
138

J U R N A L  P E N G G U N A  M A L A Y S I A J I L I D  2 ,  V O L  3 8 ,  D I S  2 0 2 2 

DEMYSTIFYING HALAL LOGO LITERACY 
 

Norkhazzaina Salahuddin1 
Normalisa Md Isa1 

Nurul Riddhaina Salahuddin2 

 
Corresponding author: Norkhazzaina Salahuddin  

(email: norkhazzaina@uum.edu.my) 
 
Abstract  
 
Non-uniformity of Halal certification authorisation is a leading concern that creates 
confusion among consumers, especially during the selection and buying decision-
making process. Even though Malaysia is a pioneer in the standardisation of Halal 
certification, consumers' confusion about the Halal logo is prevalent. The issue 
perhaps causes by unawareness and low literacy on Halal guidelines among 
consumers. This study was conducted to measure consumers' literacy on the 
authorised Halal logo by JAKIM. Two additional framings with Halal logo conditions 
were used as comparison groups consisting of an unauthorised Halal logo and a 
pork-free logo. The findings revealed that youth consumers' are unable to differentiate 
between the unauthorised Halal logo and the authorised Halal logo by JAKIM. This is 
a shocking signal to JAKIM as a reputable certification body because the Halal logo 
authorised by JAKIM's status as a brand name and quality signal in the consumer 
selection and decision-making process might be questionable. 
 
Keywords: Ads trustworthiness; Ads framing; Halal logo certification; Literacy, 
Malaysia 
 
Abstrak 
 
Ketidakseragaman badan pemutus pensijilan Halal adalah isu utama yang 
menimbulkan kekeliruan dalam kalangan pengguna, khususnya dalam proses 
pemilihan dan pembuatan keputusan pembelian. Walaupun Malaysia merupakan 
pelopor piawaian pensijilan Halal, kekeliruan pengguna terhadap logo Halal semakin 
serius. Isu tersebut mungkin disebabkan oleh ketakperasanan dan literasi rendah 
terhadap logo Halal diperakui oleh JAKIM. Dua bingkai dengan tetapan tambahan 
logo Halal digunakan sebagai kumpulan perbandingan iaitu logo Halal tidak diperakui 
dan logo pork-free. Dapatan mendedahkan pengguna belia tidak berupaya 
membezakan logo Halal tidak diperakui dengan logo Halal diperakui dari JAKIM. 
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Dapatan ini merupakan signal yang mengejutkan kepada JAKIM sebagai badan 
pensijilan bereputasi baik kerana status logo Halal diperakui oleh JAKIM sebagai 
signal jenama dan kualiti dalam proses pemilihan dan pembuatan keputusan 
pengguna mungkin boleh dipertikaikan.  
 
Kata kunci: Kebolehpercayaan iklan; Bingkai pengiklanan; Pensijilan logo Halal; 
Literasi, Malaysia  
 
Introduction  
 
The Halal market is undergoing globalisation transformation waves when the market 
is no longer exclusive to Muslim segmentation. The rapid changes in the global Halal 
market are estimated to reach $3.27 trillion by 2028 (Insight, 2020), not solely 
contributed by Muslim countries but also accompanied by the acceptance of Halal 
products in non-Muslim countries (International Trade Centre, 2015; Mohd Mokhtar et 
al., 2021). Malaysia, a prominent player in the global Halal market, has recorded $1.4 
billion in the export of Halal products to China, followed by Singapore at $1.1. billion 
and the United States $1.06 billion (Mustapa, 2015). Alserhan (2010) described that 
Halal is no longer a religious brand. The statement is consistent with various studies 
which proposed that, nowadays, Halal is established as a quality, hygienic, and safety 
standard (Abdul Raufu & Ahmad Naqiyuddin, 2013; Mohd Mokhtar et al., 2021; Rezai 
et al., 2012). The constant growth of the Halal market indirectly influences the 
development of Halal certification standards as the assurance and quality signal for 
consumers. Even though the Halal certification standard which usually represents by 
the Arabic word لحلا , the uniformity of the Halal logo is a current practice by the 
industry player.  
 
