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Abstract
[bookmark: _Hlk194619492][bookmark: _Hlk189492451][bookmark: _Hlk194619420]This study presents a comprehensive bibliometric analysis to map and discuss evolving research trends, scholarly networks, and themes in Islamic global trade. Drawing on 1.232 articles indexed in the Scopus database published between 2014 and 2024, the research utilizes VOSviewer software to map thematic clusters and intellectual structures within the field. The findings reveal that research in Islamic global trade is increasingly oriented around themes such as the global halal market, halal food and cosmetics, halal tourism, and logistics. The analysis also highlights key scholarly contributions and co-authorship networks that shape this domain. Despite the growing recognition of Islamic global trade as a framework for ethical and sustainable commerce, the literature is still fragmented and lacks comprehensive synthesis. This study contributes to economics and business literature by elucidating the pivotal role of halal certification in enabling ethical and sustainable trade. It offers practical insights to guide policy and industry strategies to strengthen trade connectivity across Muslim-majority and non-Muslim economies.
[bookmark: _Hlk189492473]Keywords: Bibliometric Analysis, Islamic Global Trade, Networks, Future Directions, Halal Certification
I. Introduction 
[bookmark: _Hlk189492579][bookmark: _Hlk194092090]Islamic global trade has emerged as a critical dimension of contemporary economic integration, aiming to facilitate international commerce and ensure that such exchanges adhere to ethical, socially responsible, and Shariah-compliant principles. Rooted in the objectives of Islamic economics (maqāṣid al-sharī‘ah), Islamic trade frameworks seek to balance profitability with moral accountability, promoting justice, transparency, and fairness in market activities (Ali et al., 2022; Latiff et al., 2024).
In recent years, the proliferation of halal-certified products and services has extended the influence of Islamic trade beyond traditional Muslim-majority markets, reaching global audiences concerned with ethical consumption. The growing demand for halal goods across sectors—ranging from food and pharmaceuticals to tourism and logistics—reflects both the spiritual imperatives of Muslim consumers and broader trends toward quality assurance, hygiene, and ethical sourcing (Oh & Kim, 2021; Sanyal & Hisam, 2016). This trend positions Islamic global trade as a religious concern and a driver of inclusive and sustainable economic development.
However, challenges persist. Divergent interpretations of Islamic commercial jurisprudence (fiqh al-muʿāmalāt), fragmented halal certification regimes, and inconsistent regulatory frameworks across jurisdictions impede harmonization efforts. These barriers disproportionately affect small and medium enterprises (SMEs), which struggle to navigate the complex landscape of international halal compliance (Iqbal Anjum, 2008; Nawawi et al., 2019). Consequently, there is an urgent need to understand how the scholarly community has addressed these multifaceted challenges and how intellectual discourse in the field has evolved.
While previous studies have explored Islamic global trade from conceptual, empirical, and policy-oriented perspectives  (Kabir et al., 2020; e.g., Latiff et al., 2024; Sanyal & Hisam, 2016), a systematic and quantitative synthesis of the intellectual landscape—such as through bibliometric mapping—remains underdeveloped. Specifically, existing bibliometric studies in the halal domain have often focused narrowly on single sectors (e.g., halal food or tourism) or have lacked comprehensive cross-sectoral and temporal analysis. There is also limited research examining the structural evolution of scholarship in Islamic global trade, including patterns of international collaboration, author influence, and thematic convergence. 
This study addresses these gaps by offering the first integrated bibliometric assessment that spans a decade (2014–2024) of scholarly literature across halal sectors, capturing both breadth and depth. By contextualizing Islamic global trade within the broader field of Islamic economics and identifying emerging knowledge clusters, this paper contributes original insights into the intellectual development of the field and offers a strategic foundation for future research and policy formulation.
Using a bibliometric analysis of Islamic global trade literature indexed in the Scopus database from 2014 to 2024, this study aims to (1) identify thematic trends and citation patterns, (2) analyze co-authorship and co-word networks, and (3) offer theoretical and practical insights into the field’s development. This research seeks to consolidate fragmented knowledge and propose a coherent agenda for future scholarship and policymaking in Islamic global trade.
II. Literature Review
2.1 The Foundations of Islamic Global Trade
Islamic global trade is grounded in the principles of Islamic economics and commercial jurisprudence (fiqh al-muʿāmalāt), emphasizing ethical behavior, transparency, fairness, and social welfare in economic transactions. Like conventional trade, Islamic trade is governed by supply and demand dynamics, yet its normative foundations diverge. Practices such as price manipulation, hoarding (iḥtikār), and speculation (gharar) are prohibited, ensuring that market interactions align with moral and distributive justice (Saharudin, 2015).
The evolving global demand for halal products and services fuels the enhancement of the institutionalization of Islamic trade. These include food and beverages and pharmaceuticals, cosmetics, logistics, and tourism sectors. Islamic trade standards—particularly those related to halal—serve as mechanisms to regulate product authenticity, production processes, and supply chains, ensuring compliance with religious law and consumer expectations (Sanyal & Hisam, 2016). As global markets increasingly embrace ethical consumption, the scope and influence of Islamic trade continue to expand.

