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Abstract

The rapid development of the halal industry has positioned halal branding as a critical element in
influencing consumer behavior and shaping marketing strategies. In the increasingly competitive
global market, halal labeling and brand image significantly shape consumer trust and
preferences, which subsequently impact a company's marketing performance. Despite its
importance, research on how halal brands affect marketing performance remains limited. This
study conducted a bibliometric analysis of halal brands and marketing performance by reviewing
previous studies indexed in the Scopus database from reputable international journals. Using
guantitative methods, the collected data provides a comprehensive overview of outputs,
organizations, authorship, and topic characteristics, demonstrating the feasibility of bibliometric
analysis. The research focuses on articles published between 2012 and 2022, utilizing search
engines such as Google Scholar, Scopus, Elsevier (Science Direct), and Publish or Perish.
Results show a growing academic interest in the relationship between halal brands and marketing
performance, indicating the need for further research to deepen understanding in this area.
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INTRODUCTION

Marketing performance determines business profits, digital marketing performance needs to
be measured in order to get an overview of company profits (Jarvinen & Karjaluoto, 2015)
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performance results in marketing are generally conceptualized and operationalized (Katsikeas et
al., 2016) However, there has been no research on marketing performance influenced by halal
labels. The development and growth of a company requires a marketing strategy to link
marketing with the company's business performance (Katsikeas et al., 2016) an export marketing
strategy that enhances the export market and improves financial performance (Morgan et al.,
2012; Purba et al., 2021) performance indicators (Neiger et al., 2012)), and if the company's perf
ormance then it is necessary to pay attention to customer agility (Roberts & Grover, 2012)

To ensure better performance, market-based knowledge resources need to be aligned with
the implementation of marketing and innovation capabilities. Market orientation operates by
leveraging the synergy between marketing and innovation capabilities to impact customer-related
performance, but not innovation-related performance. Therefore, the correlation between
performance and the customer does not extend to performance and innovation (Ngo & O’Cass,
2012), organizational innovation enhances export performance through direct and indirect means,
such as sustaining technological innovation (Azar & Ciabuschi, 2017) improving performance
innovation in small and medium-sized enterprises (Scuotto et al., 2017), utilizing resources and
capabilities to drive marketing strategy and ultimately impact competitive advantage and
performance (Leonidou et al., 2013; Pundziene et al., 2021) and enhancing analytical capabilities
for improved competitive (Mikalef et al., 2020).

Literature support on company performance and sales performnce, in research that
managing a company's image efficiently (Amores-Salvado et al., 2014), managing a brand's
image (Grimmer & Bingham, 2013), corporate social performance (Esteban-Sanchez et al., 2017)
company performance being influenced by a strong marketing department (Feng et al., 2015),
company performance configures internally rather than from customer influence (Frambach et
al., 2016) the relationship between supply chain performance and marketing performance is
stronger than the relationship between supply chain performance and organizational financial
performance (Whitten et al., 2012), sales performance is the relationship between word of mouth
and customer satisfaction of service companies (Eisingerich et al., 2014) supply chain
management must be integrated with marketing (Kazancoglu et al., 2018). Nevertheless, there is
a lack of data regarding the impact of halal labeling on marketing performance. Therefore, it is
intriguing for us to delve into this topic and undertake further research.

According to (Martin & Javalgi, 2016), management has a crucial role in driving marketing
capabilities and performance, as well as green performance. (Lai & Wong, 2012) also emphasize
the importance of resources and capabilities as drivers of hotel environmental marketing
strategies. Implications for gaining a competitive edge and achieving high performance.
Therefore, achieving good performance necessitates the implementation of innovative strategies
within the framework of social networks (Muller & Peres, 2019) as well as the utilization of
performance indicators to guide decision-making (OKklevik et al., 2019)

Several factors can influence its performance such as Facebook exerts a beneficial influence
on the non-financial performance of SMEs (Ainin et al., 2015) business performance and social
media (Paniagua & Sapena, 2014) rural communities in Saudi Arabia adopt and diffuse ICT to
help SME business owners or managers (AlBar & Hoque, 2019), through social media that

40 | AL-TIJARY, Vol. 10, No.1, Desember 2024



Tikawati, Syarifah H, Zainal A, Rahmawati, Bibliometric: Halad Brand.....

manages negative consumer comments can improve hotel marketing (Kim et al., 2015)), The
impact of intellectual capital on performance (Hsu & Wang, 2012) the use of social media and
organizational performance in Malaysia (Parveen et al., 2015). The impact of social media on the
sales performance of businesses (Rodriguez et al., 2012) are not spared from the performance
challenges themselves (Simdes & Marques, 2012). The literature that discusses that Muslims
with halal brands have a positive effect on loyalty to halal brands (Choi & Rahman, 2018)the
perception of a halal brand's image, contentment, trust, and loyalty have a substantial impact on
the intention of consumers to purchase halal products (Ali et al., 2018) cosmetic brands and halal
labels (Tournois, 2015).

