
 
 
 
 
 
 

Copyright Holder:      This Article is Licensed Under: 
Muhammad & Sirajul. (2025) 
Corresponding author’s email: muhagussetiawan09@gmail.com 

Journal Halal Science, Industry, and Business Vol. 3 No. 2 (2025)             https://doi.org/10.31098/jhasib.v3i2.3422

 
 

Competitive Advantage of Digital Business Models in The Halal 
Industry: A Comparative Analysis of Traditional Approaches 

 

Muhammad Agus Setiawan1* , Sirajul Arifin1  
1 UINSA Surabaya, Indonesia 

 

Received : June 12, 2025 Revised : June 21, 2025 Accepted : November 17, 2025 Online : November 21, 2025 

Abstract 

 

Digital business models offer significant competitive advantages for business actors in the halal industry 

compared to traditional business approaches. This study aims to identify and analyze these advantages through 

a systematic literature review of relevant empirical studies and theoretical frameworks. By using a descriptive 

qualitative approach based on library research, this research explores how digital technologies such as e-

commerce, social media, blockchain, and data analytics improve market access, operational efficiency, and 

consumer trust in the halal industry. The analysis results show that digital transformation enables the 

expansion of global market reach, optimization of the halal supply chain, more efficient management of halal 

certification, and increased customer engagement. These advantages provide substantial added value 

compared to traditional methods that are often constrained by geographical limitations, high operational costs, 

and a lack of transparency. However, the implementation of this technology requires investment in adequate 

digital infrastructure, development of competent human resources, and a supportive regulatory framework. 

This study provides strategic insights for halal business actors, especially Micro, Small, and Medium Enterprises 

(MSMEs), to adopt and optimize digital strategies to increase competitiveness in an increasingly competitive 

and dynamic global market. This study also underlines the importance of integrating Sharia principles in the 

development of digital business models in the halal industry.  

 

Keywords: Digital Business Model, Halal Industry, Digital Transformation, Competitive Advantage, E-

commerce, Blockchain, MSMEs, Sharia Economy 

INTRODUCTION 

 The halal industry has shown rapid growth globally, not only in countries with a Muslim 

majority population but also in penetrating international markets that are increasingly aware of 

the significant economic potential of halal products and services. This phenomenon is driven by 

the increasing awareness of global consumers towards issues of quality, authenticity, and ethical 

production, which halal products offer through aspects of cleanliness, compliance with sharia, and 

principles of sustainability. Indonesia, as the country with the largest Muslim population in the 

world, is naturally an important epicenter in the development of this industry, with a primary focus 

on the halal food and beverage, fashion, tourism, pharmaceutical, and cosmetics sectors. This 

development is in line with the government's efforts to make Indonesia a major player in the global 

halal economy. This growth is driven not only by demand from Muslim consumers but also by the 

increasing interest from non-Muslim consumers who view halal products as a standard of quality, 

safety, and ethics (Hidayat & Musari, 2023). Awareness of elections, Tayyiban (halal and 

good/quality), is the main driver, where consumers look for products that not only fulfill religious 

ritual aspects but also aspects of health, cleanliness, and environmental sustainability. 

 However, amidst this growth optimism, the halal industry is faced with various complex 

challenges. Increasingly tight global competition requires business actors to continue to innovate 
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and increase efficiency. The need for supply chain transparency is becoming increasingly crucial to 

build consumer trust, especially regarding the halalness of products from upstream to 

downstream. Furthermore, technological disruption that marks the era of the Industrial Revolution 

4.0 and towards Society 5.0 has driven digital transformation as an inevitability for business 

continuity. This challenge is felt significantly by Micro, Small, and Medium Enterprises (MSMEs), 

which are the backbone of the economy in many countries, including Indonesia, which contributes 

more than 60% to the national Gross Domestic Product (GDP). MSMEs in the halal industry often 

face obstacles in terms of economies of scale, access to funding, and the ability to meet complex 

international standards. 

 In today's digital era, technologies such as e-commerce, social media, blockchain, Internet of 

Things (IoT), artificial intelligence (Artificial Intelligence), and big data have fundamentally changed 

the global business landscape. In the context of the halal industry, the adoption of this technology 

is not just a matter of following a trend, but has become a vital strategy to improve operational 

efficiency, expand market reach, and strengthen consumer confidence. For example, platform e-

commerce enables halal business actors, including MSMEs, to reach global consumers without 

being hindered by geographical boundaries, opening up previously unimaginable market 

opportunities. Meanwhile, blockchain technology offers innovative solutions for creating tracking 

systems (traceability), transparent halal products, and real-time, so that it can significantly 

strengthen consumer confidence in the integrity and halal compliance of a product. 

 A study by Alfarizi and Hanum (2023) showed that digital transformation in halal culinary 

MSMEs in Indonesia is positively correlated with improved sustainable performance, mediated by 

digital literacy and adoption of circular economy practices. This finding underscores the important 

role of digital capacity in achieving business sustainability. However, in reality, many halal business 

actors, especially MSMEs, still rely on traditional approaches such as physical store operations and 

conventional marketing strategies. This traditional approach is often faced with various 

limitations, such as narrow market reach, relatively high operational costs, inefficiencies in supply 

chain management, and a lack of transparency that can affect consumer perceptions and trust. This 

reliance on conventional methods limits their ability to compete effectively in a market that is 

increasingly dominated by more agile and digitally adaptive players. 

 Therefore, a deep understanding of how digital business models can create and deliver 

competitive advantages is very relevant and urgent to support the acceleration of sustainable 

growth of the halal industry. The urgency of this research is further strengthened by the 

acceleration of digital technology adoption in various sectors after the COVID-19 pandemic, which 

has drastically changed consumer behavior and the business landscape. A study by Sumarliah and 

Al-hakeem (2023) on digital innovation and sustainable supply chain management in Yemen, for 

example, showed an increase in the competitiveness of halal businesses, a finding that has 

significant relevance for the Indonesian context, which has similar market characteristics and 

MSME challenges. Without a planned and comprehensive digital transformation, halal business 

actors are at risk of being left behind in meeting the expectations of modern consumers who are 

increasingly smart, critical, and want fast access, transparent information, and certainty of halal 

assurance. Today's consumers are not only looking for halal labels but also detailed information 

about the origin of the product, production process, and socio-environmental impacts of the 

products they consume, and digital technology is key to providing this information. 

 In Indonesia, although MSMEs are a fundamental pillar of the national economy, many of 

them still face various obstacles in adopting digital technology. Limited financial resources, low 

levels of digital literacy, lack of access to adequate technological infrastructure, and resistance to 

change are some of the main obstacles. This research is important not only to provide strategic 

guidance for halal MSMEs to be able to utilize the potential competitive advantages of digital 
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business models, but also to support various government programs and policies, such as the 

"Indonesia Emas 2045" initiative, which emphasizes the importance of digital transformation as a 

driving force for national economic sustainability. Furthermore, understanding successful digital 

business models in the halal industry can inspire the development of more effective policies in 

supporting the digitalization of MSMEs as a whole. 

 Although the literature on digital transformation in the halal industry continues to grow, 

there are still several research gaps (research gap) which is significant. First, many studies tend to 

focus on the technical aspects of implementing a particular digital technology, for example, the 

implementation of blockchain or the use of e-commerce, without making an explicit and 

comprehensive comparison of the overall advantages of digital business models over traditional 

approaches. Second, most of the existing research is sectoral, such as focusing on halal food, halal 

tourism, or halal fashion, so it does not provide a holistic picture of the dynamics of digital 

transformation in the halal industry as a whole. Third, there is still a lack of in-depth comparative 

analysis between digital and traditional approaches in terms of concrete business performance 

metrics, such as operational efficiency, scale of market access, level of consumer trust, and long-

term business sustainability. Existing research is often descriptive of technology adoption, but 

lacks a systematic exploration of how such adoption results in measurable competitive advantages. 

 This study attempts to fill these gaps by conducting a systematic and in-depth comparative 

analysis. Novelty (novelty), this research is based on a systematic comparative analysis between 

digital business models and traditional approaches in the context of the halal industry, with a 

particular emphasis on the identification and elaboration of the resulting competitive advantages. 

Unlike previous studies that may tend to be descriptive or focus on one aspect of technology, this 

research aims to integrate data and findings from various halal industry sectors (food, fashion, 

tourism, etc.) and various types of digital technologies (e-commerce, blockchain, social media, data 

analytics) to produce a more comprehensive and applicable framework of understanding. 

Furthermore, this study places special emphasis on practical implications for MSMEs, a segment of 

business actors that is often overlooked in academic literature but plays a crucial role in the halal 

industry ecosystem. Thus, this study is expected to provide a richer and more nuanced contribution 

to the existing literature. 

 Based on the background, problem identification, and research gaps that have been 

described, the main problem formulation in this research is: What significant competitive 

advantages does the adoption of digital business models create for business actors in the halal 

industry when compared to traditional business approaches? This question guides the entire 

investigation to explore in detail the various dimensions of excellence that may emerge, both 

tangible and intangible. 

In line with the formulation of the problem, this study has several main objectives: 

1. To identify and analyze in depth the various competitive advantages offered by digital 

business models in the context of the halal industry compared to traditional business 

approaches. This includes financial (such as cost reduction, revenue increase) and non-

financial (such as brand reputation, customer satisfaction) aspects. 

2. To analyze the specific roles of various digital technologies (such as e-commerce, social media, 

blockchain, and data analytics) in improving market access, optimizing operational efficiency, 

and strengthening consumer confidence in the halal industry. This analysis will look at how 

each technology makes its unique contribution. 

