the interplay of relizious knowledge and commitment with the actoal purchase behaviour and
repurchase intentions of Muslim consumers. Understanding the specific religious orientations of
individuals and their impact on purchase decisions is also an area that merits further investigation.
Additionally, delving into the visual cues and advertising platforms that resonate with Muslim
consumers can provide valuable insights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchase intentions in different cultural
contexts and regions is crocial for 2 comprehensive understanding of the Halal market This
necessitates a cross-cultural analysis to discern the varying influences of religiosity on consumer
behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries with significant
Muslim consumer segments.

In addition to the highlighted studies, exploring the mediating role of Halal perceived value and trust,
as well as the enablers of Halal food purchase among Mushm consumers, will provide deeper insights
into the mechanisms that drive consumer behaviour in the Halal market. This will enable businesses
to tailor their marketing strategies to effectively communicate Halal value and foster trust among
Muslim consumers, thereby facilitating greater market penetration and brand lovalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and consumer
behaviour in the context of Halal products is imperative for businesses aiming to establish a strong
presence in the Halal market. By leveraging a deep understanding of religions values and attimdes,
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businesses can devise targeted and culturally sensitive marketing strategies that resonate with diverse
Muslim consumer segments.

This deep understanding and targeted approach will be key in enhancing the appeal of Halal products
across diverse comsumer segments and fostering brand loyalty in the competitive Halal market.
Businesses must be mindful of the specific needs and preferences of Muslim consumers, as well as the
acceptance of Halal products in non-Muslim countries, in order to navigate these challenges and
create distinct marketing approaches.

In line with the research findings and insights from various sources, the incorporation of religious
values, creative strategies that resonate with consumer sentiments, and the creation of differential
advantages are emphasized to promote and differentiate Halal products in the market. It iz essential
for busineszes to integrate the Halal logo, implement targeted advertizement strategies. and position
Halal products in separate areas labelled as Halal Additionally, Halal certification regulation by
authorities well-versed in Islamic teachings and principles, as well as accurate labelling and clear
distinction between Halal and non-Halal products, are crucial for maintaining consumer trust and
loyalty.

The research findings also emphasize the adoption of a targeted market segmentation strategy to
effectively promote Halal products. This entails the segmentation of the Halal product market into
food lifestyle and service categories to effectively tarzet both Muslim and conventional markets, as
highlighted by Islam (2020). Additionally. visual cues and advertising platforms that resonate with
Muslim consumers can provide valuable insights for developing targeted marketing strategies. as
stressed by Al-Ewifi et al, (2020). Moreover, a comprehensive understanding of the intricate
relationship between religiosity. consumer behaviour, and the Halal market 15 crucial for businesses to
effectively target and cater to Muslim consumers.

To delve deeper into the dynamics of consumer behaviour within the Halal cosmetics market, further
exploration of the interplay of religious knowledge and commitment with actual purchase behaviour
and repurchase intentions of Muslim consumers is necessary. Understanding the specific religious
orientations of individuals and their impact on purchase decisions is an area that merits further
investigation. Additionally, cross-cultural analysis iz essential to discern the varying influences of
religiozity on consumer behaviour in diverse Muslim-majority countries and non-Muslim countries
with significant Muslim consumer segments.

Expanding the rezearch to explore the mediating role of Halal perceived value and trust, as well as the
enablers of Halal food purchase among Muslim consumers, will provide deeper insights into the
mechanisms that drive consumer behaviour in the Halal market. This deeper understanding will
enable businesses to tailor their marketing strategies effectively to communicate halal value and foster
trust among Muslim consumers, thereby facilitating greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and consumer
behaviour in the context of halal products iz imperative for businesses aiming to establish a strong
presence in the halal market. By leveraging a deep understanding of religious values and attitudes,
businesses can devise targeted and culturally sensitive marketing strategies that resonate with diverse
Muslim consumer segments. This nuanced and holistic approach will be fundamental in enhancing the
appeal of halal products and fostering brand lovalty across diverse consumer segments. In todav's
rapidly changing world, the significance of accurate weather forecasts cannot be overstated.

CONCLUSION
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Based on the extensive research and insights gleaned from various sources, it is evident that the
integration of religious values, creative strategies that resonate with consumer sentiments, and the
creation of differential advantages are crucial for promoting and differentiating Halal products in the
market Additionally, a robust and effective marketing strategy for Halal products should include the
integration of the Halal logo, tarpeted advertising strategies. and the clear labelling and positioning of
halal products in dedicated areas.

Moreover, the adoption of a targeted market segmentation strategy is essential to effectively promote
Halal products across diverse consumer segments. This involves segmenting the halal product market
into food lifestyle and service categories to target both Muslim and conventional markets, as
highlighted by previous research. Furthermore, visual cues and advertizing platforms that tap into the
sentiments of Muslim consumers can provide critical insights for developing targeted marketing
strategies that resonate with the target audience.

Expanding the scope of research to further explore the interplay of religious knowledge and
commitment with actual purchase behaviour and repurchase intentions of Muslim consumers is
imperative. Understanding individual religious orientations and their impact on purchase decisions is
a critical area that warrants additional investigation. Additionally, undertaking cross-cultural analyses
will provide valuable insights into the varying influences of religiosity on consumer behaviour in
different cultural comtexts.

Furthermore, delving into the mediating role of halal perceived value and trust, as well as the enablers
of Halal food purchase among Muslim consumers, will provide deeper insights into the mechanisms
that drive consumer behaviour in the Halal market. This deeper understanding will enable businesses
to tailor their marketing strategies effectively to communicate Halal value and foster trust among
Muslim consumers, ultimately leading to greater market penetration and brand loyalty.

In conclusion, a comprehensive and nuanced understanding of the intricate relationship between
religiosity, consumer behaviour, and the Halal market iz indispensable for businesses seeking to
establizh a strong presence in thiz market. By leveraging a deep understanding of religious values and
attitudes, businesses can devise targeted and culturally sensitive marketing strategies that resonate
with diverse Muslim consumer segments. This holistic approach will be instrumental in enhancing the
appeal of Halal products and fostering brand loyalty across diverse consumer segments.

The limitation of this research are one limitation of this research is the reliance on literature survey
and conceptual analysis, which may lack empirical evidence (Hosain, 2021). To address this
limitation. future research could incorporate empirical studies, such as surveys or experiments, to
gather quantifative data and test the proposed relationships between religiosity and consumer
behaviour in the Halal market Another limitation is the focus on Muslim consumers and the halal
market, which may limit the generalizability of the findings to other religious or cultural contexts.
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Abstract. Halal, meaning "lawful and permitted," is deeply
rooted in Islamic philosophy and teachings. Halal
marketing refers to the strategies and approaches used to
promote and sell products that comply with halal
standards. This systematic review aims to examine the
various marketing approaches utilized in promoting halal
products. Some critics argue that the emphasis on halal
products can lead to exclusion and division within societies,
as it may prioritize catering to a specific religious group
over others. They contend that promoting halal products
exclusively may create a sense of segregation and hinder
social integration. Utilizing the PRISMA method and
analyzing publication from Scopus database. The study
investigates diverse marketing technique used in promoting
halal products. Several countries were included in this
review, including Indonesia, Malaysia, Turkey, Arab Saudi,
and the United Arab Emirates. The result of this review



will provide insights into the marketing approaches that
have been successful in promoting halal products and
highlight any potential implications of these strategies on
social integration. The finding suggest that halal
marketing approaches vary across different countries, with
a focus on building trust, emphasizing authenticity, and
utilizing digital platforms. Based on the findings of this
systematic review, it can be concluded that there are
diverse marketing approaches used in promoting halal
products. The study recommends future research explore
of the impact of halal marketing on social integration and
the potential for inclusive marketing strategies that can
cater to a diverse consumer.

Key words :  Halal marketing, halal products, social integration, systematic literature review, inc

Abstrak. Halal berarti “sah menurut hukum dan diperbolehkan,” berakar kuat dalam filsafat
dan ajaran Islam. Pemasaran halal mengacu pada strategi dan pendekatan yang digunakan
untuk mempromosikan dan menjual produk yang memenuhi standar halal. Tinjauan sistematis
ini bertujuan untuk mengkaji berbagai pendekatan pemasaran yang digunakan dalam
mempromosikan produk halal. Beberapa kritikus berpendapat bahwa penekanan pada produk
halal dapat menyebabkan pengucilan dan perpecahan dalam masyarakat, karena masyarakat
mungkin memprioritaskan pelayanan pada kelompok agama tertentu dibandingkan kelompok
agama lain. Mereka berpendapat bahwa mempromosikan produk halal secara eksklusif dapat
menimbulkan rasa segregasi dan menghambat integrasi sosial. Penelitian ini menggunakan
metode PRISMA dan menganalisis publikasi dari database Scopus. Penelitian ini menyelidiki
beragam teknik pemasaran yang digunakan dalam mempromosikan produk halal. Beberapa
negara yang masuk dalam tinjauan ini antara lain Indonesia, Malaysia, Turki, Arab Saudi,
dan Uni Emirat Arab. Hasil dari tinjauan ini akan memberikan wawasan mengenai
pendekatan pemasaran yang telah berhasil mempromosikan produk halal dan menyoroti
potensi implikasi strategi ini terhadap integrasi sosial. Temuan ini menunjukkan bahwa
pendekatan pemasaran halal berbeda-beda di berbagai negara, dengan fokus pada
membangun kepercayaan, menekankan keaslian, dan memanfaatkan platform digital.
Berdasarkan temuan tinjauan sistematis ini, dapat disimpulkan bahwa terdapat beragam
pendekatan pemasaran yang digunakan dalam mempromosikan produk halal. Rekomendasi
untuk penelitian di masa mendatang mencakup eksplorasi lebih lanjut mengenai dampak
pemasaran halal terhadap integrasi sosial dan potensi strategi pemasaran inklusif yang dapat
melayani konsumen yang beragam.

Kata Kunci ¢ Pemasaran halal, pendekatan pemasaran, integrasi sosial, tinjauan

literatur sistematik, inklusivitas



INTRODUCTION

The contemporary halal product marketplace represents a multifaceted ecosystem of marketing
methodologies that intertwine religious doctrine, sustainable consumption and consumer
psychology paradigms. Notwithstanding the expanding global prominence of halal products, a
significant knowledge deficit persists regarding the nuanced marketing strategies deployed
across diverse cultural. Halal marketing is a strategic approach utilized by businesses to cater
to the growing demand for halal products among Muslim consumers (Koc et al., 2025; Shah et
al., 2022; Rahman et al., 2020; Hamizar et al., 2023). This approach involves understanding
and adhering to the principles of Islamic law in product development, production, labelling,
and marketing (Ahmad et al., 2022; Al-Kwifi et al., 2020; Sani et al., 2023). By doing so,
businesses aim to attract and retain Muslim consumers who prioritize consuming products that
are permissible and in accordance with their religious beliefs (Ali et al., 2018; Butt et al., 2017;
Shah et al., 2022).

Halal marketing is a strategic approach used by businesses to meet the increasing demand for
halal products among Muslim consumers (Ismail et al., 2020). This approach involves
adhering to Islamic law in product development, production, labelling, and marketing to attract
and retain Muslim consumers. The growing demand for halal items is evident global (Awan et
al., 2015). With the increasing Muslim population, global halal brands are emerging in unique
markets, presenting significant growth potential (Nurhayati & Hendar, 2020). The halal
industry's rapid growth in Muslim and non-Muslim countries has opened new markets for
various products, including cosmetics (Al-Banna & Jannah, 2023). The demand for halal
products is increasing not only in predominantly Muslim countries but also in non-Muslim
nations such as France (Firdaus et al., 2022). Understanding the importance of emphasizing
religious values in marketing halal products is crucial for marketers and researchers (Zainudin
et al., 2019). Additionally, the exploding demand for halal certifications globally underscores
the significance of halal products in the market (Farhat et al., 2019). This demonstrates the
critical need for a deeper understanding of the consumption behaviour of Muslim consumers in
the rapidly growing halal markets (Al-Kwifi et al., 2020).

Understanding the concept of halal products and the concept of "halal" is crucial in
implementing effective marketing approaches for halal products (Battour et al., 2018; Elseidj,
2018; Haleem et al., 2020; Masudin et al., 2018). Halal refers to anything that is permissible or
lawful according to Islamic teachings (Krisjanous et al., 2022; Masudin et al., 2018).

There is the potential concern of cost associated with halal certification and production, which
may lead to higher prices for halal products (Fuseini et al., 2020; Khan et al., 2020; Suki &
Salleh, 2016). Non-Muslim consumers who are not specifically seeking halal products may be
deterred by the higher price point, especially if the perceived quality or benefit of the halal
certification is not significant to them (Haque et al., 2015; Wilkins et al., 2019). This could
result in a limited market for halal products and pose a challenge for businesses in terms of
expanding their consumer base.



Furthermore, the emphasis on religious and cultural sensitivities in marketing halal products
may inadvertently reinforce stereotypes and assumptions about Muslim consumers, potentially
contributing to further division instead of inclusivity (Hassan et al., 2022; Waqas et al., 2023).
Non-Muslim consumers may perceive the marketing of halal products as exclusive to a
particular religious group, potentially leading to misconceptions and misunderstandings.

In conclusion, while it is essential to recognize and respect the religious and cultural values of
Muslim consumers, businesses should also consider the potential impact of their marketing
strategies on non-Muslim consumers to ensure inclusivity and broader market appeal.
Balancing the needs of both Muslim and non-Muslim consumers in marketing strategies for
halal products is crucial for long-term success and market growth.

This research is important in understanding the various challenges and considerations involved
in marketing halal products (Hosain, 2021). It highlights the need for businesses to carefully
strategize their approach to appeal to both Muslim and non-Muslim consumers (Al-Kwifi et al.,
2020). By understanding the potential consequences and implications of marketing halal
products, businesses can develop effective strategies that promote inclusivity, diversity, and
market growth.

This research question is important as it addresses the complex nature of marketing halal
products in diverse market environments (Babaii & Taase, 2013). The research question seeks
to understand the various challenges and considerations businesses face when marketing halal
products, especially in appealing to both Muslim and non-Muslim consumers. By examining
the attitudes and perceptions of non-Muslim consumers towards halal products, the study
provides insights on how to effectively market halal products in non-Muslim.

The aim of this research is to analyze the research findings indicate that there are several
marketing approaches used in promoting halal products and analyze implications for business
marketing strategies. The findings suggest that business should consider adopting a targeted
market segmentation strategy to effectively promote halal products and also provide
approaches include the use of the halal logo, targeted advertisement strategies, and positioning
halal products in separate areas labelled as halal.

LITERATURE REVIEW

Understanding the concept of "halal" is essential for effective marketing of halal products.
Halal refers to anything permissible or lawful according to Islamic teachings (Al-Kwifi et al.,
2020; Battour et al., 2018; Haleem et al., 2020; Koc et al., 2025). Research has increasingly
focused on halal product perception and approval globally. The manifestations of halal
products significantly affect consumer knowledge about halal principles (Almossawi, 2014;
Hosain, 2021; Nurhayati & Hendar, 2020; Floren et at., 2020; Shahid et al., 2023). Factors
such as brand image, satisfaction, trust, and loyalty influence consumer purchase intention of
halal products. Trust, attitude toward the product, and halal awareness affect the intention to



purchase halal cosmetics (Al-Kwifi et al., 2020; Masudin et al., 2018; Shah et al., 2022;
Tieman, 2017).

The challenges and opportunities of adopting halal logistics contribute to the advancement of
knowledge in this area (Al-Kwifi et al., 2020; Hamizar et al., 2023; Zainudin et al., 2020).
Religiosity moderates the theory of planned behaviour and halal purchase intention. Educated
millennial Muslim females demonstrate a high concern for the halalness of cosmetics.
Embedding Islamic attributes in halal services correlates positively with customer satisfaction
(Awan et al., 2015). Various studies have delved into consumer behaviour on halal products
(Sani et al., 2023; Nurhayati & Hendar, 2019). The integrity of halal products is becoming an
increasing concern for governments and industries (Ali et al., 2018; Prince and Wabhid, 2023).

In reviewing marketing approaches for halal products, it is important to consider the specific
needs and preferences of Muslim consumers (Al-Kwifi et al., 2020; Suki & Salleh, 2018). This
can be done through segmentation, targeting, and positioning strategies that recognize the
diversity within the Muslim consumer market (Elseidi, 2018; Koc et al., 2025; Tieman, 2017).
The marketing approaches for halal products should also consider the religious and cultural
sensitivities surrounding these products.

In examining marketing strategies for halal products, it is essential to consider the diverse
needs and preferences of Muslim consumers. Segmentation, targeting, and positioning
strategies should acknowledge the variety within the Muslim consumer market, taking into
account religious and cultural sensitivities surrounding these products (Islam, 2020). Factors
such as religiosity, knowledge of halal products, and confidence in halal certification
significantly influence purchase intention (Elseidi, 2018; Khan et al., 2020; Nurhayati &
Hendar, 2019). Additionally, understanding the attitudes and perceptions of non-Muslim
consumers towards halal products is crucial for effective marketing strategies (Haque et al.,
2015; Wilkins et al., 2019). It is also important to consider the impact of advertising and
branding on Muslim consumers' attitudes and purchase intentions (Al-Kwifi et al., 2020;
Wagas et al., 2021). Overall, a comprehensive understanding of consumer behaviour,
religiosity, and cultural influences is essential for the successful marketing of halal products.

Challenges in promoting halal products include addressing misconceptions and stereotypes
about halal products, ensuring proper certification and labelling, reaching a wider non-Muslim
audience, and competing in non-Muslim dominated markets (Nugraha et al., 2023; Zailani et
al., 2017). To overcome these challenges, businesses can employ several marketing
approaches that focus on promoting the quality, safety, and ethical aspects of halal products

To address challenges in promoting halal products, businesses can employ marketing
approaches focusing on quality, safety, and ethical aspects. Overcoming misconceptions and
stereotypes requires emphasizing the quality and safety of halal products (Battour et al., 2018;
Rahman et al., 2015; Wilkins et al., 2019). Proper certification and labelling can be ensured by
understanding consumer attitudes and intentions towards halal products (Fuseini et al., 2020;
Shah et al., 2022; Zailani et al., 2017). Reaching a wider non-Muslim audience and competing
in non-Muslim dominated markets necessitates understanding non-Muslim consumers'
perceptions and acceptance of halal products (Hassan & Sengupta, 2019; Haque et al., 2015;



Lim et al., 2020). Additionally, businesses can leverage the influence of the halal logo on
Muslim consumers' attitudes and use it to promote halal products effectively (Al-Kwifi et al.,
2020).

An opposing argument to the promotion of halal products is the potential exclusion and
alienation of non-Muslim consumers. While it is important to cater to the needs and
preferences of Muslim consumers, exclusively focusing on halal products may lead to the
neglect of non-Muslim consumers (Nurudin et al., 2023; Sobari et al., 2022). In markets where
the Muslim population is not the majority, businesses may face challenges in appealing to a
broader demographic if their marketing strategies are primarily centre around halal products
(Butt et al., 2017; Hassan et al., 2022; Kasdi et al., 2018).

