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Abstract- This study investigates the intentions,
challenges, and prospects of halal certification among
small food enterprises in Bangladesh, followed by a focus
group discussion, conducted in Dhaka on April 13, 2025,
with 25 small business owners divided into five groups.
The sessions were guided by nine literature-based
questions and analyzed through content analysis using
ATLAS.ti 2025, drawing on the Resource-Based View
(RBV), Knowledge-Based View (KBYV), Institutional
Theory (IT), and Islamic Principles (IP). Findings
indicate that halal certification is widely recognized as a
strategic advantage in Bangladesh’s Muslim-majority
context, thereby strengthening trust, credibility, and
driving business growth. Nonetheless, entrepreneurs
reported key challenges, such as limited knowledge,
restricted access to certification experts, and risks of
fraud in the certification process. The study provides
significant managerial and policy insights, suggesting
that supporting halal certification can stimulate
innovation, promote small business development, and
contribute to the UN’s 12" Sustainable Development
Goal on responsible production and consumption.
Keywords: Halal Food, Islamic Marketing,
Knowledge-based View, The Resource-based View

The

I. INTRODUCTION

Halal certification brings competitive advantages for
business [1-3]. Halal, derived from the Noble Qur’an,
is an Arabic term meaning permissible. It has evolved
into a powerful business driver that stimulates
consumer demand [4-5]. For Muslims, consuming
halal products is an act of worship and a way to fulfill
their religious obligations [6-7]. Interestingly, the
Islamic orientation of halal marketers has also
influenced non-Muslims to adopt halal consumption
[8].

Globally, halal consumption represents a significant
economic force. In 2021, 1.9 billion Muslims
collectively spent US$2 trillion on halal products,
reflecting an 8.9% increase from 2020. This figure is
projected to reach US$2.8 trillion by 2025 [9]. The
halal economy now encompasses a diverse range of
industries, including food, fashion, finance, tourism,
media, pharmaceuticals, and cosmetics [10-13].
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Products carrying the halal logo often gain added value,
highlighting the significance of halal certification [14-16].
Problem Statement

Halal certification (HC), rooted in Islamic principles, serves
as the foundation of halal assurance [4]. While HC provides
competitive advantages [6,17], it also encounters numerous
challenges [18-19]. Much of the existing research has
centered on large corporations, with limited attention given
to small businesses, particularly in Bangladesh, where small
farms and food producers remain underexplored.

Within the food sector, halal signifies products permissible
for both Muslims and non-Muslims. Research suggests that
halalpreneurs tend to be more successful and exhibit greater
commitment to faith compared to other entrepreneurs [7].
However, the motivations, awareness, and religious
convictions of Bangladeshi halalpreneurs—especially small-
scale food producers—are yet to be documented.

Moreover, firms in Muslim-majority countries are
increasingly prioritizing halal food production in response to
regulations and growing consumer demand [20]. Yet, due to
the religious sensitivity of halal and its deep connection to
Islamic law, small and medium enterprises (SMEs) often
face unique cultural and religious challenges when
attempting to access global markets [21]. Despite this, little
is known about how Bangladeshi small food businesses
perceive halal certification or their willingness to pursue it.
Research Aim and Objective

Halal-certified food appeals to a broad audience. Muslims,
Christians, and Jews choose it for religious reasons, while
non-religious consumers often favor halal products for their
cleanliness, hygiene, purity, health benefits, and overall
quality. Such trends are evident in Malaysia, Indonesia,
Brunei, and Singapore, particularly among small and micro
halal food entrepreneurs. Still, in Bangladesh, the
willingness of small businesses to pursue halal certification
remains unclear. Against this backdrop, the current study
aims to investigate small food businesses’ perspectives on
halal certification, identifying their challenges and potential
solutions. The core objective is to understand how small food
producers in Bangladesh view halal certification.

