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Abstract 
Halal food is the food handled according to the Sharia law and the food is subjected by the approved certification 
systems which provide guarantee to consumers that the food is free from any forbidden components guided by the 
Islamic law. The halal food is suitable not for only Muslims, but also for the non-Muslims. The outcomes of this study 
based on interviews were presented with reviewed literatures to answer three questions which were regarding on the 
non-Muslim’s understandings about the concept of halal, the contributing factors towards halal food consumption 
among non-Muslim, and confusions related to halal food. The study found that despite the lack of understanding 
about the concept of halal, the non-Muslim accepted halal food as a part of their food choices. Furthermore, the lack 
of information and confusion about the halal label were identified as main area of confusions related to halal food. 
This finding helps to enhance an understanding among the diverse ethnicities in Malaysia, and to generate revenues 
and enhance marketability of halal food explicitly. 
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INTRODUCTION 
Malaysia is a multiracial country with Islam being the largest practiced religion, comprising of 
approximately 61.3% Muslim adherents or around 17 million people as of 2010 (Department of Statistics 
Malaysia, 2010). Ambali and Bakar (2013) stated that according to the Third Industrial Master Plan 
(IMP3), Malaysia has established the halal hub on 2006 as a response to the significant growth of the 
global halal business. This can be achieved by producing halal products and services over other Muslim 
countries in food products, trading, logistics, banking system, and halal certification. 

The non-Muslims in Malaysia constitutes 38.7% of the population. This is relatively a high 
percentage of non-Muslim consumers that could indicate the opportunity for this market to be tapped as 
the niche halal market which could then contribute more to the growth of halal industry. The halal industry 
which consists of banking products, food, pharmaceuticals, cosmetics, packagings, logistics products, 
and services are highlighted by many countries especially Malaysia (Zakiah & Noorsalwati, 2014). 

Halal food industry in Malaysia is booming in recent years. The Malaysian government has 
started efforts since 2006 to make people more aware of the advantages of considering halal food 
product in their daily diet. In Malaysia alone, if one were to estimate the daily food consumption of Muslim 
population as RM1.00 per day per person, there will be at least RM14 million worth of halal food demand 
in the country. This is equivalent to a demand of more than RM5 billion a year (The Star, 2005). 

In 1982, the Department of Islamic Development Malaysia, which is well-known as JAKIM, was 
established under the Islamic Affairs Division of the Prime Minister’s Department with the responsibilities 
to check and instill halal awareness among food producers, distributers, and importers including food 
services in premise, restaurants, and hotels. Though halal concept relates the Muslim society in specific 
(Shah Alam & Nazura, 2011), there is a huge potential to tap the non-Muslim community interests when it 
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comes to food. The halal food benefits not only the Muslims but everyone in general (Muhammad, 
Norhaziah, Nuradli & Hartini 2007). 

Zakiah and Noorsalwati (2014) pointed out that there are seven basic requirements in the 
preparation of halal food based on the Malaysia Standard (MS 1500: 2004/2009). The requirements are 
as followings: 

 

1) The sources of halal food and drinks should be from halal animals and plant-based 

2) Slaughtering process of halal and non-halal animals must never be slaughtered together in the 
same premises 

3) Product processing, handling, and distribution should comply with halal regulations 

4) Product storage, display and serving such as equipment, machineries and other materials used 
must not be made of non-halal materials 

5) Hygiene, sanitation, and food safety should comply with the concept of halalan tayyiban 

6) Packing and labelling must be evaluated by JAKIM 

7) Legal requirements must be in line with guidelines provided in Malaysian Standard (MS 
1500:2004 revised 2009) 

 
This study aims to determine the halal food consumption among the non-Muslim consumers. 

Particularly, the research aims to look into these questions; i) non-Muslim understandings about the 
concept of halal, (ii) the contributing factors towards halal food consumption among non-Muslim, and (iii) 
confusions related to halal food industry. 
 
METHODOLOGY 
Most of the publications in the current halal industry focus on consumer studies, particularly in studying 
the purchasing behaviour of the Muslim consumers and the awareness of consumers towards halal 
products (Bonne et al. 2007; Bonne & Verbeke 2008a, 2008b; Golnaz et al. 2010; Shah Alam & Sayuti 
2011). Several studies had been carried out on the non-Muslim perceptions on halal products, and mostly 
were concentrated on two main areas, namely banking and food. In addition, the studies applied 
quantitative methods and performed analysis. 