Halal logo certification marks remain a leading information and assurance guideline 
for Muslim consumers in the selection and buying decision-making process. The rapid 
changes in the global food supply chain are a concern that leads to the necessity of 
having a Halal logo or certification as an assurance guideline and product trust 
indicator (Khan et al., 2019; Mohd Hafiz et al., 2014; Mohd Helmi et al., 2013). The 
nature of the global food supply chain, including Halal food, move at a greater 
distance and involve many parties and handling point before it can reach the end-
consumers. This situation has created a risk of uncertainty with the authenticity of the 
Halal food status.  
 
Therefore, the Halal logo or certification plays a significant role in protecting the 
integrity of Halal food status (Fuseini et al., 2020; Khan et al., 2019; Mohd Hafiz et al., 
2014; Rashid et al., 2018). However, disagreement between Muslim countries 
regarding the centralisation of Halal logos or certification bodies leads to the mixed 
signal possibility and might form confusion among consumers (Fuseini et al., 2020; 
Mustafa Afifi & Mohd Mahyeddin, 2012; Sarbini et al., 2019).   
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At present, there are limited numbers of empirical research discussing the literacy of 
the Halal logo despite an increase in academic publications on the Halal certification 
process and its relationship with consumer intention to purchase for the past few 
years. Most of the research has discussed the perception of Halal certification as a 
business tool (Mohani et al., 2009; Sharifah Zannierah et al., 2012; Wannasupchue et 
al., 2021), Halal certification process requirement (Fuseini et al., 2020; Ismail et al., 
2014; Noordin et al., 2009), motivation to implement Halal certification (Mohamed 
Syazwan et al., 2015; Salindal, 2019; Sulistyo Prabowo et al., 2015), Halal 
certification and marketing components (Giyanti et al., 2021; Rajagopal et al., 2011; 
Shafie & Othman, 2006),  Halal certification and religion requirement (Ruževičius, 
2012).  
 
Research from a consumer perspective focused on consumers' awareness on Halal 
certified products (Erdem et al., 2015), intention to purchase Halal products (Ali et al., 
2018; Azmawani et al., 2015; Mathew et al., 2014; Rohana et al. 2012), and 
consumer confidence in the Halal logo (Muhamad et al., 2017; Zainalabidin et al., 
2013). The previous research prefers a self-rated scale or survey technique to 
understand consumers' issues. The strategy might lead to inconclusive findings due 
to data characteristics that measured consumers' perceived knowledge instead of 
consumers' actual knowledge of Halal matters. Even though Shafiq et al. (2015) 
conducted an open-ended structured interview to measure consumers' knowledge of 
differentiating authorised and fake Halal logos, the findings were inconclusive due to 
their exploratory research design.  
 
Therefore, this research was conducted to measure consumers' literacy on the 
authorised Halal logo by JAKIM through a framing comparison strategy. The findings 
could shed light on understanding consumers' literacy towards authorised Halal logos 
or certification and practically significant to discuss the reliability of the logo as a 
quality signal in consumers' selection and decision-making process. 
 
Literature Review 
 
Halal Certification and Literacy 
 
Halal certification is essential for an independent third-party quality assurance that a 
product does not contain anything haram or doubtful (Fuseini et al., 2020; Rajagopal 
et al., 2011). Based on the survey conducted by Mohamed Syazwan and Mohd 
Remie (2012) in their past research, there are around 122 active Halal Certification 
Bodies around the globe that provide Halal certification services, and the numbers 
were not significantly increased presently. The types of providers might differ from 
one country to another. Previous literature recorded various Halal certification 
authority approach like government agencies (e.g., JAKIM of Malaysia), quasi-
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product does not contain anything haram or doubtful (Fuseini et al., 2020; Rajagopal 
et al., 2011). Based on the survey conducted by Mohamed Syazwan and Mohd 
Remie (2012) in their past research, there are around 122 active Halal Certification 
Bodies around the globe that provide Halal certification services, and the numbers 
were not significantly increased presently. The types of providers might differ from 
one country to another. Previous literature recorded various Halal certification 
authority approach like government agencies (e.g., JAKIM of Malaysia), quasi-

governmental bodies (e.g., Majelis Ulama of Indonesia), non-government 
organisations (e.g., Islamic Da'wah Council of Philippines), and religious special 
interest groups (e.g., Perth Mosque Incorporated of Australia). In Malaysia, the 
Department of Islamic Development Malaysia (JAKIM) is the sole authority that has 
the authorisation to give Halal certificates (Norazla et al., 2016). To facilitate the 
certification process, JAKIM partners with relevant local agencies, which include the 
Ministry of Domestic Trade, Cooperatives and Consumerism, Ministry of Health, 
Veterinary Services Department, local councils, and States Religious Departments. 
 
