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Abstract. In the rapidly evolving era of digitalization, the roles of halal certification and digital marketing 
strategies are increasingly influencing consumer behavior and their demands for products and services. This 
article aims to unveil the pivotal roles of halal certification and digital marketing strategies in shaping consumer 
preferences in the digitalization era. Halal certification has become a crucial factor in meeting the needs of 
consumers who are becoming more conscious of religious and health aspects in their products and services. On 
the other hand, changes in technology and consumer behavior have opened new doors for digital marketing, 
especially through online platforms and social media. This article dissects how halal certification impacts 
consumer purchasing decisions in the digital environment and how digital marketing strategies can be employed 
to enhance awareness and understanding of halal products. By analyzing the impact of the combination of these 
two factors, this article provides deep insights into how the roles and interactions between halal certification and 
digital marketing strategies affect consumer demands in the current digitalization era. The findings of this 
research have significant implications for companies aiming to meet the diverse and discerning demands of 
consumers. With a better understanding of how halal certification and digital marketing can work together, 
companies can design more effective strategies to reach and retain consumer preferences in a competitive and 
ever-changing business environment. 

Keywords: Halal Certification, Digital Marketing Strategies, Consumer Demands, Digitalization Era, Online 
Advertising 
 
Abstrak. Dalam era digitalisasi yang berkembang pesat, peran sertifikasi halal dan strategi pemasaran digital 
semakin memengaruhi perilaku konsumen dan tuntutan mereka terhadap produk dan layanan. Artikel ini bertujuan 
untuk mengungkap peran penting sertifikasi halal dan strategi pemasaran digital dalam membentuk preferensi 
konsumen di era digitalisasi. Sertifikasi halal telah menjadi faktor krusial dalam memenuhi kebutuhan konsumen 
yang semakin sadar akan aspek agama dan kesehatan dalam produk dan layanan mereka. Di sisi lain, perubahan 
dalam teknologi dan perilaku konsumen telah membuka pintu baru bagi pemasaran digital, terutama melalui 
platform online dan media sosial. Artikel ini membahas bagaimana sertifikasi halal memengaruhi keputusan 
pembelian konsumen dalam lingkungan digital dan bagaimana strategi pemasaran digital dapat digunakan untuk 
meningkatkan kesadaran dan pemahaman tentang produk halal. Dengan menganalisis dampak gabungan dua 
faktor ini, artikel ini memberikan wawasan mendalam tentang bagaimana peran dan interaksi antara sertifikasi 
halal dan strategi pemasaran digital memengaruhi tuntutan konsumen dalam era digitalisasi saat ini. Temuan 
penelitian ini memiliki implikasi signifikan bagi pelaku usaha yang bertujuan memenuhi tuntutan konsumen yang 
beragam dan pemilih. Dengan pemahaman yang lebih baik tentang bagaimana sertifikasi halal dan pemasaran 
digital dapat bekerja sama, pelaku usaha dapat merancang strategi yang lebih efektif untuk mencapai dan 
mempertahankan preferensi konsumen dalam lingkungan bisnis yang kompetitif dan selalu berubah. 
 
Kata Kunci: Sertifikasi Halal, Strategi Pemasaran Digital, Tuntutan Konsumen, Era Digitalisasi, Periklanan 
Online 
 

RESEARCH BACKGROUND 

In the past few decades, we have witnessed an incredible transformation in the way 

consumers interact with brands and products, particularly with the rapid advancements in 
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digital technology (Bala & Verma, 2018). This era of digitalization has brought forth new 

challenges and significant opportunities for companies aiming to understand and harness these 

changes (Dwivedi et al., 2021). Amidst these transformations, two crucial factors increasingly 

influencing consumer behavior are halal certification and digital marketing strategies. 

Halal certification has evolved from being just a label; it has become a necessity for 

brands looking to meet the needs of consumers who are becoming more conscious of religious 

and health aspects in their products and services. Muslim communities worldwide are paying 

closer attention to products that align with their values and beliefs, creating significant demands 

for brands wishing to operate in this growing market (Usman et al., 2022). 

On the other hand, digital marketing strategies, with their ability to directly reach and 

engage consumers through online platforms and social media, have altered how brands 

communicate with their audiences. Consumers no longer passively receive messages; they 

actively seek information, reviews, and recommendations before making purchasing decisions 

(Cao et al., 2021). Hence, it is essential for brands to adopt effective digital marketing strategies 

to reach and influence these increasingly savvy and interconnected consumers. 