2.2 Islamic Quality Management and the Halal Economy
The rise of halal as a legal-religious and commercial category has led to the development of Islamic Quality Management frameworks. These frameworks certify the absence of prohibited (ḥarām) substances and emphasize hygiene, traceability, and production integrity across diverse industries (Powell & Rickard, 2010). Therefore, quality assurance in halal products intersects with global health and safety standards while maintaining fidelity to Islamic law.
Halal certification has become a strategic differentiator in international trade. As Muslim and non-Muslim consumers demand ethical, safe, and traceable products, halal-compliant goods are increasingly considered credible and high-quality. This shift has transformed halal from a niche religious requirement to a global economic category that influences trade policies, investment decisions, and cross-border collaborations (Bakotić & Rogošić, 2017).
2.3 Existing Bibliometric and Systematic Reviews in the Halal Trade Domain
Several studies have attempted to map knowledge structures within specific domains of halal trade. For example, Talib and Hamid (2015) conducted a conceptual review on halal logistics, while Briliana and Mursito (2017) focused on the halal cosmetics sector. More recently, Jeaheng et al. (2020) examined scholarly attention to halal tourism trends. However, these studies are often sector-specific, lacking a holistic, integrative overview of the Islamic global trade ecosystem.
Moreover, the few bibliometric analyses that exist are limited in scope. For instance, Naseri et al. (2023) utilized bibliometric methods to analyze halal food trends, and Tan et al. (2022) explored halal certification's regulatory aspects, but these works do not extend to inter-sectoral trends, co-authorship networks, or global research collaboration patterns. A significant gap remains in understanding the intellectual evolution of Islamic global trade as a multidisciplinary field encompassing economics, trade law, religious studies, and supply chain management.
This study distinguishes itself by conducting the first comprehensive bibliometric analysis that spans a decade (2014–2024) and integrates thematic, citation, and co-word analyses across multiple halal-linked sectors. By doing so, it not only maps the structure and evolution of the field but also offers insights into emerging research frontiers, influential publications, and potential areas for interdisciplinary collaboration. This integrated approach contributes to consolidating fragmented knowledge, informing policy frameworks, and supporting the strategic development of Islamic global trade in both academic and practical contexts.
III. Methodology
3.1 Research Design and Approach
This study adopts a bibliometric analysis approach to systematically evaluate the intellectual structure and thematic evolution of research in Islamic global trade. Bibliometric analysis enables researchers to quantitatively assess publication patterns, citation metrics, co-authorship linkages, and keyword co-occurrence (Donthu et al., 2021). As a research mapping tool, it is particularly effective in identifying influential publications, emergent trends, and collaborative networks in a given scholarly field (Mukherjee et al., 2021).
3.2 Data Source and Search Strategy
The bibliometric data were sourced from the Scopus database, selected for its broad disciplinary coverage and high-quality indexing of peer-reviewed journals, particularly in economics, social sciences, and Islamic studies (Donthu et al., 2021). A structured search query was formulated to retrieve relevant literature published between January 1, 2014, and June 12, 2024, using the following syntax:
TITLE-ABS-KEY ( "global" AND "Islamic" AND "trade" ) OR
TITLE-ABS-KEY ( "Islamic" AND "macroeconomics" ) OR
TITLE-ABS-KEY ( "halal" AND "food" ) OR
TITLE-ABS-KEY ( "halal" AND "pharmaceuticals" ) OR
TITLE-ABS-KEY ( "halal" AND "cosmetics" ) OR
TITLE-ABS-KEY ( "halal" AND "fashion" )

The query was further refined using these filters: Document type: Article (DOCTYPE = "ar"); Source type: Journal (SRCTYPE = "j"); Language: English only’ and Publication status: Final (peer-reviewed). Applying this query yielded 1,232 articles downloaded in BibTeX format for analysis.