To get more comprehensive views, it is crucial to investigate the matters using different 
methodology. Hence, this study was carried out with a qualitative approach using the Focus Group 
Discussion (FGD) to gather data. The outcomes of the focused interviews were combined with the 
available literature. The FGD were held in Kajang, Ipoh, and Pulau Pinang involving eight non-Muslim 
participants respectively. The interviews were conducted on 24 participants, which were conveniently 
selected based on simple criteria that include education level, job position, and age. For example, the 
participants in the range of age of 20 and above were selected, as the range is the working age group 
that is assumed to have the relative purchasing power to dine out. 
 
The Concept of Halal Food 
“Halal” is an Arabic word that means allowed or permissible by Islamic law and it is a term that 
encompasses all of the Muslims’ lives. In the context of food consumption, the term indicates that a food 
is permissible to be consumed (Siti Hasnah & Haslenna, 2013). In Islam, consuming halal food 
constitutes an important aspect of the religion.  

Halal in the Quran means lawful or permitted, hence halal food is permissible for consumption 
without any doubt. Some of the Muslims choose their favourite food based on affordability, desire, and 
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taste. They are doing so by only looking at the deliciousness and the nutrient contents without assessing 
it is halalness especially from the aspect of hygiene and its permissibility in Islam. Allah mentions in the 
Quran in Surah Al-Baqarah verse 172 which translated as follows;  

 
 “O ye who believe! Eat of the good things that we have provided for you.”  

 
The meaning of “good things” from the above phrase includes hygienic food because when it is 

hygienic it means it is indeed good. A cleanse and hygienic food will guarantee a healthy body. 
Therefore, besides choosing a healthy and nutritious food, it is best to emphasize the aspect of 
cleanliness and hygienic according to the teachings of Islam. The Prophet Muhammad S.A.W. (peace be 
upon him) said: 

 
 “Indeed, Allah prohibited flesh grown from forbidden source to enter paradise, on the 
contrarily, hell is the best place for it.”  (Hadis reported by Al-Hakim) 

 
Islam emphasizes on the aspect of good health among its disciples. A Muslim who always cares 

about the aspects of cleanse and hygienic food daily will surely emit a spiritual ray of light within his body 
to maintain the same hygienic approach in his clothing, abode and bodily upkeep. Allah mentions in 
Surah al-Nahl (16:114–115) which means; 

 
“So eat of the sustenance which Allah has provided for you, lawful and good; and he 
grateful for the favours of Allah, if it is he whom ye serve. He has only forbidden you 
dead meat, blood, flesh of swine, and any food over which the name of other than Allah 
has been invoked. But if one is forced by necessity, without willful disobedience, not 
transgressing due limits, then Allah is oft forgiving and most merciful.” 

 
Based on the verses above, it is clear that Islam has its own guidelines on how to source a good 

and halal food. The same is translated to the Halal Standard MS 1500:2009 food preparation by which 
halal food is defined as food and beverages with contents that are permissible according the Sharia. 

Halal, through the definition itself is anything that is permissible. Hence, stringent requirements 
are bounded in complying halal status. The uniqueness of the halal industry is in the sense that religious 
values are upheld even at the point of the raw materials to the product consumption.  

Halal food products are the main and most recognised components of the halal industry. It is no 
longer a niche market whereby it makes up nearly about 16% of the current world food trade. It is no 
longer viewed as solely religious requirements for the Muslim community but the non-Muslims have also 
started to demand for this food group due to the perception that halal foods are much more clean, 
hygienic, and tasty (Abdul Talib, Mohd Ali & Jamaludin 2008). 

The halal label communicates and convinces Muslim consumers that the food product is 
produced and prepared according to the Islamic guidelines. Though the halal concept relates the Muslim 
society in specific (Shah Alam & Nazura, 2011), there is a huge potential to tap the non-Muslim 
community interests when it comes to food. The non-Muslim consumers understand that the food items 
carrying the logo are prepared in the most hygienic way. Furthermore, it is proven that the non-Muslim 
consumers respond positively to halal food certification (Matthew, Ardiana, Amir & Siti Nurazizah, 2012).  

A product with halal certification is deemed suitable for Muslim consumers. The halal certification 
mark represents a high level of hygiene, cleanliness, safety, and nutrition and production under the strict 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS (2018), VOL. 21 

 

127 

 

requirements of Islamic dietary law. According to Marzuki, Hall, and Ballentine (2011), the Muslims must 
adhere to the halal food standards and abstain from taking the prohibited food (haram). Eliasi and Dwyer 
(2002) explained that a food is considered halal or haram by looking at the whole food chain. The halal 
foods are visually similar to other foods but are distinguished by their nature, processing, ingredients, 
handling, and slaughter techniques (Canadian Council of Muslim Theologians, 2007).  

