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Abstract: This study examines the role of halal certification and digital marketing in enhancing 

consumer trust and its subsequent impact on the performance of culinary micro, small, and 

medium enterprises (MSMEs) in Tangerang City, Indonesia—a region with a predominantly 

Muslim consumer base. A quantitative approach was employed, utilizing Structural Equation 

Modeling (SEM), and the analysis was conducted via LISREL software. Data were collected 

from 100 consumers of halal-certified culinary MSMEs through structured questionnaires. The 

results indicate that halal certification has a significant positive effect on consumer trust, 

underscoring its role as a key signal of product legitimacy and religious compliance. Digital 

marketing also positively influences consumer trust, though to a lesser extent. Notably, consumer 

trust serves as a potent mediator between halal certification, digital marketing, and the 

performance of MSMEs. In contrast, the direct effects of halal certification and digital marketing 

on business performance are weak and statistically insignificant, highlighting the centrality of 

trust as a mediating mechanism. The findings suggest that MSMEs should strategically integrate 

halal certification with digital marketing efforts to communicate halal assurance and build long-

term consumer loyalty effectively. This study contributes to the growing literature on halal 

consumption by empirically validating the mediating role of consumer trust in the relationship 

between certification, digital engagement, and business performance, particularly within an 

urban Indonesian context where halal adoption is still in its early stages of development. 

Keywords: Halal certification; Digital marketing; Consumer trust; MSME performance; 

Structural equation modeling. 

 

INTRODUCTION 

 

MSMEs (Micro, Small, and Medium Enterprises) play a crucial role in the structure of the Indonesian economy. 

According to Law No. 20 of 2008 (Year, 2008), MSMEs are productive businesses that can absorb labor, increase 

community income, and support local economic growth.(Tambunan, 2012) In Tangerang City, culinary MSMEs 

are proliferating in response to the growing demand for ready-to-eat food, snacks, and other culinary products. 

(Sundari & Sulistyowarni, 2022),(Aini et al., 2023). However, in the face of the era of global competition and 

digital transformation, culinary MSMEs face significant challenges, especially in increasing consumer confidence 

and strengthening business performance.(Purwaningsih & Wiliana, 2024) 

One of the main challenges is related to the halal aspect of products, which is of significant concern 

(Kusumaningtyas et al., 2024), considering that Indonesia is a country with the largest Muslim population in the 

world. (Diyah et al., 2022)  The majority of Indonesians are very concerned about the halalness of the products 

they consume. (Muhammad Imaaduddin1, 2024)(Bashir et al., 2018) (Utami & Genoveva, 2020) In line with this, 

the Indonesian government issued Law No. 33 of 2014 concerning Halal Product Assurance (JPH), which 

mandates halal certification obligations for all food and beverage products circulating on the market. This 

certification is now organized by the Halal Product Assurance Agency (BPJPH) under the Ministry of Religious 

Affairs, replacing the previous role of the Indonesian Ulema Council (MUI). (Badan et al., 2023)(Fatwa & 

Indonesia, 2022)(Year, 2014)  

 Halal certification is a crucial factor in shaping the purchasing behavior of Muslim consumers. Studies 

by Audina (2022) show that halal labels significantly enhance consumer trust and quality perception of food 

products, especially in Muslim-majority countries. (Harmen et al., 2024) This is reinforced by Maarif & 

Cahyoningtyas (2025), who state that the religious values inherent in halal labels play a role in shaping customer 

loyalty and increasing purchase intent. 

Halal certification also enhances brand trust and image, as found in a study by Tieman (2011) of Southeast Asian 

consumers. Halal labels not only indicate legal and religious compliance but are also considered a symbol of 

ensuring product safety, cleanliness, and integrity. 
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In this context, culinary MSMEs in Tangerang City, which are one of the drivers of the local economy, have a 

strategic role in building consumer trust. (Mavilinda et al., 2021) Halal labels are not only a form of compliance 

with Sharia rules, but also an important factor in shaping positive perceptions and consumer loyalty to a 

product.(Kusuma et al., 2023)  (Kusmayadi, 2024) This aligns with Sharia economic principles that prioritize 

honesty, fairness, and security in transactions. (Hariani et al., 2024). 

