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ABSTRACT 
Introduction 

Financial performance is a critical indicator of sustainability and 
competitiveness for halal-certified Micro, Small, and Medium 
Enterprises, especially in markets where consumers increasingly 
demand halal compliance, product quality, ethical business conduct, 
and transparent value communication. Although product innovation 
is widely recognized as a strategic capability, its financial benefits 
may depend on the extent to which innovation is communicated 
through Islamic marketing principles. 

Objectives 

This study examines the influence of product innovation on the 
financial performance of halal-certified Micro, Small, and Medium 
Enterprises in Samarinda, Indonesia. It also analyzes the mediating 
role of Islamic marketing in strengthening the relationship between 
product innovation and financial performance. 

Method 

This study employed an explanatory quantitative design using 
Structural Equation Modeling based on Partial Least Squares. Primary 
data were collected through structured questionnaires from 215 
owners and managers of halal-certified Micro, Small, and Medium 
Enterprises in Samarinda. The research model tested the direct 
effects of product innovation on financial performance, product 
innovation on Islamic marketing, Islamic marketing on financial 
performance, and the indirect effect of product innovation on 
financial performance through Islamic marketing. 
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Results 

The findings show that product innovation has a positive and 
significant effect on the financial performance of halal-certified Micro, 
Small, and Medium Enterprises. Product innovation also significantly 
improves Islamic marketing practices. In addition, Islamic marketing 
has a positive effect on financial performance and partially mediates 
the relationship between product innovation and financial 
performance. These results indicate that innovation generates 
stronger financial outcomes when supported by marketing practices 
grounded in honesty, transparency, trustworthiness, ethical promotion, 
fair pricing, and halal-oriented communication. 

Implications 

This study suggests that halal-certified Micro, Small, and Medium 
Enterprises should not rely solely on halal certification or product 
renewal. Sustainable financial performance requires the integration of 
product innovation with Islamic marketing values that build consumer 
trust, strengthen market differentiation, and enhance business 
resilience. 

Originality/Novelty 

This study contributes to the halal business and Islamic marketing 
literature by developing an Islamic Marketing Mediation Model that 
explains how product innovation is converted into financial 
performance among halal-certified Micro, Small, and Medium 
Enterprises in a regional Indonesian context. 

CITATION: Jubaidi & Kartini, E. (2026). Islamic marketing mediation 
model in the influence of product innovation on the financial 
performance of Halal-certified MSMEs in Samarinda, Indonesia. 
Journal of Islamic Economics Lariba, 12(2), 33-66. 
https://doi.org/10.20885/jielariba.vol12.iss2.art2 

INTRODUCTION 

The Micro, Small, and Medium Enterprises (MSMEs) sector remains a central pillar of 
Indonesia’s economic structure because of its broad contribution to employment, 
income distribution, and national output. Indonesia has more than 64.2 million MSMEs, 
contributing 61.07% to Gross Domestic Product and absorbing approximately 97% of the 
workforce (Kementerian Koordinator Bidang Perekonomian Republik Indonesia, 2021). 
Bank Indonesia and LPPI similarly report that MSMEs contribute 54.22% to GDP and 
employ more than 77 million workers, confirming their strategic role in sustaining 
macroeconomic resilience (Bank Indonesia & LPPI, 2016). In this context, improving MSME 
financial performance is not merely a firm-level concern but also a policy priority linked 
to inclusive growth, regional competitiveness, and long-term economic stability. 

At the regional level, East Kalimantan recorded 460,147 MSMEs in 2023, with micro-
enterprises representing 93.44% of the total (Satu Data Kalimantan Timur, 2025). 
Samarinda, as the provincial economic center, has developed a dynamic MSME 
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ecosystem, particularly in culinary businesses, home industries, handicrafts, and 
services. However, compared with more developed regions such as Java, Samarinda 
represents an emerging and resource-constrained halal market, where technological 
adoption, access to finance, and institutional support remain uneven. This regional 
condition provides an important empirical setting for examining how halal-certified 
MSMEs transform internal capabilities into financial outcomes amid structural 
constraints and increasingly competitive market pressures. 

The growing awareness of Muslim consumers regarding halal compliance, product 
safety, and quality has changed the competitive landscape for MSMEs operating in 
halal markets. Halal certification functions as a legitimacy signal that can reduce 
consumer uncertainty and strengthen trust in products (Amalia & Andni, 2023; Bonne & 
Verbeke, 2008; Tieman, 2011; Tuhuteru & Iqbal, 2024). Nevertheless, certification alone 
does not automatically guarantee superior financial performance, particularly when 
firms face intense competition and must continuously communicate value to 
consumers. Halal-certified MSMEs therefore need capabilities that go beyond formal 
compliance. They must be able to differentiate products, respond to changing 
consumer expectations, and communicate halal value in a credible, ethical, and 
market-oriented manner. 

The main research problem addressed in this study concerns the inconsistent 
relationship between product innovation and financial performance. From the 
Resource-Based View, firm performance depends on the ability to develop and deploy 
valuable, rare, inimitable, and non-substitutable resources and capabilities (Barney, 
1991). Product innovation is widely recognized as a strategic capability that enables 
firms to create value through differentiation, quality improvement, and responsiveness 
to market change (Afriyie et al., 2019; Del Giudice et al., 2021; Gunday et al., 2011; Larios-
Francia & Ferasso, 2023; Rajapathirana & Hui, 2018). However, prior empirical findings 
suggest that innovation does not always lead directly to stronger financial results, 
especially when firms lack complementary marketing capabilities (Alegre & Chiva, 2013; 
O’Cass & Sok, 2014). 

A general solution to this problem is to examine the mechanisms through which 
innovation is converted into financial value. Product innovation may generate new 
value, but that value must be recognized, trusted, and accepted by consumers before 
it can improve sales, income stability, or business expansion. In halal MSMEs, innovation 
is not limited to product novelty or packaging improvement; it also involves halal-
compliant materials, production processes, traceability, and quality assurance (Al-
shami & Abdullah, 2023; Vanany et al., 2024). These attributes may strengthen market 
appeal, yet their financial impact depends on whether MSMEs can communicate them 
persuasively and ethically to target consumers. 

A more specific solution proposed in the literature is the integration of Islamic 
marketing as a strategic capability. Islamic marketing embeds Sharia-based principles 
such as honesty, transparency, trustworthiness, fairness, and social responsibility into 
marketing activities (A. J. Ali, 2011; H. Ali et al., 2025; Mathew, 2022; Wilson & Liu, 2011). 
Unlike conventional marketing, Islamic marketing emphasizes not only exchange 
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efficiency but also ethical conduct, spiritual accountability, and halal authenticity. 
These principles are especially relevant in Muslim consumer markets, where trust and 
perceived compliance influence purchasing decisions. Islamic marketing can therefore 
strengthen the credibility of innovation by aligning product attributes with consumer 
expectations of ethical and halal business conduct. 

Recent studies also highlight the increasing importance of digital Islamic marketing 
in halal business development (Aini et al., 2024; Fauziyah et al., 2023; Karsono & Salma, 
2023; Marzuki & Kadir, 2025; Normasyhuri & Nurohmah, 2023). Social media, e-
commerce platforms, and digital traceability systems have become important 
channels for communicating halal value propositions, enhancing transparency, and 
strengthening consumer engagement (Mohd Yusof & Wan Jusoh, 2014). However, many 
MSMEs, particularly those in emerging regions, still face difficulties in integrating digital 
tools with Sharia-compliant marketing practices. This limitation may reduce the 
effectiveness of innovation and weaken its contribution to financial performance. Thus, 
Islamic marketing can be understood as a value-capturing capability that helps 
translate innovation outputs into customer trust, loyalty, and improved business 
outcomes. 

Closely related literature indicates that product innovation (Andrianata et al., 2024; 
Sibuea et al., 2022), halal certification (Fathoni et al., 2024; Susiang et al., 2024), and 
Islamic marketing (Afril & Fahlefi, 2025; Basar et al., 2024) each contribute to MSME 
competitiveness, yet they are often examined separately. Studies on innovation 
emphasize differentiation and performance gains, while studies on halal certification 
focus on legitimacy, consumer trust, and purchase intention. Meanwhile, Islamic 
marketing research highlights ethical communication, brand credibility, and loyalty in 
Muslim markets (Aoun & Tournois, 2015; Koc et al., 2025; Noor, 2025). Despite these 
contributions, limited research explicitly positions Islamic marketing as a mediating 
capability that connects product innovation with financial performance. This gap is 
especially evident in non-Java regional contexts such as Samarinda, where resource 
constraints may shape how innovation and marketing interact. 

Therefore, this study aims to examine the effect of product innovation on the 
financial performance of halal-certified MSMEs and to analyze the mediating role of 
Islamic marketing in that relationship. The study advances the literature by proposing 
an Islamic Marketing Mediation Model that integrates value creation through product 
innovation and value capture through Sharia-compliant marketing. Its novelty lies in 
extending the Resource-Based View by conceptualizing Islamic marketing as a 
distinctive ethical capability within halal MSMEs, while also providing empirical evidence 
from Samarinda as an underexplored regional halal market. The study focuses on 215 
halal-certified MSMEs and applies SEM-PLS using SmartPLS 4 to test the proposed 
relationships. 
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LITERATURE REVIEW 

MSMEs, Economic Relevance, and Contextual Foundation 
Micro, Small, and Medium Enterprises constitute a major component of economic 
activity in both developed and developing economies. They represent approximately 
90% of firms worldwide and contribute substantially to employment, income 
generation, and productive capacity (Gherghina et al., 2020; Manzoor et al., 2021; 
Pedraza, 2021). The International Labour Organization also reports that micro and small 
enterprises account for nearly 70% of total employment across many countries 
(Abisuga-Oyekunle et al., 2020; Ndiaye et al., 2018). This evidence confirms that MSMEs 
are not peripheral actors but core institutions in economic development. Their 
contribution is particularly important in developing economies, where they help reduce 
unemployment, widen income opportunities, and support inclusive growth (Al-Haddad 
et al., 2019; Amoah et al., 2022; Erdin & Ozkaya, 2020; Prasanna et al., 2019; Sisay et al., 
2025). 

In Indonesia, MSMEs are central to national economic resilience and regional 
development. They dominate the business population and provide broad employment 
opportunities, making them essential for poverty reduction, household income stability, 
and local economic circulation (Ismail et al., 2023; Tambunan, 2023). However, 
Indonesian MSMEs are largely micro-scale enterprises with limited capital, uneven 
technological readiness, and restricted access to formal markets (Anatan & Nur, 2023; 
Pranitasari, Harini, et al., 2026; Pranitasari, Suriawinata, et al., 2026). These structural 
constraints affect their ability to transform entrepreneurial effort into sustainable 
financial outcomes. Consequently, the performance of MSMEs cannot be explained only 
by their number or economic presence. It must also be examined through internal 
capabilities, institutional support, and market adaptation. 