Halal brands are not only in the field of cosmetics (Handriana et al., 2020) because the
performance of halal labeling has a notable impact on the brand image of halal cosmetic products
(Lestari et al., 2020) halal cosmetics for generation Y are the reason why they buy (Khan et al.,
2021) the legal brand image has a significant impact on the perception, satisfaction, trust, and
loyalty towards a legal brand (Ali et al., 2020) although the overall consumer perception of
quality, product value, purity, and health awareness trumps the notion of religiosity (Bukhari et
al., 2019), halal brands are not without challenges, but on the one hand halal brands are the cause
of consumers to buy.

Halal brands, Multiple research studies have been conducted to examine the various aspects
that impact customers' decision to purchase products with halal labels (Ali et al., 2017), the role
of legal brand awareness affects the relationship between product knowledge and involvement in
buying decisions (Rachmawati et al., 2022). Halal Brand Personality with five dimensions,
namely, Purity, Joy, Security, Sophistication, and Truth (Ahmad, 2015). Halal brands have
significant relevance in a global context, especially given the rapid growth of the Muslim
population and the increasing demand for products and services that comply with sharia
principles. According to data from the Global Islamic Economy Report, the halal industry is
predicted to continue to increase rapidly every year (Hidayat et al., 2023).

In this bibliometric research, several key questions are made as follows:

RQ1. What journal contains the most about Halal Brand and marketing performance?
RQ2. Who are the most active researchers?

RQ3. What subtopics are covered in Halal Brand and marketing performance?

RQ4. What methods are used?

RQ5. Which country discusses Halal Brand and marketing performance a lot?

RQG6. What are the frameworks that appear in Halal Brand and marketing performance?

METHOD

This study only used searching google scholar, scopus, elsevier (science direct) and Perish
and Publish, from global publications pertaining to the research field using the keywords "halal
brand", "marketing performance"” published from 2012 to 2022 (Wahono, 2016), and this study
found 860 articles found. To strengthen the research using strategies for bias reduction and
dispute resolution, this SLR research with a review of the existing systematic review was carried
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out to determine the study selection method (Petersen & Ali, 2011). The search technique uses
keywords and this research has seven key questions or research questions (RQ) that discuss what
journals contain the most about marketing performance and halal brands, who are the most active
researchers, what subtopics are discussed in Marketing Performance and Halal Brand, what
methods are used, which countries discuss marketing performance and halal brands, what are the
frameworks that appear in Marketing Performance and Halal Brand. The article data set for in-
depth discussion is 79 articles, while data processing with Microsoft Excel 2019 also uses the
"Mendeley" reference manager application and visual data processing using VosViewer
software.

This study employed a systematic bibliometric analysis approach to explore research trends
on halal brands and marketing performance. The data collection process was conducted in
several detailed stages as follows like Figure 1 bellow: First, Database Selection. The primary
data sources were international and reputable academic databases, namely Scopus, Google
Scholar, Elsevier (ScienceDirect), and Publish or Perish. These databases were chosen for their
comprehensive coverage of high-quality research articles. Second, the keywords used for the
article search included: "Halal brand", "Marketing performance”, "Halal labeling and marketing",
"Halal certification and consumer behavior”. To ensure precision, Boolean operators were
applied such as AND and OR (e.g., “halal brand” AND “marketing performance”). The search
was limited to titles, abstracts, and keywords to ensure relevance.

Third, Inclusion Criteria determain: Articles published between 2012 and 2022 to ensure up-
to-date research trends; Peer-reviewed journal articles and proceedings; Articles written in
English to ensure global relevance; Research specifically discussing halal brand and its
correlation to marketing performance.Exclusion Criteria: Articles focusing on unrelated
industries or non-halal markets; Non-peer-reviewed sources such as blog posts, unpublished
theses, or opinion pieces; Articles without access to full texts.

Screening Process : Initial Screening: From an initial retrieval of 860 articles, titles and
abstracts were first reviewed to eliminate irrelevant studies; Secondary Screening: A deeper
evaluation was conducted by reviewing the full texts of 210 articles that passed the initial
screening. The focus was on identifying research that explicitly addressed the relationship
between halal branding and marketing performance. Final Selection: After rigorous evaluation,
79 articles were deemed eligible and relevant for further bibliometric analysis.

Data Management and Analysis : Data Organization (The selected articles were managed
using Mendeley for reference organization); Visualization Tools (VOSviewer software was
utilized to visualize bibliometric networks, including co-authorship, keyword co-occurrence, and
publication trends); Data Analysis (Quantitative analysis was conducted to identify trends,
frequently cited authors, prominent journals, and thematic areas related to halal branding and
marketing performance). This detailed data collection and screening process ensured the
reliability and validity of the findings while providing a comprehensive overview of the current
research landscape in the field of halal branding. Clarifying the steps of bibliometric research is
carried out with the following design:
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Digital material selection Year of Publication 2012-2022