3. To develop practical and strategic recommendations for halal business actors, especially 

MSMEs, to plan, adopt, and optimize digital business models to increase their competitiveness 

in domestic and global markets. These recommendations will consider the various obstacles 

faced by MSMEs. 



Journal Halal Science, Industry, and Business. 

33 
 

LITERATURE REVIEW 

 The evolving dynamics of global business have compelled organizations to re-evaluate 

traditional notions of competitive advantage. While early theorists like Porter emphasized cost 

leadership and differentiation, recent developments in digitalization have led to a redefinition of 

what constitutes competitive strength. Digital transformation is now widely recognized as a 

strategic process involving the deployment of emerging technologies across organizational 

structures to enhance performance, flexibility, and value creation (Raymond, 2023; Kretschmer, 

2020). This shift is particularly pertinent in the Halal industry, where consumer expectations for 

transparency, religious compliance, and ethical standards are non-negotiable. The integration of 

digital business models in Halal enterprises enables firms to meet these demands more effectively 

than ever before, transforming what was once a traditional, document-heavy process into an agile, 

technology-driven system. 

 Digital business models encompass a wide range of innovations, including blockchain-

enabled traceability, mobile Halal verification applications, AI-based auditing, and Halal-focused e-

commerce platforms. These tools do not merely improve business processes; they redefine value 

delivery in ways that resonate with Islamic ethical standards (Harsanto, 2024; Andespa2024). 

Blockchain, for instance, introduces tamper-proof, real-time documentation that enhances product 

traceability from source to shelf, an essential concern for Halal-conscious consumers. Similarly, 

IoT-enabled devices can monitor temperature, handling, and route data during the transportation 

of Halal goods, ensuring compliance throughout the supply chain. The combination of these 

technologies builds trust and operational reliability, which are central to the Halal proposition. 

 Industry 4.0 technologies have further elevated the sophistication of Halal supply chains. 

Artificial Intelligence (AI) enables predictive analytics for demand forecasting and fraud detection, 

while big data facilitates personalized consumer engagement and operational streamlining (Ellahi, 

2025; Rejeb, 2022). RFID technology, when used alongside other digital systems, offers granular 

tracking of Halal certification and logistics. These tools collectively reduce human error, enable 

faster decision-making, and foster system-wide transparency. Compared to traditional Halal 

business models, which depend heavily on manual inspections, paper-based certifications, and 

localized customer bases, digital models exhibit greater scalability, efficiency, and adaptability. 

SMEs, often constrained by limited resources, stand to gain significantly from these 

transformations by expanding into new markets and improving internal productivity (Nor, 2022). 

 However, technological adoption alone is not sufficient to guarantee sustainable competitive 

advantage. Regulatory and institutional frameworks must evolve in tandem with digital capabilities 

to ensure consistent standards across borders. Studies show that effective regulation positively 

influences the use of digital tools and enhances overall Halal value chain performance (Harsanto, 

2024). Regulatory authorities play a crucial role in legitimizing digital certification, automating 

inspection processes, and harmonizing compliance standards globally. For example, digitized Halal 

platforms supported by national governments, like Malaysia’s Halal e-commerce initiatives, 

demonstrate how public-private collaborations can enable wide-scale digital integration. This also 

opens new opportunities for improving market access, especially for exporters aiming to reach 

Muslim consumers across different continents. 

 Despite these advancements, gaps remain in both practice and scholarship. Few longitudinal 

studies have compared the long-term cost-benefit profiles of digital versus traditional Halal 

business models, particularly in terms of operational costs, consumer retention, and brand loyalty. 

Moreover, limited attention has been given to how digitalization impacts the socio-cultural 

dimensions of Halal assurance, especially in microenterprises and family-owned firms that may 

lack technological fluency. Rashid (2023) highlights that digital innovation, if poorly 

contextualized, may trigger stakeholder distrust, particularly in post-pandemic settings where 
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misinformation is rife. Addressing these issues requires a more inclusive and culturally sensitive 

digital ecosystem, where human values are embedded within technological solutions. 

 To move forward, future research and policy must explore hybrid models that integrate the 

speed and scale of digital platforms with the authenticity and interpersonal trust found in 

traditional Halal systems. Such models would offer the best of both worlds: technological 

robustness and cultural resonance. Parviainen (2022) argues for a systemic approach to digital 

transformation that includes not only technological readiness but also organizational and cultural 

alignment. In the context of the Halal industry, this means developing tools and strategies that are 

not only efficient but also resonate with Islamic values, local traditions, and global market 

requirements. By doing so, businesses can not only achieve a competitive advantage but also 

contribute to the ethical and sustainable growth of the Halal economy. 

 

RESEARCH METHOD 

 This study employs a qualitative approach with a descriptive design. The qualitative 

approach focuses on understanding social phenomena from the participants' perspective, 

emphasizing meaning, experience, and context (Creswell & Poth, 2018). The descriptive design was 

chosen to present a systematic overview of characteristics and variable relationships concerning 

the competitive advantage of digital business models in the halal industry compared to traditional 

approaches, without manipulating variables (Babbie, 2020). This research is library research (Zed, 

2014), collecting data from written literature such as books, scientific journals, and other relevant 

documents, with its strength lying in its ability to synthesize extensive knowledge from various 

sources and time periods (Boote & Beile, 2005). The data collection technique is document study 

or document analysis (Bowen, 2009), involving a systematic evaluation of printed and electronic 

documents; primary data sources are peer-reviewed scientific articles from indexed academic 

journals, while secondary sources include reference books, industry reports, and government 

publications. Literature searches were conducted electronically through major academic databases 

using comprehensive keywords such as "digital business models," "halal industry," and 

"competitive advantage," in Indonesian and English, with Boolean operators; inclusion criteria 

were strictly applied, focusing on literature from the last 5-10 years, with 25 core studies serving 

as the analytical anchor. 
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Figure 1. Mechanism of the PRISMA Model for justification of why 25 papers should be chosen 

Data analysis techniques used are qualitative content analysis and thematic analysis, where 

qualitative content analysis involves the subjective interpretation of text data through systematic 

coding and theme identification (Hsieh & Shannon, 2005). This process includes data 

familiarization, coding (open and axial), theme development focusing on three pillars of excellence 

(digital infrastructure, market access, and operational efficiency), synthesis, and interpretation, 

with trustworthiness ensured through source triangulation and informal peer review to enhance 

interpretation validity (Lincoln & Guba, 1985). 

 

FINDINGS AND DISCUSSION 

Digital transformation has become a fundamental catalyst for change in the halal industry, 

offering significant competitive advantages to business actors compared to traditional, more 

conventional business approaches (Davids & Sabrain, 2022). Based on an in-depth analysis of 25 

core empirical studies and a broader review of supporting literature, this study successfully 

identified and mapped three main themes that are the pillars of the competitive advantage of digital 

business models in the halal industry. The three themes are: (1) strengthening and optimizing 

digital infrastructure; (2) expanding market access and consumer reach; and (3) increasing overall 

operational efficiency. 

These themes not only reflect the transformative potential of technology in improving 

various aspects of business performance but also clearly highlight a fundamental paradigm shift. 

This shift is moving from conventional business approaches that are often limited by physical and 

geographical factors to more dynamic, data-driven, and globally connected business strategies 
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(Nazir, 2024). The following discussion will elaborate on the key findings in more depth, integrate 

a comparative analysis between digital and traditional models, and present a strong argument on 

how digital business models are progressively changing the contemporary halal industry 

landscape. 

 

Characteristics of Reviewed Studies (Core) 

Before moving on to a more detailed thematic analysis, it is important to understand the 

characteristics of the 25 core studies that form the main basis of the analysis in this research. This 

diversity provides a more holistic and comprehensive perspective on the implementation and 

impact of digital transformation in various segments of the halal industry. Table 1 below presents 

a summary of these characteristics in an enhanced format to provide a clearer picture of the focus, 

technology, sector, methodology, and key findings or highlights of each study. 