However, in practice, many MSME actors lack an adequate understanding and access to the halal certification 

process. (Handayani et al., 2022) A lack of awareness and information about the importance of halal, especially 

in the food and beverage sector that utilizes critical raw materials, is one of the main obstacles. Therefore, 

assistance and education for MSME actors are needed so that the certification process is not only an administrative 

obligation, but also part of a religious commitment and competitiveness improvement strategy (Alam et al., 2011)  

(Al-Bara, 2018). 

On the other hand, technological developments also open up new opportunities through digital marketing as a 

strategic tool for promotion and market penetration, expanding market reach, and strengthening consumer 

relationships. (Popescu et al., 2024) The use of social media, such as Instagram and Facebook, as well as other 

digital platforms, has been proven to increase sales volume, expand market reach, and strengthen communication 

between MSMEs and their consumers. (Pricopoaia et al., 2022) Research by Anugrah et al. indicates that the use 

of Instagram has a significant positive impact on the sales performance of MSMEs.(Nuseir & El, 2022) Research 

by Amelia et al. (2025) (Alfi Hasanah1,a), Billy Boazter Sebastian Siregar2, Hasyid Ahmad Wicaksono2, and 

Luthfi Sya'baniyah states that social media plays a role in creating consumer engagement and increasing trust 

through interactive content and product value visualization, including halal certification. Meanwhile, a study by 

Elysa Anastasya, Jihan Salsabilla, Siti Komariah, and Moeljadi (2022) confirms that digital marketing 

significantly contributes to the growth of MSMEs through wider market access and cost-efficient promotion. For 

culinary MSMEs, especially in densely populated cities such as Tangerang, this presents an excellent opportunity 

to reach a more religious and quality-conscious market segment. (Muhammad et al., 2023). 

Considering the condition of Tangerang City as a buffer city for the capital, with a large and diverse population, 

the optimization of halal certification and digital marketing is a crucial combination to encourage the progress of 

culinary MSMEs. (Kalbarini, 2022) Consumer trust can be established through legal compliance and halal 

assurance, while reach and interaction with consumers can be enhanced through digital media.(Syam & Hafid, 

2025). These two approaches not only support business growth but also contribute to achieving sustainable Sharia 

economic goals. (Muntholip et al., 2025). 

Furthermore, research by Ahmad Hendra Rofiullah and Hasbi Ash Shiddiqi (2024) emphasizes that the level of 

awareness among MSME actors regarding halal certification is still relatively low, despite the certification's 

potential to improve business image, market trust, and even people's purchasing power. (Maulana, 2022) This 

indicates that halal certification is not only a legal obligation (Law No. 33 of 2014) but also a strategic marketing 

tool that can enhance competitive advantage in an increasingly religious and quality-conscious market. (Mei et 

al., 2024) However, the halal certification process is often considered complicated and expensive by MSME actors. 

Obstacles such as a lack of information, inadequate mentoring (Mutamimah et al., 2023), and limited access to 

certification institutions are real challenges. Therefore, a more proactive approach from various parties is needed 

to bridge this need. (Heri PratiktoA, Yuli AgustinaB, 2023) (Alfarizi, 2023) (Maksudi et al., 2023) 

At the same time, digital marketing has proven to be a practical approach in supporting the growth of MSMEs in 

the era of information technology. (Anugrah et al., 2023) found that implementing digital marketing strategies 

through Instagram has a significant influence on increasing MSME sales. This demonstrates that social media is 

not only a communication tool but also a means of enhancing brand strength and competitiveness. (Raisa Fitri, 

Anastasia Ayu, 2024) 

Digital marketing allows MSME actors to convey product messages in a more personal, visual, and interactive 

way. Through Instagram, business actors can display product photos, customer testimonials, production processes, 

and evidence of halal certification in real-time. (T. Lestari et al., 2024) This approach enables the formation of an 

emotional connection between the product and the consumer, thereby strengthening the perception of trust in 

product quality and integrity. (Katuk et al., 2020) 

The combination of halal legality and the power of digital marketing is a strong dual strategy. (Qodir & Muhim, 

2024) Found that the integration of halal messaging in digital campaigns significantly increases the perception of 

Muslim consumer trust and loyalty. Products that convey the transparency of the halal process through social 

media are more easily accepted and trusted by consumers. Research by Sulaiman et al. (2020) and Erna Soriana 

Imaningsih (2022) also supports the notion that the presence of halal certification in digital content enhances 

product positioning in the Sharia market and contributes to increasing the turnover of MSMEs. 

