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 This study explores the effectiveness of digital promotion strategies 

employed by small and medium enterprises (SMEs) in marketing halal 

products in the digital era. Recognizing the increasing demand for halal 

products among Muslim consumers, especially in Indonesia, this research 

examines how SMEs leverage digit al platforms, such as social media, 

websites, and e-commerce, to expand market reach and build brand loyalty. 

Using a qualitative approach, data were collected through interviews, 

surveys, and document analysis with SMEs engaged in halal product 

promotion. The findings reveal that social media, especially platforms like 

Instagram and Facebook, are effective for brand awareness and consumer 

engagement, while websites serve as credible information hubs. E-

commerce platforms enable broader product access and facilitate seamless 

transactions. Key factors influencing the success of halal promotion 

strategies include consistent halal branding, active consumer engagement, 

and collaborations with relevant influencers. However, SMEs face 

challenges such as limited technological skills, budget constraints, and 

intense market competition. Based on these findings, this study offers 

practical recommendations for SMEs to optimize digital promotion, 

including multi- platform integration, organic content marketing, and digital 

skills development. Future research could further investigate the use of 

emerging technologies, such as artificial intelligence and augmented reality, 

to enhance promotional effectiveness for halal products. The findings 

contribute to a deeper understanding of the digital promotion strategies that 

can support the growth of halal SMEs in a competitive, technology-driven 

market landscape.                                                          
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Introduction 

Halal products have become one of the fastest growing sectors in the global economy, driven 

by the increasing demand of Muslim consumers for sharia-compliant products and services. 

According to the State of the Global Islamic Economy report, the global halal product market 

is projected to exceed USD 2.4 trillion by 2024, with the food, cosmetics and pharmaceutical 

sectors being the main contributors to this growth (Gateway, 2023). This reflects the increasing 

awareness of Muslim consumers towards the quality and safety of halal products, which are 

recognized as meeting sharia standards and are of high quality. Non-Muslim consumers are 

also increasingly attracted to halal products, both for their quality and stringent safety standards 

(Haque et al., 2015). This growing halal product industry presents a huge opportunity for small 
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and medium enterprises (SMEs) looking to meet the growing market demand, especially in 

countries with large Muslim populations such as Indonesia (M. H. Ali & Suleiman, 2016). 

 In Indonesia, the halal product industry is an important element in the national economic 

structure because Indonesia is the country with the largest Muslim population in the world 

(Herianti et al., 2023). According to data from the Ministry of Cooperatives and SMEs, around 

99% of the total businesses in Indonesia are SMEs, contributing more than 60% to the national 

GDP (https://kadin.id/data-dan-statistik/umkm-indonesia/). Therefore, integrating halal 

products into SME business operations can increase economic added value and strengthen the 

sharia economic base in Indonesia. The government has also supported the halal industry 

ecosystem through a mandatory halal certification policy for products circulating in the 

Indonesian market. This step is in line with the government's vision to make Indonesia the 

center of the world's halal industry, which directly increases the export potential of halal 

products from SMEs (M.Si et al., 2023). 

Table 2019-2023 SMEs Data 

Year 2O18 2O19 2O20 2O21 2O22 2O23 

Number of SMEs 64,19 65,47 64 65,46 65 66 

Growth %  1,98% -2,24% 2,28% -0,70% 1,52& 

Data Processed From Various Sources 
 

Digitalization has opened up opportunities for SMEs to expand their markets and improve 

business efficiency through digital technology, including social media, e- commerce, and 

websites (Bouwman et al., 2019). Through these platforms, SMEs can overcome geographical 

limitations and expand their promotional reach more effectively. In addition, the relatively low 

cost of digital marketing compared to conventional advertising allows SMEs to maximize their 

budgets. In an era when almost everyone has internet access, digitalization provides SMEs with 

direct access to consumers in a more personal and interactive format. Research from Google 

shows that 60% of Indonesian consumers search for product information online before 

purchasing, confirming the importance of digital marketing for SMEs in Indonesia (Google 

Indonesia, 2021). 