II. LITERATURE REVIEW

The appeal, quality, and demand for food products are
strongly tied to both the religious orientation of producers
and the presence of halal certification [22-26]. Cleanliness in
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production facilities is a critical requirement for halal
compliance. However, obtaining certification from
recognized authorities is often complex. Countries like
Brunei, Indonesia, and Malaysia have excelled in this
area due to strong governmental support [27]. In
contrast, Bangladeshi food producers, especially small
businesses, have received limited scholarly attention.
Countries with large Muslim populations should
consider learning from Southeast Asia, where halal
certification frameworks have successfully adapted
non-Muslim cuisines for Muslim consumers. A further
challenge arises in Muslim countries where access to
qualified Islamic scholars or institutions to issue
certification is limited [28]. Fortunately, this is less of
a concern in Bangladesh. Still, compared to its
Southeast Asian counterparts, Bangladesh remains
underexplored in the context of halal certification and
halal entrepreneurship.

As both Muslim and non-Muslim populations grow,
managing the halal food industry is becoming
increasingly complex. Many small producers lack the
religious knowledge or compliance capacity to meet
halal standards, making the role of accredited
certification bodies essential. Moreover, country-
specific policies further complicate halal certification
processes [29]. Thus, examining the case of
Bangladeshi small food businesses represents an
urgent yet neglected research area.

2.1. Islamic Norms

Scholars caution that Western business theories alone
are insufficient to explain the unique religious and
cultural dimensions of halal [30-32]. To address this
gap, the present study incorporates Quranic principles
alongside  established Western frameworks—
including the Resource-Based View (RBV),
Knowledge-Based View (KBV), and Institutional
Theory (IT)—into a combined “Square Approach”
(SA) illustrated in Figure 1. This integrated
perspective  provides a more comprehensive
foundation for promoting halal certification among
small food businesses.
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Figure 1: The Square Approach (SA) for halal food
businesses (Source: Original)

The SA is shaped like four angles. The first one includes
Islamic principles (IP) outlining key verses relating to halal
and tayyib food consumption. The Noble Quran ordains
humankind to consume halal and tayyib food.

It says:

497 ol el 1 5 U SR G 53T (8 s 1 T G
(O humanity! Eat from what is lawful and good on the earth
and do not follow Satan’s footsteps. He is truly your sworn
enemy (https://quran.com/2:168).

It outlines to the believers: . .
S A ) 15K R 5 e il e 1R Sl (il GG
Osuad
(O believers! Eat from the good things We have provided for
you. And give thanks to Allah if you "truly” worship Him
"alone” (https://quran.com/2:172).
It particularly ordains to the messengers:
Be {land iy JIalia | slae T cuglall (s 1 L5 15
(O messengers! Eat from what is good and lawful, and act
righteously. Indeed, [ fully know what you do
(https://quran.com/23:51).
It also broadens the scope of halal food, explaining: =~
“aed O falady a0 g ST 51 Call et 3=l AT 3a 5 5l
(Todays, all good, pure foods have been made lawful for you.
Similarly, the food of the People (Christians and Judaists) of
the Book (https://quran.com/5:5).
The four verses 2:168,172; 23;51 and 5:5 ordain for halal
food consumption. Halal food consumption is not a choice
or priority, but a right fogall. All people, including believers
and non-believers, must have access to good and wholesome
(halal and tayyib) food. If people consume halal food, its
market coverage will expand. As such, the IP through the
prescriptive verses stresses halal food consumption.
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Halal food consumption can be accelerated if the
businesses of halal-certified food expand. The noble
Quran focuses on halal business by saying: )

15l 0a 5 gl A Jals
Allah has permitted trading and forbidden interest
(https://quran.com/2:275).

Normally, the food is halal (permitted) if no haram
(prohibited) issues are associated with it according to
IP. The food is halal, but non-certified. Halal-certified
food ensures that no haram issues persist during the
production and delivery stages. Halal certification
portrays the halal logo (1) symbolizing spirituality,
responsibility, trust, and a tool for tangible and
intangible resources for business. Importantly, IP
denotes the sources of knowledge or the KBV.