METHODOLOGY

This research used PRISMA systematic literature review as the methodology to gather and
analyze relevant studies on marketing approaches in promoting halal products. The systematic
literature review method allows for a comprehensive analysis of existing research in order to
identify common themes, trends, and gaps in knowledge regarding marketing approaches for
halal products (Babaii & Taase, 2013; Haleem et al., 2020). The main purpose of this
systematic review is to identify and analyze various marketing approaches used in promoting
halal products. The data was collected from Scopus database. To find the document use
keyword: "Marketing", "Halal", "Product”", "Products", and find 222 documents that were
relevant to the research topic and objectives.

After choose document from year 2013 until 2023 and find 201 document that met the
inclusion criteria, a detailed analysis of these articles are conducted. After filter in subject area
is “Social Science”, “Art & Humanities”, dan “Business, Management and Accounting and
find that 156 documents. The documents were then categorized based on only article and meet
126 articles. After filter only English language articles, 124 articles were included in the
analysis. After screening the documents based on abstract and read full article, a total of 88
articles were selected for further analysis.

Several countries including Malaysia, Indonesia, Turkey, United Arab Emirates, Saudi Arabia,
are pioneers in the halal industry and have established strong halal certification and regulatory
systems. The marketing approaches used in promoting halal products vary among countries,
but some common strategies include the use of the halal logo, targeted advertisement strategies
such as social media marketing and influencer collaborations, and positioning halal products in
separate areas labelled as halal within stores.



Result and Discussion

The research findings indicate that there are several marketing approaches
used in promoting halal products. The use of the halal logo is one of the key
marketing approaches in promoting halal products. This logo serves as a
symbol of assurance for consumers that the product is halal and meets Islamic
dietary requirements. The growing trend of ethical and sustainable
consumption among Muslim consumers has led to an increasing association of
halal products with environmentally friendly and ethical production practices.
This trend presents an opportunity for businesses to align their marketing
approaches with these values. Research indicates that understanding religiosity,
increasing product knowledge, and leveraging effective marketing campaigns
are crucial for promoting halal products (Ahmadova & Aliyev, 2021; Al-Kwifi
et al.,, 2020; Nurhayati & Hendar, 2020). Additionally, businesses should
consider the push, pull, and mooring effects, as well as the determinants of
repurchase intention and purchase behaviour among Muslim consumers.
Furthermore, ensuring proper certification, logistics, and corporate reputation,
as well as addressing consumer attitudes and perceptions, are essential for
successful marketing of halal products. Moreover, halal-certified products
symbolize quality, hygiene, safety, sustainability, and wholesomeness, aligning
with the ethical and sustainable consumption trend (Suki & Salleh, 2018).

The findings from the systematic review highlight the diverse marketing approaches used in
promoting halal products. One of the notable strategies identified is the use of the halal logo,
which serves as a symbol of assurance for consumers that the product is halal and meets
Islamic dietary requirements. Moreover, there is a growing trend of ethical and sustainable
consumption among Muslim consumers, leading to an increasing association of halal products
with environmentally friendly and ethical production practices. This trend presents an
opportunity for businesses to align their marketing approaches with these values, indicating
that understanding religiosity, increasing product knowledge, and leveraging effective
marketing campaigns are crucial for promoting halal products.

The research emphasizes the importance of considering push, pull, and mooring effects, as
well as the determinants of repurchase intention and purchase behaviour among Muslim
consumers. Furthermore, ensuring proper certification, logistics, and corporate reputation, as
well as addressing consumer attitudes and perceptions, are essential for the successful
marketing of halal products. Additionally, the study reinforces that halal-certified products
symbolize quality, hygiene, safety, sustainability, and wholesomeness, aligning with the
ethical and sustainable consumption trend. These insights suggest that businesses should tailor



their marketing strategies to effectively communicate these values to both Muslim and non-
Muslim consumers.

Taking into account the geographical context, it is essential to recognize that several countries,
such as Malaysia, Indonesia, Turkey, the United Arab Emirates, and Saudi Arabia, have
established strong halal certification and regulatory systems. While the marketing approaches
used in promoting halal products may vary among these countries, some common strategies
include the use of the halal logo, targeted advertisement strategies such as social media
marketing and influencer collaborations, and positioning halal products in separate areas
labelled as halal within stores. In light of this, it is evident that understanding the implications
of these marketing approaches and their alignment with the values of both Muslim and non-
Muslim consumers is crucial for businesses seeking to navigate the diverse landscape of the
halal products market. The findings underscore the need for businesses to develop inclusive
and respectful marketing strategies to appeal to a broader consumer base while recognizing the
religious and cultural sensitivities associated with halal products.

The findings of this systematic review support the use of the halal logo as an effective
marketing strategy to target Muslim consumers and promote a wide range of halal products.
These findings also highlight the importance of transparency and clear labelling in promoting
halal products, as consumers place a significant emphasis on halal certification and assurance.

Implications for Business Marketing Strategies

The findings of this systematic review have important implications for businesses seeking to
market halal products. Firstly, businesses should prioritize obtaining halal certification from
recognized authorities or agencies that adhere to Islamic teachings and principles. Secondly,
businesses should invest in targeted advertisement strategies that effectively communicate the
halal nature of their products, such as social media marketing and influencer collaborations
with individuals who have a strong presence in the Muslim community. Additionally,
businesses should consider positioning halal products in separate areas within their stores,
clearly labelled as halal, to enhance consumer trust and facilitate easier access. Furthermore,
businesses should be aware of the specific needs and preferences of Muslim consumers when
designing their marketing strategies.

To understand the implications for business marketing strategies in the context of halal
products, it is essential to consider the determinants of attitudes towards halal products among
Islamic consumers (Muhamad et al., 2017). The increasing competition in the market makes it



challenging for businesses to create a differential advantage to attract new customers
(Hanafiah & Hamdan, 2020; Najmi et al., 2023). Additionally, it is well known that target and
non-target consumers often react differently to specific marketing strategies (Tieman and
Ghazali, 2013; Najmi et al., 2023). Brand loyalty has become a focal point in the marketing
field, serving as the basis for longitudinal relationships and predicting business success (Ali et
al., 2018; Zainudin et al., 2020).

Moreover, businesses have greatly benefited from adhering to Islamic principles to attract
more Muslim consumers, extending from food to financial markets (Farhat et al., 2019). The
acceptance of halal food in non-Muslim countries is a significant factor to consider in the
formulation of marketing strategies (Butt et al., 2017; Wilkins et al., 2019). The influence of
the halal logo on Muslim consumers' attitudes has been studied, indicating the importance of
visual cues in marketing halal products (Al-Kwifi et al., 2020). The perceived values of halal
products are governed by the trust directly sourced from religion, highlighting the significance
of trust in marketing strategies for halal products (Y. Hassan & Sengupta, 2019).

Furthermore, robustness is crucial for the competitiveness of halal supply chains and corporate
reputation, emphasizing the need for robust marketing strategies in the halal industry (Tieman,
2020). The issue of halal images is important for innovative business thinking and relevant
marketing approaches, suggesting the need for creative marketing strategies in the halal
industry (Suki & Salleh, 2018). The practice of halal branding as a marketing strategy, both
inside and outside the Islamic community, is gaining significant impetus, indicating the
importance of branding in marketing halal products (Hosain, 2021). Additionally, the
marketing of credence goods must provide a guarantee to deliver a firm message about the
specific features of the product, emphasizing the need for clear and transparent marketing
communication in the halal industry (Bhutto et al., 2023; Ishak et al., 2023).

The multifaceted nature of the halal products market necessitates a deeper understanding of the
various factors that influence consumer attitudes and behaviour. Businesses venturing into this
market need to delve into the intricacies of marketing strategies to effectively target both
Muslim and non-Muslim consumers (Haque et al., 2015; Lim et al., 2022; Wilkins et al., 2019).
One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The Islamic principles governing halal products create a foundation of
trust and reliability that significantly influences purchase decisions (Bukhari et al., 2019; Islam,
2022). Understanding the deeply rooted significance of these principles in the eyes of
consumers is key in shaping marketing strategies to resonate with their values.



Furthermore, the evolving landscape of the halal industry requires businesses to ascertain the
link between consumer behaviour and innovative branding and marketing approaches (Battour
et al., 2022). The adoption of creative strategies that align with the ethical and sustainable
consumption trend, while remaining respectful of religious and cultural sensitivities, can
reinforce the appeal of halal products across diverse consumer segments. Additionally, the
competitive environment in the halal market underscores the importance of differential
advantages and brand loyalty. Businesses must navigate through these challenges by creating
distinct marketing approaches that cater to the specific needs and preferences of Muslim
consumers while also addressing the acceptance of halal products in non-Muslim countries.
Moreover, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offer valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers.

In conclusion, the implications for business marketing strategies in the context of halal
products are vast and intricate. By understanding the multi-layered dynamics of consumer
attitudes, competitive landscapes, and the fundamental significance of Islamic principles,
businesses can tailor their marketing strategies to effectively navigate and succeed in the
diverse and burgeoning halal products market.

The research findings suggest that businesses should consider adopting a
targeted market segmentation strategy to effectively promote halal products.
This would involve creating specific outlets or marketing channels that cater
specifically to the needs of the religious target segment, while also maintaining
outlets that cater to non-target consumers. By doing so, businesses can ensure
that they are effectively reaching their desired audience and establishing a
strong brand presence in the halal market. This is supported by various studies
in the field of Islamic marketing found that religiosity and attitude
significantly influence consumers' intention to purchase halal cosmetic
products (Rahman et al.,, 2015). Similarly, Elseidi (2018) discovered that
consumers' attitude towards halal food products is the strongest predictor of
confidence in the halalness of food products carrying the halal logo. Moreover,
Nurhayati & Hendar (2020) highlighted the increasing market share of
multinational companies from non-Muslim countries in the halal market,
emphasizing the importance of understanding consumer segments for halal
products.



Furthermore, Islam (2020) emphasized the crucial criterion of halal product segmentation,
targeting both Muslim and conventional markets. This aligns with the study by Zainudin et al.,
(2020), which emphasized the importance of emphasizing religious values in marketing halal
products to consumers. Additionally, Tieman (2020) highlighted the importance of robustness
in halal supply chains, which is essential for effective market segmentation and targeting. The
influence of the halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al.,
(2020), indicating the significance of visual cues in marketing halal products. This supports the
notion that targeted market segmentation strategies should consider visual elements that
resonate with Muslim consumers. Moreover, the study by Shah, et al., (2022) demonstrated
that delivering halal value to Muslim consumers affects their purchase intention, emphasizing
the need for targeted marketing strategies that communicate halal value effectively.

In conclusion, the research findings from various studies in Islamic marketing support the
notion that businesses should adopt targeted market segmentation strategies to effectively
promote halal products. Understanding the influence of religiosity, attitudes, and visual cues,
as well as emphasizing religious values in marketing, are crucial for successful market
segmentation and targeting in the halal industry.

The implication of robust marketing strategies in the context of halal products transcends mere
advertising and promotion. It encompasses a deeper understanding of the diverse factors that
influence consumer attitudes and behaviours within this niche market segment. Businesses
venturing into the halal industry are tasked with delving into the intricacies of marketing
strategies to effectively target both Muslim and non-Muslim consumers, recognizing the
multifaceted nature of halal products.

One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The adherence to Islamic principles governing halal products creates a
foundation of trust and reliability that significantly influences purchase decisions. Furthermore,
understanding the deeply rooted significance of these principles in the eyes of consumers is
key in shaping marketing strategies that resonate with their values. This goes beyond mere
product promotion; it entails aligning the marketing message with the ethical and religious
sensitivities of the target audience.

Moreover, the evolving landscape of the halal industry calls for businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches. The
adoption of creative strategies must align with the ethical and sustainable consumption trend
while remaining respectful of religious and cultural sensitivities. This involves reinforcing the
appeal of halal products across diverse consumer segments by infusing the marketing strategy
with elements that resonate with the values and beliefs of the target audience. The competitive
environment in the halal market underscores the importance of differential advantages and



brand loyalty. Businesses must navigate these challenges by creating distinct marketing
approaches that cater to the specific needs and preferences of Muslim consumers whilst also
addressing the acceptance of halal products in non-Muslim countries. A nuanced marketing
strategy that reflects an understanding of the cultural, religious, and lifestyle differences is
essential in garnering consumer trust and loyalty.

Furthermore, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offers valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers. In conclusion, the implications for business marketing strategies in the context of
halal products are vast and intricate. By understanding the multi-layered dynamics of
consumer attitudes, competitive landscapes, and the fundamental significance of Islamic
principles, businesses can tailor their marketing strategies to effectively navigate and succeed
in the diverse and burgeoning halal products market.

The research findings suggest that businesses should consider adopting a
targeted market segmentation strategy to effectively promote halal products.

This would involve creating specific outlets or marketing channels that cater specifically to the
needs of the religious target segment, while also maintaining outlets that cater to non-target
consumers. By doing so, businesses can ensure that they are effectively reaching their desired
audience and establishing a strong brand presence in the halal market. The influence of the
halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al., (2020) indicating
the significance of visual cues in marketing halal products. This supports the notion that
targeted market segmentation strategies should consider visual elements that resonate with
Muslim consumers. Moreover, the study by Shah, et al., (2022) demonstrated that delivering
halal value to Muslim consumers affects their purchase intention, emphasizing the need for
targeted marketing strategies that communicate halal value effectively.

In addition, understanding the influence of religiosity, attitudes, and visual cues and
emphasizing religious values in marketing are crucial for successful market segmentation and
targeting in the halal industry. Therefore, for businesses to succeed in marketing halal products,
a more holistic and nuanced approach is crucial, bridging the gap between consumer needs,
cultural sensitivities, and effective marketing strategies. To effectively cater to the diverse
consumer base and uphold the ethical and religious sensitivities associated with halal products,
businesses should consider adopting a more holistic approach to their marketing strategies.
This would involve integrating elements of religiosity into their marketing activities in order to
influence the conscious consumer, while also creating differentiation in their product offerings.



Numerous studies have emphasized the importance of understanding the religious values and
sensitivities of the target market segment, particularly in the context of halal products. The
concept of holistic branding, as proposed by researchers, identifies attributes that reflect the
brand’s worldview and contribute to holistic branding, such as spiritual ethos and belief
systems, sustainable and eco-ethical philosophy, and wholesomeness and inclusiveness. This
highlights the need for businesses to engage in a comprehensive approach to branding of faith-
based products, including halal products.

The growing significance of halal certification on consumer behaviour cannot be overlooked.
Businesses must recognize that the adherence to Islamic principles governing halal products
establishes a foundation of trust and reliability that significantly influences purchase decisions.
Moreover, the adoption of creative and innovative strategies that align with ethical and
sustainable consumption trends while respecting religious and cultural sensitivities can further
enhance the appeal of halal products across diverse consumer segments. Given the competitive
environment in the halal market, businesses must also focus on creating differential advantages
and fostering brand loyalty. This involves understanding the specific needs and preferences of
Muslim consumers, as well as addressing the acceptance of halal products in non-Muslim
countries. The ability to navigate these challenges and create distinct marketing approaches
that cater to diverse consumer segments is essential in garnering consumer trust and loyalty.

In conclusion, the research findings and insights from various sources strongly advocate for a
more nuanced and holistic approach to marketing halal products. Businesses should consider
integrating religious values, adopting creative strategies that resonate with consumer
sentiments, and creating differential advantages to effectively promote and differentiate their
halal products in the market.

These approaches include the use of the halal logo, targeted advertisement
strategies, and positioning halal products in separate areas labelled as halal.

Additionally, businesses should ensure that halal certification is regulated by authorities well-
versed in Islamic teachings and principles to prevent fraud and maintain consumer trust.
Furthermore, businesses should be aware of the importance of accurate labelling and clear
distinction between halal and non-halal products for muslim consumers.



The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products (Akroush, 2010; Kasdi et al., 2018
Wilkins et al., 2019). This is supported by various studies in the field of Islamic marketing
found that religiosity and attitude significantly influence consumers' intention to purchase halal
cosmetic products. Similarly, Elseidi (2018) discovered that consumers' attitude towards halal
food products is the strongest predictor of high confidence in the halalness of food products
carrying the halal logo Elseidi (2018). Moreover, Nurhayati & Hendar (2020) highlighted the
increasing market share of multinational companies from non-Muslim countries in the halal,
cosmetic, and medicinal foods market, emphasizing the need for targeted market segmentation
strategies.

Islam (2020) emphasized the importance of segmenting the halal product market into food
lifestyle and service categories to effectively target both Muslim and conventional markets. Al-
Kwifi et al., (2020) also stressed the significance of the halal logo in influencing Muslim
consumers' attitudes, indicating the need for targeted marketing strategies based on visual cues.
Additionally, focused on consumers' attitudes towards halal food, highlighting the importance
of understanding consumer behaviour for effective market segmentation strategies (Suki &
Salleh, 2018).

Furthermore, Shah et al., (2022) demonstrated the mediating role of halal perceived value and
trust on purchase intention, indicating the need for targeted marketing strategies to enhance
perceived value and trust among Muslim consumers. Khan et al., (2020) also identified
enablers of halal food purchase among Muslim consumers, emphasizing the importance of
understanding consumer behaviour for targeted marketing strategies. Additionally, Hassan et
al., (2022) highlighted the exploitation of Muslim desires and expectations by businesses,
indicating the need for a comprehensive understanding of the halal market segment for
effective marketing strategies.

It is evident that a more comprehensive understanding of the intricate relationship between
religiosity, consumer behaviour, and the halal market is essential for businesses to effectively
target and cater to Muslim consumers. The nuances of halal consumption, including the
influence of religious knowledge, commitment, and certification, play a pivotal role in shaping
purchase behaviour and consumer trust. To delve deeper into the dynamics of consumer
behaviour within the halal cosmetics market, we can explore the interplay of religious
knowledge and commitment with the actual purchase behaviour and repurchase intentions of
Muslim consumers. Understanding the specific religious orientations of individuals and their
impact on purchase decisions is also an area that merits further investigation. Additionally,
delving into the visual cues and advertising platforms that resonate with Muslim consumers
can provide valuable insights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchase intentions in different
cultural contexts and regions is crucial for a comprehensive understanding of the halal market.
This necessitates a cross-cultural analysis to discern the varying influences of religiosity on
consumer behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries
with significant Muslim consumer segments. In addition to the highlighted studies, exploring
the mediating role of halal perceived value and trust, as well as the enablers of halal food



purchase among Muslim consumers, will provide deeper insights into the mechanisms that
drive consumer behaviour in the halal market. This will enable businesses to tailor their
marketing strategies to effectively communicate halal value and foster trust among Muslim
consumers, thereby facilitating greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments.

This deep understanding and targeted approach will be key in enhancing the appeal of halal
products across diverse consumer segments and fostering brand loyalty in the competitive
halal market. Businesses must be mindful of the specific needs and preferences of Muslim
consumers, as well as the acceptance of halal products in non-Muslim countries, in order to
navigate these challenges and create distinct marketing approaches.

In line with the research findings and insights from various sources, the incorporation of
religious values, creative strategies that resonate with consumer sentiments, and the creation of
differential advantages are emphasized to promote and differentiate halal products in the
market. It is essential for businesses to integrate the halal logo, implement targeted
advertisement strategies, and position halal products in separate areas labelled as halal.
Additionally, halal certification regulation by authorities well-versed in Islamic teachings and
principles, as well as accurate labelling and clear distinction between halal and non-halal
products, are crucial for maintaining consumer trust and loyalty.