 

Table 1. Characteristics of Core Studies Reviewed (Enhanced Format) 
No Researcher 

(Year) 

Main Focus 

of Study 

Key Digital 

Technologies 

Discussed 

Specific Halal 

Industry 

Sectors 

Research 

methodology 

Key Digital 

Advantages 

Highlighted 

1 Aditya and 

Rusfian 

(2024) 

Halal Order 

Managemen

t System 

(OMS) 

Model 

Developmen

t 

Order 

Management 

System (OMS), 

Tracking Real-

Time 

Pet Shop (Halal 

Products) 

Qualitative 

Case Study 

Improved 

operational 

efficiency, 

order 

accuracy, and 

customer 

service 

2 Ahmad et al. 

(2022) 

Developmen

t of Halal 

Industry 

Model 4.0 

for MSMEs 

Industry 4.0 

concept (general, 

not technology 

specific) 

Halal Industry 

(General) 

Systematic 

Literature 

Review 

Increasing 

the 

competitiven

ess of MSMEs 

through the 

adoption of 

Industry 4.0 

principles 

3 Akbar et al. 

(2023) 

Analysis of 

Sharia 

Aspects in 

Digitalizatio

n of Halal 

Tourism 

Digital 

Applications, 

Online Platforms 

Halal Tourism Qualitative 

Case Study 

Expanding 

market reach, 

enhancing 

halal tourist 

experience 

4 The Last 

Airbender 

(2023) 

Digital 

Transforma

tion & 

Sustainabilit

y of Halal 

Culinary 

MSMEs 

E-commerce, Data 

Analytics, Digital 

Literacy 

Halal Food 

(Culinary) 

Survei, SEM-

PLS 

Sustainable 

performance 

improvement 

(social, 

environment

al, economic) 

5 Asiyah et al. 

(2023) 

Halal MSME 

Digitalizatio

n Strategy 

for 

Sustainabilit

y 

Platform E-

commerce, Social 

media 

Halal Food Qualitative 

Case Study 

Increase 

sales 

turnover, 

market 

expansion, 

and business 

sustainability 

6 Alya (2021) Digital Digital Fashion (Hijab) (Assumed Developing a 
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Transforma

tion Design 

for Hijab 

Fashion 

Business 

Transformation 

Concept (business 

design) 

Qualitative) digitally 

adaptive 

fashion 

business 

model 

7 Abustani et 

al. (2024) 

Halal 

Creative 

Industry 

Recovery 

Post-COVID-

19 

Digital 

Transformation 

(general) 

Halal Creative 

Business 

Qualitative 

Case Study 

Business 

resilience, 

market 

adaptation, 

and 

efficiency 

through 

digitalization 

8 Imani et al. 

(2022) 

E-

commerceas 

a Halal 

Lifestyle 

Ecosystem 

Platform E-

commerce 

Halal Lifestyle 

(General) 

Qualitative 

Interview 

Study 

Facilitating 

transactions, 

halal 

economic 

education, 

and 

strengthenin

g the 

ecosystem 

9 Kusuma et al. 

(2024) 

Utilization 

of Digital 

Platforms 

for Hijab 

Fashion 

SMEs 

Social media, 

Platform E-

commerce 

Fashion (Hijab) Qualitative 

Case Study 

Increased 

visibility, 

market 

access and 

entrepreneur 

empowerme

nt 

10 Beloved 

(2023) 

Halal Meat 

Sustainable 

Value Chain 

Innovation 

Digital Resources, 

ServicesOnline 

Halal Food 

(Beef) 

Mixed Method Strengthenin

g industry 

through 

value chain 

efficiency & 

digital 

services 

11 Marjudi et al. 

(2023) 

Business 

Analytics in 

Halal Supply 

Chain 

Transaction

s of MSMEs 

Business 

Analytics, 

Payment Gateway, 

Dashboard 

FinTech 

Halal Industry 

(General) 

SLR, 

Prototype 

Development 

Increased 

transaction 

efficiency, 

compliance 

verification, 

and decision-

making 

12 Meerangani 

et al. (2023) 

Potential of 

Digital 

Platform for 

Asnaf Zakat 

Entreprene

urs 

Social Media, 

Digital Sales 

Platform 

Islamic Social 

Entrepreneurshi

p 

Systematic 

Literature 

Review 

Increased 

market 

access, 

marketing, 

and 

economic 

survival of 

asnaf 

13 Murti (2023) Digital 

Transforma

tion for 

Halal 

Assurance 

Cloud Computing, 

Digital Tracking 

System 

Halal Food (Ice 

Cream) 

Qualitative 

Case Study 

Cost & time 

efficiency of 

certification, 

increasing 

halal product 
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System 

(IKM) 

assurance 

14 Pertiwi et al. 

(2024) 

Traditional 

Muslim 

Fashion 

Traders' 

Strategy to 

Face Digital 

Social Media (for 

promotion & 

adaptation) 

Muslim Fashion 

(Traditional) 

Qualitative 

Interview 

Study 

Adaptation of 

traditional 

business, 

reduction of 

marketing 

costs, and 

new reach 

15 Farah Qalbia 

and Saputra 

(2023) 

Digital 

Transforma

tion & 

Sharia 

Entreprene

urship 

Blockchain, 

Fintech, E-

commerce 

Islamic 

Economics 

(General) 

Systematic 

Literature 

Review 

Innovation 

opportunities

, efficiency, 

and ethical 

challenges in 

the digital 

Islamic 

economy 

16 Qizam et al. 

(2025) 

The Role of 

Halal Value 

Chain & 

Digital 

Economy in 

Islamic 

Boarding 

Schools 

Digitalization of 

the Economy 

(general) 

Halal Food & 

Fashion (Islamic 

Boarding 

School) 

Survey, 

WITHOUT 

Increased 

productivity, 

management 

efficiency, 

and socio-

economic 

transformati

on 

17 Abdul Rahim 

et al. (2023) 

Asnafprene

ur 

Digitalizatio

n: Hi Tech vs 

Hi Touch 

Social Media, 

Delivery 

AppsOnline 

Food & Drinks 

(Asnaf) 

Qualitative 

Interview 

Study 

Improved 

communicati

on, service 

responsivene

ss, and 

limited 

market 

access 

18 Rohmah et al. 

(2019) 

Blockchain 

for 

Traceability 

in Food 

Blockchain, 

Internet of Things 

(IoT) 

Halal Food Systematic 

Literature 

Review 

Increasing 

competitiven

ess through 

transparency 

& consumer 

trust 

19 S. et al. 

(2015) 

Model 

Outsourcing

IT for Halal 

MSME 

Transforma

tion 

Model IT 

Outsourcing 

Halal Industry 

(MSMEs) 

Qualitative 

Interview 

Study 

Strategies to 

overcome IT 

resource 

limitations 

for e-

business 

20 The Greatest 

Showman 

(2024) 

Digitalizatio

n of Halal 

Certification 

in Indonesia 

Digital 

Certification 

System 

Halal Food 

(Regulation) 

Document 

Analysis, 

Interview 

Acceleration 

of the 

certification 

process, 

increased 

compliance, 

and policy 

dynamics 

21 Sari et al. 

(2021) 

Digital 

Strategy 

Startup 

Web Applications 

& Mobile 

Halal Food 

(Startup) 

Qualitative 

Interview 

Study 

Business 

development 

through 
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MakananHal

al.Id 

content 

innovation & 

attractive 

application 

interfaces 

22 Sumarliah & 

Al-hakeem 

(2023) 

Digital 

Innovation 

& 

Sustainable 

Supply 

Chain 

AI, Analytics Data Halal Food Survey, 

WITHOUT 

Improving 

business 

competitive 

performance 

through 

sustainable 

innovation & 

SCM 

23 Tan & Husny 

(2020) 

Digital 

Innovation 

& Halal 

Industry in 

the Industry 

4.0 Era 

Digital Tracking 

System (RFID), 

Industry 4.0 

Concept 

Halal Industry 

(General) 

Case study Increasing 

efficiency, 

transparency, 

and 

adaptation to 

the Industrial 

Revolution 

4.0 

24 Yang et al. 

(2022) 

Strategic 

Orientation 

for 

Competitive 

Advantage 

of Halal 

MSMEs 

Strategic 

Orientation 

(digital adoption 

implications) 

Halal Products 

(MSMEs) 

Mixed Method The 

importance 

of strategic 

orientation in 

achieving 

competitive 

advantage 

25 Emerald & 

Hyun (2022) 

Social Media 

Marketing 

Strategy in 

the Global 

Halal 

Industry 

Social Media 

Platforms 

Halal Industry 

(General) 

Systematic 

Literature 

Review 

Increased 

customer 

engagement 

& global 

competitive 

advantage 

 

Analysis of the core study characteristics in this refined Table 1 shows that the halal food 

sector remains the most researched area, indicating the urgency and complexity of digitalization in 

the sector. E-commerce and social media consistently emerged as fundamental technologies 

adopted, especially by MSMEs, to expand market reach and enhance customer engagement. The use 

of qualitative methodologies, such as case studies and interviews, dominated, indicating that an in-

depth understanding of the context, processes, and perceptions of business actors towards digital 

transformation remains a priority. Key findings highlighted from these studies generally point to 

increased operational efficiency, expanded market access, and strengthened consumer trust as a 

result of digital technology adoption, which will be elaborated further in thematic analysis. 

After identifying the variations and focus of the core studies through Table 1, a deeper 

thematic analysis revealed that the strategic role of digital infrastructure does not stand alone as a 

pillar. Instead, it is closely related and mutually reinforcing with efforts to improve market access 

and achieve higher operational efficiency. This interdependence suggests that successful digital 

transformation requires a holistic approach. Below, each of the three competitive advantage 

themes will be elaborated in detail to provide a clear picture of how digital technology is 

fundamentally changing the paradigm and operational landscape of the halal industry. 
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Advantages of Digital Infrastructure 

Digital infrastructure is an essential foundation that underpins the entire transformation 

process in the halal industry, offering capabilities for supply chain optimization, integration of 

advanced business analytics, and management of the halal certification process that is much more 

efficient and accountable (Ahmad et al., 2022). Significantly different from traditional approaches 

that rely heavily on manual processes, physical documentation, and fragmented systems, digital 

technology brings a level of reliability, speed, and transparency that is difficult, if not impossible, to 

achieve without such innovation (Nazir, 2024). Building a solid digital infrastructure enables 

companies to automate processes, increase operational visibility, and make better decisions based 

on data. 