2.2. The Knowledge-Based View (KBYV)

The Knowledge-Based View (KBV), introduced by
[33], posits that firms achieve a competitive advantage
through knowledge gathering (KG), knowledge
integration (KI), knowledge application (KA), and
knowledge dissemination (KD) [34]. KG involves
employee training, expert engagement, and
developing reading habits to strengthen knowledge
bases [35]. KI refers to combining knowledge sources
and evaluating how effectively employees assimilate
them [33]. KA translates theoretical insights into
practical use while assessing their workplace
relevance [36]. KD, in turn, is the distribution of
knowledge at both individual and organizational levels
[37].

For halal food producers and marketers, Islamic
Principles (IP) represent a crucial knowledge base for
navigating certification and business operations. Firnms
can benefit from the expertise of halal certifiers,
scientists, and Islamic scholars to ensure compliance
[38-42]. Thus, KBV in a halal context depends on KG,
KI, KA, and KD of IP. Over time, this knowledge-
driven approach evolves into the Resource-Based
View (RBV).

2.3. The Resource-Based View (RBV)

The Resource-Based View (RBV), developed by [43],
highlights valuable, rare, and scarce resources as key
drivers of success [44]. RBV has been applied in
diverse fields, including international marketing [45],
innovation [46], and brand management [47].
According to RBV, firms outperform competitors by
securing superior resources [48].

Halal certification itself is considered a valuable
resource that provides producers with a competitive
advantage [40-41]. Producers pursue certification not
only to comply with Islamic requirements but also to
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strengthen market positioning [49]. Even non-Muslim firms
recognize halal certification (HC) as a strategic resource
[50]. Therefore, the timely institutionalization of HC can
enhance competitiveness across the food industry [42].

2.4. The Institutional Theory (IT)

Institutional Theory (IT) explains organizational change
through coercive, normative, and mimetic (CNM) pressures
[51]. Coercive pressures emerge from government
regulations [52], normative pressures stem from industry
expectations [53], and mimetic pressures arise from
competitors’ practices [54].

In the halal context, RBV highlights the strategic value of
certification, while IT emphasizes the role of regulatory and
industry in embedding certification practices [55,39].
Government involvement, together with collaboration
among Islamic scholars, certifiers, policymakers, and food
marketers, is vital for institutionalizing halal certification. IT
therefore fosters a systematic environment for halal
stakeholders to strengthen certification processes.

III. METHODOLOGY

3.1. Research Approach

This study adopts an inductive approach, moving from
specific observations to broader theoretical insights.
Inductive reasoning emphasizes theory-building rather than
heavy reliance on quantitative tools [56]. Here, Islamic
principles were first examined, and their dimensions were
then aligned with RBV, KBV, IT, and participants’
perspectives to construct the proposed Square Approach
(SA).

Square Approach

The Square Approach is built on four foundations:
Islamic principles (IP) on halal food as the baseline.
KBYV constructs rooted in IP.

RBYV, which validates heterogeneity of resources.

IT, which fosters synergy among practitioners
policymakers.

Together, IP, KBV, RBV, and IT form the SA framework
used in the analysis.

3.3. Sample Size

Judgmental and convenience sampling were applied to select
small food entreprencurs in Dhaka City. Using judgmental
and snowball techniques, 25 participants were recruited: 20
current business owners and 5 prospective entrepreneurs.
They were divided into five groups of five participants each.
3.4. Data Collection

Focus Group Discussions (FGDs) were conducted with
mixed male and female participants. A semi-structured guide
of nine questions—derived from prior halal certification
literature—was used (see Appendix 1). Discussions were
audio-recorded with participants’ consent, and written
summaries were collected for validation.

and
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3.5. FGD Protocol

The researchers introduced the study, ensured equal
participation, and maintained anonymity. Participants
were free to withdraw at any time. At the end of each
session, they were thanked for their contributions, and
further cooperation was requested.

