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ARTICLE
ABSTRACT
INFORMATION
The development of halal tourism is a strategic effort to enhance regional Keywords:
competitiveness and achieve Indonesia’s vision of becoming a global halal digitalization halal tourism; halal

hub. This community service project was conducted at Wisata Halal Jabal certification; local economy;

Nur, South Kaliwungu, Kendal, focusing on empowering Micro, Small, and msmes

Medium Enterprises (MSMEs) to obtain halal certification and enhance

digital-based promotion. The program provided training, technical *Correspondent Author:
assistance, and mentoring to help MSMEs comply with halal standards and M Fatchurrohman

enhance their business management. The methods included socialization,

Focus Group Discussions (FGD), digital financial recording workshops, halal Email:

certification facilitation, and the development of official websites and social mfatchurrohman@unwahas.ac.id

media platforms for tourism promotion. Collaboration among lecturers,

students, MSMEs, tourism managers, and local governments has built a

sustainable ecosystem for the growth of halal tourism. The results show

that halal certification increases MSME awareness of halal integrity, while

digital promotion effectively expands market reach and reinforces Jabal

Nur’s image as a religious and inclusive tourism destination. This

integrative model enhances consumer trust and strengthens the local

economy. Moreover, the study contributes to global science by presenting

an evidence-based framework that links digital transformation, community

empowerment, and Islamic economic principles, providing new insights for

scholars and policymakers in advancing sustainable and globally

competitive halal tourism development.
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INTRODUCTION

The growth of the global halal market, valued at USD 2.29 trillion in 2022 and projected to
increase to USD 2.8 trillion by 2025, demonstrates tremendous potential that has not been fully
utilized by Indonesia, the country with the largest Muslim population in the world. Although 87.18%
of Indonesia's 270 million population is Muslim, the country's contribution to global halal product
exports remains very low, at only 3.6% (Indonesia Halal Economic and Financial Report, 2023). This
fact shows a strategic gap between market potential and implementation, especially in the Micro,
Small, and Medium Enterprises (MSME) sector, which is the backbone of the national economy. Data
from the Ministry of Cooperatives and SMEs (2023) indicate that out of 64 million MSMEs in Indonesia,
only 7% are halal-certified. In Kendal Regency, this figure is even lower, with only 2.5% of the 48,000
MSME players holding halal certificates (Dinas Perdagangan, Koperasi, dan UKM Kabupaten Kendal,
2023). The development of the global halal market, which remains underserved, presents various
problems and challenges that must be anticipated to enable the halal industry to be managed
optimally and sustainably (Ishomi, 2025). This condition presents strategic opportunities, particularly
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for small and medium-sized enterprises (SMEs), to contribute to the rapidly growing global halal food
market (Anggarkasih & Resma, 2022).

Bonne and Verbeke (2008) state that halal certification serves as a credence attribute,
increasing the trust of Muslim consumers, as the halal status cannot be assessed simply by examining
the product. Meanwhile, Wilson and Liu (2010) add that halal certification is not only a religious issue
but also a marketing strategy that can increase product competitiveness in the international market.
The sizeable Muslim population implies an increasing demand for halal products that comply with
sharia provisions (Fauzi & Battour, 2025). Therefore, the development of sustainable halal products
is not only important for domestic consumption but also a key strategy in strengthening the resilience
and sustainability of the Muslim economy (Supardin et al,, 2025). However, a knowledge gap still
exists regarding halal supply chain management, which poses a significant obstacle to the effective
implementation of the halal industry (Changalima, 2025). From a regulatory perspective, the Halal
Product Guarantee Law mandates halal certification for all products on the market, including those
from MSMEs (Disemadi, 2024). The trend of halal consumption is not only growing in Muslim
countries but also in non-Muslim countries that are beginning to adopt halal consumption patterns
(Bux et al., 2022; Lestari, 2025).

The increasing global demand for certified halal products presents strategic opportunities for
Small and Medium Enterprises (SMEs) to expand their market reach and enhance global
competitiveness (de Castro, 2021; Musfiroh et al, 2025). In Indonesia, this potential can be
strengthened through the development of halal tourist destinations, such as the Jabal Nur Halal
Tourism Area in Kendal, which combines high historical and spiritual value with efforts to stimulate
halal-based economic activities. The development of halal tourism emphasizes not only the spiritual
dimension but also the integration of the halal value chain, from products and services to marketing
practices, in accordance with Sharia principles (Hassan, 2013; Maulidia, 2022; Hamdan et al., 2023).
Locally, South Kaliwungu District, known as the “City of Santri” due to the presence of primary Islamic
boarding schools (Abu-Bakar & Mardiyah, 2023) and religious sites such as Jabal Nur Hill (Ikbal, 2019;
Rohmah, 2020; Fitriyana, 2023), holds great potential as a halal tourism hub.