First, halal supply chain optimization has become one of the main manifestations of the 

advantages offered by digital infrastructure. A study conducted by Rohmah et al. (2019) 

convincingly shows that the implementation of blockchain technology, which is combined with 

Internet of Things (IoT), allows product tracking to be real-time and transparent, from the source of 

raw materials to the end consumer. This system ensures and facilitates verification of compliance 

with halal standards at every critical point in the supply chain. This is in stark contrast to traditional 

approaches that often rely on manual record-keeping and physical certificates, which are prone to 

the risk of human error (human error), counterfeiting, and lack of overall visibility (Ginantaka & 

Zain, 2017). Marjudi et al. (2023) further develop this argument by proposing a model Halal Supply 

Chain Management Transactions (HSCMT), which integrates data from platform e-commerce with 

financial technology (fintech). This model not only increases the efficiency of financial transactions 

in the supply chain but also able to reduce operational costs associated with the verification and 

administration process. In the context of the halal industry, where the aspects of authenticity and 

halal assurance are fundamental values and main prerequisites, digital technology not only serves 

to speed up the process, but more importantly, it plays a vital role in strengthening and maintaining 

consumer trust (Hidayat & Musari, 2023). Tan & Husny (2020) also highlighted the use of digital 

tracking systems such as RFID as part of digital innovation in the halal industry to improve supply 

chain integrity. 

Second, business analytics integration provides a significant competitive advantage in 

terms of more accurate and data-driven decision making (data-driven decision making). Sumarliah 

and Al-Hakeem (2023) found that the use of artificial intelligence (Artificial Intelligence- AI) and big 

data analytics can moderate the relationship between green entrepreneurship preferences and 

sustainable supply chain management, which in turn increases the competitiveness of halal food 

companies. This study is very relevant because it shows that halal business actors who are able to 

utilize and analyze data effectively can adjust their business strategies more quickly and precisely 

compared to those who still rely on intuition or experience alone, as is common in traditional 

approaches. Alfarizi and Hanum (2023) also emphasized that the level of digital knowledge and 

literacy positively influences attitudes, subjective norms, and behavioral control felt by halal 

culinary MSME actors, which ultimately leads to increasing the dynamic capabilities of their 

businesses. In other words, business analytics allows business actors to be more adaptive, 

responsive to market changes, and ultimately more competitive in a rapidly changing market. 

Marjudi et al. (2023) also emphasized the use of business analytics by MSMEs in halal supply chain 

management transactions to increase efficiency. 

Third, digital certification management has become an important breakthrough in ensuring 

and facilitating the process of fulfilling compliance with halal standards. Murti (2023) highlights 

the use of cloud computing and digital tracking systems to support the implementation of halal 

product assurance systems, especially for SMEs, which results in significant reductions in time and 

costs in the certification process. Santoso and Rachman (2024) added that digitalization of the halal 
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certification process not only speeds up the processing time of applications and audits but also 

increases the level of compliance with applicable halal standards through an automatic reminder 

system and easy access to the latest regulations. These advantages are clearly not possessed by 

traditional paper-based certification systems, which are often bureaucratic and time-consuming. 

On a global scale, the adoption of a digital approach to halal certification has the potential to 

standardize the integrity and recognition of halal certificates between countries, thereby providing 

an additional layer of trust to international consumers and facilitating cross-border trade in halal 

products. 

However, it is important to note that the implementation of advanced digital infrastructure, 

such as blockchain and IoT, is not without challenges. Several studies (e.g., Rohmah et al., 2019, 

implicitly) indicate that the high initial investment costs for implementing this technology, coupled 

with limited supporting infrastructure (such as stable and fast internet connectivity) in some areas, 

can be an obstacle to the widespread adoption of this technology, especially for MSMEs with limited 

resources (Hediansyah et al., 2024). This suggests that a more adaptive and perhaps gradual 

approach is needed, as well as policy support from the government, to overcome practical obstacles 

in implementing digital technology in the halal industry sector. S. et al. (2015) discuss that model 

outsourcing IT can be an alternative for MSMEs to overcome resource limitations in digital 

transformation. 

 

Market Access and Reach 

Digital business models have fundamentally revolutionized the way halal business actors 

access markets and reach consumers, offering advantages that are very difficult to achieve through 

traditional approaches that are limited by geographic barriers and operational times (Faizah, 

2022). Analysis of various studies reveals three main aspects in which digital models demonstrate 

their superiority in terms of market access and reach: (1) transformative capabilities in e-

commerce; (2) effectiveness and efficiency of digital marketing; and (3) innovation in platform 

customer engagement (customer engagement platforms). This digitalization effort enables deeper 

and wider market penetration, crossing previously impenetrable boundaries. 

First, capability e-commerce enables halal business actors to effectively penetrate 

geographical and time zone boundaries that have been obstacles. Asiyah et al. (2023) reported 

significant findings that the use of platform e-commerce, Popular platforms such as Shopee and 

Instagram Shop by halal MSMEs have not only succeeded in increasing sales turnover substantially, 

but have also dramatically expanded their market reach to new areas that were previously 

unreachable. This is diametrically different from the operation of physical stores, whose reach is 

generally limited to certain local communities or areas, e-commerce providing market access that 

operates 24 hours a day, 7 days a week (24/7) to a global consumer audience (Imani et al., 2022). 

Furthermore, Imani et al. (2022) added that platform e-commerce, which is specifically designed to 

accommodate the needs of halal products and lifestyles, not only functions as a sales showcase. The 

platform can also act as an educational and socialization tool regarding the principles of halal 

economics and Maqashid Syariah, thereby strengthening market understanding and awareness 

more broadly. This clearly shows that digitalization, especially through e-commerce, is opening up 

market opportunity horizons that were previously unavailable or even unimaginable for business 

actors who still rely on traditional methods. Farah and Saputra (2023) also emphasize the role of e-

commerce in digital transformation and sharia entrepreneurship. 

Second, digital marketing effectiveness, especially that carried out through social media 

platforms, has become a very powerful instrument to increase the visibility of halal brands and 

products. Zamrudi and Hyun (2022) in their systematic literature review asserted that a well-

designed social media marketing strategy significantly increases the level of customer engagement 
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(customer engagement) and ultimately builds a competitive advantage for companies in the global 

halal industry. Social media allows businesses to target very specific audiences based on 

demographics, interests, and behaviors, and implement a relationship-based marketing approach 

(relationship marketing), which is more personal and interactive (Kusuma et al., 2024). This 

capability is difficult, if not impossible, to achieve effectively through traditional advertising 

methods such as print media advertising or word-of-mouth promotion, which have a more limited 

reach and are less measurable. Kusuma et al. (2024) also present evidence of how the integration 

of digital platforms, including social media, with an entrepreneurial model in hijab fashion MSMEs 

in Sidoarjo has succeeded in significantly increasing the visibility of their products, which is directly 

proportional to the expansion of market access. With costs that are relatively much lower than 

conventional marketing media, digital marketing offers significant economic advantages, especially 

for halal MSMEs with limited marketing budgets (Pertiwi et al., 2024). Meerangani et al. (2023) 

highlighted the potential of digital platforms, including social media, for asnaf zakat entrepreneurs, 

which is also relevant for halal MSMEs in general in expanding their reach. 

Third, digital-based customer engagement has revolutionized the way businesses interact 

with their consumers. Abdul Rahim et al. (2023) in their study on digitalization asnafpreneur 

(entrepreneurs from among zakat recipients) noted that the use of digital channels such as social 

media and instant messaging applications (e.g., WhatsApp Business) as well as online delivery 

applications significantly improved the quality of communication and responsiveness of service to 

customers. This direct, fast, and personal interaction allows business actors to build stronger, 

deeper, and more sustainable relationships with their consumers. This is an advantage that is 

clearly not possessed by traditional customer support models that rely on face-to-face interactions 

that are limited by time and place, or via telephone lines that are sometimes less responsive (Sari 

et al., 2021). Sari et al. (2021) further emphasizes the importance of presenting innovative, relevant, 

and attractive content, as well as application interface design (user interface/user experience- User-

friendly UI/UX) to increase customer loyalty and make your business stand out (stand out) amidst 

an increasingly crowded and competitive market. Digital applications and online platforms are also 

key to the digitalization of halal tourism, increasing interaction with tourists (Akbar et al., 2023). 

Overall, market access and reach are expanded exponentially through the utilization of e-

commerce, smart digital marketing strategies, and innovative platform customer engagement 

showing that digital business models do more than simply scale up operations. They also 

fundamentally deepen and enrich the quality of relationships between halal businesses and their 

consumers, an achievement that is hard to match with the limitations of traditional business 

approaches. 

 

Operational Efficiency 

Operational efficiency occupies a strategic position as a critical component in the 

competitive advantage architecture of digital business models, especially in the context of the 

dynamics of the halal industry sector that demands high quality and compliance (Yang et al., 2022). 

The implementation of various digital technologies manifested through the automation of 

repetitive business processes, optimization of resource allocation and utilization, and the 

systematic application of operational cost reduction strategies, has been empirically proven to 

produce superior levels of effectiveness and productivity when compared to conventional 

approaches that still rely heavily on manual processes (Marjudi et al., 2023). 

An in-depth comparative analysis shows that the integration of digital technologies into 

operational workflows does more than just increase productivity output in the short term. More 

importantly, it is capable of creating what is called (dynamic efficiency), namely the ability of an 

organization to continuously adapt, learn, and improve its efficiency along with changing market 
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conditions and technological developments (Alfarizi & Hanum, 2023). In the specific context of the 

halal industry, achieving this dynamic efficiency not only strengthens business competitiveness in 

a competitive market but also ensures and facilitates operational alignment with fundamental 

sharia principles, such as transparency in every transaction, accountability in resource 

management, and fairness for all stakeholders (Falach et al., 2024). Thus, digital transformation can 

be viewed as a powerful catalyst, which not only serves to transcend the inherent limitations of 

traditional methods but also actively catalyzes a continuous wave of innovation in a business 

ecosystem that upholds ethical values and Sharia compliance. 