This article aims to delve deeper into the pivotal roles of halal certification and digital 

marketing strategies in shaping consumer preferences in the era of digitalization. By 

understanding how these two factors can work together to influence purchasing decisions and 

build consumer trust, companies can design more effective strategies to meet the diverse and 

discerning demands of the competitive global market. 

In this article, the impact of halal certification on consumer purchasing decisions in the 

digital environment and how digital marketing strategies can be employed to enhance 

awareness and understanding of halal products will be discussed. This research can provide 

valuable insights for companies looking to align with these trends and achieve success in the 

ever-evolving era of digitalization. 

 

RESEARCH METHODS 

This research employed a qualitative research method focused on library research. In this 

process, the researcher meticulously gathered relevant data and information from various 

literary sources, including books, journals, scholarly articles, and official documents related to 

halal certification and digital marketing strategies. The data collection process involved 

thorough searching and analysis of available literature to comprehend the concepts, issues, and 
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related research in the context of halal certification and digital marketing strategies. Through a 

critical analysis of this literature, the researcher sought to identify trends, perspectives, 

findings, and key concepts that were pertinent within the existing literature. This helped 

establish a solid knowledge foundation regarding how halal certification and digital marketing 

strategies were explored and understood within the context of consumers and the digitalization 

era. The library research approach provided valuable and well-informed insights based on 

relevant literature in this field. By leveraging existing knowledge and understanding, the 

researcher was able to delve deeper into the implications of this research and provide a strong 

foundation for the discussions and conclusions presented in this study. 

 
RESULT AND DISCUSSION 

Changes in Consumer Behavior in the Digital Era 

The digital era has fundamentally changed how consumers interact with the business 

world and brands (Kotler et al., 2019). Consumer behavior has undergone significant changes, 

and understanding these changes is crucial in the context of this article. Below are some key 

aspects that illustrate the changes in consumer behavior: 

1. Easier Access to Information 

The digital era has provided consumers with unparalleled access to information 

(Barnes, 2020). Through search engines and review websites, consumers can quickly find 

information about products, services, brands, and price comparisons (Olson et al., 2021). 

They no longer have to rely solely on advertisements or recommendations from others. With 

this access, consumers have become more empowered and capable of making more 

informed decisions, which influences their preferences for products and brands. 

2. Increased Online Search 

Online search behavior has become a mandatory step in the consumer's buying 

journey (Pop et al., 2022). Before making a purchase, they seek further information about 

products (Cooley & Parks-Yancy, 2019). This includes product reviews, price comparisons, and 

product features (Mason et al., 2021). This behavior has a significant impact on how 

consumers form their preferences. They are now more likely to trust the experiences and 

opinions of fellow consumers over brand advertisements. 

3. Social Media Interaction 

Social media has become the hub of consumer interaction (Bilgin, 2018). Consumers 

spend a considerable amount of their time on social media platforms, sharing experiences, 

uploading product photos, and following brands they like (Qin, 2020). This creates 
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opportunities for brands to interact directly with consumers, addressing their inquiries and 

building closer relationships. These interactions can also influence consumer perceptions of 

brands and products. 

4. Rising Online Purchases 

The increasing popularity of online shopping has transformed how consumers shop 

(Rahman et al., 2018). They no longer need to visit physical stores; now, they can easily 

purchase products and services online (Bala & Verma, 2018). This reflects a significant change 

in consumer behavior and affects their preferences for brands that offer a good online 

shopping experience. 

5. Influence of Digital Advertising 

Digital advertising plays a crucial role in influencing consumer behavior (Wibowo et 

al., 2020). Customized and targeted digital advertisements on various platforms can enhance 

consumer awareness of brands and products. It is important to understand how consumers 

respond to digital ads, what they seek in ads, and how these ads affect their preferences for 

brands. 

6. Consumer Engagement 

Consumer engagement on social media allows them to actively participate in shaping 

brands and products (Carlson et al., 2019). Consumers share feedback, ideas, and 

experiences online. Brands that can engage consumers effectively and accommodate their 

contributions tend to build stronger relationships with consumers and can influence their 

preferences. 

7. Mobile Usage 

The rapid increase in mobile device usage has changed how consumers seek 

information and shop (Grewal et al., 2018). Consumers can now search for products and 

services, read reviews, and make purchases anytime and anywhere. This affects how 

consumers shape their preferences because the ease of access gives them more control over 

their buying journey. 

