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This paper reports on a study of entrepreneurs of small medium enterprises (SMEs) in food business in 
Indonesia and their perception of the halal certification process as currently adopted by Indonesia. A 
total of 102 usable questionnaires were analysed using SPSS to search for the mean score for each of 
the information on Halal certification process (HFC 1 to HFC 3). HFC 1 was regarding their perceptions 
towards market share, market competitiveness and the Halal certification process. HFC 2 was regarding 
their views on the government support and monitoring, while HFC 3 was on their perceptions on 
information dissemination. The study found that respondents who have heard of halal hub, have the 
intention to applying Halal certification for their food products, while Halal certificate for their 
product(s), self done record keeping and attained a certain level of education have significant different 
responses towards the Halal certification process.  
 
Key words: Halal food demand, small medium enterprises (SMEs), Halal food certification (HFC), government 
roles. 

 

 

INTRODUCTION 
 
Small and medium enterprises (SMEs) form the bulk of 
businesses throughout Asia and are often referred to as 
the thrust of the new economy in these countries, 
including Indonesia. The Indonesian economy is basically 
characterized by grass root SMEs that make up nearly 
99.95% of the total number of enterprises (Bali 
International Consulting Group, 2011). In Indonesia, Law 
No. 9 of 1995 defines small enterprises to be those 
owned by Indonesian citizens, independent and unaffi-
liated with large enterprises, and individual businesses, 
with or without legal licensing, including cooperatives. 
These SMEs are mostly owned by indigenous (pribumi) 
businessmen, as well as a sizable number of ethnic 
Chinese businessmen and foreign-invested enterprises 
(Thee, 2006). More than 98% of food processing 
industries in Indonesia are home-small and medium 
industries   (Technology   Business   Office,  2011).  Prior  

studies such as that by Fatimah (2007), found that 82% 
of their respondents failed to implement any food quality 
and safety system (inclusive of Halal Certification) 
despite Indonesia being the country with the highest 
Muslim population in the world. Given the importance of 
the Muslim consumer market, this gave rise to the 
question: how does the SMEs‟ in Indonesia view the 
importance of Halal certification in fulfilling the halal 
market food demand? Hence, it is the aim of this paper to 
focus on the SME entrepreneurs operating in the world‟s 
largest Muslim populated country on their perception of 
Halal certification process and factors associated with 
their perceptions.  
 
 

LITERATURE REVIEW 
 

Indonesia‟s   SMEs   are   regionally  dispersed,  and  are 
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mostly located in the rural areas hence; they have the 
potential to exert a favourable influence on rural and 
regional development and on income distribution. As 
argued by Darmawan (2004), although, the Indonesian 
food industry actually has a competitive advantage 
because raw materials from the agricultural, fisheries and 
animal husbandry sectors are abundant and cheap, 
however, the great potential of the domestic market, 
followed by the increase in the number of special markets 
such as supermarkets, fast food outlets and restaurants 
as well as government incentives for boosting exports of 
non-oil/gas commodities has led to stiffer competition in 
obtaining raw materials for the food industry. Hence, 
implementation of food standards for SME entrepreneurs, 
who play an important role in such business, is 
imperative in order to gain their competitiveness among 
foreign countries.  

However, as claimed by Fatimah (2007) based on their 
surveys in several parts in West Jawa (Bandung, 
Subang, Garut, Purwakarta, Sukabumi, Ciamis, 
Sumedang, Cianjur, Kuningan, Bekasi, Majalengka, 
Cirebon), 82% of the SMEs on food product have not yet 
implemented any quality nor safety management system 
and among them 39% did not know about quality system. 
Among respondents who have implemented quality 
system (16%), the level of quality standard remains only 
at one and two star level, whereby one star indicates that 
the enterprise has trained and implemented the food 
safety principle and two stars indicates that the enterprise 
has implemented good practice for food processing. 
However, they failed to implement Hazard Analysis and 
Critical Control Points or HACCP standard and Quality 
Management System standard (ISO 9000) (three and 
four stars respectively). In order to export their products, 
they should comply with other requirements such as 
having Import-export certification, comply with food safety 
and quality standards, comply with system equivalence 
assessment, comply with risk analysis verification, having 
mutual recognition agreements and prioritizing control 
measures (Darmawan, 2004). Thus, this indicates that 
these SMEs do not have the capacity to export their 
products yet. Their market is merely based at domestic 
only. Only food products such as sashimi, canned tuna, 
and frozen peeled shrimps are exported mainly to USA, 
Japan and Europe where Halal certification is largely not 
a factor (not required). 
 