Battour and Ismail (2016) define halal tourism as a concept that integrates recreation with
compliance to Sharia principles, covering halal food, worship facilities, and Muslim-friendly
environments. Stephenson (2014) highlights that halal tourism also encompasses cultural
authenticity and religious sensitivity, which enhance Muslim tourist comfort. Nevertheless, the
development of the Jabal Nur Halal Tourism Area still faces managerial and service adaptation
challenges related to halal standards (Rohmah, 2020). In this context, community organizations such
as the Sharia Economic Community (SEC) play a strategic role as catalysts for the implementation of
the sharia economic system and supporters of halal-oriented MSMEs. For example, SEC Kendal has
initiated technical guidance for self-declared halal certification; however, limited access to training,
technical obstacles in using the SiHalal application, and a low understanding of certification
procedures among MSME actors continue to impede progress (Anggarkasih & Resma, 2022).
Consequently, the number of halal-certified MSMEs in Kendal remains insufficient to support the Jabal
Nur halal tourism ecosystem fully. The sustainability of this development depends on the continuity
of the halal value chain, which not only drives changes in entrepreneurial behavior but also improves
community welfare and social inclusion (Ahmad, 2025; Qizam, 2025). Therefore, strengthening halal
literacy through innovative product development, halal branding, and sharia-based marketing is
essential to enhance consumer confidence and bolster the competitiveness of Kendal MSMEs in both
domestic and international markets (Shamsudin, 2025; Noor, 2025; Ismail, 2025; Hati, 2025).
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Mapping halal MSMEs, implementing a sustainable halal supply chain, and integrating halal
certification into tourism services are key priorities aimed at enhancing the attractiveness of the Jabal
Nur Halal Tourism Area while contributing to Indonesia’s national agenda of becoming a global hub
for the halal industry. The government has actively supported this effort by encouraging SMEs to
increase awareness of halal certification through socialization programs, providing free certification
facilities, and promoting Indonesian halal products in the international market (Anggarkasih & Resma,
2022). Nevertheless, global market penetration demands prudence in understanding target market
characteristics and ensuring the integrity of product halalness (Hassan, 2011; Kabir, 2020b),
particularly because Muslim consumers exhibit higher sensitivity toward halal authenticity than
toward other quality dimensions (Hassan, 2011; Munawar et al., 2025). Within this context, the
assistance program of the Sharia Economic Community (SEC) Kendal is designed to prepare the Jabal
Nur Halal Tourism Area by integrating religious tourism activities with the halal certification process
for community-based products, aligning with Higher Education Key Performance Indicators (KPIs),
specifically KPI 2 related to student experiential learning outside campus and KPI 3 concerning
lecturer engagement with partner institutions in real-world settings. As a tangible implementation of
the Merdeka Belajar Kampus Merdeka (MBKM) policy, this community service initiative places
students and lecturers directly within the sustainable development process in Protomulyo Village,
South Kaliwungu District, Kendal Regency.

The program aims to establish the Jabal Nur Halal Tourism Area as a major religious destination
rooted in Islamic values, capable of driving local economic growth while preserving the community's
religious traditions. Its specific objectives include empowering productive community groups through
digital media training for tourism promotion, halal product mapping, and online marketing;
accelerating MSME competitiveness through technical assistance for regular and self-declared halal
certification, developing halal standard operating procedures (SOPs), and establishing the “Jabal Nur
Halal Supply Chain” that links farmers, artisans, restaurants, and trusted souvenir outlets; and
strengthening the strategic role of SEC Kendal as a catalyst through the creation of a three-year
development roadmap, Training of Trainers (ToT) for halal literacy facilitators, and the establishment
of a campus-based halal certification service post. The urgency of this intervention is supported by
preliminary findings (January-March 2025), which revealed that 72% of MSME actors lacked
understanding of halal certification procedures, 80% faced difficulties operating the SiHalal
application, 90% did not utilize digital media, and 85% were unaware of strategies to market their
products within the Jabal Nur tourism area, which attracts over 35,000 domestic and international
visitors annually (Dinas Kepemudaan, Olahraga, dan Pariwisata Kabupaten Kendal, 2023).

These findings corroborate previous studies by Anggarkasih and Resma (2022), Draman
(2019), and Kumaladewi (2020), which identified low halal literacy, limited access to training, and the
complexity of certification procedures as key barriers to optimizing the potential of halal MSMEs. In
the tourism context, the absence of comprehensive halal MSME mapping, minimal integration of local
products into tourism services, and the underperformance of SEC Kendal underscore a strategic
imbalance between regional potential, business actors, and the advancement of sharia-based halal
tourism. Consequently, continuous and integrated assistance encompassing halal literacy
enhancement, certification acceleration, and digital marketing utilization is urgently needed to
establish a competitive and inclusive halal value chain. Through a participatory model combining field
lectures, mosque and Islamic boarding school-based workshops, online mentoring, and monthly
monitoring, this program is expected to address the national challenge of low halal certification among
MSMESs while accelerating Kendal’s transformation into a center of halal industry rooted in religious
tourism and a people-centered economy aligned with the principles of magqadsid al-shari‘ah
(preservation of religion, life, intellect, lineage, and wealth).
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The program’s broader goal is to strengthen regional identity, local economic growth, and
religious values through an integrated and sustainable halal tourism ecosystem. Specifically, it
empowers unproductive community groups through digital media in tourism management and
enhances the competitiveness of MSMEs through halal certification. The core problem addressed in
this study is how to design and implement a community empowerment model that effectively
integrates halal certification, digital-based promotion, and sustainable tourism management to
accelerate the realization of an inclusive and competitive halal tourism ecosystem in Jabal Nur, South
Kaliwungu. Strengthening SEC Kendal’s role as a driver of the sharia economy through halal literacy
education and tourism-based certification assistance is thus essential to building a collaborative halal
value chain, improving community welfare, and positioning Kendal as a model for a people-centered
halal tourism economy in Indonesia.

METHOD

The community service program is carried out through structured stages to address the
challenges faced by Micro, Small, and Medium Enterprises (MSMEs) in production, management, and
marketing (Maksum et al., 2020; Endris & Kassegn, 2022). The first stage involves socialization to raise
awareness and understanding of halal certification, while exploring the integration of products into
halal tourism areas. Meetings with MSME representatives, village officials, and mosque administrators
help build collective commitment within the halal ecosystem (Che Haron et al., 2024). The second
stage focuses on capacity building through training in halal branding, digital marketing, local wisdom-
based product storytelling, and sharia business management. The third stage emphasizes technology
adoption, providing MSMEs with support in using halal digital marketing platforms, simple financial
apps, and halal-based production methods to improve efficiency. This stage is integrated with halal
tourism promotion to market MSME products as unique local souvenirs (Takhim et al., 2023;
Mutmainah et al., 2025). The final stage involves mentoring and evaluation through field monitoring,
consultations, and assessments based on MSME turnover growth, readiness for halal certification, and
expansion of marketing networks within the halal tourism sector.