The food is haram if the source is also haram and has a potential harm to the mind, body, and 
soul of a person. Haram food are prohibited food that include pork and pig by-products, animals that were 
improperly slaughtered or dead before slaughtering, animals killed in the name other than Allah, alcohol 
and intoxicants, carnivorous animals, birds of prey, land animals without external ears, blood and blood 
by-products, and food containing any of the mentioned matters. There are nine levels of food between 
halal and haram, including makrooh and mashbooh (Eliasi & Dwyer, 2002), which mean doubtful or 
questionable products. These categories include food containing ingredients such as gelatin, enzymes, 
and emulsifiers. 

 
Non-Muslim Understandings about The Concept of Halal 
The halal concept is not unfamiliar to non-Muslims, especially those in Muslim countries. A good example 
of consumers’ awareness and understanding with regards to the halal concept of food products is the 
rapid increase in annual sales in halal stores throughout Moscow, Russia, from USD 45 million in 2004 to 
USD 70 million in 2006, a sum that is expected to hike to USD 100 million in 2008 (Muhammad, 2007). 
According to the Canadian Agri-Food Trade Service Report (2008), there is a strong demand for halal 
products in several non-Muslim countries for both groups of consumers. 

Tama and Boo (2012) in a study on the components of customer’s emotional experience with 
halal food establishments pointed out six components of customer’s emotional experience, namely 
spiritual assurance, pleasure, arousal, dominance, joy and acceptance and the components were 
moderately and significantly associated among each other, implying that the customer’s emotional 
experience had to be comprehensively managed so as to create satisfactory customer’s emotional 
experience which would then enhance positive behavioural intentions. 

Golnaz, Zainalabidin, Mad Nasir, and Chiew (2010) in their study concluded that in general, the 
awareness of halal principles and halal food products is determined by a positive attitude, the pressure of 
others, and the perceived control. This finding suggests that the consumption of halal food for non-
Muslims is quite different from the consumption of regular food or other foods for non-Muslims. One of 
the participants commented; 

 
“It might have religious connection to the Muslim, but I have no problem with halal 
products or halal food. In fact, it is more convenient to get halal food, as compared to 
non-halal food in Malaysia.”  Ming) 

    
The strong indicative of spiritual elements of emotional experience may project the reflection of 

the religious values that influence the experience of the customers. They reflected a strong connection of 
experience to their spiritual belief. According to Hassan (2011) Malaysian Muslim society functional food 
practices are mostly created based on their cultural beliefs and customs, which have been inherited from 
generation to generation. On the other hand, in the case of halal food, the non-Muslim consumers do not 
really concern about the spiritual element of it. As mentioned by Joseph; 
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“Well, as long as I can have it, I don’t really mind if halal means (a) certain thing to 
Muslim. I can consume anything I like, whether halal or not.” (Joseph) 

 
Halal food producers may consider reaching out to potential buyers and introduce more products 

for consumption. A study by Matthew et al. (2012) found that the positive attitude displayed from the 
responses indicates that the non-Muslim consumers embrace the halal concept well. Selvarajah, 
Mohamad Haniff Hanafi, Muhammad Nabil, and Mohammad Nazrin (2017) found that non-Muslims 
understand the concept of halal food and can accept it with open heart. This was also pointed out by one 
of the participants of the study: 

 
“I was told that there are a few conditions to consider certain food as halal, particularly 
meat. It needs to be slaughtered and cleaned. As for banking products, it must be 
interest-free, and they have certain ways to classify banking products as sharia-
compliant or just conventional products.” (Diana) 

 
The Contributing Factors towards Halal Food Consumption Among Non-Muslim  
The growth of halal food industry in the market has caused curiosity among the non-Muslim towards halal 
product. For Muslim consumers, choosing halal food is a must and it is a religious requirement based on 
the Islamic teachings. On the other hand, the non-Muslim consumers appreciate the halal status because 
of the health benefits that the product provides, which is purely a voluntary decision rather than to obey 
the religious requirement (Selvarajah et al., 2017). 

