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This study aims to see the development of research on the topic of "Halal Behavior" 

and research plans that can be carried out based on journals published on the 

theme. This study uses a qualitative method with a bibliometric analysis approach. 

The data used are secondary data on the theme of "Halal Behavior" which comes 

from the Scopus database with the number of documents531journal articles. Then, 

the data was processed and analyzed using the VosViewer application with the 

aim of finding out the bibliometric map of the development of "Halal Behavior" 

research in the world. The results of the study found that there were 4 clusters with 

the most frequently used words being value, attitude, trust, consumption, 

satisfaction, halal cosmetic, destination, purchase intention, and industry. Then, 

the topics of research paths related to Halal Behavior are Consumer behavior in 

the halal industry, Consumers' halal product purchase intention, Muslim tourists' 

trust in quality, and COVID-19 and Halal food purchase behavior. 
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INTRODUCTION 
The term “halal” comes from Arabic, meaning 

“permissible” or “lawful” according to Islamic law. This 

term encompasses a wide range of actions, behaviors, 

and goods that are acceptable for Muslims to perform or 

consume (Ali et al., 2017; Maison et al., 2018). In 

contrast, “haram” refers to prohibited acts and goods. 

The concept of halal is not limited to dietary laws but 

extends to various aspects of life, including finances, 

clothing, and personal behavior (Sani et al., 2023). Halal 

behavior is deeply rooted in Islamic principles and 

encompasses various aspects of life, including dietary 

laws, financial practices, and ethical behavior (Jusmaliani 

& Nasution, 2009; Bakar et al., 2018). 

The scope of halal behavior in daily life includes 

several things, namely dietary laws, where halal dietary 

laws prohibit the consumption of pork, alcohol, blood, 

dead animals that are not slaughtered according to 

Islamic guidelines, and any food that contains these 

elements. Animals must be slaughtered humanely while 

mentioning the name of Allah (Bismillah) (Jusmaliani & 

Nasution, 2009). On the other hand, the concept of 

halalan thayyiban emphasizes that halal food must also 

be healthy, safe, and hygienic (Syauqillah et al., 2024). 

Another scope is consumer behavior. Religious beliefs 

significantly influence halal purchasing decisions. 

Factors such as trust in halal certification, perceived 

product quality, and ethical considerations drive 

consumer behavior (Syauqillah et al., 2024). Several 

studies have shown that religiosity, subjective norms 

(social influence), and perceived behavioral control 

influence the intention to purchase halal products 

(Maulina et al., 2021; Van Ahsen & Hendayani, 2022). 

Next is ethical and financial behavior. Halal 

encompasses financial transactions by prohibiting 

practices such as charging or paying interest (riba) and 

engaging in unethical or exploitative business activities. 

This ensures fairness and justice in economic 

transactions (Syauqillah et al., 2024). In addition, halal 

behavior also encompasses moral and ethical behavior 

in everyday interactions. This includes honesty in 

transactions, respect for others, and adherence to social 

responsibilities. The idea of halal encourages Muslims to 

engage in actions that uphold dignity and integrity in 

their communities (Jusmaliani & Nasution, 2009; 

Hussain et al., 2024). The next scope is consumer 

awareness. There is an increasing awareness among 

consumers regarding halal products beyond food, 

including cosmetics, pharmaceuticals, and personal care 

items. This awareness reflects a broader understanding 

of halal as a lifestyle choice that promotes health, 

hygiene, and ethical consumption (Syauqillah et al., 2024; 

Hussain et al., 2024). 

Further health considerations. Halal practices 

are associated with health benefits because they 

emphasize cleanliness and avoidance of harmful 

substances. For example, halal meat must come from 

healthy animals that are properly slaughtered, thereby 

reducing the health risks associated with contaminated 

or improperly handled food (Syauqillah et al., 2024; 

Hussain et al., 2024). Halal principles also encourage 

sustainable practices that protect the environment and 

promote social justice. This includes responsible 

sourcing of ingredients and fair treatment of workers 

involved in the production process (Syauqillah et al., 

2024; Hussain et al., 2024). 