First, process automation significantly improves the accuracy, speed, and overall capability 

of business operations. Aditya and Rusfian (2024) provide a concrete example through the 

development of a Halal Order Management System (Halal Order Management System), which is 

capable of automating various crucial functions, starting from recording customer orders, 

managing product inventory online. in real-time, to track the shipping process. This kind of 

automated approach allows businesses to handle much larger transaction volumes with a higher 

degree of precision and lower risk of error compared to manual methods that are prone to human 

error. Marjudi et al. (2023) also proposed a prototype dashboard FinTech designed to automate the 

halal compliance verification process in supply chain transactions, which not only increases the 

efficiency of the verification process itself but also helps build trust among actors in the supply 

chain. The advantages in terms of processing speed, data accuracy, and reduction of manual 

workload offered by this automation are clearly significant leaps that are difficult to match by 

traditional processes that are manual and often fragmented. Digital tracking systems, such as RFID, 

mentioned by Tan & Husny (2020), also contribute to automation and efficiency in the value chain. 

Second, resource optimization facilitated by digital technology enables the use of corporate 

assets, both tangible and intangible. or intangible (intangible), more flexibly, efficiently, and 

intelligently. Mahbubi (2023) highlights how digital resources, such as online platforms and 

customer databases, can be leveraged to create innovative new distribution channels and offer 

services. Online diversity in the halal meat industry. This approach allows for smarter and more 

targeted resource allocation (e.g., sales force, marketing budget) compared to traditional 

approaches that are often limited by the use of physical assets (such as physical distribution fleets 

or conventional sales outlets) that tend to be less flexible and expensive. Qizam et al. (2025) in their 

study on the digitalization of the economy in the Islamic boarding school environment found that 

the adoption of digital technology succeeded in increasing productivity and efficiency in the 

management of various Islamic boarding school business units. This finding is very interesting 

because it shows that the benefits of resource optimization through digitalization can be realized 

even in the context of organizations with strong traditional roots. This resource optimization, in 

turn, directly strengthens business competitiveness through more effective and efficient use of 

inputs, resulting in greater output at more controlled costs. This is also in line with the findings of 

Alya (2021) regarding the design of digital transformation for the development of the hijab fashion 

business, which implicitly touches on resource optimization through digital platforms. 

Third, various cost reduction mechanism (cost reduction mechanisms inherent in the digital 

business model offers significant economic advantages for halal business actors. Pertiwi et al. 

(2024) reported that Muslim fashion traders who previously relied on traditional marketing 

methods are now switching to using social media for promotional and sales activities. This shift has 

been shown to drastically reduce marketing costs compared to conventional methods such as 

placing advertisements in print media or participating in expensive bazaars. This low-cost digital 

marketing approach is very beneficial, especially for MSMEs with limited budgets and resources 

(Faizah, 2022). Alfarizi and Hanum (2023) add another dimension by showing that the 

implementation of circular economy practices supported by digital technology (e.g., better waste 
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management through digital tracking, or the use platform to sell recycled products) not only 

improves the company's social and environmental performance. Moreover, the practice also 

indirectly contributes to the reduction of operational costs through increased efficiency of raw 

material and energy use, as well as reduced waste management costs. By reducing reliance on 

expensive physical infrastructure (such as shop rents in premium locations), labor-intensive 

manual processes, and large physical inventories (through the just-in-time or dropshipping digitally 

facilitated), digital business models inherently provide substantial and sustainable financial 

advantages. Abustani et al. (2024) also indicate how digital transformation helps the recovery of 

the halal creative industry post-pandemic, one of which is through operational cost efficiency. 

Cumulatively, the increase in operational efficiency driven by process automation, resource 

allocation optimization, and various cost reduction mechanisms strongly emphasizes that the 

adoption of digital business models does more than just accelerate the speed of business 

operations. More fundamentally, it also significantly increases the potential for profitability and 

financial sustainability of companies, a comprehensive advantage that is very difficult to achieve 

optimally through the limitations of traditional business approaches. 

 

Summary of the Advantages of Digital Business 

The following table provides a more structured comparative summary of the various 

competitive advantages offered by digital business models when compared to traditional business 

approaches in the context of the halal industry. It also lists the essential implementation 

requirements that business actors need to consider when adopting these digital capabilities. 

 

Table 2. Comparison of Competitive Advantages of Digital vs. Traditional Business Models in the 

Halal Industry 
Digital Capabilities Traditional Approach Competitive Advantages 

of Digital Models 

Key Implementation 

Requirements 

Platform E-commerce Physical store, Limited 

market reach 

Expanded global market 

access, 24/7 availability, 

Reduced physical rental 

costs, Faster & easier 

transactions 

Digital infrastructure 

(website/application), 

user-friendly, Secure & 

diverse online payment 

system, Efficient & trusted 

logistics partnership, 

Integrated inventory 

management 

Social Media & Digital 

Marketing 

Traditional advertising 

(print, radio, TV), Word of 

mouth, High cost & limited 

reach 

Customer engagement 

(customer engagement) 

increased, Targeted & 

personalized marketing, 

Cost-effective promotions 

& measurable ROI, Brand 

building faster, Analytics of 

campaign performance in 

real-time 

Digital marketing & 

SEO/SEM expertise, 

Creative & relevant content 

creation skills, Active & 

responsive online 

community management, 

Planned digital marketing 

budget 

Digital Tracking System 

(Blockchain, IoT, RFID) 

Manual record keeping, 

Lack of supply chain 

transparency, High risk of 

counterfeiting 

Halal supply chain integrity 

has increased dramatically. 

Consumer confidence in 

authenticity, safety 

&traceability increased 

product, Reduction of 

counterfeiting & 

contamination 

IoT devices (sensors), 

Implementation of 

technology blockchain 

(requires investment & 

expertise), Integrated & 

secure data management 

system, Cooperation 

between parties in the 

supply chain, Trained 
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human resources for 

operations & data analysis 

Cloud-Based 

Management System 

(Cloud Computing) 

Software (software) local, 

Manual process, Physical 

server dependency, High IT 

maintenance costs 

Increased operational 

efficiency (collaboration, 

data access), Flexible & 

cost-effective IT 

infrastructure scalability, 

Remote data access &real-

time, Better disaster 

recovery 

Cloud infrastructure 

subscription (cloud 

infrastructure) as needed, 

Staff training on the use of 

cloud-based applications, 

Strong cybersecurity 

policies & data privacy 

compliance 

Artificial Intelligence 

(AI) & Analytics Big 

Data 

Decision making based on 

intuition or limited 

historical data, a Lack of 

personalization 

Data-driven, in-depth 

business insights (data-

driven insights), Predictive 

analytics for market trends 

& consumer behavior, 

Personalization of 

customer experiences & 

product recommendations, 

Operational optimization 

(e.g., stock management, 

logistics) 

Big data collection, storage 

& processing 

infrastructure, AI/Machine 

Learning & data science 

expertise, AI ethics & data 

privacy compliance, Good 

data quality 

Digital Halal 

Certification 

Management 

Paper-based certification 

process, Long, bureaucratic 

& expensive process, Lack 

of transparency 

More efficient, faster & 

cost-effective halal 

certification, Ease of access 

& transparency of the 

process for business actors 

& consumers, Faster 

market entry, Reduced 

potential for abuse 

Platform Integrated & 

authority-recognized 

digital certification, 

Compliance with digital 

regulations & halal 

standards, Staff & auditor 

training on digital systems, 

System interoperability 

Online Customer 

Service &Chatbot 

Face-to-face support has 

limited operating hours, 

and Conventional 

telephone lines with 

waiting times 

Customer support real-

time& 24/7, Multi-channel 

engagement 

(omnichannel), Faster & 

consistent response times, 

Personalization of services 

through customer data, 

Cost efficiency of services 

SoftwareCRM & customer 

service (helpdesk software), 

Well-trained & empathetic 

customer service staff, 

Integration 

omnichannelsmooth, 

Development chatbot 

Intelligent & contextual AI 

Digital Payment System 

(FintechSharia) 

Cash transactions, 

Traditional banking with 

manual processes & high 

costs 

Faster, safer & more 

convenient transactions, 

Easier & more accurate 

financial reconciliation, 

increased financial security 

& reduced risk of fraud, 

Access to various payment 

options 

Partnership with 

providers, fintech trusted 

sharia, Implementation of 

payment gateway 

(payment gateway) safe & 

sharia compliant, Financial 

regulatory compliance & 

consumer protection 

Product Exhibition 

Virtual & Augmented 

Reality (AR) / Virtual 

Reality (VR) 

Physical product display in 

stores or trade shows, High 

exhibition participation 

costs 

Immersive & interactive 

product visualization 

without physical 

boundaries, Reduce the 

need for physical inventory 

for displays, Global 

audience reach without 

travel costs, Innovative 

customer experiences 

3D modeling technology 

&rendering, High-quality & 

interactive AR/VR content 

development, Platform 

stable & accessible virtual 

exhibition, AR/VR Devices 

(optional for consumers) 

Automated & Predictive 

Inventory Management 

Manual stock recording, 

Risk of human error is high, 

Inventory tracking is real-

time& accurate, reducing 

Software integrated 

inventory management 
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It is difficult to make 

accurate forecasts 

the risk of shortage 

(stockout) & excess stock 

(overstock), Optimization 

of warehouse costs & 

working capital, Better 

demand forecasting 

(WMS/IMS), RFID system 

or barcode scanner, 

Integration with sales & 

supplier systems, 

Analytical capabilities for 

forecasting 

Source by author using Elicit AI & consensus 

 

Table 2 clearly illustrates that the spectrum of competitive advantages presented by digital 

business models is centered on three main pillars: (1) a significant increase in market access and 

reach, transcending geographical and time boundaries; (2) the ability to conduct business 

operations online. real-time, supported by accurate data for faster and more precise decision 

making; and (3) optimization of inventory management and the overall supply chain, which has an 

impact on cost efficiency and customer satisfaction (Nazir, 2024; Yang et al., 2022). 