The main factors affecting consumers’ buying behaviour are motives, perception, learning, 
beliefs, and attitudes (Kotler & Armstrong, 1996). These elements need to be adapted in the development 
of marketing mix (Peter & Donnelly, 1994), which could then be the differentiation of goods or services of 
one seller or group of sellers from their competitors (Junid, 2002). Food establishments, for example, 
should attempt to achieve customers’ loyalty by treating their customers right (Su & Bradberry, 2006). 
This attempt can be achieved by creating a lasting impression that leads customers to become true 
advocates of the products (Smith & Wheeler, 2002).  

Grunert (2005) concluded that the food quality and food safety are the paramount concerns of 
consumers today. In a study, Matthew et al., (2014) concluded four major contributing factors towards 
halal foods among non-Muslim in Malaysia, namely; (i) food safety, (ii) food quality, (iii) purchase 
intention, and (iv) voluntary in accepting, choosing, supporting, recommending, and continuity to 
purchase halal food.  
 
1. Food Safety 

From the Islamic point of view, it is crucial to be concerned on what is taken into the body as it will 
become a part of the person. Consumers’ including the non-Muslims’ concern over food safety 
was among the main reason they accept halal food. The Consumers Association of Penang 
(2006) reported that healthy nutrition means having a balanced diet to maintain the balance that 
Allah has established in all matters. Furthermore, Coveney (2000) believed that modern 
consumers are very concern on their food intake for the sake of good health. It was mentioned by 
some of the participants on their concern about food safety; 
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“I always concern about how the food was prepared every time I want to buy 
any food. It is important to make sure that the food is safe and healthy before 
consuming it. I will look for healthy food, no matter halal or not.” (Chan) 

 
“The authorities should always make sure that consumers are protected from 
harmful food in the market. Not only policies, but also the enforcements. What 
more for halal products that need to be sharia-compliant.” (David) 

 
2. Food Quality 

Grunert, Hartvig, Larsen, Madsen, and Baadsgraard (1996) divided quality dimensions for food 
into four classifications which were hedonic, health-related, convenience-related, and process-
related. “Hedonic quality is related to sensory pleasure and is therefore mainly linked to taste, 
smell, and appearance. Health-related quality is concerned with ways in which consumption of 
the product will affect consumers’ physical health. Convenience-related quality is related to the 
time and effort which has to be expended while buying, storing, preparing, and consuming the 
product” (Grunert et al., 1996).  

On the other hand, Riaz and Chaudry (2004) suggested that halal food is perceived as 
specially selected and processed to obtain highest standards of quality. In a study conducted by 
Nuradli, Muhammad, Norhaziah, and Hartini (2008), they found that the Malaysians, in general, 
perceived that food with halal certifications is more expensive than the ones without the 
certification. However, they were willing to pay the price for the added benefits. Therefore, it can 
be concluded that the respondents do accept halal concept for its quality (Matthew et al., 2014). 
This was also agreed by some of the participants as expressed in the following statement.  

 
“I know that halal food sometimes is quite expensive. However, it is worth 
paying for something that I believe has good quality.” (Joy) 
 
“Quality of food is always my priority. I would say that price tag is not such a big 
issue. Or whether it is halal or not. Yes, it might be a bit more expensive. But it 
is ok for me, as long as I can have a quality food.” (Nathan) 

 
3. Purchase Intention in Choosing Halal Food 

According to Kotler and Armstrong (1996), the main factors affecting consumer’s buying 
behaviour are motives, perception, learning, beliefs, and attitudes. Customer’s emotional 
experience, according to Lee, Lee, Lee, and Babin (2006) is illustrated as the various kinds of 
emotions, such as excitement, joy, pleasure, contentment, worry, frustration, or anger. The 
intention to purchase reflects the consumer’s emotional experiences. Ismah, Suriati, Imani, 
Fatimah, Shamsul Azreen, and Zawawi (2014) found that the halal awareness does not have any 
significant influence on the convenient of food consumption. However, Matthew et al. (2014) 
found the consumers do have the purchase intention in buying halal food. The consumers’ 
intention to buy indicated their acceptance as they are willing to spend and choose halal food in 
the future. Their decision to accept, choose, support, recommends, and continuity to purchase 
halal food is voluntary. Some of the participants in this study expressed the same idea; 
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“Well, I don’t think it is wrong to buy food that is so called halal. As long it is easy 
to get and cheap.” (Liew) 
 
“Since Muslims are everywhere in Malaysia, it is easy to get halal food. I don’t 
really care about halal or not, actually. What is important to me, it is convenient.” 
(Yeap) 