Therefore, the combination of halal certification, which serves as a form of legality and religious value, and digital 

marketing, a modern promotional tool, has great potential in increasing consumer trust and enhancing the 

performance of culinary MSME businesses. (E. P. Lestari et al., 2024) However, facts on the ground show that 

many MSME actors in Tangerang City have not optimized the two strategies in an integrated manner. There is 

still a gap in understanding, limited access to technology, and the lack of an integrated education model that can 

help MSME actors adopt these two approaches as a unified business system. (Jatmiko et al., 2024) 

This research has novelty compared to previous studies with similar themes. Some previous studies are as follows: 

research by Zakaria et al. (2016) states that halal certification for MSME products can increase consumer interest 
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and influence purchase decisions, ultimately leading to higher sales revenue. (Khairunnisa et al., 2020) stated that 

halal certification can affect the increase in MSME turnover in Bogor City. (Khairunnisa et al., 2020) (Alfi 

Hasanah1, a), Billy Billy Boazter Sebastian Siregar2, Hasyid Ahmad Wicaksono2, Luthfi Sya'baniyah3, 2022) 

stated that the interest of salt business actors in obtaining halal certification for their products. (Kalbarini, 2022) 

stated that halal certification has a positive impact on sales growth and an increase in consumer trust among Maha 

Bakery business actors in Pontianak. (Nukeriana, 2004) stated that the implementation of halal certificates in the 

city of Bengkulu for food producers and the fostering of consumer awareness have been carried out. Armiani and 

Basuki (2021) stated that halal-certified food products are a marketing strategy that affects the increase in sales to 

MSMEs in West Nusa Tenggara. Research by E. P. Lestari et al. (2024) identified that consumer trust serves as a 

mediating variable, playing a crucial role in linking halal attributes and marketing activities to MSME business 

performance. 

In the SEM model, consumer trust is proven to be a significant indirect influence on increased revenue and 

customer loyalty. Thus, this research is both relevant and urgent to be carried out to examine how the optimization 

of halal certification and digital marketing can be effectively synergized, as well as how both contribute to 

increasing consumer confidence and enhancing the performance of culinary MSMEs in Tangerang City. 

Furthermore, the results of this research are expected to provide strategic recommendations for local governments, 

certification bodies, and MSME actors in building a competitive, ethical, and highly competitive culinary business 

ecosystem amid the dynamics of the digital market and the increasingly selective demands of the Muslim 

community. 

 

METHOD 

 

This study uses a quantitative approach using the SEM research method with software using LISREL. This 

research involves MSME owners engaged in the culinary business in Tangerang City. The population in this study 

is consumers of culinary MSME products in Tangerang City, with sampling carried out through purposive 

sampling techniques, which are selecting respondents based on certain criteria that are relevant to the purpose of 

the study. The number of samples used was 100 respondents, the feasibility criteria of the analysis using Structural 

Equation Modeling (SEM). The data used is primary data obtained directly from respondents through 

questionnaires. The questionnaire used in this study uses the Likert scale as a measuring tool. 

 
 

                                         Figure 1 Research Models and Hypotheses 

Hypotheses 

Halal certification is not only a label, but can show that the product has gone through a process that prioritizes 

cleanliness, safety and trust. Products that are halal certified tend to be more trusted by Muslim consumers, thus 

building stronger trust. Consumers who believe in halal-certified products spend more time consuming them, 

(Syam & Hafid, 2025). Trust in halal products is built through halal certification, (E. P. Lestari et al., 2024), 

consumer trust is relevant to halal product purchasing behavior, (Sulaiman et al., 2020). Concluding that halal 

certification affects consumer confidence. Based on the variable relationships described, the hypothesis in this 

study is  

H1: Halal Certification has a positive and significant influence on consumer trust 

Effective digital marketing can build consumer trust in brands and products. Research (Comanoiu & Farooq, 