Recent literature emphasizes that MSME contribution to economic development 
depends on the strength of firm-level capabilities. Innovation, financial access, 
managerial competence, and organizational adaptability are repeatedly identified as 
determinants of resilience and competitiveness (Ferraro et al., 2026; Heenkenda et al., 
2022; Olaleye et al., 2024; Tsakalerou et al., 2025). Innovation capability is especially 
important because it enables small firms to respond to market uncertainty and 
changing consumer needs (Alegre & Chiva, 2013; Cravo et al., 2015). Nevertheless, the 
effects of such capabilities differ across regions because institutional support, 
infrastructure, technological adoption, and market maturity are uneven. This makes 
regional analysis important, particularly for halal-certified MSMEs operating in 
emerging markets such as Samarinda. 

Product Innovation and Financial Performance 
Product innovation is widely regarded as a strategic driver of firm performance 
because it enables enterprises to create differentiated offerings, improve quality, and 
respond to changing market demand. Empirical studies show that innovation 
contributes to market expansion, customer retention, sales growth, and stronger 
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financial performance (Aksoy, 2017; Castillo-Vergara & García-Pérez-de-Lema, 2021; Ho 
et al., 2018; Mulolli et al., 2024; Niguse et al., 2025). Cross-country evidence further 
indicates that product innovation can contribute more directly to sales growth and 
financial outcomes than other forms of innovation because it is closely connected to 
consumer choice and market acceptance (Giannetti & Rubera, 2020; Lestari et al., 2024; 
Ramdani et al., 2023). 

From the Resource-Based View, product innovation can be understood as a value-
creation capability. Firms gain competitive advantage when they develop resources 
and capabilities that are valuable, rare, difficult to imitate, and difficult to substitute 
(Barney, 1991; Wernerfelt, 1984). In this perspective, innovation is not merely the 
introduction of new products but a strategic process through which firms renew value 
propositions and strengthen competitive positioning. For halal MSMEs, innovation 
includes product reformulation, quality improvement, packaging renewal, adaptation 
to consumer preferences, and enhancement of halal compliance. These dimensions 
are important because halal consumers evaluate not only functional product attributes 
but also religious compliance, safety, and authenticity. 

In halal markets, product innovation carries a distinctive meaning because 
innovation must remain consistent with Islamic principles and halal standards. Halal-
oriented innovation may involve ingredient traceability, certified production processes, 
hygienic handling, and quality assurance systems (Al-shami & Abdullah, 2023; Vanany 
et al., 2024). Such innovation can strengthen perceived quality and increase consumer 
confidence in halal products (Bahara et al., 2025; Jaaffar et al., 2024; Kristanto & 
Kurniawati, 2025). However, studies also suggest that product innovation does not 
always produce superior financial outcomes. Some firms innovate without achieving 
stronger performance, especially when innovation is not supported by effective 
marketing capabilities and customer engagement (Alegre & Chiva, 2013; O’Cass & Sok, 
2014). 

Halal Certification, Trust, and Market Signaling 
Halal certification is an important institutional mechanism in Muslim consumer markets 
because it signals compliance with religious, safety, and quality standards. By reducing 
uncertainty, halal certification helps consumers evaluate whether a product is 
permissible and trustworthy (Afendi, 2020; Bonne & Verbeke, 2008; Mahliza, 2022; 
Septiani & Ridlwan, 2020). It is particularly influential in food, cosmetics, fashion, and 
other sectors where Muslim consumers consider halal status an essential part of 
purchase decisions (Nur et al., 2021; Usman et al., 2022; Zafar & Abu-Hussin, 2025). For 
MSMEs, certification can strengthen legitimacy, expand market access, and support 
consumer confidence. 

Although halal certification provides an important signal, it does not automatically 
generate better financial performance. The economic value of certification depends on 
whether firms can integrate it with product quality, innovation, branding, and customer 
communication. Prior studies indicate that halal certification becomes more effective 
when supported by business strategies that turn compliance into perceived market 
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value (Maflahah et al., 2025; Puspitasari & Urumsah, 2021). In competitive MSME 
environments, many firms may hold certification, but only some are able to use it as 
part of a broader differentiation strategy. Certification must therefore be treated as a 
foundation rather than a complete performance mechanism. 

Recent research also highlights the importance of halal supply chain transparency 
and traceability. Consumers increasingly expect firms to provide credible information 
about ingredients, production processes, distribution channels, and product integrity 
(Meixner et al., 2018; Moghaddam et al., 2022; Vanany et al., 2024). This expectation is 
especially relevant for halal-certified MSMEs because their reputation depends on both 
formal certification and ongoing consumer trust. In this sense, halal certification 
functions as a market signal, while innovation and marketing determine how effectively 
the signal is transformed into economic advantage. The interaction among 
certification, innovation, and communication is therefore central to understanding 
financial performance in halal MSMEs. 

Islamic Marketing as a Value-Capturing Capability 
Islamic marketing refers to marketing practices guided by Sharia-based values, 
including honesty, fairness, transparency, trustworthiness, and social responsibility 
(Alserhan, 2010; Wilson & Liu, 2011). Unlike conventional marketing approaches that 
primarily emphasize persuasion, positioning, and exchange efficiency, Islamic 
marketing embeds ethical and spiritual considerations into business communication. 
It requires firms to promote products truthfully, avoid misleading claims, maintain 
fairness in pricing, and communicate halal value responsibly. These principles are not 
merely normative ideals; they can also create strategic value by increasing consumer 
trust, strengthening reputation, and supporting long-term loyalty (Aoun & Tournois, 
2015; Kusmayadi & Albari, 2024). 

Within the Resource-Based View, Islamic marketing can be conceptualized as a 
value-capturing capability. Product innovation creates value through new or improved 
offerings, but marketing capabilities determine whether that value is recognized and 
accepted by the market. Islamic marketing is especially relevant in halal markets 
because consumers often assess products through both functional and religious 
criteria. By communicating innovation through honesty, halal assurance, and ethical 
promotion, firms can translate product attributes into perceived authenticity and 
purchase confidence. Empirical studies show that Islamic marketing strengthens 
relationships among product quality, brand equity, customer trust, and financial 
performance (Koc et al., 2025; Mustapha & AbdulQuadri, 2024; Zailani et al., 2019). 

The rise of digital platforms has expanded the relevance of Islamic marketing. 
Social media, e-commerce, and digital communication allow MSMEs to present halal 
claims, build customer relationships, and reach broader markets. Digital marketing 
capabilities can enhance MSME performance when they are combined with credible, 
value-based communication (Mohd Yusof & Wan Jusoh, 2014; Putranto, 2025; Sulaiman 
et al., 2026). However, many MSMEs in emerging regions still struggle to integrate digital 
tools with Sharia-compliant marketing principles. This gap may weaken the financial 
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impact of innovation because consumers may not fully recognize or trust the value 
created by new products. Islamic marketing therefore plays an important role in 
connecting innovation with market acceptance. 

Islamic Marketing as a Mediating Mechanism 
The relationship between product innovation and financial performance can be better 
understood through the interaction between value creation and value capture. 
Innovation enables firms to develop new products, improve quality, and differentiate 
offerings, but these efforts must be converted into consumer demand and financial 
returns. Marketing capability becomes essential because it communicates value, 
shapes customer perceptions, and supports repeat purchase behavior (Barney, 1991; 
O’Cass & Sok, 2014). In halal-certified MSMEs, Islamic marketing provides a distinctive 
mechanism because it connects innovation with religiously informed consumer 
expectations. It allows firms to frame innovation as both commercially useful and 
ethically credible. 

Islamic marketing may mediate the innovation-performance relationship by 
strengthening consumer trust, perceived authenticity, and loyalty. When MSMEs 
introduce new products, improve packaging, or enhance halal compliance, consumers 
need clear and credible communication to understand these improvements. Islamic 
marketing helps translate these innovations into market value through transparent 
promotion, fair pricing, and halal-oriented messaging. Prior studies suggest that value-
based marketing strategies can improve the effectiveness of innovation by increasing 
perceived value and strengthening customer relationships (Changalima, 2025; 
Herdiana et al., 2024; Nofrizal et al., 2023). Thus, Islamic marketing may explain why 
some innovative MSMEs achieve stronger financial results than others. 

This mediating perspective is consistent with research showing that innovation-
driven competitive advantage is more likely to improve performance when supported 
by credible marketing practices aligned with consumer values (H. Ali et al., 2025; 
Puspitasari & Urumsah, 2021). However, Islamic marketing has often been examined as 
an independent determinant rather than as a mechanism connecting innovation to 
financial performance. This limits theoretical understanding of how halal MSMEs 
transform internal capabilities into market outcomes. A mediation model is therefore 
necessary to explain whether product innovation improves financial performance 
directly, indirectly through Islamic marketing, or through both pathways 
simultaneously. 

Research Gap and the Significance of the Study 
The literature shows that MSMEs, product innovation, halal certification, and Islamic 
marketing are all important for firm competitiveness, yet several gaps remain 
unresolved. First, prior findings on the relationship between product innovation and 
financial performance are not fully consistent, suggesting that innovation alone may 
be insufficient. Second, Islamic marketing has not been adequately theorized as a 
strategic capability within the Resource-Based View, particularly as a value-capturing 
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mechanism. Third, most studies tend to treat halal MSMEs as a relatively homogeneous 
group, while regional differences in resources, technology adoption, institutional 
support, and consumer markets remain underexplored. 

This study addresses these gaps by examining Islamic marketing as a mediating 
variable in the relationship between product innovation and the financial performance 
of halal-certified MSMEs in Samarinda. Its significance lies in integrating product 
innovation, Islamic marketing, and financial performance within a single mediation 
framework. The study contributes theoretically by extending the Resource-Based View 
to include Sharia-based ethical marketing as a strategic capability. It also contributes 
empirically by focusing on a regional halal MSME context outside Indonesia’s major 
economic centers. This focus provides more context-specific evidence on how halal-
certified enterprises convert innovation into financial outcomes through Islamic 
marketing. 

METHOD 

Research Design 
This study employed an explanatory quantitative research design to examine the 
relationship between product innovation, Islamic marketing, and the financial 
performance of halal-certified Micro, Small, and Medium Enterprises in Samarinda City. 
The explanatory design was considered appropriate because the study aimed not only 
to describe the observed phenomena but also to test causal relationships among 
latent constructs within a theoretically grounded model. The research framework was 
developed based on the assumption that product innovation functions as a strategic 
internal capability, while Islamic marketing serves as a mechanism through which 
innovation can be translated into stronger financial outcomes. 

Figure 1 

Research Design 

 
Source: Authors’ analysis. 
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The study applied Structural Equation Modeling based on Partial Least Squares to 
test both direct and indirect relationships among the variables. This approach was 
selected because it is suitable for predictive models, mediation analysis, and studies 
involving latent variables measured through multiple indicators. In line with the 
methodological guidelines of Hair et al. (2021), Partial Least Squares Structural Equation 
Modeling allows simultaneous assessment of the measurement model and structural 
model, making it appropriate for examining the proposed Islamic Marketing Mediation 
Model. 