 
4. Health-conscious 

Consumers today are more aware of the importance of health, thus influence their behaviour on 
food consumption. They search for food that can keep them healthy and can improve their mental 
state and their quality of life. The increasing concern over health promotes the acceptance on 
halal food as health concern in food consumption basically shares the same value with halal 
concept. The concept of being healthy means being watchful over what is taken into the body, on 
the cleanliness of the food, the source of the food, and also the method of handling and preparing 
the food. The main reason is to minimize any harmful effects to the body (Matthew et al., 2014). 
In The Philippines, according to Muhammad (2017), non-Muslims also tend to prefer foodstuffs 
stamped with the halal logo for health reasons. Some participants shared their values related to 
healthy food through these statements; 
 

“There are so many unhealthy foods out there. I don’t mind, whether it is halal or 
not, as long as it is healthy.” (Anita) 
 
“Again, I agree that the food consumed must be healthy. One should always eat 
healthy food. In a way, you can avoid spending money for the hospital. Speaking 
about healthy food, I don’t think every single Muslim will consume healthy food. 
Nevertheless, I do believe that halal is also related to health factor.” (Chew) 

 
5. Food Cleanliness 

Lampila and Lahteenmaki (2007) suggested that consumer’s acceptance is often the key of 
success as far as food processing method is concerned. The rising concern on health among 
consumers today is an advantage for halal food producers, simply because the healthy concern 
in food consumption basically shares the same value with halal concept. The concept of being 
healthy means being watchful over what is taken into the body, on the cleanliness of the food, the 
source of the food, and the method of handling and preparing the food. The consumers are more 
concern about food handling and its cleanliness, as shared by some participants;  

 
“Does halal mean clean food? Well, I hope so. As far as I concern, I will only go to 
a clean place to eat. Normally, clean place offers good food. I mean, if they are 
concerned about the cleanliness of the place, they will also concern about the 
cleanliness of the food.” (Kathreen) 
 
“Of course I always make sure that I only eat fresh, healthy, and clean food. Halal 
or not, it doesn’t matter.” (May) 
 

 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS (2018), VOL. 21 

 

131 

 

6. Humane Animal Treatment 
The halal food is growing in popularity among the non-Muslim consumers due to the animal 
welfare and humane animal treatment concerns, besides the perception that the halal products 
are healthier and safer. Animal welfare is defined by its cleanliness and freshness. The food 
processing methods are vital in sustaining the cleanliness and freshness of the food and directly 
affect the nutritional quality of the food consumed. Efforts done by the scientific community 
support that the halal slaughtering method initiates massive hemorrhaging, which induces anoxia 
or lack of oxygen in the brain cells, acting as a powerful painkiller (Schulze & Hazim, 2001). 
According to Muhammad (2017), the Filipinos are now looking for halal products, which they 
believe to be safe, healthy, and good to be consumed. Some people are very concerned about 
animal welfare and believe that slaughtering, which is related to halal status, is also shows good 
treatments to animals. As mentioned by some participants; 
 

“Animal should be treated with respect and never harm them. Even if you need to 
consume meat, please do it in a nice way. From my readings, slaughtering is one 
of many ways in being nice to animals.” (Isaac) 
 
“I am not sure if it is true, but from documentaries I watched, I learn that 
slaughtered animal is fresher than the one was killed by electric shock. Yeah, 
maybe it is true, as you can see the blood rushing out from the blood vessels 
during the slaughtering process.”  (Teoh) 

 
Confusions Related to Halal Food Industry 
Halal is a new concept and it is not only for Muslim community. However, there are still misconception, 
misunderstanding and confusion about halal, particularly in relation to the halal food industry in Malaysia. 
 
1. Exclusivity 

As an independent party that is made responsible by the Malaysian government to award 
companies with the halal certificate, JAKIM has spelled out a clear guideline and requirements for 
any companies that wish to attain the certification. Besides JAKIM, the Islamic religious 
departments of the states are also given the same responsibility by the government. However, 
since JAKIM is very much related to the Muslim community, the non-Muslims felt that the 
Department is exclusively for Muslim and has no relation to them. As a result, information about 
Islam and Muslim affairs seems to be limited to the Muslim community and is not meant for the 
non-Muslim community. As responded by some respondents; 

 
“I have heard about JAKIM. I thought that JAKIM is only for Muslims. Therefore, I 
never thought that I could get information from them or their website.” (Easter) 
 
“I’m surprised to know that I could also refer to JAKIM. I thought it was only meant 
for Muslims.”  (Anne) 

 
Some respondents shared their views about the language used by the JAKIM’s source of 

information, which to them is not friendly to non-Muslims; 
 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS (2018), VOL. 21 