 

Halal certification 
 

Muslims constitute 86.1% of the population of Indonesia. 
Currently, it has the highest number of Muslim population 
in the world with 202,867,000 of its population as Mus-
lims that constitutes 13% of the world Muslim population 
(Mapping the Global Muslim Population, 2009). However, 
according to the Chairman of the Bureau of Food, Drugs, 
and Cosmetics Research of the Indonesian Ulama 
Council (LPPOM-MUI), 63% of the products in  Indonesia  
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do not have a Halal certificate (Bali International 
Consulting Group, 2011). He further added that from 113 
thousand products that are registered, only 41 thousand 
products have been labelled as Halal. Many products are 
not labelled Halal due to voluntary principle that has been 
adopted in the Halal certification process; hence there is 
no maximum protection for Indonesian consumers, 
especially the Muslims. Therefore, the Indonesian Ulama 
Council or MUI (Majelis Ulama Indonesia), the certifi-
cation body of Indonesia will have to strive hard for the 
Halal certification process to encourage these entre-
preneurs to get their products Halal certified, so that it 
can prevent any confusions and disputes on the halal 
status of the commodity produced.  
 
 
Religiosity 
 
Religiosity is the extent of a person‟s commitment to his 
or her religion (Mokhlis, 2006). Religiosity is very 
important because it determines individual cognition and 
behaviour (Sitasari, 2008). It is highly likely that religiosity 
will govern an individual‟s behaviour, including behaviour 
as a halal food consumer. This infers that religion is a key 
cultural element that determines behaviour and decisions 
to buy (Assadi, 2003; Esso and Dibb, 2004; Delener, 
1994; Babakus et al., 2004; Cornwell et al., 2005).  Fam 
et al. (2004) stated that a religion can be described as 
„…the habitual expression of an interpretation of life, 
which deals with ultimate concerns and values. 
Institutional religion formalises these into a system which 
can be taught to each generation‟. Islam is more than a 
religion as it controls the ways of society and factors 
associated with family, dress, cleanliness and ethics‟ 
(Fam et al., 2004). A religious person has a value system 
that differs from an unreligious person. Religious control 
of food consumption patterns is in terms of restrictions on 
particular foods: Jews, for example, are prohibited from 
eating pork; and beef is prohibited for Hindus. For the 
Muslims, they are prohibited from eating pork, blood, and 
animals that have not been killed in the way prescribed 
by Syari`ah Law, and they should not drink alcoholic 
beverages. Muslims have a religious obligation to 
consume halal food (Bonne and Wim, 2006). 
 
 

Halal food consumption in Indonesia 
 

Soesilowati et al. (2010) in their study using a theory of 
planned behaviour focused on consumer behaviour of 
Indonesian Muslims in Banten. They found five major 
issues that showed relatively inter-related factors 
influencing Muslim behaviour in Halal foods consumption. 
First, the level of awareness of Muslims in Banten 
concerning Halal and Haram food was considerably high, 
especially in selecting foods that need to be further 
processed before they are eaten, items such as meat, 
fish and vegetables.  They  consistently put a high priority  
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on the Halal issue when they purchase food, buy meat, or 
select a restaurant. 

Second, their study also found that the role of 
Indonesian Government to promote and control religious 
behaviour in terms of Halal food consumption was 
considered slightly insensitive, whereby most of their 
respondents claimed that the religious laws of conduct 
and religious leaders force their decision to consume 
Halal food because for all Muslims regardless of where 
they live, they should lead their life based on the Islamic 
principles. For food, Islam decodes that food must be fit 
for human consumption in accordance with “Halal” 
requirements of Syariah. However, how “Halal” is 
assured requires the involvement of the country‟s 
regulations and regulating bodies under the jurisdiction of 
the country‟s law. Hence this could explain the insen-
sitivity of the Indonesian Government towards Muslim 
consumers. 