3.6. Data Analysis

Analysis combined manual and software-assisted
techniques. Initially, manual content analysis
identified critical themes linked to halal certification
challenges. Then, ATLAS.ti 2025 software was used
to code, organize, and analyze data through content,
concept, association, and network analysis. Thematic
patterns were visualized using network diagrams to
enhance interpretation.

IV. RESULTS AND ANALYSIS
4.1. Participant's details

Table
participants in focus group discussions (FGDs) related
to food products. There was a total of 25 participants,
comprising 18 females and 7 males. One group
included a non-Muslim female participant. The
participants traded various food items such as
processed foods (yogurt, sausages, pickles, cakes) and
homemade foods. Their education ranged from the
Secondary School Certificate to postgraduate degrees.

Table 1: Details of the FGD participants

SL Gender Product nature Age & | Discussion
Education | Time
Group 1 | Male 2, | Processed food, Yogurt, Sweet, | 21-28, 1 hour
Female 3, with | Borhani, Soybean SSC- post-
1 non-Muslim graduation
Group 2 | Female 5 Processed food, sausages, pickles, | 27-46, 1 hour
cake, soya food, Agricultural food | SSC-
products, Homemade food Graduation
Group 3 | Male 5 Soyabean, Tomato, sweets, doi, | 22-28, 1 hour
matha, burhani, Matha, lacchi (local | HSC-
and traditional food) Graduation
Group 4 | Female 5 Homemade food 26-43, 1 hour
SSC-HSC
Group 5 | Female 5 Intending to do food business 28-39, 1 hour
JSC-HSC
Five 18 female, 7 |Processed food with agricultural | 21-46, 5 hours
groups | male inputs SSC- post-
aduation

Source: Original

The fifth group indicated an interest in starting a food
business. The discussions varied in length, with Group
1 having a one-hour discussion, while all groups
collectively took about five hours in total.

4.2. Content analysis

The content in Figure 2 reveals that halal certification
is widely perceived as a strong competitive advantage
in a Muslim-majority context, contributing to
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Figure 2: Content analysis (Source. Original)
The contents are associated with the nine key questions or
concepts. However, several challenges persist, including

limited understanding of halal standards, difficulty in
accessing certification experts, and concerns about fraud and
corruption in the certification process.

4.3. Concept analysis

The concepts in Figure 3 are illustrated according to key
content. The content explains that the concepts related to
operationalizing halal certification are often seen as
complex, particularly for small businesses, due to
bureaucratic hurdles and a lack of clear guidance. While
sourcing halal raw materials is generally considered
manageable, maintaining halal integrity across the entire
supply chain is a major concern due to the absence of a halal
logistics infrastructure.
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Figure 3: Concept analysis (Source: Original)

Moreover, participants expressed varying levels of
knowledge about halal certification, indicating the need for
targeted education and training. Lastly, stakeholders
emphasized the importance of stronger oversight, clearer
communication from certifying bodies, and improved
awareness to support ethical, trustworthy, and accessible
halal certification practices.
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4.4. Perceptions of small food businesses on halal
certification

4.4.1. Advantages of Halal Certification

Group One emphasized that in a Muslim-majority
country, halal certification is vital for business success
as it ensures compliance with Islamic principles,
strengthens consumer trust, enhances goodwill, and
boosts sales. With Muslims comprising 98% of the
population, certification provides a significant
competitive edge.

Group Two highlighted that halal certification
enhances credibility, brand reputation, and consumer
trust. By attracting more customers and supporting
business growth, it strengthens alignment with halal
values, making it a strategic business tool.

Group Three described halal certification as a strategic
asset for food businesses. It drives growth, symbolizes
purity, enhances consumer loyalty, and provides a
competitive advantage in the marketplace.

Group Four noted that halal certification guarantees
compliance with Islamic dietary laws while appealing
to a growing market of halal-conscious consumers. It
expands business opportunities, attracts more
customers, and increases satisfaction by meeting
consumer preferences.