Platforms such as Instagram, Facebook, and TikTok have become effective tools for SMEs to 

promote their halal products, especially since they allow direct interaction with the audience 

(Ahmad et al., 2023). Social media also provides education for consumers about halal products, 

which can be seen through product reviews, recommendations, and trends shared by other 

consumers. In a survey conducted by Hootsuite, around 70% of social media users in Indonesia 

use the platform to search for information about products and services. (Hootsuite (We are 

Social), 2024) This shows that social media not only functions as entertainment, but also as a 

primary source of information for critical modern consumers. 

However, the adoption of digital technology among SMEs does not always run smoothly. Many 

SMEs still face limitations in knowledge and ability to manage digital platforms effectively (Li 

et al., 2018). This can be caused by limited human resources or a lack of understanding of 

effective digital marketing strategies. Without the right strategy, digital marketing may not 

provide the expected results and even burden SMEs with ineffective costs. In addition, SMEs 

often face budget constraints, making it difficult for them to compete with large companies that 

have much larger marketing budgets. To overcome this challenge, support is needed from the 

government and related institutions that can provide training and support to improve digital 

skills among SME actors (Chen et al., 2021). 

Amidst the opportunities offered by digital marketing, SMEs are also faced with the challenge 

of fierce competition in the digital market. Muslim consumers today are not only looking for 

products with halal labels, but also considering the ethical aspects, quality, and environmental 

https://kadin.id/data-dan-statistik/umkm-indonesia/


Maulana et.al., (2025) / Jurnal Aplikasi Manajemen, Ekonomi dan Bisnis 9 (2) 187-198 

189 
 

 

impact of the product (Anam et al., 2018). This encourages SMEs to not only focus on halal 

certification, but also build a strong brand image and meet consumer expectations for quality 

and environmentally friendly products. For example, in the halal cosmetics sector, consumers 

are increasingly paying attention to the ingredients used and the environmental impact of the 

products they consume. 

With the various challenges above, SMEs need to adopt creative and innovative promotional 

strategies to win the hearts of consumers. One effective strategy is to use influencer marketing, 

especially on social media which is widely used by millennials and Gen Z. Influencers with 

relevant audiences can increase brand awareness and consumer trust in SME halal products. 

Studies show that collaboration with influencers has a positive effect on increasing sales, 

especially for consumers who are more interested in product reviews from people they trust 

than direct advertising (Lou & Yuan, 2019). 

The success of halal product promotion in the digital era also depends heavily on the credibility 

of the information conveyed. Muslim consumers tend to be more careful in choosing halal 

products, so SMEs need to convey clear, complete, and transparent information about their 

products. Research shows that Muslim consumers highly value openness of information 

regarding raw materials, production processes, and halal certification. This transparency can 

build consumer trust and strengthen their loyalty to SME brands (Usman et al., 2021). 

This study aims to examine the promotion strategies of halal products in the digital era 

implemented by SMEs. Specifically, this study will explore various effective digital marketing 

strategies to attract halal consumers and identify the challenges faced in implementing these 

strategies. This study is expected to provide a deeper understanding of how SMEs can utilize 

social media, e-commerce, and websites to increase the accessibility of halal products in a 

competitive market. In addition, this study also aims to provide practical recommendations for 

SMEs in facing challenges in the digital era, such as budget constraints, digital skills, and 

competition in the global halal market.  

 

Literature Review 

Halal Marketing 

Halal marketing, or Islamic marketing, emphasizes adherence to Islamic Sharia principles in 

all marketing activities, ensuring compliance with Islamic laws, ethics, and guidelines (Shah et 

al., 2019). This concept extends beyond food and beverages to include various products and 

services, such as pharmaceuticals, cosmetics, banking, education, and hospitality. The goal is 

not merely to promote products but to address the material and spiritual well-being of both 

buyers and sellers. Halal marketing recognizes the importance of transparency, mutual consent, 

and ethical practices in business transactions, setting itself apart from conventional marketing 

approaches (A. J. Ali & Al-Aali, 2015) 

At the core of halal marketing lies the concept of Tayyibaat, which signifies consuming lawful 

and wholesome products (A. J. Ali & Al-Aali, 2015). This principle, rooted in the Quran, 

shapes the purchasing preferences of Muslim consumers globally. Additionally, halal 

marketing integrates the philosophy of Falah, or welfare, ensuring that business practices 

prioritize societal well-being over mere profit generation. Marketing strategies are designed to 

be free of fraud, deception, or undue pressure, reflecting the value of mutual consent between 

buyers and sellers. This ethical approach not only builds trust among consumers but also aligns 

with the broader goals of socio-economic justice. 