Publication Type Journal Articles
Article of Proceedings

Keywords/ definitions

Setting Keywords “Halal brand”,
Review 860 articles marketlng”

performance

l “Marketing
Review Abstract 210 articles Management”

v
Final article 79 Final Selection 79 ltems
Figure 1

Steps of Bibliometric Research

RESULTS AND DISCUSSION

The initial stage of bibliometric activities is to determine keywords, namely using the
keywords "halal brand”, "marketing performance”, "marketing management™” using the Scopus
database search engine, with a specific emphasis on Article Titles, Abstracts, and Keywords
(Falagas et al., 2008; Q. Wang et al., 2020). Restricted to the year of publication from 2012 to
2022, the study found 860 articles that we strictly adhered to research standards by exclusively
selecting English-language articles from recognized international publications. These articles
were then refined to provide more specific and focused results, with a particular emphasis on
generating successful learning outcomes. Therefore, This study used a framework review
technique, guided by a set of inclusion and exclusion criteria, to eliminate irrelevant studies
(Wahono, 2016), in addition, bibliometric analysis necessitates an assessment of the
appropriateness and ramifications of the existing database in comparison to alternative options
(Alryalat et al., 2019; Petersen & Ali, 2011).

As a result of halal brands, marketing performance is examined inductively by tracing the
evolution of trends and their patterns in scientific production in the disciplines studied (Bonilla et
al., 2015). Meanwhile, the literature of the classification section is completed before accurate or
actual data analysis is carried out by combining inductive and deductive methods through
triangulation and this allows the use of different data sources from different authors to analyze
certain concepts (Scheffler & Brunzel, 2020). The data were analyzed using the bibliometric
method (Bonilla et al., 2015; Herrera-Franco et al., 2020; Scheffler & Brunzel, 2020), then the
findings are summarized in the results and discussion section. In addition, VosViewer is applied
to classify published literature and extensive network relationships due to its ability to function
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effectively with huge data sets, visualizations, analysis, and different breakthrough studies. The
bibliometric method has previously been confirmed to be efficient for the scientific mapping of
journal articles due to its ability to apply visuals, graphics, and maps to present different
perspectives of a concept (Stopar & Bartol, 2019; Q. Wang et al., 2020).

RQ1. What journal has the most
Results of searching and analyzing bibliometric data in the most journals that write about halal
brands and marketing performance like figure 2:

Jurnal Publisher

British Journal of Management
Food Research
Health Promotion Practice

Industrial Management and Data Systems

Information and Management

International Journal of Business and Society
International Journal of Hospitality Management
International Journal of Scientific and Technology Research
Joule

Journal of Animal Science

Journal of Business Research

Journal of Distribution Science

Journal of International Food and Agribusiness Marketing
Journal of Marketing

Journal of Retailing and Consumer Services

Journal of System and Management Sciences
Kemanusiaan

Omega

Journal of Islamic Marketing
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Figure 2. Publisher writing halal brand and marketing performance
Clarifying the display of the data in figure 1, it is described again in bold as follows:

Table 2: Halal brand publishers and marketing performance

Publisher Quantity

Journal of Islamic Marketing 1
Asia Pacific Journal of Marketing and Logistics

British Journal of Management
Entrepreneurship: Theory and Practice
Food Research
Frontiers in Psychology
Health Promotion Practice

S
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Publisher Quantity
IEEE International Conference on Industrial Engineering and 1
Engineering Management
Industrial Management and Data Systems
Information and Management
International Business Review
International Journal of Business and Society
International Journal of Civil Engineering and Technology
International Journal of Research in Marketing
International Journal of Scientific and Technology Research
International Marketing Review
Journal for Global Business Advancement
Journal of Animal Science
Journal of Business Ethics
Journal of Distribution Science
Journal of International Food and Agribusiness Marketing
Journal of Manufacturing Technology Management
Journal of Retailing and Consumer Services
Journal of Service Research
Journal of System and Management Sciences
Kemanusiaan
Management Decision
International Journal of Hospitality Management
Joule
Journal of Interactive Marketing
Journal of Product Innovation Management
Omega
Tourism Management
Industrial Marketing Management
Journal of Cleaner Production
Journal of Marketing
Journal of Business Research
Journal of the Academy of Marketing Science 18
The analysis of publishers contributing to research on halal brand and marketing performance
reveals several important trends and insights:
Dominance of Specialized Journals
The Journal of Islamic Marketing emerges as one of the most prolific platforms, highlighting its
critical role in disseminating research focused on Islamic consumer behavior and halal market
dynamics. The frequent publication of articles in this journal underscores the growing academic

oUW W NN NN R|IRrIRrIRrIRrIRrIRIRIRIRIRIRIRPRIRIRRRRP

45 | Jurnal Ekonomi dan Bisnis Islam



Tikawati, Syarifah H, Zainal A, Rahmawati, Bibliometric: Halad Brand.....

interest in understanding halal branding as a strategic marketing approach, especially among
Muslim-majority markets.

Presence of Multi-Disciplinary Journals

Other prominent journals include the Journal of Business Research, International Journal of
Hospitality Management, and Journal of Marketing. The inclusion of these journals indicates that
halal branding is not confined to Islamic studies but is a multi-disciplinary concern, intersecting
with general business, marketing, and hospitality sectors. This diversity suggests that halal
branding has broad relevance and is increasingly recognized as a global marketing phenomenon.
Regional and Industry-Specific Journals

Several articles were published in industry-specific journals such as Journal of Retailing and
Consumer Services and Food Research. This indicates that halal branding is particularly
significant in sectors like food, cosmetics, and retail—industries where halal certification
strongly influences consumer behavior.