8. Data Privacy Concerns 

In an era where personal data is increasingly valuable, consumers are more 

concerned about their data privacy. Brands that can protect consumer data well, provide 

transparency, and respect their privacy tend to gain consumer trust (Chawla & Kumar, 2022). 

Consumer preferences for brands and products are also influenced by how well brands can 

keep consumer data secure. 
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Discussing the changes in consumer behavior in the digital era also emphasizes that 

consumers are no longer passive in their buying journey. They utilize technology to seek 

information, share experiences, and make more informed decisions. Therefore, companies and 

brands need to adapt to these changes, understand the preferences and values that are important 

to consumers, and provide experiences that meet their expectations. 

 

The Role of Digital Marketing Strategies in Shaping Consumer Preferences 

In the ever-evolving digital era, the role of digital marketing strategies cannot be 

overlooked in shaping consumer preferences. It is not merely a marketing tool but a way to 

understand, interact with, and respond to consumer needs and desires more effectively 

(Davenport et al., 2020). Below are some key aspects of the role of digital marketing strategies 

in shaping consumer preferences: 

1. Utilizing Quality Content: Successful digital marketing strategies require high-quality 

content (Pride & Ferrell, 2019). This includes informative, relevant, and engaging content 

that not only adds value to consumers but also builds brand credibility. Good content helps 

consumers understand products or services more deeply, thus influencing their 

preferences. Content can be in the form of informative blog articles, tutorial videos, 

product reviews, and much more. 

2. Personalization and Targeting: One of the major advantages of digital marketing is the 

ability to personalize messages to consumers (Anshari et al., 2019). Data collected from 

online activities allows companies to understand individual preferences (Shanahan et al., 

2019). Hence, they can target ads and messages that align with each consumer's 

preferences. Smart personalization helps consumers feel more connected to the brand and 

influences their preferences for products or services. 

3. Social Media Interaction: Social media is a vital platform in digital marketing strategies 

(Li et al., 2021). It is where brands can directly interact with consumers, answering 

questions, providing support, and responding to feedback (Demmers et al., 2020). These 

interactions enable brands to build closer relationships with consumers. When consumers 

feel valued and receive due attention, it positively shapes their preferences for the brand. 

4. Use of Digital Advertising: Digital advertising is one of the most potent elements in digital 

marketing strategies (García et al., 2019). These ads appear on various online platforms, 

including social media, search results, and other websites (Bala & Verma, 2018). With the 

ability to target ads precisely, brands can reach the right audience. Smart digital advertising 
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can create strong brand and product awareness. It's an opportunity to deliver messages that 

influence consumer preferences. 

5. Measuring and Analyzing Performance: A significant advantage of digital marketing is the 

ability to deeply track campaign performance (Veleva & Tsvetanova, 2020). Using various 

analytical tools, companies can understand how consumers respond to their campaigns 

(Miklosik et al., 2019). Data includes metrics such as clicks, conversions, and customer 

retention. This analysis helps companies understand whether their strategies are effective 

and, if not, they can make necessary changes to better meet consumer preferences. 

6. Facing Competition: The current business environment is highly competitive, especially 

in the digital world (Lee & Trimi, 2021). Brands that successfully stand out and capture 

consumer attention have a significant advantage in shaping preferences (Guido et al., 

2019). This is why a robust digital marketing strategy is crucial. With the right strategy, 

brands can attract consumer attention, build relationships, and influence consumer 

preferences for their products or services. 

By implementing smart digital marketing strategies, companies can actively shape 

consumer preferences. It's about providing relevant information, delivering messages that 

match individual needs, and building strong relationships with consumers through online 

platforms. This active involvement not only influences consumer preferences but also fosters 

brand loyalty, ultimately leading to increased customer retention and advocacy. It's a dynamic 

process of not just attracting consumers but also nurturing lasting connections with them. 

 

The Role of Halal Certification in Influencing Consumer Preferences 

Halal certification, originally introduced as a guide for Muslim consumers in choosing 

food and beverages that comply with Islamic law, has become a significant factor in influencing 

consumer preferences more broadly (Katuk et al., 2021). Especially in the era of digitalization, 

where consumers are increasingly conscious of religious and health values in the products and 

services they purchase, halal certification plays a crucial role in shaping consumer preferences. 