Group Five viewed certification as beneficial both
individually and collectively. It fosters consumer trust,
supports customer preference for halal products, and
underscores the importance of market acceptance.

4.4.2. Challenges with Halal Standards

Group One expressed confidence in existing
standards, stressing the importance of consumer
awareness about halal and haram. They acknowledged
that while compliance can be demanding, it is
achievable with effort and vigilance.

Group Two generally regarded national standards and
industry practices positively but admitted that some

respondents struggle with compliance due to
uncertainty or limited understanding of the
requirements.

Group Three agreed that current halal standards are
adequate and comprehensive. However, they
acknowledged challenges in avoiding prohibited
elements and noted that small organizations often find
the standards difficult to interpret.
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Group Four emphasized that understanding the standards is
essential for overcoming difficulties. While some
respondents reported no issues, others pointed to challenges
related to storage conditions and the shelf life of processed
foods. One participant admitted not knowing the standards.

Group Five suggested that knowledge of the standards helps
in addressing compliance, particularly for processed food
and storage. Still, some respondents face difficulties, with a
few relying on general guidelines due to limited awareness.
4.4.3. Challenges with Production Inputs

Group One indicated that sourcing halal raw materials in
Bangladesh is relatively easy because of the country’s
abundant natural resources and Muslim-majority
environment. They stressed avoiding inappropriate or non-
halal materials.

Group Two reported minimal difficulties in sourcing inputs,
though some materials are seasonal, affecting consistent
availability. Group Three believed that sourcing halal raw
materials is manageable due to their natural availability in
the local context. While some expected initial challenges,
they felt these could be resolved with effort and did not view
sourcing as a major obstacle.

Group Four confirmed access to raw materials but raised
concerns about maintaining quality standards, particularly
storage and preservation. Most respondents considered
sourcing manageable with care, though one found it
potentially problematic.

Group Five expressed mixed views. Some believed supply
sources were adequate, while others anticipated challenges
or worried about limited availability. They emphasized the
need for careful verification of raw materials.

Challenges with Halal Certification Experts

Group One observed that although general awareness of
halal and haram exists, experts specifically trained in halal
certification are scarce and not easily accessible. Group Two
offered mixed perspectives: some participants felt there were
enough experts available, while others argued that the
number of qualified professionals remained limited.

Group Three pointed out a lack of accessible certification
experts. While some relied on personal contact, others found
it difficult to secure qualified professionals. Group Four
noted that although experts exist in various disciplines, those
specializing in halal certification are not widely known or
easily accessible. Business owners must make extra efforts
to identify trustworthy individuals committed to Islamic
principles.

Similarly, Group Five acknowledged the presence of halal
certification experts but emphasized that they are not well-
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recognized or easily approachable. Entrepreneurs
must actively seek reliable and devoted professionals
with expertise in relevant fields.

4.4.4. Challenges with Halal Certification Experts

Group One highlighted misuse and corruption within
the halal certification process as major concerns. They
noted that certification is often difficult to obtain, with
bribery and false labeling—using the halal logo for
profit without genuine compliance—common due to
weak enforcement. They stressed that such
malpractice should be criminalized.

Group Two warned that high demand for certification
increases the likelihood of misuse, while Group Three
identified practices such as applying one certificate
across multiple products, duplicating certificates, and
bribery as prevalent issues. They called for strict
government enforcement and oversight from
consumer rights groups.

Group Four perceived a significant risk of malpractice,
including mixing halal and haram products and
duplicating certificates, which undermines
certification credibility. Stronger monitoring was
deemed essential, especially as demand rises.

Group Five also wunderscored the risks of
manipulation, corruption, and mixing of halal and
haram products. They cautioned that the certification
process itself may be flawed, making fake
certifications harder to control as demand increases.
Stronger regulatory oversight was recommended.