Research Model and Hypotheses 
The research model consists of three main constructs: product innovation as the 
independent variable, Islamic marketing as the mediating variable, and financial 
performance of halal-certified Micro, Small, and Medium Enterprises as the dependent 
variable. The model was designed to evaluate whether product innovation directly 
improves financial performance and whether this relationship is strengthened through 
Islamic marketing. Product innovation was positioned as a value-creation capability, 
while Islamic marketing was positioned as a value-capturing capability that 
communicates product value through Sharia-based principles. 

Four hypotheses were tested in this study. The first hypothesis states that product 
innovation positively affects the financial performance of halal-certified Micro, Small, 
and Medium Enterprises. The second hypothesis states that product innovation 
positively affects Islamic marketing. The third hypothesis states that Islamic marketing 
positively affects financial performance. The fourth hypothesis states that Islamic 
marketing mediates the relationship between product innovation and financial 
performance. These hypotheses reflect the theoretical logic that innovation may 
generate economic value, but the realization of that value depends partly on ethical, 
transparent, and halal-oriented marketing practices. 

Population, Sample, and Sampling Technique 
The population of this study consisted of halal-certified Micro, Small, and Medium 
Enterprises operating in Samarinda City, East Kalimantan, Indonesia. Samarinda was 
selected because it represents an emerging regional halal market in which small 
businesses face increasing competition, growing consumer demand for halal products, 
and persistent resource limitations. This setting provides a relevant empirical context 
for examining how product innovation and Islamic marketing interact to influence 
business performance among halal-certified enterprises. 

The sample was determined using purposive sampling. Respondents were selected 
based on three criteria: the business possessed a valid halal certificate, the enterprise 
had operated for at least one year, and the owner or manager was directly involved in 
strategic decision-making. These criteria were applied to ensure that respondents had 
sufficient business experience and adequate knowledge of innovation, marketing 
practices, and financial conditions within their enterprises. The final sample consisted 
of 215 owners or managers of halal-certified Micro, Small, and Medium Enterprises, 



Islamic marketing mediation model of MSMEs                43 

exceeding the minimum sample requirement commonly recommended for Partial 
Least Squares Structural Equation Modeling, including the ten-times rule. 

Data Collection Procedure 
Primary data were collected from February to April 2025 through a structured 
questionnaire distributed to eligible owners and managers of halal-certified Micro, 
Small, and Medium Enterprises in Samarinda. The questionnaire was designed to 
capture respondents’ perceptions of product innovation, Islamic marketing practices, 
and financial performance. Because many Micro, Small, and Medium Enterprises do not 
maintain standardized audited financial statements, perceptual measurement was 
used to obtain comparable data across respondents. This approach is widely used in 
small business research when objective financial records are incomplete, unavailable, 
or inconsistent across firms. 

All questionnaire items were measured using a five-point Likert scale, ranging from 
1, indicating strongly disagree, to 5, indicating strongly agree. The items were adapted 
from validated international studies and adjusted to the halal Micro, Small, and Medium 
Enterprise context. Before the main analysis, the collected data were screened for 
completeness, response consistency, outliers, and potential bias. Only questionnaires 
that met the required completeness and consistency standards were included in the 
final analysis. 

Variables and Measurement 
The dependent variable in this study is the financial performance of halal-certified 
Micro, Small, and Medium Enterprises. This construct reflects perceived financial 
outcomes experienced by the enterprise and was measured through indicators related 
to sales growth, profit increase, income stability, and business expansion. These 
indicators were selected because they represent practical and relevant dimensions of 
financial performance for small businesses, particularly in regional markets where 
formal financial reporting may be limited. 

The independent variable is product innovation. This construct was measured 
through indicators covering new product development, product quality improvement, 
packaging innovation, adaptation to consumer needs, and halal compliance 
enhancement. These dimensions reflect the specific character of innovation in halal-
certified enterprises, where innovation must address not only functional product 
improvement but also religious compliance and consumer trust. The mediating 
variable is Islamic marketing, which was measured through Sharia-based marketing 
practices, including honesty and transparency, trustworthiness, ethical promotion, fair 
pricing, and halal-oriented communication. All constructs were modeled reflectively 
because the indicators were assumed to represent manifestations of the underlying 
latent variables. 

Data Analysis Technique 
Data were analyzed using SmartPLS 4 (Ringle et al., 2024). The analysis was conducted 
in two main stages: measurement model evaluation and structural model evaluation. 
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The measurement model was assessed to determine whether the indicators validly and 
reliably measured their respective constructs. Convergent validity was evaluated 
through outer loading values and Average Variance Extracted, with recommended 
thresholds of at least 0.70 for outer loadings and 0.50 for Average Variance Extracted. 
Reliability was examined using Cronbach’s Alpha and Composite Reliability, with values 
of 0.70 or higher indicating acceptable internal consistency. 

Discriminant validity was assessed using the Fornell–Larcker criterion and cross-
loading values. These procedures were used to ensure that each construct was 
empirically distinct from the others and that each indicator loaded more strongly on its 
assigned construct than on other constructs. After the measurement model met the 
required validity and reliability criteria, the structural model was evaluated by 
examining the coefficient of determination, effect size, predictive relevance, path 
coefficients, t-values, and p-values. Bootstrapping with 5,000 resamples was used to 
test statistical significance at the 0.05 level, following Hair et al. (2021). 

Diagnostic Tests and Ethical Considerations 
Several diagnostic tests were conducted to strengthen the robustness of the model. 
Multicollinearity was examined using the Variance Inflation Factor, with values below 5 
indicating that collinearity did not threaten the estimation results. Common method 
bias was also assessed because the data were collected using a single questionnaire 
instrument. Model fit was evaluated using the Standardized Root Mean Square Residual, 
with values below 0.10 indicating acceptable fit, and the Normed Fit Index, with values 
closer to 1 indicating better model adequacy. 

The study also followed basic ethical research principles. Participation was 
voluntary, and respondents were informed about the academic purpose of the 
research before completing the questionnaire. Respondents’ identities were kept 
anonymous, and the data were treated confidentially. The study did not involve 
experimental manipulation or sensitive personal data. The findings were reported 
transparently to maintain academic integrity and to ensure that the research process 
remained consistent with ethical standards in social science research. 

RESULTS 

Characteristics of the Respondents 
Table 1 presents the demographic and socioeconomic characteristics of the 215 
respondents who participated in this study. The respondents were predominantly 
women, with 161 respondents or 70.23%, while men accounted for 64 respondents or 
29.77%. In terms of age, the largest group was respondents aged 40–49 years, 
representing 70 respondents or 32.56% of the sample. This was followed by respondents 
aged 30–39 years, with 54 respondents or 25.12%. The smallest age group consisted of 
respondents under 20 years old, comprising 11 respondents or 5.12%. These results 
indicate that most halal-certified Micro, Small, and Medium Enterprise owners or 
managers in this study were mature adults with relatively established business 
experience. 
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Table 1 

Characteristics of Respondents 

Characteristics Quantity Percentage (%) 
Gender 

  

Male 64 29.77 
Female 161 70.23 
Age 

  

< 20 years old 11 5.12 
20–29 years old 38 17.67 
30–39 years old 54 25.12 
40–49 years old 70 32.56 
≥ 50 years old 40 18.60 
Education 

  

Junior High School/MTs 8 3.72 
Senior High School/Vocational School/MA 95 44.19 
Diploma I/II/III/IV 17 7.91 
Bachelor’s Degree 87 40.47 
Postgraduate Degree 7 3.26 
Average Monthly Income (IDR) 

  

≤ 2,000,000 38 17.67 
> 2,000,000–5,000,000 50 23.26 
> 5,000,000–8,000,000 18 8.37 
> 8,000,000–11,000,000 24 11.16 
> 11,000,000 85 39.53 
Total 215 100.00 

Source: Primary data. Authors’ estimation. 

In terms of educational attainment, most respondents had completed senior high 
school, vocational school, or equivalent education, accounting for 95 respondents or 
44.19%. Respondents with a bachelor’s degree formed the second-largest group, with 
87 respondents or 40.47%. Smaller proportions were found among diploma graduates, 
junior high school graduates, and postgraduate degree holders. Regarding average 
monthly income, the largest group reported income above IDR 11,000,000, representing 
85 respondents or 39.53%. Meanwhile, 50 respondents or 23.26% earned between IDR 
2,000,000 and IDR 5,000,000 per month. Overall, the profile suggests that the surveyed 
halal-certified enterprises were managed largely by women, middle-aged 
respondents, and individuals with secondary or higher education backgrounds. 

Measurement Model Evaluation (Outer Model) 

Convergent Validity Test 
Convergent validity was evaluated using outer loading values and the Average 
Variance Extracted (AVE). Based on the analysis results, all indicators of the Product 
Innovation, Islamic Marketing, and Financial Performance of Halal-Certified MSMEs 
variables exhibit outer loading values above 0.70, ranging from 0.719 to 0.888. These 
values meet the minimum criteria recommended for SEM-PLS–based research; 
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therefore, all indicators are considered to demonstrate adequate convergent validity 
(Hair et al., 2021). The outer loading results are presented in Figure 2 and Table 2. 

Figure 2 

Loading Factor Results  

Source: Primary data. Authors’ estimation. 

Table 2 

Outer Loading Values of Measurement Indicators 
 

Product 
Innovation  

Financial Performance of Halal- Certified 
MSMEs  

Islamic Marketing  

IP1 0.847 
  

IP2 0.874 
  

IP3 0.838 
  

IP4 0.804 
  

IP5 0.804 
  

IP6 0.751 
  

LB1 
 

0.799 
 

LB2 
 

0.809 
 

LK1 
 

0.796 
 

LK2 
 

0.849 
 

RB1 
 

0.816 
 

SB1 
 

0.824 
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Product 
Innovation  

Financial Performance of Halal- Certified 
MSMEs  

Islamic Marketing  

SB2 
 

0.814 
 

SB3 
 

0.821 
 

PI1 
  

0.719 

PI2 
  

0.806 

PI3 
  

0.888 

PI4 
  

0.881 

PI5 
  

0.885 

PI6 
  

0.869 

Source: Primary data. Authors’ estimation. 

Furthermore, as presented in Table 3, the AVE values for each construct exceed the 
recommended threshold of 0.50, namely 0.673 for Product Innovation, 0.666 for the 
Financial Performance of Halal-Certified MSMEs, and 0.712 for Islamic Marketing. These 
results indicate that each construct explains more than 50% of the variance of its 
indicators, thereby confirming that convergent validity is adequately established (Hair 
et al., 2021). 

Table 3 

AVE Results 

Variable Average variance extracted (AVE) 

Product Innovation 0.673 
Financial Performance of Halal-Certified MSMEs 0.666 

Islamic Marketing 0.712 

Source: Primary data. Authors’ estimation. 

Discriminant Validity Test 
The discriminant validity test was conducted to ensure that each variable in the study 
accurately represents the construct it is intended to measure. This test is considered 
valid when the cross-loading value of each indicator is higher for its associated latent 
variable than for other variables. Discriminant validity was assessed using the cross-
loading and Fornell–Larcker criteria. Based on Table 4, the cross-loading results 
indicate that each indicator has a loading value above 0.6 and is higher than its 
loadings on other constructs. 