2024), states that the importance of e-commerce builds consumer trust. The results of the study (A. C. E. Putri et 

al., 2024) state that if digital marketing affects customer trust, the hypothesis in this study can be formulated as 

follows:  

H2 : Digital Marketing has a positive and significant influence on consumer trust 

Halal certification can influence purchasing decisions and can improve the performance of business actors; in this 

case, it is an increase in sales and competitiveness. Halal certification makes a high contribution to improving the 

performance of MSMEs, (R. Putri, 2024). Halal certification gains consumer trust and ultimately increases market 

share and has an impact on improving business.  (Raisa Fitri, Anastasia Ayu, 2024) The importance of halal 
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certification in encouraging the improvement of MSME performance, (Alfarizi, 2023) Halal certification affects 

MSME Performance, (Jatmiko et al., 2024). Based on previous theories and research, the hypotheses built are: 

H3 : Halal certificates have a positive and significant influence on the performance of MSMEs 

Digital marketing is most effective in marketing businesses because it can provide market information on a larger 

scale (Pricopoaia et al., 2022). Digital marketing replaces traditional marketing and has a significant impact on 

global marketing. (Nuseir & El, 2022). Research (Popescu et al., 2024) found that digital marketing has a 

significant impact on business performance, in line with research (Muhammad Razie Effendi, Risydi Abubakar, 

2022) stating that digital marketing affects the performance of MSMEs. However, research (Chusumastuti et al., 

2023)  found that the direct influence of digital marketing on business performance is very small. Based on 

previous theories and research, the hypotheses built are:  

H4: Digital marketing has a significant influence on the performance of MSMEs 

Consumer trust is important to build long-term relationships between business actors and customers. Consumer 

trust can be established by having halal certification for business actors and using digital marketing as a means of 

promotion to customers. In this study, the hypothesis can be formulated:  

H5: Consumer Trust has a positive and significant influence on the performance of MSMEs 

 

RESULTS AND DISCUSSION 

 

Result 

The results of the data analysis revealed several key findings regarding the characteristics of micro, small and 

medium enterprises (MSMEs) and their owners. In terms of MSME characteristics, it was observed that the type 

of food business was more predominant, namely as many as 85 respondents representing 85%. Followed by annual 

turnover, turnover of less than 2 billion per year as many as 81 respondents (81%) entered the micro business 

category while those who entered the small business category with an annual turnover of more than 2 billion were 

19 respondents (19%). Next, businesses that already have halal certificates are 48 respondents (48%), while 22 

respondents (22%) are in the certification process, and 30 respondents (30%) do not have halal certification. This 

indicates that there are still one-third of business actors who have not been involved in the halal certification 

process. This can be caused by a lack of information, a lack of understanding of the benefits of halal certification, 

or other obstacles such as the cost and access of certification services. For the category of digital marketing use, 

on average, business actors have used digital marketing media, namely 70 respondents (70%) and those who still 

do not use as many as 30 respondents (30%). Judging from the length of time they have had a business, it shows 

that the average business that has been pioneered for more than one year, namely 67 respondents (67%) and 33 

respondents (33%) are still classified as new in the category of starting their business.  

Overall, the data analysis provides valuable insights into the characteristics of MSMEs in the Tangerang City area. 

These findings can be the basis for further research and the development of targeted strategies to support and 

improve the MSME sector in Tangerang City. 

Data Analysis 

 

Figure 2 : Structural Model Bootstrapping Results 

Validitas Convergence 
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Table 1  Average Variance Extracted (AVE) 

Variable AVE 

Halal Certification 0.543 

Digital Marketing 0.632 

Consumer Trust 0.580 

MSME Performance 0.550 

 

Based on Table 1, the Average Variance Extracted (AVE) value for all constructs or variables can be observed. 

All AVE values > 0.5 meaning that convergent validity is met for the entire latent construct. 