 

132 

 

“I know that some information might be written in English. But I think JAKIM 
should also share the information in other languages, particularly in Mandarin, if 
they want the information to be wide-spread among the non-Muslim community.” 
(Patrick) 
 
“Yes, I agree. Information should be shared in various languages. Not everyone 
can understand Bahasa Melayu or English. Some people just prefer their own 
language of mother tongue.”  (Yap) 

 
2. Lack of Understanding  

In general, every food is considered halal in Islam unless it is specially prohibited based on the 
guideline provided by the Quran and the Hadith. By definition, halal means lawful, and halal food 
are food items and drinks prepared under strict Muslim dietary laws. Haram (unlawful) items 
include birds and beasts of prey like hawks and tigers, food that is offered to idols, the flesh of 
animals that are already dead before being slaughtered, blood, and certain animals like monkeys 
and rats. The common non-Muslim food which are prohibited to Muslims include pork and its by-
products like ham and bacon, lard, and liquor. 

Halal (lawful) animals like chicken, sheep, and cattle must be slaughtered by Muslims and 
a short prayer is recited before the slaughtering. Also, these animals are slaughtered with sharp 
knives and in such a way as to affect quick death and thorough drainage of blood out of the 
slaughtered animals. Aquatic animals like fish do not need to be slaughtered because they die 
quickly when they leave water and they do not have a lot of blood like birds and land animals. 
Furthermore, food items with animal gelatin and cakes and fruit punch with liquor added are also 
not permissible (Muslim Converts’ Association of Singapore, 2018). 

Therefore, halal is not only about food and slaughtering. Unfortunately, many of non-
Muslim in Malaysia do not have the detailed understanding about the concept of halal. This was 
shared by some of the participants;  

 
“I thought that halal food is all about animal slaughtering. I don’t know that there 
are other requirements during the slaughtering process.” (Zoey) 
 
“I know Muslim is prohibited from consuming pork. But really, I don’t know if other 
things are also prohibited, like anything that contains the elements of a pig.”  
(Andy) 

 
3. Confusion about The Halal Logo (Certification Bodies) 

Generally, the use of the halal logo and certification system in this country seems to be in the 
interest of Muslim consumers. The certification enables them to select goods without any doubt of 
their halal status. In Malaysia, JAKIM as a coordinating body of halal certification in Malaysia has 
introduced the standard Halal Malaysia logo which is intended to answer the confusion and 
misconception in relation to halal certification. JAKIM also recognises foreign halal certification 
bodies to ensure the halal status of imported products. Until now, JAKIM has recognised 51 halal 
certification bodies from 25 countries (Halal JAKIM, 2018). 

However, a source from the Ministry of Domestic Trade, Cooperatives and Consumerism 
(MDTCC) reported of six forged halal logos that are resembling the JAKIM’s halal logo are in the 
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market (Mustafa Afifi et. al., 2014). Due to the fear of drop in sales, some of the business owners 
began to panic and resorted in buying issued halal logo illegally to trick the Muslim consumers. 
Most consumers are not aware of the scam following the imitation of halal logo that is similar to 
the halal logo issued by JAKIM (Mohd Jamilul Anbia & Kasdi, 2011). In addition to the different 
types of halal logo, there are also fake halal logos in the market. This issue has raised concerns 
among Malaysians, Muslim and non-Muslim, as the fake halal logos create confusion to the 
people, concerning the implications of it. It was also voiced out by the participants,  

 
“I know it doesn’t really concern me. But I heard from my Muslim friends that there 
are many types of halal logos. I pity them if it is true. You know, it might be 
confusing.” (Tan) 
 
“I remember some time ago, people were talking about halal logo. They said that 
there are many types of halal logos on the food packaging. It must be confusing 
to determine which one is actually the right one. Imagine, if you are Muslim and 
not sure which is true and fake.”  (Manny) 

 
CONCLUSION 
The halal industry is widely accepted and keeps on growing day by day. The industry is not only meant 
for Muslims as the non-Muslim community also shows their interest in it for various reasons. Despite the 
lack of deep understanding about the concept of halal, the non-Muslims in Malaysia could accept halal 
food as a part of their food choices. Moreover, lack of information and confusion about the halal label 
were identified as the main area of confusions related to halal food. Understanding the concept of halal 
and accepting the concept play a significant role in enhancing and promoting diversity among various 
ethnicities in Malaysia and will generate revenues and enhance marketability of halal food explicitly. 
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