3.3 Inclusion and Exclusion Criteria
The selection criteria for this study were carefully defined to ensure relevance and alignment with the objectives of mapping Islamic global trade scholarship. Articles were included if they explicitly addressed topics related to Islamic trade, halal-related sectors such as food, cosmetics, logistics, and tourism, as well as Islamic economic policy and halal certification practices. Conversely, documents such as editorials, book chapters, working papers, and articles not situated within the Islamic economic framework or not directly related to trade dynamics were excluded from the analysis.

3.4 Analytical Tools and Parameters
The bibliometric analysis was conducted using VOSviewer version 1.6.19, a widely used software for constructing and visualizing bibliometric networks. The tool enabled the analysis of several network structures, including co-authorship (to reveal author collaboration patterns), bibliographic coupling (to identify shared references among documents), co-word analysis (to map keyword co-occurrence), and citation networks (to trace influential scholarly contributions). Statistical reliability and interpretability were enhanced by applying threshold values: a minimum of 58 citations per document for bibliographic coupling (resulting in 60 qualifying documents) and at least 20 occurrences per keyword for co-word analysis (with 57 keywords meeting the threshold). Network normalization was done using the association strength method, ensuring meaningful and proportionate visual scaling of inter-entity relationships (Van Eck & Waltman, 2010). Clusters were labeled inductively through qualitative content analysis of representative documents within each grouping, complemented by triangulation with keyword metadata to enhance thematic clarity.
3.5 Reliability and Validity Considerations
Reliability was maintained by consistently applying search filters, document-type constraints, and citation thresholds across all analytical procedures. Validity was reinforced by cross-verifying cluster themes against keyword frequency distributions, citation contexts, and the conceptual coherence of grouped documents. This methodological transparency supports the study's replicability and enhances its interpretive outcomes' credibility.
IV. Results And Discussion
4.1 Publication Trends in Islamic Global Trade (2014–2024)
A total of 1,232 articles related to Islamic global trade were retrieved from the Scopus database, covering the period from 2014 to mid-2024. Figure 1 shows the annual volume of publications showing a consistent upward trend, with notable growth between 2017 and 2020, followed by a temporary decline in 2021. The recovery in 2022–2024 indicates renewed scholarly interest, particularly in responding to the increasing global demand for halal products and integrating Islamic finance and post-pandemic trades.
This growth pattern reflects the increasing institutionalization of halal economics, the emergence of new markets, including the Middle East, Africa, and Southeast Asia, and the strategic positioning of halal certification as a religious and economic asset in global trade networks.
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[bookmark: _Hlk189493295]4.2 Bibliographic Coupling: Influential Publications and Thematic Clusters
Using a 58-citation threshold, bibliographic coupling analysis identified 60 core documents that formed five thematic clusters. The top five influential works based on Total Link Strength (TLS) indicate their centrality in the research network. In order, they are articles by Ab Talib et al.  (2017) with TLS 71, Ali et al. (2022) with TLS 69, Fathi et al. (2016) with TLS 63, Iranmanesh et al. (2020) with TLS 59, and Vanany et al. (2020) with TLS 58. 
Figure 2 is a visual depiction of the relationship between authors conducted with the bibliography. Nine groups appear independent of each other. The following is a discussion of current trends and developments in Islamic investment research. The groups are labeled based on inductive interpretation by reviewing representative articles in the group and synthesized based on common themes and current trends that may develop in the future (Donthu et al., 2021). The summary of the five clusters is presented in Table 1.

