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ABSTRACT

Purpose - Halal certification has many benefits in terms of higher market segment (Liow, 2012; 
Husain et al., 2012; Said & Elangkovan, 2013), hygiene and safety (Syed Marzuki et al., 2012; 
Ahmad et al., 2013) and potential to gain interest from Muslim tourist all over the world to come 
to Malaysia (Ab Rahman Ilyia et al., 2011; Syed Marzuki et al., 2012). There is limited study that 
discuss on what benefit Halal certificate can do to business performance. Business owners are 
usually interested to invest in activities that bring direct benefit to their profitability and development 
of their business (Yusuf et al., 2016). To find the relationship between business performance 
and Halal certification or Halal implementation in food outlet, this research took the approach of 
qualitative study to gain more insight and gain information on experiences of the business owners 
of kopitiams in Selangor. The method chosen to get the information needed is case study for four 
selected kopitiams.  
	
The objective of this study is to explore why is Halal certificate important and how does it impact 
the business performance of the case studies in terms of Islamic value, social contribution, 
financial capital and human capital.
	
The main result of the study concluded that Halal certificate does bring benefit in their business 
performance in terms of Islamic view, social contribution, financial capital and human capital. 
Halal certificate contributes as motivation for Muslim companies to gain religious benefit, provide 
customer satisfaction, opening up more job opportunities and avoid social problems. In financial 
capital, Halal certificate is seen as internal resource to boost sales and influence customers’ 
purchase decision. As for human capital, Halal certificate can help increase skill and development 
of the companies’ human resources. 

Methodology - Data collection in this study used two types of techniques;

1) 	 Data collection with kopitiam business owners, managerial staff and operational staff 
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2) 	 Focus group interview with consumers of the kopitiams to get insights on consumers’ 
perspectives of the issue being studied. 

The instruments that are used are semi structured open ended questions so that the respondents 
(kopitiam business owners, managerial staff, operational staff and consumers of the kopitiam) 
can focus on issues that should be raised by them instead of being restricted to researcher’s 
questions (Barbour, 2013). 	

Fındıngs - The findings from this study indicates that Halal certificate does bring benefit in their 
business performance in terms of Islamic view, social contribution, financial capital and human 
capital. Halal certificate contributes as motivation for Muslim companies to gain religious benefit, 
provide customer satisfaction, opening up more job opportunities and avoid social problems. 
In financial capital, Halal certificate is seen as internal resource to boost sales and influence 
customers’ purchase decision. As for human capital, Halal certificate can help increase skill and 
development of the companies’ human resources. The summary can be shown from the emergent 
framework shown at Diagram 1. 

Diagram 1: Emergent framework from the study

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Diagram 1. Emergent framework from the study 
CONCLUSIONS 
In conclusion, for all four case studies that have been interviewed, all respondents agree that Halal 
certification or implementation does play a role in increasing their business performance in terms of 
Islamic view, social contribution, financial capital and human capital.  
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Factors that influence 
business owners 

 Religion / cultural 
background of 
business operators 

 Education 
background 

 Age of company 
 Size of company 
 Location 

 
HC 

BUSINESS PERFORMANCE 
 
Islamic Value 

 Fardhu kifayah 
 Barakah 
 Tayyib 
 Rizq 
 Rahmah 

 
Social Contribution 

 Amal & Sadaqah 
 Charitable deed 
 Customer Satisfaction 
 Business opportunity 

 
Financial Capital 

 Sales performance 
 Geographical expansion 
 Consumer patronage 

 
Human Capital 

 No. Of employees 
 Skill & development 
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CONCLUSIONS

In conclusion, for all four case studies that have been interviewed, all respondents agree that 
Halal certification or implementation does play a role in increasing their business performance in 
terms of Islamic view, social contribution, financial capital and human capital. 
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