Growth in Global Academic Contributions

The spread of articles across various international journals, including those based in Europe,
Asia, and the Middle East, signifies the globalization of halal marketing discourse. It reflects the
worldwide relevance of halal branding and its impact on global market strategies, especially as
businesses aim to capture the expanding Muslim consumer market.

Implications for Academic and Industry Research

The diversity of publishers also suggests that halal branding is being explored from multiple
perspectives—ranging from consumer behavior and marketing strategies to ethical business
practices and regulatory frameworks. This opens opportunities for future research to adopt more
integrated approaches, combining insights from various disciplines to address complex
challenges in halal marketing.

RQ2. Who are the researchers.

There are a large number of active authors on this topic, but there are still very few active authors
and those that have relevance to the topic being analyzed, so the author data is displayed as
follows:
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Figure 3. Author from 2012-2022
RQ3. What subtopics are covered

The most active author writes on the topic of halal brand and marketing performance, the
relevance of which is very close:

Table 3: Authors, Halal Brand Topics and Marketing Performance

Name Quantity Topics

Ali, A 3 Halal brand

Morgan, N.A. 3 Marketing and business performance

Khan, M.A. 2 Halal brand equity

Ngo, L.V. 1 Innovation and customer-related performance
superiority

Jarvinen, J. 1 Marketing performance

Khan, A. 1 Brand experience and brand love for halal brands

Leonidou, C.N. 1 Marketing mix

Leonidou, L.C. 1 Competitive advantage and performance

Martin, S.L. 1 Marketing capabilities and performance

The results of the study show that the study of halal brands currently still has opportunities to be
developed, while halal brands with marketing performance are still few discussed, the topic of
halal brands is an interesting study until 2022, and the trend of halal brand research as shown in
the following figure 3:
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Figure 4. Halal Brand research trends

The results of the study show that the study of Halal Brand is currently still small compared to
other themes as shown in the following figure 4:
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Figure 5. Halal Brand research trends

The results show that there is still very little research on marketing performance, only related to
the development of the current digital world, so it can still be associated with several other
variables that are relevant and interesting for future research. From these findings, there is still
little discussion about marketing performance compared to other themes, which is shown in the
following figure 6:
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Figure 6. Marketing performance research trends

RQ4. What methods are used

To find out that the topic of halal brand and marketing performance in the research that has been
carried out, collected with the type or approach using what method is used in the research, the
data from this study are:

Metode penelitian yang digunakan

Kualitatif — I—
Kualitatif- NVIVO 11 .
Kuantitatif —
Kuantitatif Survey I
Kuantitatif (model SEM) s

0 10 20 30 40 50

Figure 7. Widely used research methods
Number of articles reviewed and year of publication:
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Figure 8. Years of halal brand research and marketing performance
RQ5. Which countries have talked a lot about

To find out the trend of topics and authors, the results are shown where the author's country of
origin, Indonesia, to discuss this topic there are only 6 authors who have published in
international journals. For an idea see the following picture:
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Figure 9. Origin of the author of the halal brand and marketing performance
RQ6. What are the emerging frameworks

Some of the findings that use the framework, one that we came up with was developed by
(Kazancoglu et al., 2018) as follows:
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GSCM Performance Assessment Framework

Economic /
Financial
Performance

Operational Logistics Organizational Marketing
Performance Performance Performance Performance

Environmental
Performance

Figure 10. Management Integration Framework (GSCM)

There are several research frameworks developed on this topic, it is very interesting to use as
material for exploring knowledge with research carried out with this topic.

Some previous research by Felix et al. (2017) Elements of strategic social media marketing: A
holistic framework. Journal of Business Research. 7, 118-126 and Wang et al. (2012). Social
media peer communication and impacts on purchase intentions: A consumer socialization
framework. Journal of Interactive Marketing, 26(4), 198-208 and Farias et al. (2014) “Store
atmospherics and experiential marketing: a conceptual framework and research propositions for
an extraordinary customer experience”, International Business Research, Vol. 7 No. 2, pp. 87-99.

[slamic Physical
Attributes

Customers’ Hq Customers’

satisfaction loyalty

Y

Islamic
Nonphysical
Attributes

":’_1'35,- IH 3h

Religious
Commitment

Figure 11. A conceptual framework and research “What motivate Muslim consumer to patronage
Islamic based- retail store?”

Source : Fauzi, W.I.M., Muhammad, N., Mokhtar, S.S.M. and Yusoff, R.Z. (2016), “What
motivate Muslim consumer to patronage Islamic based— retail store?”, International Review of
Management and Marketing, VVol. 6 No. S7, pp. 199-203.
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The results of the bibliometric analysis show that research trends related to halal brands
and marketing performance have increased significantly over the past decade. The growing
interest in this topic reflects the global awareness of the importance of halal values in marketing
strategies, especially amid the growing Muslim population and the increasing demand for
products that comply with sharia principles (Hidayat et al., 2023). This phenomenon shows that
halal brands are not only a religious identity, but also a competitive business strategy.