[image: ]
Figure 2. Bibliographic Coupling in Islamic Global Trade

Cluster 1, represented in red in the bibliographic coupling analysis, is labeled “Global Halal Market” and comprises nice article documents. This cluster reflects themes of a broad and cross-sectoral approach to halal trade, encompassing global halal market dynamics, macroeconomic impact, and geopolitical considerations. Representative works in this cluster include influential studies by Abd Rahman et al. (2015) and Izberk-Bilgin & Nakata (2016), who highlight the transformation of halal from a purely religious classification to a globalized consumer standard. Other notable contributions include Said et al. (2022) on the diversification of halal sectors, Azmi et al. (2021) on operational challenges and Ho et al. (2023) on the cultural complexities of reaching Muslim and non-Muslim markets. The inclusion of Bashir (2019), Mottaghi and Khoy (2016), and Wilkins et al. (2019) emphasizes the role of international politics, certification diplomacy, and market integration. This cluster illustrates how scholarly attention has shifted toward understanding halal as a global economic driver with implications for trade policy, standard harmonization, and economic diplomacy.
Cluster 2 (green) contains five documents labeled “Halal food market.” Despite its growth potential, the halal food market faces significant challenges (Ab Talib et al., 2016). The lack of global halal food certification standards leads to inconsistency and consumer distrust, making international trade difficult (Ab Talib et al., 2016, 2017). In addition, the scarcity of halal-certified products limits market expansion in many trading areas (Hussain et al., 2016). Misunderstandings and limited awareness among non-Muslim consumers further hamper wider market acceptance (Secinaro & Calandra, 2021). Operational challenges include the need for dedicated halal food production lines to prevent cross-contamination, increased costs, and manufacturing difficulty (Ab Talib et al., 2016; Tan et al., 2022). Standardization of certification processes, consumer education, and simplification of production practices can solve these problems (Tan et al., 2022).
Cluster 3 (blue) covers three documents labeled “Halal cosmetic products.” The halal cosmetic market faces significant challenges that hinder its growth (Briliana & Mursito, 2017). In addition, the limited availability of halal-certified ingredients makes it difficult for brands to formulate high-quality products (Garg & Joshi, 2018). Misunderstandings among non-Muslim consumers about the benefits of halal cosmetics also limit market appeal (Suparno, 2020). This issue calls for the importance of expanding the availability of halal-certified ingredients and educating a broader consumer base about the benefits of halal cosmetics (Naseri et al., 2023).
Cluster 4 (yellow) comprises six documents labeled “halal tourism.” The rapidly growing demand for halal tourism can potentially create significant growth (Oktadiana et al., 2016). Muslim travelers increasingly seek destinations and services that align with Islamic beliefs, driving demand for halal tourism accommodation, food, and experiences (Jeaheng et al., 2020). Identifying Muslim travelers’ specific needs and preferences, including halal-certified food, prayer facilities, and non-alcoholic environments, helps travel industry stakeholders address these issues (Ratnasari et al., 2020). Success in serving this market can drive growth and enhance the tourism experience for Muslim travelers (Jeaheng et al., 2020).
Cluster 5 (light blue) is labeled “Halal logistics” and includes three documents. Halal logistics is one of the important components in ensuring that products comply with Islamic food laws from the point of origin to the end consumer (Zailani et al., 2017). It involves a comprehensive system that includes procurement, transportation, storage, and handling of halal-certified goods to ensure they remain free from contamination by non-halal goods throughout the supply chain. Challenges in halal logistics include the need for specialized facilities and equipment, strict adherence to certification standards, and consistent monitoring to maintain the integrity of halal products (Zailani et al., 2017).  By addressing these challenges, companies can build Muslim consumer trust, expand their market reach, and capitalize on the rising global demand for halal products. Implementing robust halal logistics practices will ensure compliance with religious requirements and improve the efficiency and reliability of the overall supply chain (Fathi et al., 2016).
These clusters highlight a diversification of halal trade scholarship, with halal no longer confined to food but increasingly extended to cosmetics, pharmaceuticals, and tourism. The findings also underscore the fragmentation of certification standards, a recurring barrier noted across all clusters (Ab Talib et al., 2017; Jeaheng et al., 2020; Suparno, 2020). The lack of harmonized global halal standards, despite the universal religious principles underlying them, creates regulatory friction that impacts international trade flows (Ngah et al., 2017, 2023).
Table 1. Summary of Bibliographic Coupling Analysis on 
Islamic Global Trade
	[bookmark: _Hlk194097262]Cluster
	Labels
	#Articles
	Authors
	Focus Area

	1 (red)
	Global halal market
	9


	[bookmark: _Hlk194106559]Abd Rahman et al. (2015),  Said et al (2022), Azmi et al (2021), Bashir, (2019), Ho et al. (2023), Mottaghi & Khoy (2016), Izberk-Bilgin & Nakata, (2016), Yani et al. (2024), and Wilkins et al. (2019)
	Multi-sector halal dynamics, market size, geopolitics