 

DISCRIMINATORY VALIDITY 

 

Table 2 Discriminating Validity ( cross Loading ) 

Variabel 
Halal Certification 

(SH) 

Digital Marketing 

(DM) 

Consumer Trust 

(KC) 

Performance of MSMEs 

(KU) 

Halal Certification (SH) 0.824    

Digital Marketing (DM) 0.512 0.849   

Consumer Trust (KC) 0.437 0.583 0.866  

Performance of MSMEs 

(KU) 
0.468 0.546 0.671 0.831 

 

Based on table 2 all indicators have a loading factor value above 0.70, which indicates that each indicator has 

good convergent validity to its construct. Since each indicator also shows the highest load on the corresponding 

construct, the discriminant validity is met. 

 

Reliability Test 

Table 3 Composite Reliability 

Variable Number of Indicators Composite Reliability (CR) Information 

X1 – Halal Certification 13 0.955 Reliabel 

X2 – Digital Marketing 7 0.931 Reliabel 

Z – Consumer Trust 7 0.929 Reliabel 

Y – MSME Performance 10 0.942 Reliabel 

 

Based on Table 3 above, the Cronbach value for all constructs shows a satisfactory level of reliability, as it meets 

the criteria of good reliability. In addition, the reliability value of composites further emphasizes the reliability of 

the construct. 

 

Coefficient of determination (R-squared) 

 

Table 4 Coefficient of Determination (R2) 

Variable 

endogenous 

Exogenous Variables 

Affecting 

R² (Coefficient of 

Determination) 
Interpretasi 

Z (Consumer 

Trust) 

X1 (Halal Certification), 

X2 (Digital Marketing) 
0.62 

62% variation in Consumer Trust is 

explained by Halal Certification and Digital 

Marketing 

Y (MSME 

Performance) 

X1, X2, Z (Consumer 

Trust) 
0.66 

66% of MSME Performance Variations are 

explained by Halal Certification, Digital 

Marketing, and Consumer Trust 

 

Table 4 presents the R-square test value for the halal certification variable and digital marketing together 

explaining the 62% variability of consumer confidence. Meanwhile, the variables of halal certification, digital 

marketing and consumer trust together explain 66% of the variability of MSME performance. 
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Model Fit Test 

Table 5 Goodness of Fit Model SEM 

No. Indeks Goodness of Fit Value 

1 Chi-Square 1174.35 

2 Degrees of Freedom (df) 813 

3 P-Value 0.00000 

4 RMSEA (Root Mean Square Error of Approximation) 0.067 

 

Table 5 presents a chi-square value (p < 0.05) theoretically does not show an unfit model but the RMSEA value 

shows 0.067, indicating that the model is in the good fit category because it is below <0.08. 

 

Hypothesis Test Results 

Table 6 Value of Cophysin Pathway 

Jalur 
Path 

Coefficients 

Standard 

Deviation 

T-

Statistics 
P-Value Information 

X1 → Z 0.62 0.088 7.09 < 0.001 Significant 

X2 → Z 0.34 0.078 4.30 < 0.001 Significant 

Z → Y 0.66 0.12 5.45 < 0.001 Significant 

X1 → Y 0.20 0.10 1.94 0.052 Close to significant (α ≈ 0.05) 

X2 → Y 0.091 0.082 1.11 0.266 Insignificant 

 

DISCUSSION 

 

1. Halal certification against consumer trust 

The results of the hypothesis test show that there is a significant positive influence of halal certificates on 

consumer confidence with a p-value of 0.001 This shows that the legality of the product is able to increase the 

perception of trust from the consumer side, this finding is in line with previous research conducted by (Aziz & 

Vui, 2015). (Teng et al., 2014), (Aniza et al., 2017)  which stated that halal certification plays an important role 

in building consumer trust, which then has an impact on buying interest, but there are several research results 

(Fuadati & Amanah, 2025)  that personal beliefs and social norms are more dominant in forming trust than halal 

labels. Similarly, (Visca Mirza Vristiyana, n.d.) It shows that knowledge and religiosity play a role more in 

consumer trust in halal products than formal certification itself. 

2. Digital marketing to consumer trust 

The results of the hypothesis test show that there is a significant positive influence of digital marketing on 

consumer trust with a p-value of 0.001. This suggests that digital promotion strategies show that they are able to 

increase consumer trust. These findings are in line with the results of the study (Singh & Sarigam, 2025), which 

states that Interaction through digital marketing on social media (especially reviews, forums, and 

recommendations) significantly increases consumer trust in brands. Meanwhile, the results of the study (Wijaya, 

2024) state that digital marketing content that is not authentic or too sales-oriented does not foster trust, and can 

even have a negative impact on brand trust. 