Furthermore, halal marketing leverages innovative strategies to meet the needs of a rapidly 

growing market segment. By incorporating the concept of Hikmah, or wisdom, businesses can 

craft marketing campaigns that are both effective and aligned with Islamic principles (Intezari 

et al., 2024). This ensures that marketing activities are need-based rather than desire-driven, 

creating a sustainable and equitable marketplace. As global awareness of halal products grows, 
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multinational corporations are increasingly recognizing the potential of this market, leading to 

the development of innovative, Sharia-compliant solutions for diverse consumer needs 

 

The Concept of Halal Products: Definition, Certification, and Importance of Halal 

Products in Muslim Society 

 

Halal products in Islam refer to goods and services permissible under sharia law, covering areas 

such as food, beverages, cosmetics, pharmaceuticals, tourism, and finance. Over time, halal has 

gained recognition as a global standard, valued by non-Muslims for its quality and safety 

alongside its religious significance (Khan et al., 2020)). International frameworks like the 

OIC/SMIIC Halal Standards support this by standardizing halal regulations across nations to 

facilitate global trade (Abdallah et al., 2021). Furthermore, research shows that halal products 

are frequently linked to ethical and sustainable production practices, enhancing their reputation 

for high quality (M. H. Ali & Suleiman, 2016). 

The halal certification process plays a vital role in ensuring compliance with sharia by 

regulating raw material sources, processing methods, and storage conditions to avoid haram 

contamination (Dashti et al., 2024). In Indonesia, the Halal Product Assurance Agency 

(BPJPH) collaborates with the Indonesian Ulema Council (MUI), which conducts audits and 

issues halal fatwas, ensuring products meet strict standards (Fahmi Ali Hudaefi, 2019). This 

certification not only assures Muslim consumers of a product's compliance but also enhances 

brand loyalty and competitiveness in both local and international markets (Bonne & Verbeke, 

2008). 

In addition to its religious implications, halal products are deeply intertwined with social and 

economic dynamics. Consuming halal is seen as both a religious obligation and a part of a 

responsible lifestyle, with many Muslims believing it contributes to physical and spiritual well-

being (Suleman et al., 2021). Economically, the rising demand for halal goods has fueled 

growth in various sectors, including agriculture and trade, creating significant opportunities for 

businesses (Bux et al., 2022). Notably, increased halal awareness among Muslim consumers 

has strengthened SMEs in producing halal goods, contributing to economic development in 

countries with large Muslim populations (Utomo et al., 2020).  

The Role of Digitalization in Halal Product Promotion 

 

Digitalization has created vast opportunities for promoting halal products, especially for SMEs 

that previously faced challenges in accessing broader markets. By leveraging the internet and 

social media platforms such as Instagram, Facebook, and e-commerce sites, SMEs can market 

their halal products more effectively at a lower cost compared to traditional marketing methods. 

These platforms allow businesses to showcase their halal certifications, product quality, and 

appeal directly to Muslim consumers. Studies highlight that Muslim consumers increasingly 

rely on social media for product information, reviews, and purchase decisions, making it a key 

channel for halal product marketing (Supriani et al., 2024a). 

 

In the digital age, marketing halal products is further enhanced by social media algorithms that 

enable targeted advertising and content personalization. Algorithms can tailor ads based on 

user preferences and browsing history, allowing SMEs to reach specific Muslim consumer 

segments with greater efficiency (Ahasanul Haque & Kabir, 2022). Additionally, e-commerce 

platforms like Tokopedia and Shopee in Indonesia provide SMEs with a cost-effective way to 

showcase their products to a wider audience, streamline transactions, and overcome geographic 

barriers in distribution (Chandra, 2023). 