Today, halal behavior is an increasingly 

important topic of study, especially considering the 

increasing global awareness and demand for halal 

products. This significance is related to the halal market 

which has experienced exponential growth, not only in 

Muslim-majority countries but also in non-Muslim 

regions. This is because, the halal lifestyle is not just a 

religious obligation, but has become a significant cultural 

phenomenon that influences consumer behavior across 

demographics. With approximately 1.9 billion Muslims 

worldwide, the demand for halal products is soaring, 

leading to substantial economic opportunities across 

sectors. Understanding halal behavior helps businesses 

tailor their products and marketing strategies to meet the 

needs of this diverse consumer base, thereby increasing 

market competitiveness and sustainability (Albra et al., 

2023). 

Based on this background, it is important to see 

the extent of the development of Halal Behavior today 

through research, and one method that can be used to 

see the development of research is bibliometrics using 

VosViewer. This method is able to create and display a 

map of author journals and research paths based on co-

citation data or a keyword map based on joint incident 

data. Several studies that examine Halal Behavior are 

Fernando et al (2024) reviewed how metaverse impacts 

and contributes to the halal industry, specifically 

focusing on halal logistics (HL), halal supply chain 

management (HSCM), and consumer behavior. The 

results showed a limited number of studies on the 

success of metaverse adoption in HL, HSCM, and 

behavioral research. This study proposes a framework 

for metaverse-supply chain and halal behavior. The 

metaverse-supply chain framework can be used to align 

with halal supply chain practices based on customer 

needs and preferences. Metaverse integrates virtual 
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worlds, which enables halal supply chain networks to 

enhance virtual reality, digital experiences, and business 

performance. 

Ratnasari et al (2024) analyzed studies on halal 

tourism in Scopus from 2010 to 2021 and revealed 

trends, impacts, most influential articles, and future 

research trends. This study analyzed 122 publications 

from 2010 to 2021 in Scopus, showing an increase in 

author contributions of 39.1% per year, peaking in 2021. 

The most influential article was the work of Battour and 

Ismail (2016), which emphasized Islamic principles in 

halal tourism. Mohamed Battour was the lead author, 

with Indonesia and Malaysia as the leading countries. 

Future research trends include halal tourist motivations, 

marketing strategies, mobile applications, and artificial 

intelligence in supporting halal tourism. 

Fauzi & Battour (2024) provided a 

comprehensive and systematic review of the structure of 

halal tourism using bibliometric analysis. This study 

showed three major themes related to halal tourism, 

namely the basics of halal tourism, communication 

through word of mouth in halal tourism and satisfaction 

and loyalty of Muslim tourists. In addition, word analysis 

found four themes that were mainly related to the 

challenges of halal tourism, namely tourist satisfaction, 

service quality and attractiveness of Muslim tourists. 

Mustapha et al (2024) conducted a systematic 

bibliometric review to address ethical issues across the 

halal food supply chain (HFSC), and identified the 

ethical challenges faced by food managers in ensuring 

authenticity, compliance with Sharia law, and avoiding 

contamination with non-halal ingredients in halal food 

products. Keyword analysis revealed that discussions on 

ethics and integrity in HFSC mainly revolved around the 

concept of halal and its implications, especially in supply 

chain management. Furthermore, ethical considerations 

not only serve as an important aspect to ensure halal 

integrity but also emerge as a strategic imperative in 

marketing, brand management, and global business 

operations. 

Fauzi et al (2024) evaluated the knowledge 

structure of halal certification in food and beverages 

with bibliometric analysis. Handayani et al (2022) 

conducted a bibliometric analysis related to halal 

suppliers in the food supply chain to achieve halal 

standards from upstream to downstream. Abdul‐Talib & 

Abd‐Razak (2013) highlighted the development of 

global halal marketing by assessing its current status, 

challenges and issues, and steps taken to improve it. 

Handriana et al (2021) analyzed the purchasing behavior 

of millennials towards halal cosmetic products in 

Indonesia. Iranmanesh et al (2022) systematically 

reviewed the literature on attitudes towards halal food. 

Bhutto et al (2023) analyzed the moderating role of halal 

literacy in the relationship between attitude (ATT), 

subjective norm (SN), perceived behavioral control 

(PBC) and intention to purchase halal cosmetics. 