Third, the study found that the higher the degree of a 
respondent‟s religiosity, the greater their concern to 
consume Halal food. Since the degree of respondents‟ 
religiosity was also influenced by their religious 
experience and education background, respondents with 
a pesantren (Islamic) education tended to have more 
control and concerns about their Halal food consumption. 
However, the correlation score of education level and 
Halal food consumer behaviour was extremely weak 
(r=0.012), which means that there was no parallel relation 
between a respondent‟s education and their predis-
position to consume Halal food. It does not follow that the 
higher an individual‟s education, the more will be their 
concern to ensure that the food they eat conforms to 
Halal requirements. In addition, it (the predeliction for 
Halal food) was not dependent on the degree of a 
respondent‟s religiosity; the respondents tended first to 
control and ensure their family ate Halal food before any 
other related religious obligations. It was a striking feature 
that those who had the highest degree of religiosity were 
highly likely to remind their religious leaders of their 
obligations to consume Halal food. 

Fourth, the most important criteria for Halal food for 
Muslim respondents in Banten were that their food must 
be free of pork and alcohol. However, a certificate from 
the Majlis Ulama Indonesia (MUI) [Indonesian Ulama 
Council] was not so important. Some of their respondents 
still believed that the Halal label on food packaging and in 
restaurants was important. Their findings also indicated 
that Halal label from the MUI was more trusted than any 
other Halal label. The long process and procedures in 
obtaining Halal certification were considered costly, and 
because of this, small and medium businesses were 
reluctant to register their products. Most respondents 
declared that the higher prices of Halal products would 
not lessen the amount of their purchases of Halal food 
products. Their respondents are also of the opinion that 
the role of the MUI in Banten region tends to be limited, 
and   that   it  tends  to  have  poor  coordination  with  the  

 
 
 
 
Health and the Religious Affairs Departments concerning 
Halal matters, and that there was disagreement between 
the MUI and the Religious Affairs Department about 
which institutions may issue Halal certificates; despite all 
these causes for misgivings, several respondents‟ 
enthusiasm for the MUI‟s Halal endorsement and labels 
was not diminished when it came to selecting and buying 
Halal foods. 

Finally, the study found that the highest social level of 
Muslims in Banten tended to have less concern on Halal 
consumption behaviour compared with other social 
groups. In contrast, respondents with higher education, 
middle class incomes, housewives, and younger age 
groups tended to be relatively more concerned to con-
sume Halal food; not only is this determined by their 
attitudes, but also by their subjective norms and 
perceived behavioural control. 

In contrast to Soesilawati et al. (2010) that focused on 
the consumer behaviour, this study focuses on the SMEs‟ 
perceptions on the Halal food certification process as 
anecdotal evidence claimed by Soesilawati et al.‟s 
respondents (2010) and it tries to confirm from SMEs‟ 
entrepreneurs‟ point of view whether the statement that 
the long process and procedures in obtaining Halal 
certification were considered a main burden thus they 
were reluctant to register their products. This study also 
will be able to help the policy makers and regulators in 
reviewing their policy besides taking some corrective 
actions to meet the worldwide demand on halal food as 
required by the Muslim population. It also will be able to 
serve as a feedback to agencies task with oversight of 
food quality especially in the Asian region besides 
contributing to the body of knowledge and marketing 
strategy of SME entrepreneurs particularly who involved 
in Food and Beverage Industry.  
 
 
METHODOLOGY 
 

A set of structured questionnaires were distributed amongst SMEs 
entrepreneurs operating in the Jogjakarta City, Indonesia. This 
study was done in Jogjakarta City because of its characteristics 
whereby it is one of the most densely populated areas of Indonesia. 
Although, most of its population is Javanese, but being a student 
city, there are also significant population of people from other 
ethnicities in Indonesia (Wikipedia, 2011). This status makes 
Jogjakarta as one of the most heterogeneous cities in terms of 
ethnicity in Indonesia.  

The questionnaire was divided into two sections. The First 
Section deals with respondents‟ demographic data such as gender, 

age, marital status, education background, entrepreneurship 
course, ventured internationally and certification for the product(s). 
The Second Section consists of 18 questions: 
 

- 8 questions eliciting their perceptions towards market share, 
market competitiveness, and the halal certification process 
(denoted as HFC 1). 
- 5 questions on their views on the government support and 
monitoring (denoted as HFC 2). 