However, it is important to underline that the realization of these advantages does not 

come without prerequisites. Successful implementation of a digital business model requires 

substantial investment commitment in several key areas. These include human resource 

development through staff training to improve their digital literacy and skills (Rahman & Ahmad, 

2024), building and maintaining a reliable and secure technology infrastructure (S. et al., 2015), 

and understanding and strict compliance with applicable regulations, including regulations related 

to data privacy, cybersecurity, and halal industry standards themselves (Santoso & Rachman, 

2024). The findings regarding these advantages show strong consistency across the empirical 

studies and literature analysis reviewed, further emphasizing that digital transformation is no 

longer just an option, but rather an imperative strategic step for business actors in the halal 

industry to improve their competitiveness and business sustainability in the digital era. 

 

Discussion 

The findings of this study comprehensively underline that the adoption of digital business 

models provides a series of transformative competitive advantages for business actors in the halal 

industry, beyond the capabilities of traditional business approaches. In-depth thematic analysis of 

digital infrastructure, market access and reach, and operational efficiency reveals how digital 

technologies not only optimize individual aspects of business operations but also create synergies 

that strengthen the company's overall competitive position in an increasingly dynamic and global 

market (Davids & Sabrain, 2022; Hidayat & Musari, 2023). These advantages are not only 

incremental, but often disruptive, fundamentally changing the way business is conducted and value 

is created. 

The advantages of digital infrastructure, which are manifested through the optimization of 

the halal supply chain with technologies such as blockchain and IoT (Rohmah et al., 2019; Tan & 

Husny, 2020), integration of business analytics for data-driven decision making (Sumarliah & Al-

hakeem, 2023; Marjudi et al., 2023), and digital management of halal certification (Murti, 2023; 

Santoso & Rachman, 2024), are fundamentally changing the way value is created and delivered in 

the halal industry. While traditional approaches often struggle with issues of transparency, limited 

traceability, and slow, error-prone manual processes (Ginantaka & Zain, 2017), digital 

infrastructure offers solutions to overcome these obstacles. Increasing transparency in the supply 

chain, for example, not only increases efficiency but also directly strengthens consumer trust, which 

is an invaluable asset in an industry that is highly sensitive to halal and quality issues (Falach et al., 

2024). The ability to analyze customer and operational data in depth also allows companies to be 

more proactive in responding to market changes and consumer needs, a capability that is difficult 

to achieve with traditional, reactive business models. The Halal Industry 4.0 model proposed by 
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Ahmad et al. (2022) also underlines the importance of digital infrastructure as a foundation for 

achieving the next level of competitiveness. 

Expanding market access and reach through platform e-commerce (Asiyah et al., 2023; 

Imani et al., 2022; Farah & Saputra, 2023) and the effectiveness of digital marketing through social 

media (Zamrudi & Hyun, 2022; Kusuma et al., 2024; Meerangani et al., 2023) are positive 

disruptions to conventional marketing and distribution models. Brick-and-mortar stores and 

traditional distribution networks have inherent limitations in terms of geographic reach and 

expansion costs (Pertiwi et al., 2024). On the other hand, platform Digital enables halal business 

actors, including MSMEs with limited resources, to reach the global market at a relatively low cost 

(Faizah, 2022). Furthermore, the ability to interact directly and personally with customers through 

social media and other platform engagements (Abdul Rahim et al., 2023; Sari et al., 2021; Akbar et 

al., 2023) creates opportunities to build stronger brand loyalty and gain instant feedback, which is 

invaluable for product and service innovation. This is in line with the concept of "The Digital Halal 

Era," which signifies the shift of business interactions to the digital realm (Davids & Sabrain, 2022), 

where the boundaries between domestic and international markets are becoming increasingly 

blurred. 

Increased operational efficiency achieved through process automation (Aditya & Rusfian, 

2024; Marjudi et al., 2023), resource optimization (Mahbubi, 2023; Qizam et al., 2025; Alya, 2021), 

and cost reduction mechanisms (Pertiwi et al., 2024; Alfarizi & Hanum, 2023; Abustani et al., 2024) 

directly impacts business profitability and sustainability. Traditional business models are often 

burdened by high fixed costs, inefficiencies due to manual processes, and difficulties in scaling 

operations quickly. Digital technology enables companies to streamline operations, reduce waste 

(both time and material), and increase resource productivity, thereby creating a more competitive 

cost structure. This efficiency is not only static, namely cost reduction at a certain level of operation, 

but also dynamic, enabling companies to be more agile (agile) in adapting to changes in demand 

and market conditions without having to make large investments in physical assets (Yang et al., 

2022). 

However, the transition to a digital business model is not without challenges. As identified 

in Table 2 and supported by the literature (Hediansyah et al., 2024; S. et al., 2015), implementation 

requirements such as initial investment in technology, the need for human resources with adequate 

digital literacy and skills (Rahman & Ahmad, 2024), and adaptation of organizational culture are 

significant barriers, especially for MSMEs. The digital divide (digital divide), both in terms of 

infrastructure access and HR capabilities, are still crucial issues that need to be addressed. In 

addition, issues of cybersecurity, data privacy, and the need for a clear and supportive regulatory 

framework also need serious attention from stakeholders, including the government (Nazir, 2024). 

Without proper risk mitigation, the benefits of digital transformation can be eroded by potential 

losses due to cyber-attacks or data breaches. 

The theoretical implication of this research is the strengthening of the argument that the 

theory of competitive advantage, such as Resource-Based View (RBV) And Dynamic Capabilities, is 

very relevant in explaining how digital assets (such as data, platform, algorithms) and the 

organization's ability to adapt to technology and reconfigure its resources can be a source of 

sustainable advantage in the digital era. The digital capabilities outlined (Table 2) can be considered 

as valuable, rare, difficult to imitate, and non-substitutable resources and capabilities (VRIN/VRIO 

criteria) that enable companies to achieve superior performance. Furthermore, this study also 

contributes to the literature on innovation management and digital entrepreneurship in the context 

of specific industries with strong ethical values such as the halal industry. 

In practical terms, these findings provide guidance for halal businesses to strategically 

identify areas where digital technology can have the greatest impact on their business. For MSMEs, 
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adoption does not have to be revolutionary all at once; a phased approach with a focus on the 

technologies most relevant to their needs and capacities (e.g., starting with building an online 

presence through e-commerce and social media marketing before moving on to implementing 

blockchain complex and expensive) may be more realistic and effective. MSMES need to conduct a 

digital readiness assessment (digital readiness assessment) before starting the transformation 

journey. Ecosystem support, including training from the government and industry associations, 

access to financing from innovative Islamic financial institutions (Marjudi et al., 2023, regarding 

fintech), and collaboration with technology providers or startup digital, becomes crucial to 

overcome resource and knowledge barriers. The model outsourcing IT, as discussed by S. et al. 

(2015), can be a strategy for SMEs to access digital expertise without having to recruit expensive 

specialist staff. 

This study also highlights the importance of integrating sharia principles not only in the 

final product but also in the digital business process itself (Falach et al., 2024; Akbar et al., 2023). 

For example, in the use of data analytics and AI, aspects of privacy and ethical use of consumer data 

must be maintained in accordance with Islamic teachings regarding the protection of individual 

honor and property. In e-commerce, transparency of product information, clarity of transaction 

agreements (gharar-free), and avoidance of speculative practices (maysir) become important. 

Digital business models in the halal industry must be able to demonstrate that efficiency and global 

reach can be achieved without sacrificing Islamic ethical values, but rather strengthening them 

through greater transparency and accountability. 

The limitations of this study lie in its nature as a literature review. Although comprehensive, 

it did not involve collecting primary data directly from halal business actors. Therefore, the specific 

perceptions, experiences, and challenges faced by different types and scales of halal businesses in 

implementing digital business models may require further exploration through case studies or 

more in-depth field surveys. Furthermore, the digital technology landscape continues to evolve at 

a rapid pace (Najib et al., 2024, provides a bibliometric analysis that demonstrates this trend), so 

findings and recommendations need to be continuously updated as innovations such as Web3, 

Metaverse, or further developments in generative AI and its impact on the halal industry emerge. 

For further research, several directions can be explored. First, quantitative comparative 

studies that measure the financial (e.g., ROI from digital investment, sales growth, market share) 

and non-financial (e.g., customer satisfaction, brand loyalty, reputation) impacts of adopting 

various digital technologies on halal MSME performance would be beneficial. Second, more in-depth 

research on the determinants of success (critical success factors) and inhibitors (barriers) in the 

implementation of specific technologies such as blockchain for traceability halal in various 

industrial sectors (food, pharmaceutical, cosmetics). Third, analysis of the role of government 

policies and regulations in accelerating or inhibiting digital transformation in the halal industry, 

especially in developing countries, as well as evaluation of the effectiveness of various existing 

support programs. Fourth, further exploration of how the principles of Maqashid Syariah can be 

internalized more operationally in the design, implementation, and evaluation of halal digital 

business models, and how technology can be used to promote Maqashid objectives. Fifth, research 

on the development of digital talent in the halal sector, including relevant education and training 

curricula to prepare competent human resources (Rahman & Ahmad, 2024). 