	2 (green)
	Halal food market
	5
	Ab Talib et al. (2016, 2017), Hussain et al. (2016), Secinaro & Calandra (2021), and Tan et al. (2022)
	Certification, supply chain integrity, consumer trust

	3 (blue)
	Halal cosmetic products
	3
	Briliana & Mursito (2017), Garg & Joshi (2018), and Suparno (2020)
	Ingredient sourcing, certification awareness

	4 (yellow)
	Halal tourism
	6
	Jeaheng et al. (2019, 2020,  Oktadiana et al. (2016), Rahman et al. (2020), Ratnasari et al. (2020), and Yousaf & Xiucheng (2018)
	Muslim-friendly destinations, Shariah-compliant services

	5 (light blue)
	Halal logistics
	3
	Ngah et al. (2017) and Zailani et al. (2015, 2017)

	Cold chain logistics, contamination prevention, infrastructure



4.3 Co-word Analysis
The co-word analysis using the same database yields 57 out of 5537 keywords that meet 20 thresholds and produce five groups. Table 2 summarizes the analysis of bibliographic coupling based on their occurrences and TLS. From the co-word analysis, the keyword human ranks first with 635 TLS, followed by Animals with 476 TLS and Animal with 462 TLS.
Figure 3 illustrates the network structure obtained from the co-word analysis, revealing four distinct clusters representing different thematic groups. The authors labeled these clusters based on an objective interpretation of the underlying themes identified in the dataset. Each cluster relates to a specific recurrent topic or concept that emerges clearly from the literature or data analyzed (see Table 3). This approach organizes and visualizes the interconnectedness of ideas in the field and provides insight into thematic diversity and research or discourse focal points. Visual representations are used to understand the knowledge landscape in a given domain, facilitating a more profound understanding and potentially guiding future research directions or strategic initiatives.
Table 2. Top 5 Co-word Analysis in Islamic Global Trade
	Rank
	Keywords
	Occurrences
	Total link strength

	1
	Human
	94
	653

	2
	Animals
	55
	476

	3
	Animal
	50
	462

	4
	Meat
	64
	423

	5
	Halal
	225
	421



Cluster 1 (red) has 21 keywords labeled “Halal in Islamic global trade.” Halal in Islamic global trade represents an important aspect of economic interactions between Muslim-majority countries and those with the global market (Ahmad et al., 2016; Ali et al., 2022; B. A. Hamid et al., 2023; Kabir et al., 2020). Halal products include compliance with Islamic law and ethical standards, which increases consumer confidence and facilitates market access (Tseng et al., 2022). However, several factors may negatively impact its global integration. These include inconsistent halal certification standards across countries, logistical challenges in maintaining halal integrity across the supply chain, and differing interpretations of halal requirements (Ngah et al., 2017, 2020). 
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[bookmark: _Hlk185162892]Figure 3. Co-word Analysis on Islamic Global Trade