Table 4 

Cross-Loading Value Results 

  
Product Innovation Financial Performance of Halal-

Certified MSMEs 
Islamic Marketing 

IP1 0.847 0.638 0.600 
IP2 0.874 0.626 0.697 

IP3 0.838 0.541 0.613 
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Product Innovation Financial Performance of Halal-

Certified MSMEs 
Islamic Marketing 

IP4 0.804 0.586 0.704 

IP5 0.804 0.576 0.489 
IP6 0.751 0.573 0.491 

LB1 0.576 0.799 0.423 
LB2 0.612 0.809 0.517 

LK1 0.514 0.796 0.438 
LK2 0.622 0.849 0.600 

RB1 0.584 0.816 0.588 
SB1 0.605 0.824 0.498 

SB2 0.546 0.814 0.484 
SB3 0.626 0.821 0.563 

PI1 0.509 0.431 0.719 
PI2 0.678 0.504 0.806 

PI3 0.601 0.561 0.888 
PI4 0.657 0.550 0.881 

PI5 0.639 0.595 0.885 
PI6 0.632 0.552 0.869 

Source: Primary data. Authors’ estimation. 

Furthermore, based on the Fornell–Larcker criterion presented in Table 5, the square 
root of the AVE for each construct is greater than its correlations with other constructs. 
This finding indicates that each construct demonstrates adequate discriminant validity 
and that no discriminant validity issues are present in the research model (Hair et al., 
2021). 

Table 5 

Fornell–Larcker Test Results 

Variable 
Product 
Innovation  

Financial Performance of 
Halal-Certified MSMEs  

Islamic Marketing  

Product Innovation 0.821     
Financial Performance of 
Halal-Certified MSMEs 

0.720 0.816   

Islamic Marketing 0.737 0.634 0.844 
Source: Primary data. Authors’ estimation. 

Construct Reliability Test 
Reliability testing aims to demonstrate the accuracy, consistency, and precision of an 
instrument in measuring a construct. Construct reliability was assessed by examining 
Cronbach’s Alpha and Composite Reliability (ρc) values. Based on the results presented 
in Table 6, all latent variables exhibit Cronbach’s Alpha and Composite Reliability values 
exceeding the recommended threshold of 0.70. Specifically, Product Innovation shows 
a Cronbach’s Alpha of 0.903 and a Composite Reliability of 0.925; Halal-Certified MSMEs’ 
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Financial Performance records values of 0.928 and 0.941, respectively; and Islamic 
Marketing demonstrates a Cronbach’s Alpha of 0.918 and a Composite Reliability of 
0.936. These findings indicate that all constructs are reliable and internally consistent 
in measuring the variables examined in this study (Hair et al., 2021). 

Table 6 

Construct Reliability Test Results 

Variable 
Alpha 
Cronbach 

Composite 
reliability 
(rho_a) 

Composite 
reliability 
(rho_c) 

Average 
variance 
extracted (AVE) 

Product Innovation 0.903 0.907 0.925 0.673 
Financial Performance of Halal-
Certified MSMEs 

0.928 0.930 0.941 0.666 

Islamic Marketing 0.918 0.923 0.936 0.712 
Source: Primary data. Authors’ estimation. 

Model Fit 
The results of the model fit evaluation in Table 7 indicate that the SRMR value is 0.060, 
which is below the threshold of 0.10, suggesting that the model demonstrates a good 
level of fit. The d_ULS and d_G values are above 0.05, while the NFI value of 0.850 is close 
to 1. In addition, the Chi-square value exceeds the critical Chi-square (χ²) table value. 
Overall, these results indicate that the structural model developed exhibits an adequate 
level of goodness of fit in explaining the relationships among the variables examined in 
this study. 

Table 7 

Model Fit Test Results 

Parameters Rule Of Thumb Estimated model Remarks 

SRMR < 0.10 0.060 Fit 

d_ULS > 0.05 0.767 Fit 

d_G > 0.05 0.448 Fit 

Chi-square χ2 statistics ≥ χ2 tables 524,068 ≥ 30,144 Fit 

NFI Close to value 1 0.850 Fit 

Source: Primary data. Authors’ estimation. 

Structural Model Evaluation (Inner Model) 

Coefficient of Determination (R-Square) 
The R-square value indicates the ability of exogenous variables to explain endogenous 
variables. Based on Table 8, the analysis results show that the R-square value for 
Islamic Marketing is 0.544, meaning that Product Innovation explains 54.4% of the 
variance in Islamic Marketing. Meanwhile, the R-square value for the Financial 
Performance of Halal-Certified MSMEs is 0.541, indicating that Product Innovation and 
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Islamic Marketing jointly explain 54.1% of the variance in the financial performance of 
halal-certified MSMEs. According to the criteria proposed by Hair et al. (2021), these 
values fall within the moderate to strong explanatory power category. 

Table 8 

R-Square Test Results 

Variable R-Square R-square adjustable 
Financial Performance of Halal-Certified MSMEs 0.541 0.537 
Islamic Marketing 0.544 0.542 

Source: Primary data. Authors’ estimation. 

Effect Size (f-Square) 
The results of the effect size (f²) test presented in Table 9 indicate that Product 
Innovation has a strong effect on Islamic Marketing (f² = 1.191) and a moderate effect on 
the Financial Performance of Halal-Certified MSMEs (f² = 0.305). Meanwhile, Islamic 
Marketing shows a small effect on the Financial Performance of Halal-Certified MSMEs, 
with an f² value of 0.051. These findings suggest that Product Innovation is the primary 
determinant within the tested structural model (Hair et al., 2021). 

Table 9 

Effect Size Test Results (f²) 

Variable 
Product 
Innovation  

Financial Performance of 
Halal-Certified MSMEs  

Islamic Marketing  

Product Innovation   0.305 1,191 
Financial Performance of Halal-
Certified MSMEs 

      

Islamic Marketing   0.051   
Source: Primary data. Authors’ estimation. 

Hypothesis Testing 

Path Coefficients 
The results of the structural path analysis indicate that Product Innovation has a 
positive and significant effect on the Financial Performance of Halal-Certified MSMEs (β 
= 0.554; t = 8.522; p < 0.001). In addition, Product Innovation also has a positive and 
significant effect on Islamic Marketing (β = 0.737; t = 13.857; p < 0.001). Furthermore, 
Islamic Marketing is proven to have a positive and significant effect on the Financial 
Performance of Halal-Certified MSMEs (β = 0.226; t = 2.814; p = 0.002). Accordingly, all 
direct effects in this research model are statistically significant. 
 
 
 
 
 



Islamic marketing mediation model of MSMEs                51 

Table 10 

Line Coefficient (Direct Effect) 

Path Coefficients 
Original 
sample 
(O) 

Sample 
average 
(M) 

Standard 
deviation 
(STDEV) 

T 
Statistics  

P 
values 

Results 

Product Innovation -> 
Financial Performance 
of Halal-Certified MSMEs 
(H1) 

0.554 0.559 0.065 8,522 0.000 Accepted 

Product Innovation -> 
Islamic Marketing (H2) 

0.737 0.733 0.053 13,857 0.000 Accepted 

Islamic Marketing -> 
Financial Performance 
of Halal-Certified MSMEs 
(H3) 

0.226 0.215 0.080 2,814 0.002 Accepted 

Source: Primary data. Authors’ estimation. 

Indirect Effects and Mediation 
The results of the specific indirect effect test presented in Table 10 indicate that Product 
Innovation has a significant indirect effect on the Financial Performance of Halal-
Certified MSMEs through Islamic Marketing (β = 0.166; t = 2.641; p = 0.004). In addition, 
the total effect value of 0.720 shows that the overall influence of Product Innovation on 
the Financial Performance of Halal-Certified MSMEs becomes stronger when the 
mediating mechanism of Islamic Marketing is taken into account. These findings 
confirm that Islamic Marketing acts as a partial mediating variable in the relationship 
between Product Innovation and the Financial Performance of halal MSMEs (Hair et al., 
2021). 

Table 11 

Specific Indirect Effects Test Results 

Path Coefficients 
Original 
sample 
(O) 

Sample 
average 
(M) 

Standard 
deviation 
(STDEV) 

T 
Statistics  

P 
value 

Results 

Product Innovation -> 
Islamic Marketing -> 
Financial Performance of 
Halal-Certified MSMEs 
(H4) 

0.166 0.159 0.063 2,641 0.004 Accepted 

Source: Primary data. Authors’ estimation. 
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DISCUSSION 

The Effect of Product Innovation on the Financial Performance of Halal-Certified 
MSMEs (H1) 
The test of the first hypothesis shows that product innovation has a positive and 
significant effect on the financial performance of halal-certified MSMEs. This result 
indicates that enterprises with stronger innovation capacity tend to achieve better 
financial outcomes than those that rely primarily on existing products. In this study, 
product innovation includes new product development, product quality improvement, 
packaging renewal, adaptation to consumer needs, and halal compliance 
enhancement. These dimensions appear to help MSMEs strengthen market 
differentiation, increase product attractiveness, and respond more effectively to 
changing consumer expectations. Therefore, product innovation is not only an 
operational activity but also a strategic capability that supports sales growth, profit 
improvement, income stability, and business expansion. 

This finding is consistent with previous empirical studies showing that product 
innovation is an important determinant of MSME performance, particularly in 
competitive markets characterized by changing consumer preferences (Alegre & 
Chiva, 2013; Ramdani et al., 2023). In the halal business context, product innovation also 
strengthens perceived product quality and halal value, both of which are important for 
Muslim consumers’ purchasing decisions (H. Ali et al., 2025; Septi et al., 2023). However, 
the literature also suggests that innovation does not always generate financial gains 
when it is not supported by complementary capabilities such as marketing, customer 
engagement, and value communication. Thus, the present finding supports the positive 
innovation-performance relationship while still recognizing the need for strategic 
market alignment. 

Theoretically, this result strengthens the Resource-Based View by confirming that 
product innovation functions as a valuable internal capability capable of generating 
competitive advantage and improved financial performance. Practically, the finding 
suggests that halal-certified MSMEs should continuously improve products, packaging, 
quality, and halal compliance rather than relying only on certification status. Innovation 
must be treated as a systematic business strategy, not as an occasional response to 
competition. From a policy perspective, local governments and halal ecosystem 
institutions should support MSMEs through innovation training, product development 
assistance, access to technology, and halal-oriented business incubation. Such 
support can help regional MSMEs convert innovation capability into stronger and more 
sustainable financial outcomes. 

The Influence of Product Innovation on Islamic Marketing (H2) 
The test of the second hypothesis shows that product innovation has a positive and 
significant effect on Islamic marketing practices among halal-certified MSMEs. This 
finding indicates that enterprises capable of improving product variety, quality, 
packaging, consumer responsiveness, and halal compliance are more likely to adopt 
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marketing practices aligned with Islamic values. In this context, innovation does not 
operate only at the technical or production level. It also shapes how firms communicate 
product value to consumers. When halal-certified MSMEs introduce improved or 
differentiated products, they have stronger reasons to emphasize honesty, 
transparency, trustworthiness, ethical promotion, fair pricing, and halal-oriented 
communication in their marketing activities. 