 

CONCLUSIONS 

This study firmly confirms that digital business models provide significant and 

multidimensional competitive advantages for business actors in the halal industry when compared 

to traditional business approaches. Through a comprehensive thematic analysis of 25 core 

empirical studies and supported by a broader literature review, three main pillars of competitive 
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advantage have been successfully identified and elaborated in depth: (1) strengthening digital 

infrastructure, (2) expanding market access and consumer reach, and (3) increasing operational 

efficiency. These advantages are interrelated and mutually reinforcing, creating a more dynamic, 

responsive, and highly competitive business ecosystem. Digital infrastructure, which includes 

technologies such as blockchain, Internet of Things (IoT), cloud computing, and business analytics, 

has proven to optimize the halal supply chain, increase product and process transparency, and 

simplify and accelerate the halal certification process. These capabilities fundamentally transcend 

the limitations inherent in manual processes and fragmented systems in traditional approaches, 

enabling businesses to build stronger consumer trust and make smarter, data-driven decisions. 

Exponentially expanded market access through the utilization of platform e-commerce and digital 

marketing strategies through social media allows halal businesses, including MSMEs, to reach 

global consumers at a relatively lower cost and with higher levels of customer engagement. This is 

a significant leap compared to the limited geographic reach and high promotional costs often faced 

by physical store models or conventional marketing, opening up previously unimaginable growth 

opportunities. Increased operational efficiency, driven by automation of various business 

processes, optimization of resource allocation and utilization, and implementation of various cost 

reduction mechanisms, provides substantial advantages in terms of productivity, profitability, and 

business agility (business agility).  

 

LIMITATION & FURTHER RESEARCH 

This study, while comprehensive, has several limitations that should be addressed in future 

research. Firstly, the reliance on a literature review means that the findings may not fully capture 

the real-world experiences and challenges faced by halal business actors, particularly Micro, Small, 

and Medium Enterprises (MSMEs). Future studies could benefit from primary data collection 

through case studies or surveys to gain deeper insights into the specific barriers and success factors 

in adopting digital business models. Secondly, the rapidly evolving landscape of digital technologies 

necessitates ongoing research to keep pace with innovations such as Web3 and generative AI, which 

may significantly impact the halal industry. Additionally, quantitative studies measuring the 

financial and non-financial impacts of digital transformation on halal businesses would provide 

valuable metrics for assessing effectiveness. Lastly, exploring the role of government policies in 

facilitating or hindering digital adoption in the halal sector, especially in developing countries, 

remains a critical area for further investigation. 

 

REFERENCES 

Abdul Rahim, R. T., Md Noor, N. S., Muhammad Zuki, M. F., Noor Azman, F. M., & Mohd Yusuf, B. N. 

(2023). Hi tech versus hi touch: The digitalisation of asnafpreneurs in Perlis. International 

Journal of Business and Technopreneurship, 13(3), 197–208. 

https://doi.org/10.58915/ijbt.v13i3.260 

Abustani, I., Darmawan, A., & Syarifuddin, S. (2024). Halal industry recovery of creative halal 

industry business after COVID-19 pandemic. Journal of Islamic Economics and Business, 6(1), 

82–99. https://doi.org/10.24239/jiebi.v6i1.206.82-99 

Aditya, R., & Rusfian, E. Z. (2024). Development model of halal order management systems (OMS) 

for online business pet shop in Indonesia. Society, 12(2), 556–574. 

https://doi.org/10.33019/society.v12i2.699 

Ahmad, R. M. T. R. L., Hassan, W. A. W., Marjudi, S., Hamid, A., & Amran, M. F. M. (2022). Halal 

Industry 4.0 model for SMEs. AIP Conference Proceedings, 2650, 060011. 

https://doi.org/10.1063/5.0120548 

Akbar, F. M. A., Said, M., & Zahra, I. A. (2023). Analysis of sharia aspects in the digitalization of halal 

https://doi.org/10.58915/ijbt.v13i3.260
https://doi.org/10.24239/jiebi.v6i1.206.82-99
https://doi.org/10.33019/society.v12i2.699
https://doi.org/10.1063/5.0120548


Journal Halal Science, Industry, and Business. 

50 
 

tourism business. International Journal of Economics, Management, Business, and Social 

Science, 3(3), 739–752. https://doi.org/10.59889/ijembis.v3i3.155 

Alfarizi, M., & Hanum, R. K. (2023). Improving digital transformation and sustainability in 

Indonesian halal culinary MSMEs: A performance modeling study. Journal of Religious Policy, 

2(2), 345–382. https://doi.org/10.31330/repo.v2i2.30 

Alya, M. F. (2021). Malya Indonesia’s digital transformation design in business development  

Andespa, R., Yurni, Y., Aldiyanto, A., & Efendi, G. (2024). Challenges and strategies in halal supply 

chain management for MSEs in West Sumatra: A participatory action research study. 

International Journal of Safety and Security Engineering. (Advance online publication) 

Asiyah, B. N., Sari, C. M., Syaichoni, A., & Mahesty, D. (2023). Digitizing halal MSMEs: Strategies to 

sustainability of halal MSMEs. Proceedings of the International Conference on Islamic 

Economics, Islamic Banking, Zakah and Waqf, 1, 281–296. 

https://doi.org/10.24090/ieibzawa.v1i.756 

Babbie, E. R. (2020). The practice of social research (15th ed.). Cengage Learning. 

Boote, D. N., & Beile, P. (2005). Scholars before researchers: On the centrality of the dissertation 

literature review in research preparation. Educational Researcher, 34(6), 3–15. 

https://doi.org/10.3102/0013189X034006003 

Bowen, G. A. (2009). Document analysis as a qualitative research method. Qualitative Research 

Journal, 9(2), 27–40. https://doi.org/10.3316/QRJ0902027 

Creswell, J. W., & Poth, C. N. (2018). Qualitative inquiry and research design: Choosing among five 

approaches (4th ed.). Sage Publications. 

Davids, Z., & Sabrain, D. (2022). The digital halal era: A look into the new normal. Economic 

Challenges, 11(22), 10–21. https://doi.org/10.5937/ekoizazov2222010d 

Ellahi, R. M., Wood, L. C., Khan, M., & Bekhit, A. (2025). Integrity challenges in halal meat supply 

chain: Potential Industry 4.0 technologies as catalysts for resolution. Foods. (In press) 

Faizah, F. N. (2022). The existence of halal culinary business through digital marketing in the new 

normal era. Serambi: Journal of Islamic Management Economics and Business, 4(1), 65–74. 

https://doi.org/10.36407/serambi.v4i1.513 

Falach, A. N., Mahsun, M., & Saiban, K. (2024). Business model canvas framework in halal industry 

in maqashid syariah perspective. Persistent, 5(1), 1–15. 

https://doi.org/10.54471/idarotuna.v5i1.92 

Farah Qalbia, & Saputra, M. R. (2023). Digital transformation and sharia entrepreneurship in the 

modern era: Opportunities and challenges in the sharia economy in Indonesia. Journal of 

Management and Business Economics, 2(2), 389–406. https://doi.org/10.54066/jmbe-

itb.v2i2.2665 

Ginantaka, A., & Zain, E. R. (2017). Design of halal food product traceability information system. 

Journal of Accounting, Law and Information Technology, 3(2), 123–135. 

https://doi.org/10.30997/jah.v3i2.880 

Harsanto, B., Farras, J. I., Firmansyah, E., Pradana, M., & Apriliadi, A. (2024). Digital Technology 4.0 

on halal supply chain: A systematic review. Logistics. (Advance online publication) 

Harsanto, B., Pradana, M., Firmansyah, E., Apriliadi, A., & Farras, J. I. (2024). Sustainable halal value 

chain performance for MSMEs: The roles of digital technology, R&D, financing, and regulation 

as antecedents. Cogent Business & Management. 

https://doi.org/10.1080/23311975.2024.XXXXXX 

Hediansyah, R., Suryansyah, S., Fauziah, S., & Risnawati, R. (2024). Analysis of the influence of 

digitalization on the development of halal UMKM. Perspective, 2(2), 100–110. 

https://doi.org/10.70489/perspektif.v2i2.298 

Hidayat, S. E., & Musari, K. (2023). Comparative analysis of digitally-enabled community in 

https://doi.org/10.59889/ijembis.v3i3.155
https://doi.org/10.31330/repo.v2i2.30
https://doi.org/10.24090/ieibzawa.v1i.756
https://doi.org/10.3102/0013189X034006003
https://doi.org/10.3316/QRJ0902027
https://doi.org/10.5937/ekoizazov2222010d
https://doi.org/10.36407/serambi.v4i1.513
https://doi.org/10.54471/idarotuna.v5i1.92
https://doi.org/10.54066/jmbe-itb.v2i2.2665
https://doi.org/10.54066/jmbe-itb.v2i2.2665
https://doi.org/10.30997/jah.v3i2.880
https://doi.org/10.70489/perspektif.v2i2.298


Journal Halal Science, Industry, and Business. 