- 5 questions on their perceptions towards information 
dissemination (denoted as HFC 3).  
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Independent variables 

 
i. Heard of Halal hub 

ii. Intention to apply Halal 
Certificate 

iii. Have Halal Certified 

product(s) 
iv. Self Kept Record Keeping 

v. Education level 

Dependent variables 

i. Perceptions towards market 
share, market competitiveness, 

and the Halal Certification 
process (HFC 1). 

ii. Views on the government 

support and monitoring (HFC 2) 
iii. Perceptions on information 

dissemination (HFC 3) 
 

 

i.  
 

 
 
Figure 1. Research framework. 

 
 
 

Table 1. Reliability test. 
 

No. of questions HFC Value of Cronbach alpha 

8 HFC 1 0.806 

0.896 5 HFC 2 0.861 

5 HFC 3 0.926 

 
 
 
Respondents were asked to fill in the questionnaire indicating their 
level of agreement or disagreement in the Second Section using a 
five point Likert Scale, where 1 indicates strongly disagree and the 
other end 5 indicates strongly agree.  A mean score for each of the 
three HFCs was computed, which were later used to test for their 

significance (2-tailed t-test) against the respondents‟ characteristics. 
The characteristics used are as follows: 
 
- Whether he/she has heard of halal hub 
- Whether he/she has the intention to apply Halal Certificate, 
- Has certification for product(s) or otherwise, 
- Self kept record keeping or not and 
- Educational background - Has at least a bachelor degree or 
otherwise. 

 
As this is an exploratory study, this study seeks to test the following 
propositions: 
 
- There is a significant relationship between entrepreneurs who 
have heard of Halal hub and those who have not. 
- There is a significant relationship between entrepreneurs who 
have the intention to apply Halal certificate versus who did not. 
- There is a significant relationship between the SME entrepreneurs 
who have Halal certified product(s) versus who did not have.  
- There is a significant relationship between the SME entrepreneurs 
who have done self-record keeping compared to those who did not. 
- There is a significant relationship between the SME entrepreneurs 
who have at least a bachelor degree compared to those without a 
bachelor degree. 
 
 
Research framework 

 
The   characteristics   of   our   SME   entrepreneurs   represent  the  

independent variables whilst their perceptions towards market 
share, market competitiveness, and the halal certification process 
(denoted as HFC 1), their views on the government support and 
monitoring (denoted as HFC 2) and their perceptions on information 
dissemination (denoted as HFC 3) become the dependent variables 

(Figure 1). 
Data were analysed using an independent t-test using Statistical 

Package for Social Sciences (SPSS). This statistical test was done 
to compare the means of a certain variable under study in two sets 
of data (under independent variables) and search whether there 
exist any significantly different from these two mean values due to 
the treatment (under dependent variables) and not any other factors 
at 0.1 and 0.05 significant levels. Two- tailed t-test was chosen 
because of its non-directional test. 

 
 
RESULTS 
 
Based on factor analysis, the Kaiser-Meyer-Olkin 
Measure of Sampling Adequacy gives 0.888, exceeding 
the recommended value of 0.6 (Ho, 2006) and the 
Bartlett‟s Test of Spherecity (Bartlett, 1954) gives 
approximate value of Chi-Square of 1246.651 (df=153) 
and Significant value is 0.000. Hence, the Cronbach 
(Table 1) and factor analysis results confirmed that the 
set of questionnaire is both valid and reliable. 

Table 2 shows the overall summary of the descriptive 
statistical analysis on the HFC. Overall, the awareness 
process scored the highest mean score of 4.27, followed 
by the statement that the potential of Indonesia to be 
halal   hub   (mean   score   of   4.25)    and   respondents  
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Table 2. General descriptive statistical analysis. 

 