Below are some key aspects of the role of halal certification in influencing consumer 

preferences: 

1. Religious Satisfaction: For consumers who adhere to Islamic teachings, products with halal 

certification provide religious satisfaction (Sobari et al., 2022). This certification guarantees 

that the product meets the halal standards set in Islam, allowing Muslim consumers to be 

confident that consuming the product does not contradict their religious beliefs. This makes 
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halal-certified products the preferred choice for Muslim consumers and influences their 

preferences. 

2. Health Consciousness: Halal certification is increasingly seen as an assurance of healthier 

products, not only by Muslim consumers but by a broader audience (Doğaner & Fidan, 2023). 

The halal certification process involves rigorous checks on the ingredients used in the 

product, as well as oversight of production processes and cleanliness (Asa, 2019). As a 

result, many consumers, regardless of their religion, view halal products as safer and 

healthier. This encourages them to choose products with halal certification, affecting their 

preferences. 

3. Transparency and Trust: Halal certification also brings an element of transparency and trust 

(Tseng et al., 2022). The certification process involves independent authoritative bodies that 

verify and confirm that the product meets halal standards (Al-Teinaz & Al-Mazeedi, 2020). This 

gives consumers confidence that the brand and manufacturer are committed to the integrity 

of their products. This not only benefits Muslim consumers but also influences the 

preferences of general consumers who seek certainty about the products they purchase. 

4. Quality Assurance: Halal certification is associated with rigorous quality control and 

compliance with specific standards (Draman et al., 2019). This quality assurance aspect adds 

another layer of attractiveness for consumers. They tend to associate halal-certified products 

with higher quality, which significantly influences their preferences. 

5. Access to Broader Markets: In the era of globalization, halal certification also allows brands 

and manufacturers to access broader markets (Nurdiansyah, 2018). Halal-certified products 

can be sold in Muslim markets worldwide, which represent a large and rapidly growing 

consumer segment. This provides brands holding halal certification with opportunities to 

expand their consumer base and influence the preferences of a larger audience. 

6. Ethical Choices: Some consumers consider halal products as ethical choices (Fuseini & 

Knowles, 2020). They opt for products produced in compliance with ethical values in terms 

of production and ingredient use. In this regard, halal certification provides assurance that 

the product meets specific ethical standards, which can be a significant factor in shaping 

consumer preferences. 

The role of halal certification in influencing consumer preferences is exceptionally 

strong and reflects a broader shift towards consumer awareness of the religious and health 

aspects of products and services. This is a strong indication that consumer preferences are 

increasingly driven by profound values, with halal certification being one of the most 
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influential factors in consumer decision-making. In the ever-evolving era of digitalization, the 

role of halal certification will continue to be a focal point in shaping the preferences of an 

increasingly diverse and complex consumer landscape. 

 

Interaction Between Halal Certification and Digital Marketing Strategies 

The dynamic interplay between halal certification and digital marketing strategies holds 

immense significance in influencing consumer preferences in the modern digitalization era. 

This interaction reflects the synergy between meeting the requirements of discerning 

consumers who seek halal products and utilizing effective online marketing techniques to reach 

and engage these consumers. Below are some key points on how halal certification and digital 

marketing strategies mutually affect consumer preferences: 

1. Enhanced Credibility and Visibility: Digital marketing strategies, such as search engine 

optimization (SEO) and online advertising, can significantly boost the visibility of halal-

certified products. When consumers search online for halal products, strategically 

optimized digital marketing can ensure that certified products appear prominently in search 

results. This increased visibility enhances the credibility and recognition of halal-certified 

products, positively impacting consumer preferences. 

2. Educating and Informing Consumers: Digital marketing offers a platform to educate 

consumers about the significance of halal certification. Through informative content, 

social media campaigns, and engaging visuals, brands can explain the rigorous standards 

and processes behind halal certification. This educational aspect can enhance consumer 

awareness and understanding, directly influencing their preferences towards certified 

products. 

3. Building Trust through Transparency: Transparency is a vital component of both halal 

certification and effective digital marketing. Digital platforms provide opportunities for 

brands to transparently communicate their commitment to halal standards and quality. This 

transparency fosters trust among consumers, who, when assured of a brand's dedication to 

halal, are more likely to favor and choose certified products. 

4. Targeted Marketing to Specific Audiences: Digital marketing allows for precise audience 

targeting. Brands can identify and engage specific consumer segments interested in halal 

products. This targeted approach ensures that marketing efforts are reaching consumers 

with a genuine interest in halal, thereby positively impacting their preferences. 
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5. User-Generated Content and Reviews: Consumers frequently share their experiences with 

halal products on social media and review platforms. Digital marketing strategies can 

leverage user-generated content and reviews to showcase real-life endorsements and 

positive experiences. This social proof not only influences consumer preferences but also 

builds a sense of community among consumers who prefer halal products. 