51 
 

supporting the halal industry. In The future of halal ecosystem (pp. 155–172). Springer. 

https://doi.org/10.1007/978-981-99-5146-8_11                                             

Hsieh, H.-F., & Shannon, S. E. (2005). Three approaches to qualitative content analysis. Qualitative 

Health Research, 15(9), 1277–1288. https://doi.org/10.1177/1049732305276687 

Imani, S., Mi’raj, D. A., Bawana, T. A., & Malik, A. R. (2022). E-commerce platform as a halal lifestyle 

ecosystem innovation of the Maqashid Shariah approach. Journal of Digital Business and 

Innovation Management, 1(2), 101–118. https://doi.org/10.26740/jdbim.v1i2.50498 

Kretschmer, T., & Khashabi, P. (2020). Digital transformation and organization design: An 

integrated approach. California Management Review. [verify volume/issue] 

Kusuma, K., Alvitariani, A., & Lubis, R. L. (2024). Utilization of digital platforms in realizing SDG 8.3 

entrepreneurship in MSMEs with the 9F model approach: A study on the hijab fashion 

business in Sidoarjo District, East Java. International Journal of Science, Technology & 

Management, 4(5), 1201–1206. https://doi.org/10.46729/ijstm.v4i5.1196 

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic inquiry. Sage. 

Mahbubi, A. (2023). Sustainable value chain innovation for strengthening the Indonesian halal beef 

industry. Muslim Business and Economic Review, 2(1), 79–103. 

https://doi.org/10.56529/mber.v2i1.154 

Marjudi, S., Setik, R., Ahmad, R. M. T. R. L., Hassan, W. A. W., & Kassim, A. A. M. (2023). Utilization of 

business analytics by SMEs in halal supply chain management transactions. JOIV: 

International Journal on Informatics Visualization, 7(2), 407–413. 

https://doi.org/10.30630/joiv.7.2.1308 

Meerangani, K. A., Hamid, M. F. A., Hashim, S. N. I., Sharif, D., Jofri, M. H., & Mansor, M. S. (2023). 

Digital platform potential for asnaf zakat entrepreneurs: A systematic literature review. 

International Journal of Academic Research in Business and Social Sciences, 13(1), 1568–1583. 

https://doi.org/10.6007/IJARBSS/v13-i1/16214 

Murti, H. W. (2023). Digital transformation in supporting the implementation of a halal assurance 

system based on business actors’ statements (Case study at XYZ Ice Cream IKM). SME 

Management: Journal of Small and Medium Industry Development Management, 17(1), 6–14. 

https://doi.org/10.29244/mikm.17.1.6-14 

Najib, N. W. M., Basarud-din, S. K., Abdullah, N. K., Fazial, F., Abdullah, N., & Abdullah, K. H. (2024). 

A bibliometric analysis of digital and the halal industry. International Journal of Research and 

Innovation in Social Science, 8(1), 244–259. [verify pages] 

Nazir, M. A. (2024). Technology and digital transactions in halal retailing. In Halal retailing (pp. 

125–140). Springer. https://doi.org/10.1007/978-981-97-1375-2_8 

Nor, N. F. B., Hashom, H., Subri, N. I., & Sabri, M. A. Z. (2022). Adaption of technological 

implementation towards SMEs’ performance in the halal industry (Perlis). Advances in 

Biological Sciences Research. [verify volume/issue/pages] 

Parviainen, P., Tihinen, M., Kääriäinen, J., & Teppola, S. (2022). Tackling the digitalization challenge: 

How to benefit from digitalization in practice. International Journal of Information Systems 

and Project Management. [verify volume/issue/pages] 

Pertiwi, D. I., Nurbaiti, N., & Dharma, B. (2024). Strategy of traditional Muslim fashion clothing 

traders in facing digital business transformation. Ganaya: Journal of Social Sciences and 

Humanities, 7(3), 282–293. https://doi.org/10.37329/ganaya.v7i3.3436 

Qizam, I., Berakon, I., & Ali, H. (2025). The role of halal value chain, sharia financial inclusion, and 

digital economy in socio-economic transformation: A study of Islamic boarding schools in 

Indonesia. Journal of Islamic Marketing, 16(3), 810–840. https://doi.org/10.1108/JIMA-03-

2024-0108 

Rahman, M. M., & Ahmad, Z. (2024). Lifelong learning and technological advancement in the halal 

https://doi.org/10.1007/978-981-99-5146-8_11
https://doi.org/10.1177/1049732305276687
https://doi.org/10.26740/jdbim.v1i2.50498
https://doi.org/10.46729/ijstm.v4i5.1196
https://doi.org/10.56529/mber.v2i1.154
https://doi.org/10.30630/joiv.7.2.1308
https://doi.org/10.6007/IJARBSS/v13-i1/16214
https://doi.org/10.29244/mikm.17.1.6-14
https://doi.org/10.1007/978-981-97-1375-2_8
https://doi.org/10.37329/ganaya.v7i3.3436
https://doi.org/10.1108/JIMA-03-2024-0108
https://doi.org/10.1108/JIMA-03-2024-0108


Journal Halal Science, Industry, and Business. 

52 
 

industry. In Advances in Educational Technologies and Instructional Design (AETID) (pp. 185–

203). IGI Global. https://doi.org/10.4018/979-8-3693-1410-4.ch0 

Rashid, A., Shah, A., & Khan, S. (2023). Enhancing green supply chain resilience and competitive 

performance through open innovation and digital innovations. Journal of Asian Development 

Studies. [verify volume/issue/pages] 

Raymond, I., Almohtaseb, A., Aldehayyat, J. S., & Abu-AlSondos, I. A. (2023). Digital transformation 

and competitive advantage in the service sector: A moderated-mediation model. 

Sustainability. [verify volume/issue/pages] 

Rejeb, A., Keogh, J. G., & Rejeb, K. (2022). Big data in the food supply chain: A literature review. 

Journal of Data, Information and Management. [verify volume/issue/pages] 

Rohmah, D., Maharani, S., Kholis, M., Taqwa, S., & Setyaningrum, H. (2019). Traceability and tracking 

systems of halal food using blockchain technology to improve food industry competitiveness. 

In Proceedings of the 1st International Conference on Business, Law and Pedagogy (ICBLP 

2019), 13–15 February 2019, Sidoarjo, Indonesia. EAI. https://doi.org/10.4108/eai.13-2-

2019.2286199 

S., M. S., Sulaiman, R., Ahmad, A., & Tang, A. (2015). A comparative study on IT outsourcing models 

for Malaysian SMEs’ e-business transformation. Journal of Technology Management and 

Technopreneurship, 3(1), 43–56. [verify] 

Salwa, F., Syahbudi, M., & Nasution, M. L. I. (2024). The SOAR approach: A strategy to improve the 

competition of halal culinary MSMEs. Dinar: Journal of Islamic Economics and Finance, 11(2), 

1–15. https://doi.org/10.21107/dinar.v11i2.25944 

Santoso, L., & Rachman, A. (2024). Digitalising halal certification: The dynamics of regulations and 

policies concerning halal certification in Indonesia. Jurisdictie: Journal of Law and Sharia, 

14(2), 265–293. https://doi.org/10.18860/j.v14i2.24115 

Sari, R. P., Mariam, I., & Sinaga, M. O. (2021). Analysis of business development strategy through 

SWOT matrix at startup MakananHalal.id. Journal of Management and Business Review, 18(3), 

630–639. https://doi.org/10.34149/jmbr.v18i3.219 

Sukmana, R., & Setiawan, M. A. (2021). Digitalization of ZISWAF in the disruption era: A necessity 

or just a trend? (Case study in Indonesia). Review of Islamic Economics and Finance, 4(2), 147–

162. 

Sumarliah, E., & Al-Hakeem, B. (2023). The effects of digital innovations and sustainable supply 

chain management on business competitive performance post-COVID-19. Kybernetes, 52(7), 

2568–2596. https://doi.org/10.1108/K-09-2022-1326 

Tan, M. I. I., & Husny, Z. J. I. M. (2020). Digital innovation, halal industry and the Fourth Industrial 

Revolution. In Halal logistics and supply chain management in Southeast Asia (pp. 228–242). 

Routledge. https://doi.org/10.4324/9780429329227-17 

Yang, M., Jaafar, N., Mamun, A. A., Salameh, A. A., & Nawi, N. C. (2022). Modelling the significance of 

strategic orientation for competitive advantage and economic sustainability: The use of 

hybrid SEM–neural network analysis. Journal of Innovation and Entrepreneurship, 11(1), 44. 

https://doi.org/10.1186/s13731-022-00232-5 

Zamrudi, M. F. Y., & Hyun, B. I. (2022). Social media marketing strategies in the global halal industry. 

COMSERVA: Indonesian Journal of Community Services and Development, 2(1), 71–80. 

https://doi.org/10.36418/comserva.v2i1.209 

Zed, M. (2014). Library research methods. Indonesian Obor Library Foundation 

 

https://doi.org/10.4018/979-8-3693-1410-4.ch0
https://doi.org/10.4108/eai.13-2-2019.2286199
https://doi.org/10.4108/eai.13-2-2019.2286199
https://doi.org/10.21107/dinar.v11i2.25944
https://doi.org/10.18860/j.v14i2.24115
https://doi.org/10.34149/jmbr.v18i3.219
https://doi.org/10.1108/K-09-2022-1326
https://doi.org/10.4324/9780429329227-17
https://doi.org/10.1186/s13731-022-00232-5
https://doi.org/10.36418/comserva.v2i1.209