 

Despite these advantages, the success of SMEs in utilizing digital technology depends 

significantly on their ability to adopt and manage these tools effectively. Many SMEs face 

obstacles such as limited knowledge, insufficient human resources, or budget constraints, 

which hinder their ability to maximize digital opportunities. As a result, government 
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intervention in the form of training programs and financial support is critical to equip SMEs 

with the necessary digital skills to thrive in this competitive landscape (Carvalho et al., 2024). 

 

SMEs and Their Challenges in Digital Marketing 

 

As the backbone of the economy in many developing countries, small and medium enterprises 

(SMEs) play a crucial role in the halal industry. However, when it comes to digital marketing, 

SMEs often face numerous challenges that make it difficult for them to compete with larger 

corporations. A key challenge for SMEs is their limited budget for marketing. Unlike large 

companies with ample resources to launch massive digital campaigns, SMEs must allocate their 

funds wisely, often focusing on specific platforms or small-scale marketing activities 

(Kurniasari, 2023). 

 

In addition to budget constraints, a lack of digital marketing skills is another significant 

challenge for SMEs. Many SMEs lack a deep understanding of effective digital marketing 

strategies, such as leveraging social media platforms or implementing search engine 

optimization (SEO) to enhance their online visibility. This lack of expertise often results in 

suboptimal promotion of halal products, making it difficult for SMEs to compete in an 

increasingly competitive market. In some countries, governments and non-governmental 

organizations (NGOs) have introduced training and education programs to improve digital 

literacy among SMEs. However, the impact of these programs has not been evenly distributed 

across regions, leaving many SMEs without adequate support (Beck et al., 2005). 

 

Beyond financial and skill-related challenges, limited human resources also pose significant 

obstacles for SMEs in implementing digital marketing strategies. Many SMEs are run by 

business owners themselves or small teams who must manage various aspects of the business 

simultaneously, including marketing, production, and financial management. This multitasking 

often results in digital marketing being neglected or receiving insufficient attention, leading to 

suboptimal outcomes. Research indicates that SMEs with dedicated teams for digital marketing 

tend to achieve better marketing performance compared to those where the business owner 

handles marketing alone (Agostini, 2016). 

 

Thus, while digitalization presents significant opportunities for SMEs to expand their markets, 

challenges such as budget limitations, lack of skills, and insufficient human resources remain 

major hurdles. These challenges highlight the importance of targeted interventions to build 

SME capacity in digital marketing, including subsidies, access to digital training, and the 

provision of user-friendly tools for small business owners (Bank Indonesia, 2022). 

 

Research Methodology  

 

This study uses a qualitative approach to analyze digital promotion strategies implemented by 

small and medium enterprises (SMEs) in marketing halal products. This approach was chosen 

because it allows researchers to deeply understand the experiences, views, and strategies used 

by SME actors in managing digital marketing. This study also explores the factors that 

influence SME business decision-making and how they respond to challenges in promoting 

halal products digitally. With a research design that focuses on the marketing process, 

interactions with consumers, and obstacles faced by SMEs in building brand awareness and 

loyalty through digital platforms, this study seeks to provide comprehensive insights (Creswell 

et al., 2014). 

 

The case study approach is used to obtain an in-depth picture of SMEs that are successful and 

those that still face obstacles in digital marketing. Case studies allow the identification of 

certain patterns in the marketing strategies used and the factors that contribute to the success 

or failure of these strategies. Data were collected through in-depth interviews with SME owners 

and marketing managers, surveys of halal product consumers who are active on social media 
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or e-commerce platforms, and analysis of related documents. In-depth interviews aimed to 

explore the motivations, challenges, and strategies used by SMEs, while the survey was 

designed to measure the effectiveness of digital promotion strategies from a consumer 

perspective, including product information quality, shopping experience, and brand loyalty 

(Kvale & Brinkmann, 2015). 

 

Data were analyzed using thematic analysis techniques to identify key themes from the 

interview and document results, which were then grouped based on relevance to the research 

objectives. Survey analysis was conducted using descriptive statistics to provide an overview 

of consumer responses to SME digital promotions, such as satisfaction levels, perceived 

quality, and brand loyalty. The results of this analysis are presented in tables and graphs to 

facilitate interpretation and allow for comparison between SMEs. A data triangulation 

approach was applied by comparing the results of interviews, surveys, and document analysis 

to increase the validity and reliability of the findings. With this approach, the study provides 

an in-depth understanding of effective digital promotion strategies for halal products, while 

identifying the challenges and opportunities faced by SMEs in the digital era (Braun & Clarke, 

2006). 