Cluster 2 (green) has 12 keywords labeled “Consumer perception on Islamic global trade.” Consumer perception plays an important role in shaping the dynamics of Islamic global trade, especially regarding food safety and halal products. Muslim consumers, guided by Islamic food laws, prioritize halal-certified goods, which require strict food safety standards and transparent certification processes to maintain trust (Al-Ansi et al., 2019; Muflih & Juliana, 2021; Toshmirzaev et al., 2022). Global trade in halal products highly depends on predetermined standards, which can influence consumer behavior and market dynamics (Hanafiah & Hamdan, 2020; Ratnasari et al., 2020). In addition, perceptions regarding the authenticity of halal certification can significantly impact trade flows and market penetration (Aoun & Tournois, 2015; Joshi & Garg, 2022; Khan et al., 2021). Addressing perceptions through transparent practices and international cooperation will increase trust in halal products, thereby driving sustainable growth in global Islamic trade (Aoun & Tournois, 2015; Rauschnabel et al., 2015). 
Cluster 3 (blue) has 20 keywords labeled “halal verification.” Halal verification is essential in facilitating global Islamic trade by ensuring compliance with Islamic dietary laws, especially regarding food products. It involves rigorous inspection and certification to ensure that goods meet halal standards, covering everything from sourcing to distribution to consumers (Arieftiara et al., 2022; B. A. Hamid et al., 2023; Sujibto & Fakhruddin, 2023). This verification process increases consumer confidence and trust, which is important for accessing diverse international markets where Muslim populations seek halal-certified goods (Adel et al., 2020; Jeaheng et al., 2020; Saville & Mahbubi, 2021; Soonsan & Jumani, 2024; Sulaiman et al., 2022). Global demand for halal products underscores the importance of reliable verification practices that validate compliance and drive transparency in trade relationships (Abdul, 2014; Prabowo et al., 2015; Ramli, 2017; Zulkifli & Rahman, 2019). By standardizing and improving halal verification procedures, stakeholders can effectively navigate regulatory requirements and cultural sensitivities, thereby driving sustainable growth and integration within the global Islamic trade network (Azizah, 2021; Ismail et al., 2017; Krisharyanto et al., 2019).
Cluster 4 (yellow) has four keywords labeled “Food Quality.” Islamic food quality standards are essential in shaping Islamic global trade, ensuring compliance with halal principles and food laws. These standards include strict guidelines governing the procurement, production, and handling of food products, especially meat and other consumables (Azanza & Madriaga, 2021; Kubota et al., 2017; Vanany et al., 2020). Compliance with halal standards will fulfill religious obligations and foster consumer trust and confidence in halal-certified products (Rosnan et al., 2015). Compliance with halal food quality standards opens the door to various international markets where Muslim populations seek assurance of halal compliance(Mat et al., 2023). The emphasis on food quality supports market access and encourages sustainable growth and integration in the global economy, reflecting the importance of ethical and religious considerations in modern trade practices (A. Hamid et al., 2024; Liu, 2000).

Table 3. Summary Co-word Analysis on Islamic Global Trade
	Cluster 
	Labels
	#Articles 
	Words

	1 (red)
	Halal in Islamic global trade
	21
	Halal, halal food, food, halal supply chain, halal tourism, halal cosmetics, religion, food industry, certification, trust, halal awareness, attitude, halal market, macroeconomic

	2 (green)
	Consumer perceptions of Islamic global trade
	12
	Human, humans, Muslim, male, adult, female, consumer, perception, human experiment, food safety

	3 (blue)
	Halal verification
	20
	Animals, animal, meats, analysis, meat, procedures, cattle, pig, swine, gelatin, limit of detection, pork, halal authentication, beef, non-human, controlled study, food contamination, cattle, bovine, swine

	4 (yellow)
	Food quality
	4
	Islam, food quality, animal welfare, slaughterhouse



4.4 Theoretical Implications
Halal in global Islamic trade is crucial, encompassing food products and a wide range of goods and services that comply with Islamic principles. Halal certification ensures that products meet stringent hygiene, safety, and ethical sourcing requirements, as mandated by Islamic food law (B. A. Hamid et al., 2023; Karyani et al., 2024; Rosnan et al., 2015). This certification is not only a religious obligation but also a market necessity, as it meets the needs of Muslim consumers worldwide who seek assurance of halal compliance (Karmagatri et al., 2023). In addition to food, halal covers sectors such as cosmetics, pharmaceuticals, and tourism, reflecting its broad economic impact (Alsharif et al., 2023). Halal certification is a powerful tool for differentiation and access to the growing global halal market (Shaari et al., 2020) and encourages economic growth and fostering trade relations between Muslim-majority countries and their surroundings (Ding et al., 2023).
Halal theory is essential in Islamic global trade to ensure compliance with Islamic principles and standards across markets. This agreement provides a framework that governs the production, certification, and distribution of halal-certified goods and services essential to fulfill the religious obligations of Muslim consumers worldwide (Vanany et al., 2020). Halal theory guides the industry in maintaining integrity and authenticity and fosters consumer trust and confidence by upholding ethical and hygienic standards (Ainin et al., 2020). In global trade, halal theory serves as a unifying factor that encourages harmonizing practices and regulations, facilitates smoother market access, and enhances the competitiveness of halal products (Azizah, 2021). Halal theory helps stakeholders navigate cultural sensitivities and strengthen international trade relationships in Muslim-majority countries and globally (YAP et al., 2021).
Theoretically, the power of halal certification is the essential capital of global Islamic trade. Halal certification symbolizes compliance with Islamic law and ethical principles in the production and distribution of goods and services (Sahir et al., 2021), assures Muslim consumers of product authenticity and compliance with religious standards, and improves market access and competitiveness in international trade (Hendayani & Fernando, 2023), and is a unifying factor among Muslim-majority countries (Talib & Hamid, 2015). Furthermore, halal certification underlines the importance of ethical business practices and consumer trust, driving sustainable growth in the global halal market.