Memon et al (2020) investigated the relationship 

between subjective norm (SN), attitude (ATT) and 

perceived behavioral control (PBC) in predicting 

intention to choose halal-labeled products. 

This research was conducted to complement 

existing research and fill the gaps in previous research 

and to expand the literature related to Halal Behavior 

through research paths. Specifically, the purpose of this 

study is to see the development of "Halal Behavior" 

research published by journals with the theme and to see 

future research opportunities by formulating a research 

agenda. 

METHOD 
In this study, various scientific journal 

publications related to the theme of "Halal Behavior" 

worldwide were used as data sources. Data were 

collected by searching for journal publications indexed 

in the Scopus database using the keyword "Halal 

Behavior". After that, scientific articles or journals 

relevant to the research theme will be selected based on 

the publication data that has been collected. Journals 

equipped with DOI are criteria in the data filtering and 

processing process using software. There are 531 journal 

articles published from within the research theme of 

"Halal Behavior". The development of publication 

trends related to the research topic was analyzed using 

VOSviewer software, which can display bibliometric 

maps and allow for more detailed analysis. 

In order to build a map, VOSviewer uses the 

abbreviation VOS which refers to Visualizing Similarity. 

In previous studies, the VOS mapping technique has 

been used to obtain bibliometric visualizations which 

were then analyzed. Furthermore, VOSviewer is able to 

create and display author journal maps based on co-

citation data or keyword maps based on co-incident data. 

Therefore, in this study, an analysis of journal maps 

related to "Halal Behavior" will be carried out, including 

author maps, and keywords which are then analyzed for 

research paths that can be carried out in the future 

through clusters on keyword mapping. 

This study uses a descriptive qualitative 

approach with meta-analysis and descriptive statistical 

literature study based on 531 journal publications 

discussing the theme of "Halal Behavior". Meta-analysis 
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is a method that integrates previous research related to a 

particular topic to evaluate the results of existing studies. 

Furthermore, the qualitative method used in this study 

is also referred to as a constructive method, where the 

data collected in the research process will be constructed 

into a theme that is easier to understand and meaningful. 

The sampling technique used in this study is the 

purposive non-probability sampling method, which aims 

to meet certain information in accordance with the 

desired research objectives. 

Bibliometric analysis is widely applied in studies 

in various scientific fields. In the field of economics, for 

example, bibliometric studies can be seen in Laila et al., 

(2021), As-Salafiyah et al., (2021), Nasution et al., (2022), 

and Puspita (2023). Meanwhile in the field of 

management, studies using a bibliometric approach can 

be found in Antonio et al., (2020), Al-Qital et al., (2022), 

Uula & Devi (2021), and As-Salafiyah et al., (2023). As 

for the legal field, the application of bibliometric studies 

can be seen in studies conducted by Antonio et al., 

(2021), Fitria et al., (2022), and Maulida & Ali (2023). 

Other examples of studies using bibliometric 

methods include accounting studies (Taqi et al., 2021; 

Rusydiana et al., 2020; Taqi et al., 2022; Firmansyah & 

Rusydiana, 2021), finance (Srisusilawati et al., 2021; As-

salafiyah et al., 2022; Maulida, 2023), marketing 

(Rusydiana et al., 2023; Uula & Avedta, 2023; Putri & 

Irfany, 2023; Sari & Maysyaroh, 2022; Rusydiana et al., 

2021 ; Nuraini, 2022), social finance (Nuraini, 2021; 

Niswah, 2022) to studies related to the halal industry 

(Izza, 2021; Nekha & Kartikawati, 2022; Rahardjo, 2023; 

Al Qital, 2022). The tools most widely used in 

bibliometric studies are VosViewer (Uula & Ikhwan, 

2022; Avedta, 2023; Sanrego & Taufiq, 2023; Riani, 

2021) and the Biblioshiny-R application (Gunawan & 

Herman, 2022; Nuraini & Jazil, 2023; Puspita et al., 2023; 

Ikhwan, 2021). 

RESULT AND DISCUSSION 
Research Map 

The figure below describes the trend of 

keywords that appear in research on the theme of "Halal 

Behavior" and the larger form is the most used word in 

journal publications with the theme of "Halal Behavior". 