The problems faced by partners in this community service program are addressed through
structured participation at each stage. In product development, partners are involved in discussions
about the needs and limitations of halal tourism facilities, especially in creating official websites as
promotional media (Yousaf & Xiucheng, 2018; Hariani & Hanafiah, 2024). They also prepare venues
and personnel for website management and halal certification training, enabling MSMEs to manage
digital-based halal products effectively. In tourism management, partners provide spaces for
socialization and training on digital recording and participate in discussions about retribution
systems, organizational structures, and halal tourism governance (Nisha, 2023; Singgalen, 2025).
They also support the provision of training facilities and participants to strengthen transparent and
professional management. In marketing, partners help organize training on social media promotion
and identify suitable strategies for halal tourism markets (Razzaq et al,, 2016; Vargas-Sanchez &
Moral-Moral, 2019) while preparing digital channels and equipment to enhance the competitiveness
of MSMESs. In human resource management, partners prepare personnel and participate in training to
improve digital literacy and service quality in halal tourism (Hunter et al., 1996; Parise, 2007; Pak et
al,, 2016). Referring to the 5A tourism principles—Attraction, Accessibility, Amenities, Ancillary, and
Activity (Ali, 2022) —partners also participate in selecting halal souvenirs and local products that
represent the identity of halal tourist destinations (Fawzeea et al,, 2021; Ichsan & Zaenuri, 2023).
Through this active participation, the Jabal Nur Halal Tourism Area is expected to offer not only
spiritual and cultural attractions but also a robust halal value chain, featuring certified products,
integrated digital marketing, and Sharia-compliant tourism services.
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Table 1. Partner Participation in Program Implementation

Program Aspect Form of Partner Participation

Product Development  Providing data and discussing the needs and limitations of facilities for
creating official websites.
Preparing venues and facilities for website management training in the
religious tourism area.
Assigning personnel for website management and halal certification
training.

Tourism Management  Providing venues for socialization and digital recording training.
Participating in discussions on management structure, levies, and
operational mechanisms of the halal tourism area.

Preparing equipment (tables, chairs, projectors, loudspeakers, etc.) and
nominating participants for technical guidance.

Marketing and Preparing venues and facilities for social media marketing training.
Promotion Collaborating in discussions on digital promotion strategies and
managing official social media accounts.
Preparing prospective participants and ensuring the necessary training
equipment is available.

Human Resource Selecting and preparing potential personnel for training and mentoring.
Development Participating in discussions to improve skills and professional capacity in
halal tourism management.

5A Principles of Halal Conducting discussions on developing certified halal souvenirs or
Tourism flagship products.
Providing training venues and equipment support.
Preparing participants for training and product development
discussions.

The community service program in the Jabal Nur Halal Tourism Area, South Kaliwungu, Kendal,
is carried out by a team with diverse and complementary expertise. In Islamic economics and finance,
Drs. M. Fatchurrohman, S.HI,, M.E., together with a student from the Islamic Economics Study Program,
focuses on identifying community needs, designing the halal tourism ecosystem, and assisting MSMEs
in the halal certification process to ensure all activities follow sharia principles and support
community welfare. In accounting and auditing, Agus Triyani, S.E.,, M.Si,, and a student assistant
manage financial records, inventory, visitor data, and halal audit procedures to promote transparency
and accountability. In information technology, Nogroho Eko B., S.T., M.Kom.,, is responsible for creating
and managing the official website, optimizing digital promotions, and developing social media-based
marketing strategies for halal products. This digital approach helps expand tourism promotion, attract
young visitors, and strengthen MSME competitiveness through professional halal branding. The
collaboration of these experts and students shows strong synergy in developing a community-based
halal tourism ecosystem that integrates Islamic law, management, accounting, and digital technology,
resulting in a sustainable and accountable model that supports the growth of the halal industry.
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Table 2. Roles and Responsibilities of Each Member

Domain Expertise Team Members Based on Needs
and Expertise

Identify user needs, assess the Sharia Economics M Fatchurrohman, SHI, ME, and one

limitations of available infrastructure, and Finance student from the Islamic
and outline the halal tourism design Economics study program with
process and halal certification expertise in Audit Management and
assistance  process for business Halal Certification

products.

Financial management, inventory Accounting, Agus Triyani, SE, M.Si, and one
recording, and data collection for halal Auditing & Data student from  the  Islamic
tourism visitors, as well as halal audit Recording Economics study program with
and certification management. expertise in data recording

Official website creation, digital Information Nogroho Eko B., S.T., M.Kom, with
promotion utilization, and digital Technology, expertise in information systems,
marketing implementation for halal Website & websites, and digital development
products using social media, Digitalization

The community service program in the Jabal Nur Halal Tourism Area, South Kaliwungu, Kendal,
was implemented through several structured and systematic stages. The initial stage focused on
preparation, including coordination with local stakeholders and readiness of digital platforms for
promotion, information, and data management. This was followed by the design and development of
a social media platform and an official website tailored to user needs and local infrastructure, ensuring
effective, transparent, and sustainable management. Subsequent activities included preparation for
socialization and training to enhance partners’ skills in website management, digital financial
recording, and halal tourism administration. The first Focus Group Discussion (FGD) was held on July
27, 2025, attended by 24 participants, comprising the Management of MES Kendal and invited
representatives from the Department of Youth, Sports, and Tourism of Kendal Regency. This initial
FGD served as a platform to synchronize understanding regarding the integration of halal certification
and digital management in promoting Jabal Nur as a halal tourism destination.

The next stages focused on conducting promotional training, utilizing social media effectively,
and providing technical guidance on halal certification for MSME products. The second FGD,
conducted on September 13, 2025, involved 32 participants, including the Management of MES
Kendal, representatives from the Department of Youth, Sports, and Tourism of Kendal Regency, the
Institute for Research and Community Service of Universitas Wahid Hasyim, and local MSME actors
around the project site. This session deepened collaboration among stakeholders in strengthening
halal awareness, MSME competitiveness, and sustainable halal tourism governance. The program
concluded with the evaluation, optimization, and publication of the outcomes through national media,
aiming to measure effectiveness, enhance public awareness, and reinforce SEC Kendal’s strategic role
in advancing the regional sharia economy. The final stage involved preparing a comprehensive report
and publishing the results in a nationally reputable journal, serving as a form of academic
accountability and dissemination of best practices.
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evaluation method, as presented in Table 3.