The research findings also emphasize the adoption of a targeted market segmentation strategy
to effectively promote halal products. This entails the segmentation of the halal product market
into food lifestyle and service categories to effectively target both Muslim and conventional
markets, as highlighted by Islam (2020). Additionally, visual cues and advertising platforms
that resonate with Muslim consumers can provide valuable insights for developing targeted
marketing strategies, as stressed by Al-Kwifi et al., (2020). Moreover, a comprehensive
understanding of the intricate relationship between religiosity, consumer behaviour, and the
halal market is crucial for businesses to effectively target and cater to Muslim consumers.

To delve deeper into the dynamics of consumer behaviour within the halal cosmetics market,
further exploration of the interplay of religious knowledge and commitment with actual
purchase behaviour and repurchase intentions of Muslim consumers is necessary.
Understanding the specific religious orientations of individuals and their impact on purchase
decisions is an area that merits further investigation. Additionally, cross-cultural analysis is
essential to discern the varying influences of religiosity on consumer behaviour in diverse
Muslim-majority countries and non-Muslim countries with significant Muslim consumer
segments.

Expanding the research to explore the mediating role of halal perceived value and trust, as well
as the enablers of halal food purchase among Muslim consumers, will provide deeper insights



into the mechanisms that drive consumer behaviour in the halal market. This deeper
understanding will enable businesses to tailor their marketing strategies effectively to
communicate halal value and foster trust among Muslim consumers, thereby facilitating
greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This nuanced and holistic
approach will be fundamental in enhancing the appeal of halal products and fostering brand
loyalty across diverse consumer segments. In today's rapidly changing world, the significance
of accurate weather forecasts cannot be overstated.

CONCLUSION

The global halal product market presents a dynamic and
intricate landscape that necessitates a sophisticated
marketing approach beyond conventional strategies.
Successful engagement requires a delicate integration of
religious principles, consumer insights, and sustainable
consumption frameworks. Modern businesses must craft
marketing strategies that demonstrate cultural sensitivity,
authentically communicate product values, and establish
meaningful connections across diverse societal contexts.

Contemporary research highlights a substantive knowledge
gap in comprehending marketing methodologies across
varied cultural domains. This limitation underscores the
imperative for a more holistic framework that harmonizes
religious compliance with expansive consumer value
propositions. The continually evolving halal marketplace
challenges organizations to develop flexible marketing
approaches capable of navigating the complex intersections
between religious identity, ethical consumption patterns,
and nuanced consumer expectations.



Based on the extensive research and insights gleaned from various sources, it is evident that
the integration of religious values, creative strategies that resonate with consumer sentiments,
and the creation of differential advantages are crucial for promoting and differentiating halal
products in the market. Additionally, a robust and effective marketing strategy for halal
products should include the integration of the halal logo, targeted advertising strategies, and
the clear labelling and positioning of halal products in dedicated areas.

Moreover, the adoption of a targeted market segmentation strategy is essential to effectively
promote halal products across diverse consumer segments. This involves segmenting the halal
product market into food lifestyle and service categories to target both Muslim and
conventional markets, as highlighted by previous research. Furthermore, visual cues and
advertising platforms that tap into the sentiments of Muslim consumers can provide critical
insights for developing targeted marketing strategies that resonate with the target audience.

Expanding the scope of research to further explore the interplay of religious knowledge and
commitment with actual purchase behaviour and repurchase intentions of Muslim consumers is
imperative. Understanding individual religious orientations and their impact on purchase
decisions is a critical area that warrants additional investigation. Additionally, undertaking
cross-cultural analyses will provide valuable insights into the varying influences of religiosity
on consumer behaviour in different cultural contexts.

Furthermore, delving into the mediating role of halal perceived value and trust, as well as the
enablers of halal food purchase among Muslim consumers, will provide deeper insights into
the mechanisms that drive consumer behaviour in the halal market. This deeper understanding
will enable businesses to tailor their marketing strategies effectively to communicate halal
value and foster trust among Muslim consumers, ultimately leading to greater market
penetration and brand loyalty.

In conclusion, a comprehensive and nuanced understanding of the intricate relationship
between religiosity, consumer behaviour, and the halal market is indispensable for businesses
seeking to establish a strong presence in this market. By leveraging a deep understanding of
religious values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This holistic approach will be
instrumental in enhancing the appeal of halal products and fostering brand loyalty across
diverse consumer segments.



The limitation of this research are one limitation of this research is the reliance on literature
survey and conceptual analysis, which may lack empirical evidence (Hosain, 2021). To
address this limitation, future research could incorporate empirical studies, such as surveys or
experiments, to gather quantitative data and test the proposed relationships between religiosity
and consumer behaviour in the halal market. Another limitation is the focus on Muslim
consumers and the halal market, which may limit the generalizability of the findings to other
religious or cultural contexts.
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Abstract. Halal, meaning "lawful and permitted," is deeply rooted in Islamic philosophy and
teachings. Halal marketing refers to the strategies and approaches used to promote and sell
products that comply with halal standards. This systematic review aims to examine the various
marketing approaches utilized in promoting halal products. Some critics argue that the
emphasis on halal products can lead to exclusion and division within societies, as it may
prioritize catering to a specific religious group over others. They contend that promoting halal
products exclusively may create a sense of segregation and hinder social integration. Utilizing
the PRISMA method and analyzing publication from Scopus database. The study investigates
diverse marketing technique used in promoting halal products. Several countries were included
in this review, including Indonesia, Malaysia, Turkey, Arab Saudi, and the United Arab
Emirates. The result of this review will provide insights into the marketing approaches that
have been successful in promoting halal products and highlight any potential implications of
these strategies on social integration. The finding suggest that halal marketing approaches
vary across different countries, with a focus on building trust, emphasizing authenticity, and
utilizing digital platforms. Based on the findings of this systematic review, it can be concluded
that there are diverse marketing approaches used in promoting halal products. The study
recommends future research explore of the impact of halal marketing on social integration and
the potential for inclusive marketing strategies that can cater to a diverse consumer.
Key words: Halal marketing, halal products, inclusivity, social integration, systematic
literature review.
Abstrak. Halal berarti “sah menurut hukum dan diperbolehkan,” berakar kuat dalam filsafat
dan ajaran Islam. Pemasaran halal mengacu pada strategi dan pendekatan yang digunakan
untuk mempromosikan dan menjual produk yang memenuhi standar halal. Tinjauan sistematis
ini bertujuan untuk mengkaji berbagai pendekatan pemasaran yang digunakan dalam
mempromosikan produk halal. Beberapa kritikus berpendapat bahwa penekanan pada produk
halal dapat menyebabkan pengucilan dan perpecahan dalam masyarakat, karena masyarakat
mungkin memprioritaskan pelayanan pada kelompok agama tertentu dibandingkan kelompok
agama lain. Mereka berpendapat bahwa mempromosikan produk halal secara eksklusif dapat
menimbulkan rasa segregasi dan menghambat integrasi sosial. Penelitian ini menggunakan
metode PRISMA dan menganalisis publikasi dari database Scopus. Penelitian ini menyelidiki
beragam teknik pemasaran yang digunakan dalam mempromosikan produk halal. Beberapa
negara yang masuk dalam tinjauan ini antara lain Indonesia, Malaysia, Turki, Arab Saudi,
dan Uni Emirat Arab. Hasil dari tinjauan ini akan memberikan wawasan mengenai
pendekatan pemasaran yang telah berhasil mempromosikan produk halal dan menyoroti
potensi implikasi strategi ini terhadap integrasi sosial. Temuan ini menunjukkan bahwa
pendekatan pemasaran halal berbeda-beda di berbagai negara, dengan fokus pada
membangun kepercayaan, menekankan keaslian, dan memanfaatkan platform digital.
Berdasarkan temuan tinjauan sistematis ini, dapat disimpulkan bahwa terdapat beragam
pendekatan pemasaran yang digunakan dalam mempromosikan produk halal. Rekomendasi
untuk penelitian di masa mendatang mencakup eksplorasi lebih lanjut mengenai dampak
pemasaran halal terhadap integrasi sosial dan potensi strategi pemasaran inklusif yang dapat
melayani konsumen yang beragam.
Kata Kunci: Inklusivitas, integritas, pemasaran halal, pendekatan pemasaran, tinjauan
literatur sistematik.
INTRODUCTION
The contemporary halal product marketplace represents a multifaceted ecosystem of marketing
methodologies that intertwine religious doctrine, sustainable consumption and consumer
psychology paradigms. Notwithstanding the expanding global prominence of halal products, a
significant knowledge deficit persists regarding the nuanced marketing strategies deployed



across diverse cultural. Halal marketing is a strategic approach utilized by businesses to cater
to the growing demand for halal products among Muslim consumers (Koc et al., 2025; Shah et
al., 2022; Rahman et al., 2020; Hamizar et al., 2023). This approach involves understanding
and adhering to the principles of Islamic law in product development, production, labelling,
and marketing (Ahmad et al., 2022; Al-Kwifi et al., 2020; Sani et al., 2023). By doing so,
businesses aim to attract and retain Muslim consumers who prioritize consuming products that
are permissible and in accordance with their religious beliefs (Ali et al., 2018; Butt et al., 2017;
Shah et al., 2022).

Halal marketing is a strategic approach used by businesses to meet the increasing demand for
halal products among Muslim consumers (Ismail et al., 2020). This approach involves
adhering to Islamic law in product development, production, labelling, and marketing to attract
and retain Muslim consumers. The growing demand for halal items is evident global (Awan et
al., 2015). With the increasing Muslim population, global halal brands are emerging in unique
markets, presenting significant growth potential (Nurhayati and Hendar, 2020). The halal
industry's rapid growth in Muslim and non-Muslim countries has opened new markets for
various products, including cosmetics (Al-Banna and Jannah, 2023).

The demand for halal products is increasing not only in predominantly Muslim countries but
also in non-Muslim nations such as France (Firdaus et al., 2022). Understanding the
importance of emphasizing religious values in marketing halal products is crucial for
marketers and researchers (Zainudin et al., 2019). Additionally, the exploding demand for
halal certifications globally underscores the significance of halal products in the market
(Farhat et al., 2019). This demonstrates the critical need for a deeper understanding of the
consumption behaviour of Muslim consumers in the rapidly growing halal markets (Al-Kwifi
et al., 2020).

Understanding the concept of halal products and the concept of "halal" is crucial in
implementing effective marketing approaches for halal products (Battour et al., 2018; Elseidj,
2018; Haleem et al., 2020; Masudin et al., 2018). Halal refers to anything that is permissible or
lawful according to Islamic teachings (Krisjanous et al., 2022; Masudin et al., 2018).

There is the potential concern of cost associated with halal certification and production, which
may lead to higher prices for halal products (Fuseini et al., 2020; Khan et al., 2020; Suki and
Salleh, 2016). Non-Muslim consumers who are not specifically seeking halal products may be
deterred by the higher price point, especially if the perceived quality or benefit of the halal
certification is not significant to them (Haque et al., 2015; Wilkins et al., 2019). This could
result in a limited market for halal products and pose a challenge for businesses in terms of
expanding their consumer base.

Furthermore, the emphasis on religious and cultural sensitivities in marketing halal products
may inadvertently reinforce stereotypes and assumptions about Muslim consumers, potentially
contributing to further division instead of inclusivity (Hassan et al., 2022; Waqas et al., 2023).
Non-Muslim consumers may perceive the marketing of halal products as exclusive to a
particular religious group, potentially leading to misconceptions and misunderstandings.

In conclusion, while it is essential to recognize and respect the religious and cultural values of
Muslim consumers, businesses should also consider the potential impact of their marketing
strategies on non-Muslim consumers to ensure inclusivity and broader market appeal.
Balancing the needs of both Muslim and non-Muslim consumers in marketing strategies for
halal products is crucial for long-term success and market growth.

This research is important in understanding the various challenges and considerations involved
in marketing halal products (Hosain, 2021). It highlights the need for businesses to carefully
strategize their approach to appeal to both Muslim and non-Muslim consumers (Al-Kwifi et al.,
2020). By understanding the potential consequences and implications of marketing halal
products, businesses can develop effective strategies that promote inclusivity, diversity, and
market growth.



This research question is important as it addresses the complex nature of marketing halal
products in diverse market environments (Babaii and Taase, 2013). The research question
seeks to understand the various challenges and considerations businesses face when marketing
halal products, especially in appealing to both Muslim and non-Muslim consumers. By
examining the attitudes and perceptions of non-Muslim consumers towards halal products, the
study provides insights on how to effectively market halal products in non-Muslim.

The aim of this research is to analyze the research findings indicate that there are several
marketing approaches used in promoting halal products and analyze implications for business
marketing strategies. The findings suggest that business should consider adopting a targeted
market segmentation strategy to effectively promote halal products and also provide
approaches include the use of the halal logo, targeted advertisement strategies, and positioning
halal products in separate areas labelled as halal.

LITERATURE REVIEW

Understanding the concept of "halal" is essential for effective marketing of halal products.
Halal refers to anything permissible or lawful according to Islamic teachings (Al-Kwifi et al.,
2020; Battour et al., 2018; Haleem et al., 2020; Koc et al., 2025). Research has increasingly
focused on halal product perception and approval globally. The manifestations of halal
products significantly affect consumer knowledge about halal principles (Almossawi, 2014;
Hosain, 2021; Nurhayati and Hendar, 2020; Floren et at., 2020; Shahid et al., 2023). Factors
such as brand image, satisfaction, trust, and loyalty influence consumer purchase intention of
halal products. Trust, attitude toward the product, and halal awareness affect the intention to
purchase halal cosmetics (Al-Kwifi et al., 2020; Masudin et al., 2018; Shah et al., 2022;
Tieman, 2017).

The challenges and opportunities of adopting halal logistics contribute to the advancement of
knowledge in this area (Al-Kwifi et al., 2020; Hamizar et al., 2023; Zainudin et al., 2020).
Religiosity moderates the theory of planned behaviour and halal purchase intention. Educated
millennial Muslim females demonstrate a high concern for the halalness of cosmetics.
Embedding Islamic attributes in halal services correlates positively with customer satisfaction
(Awan et al., 2015). Various studies have delved into consumer behaviour on halal products
(Sani et al., 2023; Nurhayati and Hendar, 2019). The integrity of halal products is becoming an
increasing concern for governments and industries (Ali et al., 2018; Prince and Wahid, 2023).
In reviewing marketing approaches for halal products, it is important to consider the specific
needs and preferences of Muslim consumers (Al-Kwifi et al., 2020; Suki and Salleh, 2018).
This can be done through segmentation, targeting, and positioning strategies that recognize the
diversity within the Muslim consumer market (Elseidi, 2018; Koc et al., 2025; Tieman, 2017).
The marketing approaches for halal products should also consider the religious and cultural
sensitivities surrounding these products.

In examining marketing strategies for halal products, it is essential to consider the diverse
needs and preferences of Muslim consumers. Segmentation, targeting, and positioning
strategies should acknowledge the variety within the Muslim consumer market, taking into
account religious and cultural sensitivities surrounding these products (Islam, 2020). Factors
such as religiosity, knowledge of halal products, and confidence in halal certification
significantly influence purchase intention (Elseidi, 2018; Khan et al., 2020; Nurhayati and
Hendar, 2019). Additionally, understanding the attitudes and perceptions of non-Muslim
consumers towards halal products is crucial for effective marketing strategies (Haque et al.,
2015; Wilkins et al., 2019). It is also important to consider the impact of advertising and
branding on Muslim consumers' attitudes and purchase intentions (Al-Kwifi et al., 2020;
Wagas et al.,, 2021). Overall, a comprehensive understanding of consumer behaviour,
religiosity, and cultural influences is essential for the successful marketing of halal products.
Challenges in promoting halal products include addressing misconceptions and stereotypes
about halal products, ensuring proper certification and labelling, reaching a wider non-Muslim
audience, and competing in non-Muslim dominated markets (Nugraha et al., 2023; Zailani et



al., 2017). To overcome these challenges, businesses can employ several marketing approaches
that focus on promoting the quality, safety, and ethical aspects of halal products.

To address challenges in promoting halal products, businesses can employ marketing
approaches focusing on quality, safety, and ethical aspects. Overcoming misconceptions and
stereotypes requires emphasizing the quality and safety of halal products (Battour et al., 2018;
Rahman et al., 2015; Wilkins et al., 2019). Proper certification and labelling can be ensured by
understanding consumer attitudes and intentions towards halal products (Fuseini et al., 2020;
Shah et al., 2022; Zailani et al., 2017). Reaching a wider non-Muslim audience and competing
in non-Muslim dominated markets necessitates understanding non-Muslim consumers'
perceptions and acceptance of halal products (Hassan and Sengupta, 2019; Haque et al., 2015;
Lim et al., 2020). Additionally, businesses can leverage the influence of the halal logo on
Muslim consumers' attitudes and use it to promote halal products effectively (Al-Kwifi et al.,
2020).

An opposing argument to the promotion of halal products is the potential exclusion and
alienation of non-Muslim consumers. While it is important to cater to the needs and
preferences of Muslim consumers, exclusively focusing on halal products may lead to the
neglect of non-Muslim consumers (Nurudin et al., 2023; Sobari et al., 2022). In markets where
the Muslim population is not the majority, businesses may face challenges in appealing to a
broader demographic if their marketing strategies are primarily centre around halal products
(Butt et al., 2017; Hassan et al., 2022; Kasdi et al., 2018).

METHOD

This research used PRISMA systematic literature review as the methodology to gather and
analyze relevant studies on marketing approaches in promoting halal products. The systematic
literature review method allows for a comprehensive analysis of existing research in order to
identify common themes, trends, and gaps in knowledge regarding marketing approaches for
halal products (Babaii and Taase, 2013; Haleem et al., 2020). The main purpose of this
systematic review is to identify and analyze various marketing approaches used in promoting
halal products. The data was collected from Scopus database. To find the document use
keyword: "Marketing", "Halal", "Product”, "Products", and find 222 documents that were
relevant to the research topic and objectives.

After choose document from year 2013 until 2023 and find 201 documents that met the
inclusion criteria, a detailed analysis of these articles are conducted. After filter in subject area
is “Social Science”, “Art & Humanities”, dan “Business, Management and Accounting and
find that 156 documents. The documents were then categorized based on only article and meet
126 articles. After filter only English language articles, 124 articles were included in the
analysis. After screening the documents based on abstract and read full article, a total of 88
articles were selected for further analysis.

Several countries including Malaysia, Indonesia, Turkey, United Arab Emirates, Saudi Arabia,
are pioneers in the halal industry and have established strong halal certification and regulatory
systems. The marketing approaches used in promoting halal products vary among countries,
but some common strategies include the use of the halal logo, targeted advertisement strategies
such as social media marketing and influencer collaborations, and positioning halal products in
separate areas labelled as halal within stores.

RESULTS AND DISCUSSION

The research findings indicate that there are several marketing approaches used in promoting
halal products. The use of the halal logo is one of the key marketing approaches in promoting
halal products. This logo serves as a symbol of assurance for consumers that the product is
halal and meets Islamic dietary requirements. The growing trend of ethical and sustainable
consumption among Muslim consumers has led to an increasing association of halal products
with environmentally friendly and ethical production practices. This trend presents an
opportunity for businesses to align their marketing approaches with these values. Research
indicates that understanding religiosity, increasing product knowledge, and leveraging



effective marketing campaigns are crucial for promoting halal products (Ahmadova and Aliyev,
2021; Al-Kwifi et al., 2020; Nurhayati and Hendar, 2020).