Questions number Mean Median Std dev. Minimum Maximum Range Kurtosis Skewness 

1. Awareness process involved (HFC 1) 4.27 4.00 0.747 2 5 3 0.209 - 0.788 

2. Tediousness (HFC 1) 2.51 2.5 0.952 1 5 4 0.925 0.499 

3. Stringentness (HFC 1) 3.93 4.00 0.761 2 5 3 - 0.929 -0.021 

4. Increase market share (HFC 1) 4.23 4.00 0.716 2 5 3 -0.286 -0.528 

5. Increase market competitiveness (HFC 1) 4.16 4.00 0.686 2 5 3 -0.101 -0.399 

6. Customers very particular HFC (HFC 1) 4.00 4.00 0.796 2 5 3 -0.160 -0.481 

7. HFC promotes satisfaction, confident and trust (HFC 1) 4.15 4.00 0.681 2 5 3 -0.060 -0.383 

8. Potential to be halal hub (HFC 1) 4.25 4.00 0.667 2 5 3 0.190 -0.528 

9. Regulatory framework is sufficient (HFC 2) 3.78 4.00 0.669 2 5 3 -0.415 0.078 

10. Proper monitoring mechanism (HFC 2) 3.82 4.00 0.651 2 5 3 -0.206 -0.028 

11.  Govt. proactive enforcing HFC (HFC 2) 3.65 4.00 0.713 2 5 3 -0.224 -0.034 

12. Transportation system is effective (HFC 2) 3.52 3.00 0.728 2 5 3 -0.259 0.245 

13. Facilities for research centers (HFC 2) 3.75 4.00 0.608 2 5 3 -0.080 -0.078 

14. Content of information is sufficient (HFC 3) 3.61 4.00 0.747 1 5 4 0.821 -0.524 

15. Content of information is up to date (HFC 3) 3.48 3.00 0.728 1 5 4 0.641 -0.245 

16. Content of information is published regularly (HFC 3) 3.59 4.00 0.709 1 5 4 0.995 -0.404 

17. Halal hub information is relevant (HFC 3) 3.57 4.00 0.725 1 5 4 0.775 -0.244 

18. Sufficient websites on halal products (HFC 3) 3.43 3.00 0.751 1 5 4 0.422 -0.190 
 

Std dev, standard deviation. 

 
 
 
agreement that Halal certificate enable them to 
increase their market share (with a mean score of 
4.23). On the other hand, the tediousness of the 
Halal certification process scored the lowest mean 
score of 2.51. This shows that most of our res-
pondents disagree that the Halal certification pro-
cess is tedious. Whilst their perceptions towards 
information dissemination is very low whereby the 
mean score on the sufficient websites on halal 
products and content of information is up to date 
scored second and third lowest with a mean score 
of 3.43 and 3.48, respectively. Table 3 sum-
marizes the total average mean score and 
average standard deviation for each of the Halal 
food certification (HFC). 

Part 2 – Specific results 
 
 Principle component analysis (PCA) revealed the 
presence of three components with Eigen values 
exceeding 1, and Table 4 presents the total and 
cumulative variance for each of the HFC. HFC 1 
contributes the most as it accounts for the largest 
variance (43.3%) among the HFCs, followed by 
HFC 2 (16.8%) and HFC 3 (8.2%). 

Table 5 summarizes the profile of our res-
pondents. 62.7% of respondents were males and 
most of them have heard of Halal Hub. 59.8% of 
our respondents have Halal certified products 
(majority from MUI), unlike the findings of Fatimah 
(2007). This could be explained by the location 

factor as all of our respondents were based in the 
city area (Jogjakarta), whilst Fatimah (2007) 
respondents came from several rural areas of 
West Java. More than 50% of our respondents 
were degree holders and most of them did their 
own record keeping. However, only 10 of them 
(9.8%) were able to venture in the international 
market. This could be as reasoned by Darmawan 
(2004). 

Table 6 depicts the specific results of our study. 
It shows that our respondents who have Halal 
Certified products compared to those who did not 
have produces significant results at 95% 
confidence level for all the HFCs (HFC 1, HFC 2 
and HFC 3). While  the  SME  entrepreneurs  who  
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Table 3. Descriptive statistics for each of the HFC. 
 

HFC No. Average mean score Average Std dev. No. of items 

HFC 1 3.936 0.492 8 

HFC 2 3.704 0.541 5 

HFC 3 3.535 0.643 5 

 
 
 

Table 4. Principal Components Analysis statistics. 
 

Component 
Initial Eigenvalues 

Total % of variance Cumulative % 

HFC 1 7.794 43.299 43.299 

HFC 2 3.016 16.757 60.056 

HFC 3 1.474 8.192 68.247 

 
 
 

Table 5. Profile of respondents. 

 

S/N Characteristics Total No. Percentage 

1. 

Gender   

Male 64 62.7 

Female 38 37.3 
    

2. 

Heard of Halal Hub   

Yes 90 88.2 

No 12 11.8 
    

3. 

Has Halal certified product(s)   

Yes 61 59.8 

No 41 40.2 
    

4. 