In the realm of theory, research on halal brands expands the understanding of the

concepts of brand trust and brand loyalty in the context of Islamic marketing. Trust in halal
brands has proven to have a significant influence on purchasing decisions, especially among
Muslim consumers who prioritize halal products as a form of compliance with religious
teachings. The study confirms that trust in halal brands is not only limited to the aspects of logos
or certifications, but also includes perceptions of transparency, product authenticity, and
corporate business ethics.
Furthermore, this research also enriches global marketing theory by adding ethical and religiosity
dimensions in market penetration strategies. Halal branding is becoming a strong differentiation
in the international market, especially in countries with large Muslim populations. In this context,
a value-based approach is essential to win consumer trust and increase brand loyalty. In addition,
this research emphasizes the importance of cross-cultural understanding in global marketing
strategies, especially in facing challenges related to consumer preferences and sensitivity to halal
products. (Ali et al., 2018; Shahnazari, 2018; Tieman, 2020)

Practically, this research trend provides strategic guidance for industry players. First,
companies need to emphasize more on transparency and education related to halal products.
Clear information about the certification process, ingredient composition, and halal production
process not only increases consumer trust, but also strengthens brand loyalty. Second, halal
branding needs to be integrated in all aspects of marketing strategies, from product design,
promotion, to after-sales service. This not only builds a positive image but also creates a strong
differentiation in a competitive market.

In addition, globally oriented companies can take advantage of halal brand trends as a
new market penetration strategy. With the increasing global consumer awareness of halal
products, the company has the opportunity to expand its market reach, not only in Muslim-
majority countries, but also in regions with thriving Muslim communities. This strategy requires
a deep understanding of local preferences and the integration of halal values in marketing
communications that are relevant to the local culture.

CONCLUSION

The bibliometric analysis of halal brand research and marketing performance from 2012 to
2022 reveals a significant increase in publications and academic interest, highlighting the
strategic role of halal branding in shaping consumer perceptions, building trust, and influencing
purchasing decisions. Key contributions to this literature come from reputable journals such as
the Journal of Islamic Marketing, Journal of Business Research, and Journal of Cleaner
Production, emphasizing the global and cross-industry relevance of halal branding.
Theoretically, this study enriches the literature on Islamic marketing and consumer behavior by
emphasizing the roles of trust, loyalty, and brand perception. It also expands international
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marketing theory, positioning halal certification and authenticity not just as legal requirements
but as strategic differentiators in gaining global consumer trust.

Practically, the study underscores the need for companies to prioritize transparency and
authenticity in halal certification as part of their branding strategies. Integrating halal values into
marketing communication, product development, and customer service can strengthen consumer
trust and loyalty, especially in markets with significant Muslim populations. For companies
aiming to expand globally, culturally adaptive marketing strategies are essential. Additionally,
the study offers avenues for further academic exploration, such as understanding digital
consumer behavior, the influence of social media on halal perceptions, and the role of halal
branding in sustainable marketing. Overall, halal branding emerges as a competitive business
strategy with potential to drive the sustainable growth of the global halal industry.

REFERENCE

Ahmad, M. F. (2015). Antecedents of Halal Brand Personality. Journal of Islamic Marketing,
6(2), 209-223. https://doi.org/10.1108/JIMA-03-2014-0023

Ainin, S., Parveen, F., Moghavvemi, S., Jaafar, N. I., & Shuib, N. L. M. (2015). Factors
Influencing The Use Of Social Media by SMEs and its Performance Outcomes. Industrial
Management and Data Systems, 115(3), 570-588. https://doi.org/10.1108/IMDS-07-2014-
0205

AlBar, A. M., & Hoque, M. R. (2019). Factors Affecting The Adoption of Information and
Communication Technology in Small and Medium Enterprises: A Perspective From Rural
Saudi  Arabia. Information Technology for Development, 25(4), 715-738.
https://doi.org/10.1080/02681102.2017.1390437

Ali, A, Ali, A, & Sherwani, M. (2017). Shaping Halal Into a Brand? Factors Affecting
Consumers’ Halal Brand Purchase Intention. Journal of International Food and
Agribusiness Marketing, 29(3), 234-259. https://doi.org/10.1080/08974438.2017.1312657

Ali, A., Sherwani, M., Ali, A., Ali, Z., & Sherwani, M. (2020). Investigating The Antecedents of
Halal Brand Product Purchase Intention: An Empirical Investigation. Journal of Islamic
Marketing, 12(7), 1339-1362. https://doi.org/10.1108/JIMA-03-2019-0063

Ali, A., Xiaoling, G., Sherwani, M., & Ali, A. (2018). Antecedents of Consumers’ Halal Brand
Purchase Intention: An Integrated Approach. Management Decision, 56(4), 715-735.
https://doi.org/10.1108/MD-11-2016-0785

Alryalat, S. A. S., Malkawi, L. W., & Momani, S. M. (2019). Comparing Bibliometric Analysis
Using Pubmed, Scopus, and Web of Science Databases. Journal of Visualized Experiments,
152. https://doi.org/10.3791/58494