Jurnal Pemberdayaan Masyarakat 4(4) 2025 | Hal. 957-981

Step #3: Implementation 1I

of community partnership :

empowerment |

I ] :

Halal Product Audit Step #3.4: Assistance & :

and Website [t Evaluation; Assistance |

anapemet Tratiing | for halal tourism areas :

*+  Training on halal i through Halal Product |

product auditing for ! ,_r Certification and |

halal tourism and its : Evaluation of Audits of l

TmP.le.menuum s o i Halal Products in |

* raining and practice in | 2 S |

managing the official i Circulation |

Halal Tourism website | H y |

| | Step #3.5: Program l

i i | sustainability; Maintenanceof | |

i { | Halal Tourism Areas that have ||

E E o= animpact on improving the :

---------------------------------------------- i ) local community's economy |
|

B -

1 i Step #4: Estimate the |

! total cost of activities I

Activity Costs |<-' | Activity Costs (in the Budget Plan) |

|

|



964

Table 3. Evaluation Methods for the Implementation of the Community Service Program

. . . Quantitative
Evaluation Evaluation Data Source/ Instrument Time of Success
Aspect Method Respondent Used Evaluation .
Indicators
Program Document Projectteam, Evaluation Before 100% of
Relevance and review and SEC Kendal, checklist, program planned
Planning coordination MES Kendal meeting implementatio  activities align
meeting minutes n (Month 1-2)  with community
evaluation needs and
MBKM
indicators
Participant Pre-FGD MSMEs, Pre-FGD Before FGD 1 At least 80% of
Baseline participant tourism questionnaire (July 2025) participants
Competence survey and managers, , observation complete
observation =~ MES Kendal sheet baseline survey
members with identifiable
skill gaps
Process Direct Lecturers, Observation Throughout 90% of planned
Evaluation observation students, checKlist, implementatio  sessions
(Implementatio  during MSMEs attendance n (Month 3-7)  conducted
n Quality) activities list effectively with
and participant
structured engagement
field notes >80%
Knowledge and  Post-FGD FGD Post-FGD After FGD 2 275% of
Skill participant participants questionnaire (September participants
Improvement survey and (MSMEs, MES , test form 2025) show 230%
knowledge Kendal, improvement in
test government knowledge/skill
reps) s compared to
pre-FGD results
Halal Literacy Monitoring MSME Progress Month 6-8 250% of MSMEs
and of MSME partners tracking assisted submit
Certification halal sheet or complete
Progress certification halal
applications certification
and follow- process
up
mentoring
Digital Observation, MSME Website Month 6-8 Website and
Competency analytics partners, usage report, social media
and Website monitoring, tourism evaluation active with =300
Utilization and partner = managers survey monthly visitors
self- and 210 MSME
assessment profiles
uploaded
Program Mixed- All Structured End of 280% of
Outcome and method stakeholders = questionnaire program participants
Impact survey (MSMEs, (Month 8) agree that the
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(quantitative lecturers, , interview program
+ government)  guide improved MSME
qualitative) competitiveness
and halal
awareness
Public Documentati Projectteam, Publication Final month 21 publication
Dissemination on and LPPM record, (Month 8) in national
and publication Unwahas disseminatio media and =1
Sustainability tracking n report article
submitted to a
reputable
journal

RESULTS AND DISCUSSION

The Sharia Economic Community (SEC) is a nationally recognized non-profit organization that
plays a strategic role in advancing Indonesia’s sharia economy by promoting sharia financial literacy,
supporting MSMEs, and strengthening the sustainable halal value chain (Rosidah, 2021). This role has
become increasingly vital with the growth of Indonesia’s halal sectors, including halal food, Muslim-
friendly tourism, Muslim fashion, and agriculture. Data from Bank Indonesia indicate that as of
December 2024, Islamic banking financing increased by 9.87% year-over-year, while Islamic social
finance also demonstrated a positive performance (Darmawan, 2025). At the regional level, SEC
operates through local representatives who adapt programs to community needs. In Kendal, SEC has
significantly increased millennial literacy on Islamic investment, contributing to a 94.6% rise in
understanding (Rahman, 2024), which demonstrates its tangible impact on grassroots economic
behavior. Within the Jabal Nur halal tourism area, SEC Kendal plays a crucial role in integrating
religious and cultural tourism with MSME empowerment by assisting with halal certification through
both regular and self-declaration schemes (Anggarkasih & Resma, 2022). It also facilitates capacity
building through training in halal supply chain management, branding, and digital marketing, enabling
MSMESs to meet halal standards and compete globally, in line with Indonesia’s goal to become a global
halal industry hub (Prayuda et al., 2023; Rini et al., 2025). Moreover, SEC Kendal actively advocates
for local policy support, encouraging the government to allocate funding, simplify regulations, and
collaborate with Islamic financial institutions to sustain the halal value chain in tourism and trade.
Through digitalization, such as website and social media use, SEC Kendal expands education, product
marketing, and the promotion of Jabal Nur as a sharia tourism icon. Overall, SEC Kendal serves as a
key driver of an integrated sharia economy by combining literacy, certification assistance, capacity
development, policy advocacy, and digital innovation to enhance community welfare and advance
Indonesia’s vision as a global halal center.

Table 4. The Role of SEC Kendal as a Driver of the Sharia Economy

L. Testimonies / Quantitative
Role of SEC Kendal Activity Outcomes L. . .
Qualitative Evidence Achievements

Facilitator of Halal Assisted MSMEs in “With SEC Kendal’s 12 MSMEs assisted; 7
Certification understanding halal guidance, we finally MSMEs successfully
Assistance certification requirements understood the halal submitted halal

and submission certification processand  certification

procedures. could apply confidently.” applications by Sept

— UMKM Participant, 2025.

Protomulyo Village
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Promoter of Digital
Transformation in
Halal Tourism

Trainer and
Capacity Builder

Connector of
Academic-
Community
Collaboration

Advocator of Halal
Literacy and
Magasid al-Shariah
Integration

Economic
Empowerment
Catalyst

Developed the official
website and social media
platforms for Jabal Nur
Halal Tourism to enhance
digital visibility.