Intention to apply Halal Certificate   

Yes 86 84.3 

No 16 15.7 
    

5. 

Self-record keeping   

Yes 94 92.2 

No 8 7.8 
    

6. 

Academics background   

Degree holder 46 54.9 

Non-degree holder 56 45.1 
    

7. 

Ventured international market   

Yes 10 9.8 

No 92 90.2 

 
 
 

have the intention to apply for Halal Certification 
compared to those who did not intend to apply produces 
significant results at 95% confidence level for HFC 1 and 
HFC 2, whilst produces 90% confidence level with HFC 
3.In relation to those respondents who have heard of the 
Halal hub compared to those who have not heard of the 
Halal hub produces significant results at 95% confidence 

level with HFC 1 and HFC 2. In terms of those 
respondents who did their own self record keeping 
compared to those who did not produces a significant 
result at 95% confidence level with HFC 1.  

Finally, those respondents with at least a bachelor 
degree compared to those who did not have a bachelor 
degree  produce  a  significant  result  with HFC 3 at 90%  
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Table 6. HFC versus entrepreneurs‟ characteristics. 
 

HFC Description Mean Value 

HFC 1 

Perceptions towards  certification process, market share and market competitiveness   

i. Heard of Halal Hub  0.000** 

a. Yes 4.0125  

b. No 3.3542  

ii. Intention to apply Halal Certificate  0.000** 

a. Yes 4.0625  

b. No 3.2500  

iii. Halal certificate for product(s)  0.000** 

a. Yes 4.1148  

b. No 3.6677  

iv. Self record keeping  0.039** 

a. Yes 3.9641  

b. No 3.5938  

v. Academics background  0.690 

a. Degree level 3.9565  

b. Non-degree level 3.9174  
    

HFC 2 

Views on the government support and monitoring   

i. Heard of Halal Hub  0.008** 

a. Yes 3.7556  

b. No 3.3167  

ii. Intention to apply Halal Certificate  0.000** 

a. Yes 3.7953  

b. No 3.2125  

iii. Halal certificate for product(s)  0.000** 

a. Yes 3.8721  

b. No 3.4537  

iv. Self record keeping  0.405 

a. Yes 3.7170  

b. No 3.5500  

v. Academics background  0.890 

a. Degree level 3.6957  

b. Non-degree level 3.7107  
    

HFC 3 

Perceptions on information dissemination   

i. Heard of Halal Hub  0.386 

a. Yes 3.5556  

b. No 3.3833  

ii. Intention to apply Halal Certificate  0.096* 

a. Yes 3.6047  

b. No 3.1625  

iii. Halal certificate for product(s)  0.004** 

a. Yes 3.6852  

b. No 3.3122  

iv. Self record keeping  0.524 

a. Yes 3.5234  

b. No 3.6750  

v. Academics background  0.062* 

a. Degree level 3.4043  

b. Non-degree level 3.6429  

c.    
 

* and **, for Significant at 10 and 5% level, respectively. 



 
 
 
 
confidence level. 
 
 
DISCUSSION 
 
Discussion on overall findings 
 
Basically, most of our respondents were aware the 
process involved in the Halal Food Certification and 
agreed that by having their products halal certified could 
promote customers‟ satisfaction, confidence and trust 
besides able to boost their market share and market 
competitiveness although halal certification is a voluntary 
principle as adopted by the Indonesian government. They 
were also confident that Indonesia has the potential to be 
halal hub since the mean scores for the above 
statements lie in the upper range (Likert Scale Score 
ranges between 4.0 and 4.27). In contrast to what have 
been claimed by Soesilawati et al.‟s respondents (2010), 
it seemed that our respondents disagree that the halal 
certification process is tedious (mean Likert Scale score 
is 2.51) but agreed that the process is rather stringent 
(mean Likert Scale score is 3.93). Thus, the statement 
that the long process and procedures in obtaining Halal 
certification were not considered as a main burden for 
them to register their products. Among the three HFCs, 
the mean score for HFC 1 (Market share, 
competitiveness and halal certification process) scored 
the highest average mean score of 3.936 (as depicted in 
Table 3). The average mean score on their views on their 
government support and monitoring rank in the second 
place (average mean score of 3.704). However, the 
average mean score on the information dissemination 
rank in the third place (average mean score of 3.535). 
Thus, this implies that the agency involved in issuing 
Halal certification (like MUI) should improve in promoting 
halal hub amongst SMEs like the sufficiency of its 
contents, up to date information and published regularly 
in accessed media.   
 