 

 
Figure 1. Research Cluster 

 

In the mapping, the keywords that appear most 

frequently in the publication "Halal Behavior" include 

value, attitude, trust, consumption, satisfaction, halal 

cosmetics, destination, purchase intention, and industry, 

which are then divided into 4 clusters, as follows: 
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Cluster 1: Consumer behavior in the halal industry 

This cluster contains 36 keyword items, namely 

acceptance, animal, aspect, business, challenge, concept, 

concern, development, habit, halal industry, halal supply 

chain, industry, islam, islamic marketing, issue, lack, life, 

majority, meat, need, opportunity, order, participant, 

person, perspective, practice, preference, reason, service, 

smes, society, technology, time, use, woman, world. This 

cluster discusses various topics that are relevant to the 

consumption patterns of society based on halal 

principles. For example, factors that influence consumer 

decisions in choosing halal products or services, 

consumer preferences for halal products, the role of 

digital technology in shaping halal consumption 

patterns, halal consumption trends in the younger 

generation, such as halal fashion, halal cosmetics, and 

halal tourism. 

Several studies relevant to the topic include 

Khan et al (2017) who investigated the determinants of 

consumer behavior in purchasing halal-supported 

products in the growing Muslim market in Pakistan. The 

results showed that religious commitment, motivation to 

comply, self-identity, and perceived behavioral control 

have a positive and significant influence on the intention 

to purchase halal-supported products. It concludes that 

individuals who perceive themselves as different 

Muslims, namely feeling a clear self-identity, higher 

levels of behavioral control, religious commitment and 

strong motivation to comply with Sharia teachings on 

halal purchasing, ultimately purchase halal-certified 

products. 

Djunaidi et al (2021) analyzed the factors that 

influence consumer perceptions in purchasing halal 

products. This study shows that the factors that 

significantly influence purchases are the variables of 

religiosity, halal label certification, and product price. In 

contrast, the variables of halal awareness and brand 

image do not have a significant effect. Ahmad et al 

(2015) investigated the relationship between knowledge 

and religiosity on attitudes towards halal food and 

cosmetic products. Their study concluded that religiosity 

has a greater influence on behavior than knowledge 

related to halal matters, and there is a significant 

difference in respondent behavior between halal food 

products and halal cosmetic products. 

Ismoyowati (2015) explained consumer 

behavior, especially in the consumption of chicken-

based foods that are very popular in Indonesia. This 

study concluded that consumers consider the halalness 

of food, although they put it second after the taste of the 

food. Consumer knowledge about halal appears to differ 

among consumer groups, but they agree on the 

perception that religion and nutrition are factors that 

influence their decision to consume halal food. Ashraf 

(2019) examined consumer behavior towards 

purchasing halal food in Bangladesh. His study revealed 

that four factors, namely trust, attitude, normative 

structure, and self-efficacy, significantly influence the 

purchase of halal food. The results also showed that 

trust in halal food is one of the most important variables 

in food marketing in Bangladesh. 

Khalek (2014) examined the attitudes of young 

Muslim consumers in Malaysia towards halal food 

outlets and JAKIM halal certification. The results of the 

study concluded a positive attitude among young 

Muslims towards these outlets and certification, 

although subjective norms had a less significant 

influence compared to attitudes and behavioral control. 

Muhamed et al (2019) investigated how halal concerns, 

along with emotional and epistemic values, influence 

consumer behavior in selecting and purchasing halal-

certified food in Malaysia. The findings of this study 

revealed that halal certification has a significant impact 

on consumer choice, with epistemic and emotional 

values also playing an important role in decision making. 

Aisyah (2016) analyzed the factors influencing 

Muslim consumers’ decision to purchase halal cosmetics 

and personal care products in Indonesia, using the 

Theory of Planned Behavior. The study found that 

attitude, subjective norm, perceived behavioral control, 

and purchase intention were positively related to this 

purchase decision, indicating that understanding these 

traits can help marketers develop effective strategies to 

increase demand in the halal product industry. 