Additionally, businesses should consider the push, pull, and mooring effects, as well as the
determinants of repurchase intention and purchase behaviour among Muslim consumers.
Furthermore, ensuring proper certification, logistics, and corporate reputation, as well as
addressing consumer attitudes and perceptions, are essential for successful marketing of halal
products. Moreover, halal-certified products symbolize quality, hygiene, safety, sustainability,
and wholesomeness, aligning with the ethical and sustainable consumption trend (Suki and
Salleh, 2018).

The findings from the systematic review highlight the diverse marketing approaches used in
promoting halal products. One of the notable strategies identified is the use of the halal logo,
which serves as a symbol of assurance for consumers that the product is halal and meets
Islamic dietary requirements. Moreover, there is a growing trend of ethical and sustainable
consumption among Muslim consumers, leading to an increasing association of halal products
with environmentally friendly and ethical production practices. This trend presents an
opportunity for businesses to align their marketing approaches with these values, indicating
that understanding religiosity, increasing product knowledge, and leveraging effective
marketing campaigns are crucial for promoting halal products.

The research emphasizes the importance of considering push, pull, and mooring effects, as
well as the determinants of repurchase intention and purchase behaviour among Muslim
consumers. Furthermore, ensuring proper certification, logistics, and corporate reputation, as
well as addressing consumer attitudes and perceptions, are essential for the successful
marketing of halal products. Additionally, the study reinforces that halal-certified products
symbolize quality, hygiene, safety, sustainability, and wholesomeness, aligning with the
ethical and sustainable consumption trend. These insights suggest that businesses should tailor
their marketing strategies to effectively communicate these values to both Muslim and non-
Muslim consumers.

Taking into account the geographical context, it is essential to recognize that several countries,
such as Malaysia, Indonesia, Turkey, the United Arab Emirates, and Saudi Arabia, have
established strong halal certification and regulatory systems. While the marketing approaches
used in promoting halal products may vary among these countries, some common strategies
include the use of the halal logo, targeted advertisement strategies such as social media
marketing and influencer collaborations, and positioning halal products in separate areas
labelled as halal within stores. In light of this, it is evident that understanding the implications
of these marketing approaches and their alignment with the values of both Muslim and non-
Muslim consumers is crucial for businesses seeking to navigate the diverse landscape of the
halal products market. The findings underscore the need for businesses to develop inclusive
and respectful marketing strategies to appeal to a broader consumer base while recognizing the
religious and cultural sensitivities associated with halal products.

The findings of this systematic review support the use of the halal logo as an effective
marketing strategy to target Muslim consumers and promote a wide range of halal products.
These findings also highlight the importance of transparency and clear labelling in promoting
halal products, as consumers place a significant emphasis on halal certification and assurance.
Implications for Business Marketing Strategies

The findings of this systematic review have important implications for businesses seeking to
market halal products. Firstly, businesses should prioritize obtaining halal certification from
recognized authorities or agencies that adhere to Islamic teachings and principles. Secondly,
businesses should invest in targeted advertisement strategies that effectively communicate the
halal nature of their products, such as social media marketing and influencer collaborations
with individuals who have a strong presence in the Muslim community. Additionally,
businesses should consider positioning halal products in separate areas within their stores,
clearly labelled as halal, to enhance consumer trust and facilitate easier access. Furthermore,



businesses should be aware of the specific needs and preferences of Muslim consumers when
designing their marketing strategies.

To understand the implications for business marketing strategies in the context of halal
products, it is essential to consider the determinants of attitudes towards halal products among
Islamic consumers (Muhamad et al., 2017). The increasing competition in the market makes it
challenging for businesses to create a differential advantage to attract new customers
(Hanafiah and Hamdan, 2020; Najmi et al., 2023). Additionally, it is well known that target
and non-target consumers often react differently to specific marketing strategies (Tieman and
Ghazali, 2013; Najmi et al., 2023). Brand loyalty has become a focal point in the marketing
field, serving as the basis for longitudinal relationships and predicting business success (Ali et
al., 2018; Zainudin et al., 2020).

Moreover, businesses have greatly benefited from adhering to Islamic principles to attract
more Muslim consumers, extending from food to financial markets (Farhat et al., 2019). The
acceptance of halal food in non-Muslim countries is a significant factor to consider in the
formulation of marketing strategies (Butt et al., 2017; Wilkins et al., 2019). The influence of
the halal logo on Muslim consumers' attitudes has been studied, indicating the importance of
visual cues in marketing halal products (Al-Kwifi et al., 2020). The perceived values of halal
products are governed by the trust directly sourced from religion, highlighting the significance
of trust in marketing strategies for halal products (Hassan and Sengupta, 2019).

Furthermore, robustness is crucial for the competitiveness of halal supply chains and corporate
reputation, emphasizing the need for robust marketing strategies in the halal industry (Tieman,
2020). The issue of halal images is important for innovative business thinking and relevant
marketing approaches, suggesting the need for creative marketing strategies in the halal
industry (Suki and Salleh, 2018). The practice of halal branding as a marketing strategy, both
inside and outside the Islamic community, is gaining significant impetus, indicating the
importance of branding in marketing halal products (Hosain, 2021). Additionally, the
marketing of credence goods must provide a guarantee to deliver a firm message about the
specific features of the product, emphasizing the need for clear and transparent marketing
communication in the halal industry (Bhutto et al., 2023; Ishak et al., 2023).

The multifaceted nature of the halal products market necessitates a deeper understanding of the
various factors that influence consumer attitudes and behaviour. Businesses venturing into this
market need to delve into the intricacies of marketing strategies to effectively target both
Muslim and non-Muslim consumers (Haque et al., 2015; Lim et al., 2022; Wilkins et al., 2019).
One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The Islamic principles governing halal products create a foundation of
trust and reliability that significantly influences purchase decisions (Bukhari et al., 2019; Islam,
2022). Understanding the deeply rooted significance of these principles in the eyes of
consumers is key in shaping marketing strategies to resonate with their values.

Furthermore, the evolving landscape of the halal industry requires businesses to ascertain the
link between consumer behaviour and innovative branding and marketing approaches (Battour
et al., 2022). The adoption of creative strategies that align with the ethical and sustainable
consumption trend, while remaining respectful of religious and cultural sensitivities, can
reinforce the appeal of halal products across diverse consumer segments. Additionally, the
competitive environment in the halal market underscores the importance of differential
advantages and brand loyalty. Businesses must navigate through these challenges by creating
distinct marketing approaches that cater to the specific needs and preferences of Muslim
consumers while also addressing the acceptance of halal products in non-Muslim countries.
Moreover, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offer valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers.



In conclusion, the implications for business marketing strategies in the context of halal
products are vast and intricate. By understanding the multi-layered dynamics of consumer
attitudes, competitive landscapes, and the fundamental significance of Islamic principles,
businesses can tailor their marketing strategies to effectively navigate and succeed in the
diverse and burgeoning halal products market.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. This would involve creating
specific outlets or marketing channels that cater specifically to the needs of the religious target
segment, while also maintaining outlets that cater to non-target consumers. By doing so,
businesses can ensure that they are effectively reaching their desired audience and establishing
a strong brand presence in the halal market.

That is supported by various studies in the field of Islamic marketing found that religiosity and
attitude significantly influence consumers' intention to purchase halal cosmetic products
(Rahman et al., 2015). Similarly, Elseidi (2018) discovered that consumers' attitude towards
halal food products is the strongest predictor of confidence in the halalness of food products
carrying the halal logo. Moreover, Nurhayati and Hendar (2020) highlighted the increasing
market share of multinational companies from non-Muslim countries in the halal market,
emphasizing the importance of understanding consumer segments for halal products.
Furthermore, Islam (2020) emphasized the crucial criterion of halal product segmentation,
targeting both Muslim and conventional markets. This aligns with the study by Zainudin et al.
(2020), which emphasized the importance of emphasizing religious values in marketing halal
products to consumers. Additionally, Tieman (2020) highlighted the importance of robustness
in halal supply chains, which is essential for effective market segmentation and targeting. The
influence of the halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al.
(2020), indicating the significance of visual cues in marketing halal products. This supports the
notion that targeted market segmentation strategies should consider visual elements that
resonate with Muslim consumers. Moreover, the study by Shah et al. (2022) demonstrated that
delivering halal value to Muslim consumers affects their purchase intention, emphasizing the
need for targeted marketing strategies that communicate halal value effectively.

In conclusion, the research findings from various studies in Islamic marketing support the
notion that businesses should adopt targeted market segmentation strategies to effectively
promote halal products. Understanding the influence of religiosity, attitudes, and visual cues,
as well as emphasizing religious values in marketing, are crucial for successful market
segmentation and targeting in the halal industry.

The implication of robust marketing strategies in the context of halal products transcends mere
advertising and promotion. It encompasses a deeper understanding of the diverse factors that
influence consumer attitudes and behaviours within this niche market segment. Businesses
venturing into the halal industry are tasked with delving into the intricacies of marketing
strategies to effectively target both Muslim and non-Muslim consumers, recognizing the
multifaceted nature of halal products.

One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The adherence to Islamic principles governing halal products creates a
foundation of trust and reliability that significantly influences purchase decisions. Furthermore,
understanding the deeply rooted significance of these principles in the eyes of consumers is
key in shaping marketing strategies that resonate with their values. This goes beyond mere
product promotion; it entails aligning the marketing message with the ethical and religious
sensitivities of the target audience.

Moreover, the evolving landscape of the halal industry calls for businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches. The
adoption of creative strategies must align with the ethical and sustainable consumption trend
while remaining respectful of religious and cultural sensitivities. This involves reinforcing the
appeal of halal products across diverse consumer segments by infusing the marketing strategy



with elements that resonate with the values and beliefs of the target audience. The competitive
environment in the halal market underscores the importance of differential advantages and
brand loyalty. Businesses must navigate these challenges by creating distinct marketing
approaches that cater to the specific needs and preferences of Muslim consumers whilst also
addressing the acceptance of halal products in non-Muslim countries. A nuanced marketing
strategy that reflects an understanding of the cultural, religious, and lifestyle differences is
essential in garnering consumer trust and loyalty.

Furthermore, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offers valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers. In conclusion, the implications for business marketing strategies in the context of
halal products are vast and intricate. By understanding the multi-layered dynamics of
consumer attitudes, competitive landscapes, and the fundamental significance of Islamic
principles, businesses can tailor their marketing strategies to effectively navigate and succeed
in the diverse and burgeoning halal products market.

The research findings suggest that businesses should consider adopting a targeted
market segmentation strategy to effectively promote halal products

This would involve creating specific outlets or marketing channels that cater specifically to the
needs of the religious target segment, while also maintaining outlets that cater to non-target
consumers. By doing so, businesses can ensure that they are effectively reaching their desired
audience and establishing a strong brand presence in the halal market. The influence of the
halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al. (2020) indicating
the significance of visual cues in marketing halal products. This supports the notion that
targeted market segmentation strategies should consider visual elements that resonate with
Muslim consumers. Moreover, the study by Shah et al. (2022) demonstrated that delivering
halal value to Muslim consumers affects their purchase intention, emphasizing the need for
targeted marketing strategies that communicate halal value effectively.

In addition, understanding the influence of religiosity, attitudes, and visual cues and
emphasizing religious values in marketing are crucial for successful market segmentation and
targeting in the halal industry. Therefore, for businesses to succeed in marketing halal products,
a more holistic and nuanced approach is crucial, bridging the gap between consumer needs,
cultural sensitivities, and effective marketing strategies. To effectively cater to the diverse
consumer base and uphold the ethical and religious sensitivities associated with halal products,
businesses should consider adopting a more holistic approach to their marketing strategies.
This would involve integrating elements of religiosity into their marketing activities in order to
influence the conscious consumer, while also creating differentiation in their product offerings.
Numerous studies have emphasized the importance of understanding the religious values and
sensitivities of the target market segment, particularly in the context of halal products. The
concept of holistic branding, as proposed by researchers, identifies attributes that reflect the
brand’s worldview and contribute to holistic branding, such as spiritual ethos and belief
systems, sustainable and eco-ethical philosophy, and wholesomeness and inclusiveness. This
highlights the need for businesses to engage in a comprehensive approach to branding of faith-
based products, including halal products.

The growing significance of halal certification on consumer behaviour cannot be overlooked.
Businesses must recognize that the adherence to Islamic principles governing halal products
establishes a foundation of trust and reliability that significantly influences purchase decisions.
Moreover, the adoption of creative and innovative strategies that align with ethical and
sustainable consumption trends while respecting religious and cultural sensitivities can further
enhance the appeal of halal products across diverse consumer segments. Given the competitive
environment in the halal market, businesses must also focus on creating differential advantages
and fostering brand loyalty. This involves understanding the specific needs and preferences of



Muslim consumers, as well as addressing the acceptance of halal products in non-Muslim
countries. The ability to navigate these challenges and create distinct marketing approaches
that cater to diverse consumer segments is essential in garnering consumer trust and loyalty.

In conclusion, the research findings and insights from various sources strongly advocate for a
more nuanced and holistic approach to marketing halal products. Businesses should consider
integrating religious values, adopting creative strategies that resonate with consumer
sentiments, and creating differential advantages to effectively promote and differentiate their
halal products in the market.

These approaches include the use of the halal logo, targeted advertisement strategies, and
positioning halal products in separate areas labelled as halal

Additionally, businesses should ensure that halal certification is regulated by authorities well-
versed in Islamic teachings and principles to prevent fraud and maintain consumer trust.
Furthermore, businesses should be aware of the importance of accurate labelling and clear
distinction between halal and non-halal products for Muslim consumers.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products (Akroush, 2010; Kasdi et al., 2018
Wilkins et al., 2019). This is supported by various studies in the field of Islamic marketing
found that religiosity and attitude significantly influence consumers' intention to purchase halal
cosmetic products. Similarly, Elseidi (2018) discovered that consumers' attitude towards halal
food products is the strongest predictor of high confidence in the halalness of food products
carrying the halal logo. Moreover, Nurhayati and Hendar (2020) highlighted the increasing
market share of multinational companies from non-Muslim countries in the halal, cosmetic,
and medicinal foods market, emphasizing the need for targeted market segmentation strategies.
Islam (2020) emphasized the importance of segmenting the halal product market into food
lifestyle and service categories to effectively target both Muslim and conventional markets. Al-
Kwifi et al. (2020) also stressed the significance of the halal logo in influencing Muslim
consumers' attitudes, indicating the need for targeted marketing strategies based on visual cues.
Additionally, focused on consumers' attitudes towards halal food, highlighting the importance
of understanding consumer behaviour for effective market segmentation strategies (Suki and
Salleh, 2018).

Furthermore, Shah et al. (2022) demonstrated the mediating role of halal perceived value and
trust on purchase intention, indicating the need for targeted marketing strategies to enhance
perceived value and trust among Muslim consumers. Khan et al. (2020) also identified
enablers of halal food purchase among Muslim consumers, emphasizing the importance of
understanding consumer behaviour for targeted marketing strategies. Additionally, Hassan et
al. (2022) highlighted the exploitation of Muslim desires and expectations by businesses,
indicating the need for a comprehensive understanding of the halal market segment for
effective marketing strategies.

It is evident that a more comprehensive understanding of the intricate relationship between
religiosity, consumer behaviour, and the halal market is essential for businesses to effectively
target and cater to Muslim consumers. The nuances of halal consumption, including the
influence of religious knowledge, commitment, and certification, play a pivotal role in shaping
purchase behaviour and consumer trust. To delve deeper into the dynamics of consumer
behaviour within the halal cosmetics market, we can explore the interplay of religious
knowledge and commitment with the actual purchase behaviour and repurchase intentions of
Muslim consumers. Understanding the specific religious orientations of individuals and their
impact on purchase decisions is also an area that merits further investigation. Additionally,
delving into the visual cues and advertising platforms that resonate with Muslim consumers
can provide valuable insights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchase intentions in different
cultural contexts and regions is crucial for a comprehensive understanding of the halal market.
This necessitates a cross-cultural analysis to discern the varying influences of religiosity on



consumer behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries
with significant Muslim consumer segments. In addition to the highlighted studies, exploring
the mediating role of halal perceived value and trust, as well as the enablers of halal food
purchase among Muslim consumers, will provide deeper insights into the mechanisms that
drive consumer behaviour in the halal market. This will enable businesses to tailor their
marketing strategies to effectively communicate halal value and foster trust among Muslim
consumers, thereby facilitating greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments.

This deep understanding and targeted approach will be key in enhancing the appeal of halal
products across diverse consumer segments and fostering brand loyalty in the competitive
halal market. Businesses must be mindful of the specific needs and preferences of Muslim
consumers, as well as the acceptance of halal products in non-Muslim countries, in order to
navigate these challenges and create distinct marketing approaches.

In line with the research findings and insights from various sources, the incorporation of
religious values, creative strategies that resonate with consumer sentiments, and the creation of
differential advantages are emphasized to promote and differentiate halal products in the
market. It is essential for businesses to integrate the halal logo, implement targeted
advertisement strategies, and position halal products in separate areas labelled as halal.
Additionally, halal certification regulation by authorities well-versed in Islamic teachings and
principles, as well as accurate labelling and clear distinction between halal and non-halal
products, are crucial for maintaining consumer trust and loyalty.

The research findings also emphasize the adoption of a targeted market segmentation strategy
to effectively promote halal products. This entails the segmentation of the halal product market
into food lifestyle and service categories to effectively target both Muslim and conventional
markets, as highlighted by Islam (2020). Additionally, visual cues and advertising platforms
that resonate with Muslim consumers can provide valuable insights for developing targeted
marketing strategies, as stressed by Al-Kwifi et al., (2020). Moreover, a comprehensive
understanding of the intricate relationship between religiosity, consumer behaviour, and the
halal market is crucial for businesses to effectively target and cater to Muslim consumers.

To delve deeper into the dynamics of consumer behaviour within the halal cosmetics market,
further exploration of the interplay of religious knowledge and commitment with actual
purchase behaviour and repurchase intentions of Muslim consumers is necessary.
Understanding the specific religious orientations of individuals and their impact on purchase
decisions is an area that merits further investigation. Additionally, cross-cultural analysis is
essential to discern the varying influences of religiosity on consumer behaviour in diverse
Muslim-majority countries and non-Muslim countries with significant Muslim consumer
segments.

Expanding the research to explore the mediating role of halal perceived value and trust, as well
as the enablers of halal food purchase among Muslim consumers, will provide deeper insights
into the mechanisms that drive consumer behaviour in the halal market. This deeper
understanding will enable businesses to tailor their marketing strategies effectively to
communicate halal value and foster trust among Muslim consumers, thereby facilitating
greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This nuanced and holistic



approach will be fundamental in enhancing the appeal of halal products and fostering brand
loyalty across diverse consumer segments. In today's rapidly changing world, the significance
of accurate weather forecasts cannot be overstated.

CONCLUSION

The global halal product market presents a dynamic and intricate landscape that necessitates a
sophisticated marketing approach beyond conventional strategies. Successful engagement
requires a delicate integration of religious principles, consumer insights, and sustainable
consumption frameworks. Modern businesses must craft marketing strategies that demonstrate
cultural sensitivity, authentically communicate product values, and establish meaningful
connections across diverse societal contexts.

