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Abstract— Muslims population as the second-largest adherents in the world is considered to be the most expanding religion 
globally. The concept of halal, meaning permissible according to the Islamic teachings, is often regarded as an absolute 
criterion for Muslims' consumption. Globalisation has also broadened this phenomenon. Today’s demand in halal products is 
not only centralised in Muslim countries, but has also spread out to Western communities along with the migration of 
Muslims all around the world. Nevertheless, behind its tremendous growth, halal market has some critical issues which need 
to be addressed. As the halal market continues to deepen and widen, serious implications haunt its growth. This business 
practices of commercialising halal has created commodification of Islam. The absence of international standardised 
regulation and control about certification of halal encourages this ongoing practice of commodifying Islam or ‘halalisation’. 
Therefore, international halal accreditation is a good initiative to ensure compliance of world-wide halal products to 
overcome some challenges lurking on this growing trend of halal market. 
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I. INTRODUCTION 
 
Muslims population as the second-largest adherents 
in the world is considered to be the most expanding 
religion globally. The growth of Islam was projected 
as the world’s fastest growing religion with 2.8 
billion people projected in 2050, which would 
account for 30% of the world population (Pew 
Research Center, 2015). According to this projection, 
there will be an increasingly claim a bigger share of 
the world’s consumer spending. With the rapid 
growth of the Muslim population, it is no wonder that 
halal is ever more expanding in becoming an industry 
of its own, worth around $1.9 trillion in 2015 
(Thompson Reuters & Dinar Standard, 2016). The 
concept of halal, meaning permissible according to 
the Islamic teachings, is often regarded as an absolute 
criterion for Muslims' consumption. Globalisation has 
also broadened this phenomenon. Today’s demand in 
halal products is not only centralised in Muslim 
countries, but has also spread out to Western 
communities along with the migration of Muslims all 
around the world. Nevertheless, behind its 
tremendous growth, halal market has some critical 
issues which need to be addressed. This paper is an 
attempt to discuss the concept of halal market and its 
development. In order to do that, the paper will begin 
by exploring factors in account for its growth as a 
market, and providing a critical perspective of Islamic 
commodification in its current practice. As the halal 
market keeps growing, there needs to be 
decommodification as a balancing force to tackle this 
problem and to ensure the authenticity of halal 
products. 
 
II. THE HALAL LANDSCAPE AND ITS 
CONTRIBUTING FACTORS 
 
Halal is an Arabic word that refers to permissibility 

of actions or consumptions in accordance with 
Islamic law (Shari’ah). According to Alserhan 
(2010b, p. 105), “halal is the norm and haram is 
exception”. This idea constructs the general principle 
within halal paradigm of consumption. While halal 
can be translated as permissible, haram is its 
complete opposite. An assessment on the 
permissibility of a product does not only entail the 
ingredients (e.g. not containing pork or alcohol), but 
also how it is processed, handled, stored, and 
obtained (Riaz & Chaudry, 2003; Shirazi, 2016). 
Looking deeper into it, the core concept of halal 
implies purity, beneficial, integrity, and transparency 
(Shirazi, 2016; Wilson & Liu, 2011). These are all in 
line with the moral obligations as a guidance in 
Muslims everydayness which is determined by 
Shari’ah. 
Muslim consumer behaviour is bounded by the 
framework of Islamic law, including being able to 
distinguish between halal and haram (Wilson, 2014). 
Those rules are derived from Islamic ontological 
source of knowledge such as Quran and Sunnah 
(Kazmi, 2005). Quran (2:168) commands mankind to 
eat what is halal and tayyeb (good). However, there 
are only few specific wants and needs which are 
stated in those Islamic ontological sources, as both 
mostly contain general rules as a way of life for 
Muslims and all humankind. 
 
To fill this gap, fatwa rulings offer an interpretation 
of the verses in Quran and Sunnah which are more 
specific and explicit, thus more understandable for 
Muslims. Fatwa are produced by Muslim scholars 
(ulama) in accordance with their interpretation of 
Islamic ontological sources on contemporary issues in 
the Muslim world (Turner, 2006; Wiechman, 
Kendall, & Azarian, 1996). Hence, fatwa plays 
important role to become a fundamental reference in 
the life of modern Muslims.   
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Bailey and Sood (1993) found that Muslim 
consumers tend to be more committed to their 
religious beliefs and practices than those of other 
faith. The conformity of Muslims towards Sharia law 
and halal requirements corresponds with Consumer 
Culture Theory (CCT), which studies how people 
actively derive and convert meanings in products, 
brands, promotions, and the environment to enhance 
their identity and lifestyle goals (Grayson & 
Martinec, 2004). The theory provides support on the 
prevalence of halal and development of its market, 
which construes Muslim’s individual and collective 
identities (Schau & Gilly, 2003). As halal has such a 
powerful meaning to Muslim consumers, they will 
always seek it even if globalisation has transported 
them to other parts of the world.  
 