Conducted training
sessions on digital
recording, website
management, and social
media marketing for
MSMESs and tourism
managers.

Facilitated collaboration
between lecturers,
students, and local
stakeholders under the
MBKM framework.
Conducted halal
awareness campaigns and
discussions integrating
Islamic values in
economic practice.
Strengthened MSME
competitiveness through
sustainable halal tourism
initiatives and financial
education.
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“The website built by
SEC Kendal helped us
reach more visitors and
promote our halal
products online.” —
Tourism Manager, Jabal
Nur

“The digital training
made our management
more transparent and
efficient.” — MES Kendal
Member

“This program gave
students real experience
in empowering the
community.” — Unwahas
Lecturer

“We learned that halal is
not only a label but a
moral responsibility in
business.” — MSME
Owner

“Our income increased
after joining the halal
tourism network.” —
Local MSME
Entrepreneur

1 official website
created; 3 active social
media accounts; 350+
monthly visitors by Oct
2025.

2 FGDs (24 and 32
participants); 3
training sessions; 90%
participant attendance
rate.

5 lecturers and 10
students actively
involved; collaboration
with 4 local
institutions.

80% of participants
showed 230%
improvement in halal
literacy post-
evaluation survey.
Average MSME sales
increased by 20%
within 3 months after
program
implementation.

The dissemination of halal certification is an essential step in increasing public literacy and
awareness, especially among MSMEs, about the importance of halal product assurance
(Puspitaningrum et al.,, 2021; Tuhuteru & Igbal, 2024). Based on Law No. 33 of 2014 on Halal Product
Guarantee (HPG), the Ministry of Religious Affairs has gradually implemented halal certification since
2019, with its coverage expanding between 2024 and 2026 to include food, beverages, medicines, and
cosmetics (Wajdi, 2021; Shahlehi, 2025). This dissemination not only explains regulations and
procedures but also promotes the magasid al-syari‘ah values that protect Muslim consumers (Hilme
& Raffi, 2024). In the Jabal Nur Halal Tourism Area, socialization activities are conducted to help the
community understand that halal certification is both a legal requirement and a strategic opportunity
to enhance MSME competitiveness and strengthen the halal tourism ecosystem. Halal certification
training enhances the technical capacity of MSMEs to meet the Halal Product Guarantee System
(HPGS) standards (Aini et al, 2023; Fathoni, 2025), covering aspects such as raw material
identification, halal-compliant production, hygiene, and traceability management. However,
according to the Halal Product Guarantee Agency, only about 1.3 million MSMEs had utilized free halal
certification by 2024, out of more than 64 million MSMEs nationwide (Azizah, 2025), showing a large
gap that must be addressed through contextual and intensive training especially in halal tourism areas
like Kendal focusing on local products such as Eid specialties or Jabal Nur religious souvenirs.
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Table 5. Halal Certificate Based on Registration Path
Halal Certificate Registration

2020 2021 2022 2023 2024 Row totals
Channel
Self-Registration/Regular 1.564 7.870 11.023 13.324 15.210 47.991
Enrollment Through 4.093 8954 7.172 12.074 14.560 46.853
Facilitation
Self-Declare Registration 750 89.560 1.207.754 1.425.430 1.723.494
Grand totals 5.657 17.574 107.755 1.233.152 1.455.200 2.819.338

Source: bpjph.halal.co.id

Data from bpjph.halal.go.id shows a major shift in Indonesia’s halal certification process from
conventional methods to a large-scale self-declare system. Before 2021, more than 70% of halal
certificates were issued through facilitation or regular self-registration. However, after the Self-
Declare Scheme was launched in late 2021, the number of certificates skyrocketed from 750 in 2021
t0 89,560 in 2022, 1.21 million in 2023, and 1.43 million in 2024. By 2024, self-declaration accounted
for 97.9% of the total 1.46 million certificates, or 61% of the five-year cumulative total (1.72 million).
In contrast, self-registration (15,210) and facilitation (14,560) contributed approximately 1% each to
the annual total. This surge reflects the success of digital transformation through the SWA-HPGS
platform, which enables MSMEs to complete certification online in just a few days, supported by
widespread outreach from HPG, local governments, and universities. Overall, the 2.82 million
certificates issued since 2020 confirm that self-declaration has become the main mechanism for
accelerating Indonesia’s halal certification targets.

Table 6. Halal Certificate by Scale of Business and Year of Issue

Business Scale 2020 2021 2022 2023 2024 Row totals
Great 297 2.159  2.584 2.875 3.210 11.125
Small 1.202 2.051 1.138 44.710 52.430 101.531
Medium 396 1.610 588 625 780 3.999
Micro 3.762 11.754 103.445 1.184.942 1.398.600 2.702.503

Grand totals 5.657 17.574 107.755 1.233.152 1.455.020 2.819.158
Source: bpjph.halal.co.id

Data from bpjph.halal.go.id shows a sharp increase in halal certificates driven mainly by micro-
scale MSMEs. The number of certificates rose from 5,657 in 2020 to 17,574 in 2021, then surged to
107,755 in 2022, 1.23 million in 2023, and 1.46 million in 2024. Micro businesses dominated this
growth, contributing 95.9% of all certificates in 2024 and 95.8% of the total 2.82 million certificates
issued in the past five years. Small businesses also increased from 44,710 to 52,430, while medium-
sized enterprises (780) and large enterprises (3,210) grew modestly, representing only 0.14% and
0.22%, respectively. This trend highlights the success of HPG’s mass facilitation programs in reaching
millions of ultra-micro businesses, turning halal certification into a new standard business license in
the food sector, and strengthening Indonesia’s progress toward 100% halal product compliance.

