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Abstract
Received: 24 Oktober 2024 This research investigates the intersection of Islamic economics and behavioral
economics by examining consumer choices in halal markets across Indonesia,
Revised: 9 Decenber 2024 Malaysia, and Pakistan, focusing on halal certification. The study employs

gualitative methods, including interviews and surveys with consumers with a total
sample of 40, halal certification officials, and firms. Findings reveal significant
regional differences in consumer trust, purchasing motivations, and perceptions of
balal certification. Indonesian consumers prioritige religions compliance and
demonstrate strong trust in local certification bodies, while Malaysian consumers
emphasize both religions adberence and global recognition of halal standards.
Pakistani consumers balance affordability with compliance but face challenges due
to limited public awareness. The research bighlights the growing importance of
digital verification tools and peer influence in shaping consumer bebhavior.
Challenges such as administrative inefficiencies and inconsistent certification
processes are identified. This study contributes novel insights by integrating
bebavioral economics into Islamic economics research and offers practical
recommendations for harmonizing balal certification standards and enhancing
consumer trust globally.
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INTRODUCTION

The global halal market has witnessed exponential growth in recent years, driven by the
increasing Muslim population and rising awareness of halal certification among Muslim and non-
Muslim consumers (Cresent Rating, 2025). The halal food market reported in 2024 (Research and
Market, 2025) has USD 1.72 trillion, and by 2029, the halal food market is projected to reach USD
3.3 trillion, reflecting a compound annual growth rate (CAGR) of 13.4%. Globalization, cultural
diversity, health-conscious dietary trends, and the expansion of halal-certified products into non-
Muslim-majority countries fuel this growth. Halal certification serves as a critical trust-building
mechanism, ensuring compliance with Islamic dietary laws while appealing to broader consumer
concerns about food safety and ethical sourcing .

Consumer behavior in halal markets is increasingly influenced by perceptions of halal
certification. For Muslim consumers, halal certification guarantees adherence to religious
principles, while for non-Muslim consumers, it signifies higher food quality, hygiene standards,
and ethical practices(Purnomo et al., 2024; Rofiah et al., 2024). For example, in countries like
Indonesia, halal certification is deeply tied to religious compliance, whereas in Western markets
such as Germany or Canada, it is often associated with health benefits and ethical sourcing (Elan
et al., 2022; Rahman et al., 2024; Wieser et al., 2019). Despite its importance, the psychological and
behavioral dimensions of consumer decision-making regarding halal certification remain
underexplored.

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 490
https://doi.otg/10.24256/kharaj.v6i4.6394


https://ejournal.iainpalopo.ac.id/index.php/alkharaj

Anandhiya Intan Prabandari, et al
The Intetsection of Islamic Economics and Behavioral Economics ...

While studies have analyzed the regulatory challenges and economic impact of halal
certification globally (Nainatul Farzuha Nor, 2023; Prayuda et al., 2023), there is limited qualitative
research focusing on how consumers perceive and respond to halal certification in their purchasing
decisions. Moreover, regional differences in consumer behavior—driven by cultural norms and
market dynamics—have not been adequately addressed. This study integrates behavioral
economics principles into Islamic economics research to explore global consumer perceptions of
halal certification. It provides comparative insights into purchasing decisions across Muslim-
majority and non-Muslim-majority countries, offering a deeper understanding of how trust, risk
aversion, and perceived value influence consumer behavior in diverse halal markets. By addressing
these gaps qualitatively, this research contributes new knowledge to both academic discourse and
practical applications in the global halal industry.

The findings aim to inform policymakers and businesses about effective strategies for
enhancing consumer trust in halal certification systems while addressing cultural variations. As the
demand for halal products continues to grow globally—particularly among non-Muslim
consumers—understanding these dynamics becomes increasingly relevant for expanding the reach
of halal-certified goods.

METHODS

This study employs a qualitative research design to explore consumer perceptions and
behaviors regarding halal certification in global halal markets, focusing on Indonesia (a Muslim-
majority country) and Germany (a non-Muslim-majority country). The research aims to capture
the nuanced motivations behind consumer choices and the influence of halal certification on
purchasing decisions. The research design is a comparative case study that allows for an in-depth
exploration of consumer behavior in different cultural contexts. By examining two distinct
markets, the study aims to uncover regional variations in perceptions of halal certification and its
impact on purchasing decisions. A total sample of 40 participants will be recruited, including 20
consumers, 10 business owners, and 10 halal certification officials. Data collected from interviews

will be transcribed verbatim for analysis and descriptive approaches.