Several studies consistently highlighted issues and challenges leading to confusion 
among Halal consumers in Malaysia, particularly with the availability of different types 
of the Halal logo in the market (Ismaeel & Blaim, 2012; Shafiq et al., 2015; Sulistyo 
Prabowo et al., 2015). Hence, JAKIM also considers validating the authentication of 
foreign Halal certification. For instance, Malaysia only accepts Halal certificates 
issued by foreign Islamic organisations or Halal certification bodies recognised by 
JAKIM (Mustafa Afifi & Mohd Mahyeddin, 2012). A comparative analysis by Ismail et 
al. (2014) also revealed that JAKIM holds the most stringent standards for Halal 
certification. In short, these initiatives are carried out to combat confusion among 
consumers. 
 
Nevertheless, several recent studies uncovered the prevalent issues concerning 
Halal certification. Among the major issues are the lack of a single unified Halal logo 
(Shafiq et al., 2015), the lack of uniformity in Halal standards (Fuseini et al., 2020; 
Mustafa Afifi & Mohd Mahyeddin, 2012), and the availability of fake logos (Rajagopal 
et al., 2011; Shafiq et al., 2015). These issues lead to several forthcoming as 
consumers face difficulty differentiating between authentic and fake logos. Besides 
consumers' mixed perceptions, low levels of awareness and literacy among 
consumers on Halal certification further stunt the growth of the Halal industry. This 
concern perhaps stems from a lack of marketing and branding efforts on Halal 
certification and brand.  
 
Shafie and Othman (2006) stated that consumers' perception of the Halal logo is 
influenced by factors such as the definition of Halal on animal slaughtering, 
unauthorised Halal logo, Arabic or Islamic-sounding brand names, and display of 
Qur'anic verses, as indirect signals that the products are Halal and the lack of 
enforcement by authorities regarding the misuse of Halal logos. Previous literature 
strongly indicated the inadequacy of Halal logo literacy among consumers. Thus, this 
study aims to examine Halal logo literacy using a framing comparison approach.  
 
Consumer literacy is the ability of consumers to process product information to make 
rational decisions. Studies show that increased consumer literacy results in more 
rational decisions and behaviours (Brounen et al., 2013; Guerra et al., 2005; Lusardi, 
2008). In the context of the Halal industry, it was uncovered that an increase in 
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knowledge concerning Halal awareness might result in the loss of confidence towards 
Halal-labeled products, which consequently influences them to be more careful and 
aware in choosing Halal products (Zainalabidin et al., 2013). Mustafa Afifi et al.(2014) 
hold the view that inadequate literacy of consumers on Halal-related issues has been 
the main culprit for issues regarding fraudulent Halal logos and other forms of misuse. 
In other words, producers can easily deceive consumers by forging a Halal logo, as a 
consumer is unable to differentiate between a fake Halal logo and the authentic one.  
 
Jae and DelVecchio (2005) demonstrated that consumers with adequate literacy 
levels evaluate product information in written form, while low literacy consumers rely 
on visual aids such as pictures, symbols, logos and so on. Hence, it is crucial to 
explore consumer literacy more to ensure that the Halal certificate producers can 
convey the correct product information, particularly about authentic Halal labels. 
 
Certification and Quality Signal 
 
Nowadays, certification is one of the credence attributes that consumer prefers to 
assess in determining the quality of goods and services (Auriol & Schilizzi, 2015; 
Chatterjee, 2020). The authors further asserted that certification transmits cues about 
unobservable quality, such as nutritional benefits, environmental benefits, prestige, 
etc. Hence, producers perceived a certificate as an essential tool to market their 
products better and sustain their position (Sharifah Zannierah et al., 2012), including 
the positioning of new products (Wu & Wu, 2019). Given today's complex supply 
chain structures, consumers look to Halal certification for assurance of religiosity, 
sustainability, environmental awareness, health, and safety (Dian Luthviati & 
Jenvitchuwong, 2021; Mohani et al., 2009; Zainalabidin et al., 2013). However, Ding 
and Veeman (2015) revealed that certification is insignificant compared to the brand 
name as a signal of high-quality products. This finding is consistent with Pasha et al. 
(2019), where the Halal certification was not influenced consumer purchase decisions 
significantly. It is also found that established brand names benefit more from 
certificates as compared to unbranded products. Not only that, Rios et al. (2014) 
found that the country of origin of Halal certification may also affect the perceived 
trustworthiness of Halal certification, thus affecting the effectiveness of Halal 
certification as a quality signal. 
 