Assistance with halal certification is a crucial step following socialization and training, helping
MSMESs overcome administrative and technical challenges, such as utilizing the SiHalal application,
preparing legal documents, and meeting raw material standards (Anggarkasih & Resma, 2022). This
process ensures MSME actors can practically complete certification procedures (Darmalaksana, 2023;
Fathoni, 2025). In the Jabal Nur Area, assistance is provided through the involvement of MBKM
students, who help MSMEs prepare documents and communicate with halal auditors, thereby linking
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academic activities with community empowerment. Technical guidance further enhances MSME skills
in implementing the Halal Product Guarantee System (HPGS) through simulations, production trials,
and post-certification management (Santoso, 2023; Adlyn et al., 2024; Sari et al., 2024; Musfiroh et al,,
2025). These activities, targeting culinary, catering, and souvenir MSMEs, aim to create an integrated
halal value chain. Overall, structured socialization, training, mentoring, and guidance not only increase
the production of halal-certified products but also strengthen a sustainable halal ecosystem that
supports Indonesia’s vision as a global halal hub (Marnita, 2024). Halal certification also acts as a key
instrument for competitiveness and branding in domestic and international markets (Masron, 2015;
Ali, 2022; Azam et al., 2024; Bahrudin et al.,, 2024). However, MSME:s still need government support
in financing, infrastructure, and marketing to meet global standards (Ismail, 2013; Susiang et al., 2024;
Hidayat, 2025). The implementation of a robust Halal Assurance System (HAS) is crucial for
maintaining product integrity (Anggarkasih & Resma, 2022). At the national level, strengthening
standardization, research, innovation, logistics, and Islamic financial services will ensure sustainable
competitiveness and support Indonesia’s goal of becoming a global leader in the halal industry
(Masron, 2015; Kabir, 2020b; Maritha, 2025).

Figure 2. Documentation of Socialization, Training, Mentoring, and
Technical Guidance Activities for Halal Certification

The growing global demand for halal products drives both large companies and MSMEs to seize
wider market opportunities (Puspitaningrum et al., 2021; Ahmad-Fauzi & Md Saad, 2024). In the Jabal
Nur Kendal Halal Tourism Area, MSMEs are supported through socialization, training, assistance, and
technical guidance to enhance production, management, and digital halal branding (Ahmad-Fauzi &
Md Saad, 2024). Structural challenges, such as weak systems, a lack of standards, and administrative
issues, can be addressed through continuous training and certification support (de Castro, 2021;
Hidayah & Solihah, 2025). The government plays a key role by providing certification facilities,
adaptive regulations, and ongoing promotion to speed up halal audits (Abdul-Talib, 2013; Perdana &
Habir, 2024; Nina, 2025). Technical guidance also helps MSMEs understand differences in global halal
standards (Hassan, 2013; de Castro, 2021; Mazlan, 2025). With inclusive and global halal marketing
strategies, Jabal Nur MSMEs are expected to reach both domestic and international markets (Noor,
2025). Strengthening halal branding and digital marketing through websites and social media will
position Jabal Nur not only as a religious destination but also as a center for developing a sustainable
halal ecosystem aligned with Indonesia’s vision as a global halal hub.

Changes in community and MSME attitudes toward halal branding in the Jabal Nur Halal
Tourism Area show the success of the empowerment program. Initially seen as a mere administrative
burden, halal certification is now viewed as a strategic added value that strengthens consumer trust
(Vanany et al., 2020). Over 70% of Muslim consumers in Indonesia prefer halal-labeled products,
making halal branding crucial for competitiveness, especially as global Muslim spending on halal food
and lifestyle is projected to reach USD 2.8 trillion by 2025 (DinarStandard, 2023/2024). The
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motivation of MSMEs now stems from both regulatory and economic opportunities, with a strong
commitment demonstrated through the consistent implementation of the Halal Product Assurance
System (HPGS), adherence to production hygiene, and quality evaluation (Nurjamjam, 2024; Hoang,
2025). Consistency in halal practices enhances the reputation of halal destinations (Al-Ansi & Han,
2019; Hasan, 2024) and supports Indonesia’s goal of becoming a global halal hub under the National
Sharia Economic Master Plan 2025-2029. Halal tourism, as an inclusive form of tourism aligned with
Islamic values, requires strict supervision to ensure authenticity and quality (Said et al., 2022;
Lenggogeni, 2025). Meanwhile innovations in halal process identification strengthen national
standardization (Rachman & Sangare, 2023; Rahma, 2025).

Consumer behavior factors, such as perception and social influence, affect halal purchasing
decisions (Rehman & Zeb, 2023; Zainnuddin, 2025), making trust-focused marketing strategies crucial
for market expansion and sustainability (Isa et al., 2024; Rahayu, 2025). Attributes like halal food,
worship facilities, and alcohol-free environments enhance tourist satisfaction and loyalty (Vargas-
Sanchez & Moral-Moral, 2020; Qureshi, 2025). Human resources and halal executives play a central
role in ensuring certification quality and industry growth (Puspitaningrum et al., 2021; Effendi, 2023;
Azizah, 2025; Shuhaimi, 2025). Halal producers must also improve product quality and education to
foster loyalty (Katuk, 2021; Said et al., 2022; Patrisia, 2025) while expanding halal product promotion
internationally (Meutia, 2023; Ossman, 2025). A strong halal reputation supports both consumer trust
and employee ethics (Rangkuti, 2023), and collaboration among government, industry, communities,
and academia is essential to building an inclusive, sustainable, and globally competitive halal tourism
ecosystem (Kurniawan, 2025).