Contemporary research highlights a substantive knowledge gap in comprehending marketing
methodologies across varied cultural domains. This limitation underscores the imperative for a
more holistic framework that harmonizes religious compliance with expansive consumer value
propositions. The continually evolving halal marketplace challenges organizations to develop
flexible marketing approaches capable of navigating the complex intersections between
religious identity, ethical consumption patterns, and nuanced consumer expectations.

Based on the extensive research and insights gleaned from various sources, it is evident that
the integration of religious values, creative strategies that resonate with consumer sentiments,
and the creation of differential advantages are crucial for promoting and differentiating halal
products in the market. Additionally, a robust and effective marketing strategy for halal
products should include the integration of the halal logo, targeted advertising strategies, and
the clear labelling and positioning of halal products in dedicated areas.

Moreover, the adoption of a targeted market segmentation strategy is essential to effectively
promote halal products across diverse consumer segments. This involves segmenting the halal
product market into food lifestyle and service categories to target both Muslim and
conventional markets, as highlighted by previous research. Furthermore, visual cues and
advertising platforms that tap into the sentiments of Muslim consumers can provide critical
insights for developing targeted marketing strategies that resonate with the target audience.
Expanding the scope of research to further explore the interplay of religious knowledge and
commitment with actual purchase behaviour and repurchase intentions of Muslim consumers is
imperative. Understanding individual religious orientations and their impact on purchase
decisions is a critical area that warrants additional investigation. Additionally, undertaking
cross-cultural analyses will provide valuable insights into the varying influences of religiosity
on consumer behaviour in different cultural contexts.

Furthermore, delving into the mediating role of halal perceived value and trust, as well as the
enablers of halal food purchase among Muslim consumers, will provide deeper insights into
the mechanisms that drive consumer behaviour in the halal market. This deeper understanding
will enable businesses to tailor their marketing strategies effectively to communicate halal
value and foster trust among Muslim consumers, ultimately leading to greater market
penetration and brand loyalty.

In conclusion, a comprehensive and nuanced understanding of the intricate relationship
between religiosity, consumer behaviour, and the halal market is indispensable for businesses
seeking to establish a strong presence in this market. By leveraging a deep understanding of
religious values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This holistic approach will be
instrumental in enhancing the appeal of halal products and fostering brand loyalty across
diverse consumer segments.

The limitation of this research are one limitation of this research is the reliance on literature
survey and conceptual analysis, which may lack empirical evidence (Hosain, 2021). To
address this limitation, future research could incorporate empirical studies, such as surveys or
experiments, to gather quantitative data and test the proposed relationships between religiosity
and consumer behaviour in the halal market. Another limitation is the focus on Muslim



consumers and the halal market, which may limit the generalizability of the findings to other
religious or cultural contexts.
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Abstract. Halal, meaning "lawful and permitted," is deeply rooted in Islamic philosophy and
teachings. Halal marketing refers to the strategies and approaches used to promote and sell
products that comply with halal standards. This systematic review aims to examine the various
marketing approaches utilized in promoting halal products. Some critics argue that the
emphasis on halal products can lead to exclusion and division within societies, as it may
prioritize catering to a specific religious group over others. They contend that promoting halal
products exclusively may create a sense of segregation and hinder social integration. Utilizing
the PRISMA method and analyzing publication from Scopus database. The study investigates
diverse marketing technique used in promoting halal products. Several countries were included
in this review, including Indonesia, Malaysia, Turkey, Arab Saudi, and the United Arab
Emirates. The result of this review will provide insights into the marketing approaches that
have been successful in promoting halal products and highlight any potential implications of
these strategies on social integration. The finding suggest that halal marketing approaches
vary across different countries, with a focus on building trust, emphasizing authenticity, and
utilizing digital platforms. Based on the findings of this systematic review, it can be concluded
that there are diverse marketing approaches used in promoting halal products. The study
recommends future research explore of the impact of halal marketing on social integration and
the potential for inclusive marketing strategies that can cater to a diverse consumer.
Key words: Halal marketing, halal products, inclusivity, social integration, systematic
literature review.
Abstrak. Halal berarti “sah menurut hukum dan diperbolehkan,” berakar kuat dalam filsafat
dan ajaran Islam. Pemasaran halal mengacu pada strategi dan pendekatan yang digunakan
untuk mempromosikan dan menjual produk yang memenuhi standar halal. Tinjauan sistematis
ini bertujuan untuk mengkaji berbagai pendekatan pemasaran yang digunakan dalam
mempromosikan produk halal. Beberapa kritikus berpendapat bahwa penekanan pada produk
halal dapat menyebabkan pengucilan dan perpecahan dalam masyarakat, karena masyarakat
mungkin memprioritaskan pelayanan pada kelompok agama tertentu dibandingkan kelompok
agama lain. Mereka berpendapat bahwa mempromosikan produk halal secara eksklusif dapat
menimbulkan rasa segregasi dan menghambat integrasi sosial. Penelitian ini menggunakan
metode PRISMA dan menganalisis publikasi dari database Scopus. Penelitian ini menyelidiki
beragam teknik pemasaran yang digunakan dalam mempromosikan produk halal. Beberapa
negara yang masuk dalam tinjauan ini antara lain Indonesia, Malaysia, Turki, Arab Saudi,
dan Uni Emirat Arab. Hasil dari tinjauan ini akan memberikan wawasan mengenai
pendekatan pemasaran yang telah berhasil mempromosikan produk halal dan menyoroti
potensi implikasi strategi ini terhadap integrasi sosial. Temuan ini menunjukkan bahwa
pendekatan pemasaran halal berbeda-beda di berbagai negara, dengan fokus pada
membangun kepercayaan, menekankan keaslian, dan memanfaatkan platform digital.
Berdasarkan temuan tinjauan sistematis ini, dapat disimpulkan bahwa terdapat beragam
pendekatan pemasaran yang digunakan dalam mempromosikan produk halal. Rekomendasi
untuk penelitian di masa mendatang mencakup eksplorasi lebih lanjut mengenai dampak
pemasaran halal terhadap integrasi sosial dan potensi strategi pemasaran inklusif yang dapat
melayani konsumen yang beragam.
Kata Kunci: Inklusivitas, integritas, pemasaran halal, pendekatan pemasaran, tinjauan
literatur sistematik.
INTRODUCTION
The contemporary halal product marketplace represents a multifaceted ecosystem of marketing
methodologies that intertwine religious doctrine, sustainable consumption and consumer
psychology paradigms. Notwithstanding the expanding global prominence of halal products, a
significant knowledge deficit persists regarding the nuanced marketing strategies deployed
across diverse cultural. Halal marketing is a strategic approach utilized by businesses to cater
to the growing demand for halal products among Muslim consumers (Koc et al., 2025; Shah et



al., 2022; Rahman et al., 2020; Hamizar et al., 2023). This approach involves understanding
and adhering to the principles of Islamic law in product development, production, labelling,
and marketing (Abbas et al., 2022; Al-Kwifi et al., 2020; Sani et al., 2023). By doing so,
businesses aim to attract and retain Muslim consumers who prioritize consuming products that
are permissible and in accordance with their religious beliefs (Ali et al., 2018; Butt et al., 2017;
Shah et al., 2022).

Halal marketing is a strategic approach used by businesses to meet the increasing demand for
halal products among Muslim consumers (Ismail et al., 2020). This approach involves
adhering to Islamic law in product development, production, labelling, and marketing to attract
and retain Muslim consumers. The growing demand for halal items is evident global (Awan et
al., 2015). With the increasing Muslim population, global halal brands are emerging in unique
markets, presenting significant growth potential (Nurhayati and Hendar, 2020). The halal
industry's rapid growth in Muslim and non-Muslim countries has opened new markets for
various products, including cosmetics (Al-Banna and Jannah, 2023).

The demand for halal products is increasing not only in predominantly Muslim countries but
also in non-Muslim nations such as France (Firdaus et al., 2022). Understanding the
importance of emphasizing religious values in marketing halal products is crucial for
marketers and researchers (Zainudin et al., 2020). Additionally, the exploding demand for
halal certifications globally underscores the significance of halal products in the market
(Farhat et al., 2019). This demonstrates the critical need for a deeper understanding of the
consumption behaviour of Muslim consumers in the rapidly growing halal markets (Al-Kwifi
et al., 2020).

Understanding the concept of halal products and the concept of "halal" is crucial in
implementing effective marketing approaches for halal products (Battour et al., 2018; Elseidj,
2018; Haleem et al., 2020; Masudin et al., 2018). Halal refers to anything that is permissible or
lawful according to Islamic teachings (Krisjanous et al., 2022; Masudin et al., 2018).

There is the potential concern of cost associated with halal certification and production, which
may lead to higher prices for halal products (Fuseini et al., 2020; Khan et al., 2020; Suki and
Salleh, 2016). Non-Muslim consumers who are not specifically seeking halal products may be
deterred by the higher price point, especially if the perceived quality or benefit of the halal
certification is not significant to them (Haque et al., 2015; Wilkins et al., 2019). This could
result in a limited market for halal products and pose a challenge for businesses in terms of
expanding their consumer base.

Furthermore, the emphasis on religious and cultural sensitivities in marketing halal products
may inadvertently reinforce stereotypes and assumptions about Muslim consumers, potentially
contributing to further division instead of inclusivity (Hassan et al., 2022; Waqas et al., 2023).
Non-Muslim consumers may perceive the marketing of halal products as exclusive to a
particular religious group, potentially leading to misconceptions and misunderstandings.

In conclusion, while it is essential to recognize and respect the religious and cultural values of
Muslim consumers, businesses should also consider the potential impact of their marketing
strategies on non-Muslim consumers to ensure inclusivity and broader market appeal.
Balancing the needs of both Muslim and non-Muslim consumers in marketing strategies for
halal products is crucial for long-term success and market growth.

This research is important in understanding the various challenges and considerations involved
in marketing halal products (Hosain, 2021). It highlights the need for businesses to carefully
strategize their approach to appeal to both Muslim and non-Muslim consumers (Al-Kwifi et al.,
2020). By understanding the potential consequences and implications of marketing halal
products, businesses can develop effective strategies that promote inclusivity, diversity, and
market growth.

This research question is important as it addresses the complex nature of marketing halal
products in diverse market environments (Babaii and Taase, 2013). The research question
seeks to understand the various challenges and considerations businesses face when marketing



halal products, especially in appealing to both Muslim and non-Muslim consumers. By
examining the attitudes and perceptions of non-Muslim consumers towards halal products, the
study provides insights on how to effectively market halal products in non-Muslim.

The aim of this research is to analyze the research findings indicate that there are several
marketing approaches used in promoting halal products and analyze implications for business
marketing strategies. The findings suggest that business should consider adopting a targeted
market segmentation strategy to effectively promote halal products and also provide
approaches include the use of the halal logo, targeted advertisement strategies, and positioning
halal products in separate areas labelled as halal.

LITERATURE REVIEW

Understanding the concept of "halal" is essential for effective marketing of halal products.
Halal refers to anything permissible or lawful according to Islamic teachings (Al-Kwifi et al.,
2020; Battour et al., 2018; Haleem et al., 2020; Koc et al., 2025). Research has increasingly
focused on halal product perception and approval globally. The manifestations of halal
products significantly affect consumer knowledge about halal principles (Almossawi, 2014;
Hosain, 2021; Nurhayati and Hendar, 2020; Floren et at., 2020; Shahid et al., 2023). Factors
such as brand image, satisfaction, trust, and loyalty influence consumer purchase intention of
halal products. Trust, attitude toward the product, and halal awareness affect the intention to
purchase halal cosmetics (Al-Kwifi et al., 2020; Masudin et al., 2018; Shah et al., 2022;
Tieman, 2017).

The challenges and opportunities of adopting halal logistics contribute to the advancement of
knowledge in this area (Al-Kwifi et al., 2020; Hamizar et al., 2023; Zainudin et al., 2020).
Religiosity moderates the theory of planned behaviour and halal purchase intention. Educated
millennial Muslim females demonstrate a high concern for the halalness of cosmetics.
Embedding Islamic attributes in halal services correlates positively with customer satisfaction
(Awan et al., 2015). Various studies have delved into consumer behaviour on halal products
(Sani et al., 2023; Nurhayati and Hendar, 2019). The integrity of halal products is becoming an
increasing concern for governments and industries (Ali et al., 2018; Prince and Wahid, 2023).
In reviewing marketing approaches for halal products, it is important to consider the specific
needs and preferences of Muslim consumers (Al-Kwifi et al., 2020; Suki and Salleh, 2018).
This can be done through segmentation, targeting, and positioning strategies that recognize the
diversity within the Muslim consumer market (Elseidi, 2018; Koc et al., 2025; Tieman, 2017).
The marketing approaches for halal products should also consider the religious and cultural
sensitivities surrounding these products.

In examining marketing strategies for halal products, it is essential to consider the diverse
needs and preferences of Muslim consumers. Segmentation, targeting, and positioning
strategies should acknowledge the variety within the Muslim consumer market, taking into
account religious and cultural sensitivities surrounding these products (Islam, 2020). Factors
such as religiosity, knowledge of halal products, and confidence in halal certification
significantly influence purchase intention (Elseidi, 2018; Khan et al., 2020; Nurhayati and
Hendar, 2019). Additionally, understanding the attitudes and perceptions of non-Muslim
consumers towards halal products is crucial for effective marketing strategies (Haque et al.,
2015; Wilkins et al., 2019). It is also important to consider the impact of advertising and
branding on Muslim consumers' attitudes and purchase intentions (Al-Kwifi et al., 2020;
Wagas et al.,, 2023). Overall, a comprehensive understanding of consumer behaviour,
religiosity, and cultural influences is essential for the successful marketing of halal products.
Challenges in promoting halal products include addressing misconceptions and stereotypes
about halal products, ensuring proper certification and labelling, reaching a wider non-Muslim
audience, and competing in non-Muslim dominated markets (Nugraha et al., 2023; Zailani et
al., 2017). To overcome these challenges, businesses can employ several marketing approaches
that focus on promoting the quality, safety, and ethical aspects of halal products.



To address challenges in promoting halal products, businesses can employ marketing
approaches focusing on quality, safety, and ethical aspects. Overcoming misconceptions and
stereotypes requires emphasizing the quality and safety of halal products (Battour et al., 2018;
Rahman et al., 2015; Wilkins et al., 2019). Proper certification and labelling can be ensured by
understanding consumer attitudes and intentions towards halal products (Fuseini et al., 2020;
Shah et al., 2022; Zailani et al., 2017). Reaching a wider non-Muslim audience and competing
in non-Muslim dominated markets necessitates understanding non-Muslim consumers'
perceptions and acceptance of halal products (Hassan and Sengupta, 2019; Haque et al., 2015;
Lim et al., 2020). Additionally, businesses can leverage the influence of the halal logo on
Muslim consumers' attitudes and use it to promote halal products effectively (Al-Kwifi et al.,
2020).

An opposing argument to the promotion of halal products is the potential exclusion and
alienation of non-Muslim consumers. While it is important to cater to the needs and
preferences of Muslim consumers, exclusively focusing on halal products may lead to the
neglect of non-Muslim consumers (Nurudin et al., 2023; Sobari et al., 2022). In markets where
the Muslim population is not the majority, businesses may face challenges in appealing to a
broader demographic if their marketing strategies are primarily centre around halal products
(Butt et al., 2017; Hassan et al., 2022; Kasdi et al., 2018).

METHOD

This research used PRISMA systematic literature review as the methodology to gather and
analyze relevant studies on marketing approaches in promoting halal products. The systematic
literature review method allows for a comprehensive analysis of existing research in order to
identify common themes, trends, and gaps in knowledge regarding marketing approaches for
halal products (Babaii and Taase, 2013; Haleem et al., 2020). The main purpose of this
systematic review is to identify and analyze various marketing approaches used in promoting
halal products. The data was collected from Scopus database. To find the document use
keyword: "Marketing", "Halal", "Product”", "Products", and find 222 documents that were
relevant to the research topic and objectives.

After choose document from year 2013 until 2023 and find 201 documents that met the
inclusion criteria, a detailed analysis of these articles are conducted. After filter in subject area
is “Social Science”, “Art & Humanities”, dan “Business, Management and Accounting and
find that 156 documents. The documents were then categorized based on only article and meet
126 articles. After filter only English language articles, 124 articles were included in the
analysis. After screening the documents based on abstract and read full article, a total of 88
articles were selected for further analysis.

Several countries including Malaysia, Indonesia, Turkey, United Arab Emirates, Saudi Arabia,
are pioneers in the halal industry and have established strong halal certification and regulatory
systems. The marketing approaches used in promoting halal products vary among countries,
but some common strategies include the use of the halal logo, targeted advertisement strategies
such as social media marketing and influencer collaborations, and positioning halal products in
separate areas labelled as halal within stores.

RESULTS AND DISCUSSION

The research findings indicate that there are several marketing approaches used in promoting
halal products. The use of the halal logo is one of the key marketing approaches in promoting
halal products. This logo serves as a symbol of assurance for consumers that the product is
halal and meets Islamic dietary requirements. The growing trend of ethical and sustainable
consumption among Muslim consumers has led to an increasing association of halal products
with environmentally friendly and ethical production practices. This trend presents an
opportunity for businesses to align their marketing approaches with these values. Research
indicates that understanding religiosity, increasing product knowledge, and leveraging
effective marketing campaigns are crucial for promoting halal products (Ahmadova and Aliyev,
2021; Al-Kwifi et al., 2020; Nurhayati and Hendar, 2020).



Additionally, businesses should consider the push, pull, and mooring effects, as well as the
determinants of repurchase intention and purchase behaviour among Muslim consumers.
Furthermore, ensuring proper certification, logistics, and corporate reputation, as well as
addressing consumer attitudes and perceptions, are essential for successful marketing of halal
products. Moreover, halal-certified products symbolize quality, hygiene, safety, sustainability,
and wholesomeness, aligning with the ethical and sustainable consumption trend (Suki and
Salleh, 2018).

The findings from the systematic review highlight the diverse marketing approaches used in
promoting halal products. One of the notable strategies identified is the use of the halal logo,
which serves as a symbol of assurance for consumers that the product is halal and meets
Islamic dietary requirements. Moreover, there is a growing trend of ethical and sustainable
consumption among Muslim consumers, leading to an increasing association of halal products
with environmentally friendly and ethical production practices. This trend presents an
opportunity for businesses to align their marketing approaches with these values, indicating
that understanding religiosity, increasing product knowledge, and leveraging effective
marketing campaigns are crucial for promoting halal products.

The research emphasizes the importance of considering push, pull, and mooring effects, as
well as the determinants of repurchase intention and purchase behaviour among Muslim
consumers. Furthermore, ensuring proper certification, logistics, and corporate reputation, as
well as addressing consumer attitudes and perceptions, are essential for the successful
marketing of halal products. Additionally, the study reinforces that halal-certified products
symbolize quality, hygiene, safety, sustainability, and wholesomeness, aligning with the
ethical and sustainable consumption trend. These insights suggest that businesses should tailor
their marketing strategies to effectively communicate these values to both Muslim and non-
Muslim consumers.