On the contrary, previous studies found that consumers value Halal certification more 
than other attributes when making a purchase decision (Haslenna et al., 2013; 
Mohayidin & Kamarulzaman, 2014; Septiani & Ridlwan, 2020). The mixed findings in 
the certification function as a quality signal motivate this study to assess further what 
consumers value in certificates. Previous researchers consistently highlighted the 
need to improve marketing and branding efforts of Halal certification to utilise Halal 
logos and certification as strong quality signals (Mohd Mokhtar, 2021; Rajagopal et 
al., 2011).  
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consumers value in certificates. Previous researchers consistently highlighted the 
need to improve marketing and branding efforts of Halal certification to utilise Halal 
logos and certification as strong quality signals (Mohd Mokhtar, 2021; Rajagopal et 
al., 2011).  

Advertising Trustworthiness 
 
According to Beltramini & Evans (1985), advertising trustworthiness is the perceived 
belief of research resulting from information in advertising. In other words, the 
capability of product performance claims in advertisements evoke confidence 
regarding its truthfulness or rendering it acceptable. The five components that can 
affect advertising reliability are the size of the sample, the nature of the sample, the 
researcher's documentation, the nature of the research results, and the magnitude of 
claim difference. In the context of Halal certification, Rios et al. (2014) found the three 
main components that affect the perceived believability of Halal certification, which 
are the country of origin of Halal certification, the interaction of country favourability, 
and the brand name from the origin country. Meanwhile, Fadlullah et al. (2021) 
highlighted the importance of advertising believability on consumer purchase 
intention, particularly food products.  
 
Methodology  
 
A comparison approach was used to meet the research objective. Three (3) 
advertisement framings were developed with different conditions; namely, i) an 
unauthorised Halal logo, ii) a free pork logo and iii) an authorised Halal logo by 
JAKIM. Fig.1 illustrates the research on framing logo conditions. 300 questionnaires 
were distributed to each condition in four (4) higher learning institutions in Northern 
Peninsular Malaysia. This study occupied youths consumers as a sample based on 
three considerations. Firstly, the median age of the Malaysian population is 28 years 
old (Department Statistical Malaysia, 2019). Secondly, Pew Research Centre (2011) 
mentioned that most of the Muslim population is below 30. Lastly, Calder et al. (1981) 
stated that youth consumers (i.e., students) are the credible respondents for the 
consumer behaviour study because there were homogenous. This characteristic 
gives an advantage compared to the heterogeneous sample due to the ability to 
minimise the risk of making false conclusions.  
 
Convenience sampling was used due to the limitation of the sampling frame in 
consumer research. Calder et al. (1981) stated that convenience sampling is 
sufficient for a study that intends to test the model or theoretical framework without 
aiming for generalisation of the findings. The enumerator distributed the questionnaire 
through face-to-face mediums at student zones such as the library, cafeterias, and 
academic buildings. This strategy was utilised to achieve a high response rate. This 
approach was adopted from Wong et al. (2012) study, where university student was 
the sample frame, and the questionnaire was distributed in the institution. Even 
though the present study did not explicitly target Muslim youth, the response rate of 
non-Muslim youth is low. The first result has described the respondents' details, 
including the number of respondents for each framing logo condition, gender and 
religious background. 
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The questionnaire with English and Malay language instruction in one set was used 
as the instrumentation to acquire data. The first section contains framing logo 
condition illustration. The second section consists of two parts: Part A - Halal logo 
literacy measurement and Part B - advertising trustworthiness measurement. A 7-
point Likert scale (1= Strongly Disagree to 7= Strongly Agree) was utilised to measure 
three items on Halal logo literacy, as an illustration whereby Halal logo literacy takes 
the form of 'Halal food provided by a restaurant that displays a Halal logo.' 
Meanwhile, 10 items of advertising believability were adapted from Beltramini and 
Evans (1985) that used a semantic differential scale (e.g., 1= Unbelievable to 7= 
Believable, 1= Untrustworthy to 7= Trustworthy). The last section describes 
demographic details and 10 items of Halal concept literacy adapted from Salehudin 
(2010). The respondents were instructed to answer Part A and Part B based on the 
illustration in the first section. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1: Framing Logo Conditions 
 