This result is consistent with the Resource-Based View (Barney, 1991), which regards 
product innovation as a strategic internal capability that helps firms develop unique 
value propositions (Andersén, 2021; Cho & Linderman, 2020; Khanra et al., 2022). When 
innovation is grounded in halal standards, business actors are encouraged to 
communicate product advantages through Islamic marketing principles that stress 
credibility, transparency, and consumer trust. The finding also aligns with studies 
emphasizing the ethical foundations of Islamic marketing (Abbas et al., 2019; Saeed et 
al., 2001), as well as studies showing that Islamic marketing becomes more effective 
when supported by credible product attributes and Sharia-compliant business 
practices (Al-Aidid & Alkaff, 2026; Rohmawati, 2025; Sagita et al., 2025). 

Theoretically, this finding extends the Resource-Based View by showing that 
product innovation can stimulate not only performance outcomes but also the 
development of Islamic marketing capability. Practically, halal-certified MSMEs should 
ensure that every product improvement is followed by consistent value communication 
based on honesty, halal assurance, and ethical promotion. Innovation that is not clearly 
communicated may fail to build consumer trust. From a policy perspective, halal 
authorities, local governments, and MSME development agencies should integrate 
product innovation programs with Islamic marketing training. Such integration can help 
MSMEs transform halal-based innovation into stronger market credibility, broader 
consumer acceptance, and more sustainable competitiveness. 

The Effect of Islamic Marketing on the Financial Performance of Halal-Certified 
MSMEs (H3)  
The test of the third hypothesis confirms that Islamic marketing has a positive effect on 
the financial performance of halal-certified MSMEs. This result indicates that the 
application of Islamic marketing principles contributes to better business outcomes, 
including sales growth, income stability, profit improvement, and perceived business 
sustainability. In this study, Islamic marketing reflects honesty, transparency, 
trustworthiness, ethical promotion, fair pricing, and halal-oriented communication. 
These practices appear to help halal-certified MSMEs strengthen consumer confidence 
and reduce uncertainty in purchase decisions. Therefore, Islamic marketing is not only 
a religious or ethical expression but also a practical market capability that supports 
financial performance. 

This finding is consistent with the view that Islamic marketing builds trust and 
reputation, two elements that strongly influence Muslim consumers’ purchasing 
behavior (Soliman et al., 2026; Sukoco et al., 2026; Yaacob et al., 2024). It also supports 
recent studies showing that Islamic value-based marketing contributes to customer 
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loyalty (Nasuka et al., 2021; Waharudin, 2019) and business performance (Adi & 
Adawiyah, 2018; Suandi et al., 2023), particularly in the halal MSME sector (Hendayana 
et al., 2024; Sahani & Faraby, 2024). These findings suggest that consumers respond 
positively when firms communicate value through ethical and Sharia-compliant 
principles. However, Islamic marketing may produce weaker outcomes when it remains 
symbolic and is not reflected in product quality, fair pricing, and consistent service 
delivery. 

Theoretically, this result strengthens the argument that Islamic marketing can 
function as a strategic value-capturing capability within halal business research. 
Practically, halal-certified MSMEs should integrate Islamic values into all marketing 
activities, from product claims and pricing to promotion and customer relations. Ethical 
communication must be supported by real halal compliance and reliable product 
quality. From a policy perspective, halal institutions, local governments, and MSME 
development agencies should provide training on Islamic marketing, consumer trust-
building, and ethical digital promotion. Such support can help MSMEs transform Sharia-
based values into stronger competitiveness, more stable revenue, and sustainable 
financial performance. 

The Mediating Role of Islamic Marketing in the Relationship between Product 
Innovation and Financial Performance of Halal-Certified MSMEs (H4) 
The test of the fourth hypothesis confirms that Islamic marketing significantly mediates 
the relationship between product innovation and the financial performance of halal-
certified MSMEs. The mediation is partial, meaning that product innovation improves 
financial performance both directly and indirectly through Islamic marketing. This result 
indicates that innovation in product variety, quality, packaging, consumer 
responsiveness, and halal compliance can generate financial benefits, but these 
benefits become stronger when supported by Islamic marketing practices. In this 
context, Islamic marketing helps transform product innovation into market value by 
communicating halal quality, ethical commitment, transparency, and trustworthiness 
to consumers. 

This finding is consistent with the argument that innovation does not automatically 
produce financial gains unless firms possess marketing capabilities that can 
communicate product value effectively (Asihkia et al., 2020; Jung & Shegai, 2023; 
O’Cass & Sok, 2014). In halal markets, this communication process is more specific 
because consumers evaluate not only functional product benefits but also halal 
integrity, safety, and ethical credibility. The result also supports studies showing that 
Islamic value-based marketing capabilities strengthen the relationship between halal 
orientation and business performance (Izberk-Bilgin & Nakata, 2016; Mulyandi et al., 
2025; Sholehuddin et al., 2026). Thus, the present study confirms that Islamic marketing 
functions as a bridge between innovation outputs and consumer purchasing decisions. 

Theoretically, this finding extends the Resource-Based View by positioning Islamic 
marketing as a value-capturing capability that complements product innovation as a 
value-creation capability. Practically, halal-certified MSMEs should integrate innovation 
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strategies with honest, transparent, and halal-oriented marketing communication so 
that product improvements are clearly understood and trusted by consumers. From a 
policy perspective, MSME development programs should not separate product 
innovation assistance from Islamic marketing capacity-building. Local governments, 
halal certification agencies, and business incubators should provide integrated support 
in product development, halal branding, ethical digital promotion, and consumer trust-
building to strengthen the financial sustainability of regional halal MSMEs. 

CONCLUSION 

This study concludes that product innovation is a key determinant of the financial 
performance of halal-certified Micro, Small, and Medium Enterprises in Samarinda. The 
findings show that enterprises that improve product quality, develop new products, 
renew packaging, adapt to consumer needs, and strengthen halal compliance tend to 
achieve better financial outcomes. Product innovation also has a significant influence 
on Islamic marketing practices, indicating that innovation encourages business actors 
to communicate product value through honesty, transparency, trustworthiness, ethical 
promotion, fair pricing, and halal-oriented messaging. These findings confirm that 
innovation is not merely a technical or operational activity but a strategic capability 
that supports competitiveness in halal markets. 

The study also demonstrates that Islamic marketing has a direct positive effect on 
financial performance and partially mediates the relationship between product 
innovation and financial performance. This means that product innovation improves 
financial outcomes both independently and through the strengthening of Islamic 
marketing. In practical terms, halal-certified Micro, Small, and Medium Enterprises 
cannot rely only on certification or product renewal. They need to translate innovation 
into consumer trust by communicating halal quality, product safety, ethical values, and 
business credibility. Islamic marketing therefore functions as a bridge between internal 
innovation capability and external market acceptance. 

The significance of this study lies in its contribution to the literature on halal 
business, Islamic marketing, and Micro, Small, and Medium Enterprise performance. The 
findings extend the Resource-Based View by positioning product innovation as a value-
creation capability and Islamic marketing as a value-capturing capability. The study 
also provides empirical evidence from Samarinda, a regional halal market that has 
received limited attention in previous research. Future studies may broaden the 
geographical scope, apply longitudinal designs, and include additional variables such 
as digital marketing capability, halal literacy, access to finance, competitive intensity, 
and government support to provide a more comprehensive explanation of halal 
enterprise performance. 

Limitation of the Study 
This study has several limitations that should be considered when interpreting its 
findings. First, the research relied on cross-sectional primary data collected through 
self-reported questionnaires. Although this method is suitable for examining 
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perceptions among owners and managers of halal-certified Micro, Small, and Medium 
Enterprises, it may introduce subjective bias, especially in measuring financial 
performance. The financial performance indicators used in this study were based on 
perceived sales growth, profit increase, income stability, and business expansion rather 
than audited financial records. As a result, the findings reflect managerial assessments 
and may not fully capture objective financial conditions. 

Second, the study was geographically limited to halal-certified Micro, Small, and 
Medium Enterprises in Samarinda City. The institutional environment, consumer 
characteristics, technological readiness, and market structure in Samarinda may differ 
from other regions in Indonesia or other Muslim-majority economies. Therefore, the 
generalizability of the findings remains limited. In addition, the model focused only on 
product innovation and Islamic marketing as determinants of financial performance. 
Other potentially relevant factors, such as entrepreneurial orientation, digital capability, 
access to financing, market competition, halal literacy, and government support, were 
not included. These limitations suggest that the model offers a focused but not 
exhaustive explanation of halal enterprise performance. 

Recommendations for Future Research 
Future research should expand the scope of analysis by including halal-certified Micro, 
Small, and Medium Enterprises from different regions, provinces, or countries. 
Comparative studies between urban and rural areas, Java and non-Java regions, or 
Indonesia and other Muslim-majority economies would provide stronger external 
validity and reveal how institutional, cultural, and market differences shape the 
relationship among product innovation, Islamic marketing, and financial performance. 
Longitudinal research is also recommended to observe how innovation capability, 
Islamic marketing practices, and financial outcomes evolve over time, especially during 
periods of market uncertainty, technological change, or regulatory transformation in 
the halal industry. 

Future studies should also improve measurement precision by combining 
perceptual data with objective financial indicators, such as revenue growth, profit 
margin, return on assets, or business survival rates. A mixed-methods approach would 
be valuable for capturing both statistical relationships and the managerial reasoning 
behind innovation and Islamic marketing decisions. Further research may also examine 
moderating or mediating variables, including digital marketing adoption, halal 
certification intensity, halal supply chain transparency, entrepreneurial orientation, 
access to financing, and government assistance. These extensions would help build a 
more comprehensive framework for understanding how halal-certified enterprises 
create, communicate, and capture value in increasingly competitive halal markets. 

Author's Contributions 
Conceptualization J. Resources J. 
Data curation J. Software J. & E.K. 
Formal analysis E.K. Supervision J. 
Acquisition of funding J. & E.K. Validation J. & E.K. 



Islamic marketing mediation model of MSMEs                57 

Research J. & E.K. Visualization J. & E.K. 
Methodology E.K. Writing – original draft J. & E.K. 
Project administration J. & E.K. Writing – review & 

editing 
J. & E.K. 

All authors have read and approved the published version of the manuscript. 

Funding 
The study does not receive direct funding from any institution. 

Statement of the Institutional Review Board 
This research was approved by the Program Studi Manajemen (S1), Universitas Muhammadiyah 
Kalimantan Timur, Kota Samarinda, Indonesia & Program Studi Pendidikan Ekonomi (S1), IKIP PGRI 
Kaltim, Kota Samarinda, Indonesia. 

Informed Consent Statement 
Informed consent was obtained before respondents filled up the questionnaire for this study. 

Data Availability Statement 
The data presented in this study is available upon request from the corresponding author. 

Acknowledgments 
The authors thank Program Studi Manajemen (S1), Universitas Muhammadiyah Kalimantan Timur, 
Kota Samarinda, Indonesia & Program Studi Pendidikan Ekonomi (S1), IKIP PGRI Kaltim, Kota Samarinda, 
Indonesia for administrative supports for this study. 

Conflict of Interest 
The author states that there is no conflict of interest. 