Taking into account the geographical context, it is essential to recognize that several countries,
such as Malaysia, Indonesia, Turkey, the United Arab Emirates, and Saudi Arabia, have
established strong halal certification and regulatory systems. While the marketing approaches
used in promoting halal products may vary among these countries, some common strategies
include the use of the halal logo, targeted advertisement strategies such as social media
marketing and influencer collaborations, and positioning halal products in separate areas
labelled as halal within stores. In light of this, it is evident that understanding the implications
of these marketing approaches and their alignment with the values of both Muslim and non-
Muslim consumers is crucial for businesses seeking to navigate the diverse landscape of the
halal products market. The findings underscore the need for businesses to develop inclusive
and respectful marketing strategies to appeal to a broader consumer base while recognizing the
religious and cultural sensitivities associated with halal products.

The findings of this systematic review support the use of the halal logo as an effective
marketing strategy to target Muslim consumers and promote a wide range of halal products.
These findings also highlight the importance of transparency and clear labelling in promoting
halal products, as consumers place a significant emphasis on halal certification and assurance.
Implications for Business Marketing Strategies

The findings of this systematic review have important implications for businesses seeking to
market halal products. Firstly, businesses should prioritize obtaining halal certification from
recognized authorities or agencies that adhere to Islamic teachings and principles. Secondly,
businesses should invest in targeted advertisement strategies that effectively communicate the
halal nature of their products, such as social media marketing and influencer collaborations
with individuals who have a strong presence in the Muslim community. Additionally,
businesses should consider positioning halal products in separate areas within their stores,
clearly labelled as halal, to enhance consumer trust and facilitate easier access. Furthermore,
businesses should be aware of the specific needs and preferences of Muslim consumers when
designing their marketing strategies.



To understand the implications for business marketing strategies in the context of halal
products, it is essential to consider the determinants of attitudes towards halal products among
Islamic consumers (Muhamad et al., 2017). The increasing competition in the market makes it
challenging for businesses to create a differential advantage to attract new customers
(Hanafiah and Hamdan, 2020; Najmi et al., 2023). Additionally, it is well known that target
and non-target consumers often react differently to specific marketing strategies (Tieman and
Ghazali, 2013; Najmi et al., 2023). Brand loyalty has become a focal point in the marketing
field, serving as the basis for longitudinal relationships and predicting business success (Ali et
al., 2018; Zainudin et al., 2020).

Moreover, businesses have greatly benefited from adhering to Islamic principles to attract
more Muslim consumers, extending from food to financial markets (Farhat et al., 2019). The
acceptance of halal food in non-Muslim countries is a significant factor to consider in the
formulation of marketing strategies (Butt et al., 2017; Wilkins et al., 2019). The influence of
the halal logo on Muslim consumers' attitudes has been studied, indicating the importance of
visual cues in marketing halal products (Al-Kwifi et al., 2020). The perceived values of halal
products are governed by the trust directly sourced from religion, highlighting the significance
of trust in marketing strategies for halal products (Hassan and Sengupta, 2019).

Furthermore, robustness is crucial for the competitiveness of halal supply chains and corporate
reputation, emphasizing the need for robust marketing strategies in the halal industry (Tieman,
2020). The issue of halal images is important for innovative business thinking and relevant
marketing approaches, suggesting the need for creative marketing strategies in the halal
industry (Suki and Salleh, 2018). The practice of halal branding as a marketing strategy, both
inside and outside the Islamic community, is gaining significant impetus, indicating the
importance of branding in marketing halal products (Hosain, 2021). Additionally, the
marketing of credence goods must provide a guarantee to deliver a firm message about the
specific features of the product, emphasizing the need for clear and transparent marketing
communication in the halal industry (Bhutto et al., 2023; Ishak et al., 2023).

The multifaceted nature of the halal products market necessitates a deeper understanding of the
various factors that influence consumer attitudes and behaviour. Businesses venturing into this
market need to delve into the intricacies of marketing strategies to effectively target both
Muslim and non-Muslim consumers (Haque et al., 2015; Lim et al., 2022; Wilkins et al., 2019).
One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The Islamic principles governing halal products create a foundation of
trust and reliability that significantly influences purchase decisions (Bukhari et al., 2019; Islam,
2022). Understanding the deeply rooted significance of these principles in the eyes of
consumers is key in shaping marketing strategies to resonate with their values.

Furthermore, the evolving landscape of the halal industry requires businesses to ascertain the
link between consumer behaviour and innovative branding and marketing approaches (Battour
et al., 2022). The adoption of creative strategies that align with the ethical and sustainable
consumption trend, while remaining respectful of religious and cultural sensitivities, can
reinforce the appeal of halal products across diverse consumer segments. Additionally, the
competitive environment in the halal market underscores the importance of differential
advantages and brand loyalty. Businesses must navigate through these challenges by creating
distinct marketing approaches that cater to the specific needs and preferences of Muslim
consumers while also addressing the acceptance of halal products in non-Muslim countries.
Moreover, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offer valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers.

In conclusion, the implications for business marketing strategies in the context of halal
products are vast and intricate. By understanding the multi-layered dynamics of consumer



attitudes, competitive landscapes, and the fundamental significance of Islamic principles,
businesses can tailor their marketing strategies to effectively navigate and succeed in the
diverse and burgeoning halal products market.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. This would involve creating
specific outlets or marketing channels that cater specifically to the needs of the religious target
segment, while also maintaining outlets that cater to non-target consumers. By doing so,
businesses can ensure that they are effectively reaching their desired audience and establishing
a strong brand presence in the halal market.

That is supported by various studies in the field of Islamic marketing found that religiosity and
attitude significantly influence consumers' intention to purchase halal cosmetic products
(Rahman et al., 2015). Similarly, Elseidi (2018) discovered that consumers' attitude towards
halal food products is the strongest predictor of confidence in the halalness of food products
carrying the halal logo. Moreover, Nurhayati and Hendar (2020) highlighted the increasing
market share of multinational companies from non-Muslim countries in the halal market,
emphasizing the importance of understanding consumer segments for halal products.
Furthermore, Islam (2020) emphasized the crucial criterion of halal product segmentation,
targeting both Muslim and conventional markets. This aligns with the study by Zainudin et al.
(2020), which emphasized the importance of emphasizing religious values in marketing halal
products to consumers. Additionally, Tieman (2020) highlighted the importance of robustness
in halal supply chains, which is essential for effective market segmentation and targeting. The
influence of the halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al.
(2020), indicating the significance of visual cues in marketing halal products. This supports the
notion that targeted market segmentation strategies should consider visual elements that
resonate with Muslim consumers. Moreover, the study by Shah et al. (2022) demonstrated that
delivering halal value to Muslim consumers affects their purchase intention, emphasizing the
need for targeted marketing strategies that communicate halal value effectively.

In conclusion, the research findings from various studies in Islamic marketing support the
notion that businesses should adopt targeted market segmentation strategies to effectively
promote halal products. Understanding the influence of religiosity, attitudes, and visual cues,
as well as emphasizing religious values in marketing, are crucial for successful market
segmentation and targeting in the halal industry.

The implication of robust marketing strategies in the context of halal products transcends mere
advertising and promotion. It encompasses a deeper understanding of the diverse factors that
influence consumer attitudes and behaviours within this niche market segment. Businesses
venturing into the halal industry are tasked with delving into the intricacies of marketing
strategies to effectively target both Muslim and non-Muslim consumers, recognizing the
multifaceted nature of halal products.

One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The adherence to Islamic principles governing halal products creates a
foundation of trust and reliability that significantly influences purchase decisions. Furthermore,
understanding the deeply rooted significance of these principles in the eyes of consumers is
key in shaping marketing strategies that resonate with their values. This goes beyond mere
product promotion; it entails aligning the marketing message with the ethical and religious
sensitivities of the target audience.

Moreover, the evolving landscape of the halal industry calls for businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches. The
adoption of creative strategies must align with the ethical and sustainable consumption trend
while remaining respectful of religious and cultural sensitivities. This involves reinforcing the
appeal of halal products across diverse consumer segments by infusing the marketing strategy
with elements that resonate with the values and beliefs of the target audience. The competitive
environment in the halal market underscores the importance of differential advantages and



brand loyalty. Businesses must navigate these challenges by creating distinct marketing
approaches that cater to the specific needs and preferences of Muslim consumers whilst also
addressing the acceptance of halal products in non-Muslim countries. A nuanced marketing
strategy that reflects an understanding of the cultural, religious, and lifestyle differences is
essential in garnering consumer trust and loyalty.

Furthermore, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offers valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers. In conclusion, the implications for business marketing strategies in the context of
halal products are vast and intricate. By understanding the multi-layered dynamics of
consumer attitudes, competitive landscapes, and the fundamental significance of Islamic
principles, businesses can tailor their marketing strategies to effectively navigate and succeed
in the diverse and burgeoning halal products market. The research findings suggest that
businesses should consider adopting a targeted market segmentation strategy to effectively
promote halal products.

This would involve creating specific outlets or marketing channels that cater specifically to the
needs of the religious target segment, while also maintaining outlets that cater to non-target
consumers. By doing so, businesses can ensure that they are effectively reaching their desired
audience and establishing a strong brand presence in the halal market. The influence of the
halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al. (2020) indicating
the significance of visual cues in marketing halal products. This supports the notion that
targeted market segmentation strategies should consider visual elements that resonate with
Muslim consumers. Moreover, the study by Shah et al. (2022) demonstrated that delivering
halal value to Muslim consumers affects their purchase intention, emphasizing the need for
targeted marketing strategies that communicate halal value effectively.

In addition, understanding the influence of religiosity, attitudes, and visual cues and
emphasizing religious values in marketing are crucial for successful market segmentation and
targeting in the halal industry. Therefore, for businesses to succeed in marketing halal products,
a more holistic and nuanced approach is crucial, bridging the gap between consumer needs,
cultural sensitivities, and effective marketing strategies. To effectively cater to the diverse
consumer base and uphold the ethical and religious sensitivities associated with halal products,
businesses should consider adopting a more holistic approach to their marketing strategies.
This would involve integrating elements of religiosity into their marketing activities in order to
influence the conscious consumer, while also creating differentiation in their product offerings.
Numerous studies have emphasized the importance of understanding the religious values and
sensitivities of the target market segment, particularly in the context of halal products. The
concept of holistic branding, as proposed by researchers, identifies attributes that reflect the
brand’s worldview and contribute to holistic branding, such as spiritual ethos and belief
systems, sustainable and eco-ethical philosophy, and wholesomeness and inclusiveness. This
highlights the need for businesses to engage in a comprehensive approach to branding of faith-
based products, including halal products.

The growing significance of halal certification on consumer behaviour cannot be overlooked.
Businesses must recognize that the adherence to Islamic principles governing halal products
establishes a foundation of trust and reliability that significantly influences purchase decisions.
Moreover, the adoption of creative and innovative strategies that align with ethical and
sustainable consumption trends while respecting religious and cultural sensitivities can further
enhance the appeal of halal products across diverse consumer segments. Given the competitive
environment in the halal market, businesses must also focus on creating differential advantages
and fostering brand loyalty. This involves understanding the specific needs and preferences of
Muslim consumers, as well as addressing the acceptance of halal products in non-Muslim



countries. The ability to navigate these challenges and create distinct marketing approaches
that cater to diverse consumer segments is essential in garnering consumer trust and loyalty.

In conclusion, the research findings and insights from various sources strongly advocate for a
more nuanced and holistic approach to marketing halal products. Businesses should consider
integrating religious values, adopting creative strategies that resonate with consumer
sentiments, and creating differential advantages to effectively promote and differentiate their
halal products in the market. These approaches include the use of the halal logo, targeted
advertisement strategies, and positioning halal products in separate areas labelled as halal.
Additionally, businesses should ensure that halal certification is regulated by authorities well-
versed in Islamic teachings and principles to prevent fraud and maintain consumer trust.
Furthermore, businesses should be aware of the importance of accurate labelling and clear
distinction between halal and non-halal products for Muslim consumers.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products (Akroush, 2010; Kasdi et al., 2018
Wilkins et al., 2019). This is supported by various studies in the field of Islamic marketing
found that religiosity and attitude significantly influence consumers' intention to purchase halal
cosmetic products. Similarly, Elseidi (2018) discovered that consumers' attitude towards halal
food products is the strongest predictor of high confidence in the halalness of food products
carrying the halal logo. Moreover, Nurhayati and Hendar (2020) highlighted the increasing
market share of multinational companies from non-Muslim countries in the halal, cosmetic,
and medicinal foods market, emphasizing the need for targeted market segmentation strategies.
Islam (2020) emphasized the importance of segmenting the halal product market into food
lifestyle and service categories to effectively target both Muslim and conventional markets. Al-
Kwifi et al. (2020) also stressed the significance of the halal logo in influencing Muslim
consumers' attitudes, indicating the need for targeted marketing strategies based on visual cues.
Additionally, focused on consumers' attitudes towards halal food, highlighting the importance
of understanding consumer behaviour for effective market segmentation strategies (Suki and
Salleh, 2018).

Furthermore, Shah et al. (2022) demonstrated the mediating role of halal perceived value and
trust on purchase intention, indicating the need for targeted marketing strategies to enhance
perceived value and trust among Muslim consumers. Khan et al. (2020) also identified
enablers of halal food purchase among Muslim consumers, emphasizing the importance of
understanding consumer behaviour for targeted marketing strategies. Additionally, Hassan et
al. (2022) highlighted the exploitation of Muslim desires and expectations by businesses,
indicating the need for a comprehensive understanding of the halal market segment for
effective marketing strategies.

It is evident that a more comprehensive understanding of the intricate relationship between
religiosity, consumer behaviour, and the halal market is essential for businesses to effectively
target and cater to Muslim consumers. The nuances of halal consumption, including the
influence of religious knowledge, commitment, and certification, play a pivotal role in shaping
purchase behaviour and consumer trust. To delve deeper into the dynamics of consumer
behaviour within the halal cosmetics market, we can explore the interplay of religious
knowledge and commitment with the actual purchase behaviour and repurchase intentions of
Muslim consumers. Understanding the specific religious orientations of individuals and their
impact on purchase decisions is also an area that merits further investigation. Additionally,
delving into the visual cues and advertising platforms that resonate with Muslim consumers
can provide valuable insights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchase intentions in different
cultural contexts and regions is crucial for a comprehensive understanding of the halal market.
This necessitates a cross-cultural analysis to discern the varying influences of religiosity on
consumer behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries
with significant Muslim consumer segments. In addition to the highlighted studies, exploring



the mediating role of halal perceived value and trust, as well as the enablers of halal food
purchase among Muslim consumers, will provide deeper insights into the mechanisms that
drive consumer behaviour in the halal market. This will enable businesses to tailor their
marketing strategies to effectively communicate halal value and foster trust among Muslim
consumers, thereby facilitating greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments.

This deep understanding and targeted approach will be key in enhancing the appeal of halal
products across diverse consumer segments and fostering brand loyalty in the competitive
halal market. Businesses must be mindful of the specific needs and preferences of Muslim
consumers, as well as the acceptance of halal products in non-Muslim countries, in order to
navigate these challenges and create distinct marketing approaches.

In line with the research findings and insights from various sources, the incorporation of
religious values, creative strategies that resonate with consumer sentiments, and the creation of
differential advantages are emphasized to promote and differentiate halal products in the
market. It is essential for businesses to integrate the halal logo, implement targeted
advertisement strategies, and position halal products in separate areas labelled as halal.
Additionally, halal certification regulation by authorities well-versed in Islamic teachings and
principles, as well as accurate labelling and clear distinction between halal and non-halal
products, are crucial for maintaining consumer trust and loyalty.

The research findings also emphasize the adoption of a targeted market segmentation strategy
to effectively promote halal products. This entails the segmentation of the halal product market
into food lifestyle and service categories to effectively target both Muslim and conventional
markets, as highlighted by Islam (2020). Additionally, visual cues and advertising platforms
that resonate with Muslim consumers can provide valuable insights for developing targeted
marketing strategies, as stressed by Al-Kwifi et al., (2020). Moreover, a comprehensive
understanding of the intricate relationship between religiosity, consumer behaviour, and the
halal market is crucial for businesses to effectively target and cater to Muslim consumers.

To delve deeper into the dynamics of consumer behaviour within the halal cosmetics market,
further exploration of the interplay of religious knowledge and commitment with actual
purchase behaviour and repurchase intentions of Muslim consumers is necessary.
Understanding the specific religious orientations of individuals and their impact on purchase
decisions is an area that merits further investigation. Additionally, cross-cultural analysis is
essential to discern the varying influences of religiosity on consumer behaviour in diverse
Muslim-majority countries and non-Muslim countries with significant Muslim consumer
segments.

Expanding the research to explore the mediating role of halal perceived value and trust, as well
as the enablers of halal food purchase among Muslim consumers, will provide deeper insights
into the mechanisms that drive consumer behaviour in the halal market. This deeper
understanding will enable businesses to tailor their marketing strategies effectively to
communicate halal value and foster trust among Muslim consumers, thereby facilitating
greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This nuanced and holistic
approach will be fundamental in enhancing the appeal of halal products and fostering brand



loyalty across diverse consumer segments. In today's rapidly changing world, the significance
of accurate weather forecasts cannot be overstated.

CONCLUSION

The global halal product market presents a dynamic and intricate landscape that necessitates a
sophisticated marketing approach beyond conventional strategies. Successful engagement
requires a delicate integration of religious principles, consumer insights, and sustainable
consumption frameworks. Modern businesses must craft marketing strategies that demonstrate
cultural sensitivity, authentically communicate product values, and establish meaningful
connections across diverse societal contexts.

Contemporary research highlights a substantive knowledge gap in comprehending marketing
methodologies across varied cultural domains. This limitation underscores the imperative for a
more holistic framework that harmonizes religious compliance with expansive consumer value
propositions. The continually evolving halal marketplace challenges organizations to develop
flexible marketing approaches capable of navigating the complex intersections between
religious identity, ethical consumption patterns, and nuanced consumer expectations.

Based on the extensive research and insights gleaned from various sources, it is evident that
the integration of religious values, creative strategies that resonate with consumer sentiments,
and the creation of differential advantages are crucial for promoting and differentiating halal
products in the market. Additionally, a robust and effective marketing strategy for halal
products should include the integration of the halal logo, targeted advertising strategies, and
the clear labelling and positioning of halal products in dedicated areas.

Moreover, the adoption of a targeted market segmentation strategy is essential to effectively
promote halal products across diverse consumer segments. This involves segmenting the halal
product market into food lifestyle and service categories to target both Muslim and
conventional markets, as highlighted by previous research. Furthermore, visual cues and
advertising platforms that tap into the sentiments of Muslim consumers can provide critical
insights for developing targeted marketing strategies that resonate with the target audience.
Expanding the scope of research to further explore the interplay of religious knowledge and
commitment with actual purchase behaviour and repurchase intentions of Muslim consumers is
imperative. Understanding individual religious orientations and their impact on purchase
decisions is a critical area that warrants additional investigation. Additionally, undertaking
cross-cultural analyses will provide valuable insights into the varying influences of religiosity
on consumer behaviour in different cultural contexts.

Furthermore, delving into the mediating role of halal perceived value and trust, as well as the
enablers of halal food purchase among Muslim consumers, will provide deeper insights into
the mechanisms that drive consumer behaviour in the halal market. This deeper understanding
will enable businesses to tailor their marketing strategies effectively to communicate halal
value and foster trust among Muslim consumers, ultimately leading to greater market
penetration and brand loyalty.