Results and Discussion 
 
The backgrounds of the respondents are shown in Table 1. There were 539 usable 
responses obtained from unauthorised Halal logo condition (n=172), pork-free logo 
condition (n=174) and authorised Halal logo by JAKIM (n=193). The mean age of 
respondents is 21 years old and 75.9% of the total respondents are female. The 
frequency of non-Muslim youths is only 44 respondents.  
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Table 1: Respondents’ background  
 

Demographic Details Frequency Percentage 

Framing Logo Condition 
Unauthorised Halal Logo 172 31.9 

Pork Free Logo 174 32.3 
Authorized Halal Logo By JAKIM 193 35.8 

Gender Male 130 24.1 
Female 409 75.9 

Religion Muslim 495 91.8 
Non-Muslim 44 8.2 

 
As illustrated in Table 2, one-way ANOVA analysis showed a difference between 
framing logo conditions and Halal logo literacy (F= 13.401, p<0.05). However, 
Scheffe's Post-Hoc analysis determined no significant differences between the 
unauthorised Halal logo condition and the authorised Halal by JAKIM condition 
(p=0.867). This finding revealed that youth consumers could not differentiate between 
the unauthorised and authorised Halal logos by JAKIM though they successfully 
recognised the free pork logo. 
 
Table 2: Framing group differences in the dimensions of framing logo literacy  

(One-Way ANOVA) 
 

 Framing Logo 
Condition Mean F p Differences 

Framing Logo 
Literacy 

Unauthorised 
Halal Logo 5.157 13.401 0.000 

Pork Free > 
Unauthorised Halal Logo 

by JAKIM 

Pork Free 5.593   Pork Free > Authorised 
Halal Logo by JAKIM 

Authorized Halal 
Logo by JAKIM 5.101    

 
In advertising trustworthiness, a significant difference was found between framing 
logo conditions, as shown in Table 3. Further analysis through Scheffe Post-Hoc 
showed the significant differences between unauthorised and authorised Halal logos 
by JAKIM condition towards advertising trustworthiness. The mean score of 
advertising trustworthiness for the authorised Halal logo by JAKIM is slightly higher 
than the unauthorised Halal logo. The results enriched our understanding of the 
complexity of consumer decision-making when youth consumers showed a high level 
of trustworthiness towards advertisements with the authorised Halal logo by JAKIM 
compared to advertisements alongside the unauthorised Halal logo in regards to their 
inability to differentiate between these two framing logos conditions.  
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Table 3: Framing group differences in the dimensions of advertising 
trustworthiness (One-way ANOVA) 

 
 Framing Logo 

Condition Mean F p Differences 

Advertising 
Trustworthiness 

Unauthorised 
Halal Logo 4.509 5.812 0.003 

Unauthorised Halal 
Logo > Authorized 

Halal Logo by JAKIM 
Pork Free 4.713    

Authorized Halal 
Logo by JAKIM 4.978    

 
The results found a significant difference in Halal literacy concepts between religions 
(F=11.369, p<0.05). This finding is already predicted since Muslim consumers must 
follow Halal guidelines. Hence, they seek knowledge related to Halal matters. 
However, youth consumer literacy towards several Halal concepts is unanticipated. 
The results obtained from cross-tab analysis found that more than half of Muslim 
youths (52.3%) cannot deliver correct responses regarding the Halal status of shark 
fin. Muslim youths' literacy on drinking alcohol as medicine is worrisome when 37.4% 
are unaware that the behaviour is haram. 
 