Amores-Salvado, J., Castro, G. M. De, & Navas-Lopez, J. E. (2014). Green Corporate Image:
Moderating The Connection Between Environmental Product Innovation and Firm
Performance. Journal of Cleaner Production, 83, 356-365.
https://doi.org/10.1016/j.jclepro.2014.07.059

Azar, G., & Ciabuschi, F. (2017). Organizational Innovation, Technological Innovation, and
Export Performance: The Effects of Innovation Radicalness and Extensiveness.
International Business Review, 26(2), 324-336.
https://doi.org/10.1016/j.ibusrev.2016.09.002

53 | Jurnal Ekonomi dan Bisnis Islam



Tikawati, Syarifah H, Zainal A, Rahmawati, Bibliometric: Halad Brand.....

Bonilla, C. A., Merigd, J. M., & Torres-Abad, C. (2015). Economics in Latin America: a
Bibliometric Analysis. Scientometrics, 105(2), 1239-1252. https://doi.org/10.1007/s11192-
015-1747-7

Bukhari, S. F. H., Woodside, F. M., Hassan, R., Shaikh, A. L., Hussain, S., & Mazhar, W.
(2019). Is Religiosity an Important Consideration in Muslim Consumer Behavior:
Exploratory Study in The Context of Western Imported Food in Pakistan. Journal of Islamic
Marketing, 10(4), 1288-1307. https://doi.org/10.1108/JIMA-01-2018-0006

Choi, N. H., & Rahman, M. M. (2018). Muslim Consumer’s Identification With And Loyalty to
Halal Brand. Journal of Distribution Science, 16(8), 29-37.
https://doi.org/10.15722/jds.16.8.201808.29

Eisingerich, A. B., Auh, S., & Merlo, O. (2014). Acta Non Verba? The Role of Customer
Participation and Word of Mouth in the Relationship Between Service Firms’ Customer
Satisfaction and Sales Performance. Journal of Service Research, 17(1), 40-53.
https://doi.org/10.1177/1094670513490836

Esteban-Sanchez, P., de la Cuesta-Gonzalez, M., & Paredes-Gazquez, J. D. (2017). Corporate
Social Performance and its Relation With Corporate Financial Performance: International
Evidence in The Banking Industry. Journal of Cleaner Production, 162(2), 1102-1110.
https://doi.org/10.1016/j.jclepro.2017.06.127

Falagas, M. E., Charitidou, E., & Alexiou, V. G. (2008). Article and Journal Impact Factor in
Various Scientific Fields. The American Journal of the Medical Sciences, 335(3), 188-191.
https://doi.org/10.1097/MAJ.0B013E318145ABB9

Farias, S. A. de, Aguiar, E. C., & Melo, F. V. S. (2014). Store Atmospherics and Experiential
Marketing: A Conceptual Framework and Research Propositions for An Extraordinary
Customer  Experience. International Business  Research, 7(2), 87-99.
https://doi.org/10.5539/ibr.v7n2p87

Felix, R., Rauschnabel, P. A., & Hinsch, C. (2017). Elements f oStrategic Social Media
Marketing: A Holistic Framework. Journal of Business Research, 70, 118-126.
https://doi.org/10.1016/j.jbusres.2016.05.001

Feng, H., Morgan, N. A., & Rego, L. L. (2015). Marketing Departement Power and Firm
Performance. Jurnal of Marketing, 79(5), 1-20. https://doi.org/10.1509/jm.13.0522

Frambach, R. T., Fiss, P. C., & Ingenbleek, P. T. M. (2016). How Important Is Customer
Orientation For Firm Performance? A Fuzzy Set Analysis of Orientations, Strategies, and
Environments. Journal of Business Research, 69(4), 1428-1436.
https://doi.org/10.1016/j.jbusres.2015.10.120

Grimmer, M., & Bingham, T. (2013). Company Environmental Performance and Consumer
Purchase Intentions. Journal of Business Research, 66(10), 1945-1953.
https://doi.org/10.1016/j.jbusres.2013.02.017

Handriana, T., Yulianti, P., Kurniawati, M., Arina, N. A., Aisyah, R. A., Ayu Aryani, M. G., &
Wandira, R. K. (2020). Purchase Behavior of Millennial Female Generation on Halal
Cosmetic ~ Products.  Journal  of Islamic  Marketing, 12(7), 1295-1315.
https://doi.org/10.1108/JIMA-11-2019-0235

Herrera-Franco, G., Montalvan-Burbano, N., Carrién-Mero, P., Apolo-Masache, B., & Jaya-
Montalvo, M. (2020). Research Trends in Geotourism: A Bibliometric Analysis Using The
Scopus Database. Geosciences (Switzerland), 10(10), 1-29.

54 | AL-TIJARY, Vol. 10, No.1, Desember 2024



Tikawati, Syarifah H, Zainal A, Rahmawati, Bibliometric: Halad Brand.....

https://doi.org/10.3390/geosciences10100379

Hidayat, T., Juwaini, A., & Rahwidhiyasa, P. (2023). Pentingnya Literasi Halal dalam Upaya
Meningkatkan Ekonomi Indonesia. KNEKS, Komite Nasional Ekonomi Dan Keuangan
Syariah, 4.