Declaration of Generative AI and AI-Assisted Technology in the Writing Process 
During the preparation of this paper, the author used ChatGPT, DeepL, Grammarly, and PaperPal to 
translate from Indonesian to American English, and to improve language clarity and readability of 
articles. After using this tool, the author reviews and edits the content as needed and 
takes full responsibility for the content of the published article. 

REFERENCES 

Abbas, A., Nisar, Q. A., Mahmood, M. A. H., Chenini, A., & Zubair, A. (2019). The role of Islamic marketing 
ethics towards customer satisfaction. Journal of Islamic Marketing, 11(4), 1001–1018. 
https://doi.org/10.1108/JIMA-11-2017-0123 

Abisuga-Oyekunle, O. A., Patra, S. K., & Muchie, M. (2020). SMEs in sustainable development: Their role 
in poverty reduction and employment generation in sub-Saharan Africa. African Journal of 
Science, Technology, Innovation and Development, 12(4), 405–419. 
https://doi.org/10.1080/20421338.2019.1656428 

Adi, P. H., & Adawiyah, W. R. (2018). The impact of religiosity, environmental marketing orientation and 
practices on performance: A case of Muslim entrepreneurs in Indonesia. Journal of Islamic 
Marketing, 9(4), 841–862. https://doi.org/10.1108/JIMA-09-2016-0067 

Afendi, A. (2020). The effect of halal certification, halal awareness and product knowledge on purchase 
decisions for halal fashion products. Journal of Digital Marketing and Halal Industry, 2(2), 145–
154. https://doi.org/10.21580/jdmhi.2020.2.2.6160 



58                Jubaidi & Kartini 

Afril, A., & Fahlefi, R. (2025). Competitiveness strategies for traditional markets: A Sharia economic 
perspective in the digital era and global market. El-Kahfi | Journal of Islamic Economics, 6(2), 
471–482. https://doi.org/10.58958/elkahfi.v6i02.604 

Afriyie, S., Du, J., & Ibn Musah, A.-A. (2019). Innovation and marketing performance of SME in an 
emerging economy: The moderating effect of transformational leadership. Journal of Global 
Entrepreneurship Research, 9(1), 40. https://doi.org/10.1186/s40497-019-0165-3 

Aini, L. N., Nafis, A. W., & Rifa’i, K. (2024). The influence of digital marketing and Islamic marketing on 
purchasing decisions of Muslim fashion. Journal of Islamic Economics Lariba, 10(1), 383–402. 
https://doi.org/10.20885/jielariba.vol10.iss1.art21 

Aksoy, H. (2017). How do innovation culture, marketing innovation and product innovation affect the 
market performance of small and medium-sized enterprises (SMEs)? Technology in Society, 51, 
133–141. https://doi.org/10.1016/j.techsoc.2017.08.005 

Al-Aidid, S. A. N. A., & Alkaff, M. (2026). Sharia-based marketing strategy: Ethical approach and market 
segmentation in improving service quality and consumer satisfaction. Afkaruna: International 
Journal of Islamic Studies (AIJIS), 3(2), 190–200. https://doi.org/10.38073/aijis.v3i2.3575 

Alegre, J., & Chiva, R. (2013). Linking entrepreneurial orientation and firm performance: The role of 
organizational learning capability and innovation performance. Journal of Small Business 
Management, 51(4), 491–507. https://doi.org/10.1111/jsbm.12005 

Al-Haddad, L., Sial, M. S., Ali, I., Alam, R., Khuong, N. V., & Khanh, T. H. T. (2019). The role of small and 
medium enterprises (SMEs) in employment generation and economic growth: A study of marble 
industry in emerging economy. International Journal of Financial Research, 10(6), 174. 
https://doi.org/10.5430/ijfr.v10n6p174 

Ali, A. J. (2011). Islamic ethics and marketing. In Ö. Sandıkcı & G. Rice (Eds.), Handbook of Islamic 
marketing. Edward Elgar Publishing. https://doi.org/10.4337/9780857936028.00009 

Ali, H., Qazi, H. S., Hashmi, H. S., Yasin, T., & Abbas, M. H. (2025). Mapping the two decades of Islamic 
marketing research using bibliometric analysis and novel machine learning topic modeling. 
Journal of Islamic Marketing, 16(8), 2372–2402. https://doi.org/10.1108/JIMA-03-2024-0127 

Alserhan, B. A. (2010). On Islamic branding: Brands as good deeds. Journal of Islamic Marketing, 1(2), 
101–106. https://doi.org/10.1108/17590831011055842 

Al-shami, H. A., & Abdullah, S. (2023). Halal food industry certification and operation challenges and 
manufacturing execution system opportunities. A review study from Malaysia. Materials Today: 
Proceedings, 80, 3607–3614. https://doi.org/10.1016/j.matpr.2021.07.331 

Amalia, W. F., & Andni, R. (2023). The influence of education level, halal awareness, and halal 
certification costs on halal certification decisions with religiosity as a moderating variable: A 
case study of MSMEs in Kudus Regency. Journal of Islamic Economics Lariba, 9(2), 453–478. 
https://doi.org/10.20885/jielariba.vol9.iss2.art10 

Amoah, J., Belas, J., Dziwornu, R., & Khan, K. A. (2022). Enhancing SME contribution to economic 
development: A perspective from an emerging economy. Journal of International Studies, 15(2), 
63–76. https://doi.org/10.14254/2071-8330.2022/15-2/5 

Anatan, L. & Nur. (2023). Micro, small, and medium enterprises’ readiness for digital transformation in 
Indonesia. Economies, 11(6), 156. https://doi.org/10.3390/economies11060156 

Andersén, J. (2021). A relational natural-resource-based view on product innovation: The influence of 
green product innovation and green suppliers on differentiation advantage in small 



Islamic marketing mediation model of MSMEs                59 

manufacturing firms. Technovation, 104, 102254. 
https://doi.org/10.1016/j.technovation.2021.102254 

Andrianata, M., Sudarmiatin, S., & Rahayu, W. P. (2024). MSME product innovation as a competitiveness 
strategy in local and global markets. Oikonomia : Journal of Management Economics and 
Accounting, 2(1), 39–47. https://doi.org/10.61942/oikonomia.v1i1.279 

Aoun, I., & Tournois, L. (2015). Building holistic brands: An exploratory study of Halal cosmetics. Journal 
of Islamic Marketing, 6(1), 109–132. https://doi.org/10.1108/JIMA-05-2014-0035 

Asihkia, O. U., Makinde, G. O., & Onamusi, A. B. (2020). Marketing capability and firm performance: 
Mediating role of new product development and management innovation. The International 
Journal of Business & Management, 8(2), 69–77. 
https://doi.org/10.24940/theijbm/2020/v8/i2/BM2002-033 

Bahara, R., Nur Aidi, M., Syamsu, K., Sunarti, E., Jayanegara, A., & Tieman, M. (2025). Exploration of global 
Halal food SMEs research through state approach: Bibliometric analysis. Journal of Islamic 
Marketing, 16(7), 1904–1948. https://doi.org/10.1108/JIMA-02-2024-0061 

Bank Indonesia & LPPI. (2016, May 24). Profil bisnis UMKM [MSME business profile] [HTML]. Bank 
Indonesia. https://www.bi.go.id/id/umkm/penelitian/Pages/Profil-Bisnis-UMKM.aspx 

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of Management, 17(1), 
99–120. https://doi.org/10.1177/014920639101700108 

Basar, S. A., Ibrahim, N. A., Tamsir, F., Rahman, A. R. A., Zain, N. N. M., Poniran, H., & Ismail, R. F. (2024). I-
FinTech adoption mediation on the financial literacy elements and sustainable 
entrepreneurship among Bumiputera MSMEs in Malaysia. International Journal of Economics 
and Financial Issues, 14(4), 138–147. https://doi.org/10.32479/ijefi.16546 

Bonne, K., & Verbeke, W. (2008). Muslim consumer trust in Halal meat status and control in Belgium. 
Meat Science, 79(1), 113–123. https://doi.org/10.1016/j.meatsci.2007.08.007 

Castillo-Vergara, M., & García-Pérez-de-Lema, D. (2021). Product innovation and performance in SME’s: 
The role of the creative process and risk taking. Innovation, 23(4), 470–488. 
https://doi.org/10.1080/14479338.2020.1811097 

Changalima, I. A. (2025). Halal supply chain management: A bibliometric analysis of the 100 most-
cited publications from Scopus-indexed journals. Social Sciences & Humanities Open, 11, 101248. 
https://doi.org/10.1016/j.ssaho.2024.101248 

Cho, Y. S., & Linderman, K. (2020). Resource-based product and process innovation model: Theory 
development and empirical validation. Sustainability, 12(3), 913. 
https://doi.org/10.3390/su12030913 

Cravo, T. A., Becker, B., & Gourlay, A. (2015). Regional growth and SMEs in brazil: A spatial panel 
approach. Regional Studies, 49(12), 1995–2016. https://doi.org/10.1080/00343404.2014.890704 

Del Giudice, M., Scuotto, V., Papa, A., Tarba, S. Y., Bresciani, S., & Warkentin, M. (2021). A self‐tuning model 
for smart manufacturing SMEs: Effects on digital innovation. Journal of Product Innovation 
Management, 38(1), 68–89. https://doi.org/10.1111/jpim.12560 

Erdin, C., & Ozkaya, G. (2020). Contribution of small and medium enterprises to economic development 
and quality of life in Turkey. Heliyon, 6(2), e03215. https://doi.org/10.1016/j.heliyon.2020.e03215 

Fathoni, M. A., Faizi, F., Suprima, S., Wiryanto, F. S., & Suryani, S. (2024). Exploring halal certification literacy 
measurement for micro small enterprises (MSEs). Review of Islamic Economics and Finance, 
7(2), 1–14. https://doi.org/10.17509/rief.v7i2.73607 



60                Jubaidi & Kartini 

Fauziyah, A., Anggraeni, E., & Hilal, S. (2023). Implementation of digital marketing at the Grand Kutilang 
Syariah Hotel Bandar Lampung during the recovery period after the Covid-19 pandemic: A 
sharia business perspective. Journal of Islamic Economics Lariba, 9(2), 311–328. 
https://doi.org/10.20885/jielariba.vol9.iss2.art3 

Ferraro, G., Scandurra, G., & Thomas, A. (2026). The emergence of innovation capabilities supporting 
technological shifts among SMEs: A mediated moderated model. Journal of Innovation & 
Knowledge, 11, 100868. https://doi.org/10.1016/j.jik.2025.100868 

Gherghina,  Ștefan C., Botezatu, M. A., Hosszu, A., & Simionescu, L. N. (2020). Small and medium-sized 
enterprises (SMEs): The engine of economic growth through investments and innovation. 
Sustainability, 12(1), 347. https://doi.org/10.3390/su12010347 

Giannetti, V., & Rubera, G. (2020). Innovation for and from emerging countries: A closer look at the 
antecedents of trickle-down and reverse innovation. Journal of the Academy of Marketing 
Science, 48(5), 987–1008. https://doi.org/10.1007/s11747-019-00669-3 