Various push and pull factors contribute to the rapid 
development of the halal market. First and foremost 
is the growing Muslim population, including the 
Muslim diaspora outside of Muslim-majority 
countries. The global Muslim population is expected 
to rise from 1.7 billion in 2014 to 2.2 billion by 2030 
(Grim & Karim, 2011). This demand does not only 
originate from wealthy consumers, traditionally from 
oil-rich economies, but also from the rising middle 
class consumers referred to as the “critical middle” 
(Nasr, 2011, p. 22). 
 
Secondly, the Muslim majority countries have large 
economies, which is also growing at a faster rate than 
the global economy (Thompson Reuters & Dinar 
Standard, 2016). This translates to a high purchasing 
power of its citizens (Adams, 2011), and a high 
capability to produce various products to support the 
halal market it each respective country and in the 
world as a whole. In addition, the countries are also 
taking up halal market-oriented strategies to further 
drive their economic growth.  
 
Furthermore, global multinational and developed 
economies have also participated in developing the 
halal market (Alserhan, 2010a, p. 38) in order to 
broaden their market base and reach more consumers. 
Product innovations from global brands have created, 
among others: Islamic accounts in various world-
known conventional banks, and halal travel packages 
to various, but not necessarily Islamic countries (e.g. 
Japan).n service sector which engage directly to 
locals and tourists. 
 
III. COMMODIFICATION AND THE 
INTERNATIONAL HALAL 
STANDARDISATION INITIATIVE 
 
As the halal market continues to deepen and widen, 
serious implications haunt its growth. This business 
practices of commercialising halal has created 
commodification of Islam. Shirazi (2016) depicts it as 
transforming the religion, symbols, and concepts 

(including halal) into something that can be 
exchanged in the market. As a religion, now Islam is 
being promoted and marketed just like any other 
commercials goods in order to attract followers and 
buyers, as strongly indicated by mass strategy of 
producers in labelling their products or services by 
adding the ‘Islamic’ prefix. Such ‘halal-labelled’ 
industry will modify even the most mundane goods or 
services into Islamic commodities and, in doing so, 
continue transfiguring piety into profit. 
 
In this globalised world, halal is no longer simply an 
Islamic injunction for permissible food (Fischer 2011, 
p. 80), but has “morphed into an explosion of 
products and services, some useful and some 
superfluous” (Shirazi, 2016, p. 199). One interesting 
example regarding commodifying Islam is the case of 
‘Islamic socks’ found by Meneley (2007) in Yemen, 
which are actually common black stockings produced 
in China. These is no clear link how these socks are 
connected to Islamic values. As Wilson and Liu 
(2010) pointed out, a product can only be accepted as 
halal if it was intended for Islamic purposes and aids 
consumers in better practising the religion. 
Nevertheless, commodification has stripped the 
concept of halal from everything it symbolizes.  
 
Consequently, this commodification will result in 
“fictitious commodities” in the sense that they are not 
truly distinct products (Polanyi, 1944, p. 75). Thus, it 
is feared that if marketisation of religion leads to a 
change of social formation in the society, then Islam 
will only become a supplement of this hegemonic 
economic system, not the central part of the economic 
activities. Although Shirazi (2016) believes that the 
commodification of Islam will continue, Wilson and 
Liu (2010) argue for its decommodification. This 
would require a greater emphasis on the process of 
achieving halal, including making the products 
tayyeb. Thus, halal can go hand in hand with other 
ethical and healthy practices, such as organic, fair 
trade and sustainability. Such quality assurance 
emphasises the need for rigorous examination and 
reliable certification. 
 
The absence of international standardised regulation 
and control about certification of halal encourages 
this ongoing practice of commodifying Islam or 
‘halalisation’. Conflicting fatwas can occur between 
multiple certification bodies in one country, as well 
as among different countries. However, in most 
countries halal certification is still unregulated 
(Hashim, 2011). Protecting the integrity of the entire 
halal value chain (Soon, Chandia, & Regenstein, 
2017) is also vital in this certification endeavour as 
Muslims are willing to pay more for halal products 
(Verbeke, Rutsaert, Bonne, & Vermeir, 2013), thus 
attract the potential of fraud. 
 
The International Halal Accreditation Forum 
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(Thompson Reuters & Dinar Standard, 2016), which 
aims to find a common understanding and standards 
of halal, and accredit certification bodies which 
comply with it, is appreciated as a good initiative for 
borderless standardisation of halal. Halal certification 
plays an vital role in ensuring compliance to Islamic 
law and in assuring consumers of the reliability of 
halal products. Stable infrastructure and standardised 
certifying processes also boost the country’s 
recognition and reliability in the global halal network. 
This is why the existence of a common halal standard 
is essential to bring some coherence to the rapid 
process of commodification in halal markets.  
 
CONCLUSION 
 
The promising expansion of global halal markets has 
to be appreciated as a signal of the rise of Muslims’ 
awareness regarding halal products. At the same time, 
commodification of Islam and unethical branding 
issues should be considered as worrisome 
consequences that need to be addressed. This 
phenomenon provides a lesson to be learnt that 
Islamic marketing and branding should go beyond 
‘halal’ and proactively seek for ‘tayyeb’. Therefore, 
international halal accreditation is a good initiative to 
ensure compliance of world-wide halal products to 
overcome some challenges lurking on this growing 
trend of halal market. 
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