4.5 Practical Implications
The discussion on halal certification and its role in global Islamic trade yields several practical implications for businesses and economies worldwide. First, obtaining halal certification increases market competitiveness by tapping into a growing global market worth trillions of dollars annually (Abd Rahman et al., 2015). The discussion on halal certification and its role in global Islamic trade yields several practical implications for businesses and economies worldwide. First, obtaining halal certification increases market competitiveness by tapping into a growing global market worth trillions of dollars annually (Abd Rahman et al., 2015). This strategic advantage lies in the ever-increasing demand by Muslim consumers who seek halal products that comply with their religious beliefs, encompassing food and beverage cosmetics, pharmaceuticals, and tourism (Ainin et al., 2020).
Second, the implementation of halal certification encourages ethical business practices and fosters consumer trust. Companies complying with strict halal requirements are committed to quality, safety, and transparency in the production process (Azizah et al., 2023). This commitment meets regulatory standards and is accepted by consumers globally, strengthening brand reputation and loyalty (Joshi & Garg, 2022). In addition, halal certification serves as a bridge for intercultural dialogue and economic cooperation between different regions, fostering mutual respect and understanding across national borders (Terano et al., 2023).
Third, the government and regulatory bodies should support the growth of the halal industry through halal certification procedures and infrastructure development (Kurth & Glasbergen, 2017). Clear guidelines and frameworks by the government can facilitate global Islamic trade relations (Karyani et al., 2024). Investing in halal infrastructure, such as logistics centers, can strengthen supply chain capabilities and increase local industries in the global market competitive advantages (Susanty et al., 2023). Overall, halal certification boosts economic development and innovation and encourages sustainable and inclusive growth that respects cultural diversity and religious sensitivities worldwide (Masood & Zaidi, 2023).
V. Conclusion
Halal certification plays a foundational role in shaping and expanding global Islamic trade. More than a religious obligation, it is a comprehensive quality assurance system encompassing hygiene, safety, ethical sourcing, and legal compliance. The scope of halal certification extends well beyond the food and beverage industry into cosmetics, pharmaceuticals, logistics, and tourism—sectors increasingly influenced by Muslim consumer preferences and ethical consumption trends. As such, halal certification has evolved into a strategic economic instrument that enables firms to access the rapidly growing global halal market, enhance their competitive advantage, and foster cross-border trade relations.
Theoretically, halal certification embodies the operationalization of Islamic principles in global commerce. Through the lens of halal theory, it acts as a regulatory and ethical framework that harmonizes production and distribution practices, facilitates international trade alignment, and enhances mutual trust between producers, regulators, and consumers. Halal certification also unifies diverse Muslim-majority countries through shared religious-economic frameworks, supporting trade integration and cultural cohesion.
The widespread acceptance of halal standards reflects their dual utility as tools of religious fidelity and instruments of global competitiveness. Therefore, integrating halal certification into national and international trade strategies supports Muslim consumer rights and drives broader sustainable, inclusive, and ethically grounded economic development goals.
Halal certification should be embraced as both a religious obligation and a strategic business tool for strengthening global Islamic trade. Businesses are encouraged to expand halal compliance beyond food to sectors like cosmetics, pharmaceuticals, and tourism, enhancing competitiveness and consumer trust. Governments should harmonize certification standards and invest in halal infrastructure to support trade integration and SME participation. Additionally, halal certification can serve as a platform for intercultural cooperation, fostering mutual understanding between Muslim-majority and non-Muslim nations. A unified, ethical halal framework will promote sustainable growth, trade inclusivity, and global recognition of Islamic economic values.
Future research should explore underrepresented sectors within the halal economy—such as halal digital services, Islamic fintech, halal blockchain, and environmentally sustainable halal supply chains. Comparative studies across regions or certification bodies can illuminate best practices and address inconsistencies in global halal standards. Furthermore, developing theoretical models that link halal certification with trade performance, consumer behavior, and policy innovation would deepen scholarly understanding. Longitudinal and mixed-methods research could also uncover how perceptions of halal evolve across generations and cultures. These directions will enhance the academic maturity and the practical relevance of Islamic global trade scholarship.
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