 

Results and Discussion 

 

Analysis of Digital Promotion Strategy for SMEsBased on the research results, the most 

common digital promotion strategies used by SMEs in marketing halal products are through 

social media platforms, websites, and e-commerce. Social media, especially Instagram, 

Facebook, and TikTok, are the main channels used by SMEs to attract consumers' attention. 

Through social media, SMEs can share information related to products, promotions, and the 

halal values inherent in their products, as explained by Abdullah et al. (2023). For example, 

some SMEs upload content explaining the halal certification process or educating consumers 

about the benefits of halal products. Social media allows SMEs to interact directly with 

consumers, which is an effective way to build more personal relationships with audiences and 

strengthen brand loyalty (Galib et al., 2022). 

 

In addition to social media, websites also play an important role as a more official and complete 

information center for SME products. Websites provide detailed information about products, 

including raw materials, manufacturing processes, and halal certifications. According 

(Ahasanul Haque & Kabir, 2022), some SMEs even provide blog articles related to halal 

lifestyles to attract visitors and increase their visibility in search engines through SEO (Search 

Engine Optimization) strategies. The use of websites provides additional trust to consumers 

because they are considered more credible than social media alone and are a good medium for 

educating consumers about halal in more depth. 

 

E-commerce platforms such as Tokopedia, Shopee, and Lazada are also strategic tools in 

reaching consumers outside the geographic areas that are usually reached conventionally. 

Through e-commerce, SMEs can take advantage of consumer product rating features that help 

build brand reputation. According to Mazzarol (2015), e-commerce also allows SMEs to use 

paid advertising features to target consumers more specifically. The results of the study showed 

that SMEs that are active in e-commerce experienced a significant increase in sales because 

their products were more easily accessible to consumers in various regions. The integration of 

strategies across these three platforms shows that SMEs are taking advantage of a multi-

channel approach to maximize reach and interaction with consumers. 

 

Factors Influencing the Success of Halal Promotion 

 

The success of promoting halal products through digital marketing is greatly influenced by 

several key factors, namely halal branding, interaction with consumers, and the use of 

influencers. First, halal branding is an important aspect because the halal label provides 
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additional appeal and builds trust for Muslim consumers. SMEs that are able to highlight halal 

certification in all their marketing materials are more likely to attract the attention of consumers 

who care about the halal aspect (Silalahi et al., 2021). Brands that consistently display halal 

identity on their packaging, logos, and digital content are considered more trustworthy by 

consumers. Good branding also helps increase competitiveness in a market that is starting to 

be crowded with similar products. 

 

Second, interaction with consumers is an important factor in maintaining customer loyalty and 

satisfaction. Consumers who are directly involved in communication with SMEs, either 

through comments on social media or reviews on e-commerce, tend to feel more appreciated. 

Study (Cheng & Shiu, 2019) found that SMEs that actively respond to questions, complaints, 

or suggestions from consumers are able to build stronger and more positive relationships with 

their audiences. This interaction not only increases loyalty but can also be a valuable source of 

information for SMEs to understand consumer needs and make improvements to their products 

or services. 

 

Third, the use of influencers in promotional strategies is becoming an increasingly popular 

trend among SMEs. Influencer marketing has proven effective in increasing exposure and 

expanding audience reach, especially among the younger generation who are more exposed to 

social media. Influencers who have an audience that is interested in the halal lifestyle can be 

an example for SMEs to introduce their products (Supriani et al., 2024). Research shows that 

collaborating with influencers who have high credibility and are relevant to the halal industry 

can improve brand image, strengthen product messages, and build consumer trust. 

 

Challenges in Implementing Digital Strategy 

 

Although digital strategies have proven effective, SMEs face a number of challenges that can 

hinder the optimization of their halal product promotion. One of the main challenges is limited 

technology. Not all SMEs have the knowledge or skills to manage the ever-evolving digital 

technology (Elsa et al., 2025). Technologies such as social media algorithms, SEO, and 

advertising optimization often require in-depth understanding in order to be utilized optimally. 