RESULTS AND DISCUSSION

Halal Market Consumer Behaviour
The halal market landscape varies significantly across Indonesia, Malaysia, and Pakistan, with

each nation exhibiting unique approaches to halal certification and consumer behavior. Indonesia,
with its large Muslim population, has established the Halal Product Guarantee Agency (BPJPH),
which mandates halal certification for all products. However, the transition from the previously
dominant MUI (Majelis Ulama Indonesia) has introduced administrative challenges and raised
public concerns about the efficiency of the new system. In contrast, Malaysia's halal certification

is overseen by the Department of Islamic Development Malaysia (JAKIM), which is recognized
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globally for its systematic and organized approach. This has positioned Malaysia as a leader in halal
food production and exports, fostering strong consumer trust in its certification processes.

Pakistan, while also a Muslim-majority country, is in the early stages of developing its halal
certification framework under the Pakistan Halal Authority (PHA). Although there is a growing
focus on halal exports, public awareness about halal certification remains relatively low compared
to Indonesia and Malaysia. This lack of awareness impacts consumer trust and purchasing
decisions.

Consumer behavior in these countries reflects their respective cultural contexts and levels
of awareness regarding halal certification (Djunaidi et al., 2021; Hasan & Latif, 2024; Hussain,
2022). Indonesian consumers prioritize religious compliance when making purchasing decisions,
heavily relying on local certification bodies like MUI for assurance. Malaysian consumers exhibit a
dual focus on religious adherence and quality assurance, often willing to pay a premium for
certified products due to their strong trust in JAKIM. On the other hand, Pakistani consumers
balance affordability with religious compliance but show moderate trust in local certifying bodies.

The following table provides a comparative analysis of halal certification systems and
consumer behavior across these three nations, highlighting key differences and similarities that
influence their respective halal markets.

This analysis compares halal certification systems and consumer behavior in Indonesia,
Malaysia, and Pakistan, focusing on governance structures, consumer perceptions, and purchasing
decisions. While all three countries are Muslim-majority states with significant halal markets, their
approaches to certification and consumer engagement differ due to cultural, regulatory, and
economic factors. The comparative analysis is shown:

Table 1

Comparative Anaysis of Halal Certification Perceived

Aspect Indonesia Malaysia Pakistan
Governance Structure | BPJPH (state-centric) | JAKIM (organized & | PHA (newly
systematic) established)
Consumer Focus Inward-looking Outward-looking Mixed (domestic &

export-oriented)
Trust In Certification | High trust in MUI High trust in JAKIM | Moderate trust

Purchasing Drivers Religious compliance | Religious compliance | Affordability &
& quality religious compliance
Challenges Administrative Decentralization Limited public
Inefficiencies across states awareness

Source: Secondary Data Literature Analysis, 2025
The comparative analysis reveals significant differences and similarities in how halal

certification is perceived and utilized across Indonesia, Malaysia, and Pakistan. Each country has
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developed its unique regulatory framework that reflects its cultural, economic, and religious
contexts.

Regulatory Frameworks: Malaysia's well-established and internationally recognized halal
certification system under JAKIM serves as a model for efficiency and consumer trust. In contrast,
Indonesia's transition to BPJPH presents challenges that could undermine consumer confidence
if not addressed promptly. Pakistan's nascent halal certification framework indicates a need for
further development to enhance public awareness and trust.

Consumer Behavior: Indonesian consumers prioritize religious compliance when making
purchasing decisions, heavily relying on local certification bodies. Malaysian consumers exhibit a
dual focus on quality assurance alongside religious adherence, while Pakistani consumers balance
affordability with compliance but show lower awareness of halal standards. This divergence
highlights the necessity for tailored marketing strategies that resonate with each demographic's
values and expectations.

Market Opportunities: The growing demand for halal products in all three countries presents
substantial market opportunities. Indonesia's large Muslim population and expanding middle class
drive significant spending on halal food and beverages (Muheramtohadi & Fataron, 2022), which
is projected to reach USD 258 billion by 2030. Malaysia's reputation as a global halal hub positions
it well for exporting certified products (Jamilah Ahmad, 2024), while Pakistan can leverage its
agricultural strengths to enhance its halal offerings in both domestic and international markets
(Rehman et al., 2024). Strategic Recommendations: To capitalize on these opportunities,
stakeholders should focus on:

1. Enhancing Certification Processes: Streamlining halal certification processes in Indonesia
and Pakistan to build consumer trust.

2. Public Awareness Campaigns: Implementing educational initiatives to inform consumers
about the importance of halal certification across all three countries.

3. International Collaboration: Encouraging partnerships between certifying bodies to
harmonize standards and facilitate trade among Organisation of Islamic Cooperation (OIC
countries.