Gunday, G., Ulusoy, G., Kilic, K., & Alpkan, L. (2011). Effects of innovation types on firm performance. 
International Journal of Production Economics, Towards High Performance Manufacturing, 
133(2), 662–676. https://doi.org/10.1016/j.ijpe.2011.05.014 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial least squares 
structural equation modeling (PLS-SEM) using R: A workbook. Springer International Publishing. 
https://doi.org/10.1007/978-3-030-80519-7 

Heenkenda, H., Xu, F., Kulathunga, K., & Senevirathne, W. (2022). The role of innovation capability in 
enhancing sustainability in SMEs: An emerging economy perspective. Sustainability, 14(17), 
10832. https://doi.org/10.3390/su141710832 

Hendayana, Y., Puspaningtyas Faeni, D., & El-Kafafi, S. (2024). The mediating effect of islamic marketing 
capabilities in the relationship between entrepreneurial orientation and firm performance at 
handicraft SMEs in West Java. Amwaluna: Jurnal Ekonomi Dan Keuangan Syariah, 8(2), 383–
396. https://doi.org/10.29313/amwaluna.v8i2.3391 

Herdiana, Y., Sofian, F. F., Shamsuddin, S., & Rusdiana, T. (2024). Towards halal pharmaceutical: 
Exploring alternatives to animal-based ingredients. Heliyon, 10(1), e23624. 
https://doi.org/10.1016/j.heliyon.2023.e23624 

Ho, K. L. P., Nguyen, C. N., Adhikari, R., Miles, M. P., & Bonney, L. (2018). Exploring market orientation, 
innovation, and financial performance in agricultural value chains in emerging economies. 
Journal of Innovation & Knowledge, 3(3), 154–163. https://doi.org/10.1016/j.jik.2017.03.008 

Ismail, K., Rohmah, M., & Ayu Pratama Putri, D. (2023). Peranan UMKM dalam penguatan ekonomi 
Indonesia [The role of MSMEs in strengthening the Indonesian economy]. Jurnal Neraca: Jurnal 
Pendidikan Dan Ilmu Ekonomi Akuntansi, 7(2), 208–217. 
https://doi.org/10.31851/neraca.v7i2.14344 

Izberk-Bilgin, E., & Nakata, C. C. (2016). A new look at faith-based marketing: The global halal market. 
Business Horizons, 59(3), 285–292. https://doi.org/10.1016/j.bushor.2016.01.005 

Jaaffar, A. H., Abd Majid, N., Kasavan, S., Isa, A., Alwi, M. N. R., & Zahari, A. R. (2024). The effect of innovative 
mindset and behavior on innovation performance and competitive advantage: A case of halal 
SMEs owner-managers from Malaysian energy-intensive industry. Journal of Innovation and 
Entrepreneurship, 13(1), 1. https://doi.org/10.1186/s13731-023-00359-z 



Islamic marketing mediation model of MSMEs                61 

Jung, S.-U., & Shegai, V. (2023). The impact of digital marketing innovation on firm performance: 
Mediation by marketing capability and moderation by firm size. Sustainability, 15(7), 5711. 
https://doi.org/10.3390/su15075711 

Karsono, L. D. P., & Salma, L. F. (2023). The impact of 9P’s of marketing mix strategy towards the decision 
to purchase halal tourism services. Journal of Islamic Economics Lariba, 9(1), 1–18. 
https://doi.org/10.20885/jielariba.vol9.iss1.art1 

Kementerian Koordinator Bidang Perekonomian Republik Indonesia. (2021, May 5). UMKM menjadi pilar 
penting dalam perekonomian Indonesia [MSMEs are an important pillar in the Indonesian 
economy] [HTML]. Kementerian Koordinator Bidang Perekonomian Republik Indonesia. 
https://ekon.go.id/publikasi/detail/2969/umkm-menjadi-pilar-penting-dalam-
perekonomian-indonesia 

Khanra, S., Kaur, P., Joseph, R. P., Malik, A., & Dhir, A. (2022). A resource-based view of green innovation 
as a strategic firm resource: Present status and future directions. Business Strategy and the 
Environment, 31(4), 1395–1413. https://doi.org/10.1002/bse.2961 

Koc, F., Ozkan, B., Komodromos, M., Efendioglu, I. H., & Baran, T. (2025). The effects of trust and religiosity 
on halal products purchase intention: Indirect effect of attitude. EuroMed Journal of Business, 
20(5), 141–165. https://doi.org/10.1108/EMJB-01-2024-0004 

Kristanto, D., & Kurniawati, D. A. (2025). Financial performance of Indonesian frozen food MSMEs: Halal 
supply chain resilience, certification and competitive advantage. Journal of Islamic Marketing, 
16(10), 3092–3114. https://doi.org/10.1108/JIMA-07-2024-0278 

Kusmayadi, H. & Albari. (2024). Halal branding construct and it’s influence on purchase intention and 
WoM in Indonesia. Journal of Business and Management Review, 5(7), 553–574. 
https://doi.org/10.47153/jbmr.v5i7.1068 

Larios-Francia, R. P., & Ferasso, M. (2023). The relationship between innovation and performance in 
MSMEs: The case of the wearing apparel sector in emerging countries. Journal of Open 
Innovation: Technology, Market, and Complexity, 9(1), 100018. 
https://doi.org/10.1016/j.joitmc.2023.100018 

Lestari, E. D., Abd Hamid, N., Shamsuddin, R., Kurniasari, F., & Yaacob, Z. (2024). Investigating the factors 
of SMEs’ business resilience in the post-pandemic crisis of COVID-19 with technology adoption 
as a quasi-moderator: A multigroup analysis of Indonesian and Malaysian SMEs. Cogent 
Business & Management, 11(1), 2301135. https://doi.org/10.1080/23311975.2023.2301135 

Maflahah, I., Omar, E. N., Firmansyah, R. A., Asfan, D. F., & Hadiguna, R. A. (2025). Evaluation of the 
performance of the halal supply chain in fish processing SMEs: An empirical study utilizing the 
PLS-SEM approach. Mathematical Modelling of Engineering Problems, 12(3), 957–970. 
https://doi.org/10.18280/mmep.120322 

Mahliza, F. (2022). Consumption behavior of halal cosmetic products: The mediating role of trust on 
the effect of halal certification on purchase intention. Journal of Economics, Finance And 
Management Studies, 5(1), 228–239. https://doi.org/10.47191/jefms/v5-i1-28 

Manzoor, F., Wei, L., & Siraj, M. (2021). Small and medium-sized enterprises and economic growth in 
Pakistan: An ARDL bounds cointegration approach. Heliyon, 7(2), e06340. 
https://doi.org/10.1016/j.heliyon.2021.e06340 

Marzuki, S. N., & Kadir, S. (2025). The effect of Sharia green marketing and environmental awareness in 
fostering buying interest of Halal beauty product. Journal of Islamic Economics Lariba, 11(1), 507–
542. https://doi.org/10.20885/jielariba.vol11.iss1.art20 



62                Jubaidi & Kartini 

Mathew, V. (2022). Does islamic marketing mix affect consumer satisfaction?: An analysis of consumer 
perception in the service industry. International Journal of Service Science, Management, 
Engineering, and Technology, 13(1), 1–13. https://doi.org/10.4018/IJSSMET.297491 

Meixner, O., Friedl, R., & Hartl, B. (2018). Preferences for attributes of halal meat: Empirical evidence from 
the Muslim community in Vienna, Austria. International Journal on Food System Dynamics, 9(3), 
265–278. https://doi.org/10.18461/ijfsd.v9i3.935 

Moghaddam, H. K., Khan, N., Tan, B. C., & Khan, S. (2022). Consumer attitude toward Halal food in the 
case of the United Kingdom: The roleof product attributes and marketing stimuli. Food Research, 
6(6), 136–142. https://doi.org/10.26656/fr.2017.6(6).861 

Mohd Yusof, Y. L., & Wan Jusoh, W. J. (2014). Islamic branding: The understanding and perception. 
Procedia - Social and Behavioral Sciences, 130, 179–185. 
https://doi.org/10.1016/j.sbspro.2014.04.022 

Mulolli, E., Islami, X., & Hashani, M. (2024). Enhancing SME performance through innovation: Evidence 
from a transition economy – Kosovo. Business, Management and Economics Engineering, 
22(02), 401–420. https://doi.org/10.3846/bmee.2024.21800 

Mulyandi, M. R., Angelika, N., Gunawan, A., & Kireina, T. (2025). Halal marketing as a strategic approach 
to enhance service quality in Muslim consumer markets. Journal of Islamic Studies and 
Education, 3(3), 41–50. https://doi.org/10.63120/jise.v4i3.71 

Mustapha, I. Y., & AbdulQuadri, A. O. (2024). Impact of Islamic marketing strategies on firm 
performance: Evidence from Jaiz Bank, Plc. Nigeria. Shirkah: Journal of Economics and Business, 
10(1), 130–144. https://doi.org/10.22515/shirkah.v10i1.670 

Nasuka, M., Wijaya, T., & Hidayat, A. (2021). The role of Islamic marketing ethics for customer loyalty in 
Islamic banking through customer satisfaction. Economic Annals-ХХI, 187(1–2), 189–196. 
https://doi.org/10.21003/ea.V187-18 

Ndiaye, N., Abdul Razak, L., Nagayev, R., & Ng, A. (2018). Demystifying small and medium enterprises’ 
(SMEs) performance in emerging and developing economies. Borsa Istanbul Review, 18(4), 269–
281. https://doi.org/10.1016/j.bir.2018.04.003 

Niguse, T., Borji, B., & Kant, S. (2025). Strategic innovation and competitive advantage of SMEs in 
Ethiopia. African Journal of Economics and Business Research, 4(2), 45–70. 
https://doi.org/10.4314/ajebr.v4i2.3 

Nofrizal, Juju, U., Sucherly, Arizal N, Waldelmi, I., & Aznuriyandi. (2023). Changes and determinants of 
consumer shopping behavior in E-commerce and social media product Muslimah. Journal of 
Retailing and Consumer Services, 70, 103146. https://doi.org/10.1016/j.jretconser.2022.103146 

Noor, N. (2025). A closer look at halal brand image: Systematic review and future directions. Journal of 
Islamic Marketing, 16(10), 2900–2924. https://doi.org/10.1108/JIMA-06-2024-0259 

Normasyhuri, K., & Nurohmah, S. (2023). Purchase decision patterns of non-bank sharia housing in 
Bandar Lampung City during Covid-19: Price exploration and digital marketing. Journal of 
Islamic Economics Lariba, 9(1), 35–56. https://doi.org/10.20885/jielariba.vol9.iss1.art3 

Nur, M. R. T., Fathoni, M. A., & Sari, L. P. (2021). The impact of awareness, lifestyle and halal certification 
on the buying interests of MSME’s halal food products in DKI Jakarta. El Barka: Journal of Islamic 
Economics and Business, 4(2), 156–189. https://doi.org/10.21154/elbarka.v4i2.3207 

O’Cass, A., & Sok, P. (2014). The role of intellectual resources, product innovation capability, reputational 
resources and marketing capability combinations in firm growth. International Small Business 