In conclusion, a comprehensive and nuanced understanding of the intricate relationship
between religiosity, consumer behaviour, and the halal market is indispensable for businesses
seeking to establish a strong presence in this market. By leveraging a deep understanding of
religious values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This holistic approach will be
instrumental in enhancing the appeal of halal products and fostering brand loyalty across
diverse consumer segments.

The limitations of this research are the reliance on literature survey and conceptual analysis,
which may lack empirical evidence. To address this limitation, future research could
incorporate empirical studies, such as surveys or experiments, to gather quantitative data and
test the proposed relationships between religiosity and consumer behaviour in the halal market.
Another limitation is the focus on Muslim consumers and the halal market, which may limit
the generalizability of the findings to other religious or cultural contexts.
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Abstract. Halal, meaning "lawful and permitted," is deeply rooted in Islamic philosophy and
teachings. Halal marketing refers to the strategies and approaches used to promote and sell
products that comply with halal standards. This systematic review aims to examine the various
marketing approaches utilized in promoting halal products. Some critics argue that the
emphasis on halal products can lead to exclusion and division within societies, as it may
prioritize catering to a specific religious group over others. They contend that promoting halal
products exclusively may create a sense of segregation and hinder social integration. Utilizing
the PRISMA method and analyzing publication from Scopus database. The study investigates
diverse marketing technique used in promoting halal products. Several countries were included
in this review, including Indonesia, Malaysia, Turkey, Arab Saudi, and the United Arab
Emirates. The result of this review will provide insights into the marketing approaches that



have been successful in promoting halal products and highlight any potential implications of
these strategies on social integration. The finding suggest that halal marketing approaches
vary across different countries, with a focus on building trust, emphasizing authenticity, and
utilizing digital platforms. Based on the findings of this systematic review, it can be concluded
that there are diverse marketing approaches used in promoting halal products. The study
recommends future research explore of the impact of halal marketing on social integration and
the potential for inclusive marketing strategies that can cater to a diverse consumer.

Key words: Halal marketing, halal products, inclusivity, social integration, systematic
literature review.

Abstrak. Halal berarti “sah menurut hukum dan diperbolehkan,” berakar kuat dalam filsafat
dan ajaran Islam. Pemasaran halal mengacu pada strategi dan pendekatan yang digunakan
untuk mempromosikan dan menjual produk yang memenuhi standar halal. Tinjauan sistematis
ini bertujuan untuk mengkaji berbagai pendekatan pemasaran yang digunakan dalam
mempromosikan produk halal. Beberapa kritikus berpendapat bahwa penekanan pada produk
halal dapat menyebabkan pengucilan dan perpecahan dalam masyarakat, karena masyarakat
mungkin memprioritaskan pelayanan pada kelompok agama tertentu dibandingkan kelompok
agama lain. Mereka berpendapat bahwa mempromosikan produk halal secara eksklusif dapat
menimbulkan rasa segregasi dan menghambat integrasi sosial. Penelitian ini menggunakan
metode PRISMA dan menganalisis publikasi dari database Scopus. Penelitian ini menyelidiki
beragam teknik pemasaran yang digunakan dalam mempromosikan produk halal. Beberapa
negara yang masuk dalam tinjauan ini antara lain Indonesia, Malaysia, Turki, Arab Saudi,
dan Uni Emirat Arab. Hasil dari tinjauan ini akan memberikan wawasan mengenai
pendekatan pemasaran yang telah berhasil mempromosikan produk halal dan menyoroti
potensi implikasi strategi ini terhadap integrasi sosial. Temuan ini menunjukkan bahwa
pendekatan pemasaran halal berbeda-beda di berbagai negara, dengan fokus pada
membangun kepercayaan, menekankan keaslian, dan memanfaatkan platform digital.
Berdasarkan temuan tinjauan sistematis ini, dapat disimpulkan bahwa terdapat beragam
pendekatan pemasaran yang digunakan dalam mempromosikan produk halal. Rekomendasi
untuk penelitian di masa mendatang mencakup eksplorasi lebih lanjut mengenai dampak
pemasaran halal terhadap integrasi sosial dan potensi strategi pemasaran inklusif yang dapat
melayani konsumen yang beragam.

Kata Kunci: Inklusivitas, integritas, pemasaran halal, pendekatan pemasaran, tinjauan
literatur sistematik.

INTRODUCTION

The contemporary halal product marketplace represents a multifaceted ecosystem of marketing
methodologies that intertwine religious doctrine, sustainable consumption and consumer
psychology paradigms. Notwithstanding the expanding global prominence of halal products, a
significant knowledge deficit persists regarding the nuanced marketing strategies deployed
across diverse cultural. Halal marketing is a strategic approach utilized by businesses to cater
to the growing demand for halal products among Muslim consumers (Koc et al., 2025; Shah et
al., 2022; Rahman et al., 2020; Hamizar et al., 2023). This approach involves understanding
and adhering to the principles of Islamic law in product development, production, labelling,
and marketing (Abbas et al., 2023; Al-Kwifi et al., 2020; Sani et al., 2023). By doing so,
businesses aim to attract and retain Muslim consumers who prioritize consuming products that
are permissible and in accordance with their religious beliefs (Ali et al., 2018; Butt et al., 2017;
Shah et al., 2022).

Halal marketing is a strategic approach used by businesses to meet the increasing demand for
halal products among Muslim consumers (Ismail et al., 2020). This approach involves
adhering to Islamic law in product development, production, labelling, and marketing to attract
and retain Muslim consumers. The growing demand for halal items is evident global (Awan et
al., 2015). With the increasing Muslim population, global halal brands are emerging in unique
markets, presenting significant growth potential (Nurhayati and Hendar, 2020). The halal



industry's rapid growth in Muslim and non-Muslim countries has opened new markets for
various products, including cosmetics (Al-Banna and Jannah, 2023).

The demand for halal products is increasing not only in predominantly Muslim countries but
also in non-Muslim nations such as France (Firdaus et al., 2022). Understanding the
importance of emphasizing religious values in marketing halal products is crucial for
marketers and researchers (Zainudin et al., 2020). Additionally, the exploding demand for
halal certifications globally underscores the significance of halal products in the market
(Farhat et al., 2019). This demonstrates the critical need for a deeper understanding of the
consumption behaviour of Muslim consumers in the rapidly growing halal markets (Al-Kwifi
et al., 2020).

Understanding the concept of halal products and the concept of "halal" is crucial in
implementing effective marketing approaches for halal products (Battour et al., 2018; Elseidj,
2018; Haleem et al., 2020; Masudin et al., 2018). Halal refers to anything that is permissible or
lawful according to Islamic teachings (Krisjanous et al., 2022; Masudin et al., 2018).

There is the potential concern of cost associated with halal certification and production, which
may lead to higher prices for halal products (Fuseini et al., 2020; Khan et al., 2020; Suki and
Salleh, 2016). Non-Muslim consumers who are not specifically seeking halal products may be
deterred by the higher price point, especially if the perceived quality or benefit of the halal
certification is not significant to them (Haque et al., 2015; Wilkins et al., 2019). This could
result in a limited market for halal products and pose a challenge for businesses in terms of
expanding their consumer base.

Furthermore, the emphasis on religious and cultural sensitivities in marketing halal products
may inadvertently reinforce stereotypes and assumptions about Muslim consumers, potentially
contributing to further division instead of inclusivity (Hassan et al., 2022; Waqas et al., 2023).
Non-Muslim consumers may perceive the marketing of halal products as exclusive to a
particular religious group, potentially leading to misconceptions and misunderstandings.

In conclusion, while it is essential to recognize and respect the religious and cultural values of
Muslim consumers, businesses should also consider the potential impact of their marketing
strategies on non-Muslim consumers to ensure inclusivity and broader market appeal.
Balancing the needs of both Muslim and non-Muslim consumers in marketing strategies for
halal products is crucial for long-term success and market growth.

This research is important in understanding the various challenges and considerations involved
in marketing halal products (Hosain, 2021). It highlights the need for businesses to carefully
strategize their approach to appeal to both Muslim and non-Muslim consumers (Al-Kwifi et al.,
2020). By understanding the potential consequences and implications of marketing halal
products, businesses can develop effective strategies that promote inclusivity, diversity, and
market growth.

This research question is important as it addresses the complex nature of marketing halal
products in diverse market environments (Babaii and Taase, 2013). The research question
seeks to understand the various challenges and considerations businesses face when marketing
halal products, especially in appealing to both Muslim and non-Muslim consumers. By
examining the attitudes and perceptions of non-Muslim consumers towards halal products, the
study provides insights on how to effectively market halal products in non-Muslim.

The aim of this research is to analyze the research findings indicate that there are several
marketing approaches used in promoting halal products and analyze implications for business
marketing strategies. The findings suggest that business should consider adopting a targeted
market segmentation strategy to effectively promote halal products and also provide
approaches include the use of the halal logo, targeted advertisement strategies, and positioning
halal products in separate areas labelled as halal.

LITERATURE REVIEW

Understanding the concept of "halal" is essential for effective marketing of halal products.
Halal refers to anything permissible or lawful according to Islamic teachings (Al-Kwifi et al.,



2020; Battour et al., 2018; Haleem et al., 2020; Koc et al., 2025). Research has increasingly
focused on halal product perception and approval globally. The manifestations of halal
products significantly affect consumer knowledge about halal principles (Almossawi, 2014;
Hosain, 2021; Nurhayati and Hendar, 2020; Floren et at., 2020; Shahid et al., 2023). Factors
such as brand image, satisfaction, trust, and loyalty influence consumer purchase intention of
halal products. Trust, attitude toward the product, and halal awareness affect the intention to
purchase halal cosmetics (Al-Kwifi et al., 2020; Masudin et al., 2018; Shah et al., 2022;
Tieman, 2017).

The challenges and opportunities of adopting halal logistics contribute to the advancement of
knowledge in this area (Al-Kwifi et al., 2020; Hamizar et al., 2023; Zainudin et al., 2020).
Religiosity moderates the theory of planned behaviour and halal purchase intention. Educated
millennial Muslim females demonstrate a high concern for the halalness of cosmetics.
Embedding Islamic attributes in halal services correlates positively with customer satisfaction
(Awan et al., 2015). Various studies have delved into consumer behaviour on halal products
(Sani et al., 2023; Nurhayati and Hendar, 2019). The integrity of halal products is becoming an
increasing concern for governments and industries (Ali et al., 2018; Prince and Wahid, 2023).
In reviewing marketing approaches for halal products, it is important to consider the specific
needs and preferences of Muslim consumers (Al-Kwifi et al., 2020; Suki and Salleh, 2018).
This can be done through segmentation, targeting, and positioning strategies that recognize the
diversity within the Muslim consumer market (Elseidi, 2018; Koc et al., 2025; Tieman, 2017).
The marketing approaches for halal products should also consider the religious and cultural
sensitivities surrounding these products.

In examining marketing strategies for halal products, it is essential to consider the diverse
needs and preferences of Muslim consumers. Segmentation, targeting, and positioning
strategies should acknowledge the variety within the Muslim consumer market, taking into
account religious and cultural sensitivities surrounding these products (Islam, 2020). Factors
such as religiosity, knowledge of halal products, and confidence in halal certification
significantly influence purchase intention (Elseidi, 2018; Khan et al., 2020; Nurhayati and
Hendar, 2019). Additionally, understanding the attitudes and perceptions of non-Muslim
consumers towards halal products is crucial for effective marketing strategies (Haque et al.,
2015; Wilkins et al., 2019). It is also important to consider the impact of advertising and
branding on Muslim consumers' attitudes and purchase intentions (Al-Kwifi et al., 2020;
Wagas et al.,, 2023). Overall, a comprehensive understanding of consumer behaviour,
religiosity, and cultural influences is essential for the successful marketing of halal products.
Challenges in promoting halal products include addressing misconceptions and stereotypes
about halal products, ensuring proper certification and labelling, reaching a wider non-Muslim
audience, and competing in non-Muslim dominated markets (Nugraha et al., 2023; Zailani et
al., 2017). To overcome these challenges, businesses can employ several marketing approaches
that focus on promoting the quality, safety, and ethical aspects of halal products.

To address challenges in promoting halal products, businesses can employ marketing
approaches focusing on quality, safety, and ethical aspects. Overcoming misconceptions and
stereotypes requires emphasizing the quality and safety of halal products (Battour et al., 2018;
Rahman et al., 2015; Wilkins et al., 2019). Proper certification and labelling can be ensured by
understanding consumer attitudes and intentions towards halal products (Fuseini et al., 2020;
Shah et al., 2022; Zailani et al., 2017). Reaching a wider non-Muslim audience and competing
in non-Muslim dominated markets necessitates understanding non-Muslim consumers'
perceptions and acceptance of halal products (Hassan and Sengupta, 2019; Haque et al., 2015;
Lim et al., 2020). Additionally, businesses can leverage the influence of the halal logo on
Muslim consumers' attitudes and use it to promote halal products effectively (Al-Kwifi et al.,
2020).

An opposing argument to the promotion of halal products is the potential exclusion and
alienation of non-Muslim consumers. While it is important to cater to the needs and



preferences of Muslim consumers, exclusively focusing on halal products may lead to the
neglect of non-Muslim consumers (Nurudin et al., 2023; Sobari et al., 2022). In markets where
the Muslim population is not the majority, businesses may face challenges in appealing to a
broader demographic if their marketing strategies are primarily centre around halal products
(Butt et al., 2017; Hassan et al., 2022; Kasdi et al., 2018).

METHOD

This research used PRISMA systematic literature review as the methodology to gather and
analyze relevant studies on marketing approaches in promoting halal products. The systematic
literature review method allows for a comprehensive analysis of existing research in order to
identify common themes, trends, and gaps in knowledge regarding marketing approaches for
halal products (Babaii and Taase, 2013; Haleem et al., 2020). The main purpose of this
systematic review is to identify and analyze various marketing approaches used in promoting
halal products. The data was collected from Scopus database. To find the document use
keyword: "Marketing", "Halal", "Product”, "Products", and find 222 documents that were
relevant to the research topic and objectives.

After choose document from year 2013 until 2023 and find 201 documents that met the
inclusion criteria, a detailed analysis of these articles are conducted. After filter in subject area
is “Social Science”, “Art & Humanities”, dan “Business, Management and Accounting and
find that 156 documents. The documents were then categorized based on only article and meet
126 articles. After filter only English language articles, 124 articles were included in the
analysis. After screening the documents based on abstract and read full article, a total of 88
articles were selected for further analysis.

Several countries including Malaysia, Indonesia, Turkey, United Arab Emirates, Saudi Arabia,
are pioneers in the halal industry and have established strong halal certification and regulatory
systems. The marketing approaches used in promoting halal products vary among countries,
but some common strategies include the use of the halal logo, targeted advertisement strategies
such as social media marketing and influencer collaborations, and positioning halal products in
separate areas labelled as halal within stores.

RESULTS AND DISCUSSION

The research findings indicate that there are several marketing approaches used in promoting
halal products. The use of the halal logo is one of the key marketing approaches in promoting
halal products. This logo serves as a symbol of assurance for consumers that the product is
halal and meets Islamic dietary requirements. The growing trend of ethical and sustainable
consumption among Muslim consumers has led to an increasing association of halal products
with environmentally friendly and ethical production practices. This trend presents an
opportunity for businesses to align their marketing approaches with these values. Research
indicates that understanding religiosity, increasing product knowledge, and leveraging
effective marketing campaigns are crucial for promoting halal products (Ahmadova and Aliyev,
2021; Al-Kwifi et al., 2020; Nurhayati and Hendar, 2020).

Additionally, businesses should consider the push, pull, and mooring effects, as well as the
determinants of repurchase intention and purchase behaviour among Muslim consumers.
Furthermore, ensuring proper certification, logistics, and corporate reputation, as well as
addressing consumer attitudes and perceptions, are essential for successful marketing of halal
products. Moreover, halal-certified products symbolize quality, hygiene, safety, sustainability,
and wholesomeness, aligning with the ethical and sustainable consumption trend (Suki and
Salleh, 2018).

The findings from the systematic review highlight the diverse marketing approaches used in
promoting halal products. One of the notable strategies identified is the use of the halal logo,
which serves as a symbol of assurance for consumers that the product is halal and meets
Islamic dietary requirements. Moreover, there is a growing trend of ethical and sustainable
consumption among Muslim consumers, leading to an increasing association of halal products
with environmentally friendly and ethical production practices. This trend presents an



opportunity for businesses to align their marketing approaches with these values, indicating
that understanding religiosity, increasing product knowledge, and leveraging effective
marketing campaigns are crucial for promoting halal products.

The research emphasizes the importance of considering push, pull, and mooring effects, as
well as the determinants of repurchase intention and purchase behaviour among Muslim
consumers. Furthermore, ensuring proper certification, logistics, and corporate reputation, as
well as addressing consumer attitudes and perceptions, are essential for the successful
marketing of halal products. Additionally, the study reinforces that halal-certified products
symbolize quality, hygiene, safety, sustainability, and wholesomeness, aligning with the
ethical and sustainable consumption trend. These insights suggest that businesses should tailor
their marketing strategies to effectively communicate these values to both Muslim and non-
Muslim consumers.

Taking into account the geographical context, it is essential to recognize that several countries,
such as Malaysia, Indonesia, Turkey, the United Arab Emirates, and Saudi Arabia, have
established strong halal certification and regulatory systems. While the marketing approaches
used in promoting halal products may vary among these countries, some common strategies
include the use of the halal logo, targeted advertisement strategies such as social media
marketing and influencer collaborations, and positioning halal products in separate areas
labelled as halal within stores. In light of this, it is evident that understanding the implications
of these marketing approaches and their alignment with the values of both Muslim and non-
Muslim consumers is crucial for businesses seeking to navigate the diverse landscape of the
halal products market. The findings underscore the need for businesses to develop inclusive
and respectful marketing strategies to appeal to a broader consumer base while recognizing the
religious and cultural sensitivities associated with halal products.

The findings of this systematic review support the use of the halal logo as an effective
marketing strategy to target Muslim consumers and promote a wide range of halal products.
These findings also highlight the importance of transparency and clear labelling in promoting
halal products, as consumers place a significant emphasis on halal certification and assurance.
Implications for Business Marketing Strategies

The findings of this systematic review have important implications for businesses seeking to
market halal products. Firstly, businesses should prioritize obtaining halal certification from
recognized authorities or agencies that adhere to Islamic teachings and principles. Secondly,
businesses should invest in targeted advertisement strategies that effectively communicate the
halal nature of their products, such as social media marketing and influencer collaborations
with individuals who have a strong presence in the Muslim community. Additionally,
businesses should consider positioning halal products in separate areas within their stores,
clearly labelled as halal, to enhance consumer trust and facilitate easier access. Furthermore,
businesses should be aware of the specific needs and preferences of Muslim consumers when
designing their marketing strategies.