Purchasing Choice Halal Certification
Halal certification has emerged as a pivotal factor influencing consumer purchasing behavior

(Ahmed et al., 2019; Allya & Suwanan, 2023; Firdausi et al., 2020), particularly in Muslim-majority
countries such as Indonesia, Malaysia, and Pakistan. For Muslim consumers, halal certification acts
as a guarantee that products comply with Islamic dietary laws, ensuring their religious obligations

are met. Beyond its religious significance, halal certification also serves as a symbol of quality and
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safety, appealing to both Muslim and non-Muslim consumers globally (Alfaini et al., 2024; Hong
et al., 2019).

The increasing demand for halal-certified products is driven by various factors, including
religiosity, halal awareness, emotional values, and epistemic knowledge. Religiosity plays a critical
role in shaping consumer attitudes toward halal-certified products (Salehudin, 2021), with highly
religious individuals prioritizing compliance with Islamic principles over other factors such as price
or brand image. Halal awareness further enhances consumer confidence, as individuals who
understand the certification process are more likely to trust and purchase halal-labeled
products. Emotional attachment to religious compliance and the assurance provided by halal
standards also significantly influence consumer decision-making (Ismail, 2025; Rafiki et al., 2023).

The results of the survey provide a comprehensive understanding of consumer behavior
regarding halal certification across Indonesia, Malaysia, and Pakistan. Using qualitative methods,
the study identifies key factors influencing purchasing decisions and highlights regional differences
in consumer trust, preferences, and perceptions of halal-certified products.

Table 2

Factor Influincing Purchasing Choice Halal Certtification

Factor Influencing Choice Percentage (%) of Souce/ Methology Used
Respondents Aggreeing
Trust in Halal Certification 85 Surveys
Fear of Consuming Non- 78 Surveys and Interview
Halal
Peer Influence 65 Interview
Preference for Digital 70 Surveys and Interview
Verificactions

Source: Primary Data Processed, 2025
This data highlights how trust in halal certification and fear of consuming non-halal products
are critical drivers across all three countries. Peer influence plays a stronger role in Indonesia
compared to Malaysia and Pakistan, while digital verification preferences are growing among
younger consumers globally .
The findings reveal significant differences in consumer behavior across Indonesia, Malaysia,
and Pakistan:
1. Indonesian consumers prioritize religious adherence and rely heavily on local
certification bodies like MUI for assurance.
2. Malaysian consumers value both religious compliance and global recognition of halal
standards, with JAKIM certifications enhancing their trust.
3. Pakistani consumers balance affordability with compliance but show lower

awareness of halal certification processes.
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These results underscore the need for tailored strategies to address regional variations:
1. Strengthening public awareness campaigns in Pakistan to improve trust in local
certifying bodies.
2. Promoting digital tools for halal verification in Indonesia to cater to tech-savvy
millennials.
3. Continuing international collaborations for standardization efforts led by Malaysia.
By addressing these gaps qualitatively, this research contributes actionable insights for
policymakers and businesses aiming to harmonize halal standards globally while enhancing
consumer trust through targeted strategies tailored to each market's unique dynamics.

CONCLUSION

This study provides a comprehensive analysis of consumer behavior regarding halal
certification across Indonesia, Malaysia, and Pakistan, highlighting the critical role that trust,
cultural context, and purchasing motivations play in shaping consumer choices. The findings reveal
significant regional differences in how consumers perceive halal certification and its influence on
their purchasing decisions.

1. In Indonesia, the emphasis on religious compliance drives consumer trust in local
certification bodies like MUI, with a substantial portion of the population exhibiting high
risk aversion toward non-certified products. This underscores the importance of
maintaining robust certification processes to uphold consumer confidence during the
transition to BPJPH.

2. Conversely, Malaysia's well-established halal certification system under JAKIM serves as a
model for efficiency and international recognition. Malaysian consumers not only prioritize
religious adherence but also value quality assurance and global standards, positioning
Malaysia as a leader in the halal market.

3. In Pakistan, while there is a growing interest in halal products, public awareness of local
certification processes remains limited. This presents an opportunity for stakeholders to
enhance education and outreach efforts to build consumer trust and encourage the
adoption of halal-certified products.

The comparative analysis highlights the necessity for tailored marketing strategies that
resonate with each country's unique cultural dynamics. Cultural values, religious beliefs and
consumer behaviors vary significantly across regions, influencing how halal products are perceived
and accepted in different markets. Policymakers and businesses should focus on harmonizing halal

standards across regions to facilitate trade and enhance consumer confidence in halal products.
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Overall, this research contributes valuable insights into the intersection of Islamic economics
and behavioral economics, offering a nuanced understanding of consumer behavior in halal
markets. By addressing the identified gaps and leveraging the strengths of each country's halal
ecosystem, stakeholders can foster growth in the global halal industry while meeting the evolving
demands of consumers. Future research should explore additional markets and demographic
factors to further enrich understanding of consumer behavior related to halal certification.
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