Hsu, L. C., & Wang, C. H. (2012). Clarifying the Effect of Intellectual Capital on Performance:
The Mediating Role of Dynamic Capability. British Journal of Management, 23(2), 179—
205. https://doi.org/10.1111/j.1467-8551.2010.00718.x

Jarvinen, J., & Karjaluoto, H. (2015). The Use of Web Analytics for Digital Marketing
Performance Measurement. Industrial Marketing Management, 50, 117-127.
https://doi.org/10.1016/j.indmarman.2015.04.009

Katsikeas, C. S., Morgan, N. A., Leonidou, L. C., & Hult, G. T. M. (2016). Assessing
Performance Outcomes in Marketing Constantine. Journal of Marketing, 80(2), 1-20.
https://doi.org/10.1509/jm.15.0287

Kazancoglu, Y., Kazancoglu, 1., & Sagnak, M. (2018). A New Holistic Conceptual Framework
for Green Supply Chain Management Performance Assessment Based on Circular
Economy. Journal of Cleaner Production, 195, 1282-1299.
https://doi.org/10.1016/j.jclepro.2018.06.015

Khan, N., Sarwar, A., & Tan, B. C. (2021). Determinants of Purchase Intention of Halal
Cosmetic Products Among Generation Y Consumers. Journal of Islamic Marketing, 12(8),
1461-1476. https://doi.org/10.1108/JIMA-11-2019-0248

Kim, W. G., Lim, H., & Brymer, R. A. (2015). The Effectiveness of Managing Social Media on
Hotel Performance. International Journal of Hospitality Management, 44, 165-171.
https://doi.org/10.1016/j.ijhm.2014.10.014

Lai, K. hung, & Wong, C. W. Y. (2012). Green Logistics Management and Performance: Some
Empirical Evidence From Chinese Manufacturing Exporters. Omega, 40(3), 267-282.
https://doi.org/10.1016/j.0mega.2011.07.002

Leonidou, L. C., Leonidou, C. N., Fotiadis, T. A., & Zeriti, A. (2013). Resources and
Capabilities as Drivers of Hotel Environmental Marketing Strategy: Implications For
Competitive Advantage and Performance. Tourism Management, 35, 94-110.
https://doi.org/10.1016/j.tourman.2012.06.003

Lestari, F., Hertina, Ritia, L., Riandika, I. N., & Mas’Ari, A. (2020). Impact of Halal Labeling on
Brand Image O=on Cosmetic Product. IEEE International Conference on Industrial
Engineering and Engineering Management, 2020-Decem, 883-887.
https://doi.org/10.1109/IEEM45057.2020.9309916

Martin, S. L., & Javalgi, R. R. G. (2016). Entrepreneurial Orientation, Marketing Capabilities
and Performance: The Moderating role of Competitive Intensity on Latin American
International New Ventures. Journal of Business Research, 69(6), 2040-2051.
https://doi.org/10.1016/j.jbusres.2015.10.149

Mikalef, P., Krogstie, J., Pappas, I. O., & Pavlou, P. (2020). Exploring The Relationship Between
Big Data Analytics Capability and Competitive Performance: The Mediating Roles Of
Dynamic and Operational Capabilities. Information and Management, 57(2).
https://doi.org/10.1016/j.im.2019.05.004

Morgan, N. A., Katsikeas, C. S., & Vorhies, D. W. (2012). Export Marketing Strategy
Implementation, Export Marketing Capabilities, and Export Venture Performance. Journal

55 | Jurnal Ekonomi dan Bisnis Islam



Tikawati, Syarifah H, Zainal A, Rahmawati, Bibliometric: Halad Brand.....

of the Academy of Marketing Science, 40(2), 271-289. https://doi.org/10.1007/s11747-011-
0275-0

Muller, E., & Peres, R. (2019). The Effect of Social Networks Structure on Innovation
Performance: A Review and Directions For Research. International Journal of Research in
Marketing, 36(1), 3-19. https://doi.org/10.1016/j.ijresmar.2018.05.003

Neiger, B. L., Thackeray, R., van Wagenen, S. A., Hanson, C. L., West, J. H., Barnes, M. D., &
Fagen, M. C. (2012). Use of Social Media in Health Promotion: Purposes, Key Performance
Indicators, and Evaluation Metrics. Health Promotion Practice, 13(2), 159-164.
https://doi.org/10.1177/1524839911433467

Ngo, L. V., & O’Cass, A. (2012). In Search of Innovation and Customer-Related Performance
Superiority: The Role of Market Orientation, Marketing Capability, and Innovation
Capability Interactions. Journal of Product Innovation Management, 29(5), 861-877.
https://doi.org/10.1111/j.1540-5885.2012.00939.x

Oklevik, O., Gossling, S., Hall, C. M., Steen Jacobsen, J. K., Grgtte, I. P., & McCabe, S. (2019).
Overtourism, Optimisation, and Destination Performance Indicators: A Case Study of
Activities in Fjord Norway. Journal of Sustainable Tourism, 27(12), 1804-1824.
https://doi.org/10.1080/09669582.2018.1533020