 
Discussion on specific findings 
 
Basically we have found five major issues in our specific 
findings. They are as follows: 

First, our respondents who have heard of halal hub 
scored much significantly higher mean score for HFC 1 
(perceptions towards certification process, market share 
and market competitiveness) and HFC 2 (views on the 
government support and monitoring). This could be 
explained that they could be more aware on things 
happening around them hence gave a much higher Likert 
Scale Score compared to those who have not heard on 
the halal hub. 

Second, in relation to those respondents who have the 
intention to apply Halal Certificate compared to their 
counterpart scored much significantly higher  mean score  
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for the HFC 1 and HFC 2 (95% confidence level) and 
HFC 3 (at 90% confidence level), this could explain that 
possibly they were more aware that Halal Certificate 
could serve as a competitive advantage to their business 
hence able to widen their market share besides able to 
foresee the current market trend in terms of food safety 
and quality in meeting the primary requirement of their 
consumers. Their HFC 3 (perceptions on information 
dissemination) mean score also much higher than their 
counterpart could be explained that they were more 
aware on the halal hub information dissemination hence 
wish to grab the opportunity available in the market place 
could be done by having their products halal certified. 

 Third, those respondents who have Certified Halal 
products gave significance results for HFC 1, HFC2 and 
HFC 3. This could be explained that they foresee by 
having Halal product Certification will enable them to 
boost their market share hence expanding their 
businesses through customers‟ confidence and trust 
(HFC 1). Since they have undergone the Halal 
Certification process, they might find that the process of 
getting Halal Certification was not that tedious and 
stringent compared to those who did not have Halal 
Certified products. They also gave a much higher score 
for the government support and monitoring (HFC 2) and 
HFC 3 (perceptions on information dissemination) 
compared to those who did not have Halal Certified 
products could explain that they might get more 
information based on their exposure during the halal 
certification process, possibly get more knowledge from 
the relevant agency‟s officers like officers from MUI 
compared to those who did not have halal certified 
products. To explore in greater detail on this issue, we 
focus on the feedback from our respondents. 58.8% 
either strongly disagree or disagree with the statement 
that the government is proactive in enforcing the halal 
certification. This could enlighten the authority to be more 
proactive and aggressive in promoting the halal 
certification among the Indonesian SMEs especially in 
grabbing opportunity to market their products interna-
tionally. As depicted in Table 5 above, although more 
than 60% of our respondents have halal certified 
product(s), less than 10% of them managed to venture in 
the international market. This could be due to either they 
prefer to concentrate in the domestic market or they do 
not have enough information to market their products 
internationally. 

Fourth, among our respondents who did their own 
record keeping compared to those who did not in relation 
to market share, competitiveness and halal certification 
process (HFC 1) gives a significant result at 95% 
confidence level. Those with self kept record keeping 
gave a much higher mean score compared to those who 
did not could be attributed to the notion that they 
understand their business environment and the process 
of getting halal certification better compared to those who 
did not do on their own. 
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Finally, among our respondents who had a degree 
compared to those non-degree holders in relation to 
information dissemination (HFC 3) shows a significant 
result at 10% level. As reflected in the academic back-
ground of our respondents, degree holders gave a much 
lower mean score compared to non-degree holders for 
the mean score on information dissemination (HFC 3). 
Thus, the higher the education level, the higher the 
expectation that the relevant authority could disseminate 
more information to enhance the country to become a 
halal hub. This could be explained that the Indonesian 
government could possibly be considered slightly 
insensitive in terms of halal food consumption as claimed 
by Soesilawati (2010) hence it does not bother to 
disseminate information on this issue. 
 
 
Conclusion 
 
Indonesia has to face several challenges to place itself 
among the global halal hub market. The major thing that 
it has to focus is to instil halal market trust on its 
capability to produce genuine halal food products. This 
could be done by enforcing, implementing and monitoring 
halal certification among its SMEs food producers 
besides disseminating information on halal hub and the 
availability of the world demand on the halal products. It 
also could highlight the importance of the SME 
entrepreneurs involved in the halal food products to 
venture in the international market by providing effective 
transportation system, facilities for halal products‟ 
research centres and other supports to foster its SMEs to 
tap this international demand. 
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