4.4.6. Operationalizing Halal Certification

Group One described the certification process as
complex, citing bureaucratic hurdles and unhelpful
authorities, and suggested that the system be
simplified. Group Two stressed that certification is
particularly burdensome for small businesses, as it is
time-consuming and complicated, with authorities
often providing inadequate services. They emphasized
the need for clearer guidance and support.

Group Three agreed that the process is initially
complicated but can become manageable with proper
guidance and experience. Group Four noted that
dedication and adherence to halal norms make the
process manageable, while challenges help deepen
understanding of certification’s value.

Group Five echoed this perspective, stating that
commitment and a clear understanding of Islamic
principles make certification achievable. They viewed
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initial challenges as beneficial for long-term business
success.

4.4.7. Knowledge for Managing Halal Certification

Group One admitted a lack of knowledge and expertise but
expressed determination to learn. Group Two pointed to
challenges related to supply chains and insufficient
knowledge of certification. Group Three also reported
inadequate knowledge, particularly regarding products and
production processes, and stressed the need to address this

gap.

Group Four participants felt they had sufficient knowledge
and could manage halal-certified businesses. Group Five
gave varied responses: one participant reported adequate
knowledge, while others admitted little or no understanding
of certification.

Halal Supply Chain Challenges

Group One emphasized the complexity of maintaining halal
integrity throughout the supply chain, particularly when
uncertified raw materials or chemicals are involved. They
highlighted the need for all employees to be familiar with
halal standards.

Group Two noted that maintaining standards across supply
chains is difficult, with challenges including delays,
shortages of raw materials, mixing of halal and haram items,
and poor storage or transport conditions. Group Three
argued that Bangladesh lacks an integrated halal supply
chain, identifying gaps in quality control, warehousing,
marketing, and employee training in Islamic guidelines.

Group Four acknowledged that the supply chain in
Bangladesh is underdeveloped. While management is
possible, maintaining halal integrity remains challenging.
They suggested that developing strong halal businesses will
gradually strengthen the supply chain.

Group Five concluded that the halal supply chain is still
immature and presents serious concerns. Managing the
entire process—from raw material sourcing to product
delivery—is difficult, with maintaining integrity especially
challenging due to the absence of a structured, reliable
supply chain.

Other Issues in Halal Certification

Group One highlighted the importance of marketing halal-
certified products but noted limited awareness of
certification requirements. They recommended stricter
monitoring, better training, and even incorporating Quranic
verses on packaging alongside the halal logo.
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Group Two stressed the need for accessible training
and guidance from certifying authorities. Group Three
acknowledged the potential benefits of halal
certification but pointed to limited expertise and poor
access to trained personnel. They recommended more
professional training, ethical practices, simplified
processes, and stronger government oversight.

Group Four emphasized that halal certification
enhances business appeal while fulfilling Islamic
obligations, thereby fostering trust and business
success. Group Five agreed, noting that certification
improves sales and customer trust, and highlighted the
importance of knowledge sharing for raising
awareness and ensuring business sustainability.

Code-Quotation Analysis with Gender

Table 2 compares the responses of male and female
participants. Female participants contributed 62
quotations, primarily focused on knowledge for
navigating halal certification, followed by its
advantages, supply chain issues, and fraud concerns.
Both male and female participants agreed that halal
certification, supported by the halal logo, represents a
spiritual symbol that boosts sales and goodwill for
halal food businesses. This reflects the value of halal
certification as a resource with rarity, inimitability,
and non-substitutability (VRIN).