Paniagua, J., & Sapena, J. (2014). Business Performance and Social Media: Love or Hate?
Business Horizons, 57(6), 719-728. https://doi.org/10.1016/j.bushor.2014.07.005

Parveen, F., Jaafar, N. I, & Ainin, S. (2015). Social Media Usage and Organizational
Performance: Reflections of Malaysian Social Media Managers. Telematics and
Informatics, 32(1), 67—78. https://doi.org/10.1016/j.tele.2014.03.001

Petersen, K., & Ali, N. Bin. (2011). Identifying Strategies for Study Selection in Systematic
Reviews And Maps. International Symposium on Empirical Software Engineering and
Measurement, September, 351-354. https://doi.org/10.1109/esem.2011.46

Pundziene, A., Nikou, S., & Bouwman, H. (2021). The Nexus Between Dynamic Capabilities
and Competitive Firm Performance: The Mediating Role of Open Innovation. European
Journal of Innovation Management, 25(6), 152—-177. https://doi.org/10.1108/EJIM-09-2020-
0356

Purba, M. I., Simanjutak, D. C. Y., Malau, Y. N., Sholihat, W., & Ahmadi, E. A. (2021). The
Effect of Digital Marketing and E-Commerce on Financial Performance and Business
Sustainability of MSMEs during COVID-19 Pandemic in Indonesia. International Journal
of Data and Network Science, 5(3), 275-282. https://doi.org/10.5267/}.ijdns.2021.6.006

Rachmawati, E., Suliyanto, & Suroso, A. (2022). A Moderating Role of Halal Brand Awareness
to Purchase Decision Making. Journal of Islamic Marketing, 13(2), 542-563.
https://doi.org/10.1108/JIMA-05-2020-0145

Roberts, N., & Grover, V. (2012). Investigating Firm’s Customer Agility and Firm Performance:
The Importance of Aligning Sense and Respond Capabilities. Journal of Business Research,
65(5), 579-585. https://doi.org/10.1016/j.jbusres.2011.02.009

Rodriguez, M., Peterson, R. M., & Krishnan, V. (2012). Social Media’s Influence on Business-
To-Business Sales Performance. Journal of Personal Selling and Sales Management, 32(3),
365-378. https://doi.org/10.2753/PSS0885-3134320306

Scheffler, M., & Brunzel, J. (2020). Destructive Leadership in Organizational Research: A
Bibliometric Approach. Scientometrics, 125(1), 755-775. https://doi.org/10.1007/s11192-

56 | AL-TIJARY, Vol. 10, No.1, Desember 2024



Tikawati, Syarifah H, Zainal A, Rahmawati, Bibliometric: Halad Brand.....

020-03621-3

Scuotto, V., Del Giudice, M., & Carayannis, E. G. (2017). The Effect of Social Networking Sites
and Absorptive Capacity on SMES’ Innovation Performance. Journal of Technology
Transfer, 42(2), 409-424. https://doi.org/10.1007/s10961-016-9517-0

Shahnazari, A. (2018). Halal Branding: A New Trend in Islamic Marketing. Digital Marketing
and Consumer Engagement: Concepts, Methodologies, Tools, and Applications, 160-176.
https://doi.org/10.4018/978-1-5225-5187-4.ch002

Simdes, P., & Marques, R. C. (2012). On The Economic Performance of The Waste Sector. A
Literature  Review. Journal of Environmental Management, 106, 40-47.
https://doi.org/10.1016/j.jenvman.2012.04.005

Stopar, K., & Bartol, T. (2019). Digital Competences, Computer Skills and Information Literacy
in Secondary Education: Mapping and Visualization Of Trends and Concepts.
Scientometrics, 118(2), 479-498. https://doi.org/10.1007/s11192-018-2990-5

Tieman, M. (2020). Halal Branding. Halal Business Management, 107-120.
https://doi.org/10.4324/9781003109853-10

Tournois, I. A. L. (2015). Building Holistic Brands: An Exploratory Study of Halal Cosmetics.
Journal of Islamic Marketing, 6(1), 471-484. https://doi.org/10.1108/JIMA-05-2014-0035

Wahono, R. S. (2016). Systematic Literature Review: Pengantar, Tahapan dan Studi Kasus.

Wang, Q., Ngai, & W.T., E. (2020). Event Study Methodology in Business Research: A
Bibliometric Analysis. Industrial Management & Data Systems, 120(September), 1863-
1900. https://doi.org/10.1108/IMDS-12-2019-0671

Wang, X., Yu, C., & Wei, Y. (2012). Social Media Peer Communication and Impacts on
Purchase Intentions: A Consumer Socialization Framework. Journal of Interactive
Marketing, 26(4), 198-208. https://doi.org/10.1016/j.intmar.2011.11.004

Whitten, G. D., Jr, K. W. G., & Zelbst, P. J. (2012). Triple-A Supply Chain Performance.
International Journal of Operations & Production Management, 32(1), 24-48.
https://doi.org/10.1108/01443571211195727

57 | Jurnal Ekonomi dan Bisnis Islam