Most SMEs who participated in this study stated that they needed special training or guidance 

to manage digital technology efficiently. 

 

In addition, limited promotional budgets are also a significant obstacle for SMEs. Unlike large 

companies that have a special budget for marketing, SMEs often have to allocate a limited 

budget that is not always enough to promote on various digital channels. The cost of paid 

advertising on social media or e-commerce is quite high for some SMEs, making it difficult for 

them to reach a large audience (Jahanshahi et al., 2013). As a result, many SMEs have to market 

organically, which takes longer to achieve the desired results. 

 

Another challenge is the increasingly tight market competition, both in terms of local and 

imported products. The many halal products from within and outside the country that are 

marketed digitally give consumers more choices, so SMEs need to work extra hard to highlight 

the unique value of their products. This competition requires SMEs to continue to innovate and 

find new ways to attract consumers' attention, which can be quite difficult for SMEs with 

limited resources (O’Dwyer & Gilmore, 2019). 

 

Overall, the research findings show that although SMEs have successfully utilized 

digitalization in promoting halal products, there is an urgent need for SMEs to receive further 

support, both in terms of technology training, budget assistance, and strong brand development 

strategies. These challenges need to be addressed through collaboration between the 

government, business actors, and the private sector to create an ecosystem that supports the 

growth of halal SMEs in the digital era. 
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Implications and Recommendations Implications for SMEs 

 

The results of this study have important implications for SMEs in developing and optimizing 

halal product promotion strategies in the digital era. First, this study shows that SMEs can 

utilize social media, websites, and e-commerce platforms as primary tools to build brand image 

and expand market reach. Understanding the importance of consistent halal branding and 

managing interactions with consumers provides SMEs with a basic framework for building 

consumer trust and loyalty. By implementing these strategies, SMEs can strengthen their 

position in a competitive market, while meeting the increasing demand of Muslim consumers 

for quality halal products. These results also show that multi-channel promotions are more 

effective in reaching diverse audiences, both in terms of demographics and geography. This 

strategy allows SMEs to adjust content and communication approaches according to the 

characteristics of the platform used, so that the messages conveyed are more relevant and easily 

accepted by consumers. 

 

Second, another implication for SMEs is the importance of investing in education and 

improving digital skills. The results of this study indicate that one of the main obstacles faced 

by SMEs in digital promotion is limited technological knowledge and skills. With sufficient 

knowledge of SEO, social media algorithms, and e-commerce optimization strategies, SMEs 

can more easily reach audiences at a more efficient cost. This training can help SMEs improve 

the quality of their content and marketing strategies, and enable them to manage their 

promotional budgets more effectively. This implication emphasizes that efforts to improve 

human resource capacity in the digital field are not only important for the effectiveness of 

promotions, but also become a long-term investment for the competitiveness of SMEs in this 

digital era. 

 

Third, this study also provides an overview of the importance of a consumer- centric approach 

in building loyalty. Active interaction with consumers through social media, as well as quick 

handling of feedback or complaints, can increase consumer trust and build closer relationships. 

This implication provides an opportunity for SMEs to focus more on managing consumer 

relationships and making consumers an important part of their marketing strategy. With a 

consumer-centric approach, SMEs can gain direct insight into consumer needs and preferences, 

which can be used to continuously improve their products and services. 

 

Practical Recommendations 

 

Based on the research results and implications above, there are several practical 

recommendations that can be adopted by SMEs to optimize their halal product promotion in 

the digital realm. First, SMEs are advised to implement a multi- platform approach in their 

promotion. By utilizing social media, websites, and e- commerce in an integrated manner, 

SMEs can reach wider consumers and create a more complete experience for consumers. For 

example, SMEs can use social media to educate consumers and attract initial attention, while 

websites serve as official and more detailed sources of information about products, and e-

commerce as a transaction medium that makes it easier for consumers to purchase products. 

Thus, SMEs can utilize the strengths of each platform for different but mutually supportive 

purposes. 

 

Second, to overcome budget constraints, SMEs can leverage effective organic marketing. 