3. Consumer trust in the performance of MSMEs 

The results of the hypothesis test show that consumer trust shows a significant influence on the performance of 

MSMEs with a p-value of 0.001. This finding is in line with the results  of the study (Kader et al., 2024), which 

states that consumer trust has been proven to play a significant mediator in the relationship between product 

innovation, distribution, and digital marketing strategies and MSME marketing performance. (Camelia et al., 2024)  

states that consumer trust significantly affects consumer satisfaction, which is indirectly important for the 

performance of culinary MSME management. 

4. Halal certificate for MSME performance 

The results of the hypothesis test that halal certificates have an effect on the performance of MSMEs even though 

the effect is very small can be seen from the p-value of 0.052. The findings of the study results (Kalbarini, 2022) 

that halal certification increases consumer confidence and sales growth, which has an impact on overall business 

performance. Meanwhile, the results of the study (Mukhammad Jauhari Silmi1, 2025) found that products with 

halal certification that are well communicated have an impact on increasing consumer trust and loyalty, which 

strengthens the long-term performance of MSMEs 

5. Digital Marketing on MSME Performance 

The results of the hypothesis test that digital marketing does not have a significant influence, judging from the p-

value of 0.266> 0.05, this hypothesis is contrary to the results of the study (Cindy, 2025) with the findings that 
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digital marketing promotes brand awareness and brand trust, which leads to an increase in small business 

performance. 

From the table of the coefficient value of the pathway, it can be concluded that these results show that halal 

certification is the dominant factor that builds consumer trust, and this trust is an important link towards improving 

the performance of MSMEs. Meanwhile, digital marketing has a weaker influence directly or indirectly, which 

indicates that digital marketing is more effective when used as a trust-strengthening medium, not as the main tool 

for improving performance. These findings are consistent with the principles of sharia economics, where the 

legality and halalness of products are the main foundation of the Muslim community's beliefs. Digital marketing 

is still important, but it should be directed to communicate halal aspects, ethical values, and business transparency, 

so that consumer trust and loyalty are formed naturally. 

 

CONCLUSION 

 

 This study examines the influence of halal certification and digital marketing on consumer trust and 

business performance among micro, small, and medium enterprises (MSMEs) in Tangerang City, Indonesia, with 

consumer trust serving as a mediating variable. Based on data collected from a sample of 100 MSMEs, the findings 

reveal that halal certification exerts a strong and significant positive effect on consumer trust. This underscores 

the critical role of halal assurance in shaping consumer confidence, particularly among Muslim consumers who 

prioritize religious compliance in their purchasing decisions. 

In addition, digital marketing demonstrates a positive, albeit moderate, impact on both consumer trust and business 

performance. While its direct effect is less pronounced than that of halal certification, digital marketing contributes 

to enhanced market reach, brand visibility, and customer engagement key elements for business growth in the 

digital era. 

Most notably, consumer trust functions as a significant mediator in the relationship between both halal certification 

and digital marketing, and business performance. Although the direct effects of halal certification and digital 

marketing on performance are relatively weak, their indirect effects through consumer trust are substantially 

stronger and statistically significant. This highlights that consumer trust acts as a crucial psychological and 

behavioral bridge through which certification and digital strategies translate into improved business outcomes. 

Nonetheless, this study has several limitations. First, the sample is confined to MSMEs in Tangerang City, where 

halal certification adoption remains low, potentially limiting the generalizability of the findings. Second, there is 

a scarcity of existing academic literature integrating halal certification, digital marketing, and consumer trust in 

the context of MSMEs, which constrains theoretical comparison and development. 

Future research should expand the geographical scope to include more diverse urban and rural settings, incorporate 

additional variables such as product quality, pricing strategy, or digital literacy, and adopt longitudinal designs to 

capture dynamic changes over time. From a practical standpoint, the findings suggest that MSMEs should adopt 

an integrated strategy combining formal halal certification with effective digital marketing efforts while 

prioritizing the development of consumer trust as a central driver of sustainable business performance. 
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