6. Responsive Engagement: Digital marketing offers the opportunity for real-time 

engagement with consumers. Brands can promptly respond to consumer inquiries, address 

concerns, and provide information about their halal-certified products. This responsive 

engagement can instill confidence in consumers and guide their preferences towards 

choosing certified products. 

7. Online Shopping Experience: The integration of halal certification and digital marketing 

extends to the online shopping experience. Brands can ensure that their e-commerce 

platforms prominently display the halal certification details, making it easy for consumers 

to identify and purchase certified products. This seamless online shopping experience 

positively influences their preferences. 

The interaction between halal certification and digital marketing strategies is a dynamic 

process that shapes consumer preferences in the digitalization era. This synergy not only 

ensures the visibility and credibility of halal-certified products but also educates, builds trust, 

and engages consumers in a way that resonates with their values and preferences. The 

continued development of this interaction is poised to play a pivotal role in influencing the 

choices of consumers seeking halal products in an increasingly digital world. 

 

Leveraging User-Generated Content and Reviews 

In the era of digitalization, user-generated content and online reviews have become a 

highly powerful force in shaping consumer preferences. Consumers no longer solely rely on 

brand advertisements or official product descriptions; they seek the real experiences and 

opinions of their peers. This shift in consumer behavior presents a valuable opportunity for 

businesses to strategically leverage user-generated content and product reviews. 

Authenticity and trust are key elements in user-generated content. This content is 

perceived as unbiased and based on real experiences. Consequently, consumers tend to place 

more trust in the opinions and recommendations of fellow consumers than in traditional 

advertisements. Leveraging this authentic content can build trust in your brand and positively 

influence consumer preferences. When potential buyers see that others have had positive 

experiences with a product or service, it creates a sense of social proof. They are more likely 
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to follow suit, considering that others have already made a satisfactory choice. Businesses can 

utilize this social proof by showcasing positive reviews and user-generated content, 

encouraging potential customers to trust and prefer their products. 

Interacting with user-generated content can foster a sense of community and 

participation. Responding to customer reviews, sharing user-generated content on social media, 

and encouraging customers to share their experiences can enhance overall engagement with 

your brand. This two-way interaction not only increases customer loyalty but also influences 

their preferences in favor of your brand. User-generated content can be a valuable source of 

feedback and insights. Customer reviews often highlight areas where a product or service 

excels and where it may need improvement. Brands that pay attention to user feedback and 

make necessary improvements can influence consumer preferences by demonstrating their 

commitment to quality and customer satisfaction. 

Leveraging user-generated content and reviews is a strategic approach to influence 

consumer preferences in the digital era. Businesses that embrace and actively engage with user-

generated content can benefit from increased trust, social proof, and customer loyalty. This 

interaction fosters a genuine connection with consumers, ultimately shaping their preferences 

and choices toward your brand and products. 

 

CONCLUSION 

In the rapidly evolving era of digitalization, the roles of halal certification and online 

marketing strategies cannot be underestimated in shaping consumer preferences. Halal 

certification, initially introduced as a guide for Muslim consumers in selecting food and 

beverages in accordance with Islamic law, has evolved into a significant factor influencing 

consumer preferences on a broader scale. Especially in the era of digitalization, where 

consumers are increasingly aware of religious and health values in the products and services 

they purchase, halal certification plays a crucial role in shaping consumer preferences. On the 

other hand, smart digital marketing strategies have become an effective tool in influencing 

consumer preferences. This involves providing relevant information, delivering tailored 

messages, and building strong relationships with consumers through online platforms. 

The interaction between halal certification and digital marketing strategies in shaping 

consumer preferences has also been explored. They complement each other, creating an 

environment where consumers are increasingly aware of halal products, trust brands that 

demonstrate quality and commitment to halal standards, and feel valued and engaged in their 
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purchase decisions. This conclusion underscores the importance of continuously monitoring 

and adapting marketing strategies to keep up with the evolving technology and changing 

consumer behavior. In responding to the increasingly complex and varied needs of consumers, 

businesses can leverage deep knowledge and understanding of how halal certification and 

digital marketing strategies work together to capture consumer preferences in a competitive 

and ever-changing business environment.  
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