Table 2: Code Quotations for gender

e Female e Male
Perceived Issues Gr=167  Gr=105
e Advantages of HC Gr=49 32 17
o Challenges of raw materials Gr=15 12 2
o Challenges of standards Gr=19 9 9
¢ Fraudulence and misuse of HC Gr=38 23 15
e Halal supply chain Gr=46 32 13
® HC experts Gr=25 14 8
® Knowledge to handle HC Gr=56 33 20
® Operationalizing HC Gr=24 10 11
@ Other HC issues Gr=43 24 20

Source: Original

Further, Figure 4 shows the associations across the
participants and perceived issues. The nine perceived
issues are linked to the male and female. The thicker
part of the figure, the more issues they perceived. The
number of quotations (Gr) in the table and the
thickness of the Sankey diagram are consistent.
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Figure 4: Code-occurrence analysis with gender (Source:
Original)
Thematic analysis

Table 3 presents the central theme explored in the study. The
first column depicts the perceived issues asked of the
participants. Their responses are shown in the second
column, derived from quotations or opinions with
frequencies.

Table 3: Thematic table of integrating RBV, KBV, and IT
with the halal food business

Perceived Issues Theoretical | Subthemes Main Theme
Issues
Halal certification (HC) RBV of HC depends on| g 2 U
advantage Islamic knowledge | = § =
&
RBVof HC | acquisition, integration, 2
. o o
application, and | 2 ¢
dissemination. 3 5 4]
2 g2
Halal standard challenges KBV results in RBV of HC, % k] E
- which is pervasive and| >
Halal  supply  chain crucial across the business, a g g
challenges . . » o8
KBV of HC | supply chain, and internal ERA-
=z e
Halal certification expert and external stakeholders = g §
challenges KBV can overcome the i . °
barriers to leverage HC. [t
Knowledge to manage HC S B “é 8‘
v o .
Complexity of The successful | B ~ E
operationalizing HC institutionalization of HC in _é E g —‘é
Fostering IT of HC the halal food Lndufstly .3 = E £
institutionalization of HC depends on macro and micro g J e g
endeavors. % £ 4

Source: Original

The quotation frequencies are linked to specific theoretical
constructs. These constructs outline the subthemes. All
subthemes have been mapped to reveal a common pattern,
represented by a main theme. The main theme indicates that
Islamic principles (IP) combined with the KBV generate the
RBV of HC, which requires widespread stakeholder
integration and  overcomes  barriers to  HC
institutionalization.

According to Table 3, the thematic map is illustrated in
Figure 5. The figure demonstrates that Quranic verses
represent Islamic principles (IP), which define the rules
governing the halal food business. The halal food business
must view IP as the core to achieve KBV. Applying KBV
results in the RBV. Furthermore, IT synthesizes the
stakeholders of both KBV and RBV to promote and
institutionalize HC.
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In other words, IP symbolizes water, and the KBV
symbolizes a garden. The benefits of HC (RBV) are
the fruits. Then, IT is about caring for the garden.
Watering the garden carefully yields fruit. Therefore,
IP extends its spiritual dimensions to bring economic
breakthroughs in small halal businesses. Small halal
companies must explore and manage Islamic
resources for halal certification.

V. DISCUSSION AND IMPLICATIONS

The study reveals that halal certification provides
significant competitive advantages. Previous research
has consistently emphasized these benefits, showing
that halal certification not only fulfills religious
obligations but also establishes global standards and
influences consumer behavior in both Muslim and
non-Muslim societies [57-58]. For non-Muslims, halal
certification is often linked to hygiene, ethics, and
quality [1], whereas Muslims perceive it as a means of
upholding religious laws and worship [59]. Thus, halal
certification embodies both spiritual and material
benefits [60, 40-41].

Despite these advantages, this study highlights several
challenges, including shortages of raw materials,
limited halal certification experts, inadequate
knowledge of Islamic principles, and weak halal
supply chains. Prior research shows that such
challenges include limited availability of inputs [61-
62], a shortage of qualified experts [19], fraud [63],
operational difficulties, and fragmented supply chains
[3]. Interestingly, this study did not identify halal
standards themselves as a problem, even though
scholars have questioned the variations across
standards that hinder business expansion.

Some producers continue to use inputs that contradict

Islamic principles, such as haram-based gelatin [62],
contamination between halal and haram products
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[19,39,41], questionable additives [63], GMOs, and alcohol-
based treatments [64]. Such practices pose risks to the halal
status of products.