To understand the implications for business marketing strategies in the context of halal
products, it is essential to consider the determinants of attitudes towards halal products among
Islamic consumers (Muhamad et al., 2017). The increasing competition in the market makes it
challenging for businesses to create a differential advantage to attract new customers
(Hanafiah and Hamdan, 2020; Najmi et al., 2023). Additionally, it is well known that target
and non-target consumers often react differently to specific marketing strategies (Tieman and
Ghazali, 2013; Najmi et al., 2023). Brand loyalty has become a focal point in the marketing
field, serving as the basis for longitudinal relationships and predicting business success (Ali et
al., 2018; Zainudin et al., 2020).

Moreover, businesses have greatly benefited from adhering to Islamic principles to attract
more Muslim consumers, extending from food to financial markets (Farhat et al., 2019). The
acceptance of halal food in non-Muslim countries is a significant factor to consider in the
formulation of marketing strategies (Butt et al., 2017; Wilkins et al., 2019). The influence of



the halal logo on Muslim consumers' attitudes has been studied, indicating the importance of
visual cues in marketing halal products (Al-Kwifi et al., 2020). The perceived values of halal
products are governed by the trust directly sourced from religion, highlighting the significance
of trust in marketing strategies for halal products (Hassan and Sengupta, 2019).

Furthermore, robustness is crucial for the competitiveness of halal supply chains and corporate
reputation, emphasizing the need for robust marketing strategies in the halal industry (Tieman,
2020). The issue of halal images is important for innovative business thinking and relevant
marketing approaches, suggesting the need for creative marketing strategies in the halal
industry (Suki and Salleh, 2018). The practice of halal branding as a marketing strategy, both
inside and outside the Islamic community, is gaining significant impetus, indicating the
importance of branding in marketing halal products (Hosain, 2021). Additionally, the
marketing of credence goods must provide a guarantee to deliver a firm message about the
specific features of the product, emphasizing the need for clear and transparent marketing
communication in the halal industry (Bhutto et al., 2023; Ishak et al., 2023).

The multifaceted nature of the halal products market necessitates a deeper understanding of the
various factors that influence consumer attitudes and behaviour. Businesses venturing into this
market need to delve into the intricacies of marketing strategies to effectively target both
Muslim and non-Muslim consumers (Haque et al., 2015; Lim et al., 2022; Wilkins et al., 2019).
One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The Islamic principles governing halal products create a foundation of
trust and reliability that significantly influences purchase decisions (Bukhari et al., 2019; Islam,
2022). Understanding the deeply rooted significance of these principles in the eyes of
consumers is key in shaping marketing strategies to resonate with their values.

Furthermore, the evolving landscape of the halal industry requires businesses to ascertain the
link between consumer behaviour and innovative branding and marketing approaches (Battour
et al., 2022). The adoption of creative strategies that align with the ethical and sustainable
consumption trend, while remaining respectful of religious and cultural sensitivities, can
reinforce the appeal of halal products across diverse consumer segments. Additionally, the
competitive environment in the halal market underscores the importance of differential
advantages and brand loyalty. Businesses must navigate through these challenges by creating
distinct marketing approaches that cater to the specific needs and preferences of Muslim
consumers while also addressing the acceptance of halal products in non-Muslim countries.
Moreover, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offer valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers.

In conclusion, the implications for business marketing strategies in the context of halal
products are vast and intricate. By understanding the multi-layered dynamics of consumer
attitudes, competitive landscapes, and the fundamental significance of Islamic principles,
businesses can tailor their marketing strategies to effectively navigate and succeed in the
diverse and burgeoning halal products market.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products. This would involve creating
specific outlets or marketing channels that cater specifically to the needs of the religious target
segment, while also maintaining outlets that cater to non-target consumers. By doing so,
businesses can ensure that they are effectively reaching their desired audience and establishing
a strong brand presence in the halal market.

That is supported by various studies in the field of Islamic marketing found that religiosity and
attitude significantly influence consumers' intention to purchase halal cosmetic products
(Rahman et al., 2015). Similarly, Elseidi (2018) discovered that consumers' attitude towards
halal food products is the strongest predictor of confidence in the halalness of food products



carrying the halal logo. Moreover, Nurhayati and Hendar (2020) highlighted the increasing
market share of multinational companies from non-Muslim countries in the halal market,
emphasizing the importance of understanding consumer segments for halal products.
Furthermore, Islam (2020) emphasized the crucial criterion of halal product segmentation,
targeting both Muslim and conventional markets. This aligns with the study by Zainudin et al.
(2020), which emphasized the importance of emphasizing religious values in marketing halal
products to consumers. Additionally, Tieman (2020) highlighted the importance of robustness
in halal supply chains, which is essential for effective market segmentation and targeting. The
influence of the halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al.
(2020), indicating the significance of visual cues in marketing halal products. This supports the
notion that targeted market segmentation strategies should consider visual elements that
resonate with Muslim consumers. Moreover, the study by Shah et al. (2022) demonstrated that
delivering halal value to Muslim consumers affects their purchase intention, emphasizing the
need for targeted marketing strategies that communicate halal value effectively.

In conclusion, the research findings from various studies in Islamic marketing support the
notion that businesses should adopt targeted market segmentation strategies to effectively
promote halal products. Understanding the influence of religiosity, attitudes, and visual cues,
as well as emphasizing religious values in marketing, are crucial for successful market
segmentation and targeting in the halal industry.

The implication of robust marketing strategies in the context of halal products transcends mere
advertising and promotion. It encompasses a deeper understanding of the diverse factors that
influence consumer attitudes and behaviours within this niche market segment. Businesses
venturing into the halal industry are tasked with delving into the intricacies of marketing
strategies to effectively target both Muslim and non-Muslim consumers, recognizing the
multifaceted nature of halal products.

One of the significant considerations for businesses is the growing impact of halal certification
on consumer behaviour. The adherence to Islamic principles governing halal products creates a
foundation of trust and reliability that significantly influences purchase decisions. Furthermore,
understanding the deeply rooted significance of these principles in the eyes of consumers is
key in shaping marketing strategies that resonate with their values. This goes beyond mere
product promotion; it entails aligning the marketing message with the ethical and religious
sensitivities of the target audience.

Moreover, the evolving landscape of the halal industry calls for businesses to ascertain the link
between consumer behaviour and innovative branding and marketing approaches. The
adoption of creative strategies must align with the ethical and sustainable consumption trend
while remaining respectful of religious and cultural sensitivities. This involves reinforcing the
appeal of halal products across diverse consumer segments by infusing the marketing strategy
with elements that resonate with the values and beliefs of the target audience. The competitive
environment in the halal market underscores the importance of differential advantages and
brand loyalty. Businesses must navigate these challenges by creating distinct marketing
approaches that cater to the specific needs and preferences of Muslim consumers whilst also
addressing the acceptance of halal products in non-Muslim countries. A nuanced marketing
strategy that reflects an understanding of the cultural, religious, and lifestyle differences is
essential in garnering consumer trust and loyalty.

Furthermore, the emphasis on robustness in supply chains and the association of halal branding
with marketing strategies offers valuable insights for businesses. These aspects highlight the
need for transparency and clear communication in marketing halal products, ensuring that the
unique characteristics and values associated with halal products are effectively conveyed to
consumers. In conclusion, the implications for business marketing strategies in the context of
halal products are vast and intricate. By understanding the multi-layered dynamics of
consumer attitudes, competitive landscapes, and the fundamental significance of Islamic
principles, businesses can tailor their marketing strategies to effectively navigate and succeed



in the diverse and burgeoning halal products market. The research findings suggest that
businesses should consider adopting a targeted market segmentation strategy to effectively
promote halal products.

This would involve creating specific outlets or marketing channels that cater specifically to the
needs of the religious target segment, while also maintaining outlets that cater to non-target
consumers. By doing so, businesses can ensure that they are effectively reaching their desired
audience and establishing a strong brand presence in the halal market. The influence of the
halal logo on Muslim consumers' attitudes was explored by Al-Kwifi et al. (2020) indicating
the significance of visual cues in marketing halal products. This supports the notion that
targeted market segmentation strategies should consider visual elements that resonate with
Muslim consumers. Moreover, the study by Shah et al. (2022) demonstrated that delivering
halal value to Muslim consumers affects their purchase intention, emphasizing the need for
targeted marketing strategies that communicate halal value effectively.

In addition, understanding the influence of religiosity, attitudes, and visual cues and
emphasizing religious values in marketing are crucial for successful market segmentation and
targeting in the halal industry. Therefore, for businesses to succeed in marketing halal products,
a more holistic and nuanced approach is crucial, bridging the gap between consumer needs,
cultural sensitivities, and effective marketing strategies. To effectively cater to the diverse
consumer base and uphold the ethical and religious sensitivities associated with halal products,
businesses should consider adopting a more holistic approach to their marketing strategies.
This would involve integrating elements of religiosity into their marketing activities in order to
influence the conscious consumer, while also creating differentiation in their product offerings.
Numerous studies have emphasized the importance of understanding the religious values and
sensitivities of the target market segment, particularly in the context of halal products. The
concept of holistic branding, as proposed by researchers, identifies attributes that reflect the
brand’s worldview and contribute to holistic branding, such as spiritual ethos and belief
systems, sustainable and eco-ethical philosophy, and wholesomeness and inclusiveness. This
highlights the need for businesses to engage in a comprehensive approach to branding of faith-
based products, including halal products.

The growing significance of halal certification on consumer behaviour cannot be overlooked.
Businesses must recognize that the adherence to Islamic principles governing halal products
establishes a foundation of trust and reliability that significantly influences purchase decisions.
Moreover, the adoption of creative and innovative strategies that align with ethical and
sustainable consumption trends while respecting religious and cultural sensitivities can further
enhance the appeal of halal products across diverse consumer segments. Given the competitive
environment in the halal market, businesses must also focus on creating differential advantages
and fostering brand loyalty. This involves understanding the specific needs and preferences of
Muslim consumers, as well as addressing the acceptance of halal products in non-Muslim
countries. The ability to navigate these challenges and create distinct marketing approaches
that cater to diverse consumer segments is essential in garnering consumer trust and loyalty.

In conclusion, the research findings and insights from various sources strongly advocate for a
more nuanced and holistic approach to marketing halal products. Businesses should consider
integrating religious values, adopting creative strategies that resonate with consumer
sentiments, and creating differential advantages to effectively promote and differentiate their
halal products in the market. These approaches include the use of the halal logo, targeted
advertisement strategies, and positioning halal products in separate areas labelled as halal.
Additionally, businesses should ensure that halal certification is regulated by authorities well-
versed in Islamic teachings and principles to prevent fraud and maintain consumer trust.
Furthermore, businesses should be aware of the importance of accurate labelling and clear
distinction between halal and non-halal products for Muslim consumers.

The research findings suggest that businesses should consider adopting a targeted market
segmentation strategy to effectively promote halal products (Akroush, 2010; Kasdi et al., 2018



Wilkins et al., 2019). This is supported by various studies in the field of Islamic marketing
found that religiosity and attitude significantly influence consumers' intention to purchase halal
cosmetic products. Similarly, Elseidi (2018) discovered that consumers' attitude towards halal
food products is the strongest predictor of high confidence in the halalness of food products
carrying the halal logo. Moreover, Nurhayati and Hendar (2020) highlighted the increasing
market share of multinational companies from non-Muslim countries in the halal, cosmetic,
and medicinal foods market, emphasizing the need for targeted market segmentation strategies.
Islam (2020) emphasized the importance of segmenting the halal product market into food
lifestyle and service categories to effectively target both Muslim and conventional markets. Al-
Kwifi et al. (2020) also stressed the significance of the halal logo in influencing Muslim
consumers' attitudes, indicating the need for targeted marketing strategies based on visual cues.
Additionally, focused on consumers' attitudes towards halal food, highlighting the importance
of understanding consumer behaviour for effective market segmentation strategies (Suki and
Salleh, 2018).

Furthermore, Shah et al. (2022) demonstrated the mediating role of halal perceived value and
trust on purchase intention, indicating the need for targeted marketing strategies to enhance
perceived value and trust among Muslim consumers. Khan et al. (2020) also identified
enablers of halal food purchase among Muslim consumers, emphasizing the importance of
understanding consumer behaviour for targeted marketing strategies. Additionally, Hassan et
al. (2022) highlighted the exploitation of Muslim desires and expectations by businesses,
indicating the need for a comprehensive understanding of the halal market segment for
effective marketing strategies.

It is evident that a more comprehensive understanding of the intricate relationship between
religiosity, consumer behaviour, and the halal market is essential for businesses to effectively
target and cater to Muslim consumers. The nuances of halal consumption, including the
influence of religious knowledge, commitment, and certification, play a pivotal role in shaping
purchase behaviour and consumer trust. To delve deeper into the dynamics of consumer
behaviour within the halal cosmetics market, we can explore the interplay of religious
knowledge and commitment with the actual purchase behaviour and repurchase intentions of
Muslim consumers. Understanding the specific religious orientations of individuals and their
impact on purchase decisions is also an area that merits further investigation. Additionally,
delving into the visual cues and advertising platforms that resonate with Muslim consumers
can provide valuable insights for developing targeted marketing strategies.

Furthermore, the examination of religiosity, attitudes, and purchase intentions in different
cultural contexts and regions is crucial for a comprehensive understanding of the halal market.
This necessitates a cross-cultural analysis to discern the varying influences of religiosity on
consumer behaviour in diverse Muslim-majority countries, as well as in non-Muslim countries
with significant Muslim consumer segments. In addition to the highlighted studies, exploring
the mediating role of halal perceived value and trust, as well as the enablers of halal food
purchase among Muslim consumers, will provide deeper insights into the mechanisms that
drive consumer behaviour in the halal market. This will enable businesses to tailor their
marketing strategies to effectively communicate halal value and foster trust among Muslim
consumers, thereby facilitating greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments.

This deep understanding and targeted approach will be key in enhancing the appeal of halal
products across diverse consumer segments and fostering brand loyalty in the competitive
halal market. Businesses must be mindful of the specific needs and preferences of Muslim



consumers, as well as the acceptance of halal products in non-Muslim countries, in order to
navigate these challenges and create distinct marketing approaches.

In line with the research findings and insights from various sources, the incorporation of
religious values, creative strategies that resonate with consumer sentiments, and the creation of
differential advantages are emphasized to promote and differentiate halal products in the
market. It is essential for businesses to integrate the halal logo, implement targeted
advertisement strategies, and position halal products in separate areas labelled as halal.
Additionally, halal certification regulation by authorities well-versed in Islamic teachings and
principles, as well as accurate labelling and clear distinction between halal and non-halal
products, are crucial for maintaining consumer trust and loyalty.

The research findings also emphasize the adoption of a targeted market segmentation strategy
to effectively promote halal products. This entails the segmentation of the halal product market
into food lifestyle and service categories to effectively target both Muslim and conventional
markets, as highlighted by Islam (2020). Additionally, visual cues and advertising platforms
that resonate with Muslim consumers can provide valuable insights for developing targeted
marketing strategies, as stressed by Al-Kwifi et al., (2020). Moreover, a comprehensive
understanding of the intricate relationship between religiosity, consumer behaviour, and the
halal market is crucial for businesses to effectively target and cater to Muslim consumers.

To delve deeper into the dynamics of consumer behaviour within the halal cosmetics market,
further exploration of the interplay of religious knowledge and commitment with actual
purchase behaviour and repurchase intentions of Muslim consumers is necessary.
Understanding the specific religious orientations of individuals and their impact on purchase
decisions is an area that merits further investigation. Additionally, cross-cultural analysis is
essential to discern the varying influences of religiosity on consumer behaviour in diverse
Muslim-majority countries and non-Muslim countries with significant Muslim consumer
segments.

Expanding the research to explore the mediating role of halal perceived value and trust, as well
as the enablers of halal food purchase among Muslim consumers, will provide deeper insights
into the mechanisms that drive consumer behaviour in the halal market. This deeper
understanding will enable businesses to tailor their marketing strategies effectively to
communicate halal value and foster trust among Muslim consumers, thereby facilitating
greater market penetration and brand loyalty.

In conclusion, a more profound exploration of the complexities surrounding religiosity and
consumer behaviour in the context of halal products is imperative for businesses aiming to
establish a strong presence in the halal market. By leveraging a deep understanding of religious
values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This nuanced and holistic
approach will be fundamental in enhancing the appeal of halal products and fostering brand
loyalty across diverse consumer segments. In today's rapidly changing world, the significance
of accurate weather forecasts cannot be overstated.

CONCLUSION

The global halal product market presents a dynamic and intricate landscape that necessitates a
sophisticated marketing approach beyond conventional strategies. Successful engagement
requires a delicate integration of religious principles, consumer insights, and sustainable
consumption frameworks. Modern businesses must craft marketing strategies that demonstrate
cultural sensitivity, authentically communicate product values, and establish meaningful
connections across diverse societal contexts.

Contemporary research highlights a substantive knowledge gap in comprehending marketing
methodologies across varied cultural domains. This limitation underscores the imperative for a
more holistic framework that harmonizes religious compliance with expansive consumer value
propositions. The continually evolving halal marketplace challenges organizations to develop



flexible marketing approaches capable of navigating the complex intersections between
religious identity, ethical consumption patterns, and nuanced consumer expectations.

Based on the extensive research and insights gleaned from various sources, it is evident that
the integration of religious values, creative strategies that resonate with consumer sentiments,
and the creation of differential advantages are crucial for promoting and differentiating halal
products in the market. Additionally, a robust and effective marketing strategy for halal
products should include the integration of the halal logo, targeted advertising strategies, and
the clear labelling and positioning of halal products in dedicated areas.

Moreover, the adoption of a targeted market segmentation strategy is essential to effectively
promote halal products across diverse consumer segments. This involves segmenting the halal
product market into food lifestyle and service categories to target both Muslim and
conventional markets, as highlighted by previous research. Furthermore, visual cues and
advertising platforms that tap into the sentiments of Muslim consumers can provide critical
insights for developing targeted marketing strategies that resonate with the target audience.
Expanding the scope of research to further explore the interplay of religious knowledge and
commitment with actual purchase behaviour and repurchase intentions of Muslim consumers is
imperative. Understanding individual religious orientations and their impact on purchase
decisions is a critical area that warrants additional investigation. Additionally, undertaking
cross-cultural analyses will provide valuable insights into the varying influences of religiosity
on consumer behaviour in different cultural contexts.

Furthermore, delving into the mediating role of halal perceived value and trust, as well as the
enablers of halal food purchase among Muslim consumers, will provide deeper insights into
the mechanisms that drive consumer behaviour in the halal market. This deeper understanding
will enable businesses to tailor their marketing strategies effectively to communicate halal
value and foster trust among Muslim consumers, ultimately leading to greater market
penetration and brand loyalty.

In conclusion, a comprehensive and nuanced understanding of the intricate relationship
between religiosity, consumer behaviour, and the halal market is indispensable for businesses
seeking to establish a strong presence in this market. By leveraging a deep understanding of
religious values and attitudes, businesses can devise targeted and culturally sensitive marketing
strategies that resonate with diverse Muslim consumer segments. This holistic approach will be
instrumental in enhancing the appeal of halal products and fostering brand loyalty across
diverse consumer segments.

The limitations of this research are the reliance on literature survey and conceptual analysis,
which may lack empirical evidence. To address this limitation, future research could
incorporate empirical studies, such as surveys or experiments, to gather quantitative data and
test the proposed relationships between religiosity and consumer behaviour in the halal market.
Another limitation is the focus on Muslim consumers and the halal market, which may limit
the generalizability of the findings to other religious or cultural contexts.
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