Although paid advertising budgets are often limited, SMEs can still achieve optimal results by 

using content that is interesting, creative, and relevant to their audience. Educational content 

about halal products, such as health benefits, product advantages, or stories behind the 

production process, can attract consumers' attention naturally. In addition, SMEs can optimize 

SEO on their websites to increase visibility in search engines, which will help attract more 

visitors organically without having to rely on paid advertising. This approach allows SMEs to 

achieve long-term results at a lower cost. 
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Third, SMEs are advised to consider collaborating with influencers who have an audience 

relevant to halal products. Influencer marketing is a strategy that has proven effective in 

expanding reach and increasing brand credibility among the younger generation who are more 

exposed to social media. SMEs can choose influencers who have values or lifestyles that match 

their products so that the message conveyed feels more authentic and convincing to consumers. 

This collaboration can be in the form of product reviews, unboxings, or product usage tutorials, 

which can provide consumers with a direct picture of the advantages and quality of SME halal 

products. 

 

Fourth, it is important for SMEs to improve their digital skills by attending training or 

workshops on digital marketing. Training programs that focus on social media management, 

e-commerce optimization, and SEO strategies will greatly assist SMEs in maximizing their 

digital potential. SMEs can also take advantage of assistance from government programs or 

private initiatives that provide guidance in increasing digital capacity. By mastering digital 

skills, SMEs will be better able to face market competition and utilize technology to increase 

the efficiency and effectiveness of promotions. 

The final recommendation is for SMEs to focus more on a consumer-centric approach 

in their promotional strategies. SMEs are advised to build active communication with 

consumers through comments, reviews, or direct messages on social media and e-commerce 

platforms. Prompt handling of questions and complaints will help build a good reputation and 

increase consumer satisfaction. In addition, SMEs can also conduct small surveys or polls on 

social media to understand consumer preferences and get direct feedback. By making 

consumers the main focus, SMEs can not only increase consumer loyalty but also get useful 

information for future product and service development. 

 

Conclusion 

 

This study concludes that digital promotion strategies play an important role for SMEs in 

marketing halal products in the digital era. The results of the study show that SMEs that utilize 

social media, websites, and e-commerce platforms in an integrated manner are able to achieve 

wider reach and create better relationships with consumers. Social media platforms such as 

Instagram and Facebook have proven effective in increasing brand awareness, providing 

education about halal products, and building active interactions with consumers. Websites, on 

the other hand, become official information centers that can increase consumer trust in the halal 

products offered, while e-commerce becomes a means to facilitate transactions and expand 

product access to a wider market. 

 

Several factors that influence the success of halal promotion are consistent halal branding, 

active interaction with consumers, and collaboration with relevant influencers. Halal branding 

provides added value and increases the trust of Muslim consumers, while active interaction 

strengthens consumer loyalty. The use of influencers, especially among young consumers, 

provides additional exposure that helps improve brand image and appeal. Although this digital 

strategy shows positive results, SMEs still face challenges such as limited technology, budget, 

and tight market competition. Therefore, the ability of SMEs to manage digital technology and 

allocate marketing budgets wisely is very important for the sustainability of their halal product 

promotion. 

 

Suggestions for Further Research 

 

This study opens up opportunities for further research that can explore more deeply the specific 

aspects of halal product promotion in the digital era. One of the recommended topics is the 

analysis of the use of new platforms or technologies that have not been widely implemented 

by SMEs, such as artificial intelligence (AI) in content personalization or augmented reality 

(AR) for a more interactive shopping experience. In-depth research on these technologies can 
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help understand how the latest innovations can support SMEs in creating more effective 

marketing strategies that are tailored to consumer preferences. 

 

In addition, further research can also focus on case studies in countries with rapidly growing 

halal markets to compare digital strategies across cultural and geographic contexts. This cross-

country research can provide additional insights into how local factors influence the 

effectiveness of promotional strategies and open up the potential for broader strategy 

adaptation. Research can also further examine the long-term impact of influencer collaboration 

in increasing brand loyalty and value among Muslim consumers, which can ultimately help 

SMEs build a solid consumer base. With these recommendations, research in the field of halal 

product promotion through digital marketing can continue to develop along with technological 

advances and changes in consumer behavior 
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