The findings also show that small food businesses are
particularly concerned about fraud and malpractice in halal
certification. Criticisms include fraudulent practices,
dubious accreditation [65], misuse of the halal logo [2], lack
of authenticity [63], mislabeling, and halal-related scandals
[66-68]. Addressing these issues requires the combined
efforts of individuals, businesses, and governments. These
efforts align with the coercive, normative, and mimetic
(CNM) pressures described by institutional theory [51].
Furthermore, Islamic norms can guide decisive actions,
where government regulation (coercive), industry standards
(normative), and imitation among producers (mimetic)
contribute to the institutionalization of halal certification
[40].

From a theoretical perspective, halal certification is a
resource. The Resource-Based View (RBV) emphasizes its
role in providing firms with unique advantages [34,43, 69].
Institutional Theory (IT) ensures alignment with
stakeholders [40-41], while RBV highlights competitive
differentiation. ~Together, IT and RBV provide
complementary insights for strengthening halal-aligned
businesses. Likewise, the Knowledge-Based View (KBV)
underscores the need to acquire, integrate, and apply
knowledge to sustain competitiveness [36]. In halal trade,
embedding Islamic knowledge within the KBV framework
is essential for ensuring competitive advantage [70].

Scholarly Implications

This study contributes by extending RBV, KBV, and IT into
the halal business context, which remains underexplored
compared to conventional business. It introduces the
concepts of Halal RBV and Halal KBV, while integrating
Islamic principles into institutional theory. These constructs
contribute to the development of halal entrepreneurship
theory, particularly within the context of small food
businesses in Bangladesh. This originality lies in addressing
gaps in halal marketing knowledge and contextualizing
theoretical frameworks in halal entrepreneurship.

Managerial Implications

For practitioners, the findings highlight how halal
certification can foster business innovation, support small-
scale entrepreneurs, and contribute to microeconomic
growth. Small businesses can draw practical insights into the
certification process, enabling them to enhance awareness
and competitiveness in the halal economy. This study,
therefore, serves as a roadmap for small food enterprises
aiming to access halal markets.
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Policy Implications

Policy implications emphasize the need for certifiers
and government agencies to support small businesses,
which are often overlooked in certification
frameworks. The findings align with the 12" United
Nations Sustainable Development Goal (SDG) on
responsible consumption and production, particularly
in halal food. National institutions, such as the
Bangladesh Standards and Testing Organization and
the Islamic Foundation, can use these insights to
design policies that strengthen certification processes,
improve trust, and expand access to halal-certified
food.

VI. CONCLUSION, LIMITATIONS, AND FUTURE
RESEARCH

This study fills a gap in academic literature on the
integration of small businesses into halal certification.
Findings reveal that entrepreneurs view halal
certification as a competitive advantage, enhancing
consumer trust, brand credibility, and business growth.
However, key challenges include limited expertise,
difficulties in accessing certification professionals,
fraud concerns, and bureaucratic complexities. While
sourcing  halal inputs appears manageable,
maintaining supply chain integrity is a major challenge
due to the lack of developed halal logistics systems.

Knowledge gaps also remain, with many
entrepreneurs showing limited understanding of
certification principles, highlighting the need for
education and training. All groups emphasized
stronger oversight, clearer communication from
certifying authorities, and greater awareness to ensure
trustworthy certification practices. Importantly,
Islamic knowledge was identified as a critical factor in
overcoming barriers and transforming challenges into
opportunities.

Beyond managerial contributions, this study integrates
RBV, KBV, IT, and IP, making it the first to examine
halal certification among small businesses in
Bangladesh. Nevertheless, limitations exist: many
participants had limited knowledge of certification,
and one focus group lacked direct business experience.
Government and certification authorities were also
excluded. Future research should involve both
experienced entrepreneurs and regulatory bodies to
develop a more comprehensive perspective.
Incorporating IP alongside RBV, KBV, and IT offers
a promising path for future exploration.
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