Halal tourism areas have significant strategic implications for increasing MSME
competitiveness by creating segmented and loyal markets. In Jabal Nur, the presence of religious
tourists drives demand for Sharia-compliant food, beverages, souvenirs, and tourism services. The
2023 Global Muslim Travel Index (GMTI) projects Muslim tourist spending to reach USD 225 billion
by 2028 (crescentrating.com), highlighting the importance of halal branding as a competitive
advantage for MSMESs in Kendal. This also encourages the formation of an integrated halal ecosystem,
where MSMEs ensure halal compliance throughout the entire supply chain, from production to
distribution (Anggarkasih & Resma, 2022). In Jabal Nur, such synergy between MSMEs, religious
institutions, local governments, and SEC Kendal strengthens the local halal industry, while training
and digital literacy programs enhance managerial capacity (Noor, 2025). Service quality
improvements, as noted by Noor (2025b), are crucial for MSMEs to build a reputation beyond
certification alone. In the long term, this ecosystem supports the goals of Indonesia’s Sharia Economic
Masterplan 2019-2024 and its 2025-2029 extension, which emphasize the development of a halal
ecosystem through tourism and MSMEs. The government’s inclusive halal policy aims to empower
micro and small enterprises (Arianty et al., 2025). However, MSMEs still face technical and financial
constraints compared to large producers (Ariffin et al.,, 2023; Cahya et al,, 2025), underscoring the
need for more targeted interventions. Integrating halal tourism with cultural preservation and multi-
stakeholder collaboration promotes sustainability (Santoso & Cahyani, 2022; Lumbanraja, 2025),
while education and product integration within Jabal Nur reinforce its branding as a competitive halal
destination. Rising GDP per capita also boosts halal industry output (Jailani & Adinugraha, 2022; Bima
et al, 2025), though efficiency and innovation remain key (Abdul-Talib, 2013; Bachtiar, 2025a;
Purusottama, 2025). Beyond certification, halal development serves as a product differentiation and
promotional tool for global competitiveness. The obligation to certify halal products and apply
traceability ensures acceptance in international markets, especially within OIC member countries
(Anggarkasih & Resma, 2022). However, standard differences between domestic and global
certification bodies persist (de Castro, 2021; Mahmudah, 2025).
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Figure 3. Provision of Color Printers and Press Machines for T-shirt Screen Printing

Adaptive marketing strategies are therefore needed to address variations in halal
interpretation (Hassan, 2013; Affa & Khasanah, 2025). In programs such as the Provision of Color
Printers and Press Machines for T-shirt screen printing and the distribution of 100 T-shirts to the
Kendal Sharia Economic Community-Owned Enterprise, MSMEs require support in certification,
design innovation, and digital marketing to compete globally. All screen-printed products must be
halal certified (Hasan & Latif, 2024; Fatchurrohman et al., 2025), creating opportunities for Kendal’s
sharia economy if supported by incentives, training, and infrastructure. Overcoming challenges in
cost, knowledge, and marketing requires collaboration among policymakers, support institutions, and
MSMEs (Ismail, 2013; Kabir, 2019). Thus, providing modern printing machines and t-shirt packages
is not merely facilitation but a strategic step toward realizing Indonesia’s vision as a global halal center
(Imron, 2025).

Increased halal awareness forms the foundation for building a sustainable halal tourism
ecosystem, encompassing not only religious aspects but also safety, cleanliness, and product
sustainability (Alhammadi, 2024). Through socialization, training, and certification assistance in the
Jabal Nur area, communities and MSMEs understand that halal labeling is not merely an
administrative requirement but a trust-building instrument, aligning with Hassan (2011) and
Munawar et al. (2025), who highlight Muslim consumers’ sensitivity to halal integrity. Strengthening
halal branding is vital for the competitiveness of MSMEs and serves both as a means of sharia
compliance and product differentiation (Kabir, 2020). In Kendal, integrating the “Kota Santri” identity
into product design and promotion connects Islamic values with local culture. Linking halal tourism
with local MSMEs fosters a sustainable halal value chain, as seen in Jabal Nur’s religious heritage and
halal-based MSME products (Fachrurrazy et al, n.d.; Mutmainah et al., 2025). This integration
enhances MSME income and fosters the local ecosystem in support of Indonesia’s goal to become a
global halal hub (Arianty et al., 2025). Since Muslim consumers prioritize halal assurance (Usman et
al, 2022; Suratno, 2025), the government must accelerate the mapping of MSMEs and the
implementation of halal supply chains (Sarasi, 2025), supported by standards, innovation, logistics,
and Islamic finance (Masron, 2015; Utomo et al., 2021). Improved competitiveness increases income
(Susiang et al.,, 2024), while macroeconomic strategies must sustain halal industry output (Meylinda
& Matondang, 2023; Sumpena, 2025). In halal tourism, emphasizing Muslim-friendly attributes
enhances satisfaction and loyalty (Utomo et al,, 2021; Muchtar, 2025; Patwary, 2025), though Halal
Supply Chain Management (HSCM) still faces compliance risks (Abderahman et al., 2021; Khan et al,,
2022; Jasman, 2025), requiring strong halal standard management (Othman, 2025; Islam, 2025).
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The Workshop on Strengthening Local MSME Halal Product Brands integrates halal tourism and
provides operational guidelines for MSMEs on supply chains, marketing, and branding (Susiang et al.,
2024; Hasim, 2025; Shaikh, 2025). Addressing the limited availability of halal-certified raw materials
through collaboration with government agencies and certification bodies ensures sustainability
(Irfany, 2025). Halal tourism, while rooted in Islamic values, also appeals to non-Muslims seeking
ethical and wholesome experiences (Khairuldin et al., 2024; Lenggogeni, 2025; Hossain, 2025). Global
halal standards expand market access and foster innovation (Nusran et al., 2023; Valiev, 2025),
positioning halal entrepreneurship in Jabal Nur as a key driver for regional branding (Soonsan, 2025).
The workshop thus directs development across four dimensions: market conditions, Islamic tourism,
destination values, and tourist preferences (Ismail, 2025), reinforced by religiosity, trust, and
certification (Fahira et al, 2023; Zafar, 2025), ultimately strengthening local economies and
Indonesia’s position in the global halal industry.

The implementation of technology and innovation in developing the Jabal Nur Kaliwungu
Selatan Kendal Halal Tourism Area is a strategic step to enhance destination appeal and support digital
transformation in the halal tourism ecosystem. This is reflected in the creation of the official Jabal Nur
Halal Tourism website, which functions as an integrated promotional platform, information center,
and digital tool for managing visitor, financial, and inventory data. The website strengthens
transparency, accessibility, and efficiency, serving as both a branding and governance instrument for
professional area management. In addition, social media such as @wisatahalal.ind plays a key role in
interactive and adaptive digital promotion in the Society 5.0 era, acting as a two-way communication
channel and an effective means of disseminating information about activities, facilities, and halal
tourism agendas. It also broadens market reach, particularly among younger generations, thereby
enhancing exposure at local, national, and international levels. To sustain this innovation, training and
Focus Group Discussions (FGD) for tourism managers and local MSMEs have been conducted to
improve digital literacy, data management, and online promotional skills, empowering human
resources to integrate sharia principles with digital technology. Through the synergy of websites,
social media, and community capacity-building, the Jabal Nur Halal Tourism Area is growing into a
more inclusive, modern, and competitive halal ecosystem.