Islamic marketing mediation model of MSMEs                63 

Journal: Researching Entrepreneurship, 32(8), 996–1018. 
https://doi.org/10.1177/0266242613480225 

Olaleye, B. R., Lekunze, J. N., Sekhampu, T. J., Khumalo, N., & Ayeni, A. A. W. (2024). Leveraging innovation 
capability and organizational resilience for business sustainability among small and medium 
enterprises: A PLS-SEM approach. Sustainability, 16(21), 9201. https://doi.org/10.3390/su16219201 

Pedraza, J. M. (2021). The micro, small, and medium-sized enterprises and its role in the economic 
development of a country. Business and Management Research, 10(1), 33–44. 
https://doi.org/10.5430/bmr.v10n1p33 

Pranitasari, D., Harini, S., Nugroho, S. H., Harahap, S. S., & Sudiarso, A. (2026). Digitalization and financial 
inclusion among women-led micro and small enterprises in Indonesia: An empirical 
perspective. Frontiers in Sociology, 11. https://doi.org/10.3389/fsoc.2026.1813070 

Pranitasari, D., Suriawinata, I. S., & Warcito, W. (2026). A gender-sensitive sustainable model of digital 
and financial inclusion for women-led MSMEs in Indonesia. Frontiers in Human Dynamics, 8. 
https://doi.org/10.3389/fhumd.2026.1795115 

Prasanna, R., Jayasundara, J., Naradda Gamage, S. K., Ekanayake, E., Rajapakshe, P., & Abeyrathne, G. 
(2019). Sustainability of SMEs in the competition: A systemic review on technological challenges 
and SME performance. Journal of Open Innovation: Technology, Market, and Complexity, 5(4), 
100. https://doi.org/10.3390/joitmc5040100 

Puspitasari, D. A., & Urumsah, D. (2021). Influence of halal certification on innovation and financial 
performance. Jurnal Reviu Akuntansi Dan Keuangan, 11(3), 650–666. 
https://doi.org/10.22219/jrak.v11i3.17983 

Putranto, A. S. (2025). Transformation of MSME marketing towards sustainability: Strategies and 
implementation. American Journal of Economic and Management Business (AJEMB), 4(5), 443–
450. https://doi.org/10.58631/ajemb.v4i5.222 

Rajapathirana, R. P. J., & Hui, Y. (2018). Relationship between innovation capability, innovation type, and 
firm performance. Journal of Innovation & Knowledge, 3(1), 44–55. 
https://doi.org/10.1016/j.jik.2017.06.002 

Ramdani, B., Belaid, F., & Goutte, S. (2023). SME internationalisation: Do the types of innovation matter? 
International Review of Financial Analysis, 88, 102681. https://doi.org/10.1016/j.irfa.2023.102681 

Ringle, C. M., Wende, S., & Becker, J.-M. (2024). SmartPLS 4 [Computer software]. SmartPLS GmbH. 
https://www.smartpls.com/ 

Rohmawati, M. L. (2025). Muslim consumer trust in Sharia-compliant product: A systematic literature 
and conceptual review within Islamic economic perspectives. SHACRAL: Shari’ah Economics 
Review Journal, 2(1), 242–261. https://doi.org/10.62952/shacral.v2i1.69 

Saeed, M., Ahmed, Z. U., & Mukhtar, S.-M. (2001). International marketing ethics from an Islamic 
perspective: A value-maximization approach. Journal of Business Ethics, 32(2), 127–142. 
https://doi.org/10.1023/A:1010718817155 

Sagita, A., Muzain, N. R., Ramadan, F., & Budiharjo, R. (2025). The effect of Sharia marketing on the 
performance of MSMEs in West Java. Jurnal Dinamika Manajemen Dan Bisnis, 8(1), 113–130. 
https://doi.org/10.21009/JDMB.08.1.7 

Sahani, A. P. G., & Faraby, M. E. (2024). Implementation of Islamic business ethics in increasing customer 
loyalty (Study at Noorshofea Store). Jurnal Ekonomi, 13(2), 797–807. 
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article/view/4439 



64                Jubaidi & Kartini 

Satu Data Kalimantan Timur. (2025, May 5). Data UMKM Prov. Kaltim Tahun 2021-2023 [East Kalimantan 
MSME Data for 2021-2023] [HTML]. Satu Data Kalimantan Timur. 
https://data.kaltimprov.go.id/dataset/data-umkm 

Septi, I., Kartika, B., Jamaludin, M. A., & Jaswir, I. (2023). The relationship between muslim consumers’ 
perception of halal certification toward purchase intention of halal products. Journal of Halal 
Industry & Services, 6(1), a0000383. https://doi.org/10.36877/jhis.a0000383 

Septiani, D., & Ridlwan, A. A. (2020). The effects of halal certification and halal awareness on purchase 
intention of halal food products in indonesia. Indonesian Journal of Halal Research, 2(2), 55–60. 
https://doi.org/10.15575/ijhar.v2i2.6657 

Sholehuddin, S., Winarno, A., Pratikto, H., Mukhlis, I., & Soetjipto, B. E. (2026). Can Islamic branding and 
religiosity enhance the financial performance of halal MSMEs? An explanatory study. 
Multidisciplinary Science Journal, 8(4), 2026276–2026276. 
https://doi.org/10.31893/multiscience.2026276 

Sibuea, Mhd. B., Sibuea, F. A., & Ramadhani, R. (2022). The factors affecting business innovation to 
improve the MSME competitiveness in Medan City. E3S Web of Conferences, 361, 01019. 
https://doi.org/10.1051/e3sconf/202236101019 

Sisay, K., Molla, S., Mekonnen, L., & Gadisa, Z. (2025). Nexus between business development service and 
women entrepreneurs’ performance: Implication for MSMEs growth and inclusive economic 
development in Ethiopia. Journal of Open Innovation: Technology, Market, and Complexity, 11(1), 
100514. https://doi.org/10.1016/j.joitmc.2025.100514 

Soliman, M., Hayeemad, M., Nuh, R., & Phetkaew, C. (2026). Investigating factors affecting purchase 
intention of halal cosmetics products among Millennial consumers: Findings from PLS-SEM 
approach. Journal of Islamic Marketing, 17(4), 1310–1339. https://doi.org/10.1108/JIMA-06-2024-
0264 

Suandi, E., Herri, H., Yulihasri, Y., & Syafrizal, S. (2023). An empirical investigation of Islamic marketing 
ethics and convergence marketing as key factors in the improvement of Islamic banks 
performance. Journal of Islamic Marketing, 14(6), 1438–1462. https://doi.org/10.1108/JIMA-07-
2021-0225 

Sukoco, H., Krisnaresanti, A., & Kayadibi, S. (2026). Reconceptualizing trust in Islamic marketing: A 
systematic review of attitudes and purchase intention. Create: Journal of Islamic Management 
and Business, 2(1), 1–17. https://doi.org/10.59373/create.v2i1.245 

Sulaiman, E., Santoso, A., Manalu, V., Mansur, D., Halim, H., & Kosasih, A. (2026). Foresight-driven digital 
transformation and innovation performance in tourism MSMEs: A capability complementarity 
perspective. Bulletin of Network Engineer and Informatics, 4(1), 99–114. 
https://doi.org/10.59688/709842 

Susiang, M. I. N., Siswanti, I., Permana, D., & Wibowo, M. W. (2024). Effects of competitive intelligence and 
halal integrity on Halalan Tayyiban implementation strategy in Indonesian MSMEs: The 
mediating role of halal orientation strategy. Journal of Islamic Marketing, 17(2), 753–771. 
https://doi.org/10.1108/JIMA-10-2023-0344 

Tambunan, T. T. H. (2023). The potential role of MSMEs in achieving SDGs in Indonesia. In H. Dasaraju & 
T. T. H. Tambunan (Eds.), Role of micro, small and medium enterprises in achieving SDGs (pp. 
39–72). Springer Nature Singapore. https://doi.org/10.1007/978-981-99-4829-1_3 

Tieman, M. (2011). The application of Halal in supply chain management: In‐depth interviews. Journal 
of Islamic Marketing, 2(2), 186–195. https://doi.org/10.1108/17590831111139893 



Islamic marketing mediation model of MSMEs                65 

Tsakalerou, M., Abil, A., Ribiere, V., Lukhmanov, Y., & Tynybayeva, N. (2025). The innovation capability 
equation: A systematic review of global determinants of SME’s success. Journal of Innovation & 
Knowledge, 10(4), 100757. https://doi.org/10.1016/j.jik.2025.100757 

Tuhuteru, A. D., & Iqbal, M. (2024). Readiness of micro, small, and medium enterprises (MSMEs) in the 
food and beverage sector for halal certification implementation: A case study in Magelang, 
Indonesia. Journal of Islamic Economics Lariba, 10(2), 1091–1114. 
https://doi.org/10.20885/jielariba.vol10.iss2.art24 

Usman, H., Chairy, C., & Projo, N. W. K. (2022). Impact of Muslim decision-making style and religiosity on 
intention to purchasing certified halal food. Journal of Islamic Marketing, 13(11), 2268–2289. 
https://doi.org/10.1108/JIMA-01-2021-0027 

Vanany, I., Soon-Sinclair, J. M., & Rahkmawati, N. A. (2024). Assessment of halal blockchain in the 
Indonesian food industry. Journal of Islamic Marketing, 15(6), 1498–1518. 
https://doi.org/10.1108/JIMA-05-2022-0122 

Waharudin, M. F. H. (2019). The effect of Islamic marketing ethics toward customer satisfaction, trust 
and loyalty to Islamic banks. International Journal of Innovation and Business Strategy (IJIBS), 
11(1). https://ijibs.utm.my/index.php/ijibs/article/view/79 

Wernerfelt, B. (1984). A resource‐based view of the firm. Strategic Management Journal, 5(2), 171–180. 
https://doi.org/10.1002/smj.4250050207 

Wilson, J. A. J., & Liu, J. (2011). The challenges of Islamic branding: Navigating emotions and halal. 
Journal of Islamic Marketing, 2(1), 28–42. https://doi.org/10.1108/17590831111115222 

Yaacob, T. Z., Kamal, P. A. A. M., Hashim, H. I. C., Hasan, M. Z., & Muchsinati, E. S. (2024). Determinant 
factors of consumer purchase intention towards halal cosmetic product consumption. 
International Journal of Academic Research in Business and Social Sciences, 14(7), 1965–1978. 
https://doi.org/10.6007/IJARBSS/v14-i7/22036 

Zafar, M. B., & Abu-Hussin, M. F. (2025). Halal purchasing decisions and consumer behavior: A multi­ 
method review. Journal of Islamic Marketing, 16(9), 2703–2732. https://doi.org/10.1108/JIMA-08-
2024-0365 

Zailani, S., Iranmanesh, M., Jafarzadeh, S., & Foroughi, B. (2019). The influence of halal orientation 
strategy on financial performance of halal food firms: Halal culture as a moderator. Journal of 
Islamic Marketing, 11(1), 31–49. https://doi.org/10.1108/JIMA-01-2018-0023 

 
  



66                Jubaidi & Kartini 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This page intentionally left blank. 

 

 