Conclusion and Recommendation  
 
The most prominent contribution of the current study is the advancement of 
understanding consumers' decision-making process by examining Halal logo literacy 
among youth consumers. The results on Halal logo literacy are consistent with the 
previous research by Ding and Veeman (2015), in which a logo or certificate is 
insignificant compared to the brand name for influencing the consumer selection and 
decision-making process. These findings are related to the quality of the signal 
possessed by the authorised Halal logo by JAKIM. Shafiq et al. (2015) also recorded 
Muslim consumers' inability to recognise the authorised Halal logo by JAKIM. 
(Mohammad Hashim, 2011) indicates that youth consumers' knowledge of Halal as a 
brand is low even though their familiarity with Halal products is adequate.  
 
The findings contradict the suggestion for Malaysian consumers to incline 
prioritisation to use of authorised Halal logo by JAKIM (Abdul Hafaz et al., 2014; 
Esfahani & Shahnazari, 2013; Kordnaeij et al., 2013; Mahdi & Maryam, 2013; Rarick 
et al., 2012; Yener, 2014). In recent years, researchers proposed that Halal has a 
competitive advantage with a high potential to become a valuable brand (Abdul Hafaz 
et al., 2014; Esfahani & Shahnazari, 2013; Kordnaeij et al., 2013; Mahdi & Maryam, 
2013; Rarick et al., 2012; Yener, 2014). Therefore, the inability to recognise the 
authorised Halal logo JAKIM might cripple the competitive advantage of the Halal 
brand.  
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follow Halal guidelines. Hence, they seek knowledge related to Halal matters. 
However, youth consumer literacy towards several Halal concepts is unanticipated. 
The results obtained from cross-tab analysis found that more than half of Muslim 
youths (52.3%) cannot deliver correct responses regarding the Halal status of shark 
fin. Muslim youths' literacy on drinking alcohol as medicine is worrisome when 37.4% 
are unaware that the behaviour is haram. 
 
Conclusion and Recommendation  
 
The most prominent contribution of the current study is the advancement of 
understanding consumers' decision-making process by examining Halal logo literacy 
among youth consumers. The results on Halal logo literacy are consistent with the 
previous research by Ding and Veeman (2015), in which a logo or certificate is 
insignificant compared to the brand name for influencing the consumer selection and 
decision-making process. These findings are related to the quality of the signal 
possessed by the authorised Halal logo by JAKIM. Shafiq et al. (2015) also recorded 
Muslim consumers' inability to recognise the authorised Halal logo by JAKIM. 
(Mohammad Hashim, 2011) indicates that youth consumers' knowledge of Halal as a 
brand is low even though their familiarity with Halal products is adequate.  
 
The findings contradict the suggestion for Malaysian consumers to incline 
prioritisation to use of authorised Halal logo by JAKIM (Abdul Hafaz et al., 2014; 
Esfahani & Shahnazari, 2013; Kordnaeij et al., 2013; Mahdi & Maryam, 2013; Rarick 
et al., 2012; Yener, 2014). In recent years, researchers proposed that Halal has a 
competitive advantage with a high potential to become a valuable brand (Abdul Hafaz 
et al., 2014; Esfahani & Shahnazari, 2013; Kordnaeij et al., 2013; Mahdi & Maryam, 
2013; Rarick et al., 2012; Yener, 2014). Therefore, the inability to recognise the 
authorised Halal logo JAKIM might cripple the competitive advantage of the Halal 
brand.  

The finding also shed some light on the ability of youth consumers to eliminate the 
pork-free logo as a signal for the Halal product. There are several possible 
explanations for this result. Ahlam Nuwairah et al. (2015) uncover that low-literate 
consumers depend on the peripheral route when deciding on the advertisement. They 
also highlighted the tendency among consumers to rely on symbols or pictures rather 
than written information in advertisement frames. Perhaps the findings explained why 
youth consumers could not differentiate between the unauthorised Halal logo and the 
authorised Halal logo by JAKIM though able to eliminate the pork-free logo as a 
signal for Halal products or services. Both conditions of the framing logo used the 
Arabic word لحلا , which can be interpreted as a symbol that represents Halal. 
However, it is worth noting that other logo elements, such as colour, design and 
position on the packaging, might influence consumers' ability to recognise the 
authentic Halal logo. Thus, there is a need for future researchers to diversify the Halal 
logo framing by manipulating language symbolism to demystify Halal logo literacy 
among consumers and enrich their understanding of the credibility of the Halal logo 
as an indicator of quality.  
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