Kawasan Wisata Halal

Selamat Datang di Wisata Halal Jabar Nur

o he

Kawasan Wisata Jabal Nur Kaliwungu Selatan
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Pengurus Daerah Masyarakat Ekonomi Syariah

Figure 5. Web-Based Application for the Kendal Halal Tourism Area

Jurnal Pemberdayaan Masyarakat 4(4) 2025 | Hal. 957-981



972

Meanwhile, the integrity of halal products maintained by producers has been shown to increase
consumer trust and competitiveness, even for household-scale MSMEs such as potato chip producers
(Tuomala, 2021; Mustaniroh, 2025). Within the meskendal.org web-based application for the Kendal
Halal Tourism Area, this integrity is digitally manifested through the transparent publication of raw
material profiles, halal certification status, and production traceability, enabling Muslim tourists to
verify the halal status of products in real-time before visiting or purchasing online. The interactive
map feature optimizes halal destination mapping while strengthening regional identity as a Muslim-
friendly area that maintains aesthetic and economic value (Qoriah, 2025). This digital map also applies
ethical filters, displaying only products that meet halal ethical standards to ensure supply consistency
and consumer trust (Rahman et al., 2024; Jaber, 2025), while highlighting halal industry innovations
that preserve integrity throughout the supply chain (Rahman, 2025).

The transnational dimension in halal tourism development plays a vital role in introducing halal
food as a cultural bridge between local MSMEs and international Muslim tourists, while facilitating
halal certification processes (Vargas-Sanchez & Moral-Moral, 2022; Setyaningsih, 2025). In optimizing
digital media management for halal product marketing, this network is reinforced through English-
Arabic video content showcasing Jabal Nur MSMEs’ certification processes, live-streamed factory
tours highlighting supply chain integrity, and collaborations with Muslim influencers from OIC
countries to promote halal as a universal value—clean, ethical, and inclusive. Access to halal
certification for MSMEs is supported through financial aid, regulatory reform, and online education
(webinars, e-modules) to simplify and reduce certification costs (Darmalaksana, 2023; Fathoni, 2025),
with digital platforms serving as one-stop gateways for subsidy applications, document downloads,
and real-time coaching. Halal integrity thus acts as a catalyst for sustainability, ethical procurement,
and societal transformation (Rahman, 2025; Karya, 2025).
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Figure 6. Digital Promotion of the Kendal Halal Tourism Area

Digital promotion not only attracts Muslim tourists but also fosters loyalty among non-Muslim
visitors through content focused on ethics, inclusivity, and sustainability, featured on websites and
social media (Hanafiah & Ahmad, 2021; Feizollah et al., 2021; Martaleni, 2025). Storytelling about fair
trade, hygiene, and environmental care is delivered in shareable educational formats, while QR code
traceability allows tourists to view farmers’ profiles, certification status, and carbon footprints—
enhancing satisfaction and revisitation intention (Teviana, 2025). Through this, halal tourism in Jabal
Nur positions halal not just as a technical label but as a digital value promoting economic, social, and
cultural sustainability. The meskendal.org app furthers this by supporting community empowerment
and cultural preservation through its community story and virtual bazaar features, highlighting local
artisans, culinary traditions, and eco-friendly tour packages (Del Soldato & Massari, 2024; Sari, 2025).
Its consumer behavior dashboard helps halal businesses design targeted marketing strategies (Al-

Jurnal Pemberdayaan Masyarakat 4(4) 2025 | Hal. 957-981



973

Kwifi et al., 2019; Rofiah, 2025), while features such as mobile coupons, AR guides, and loyalty points
enhance the tourist experience and retention (Battour, 2025). Government-backed halal tourism
policies disseminated via push notifications emphasize cultural sensitivity, local participation, and
sustainable infrastructure (Lumbanraja, 2025). The growing preference for halal products as clean,
safe, and ethical (Billah et al.,, 2020; Bachtiar, 2025b) is leveraged through interactive educational
content on halal detection and supply chain management, integrated into the “One-Click Halal Kendal”
campaign combining product quality, consumer behavior, and tourism strategy (Fachrurazi et al,,
2023; Rojak, 2025; Rejeb, 2025). Finally, real-time government support via the live chat feature of the
Kendal Regency Halal Tourism Coordination Agency enhances Muslim tourist loyalty and strengthens
collaboration among government, MSMESs, and the community within the meskendal.org ecosystem.

CONCLUSION

The development of halal tourism in Jabal Nur, South Kaliwungu, Kendal, demonstrates that the
sustainability of halal destinations relies not only on religious appeal but also on the consistent
integration of halal certification, digital innovation, and the empowerment of MSMEs. This community
service program specifically revealed that continuous mentoring and digital-based promotion
significantly enhance the competitiveness of MSMEs and public trust in halal integrity. A key learning
point is that local actors’ understanding of halal principles must be strengthened through practical,
ongoing guidance rather than one-time training. Despite achieving measurable progress in halal
certification, website creation, and stakeholder collaboration, the program faced challenges in
maintaining participant consistency and limited technical capacity in digital content management
among MSMEs. These constraints highlight the need for a more intensive mentoring framework and
stronger institutional support from local authorities. As a follow-up plan, SEC Kendal and partner
institutions will expand the halal certification assistance program, develop a digital learning module
for MSME training, and establish a sustainable monitoring system to ensure continuous improvement.
The Jabal Nur experience thus provides a practical model for integrating Islamic values, economic
empowerment, and technological adaptation into a replicable and scalable halal tourism ecosystem in
Indonesia.
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