Arifin et al (2023) examined the behavior of 

young Muslim consumers in Indonesia regarding halal 

products, focusing on the influence of content quality, 

religious awareness, and brand awareness on purchasing 

behavior and loyalty. The research findings showed that 

religious awareness and content quality had a significant 

impact on purchasing decisions, while brand awareness 

acted as a mediating factor, with gender moderating the 

relationship between purchasing behavior and consumer 

loyalty. Ratih et al (2022) investigated the factors 

influencing Indonesian Muslim consumers in Japan 

regarding their intention to purchase halal food, 

focusing on religiosity, food ingredients, halal labels, 

knowledge, and income. The research findings revealed 

that religiosity and food ingredients significantly 

influenced purchasing intentions, while halal labels, 

knowledge, and income did not have a significant 

impact. 
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Cluster 2 :Consumers' halal product purchase 

intention 

This cluster contains 22 keyword items, namely 

attitude, behavioral control, behavioral control, 

consumption, determinant, focus, framework, halal 

awareness, halal cosmetic, halal cosmetic product, halal 

food product, halal meat, halal purchase intention, 

moderating effect, Muslim customer, non-Muslim 

consumer, planned behavior, planned behavior, 

purchase intention, self, tpb, willingness. The topics in 

this cluster specifically discuss the factors that influence 

consumer intention to purchase halal products. The 

focus includes how elements such as religiosity, 

knowledge about halal, product quality, trust in halal 

certification, perceived benefits, and social pressure 

shape these intentions. 

Some relevant studies include Aziz & Chok 

(2013) who investigated the relationship between halal 

awareness, halal certification, marketing promotion, and 

branding on halal product purchase intention among 

non-Muslims in Malaysia, and found a positive 

relationship with purchase intention and a negative 

relationship with food quality. Awan et al (2015) 

identified factors influencing Halal purchase intention in 

Pakistan's Halal food sector, highlighting the important 

role of Halal marketing, personal and social perceptions, 

and Halal certification. This study revealed that 

consumers prioritize marketing strategies over religious 

beliefs when making purchase decisions, indicating a 

willingness to invest in Halal food products. 

Elseidi (2018) investigated the perceptions and 

purchasing behavior of Arab Muslim consumers 

regarding halal food products in UK supermarkets, 

using the theory of planned behavior (TPB). The study 

found that subjective norms significantly influenced 

purchase intention for consumers with high and low 

Islamic religiosity, highlighting the importance of these 

factors for the halal food industry. Ali et al (2018) 

investigated the influence of traditional brand constructs 

(brand image, satisfaction, trust, and loyalty) on 

consumer purchase intention towards Halal products, 

specifically Halal milk in Pakistan. The findings of the 

study revealed that perceived brand quality positively 

impacted these constructs and, in turn, significantly 

influenced consumer purchase intention. Bashir (2019) 

investigated the factors influencing foreign consumers’ 

purchase intention towards halal food products in South 

Africa, focusing on halal awareness, halal logo, and 

consumer attitude. The findings of the study revealed 

that these factors significantly impacted purchase 

behavior, with non-Muslim consumers showing higher 

levels of halal awareness and positive attitudes compared 

to Muslim consumers. 

Khan et al (2021) identified factors influencing 

purchase intention of halal cosmetic products among 

Generation Y consumers in Malaysia. The study found 

that ingredient safety and halal logo were significant 

predictors, while religious beliefs played a minimal role. 

The study contributes to the theory of planned behavior 

by including religious beliefs as a motivational factor. 

Hussain et al (2016) investigated factors influencing 

Muslim consumers’ perceptions and purchase intentions 

towards Halal products in Pakistan, using the Theory of 

Reasoned Action. The study identified that, except for 

health consciousness and Halal logo, factors such as 

processing, ingredients, perceived value, food safety 

concerns, and religious beliefs positively impacted 

consumers’ attitudes and intentions towards purchasing 

Halal food. 

Widyanto & Sitohang (2022) investigated the 

factors influencing the purchase intention of Muslim 

millennials for halal-certified cosmetics and 

pharmaceutical products, emphasizing the role of 

attitude as a mediating variable. This study found that 

although religiosity and subjective norms did not directly 

influence purchase intention, both influenced it 

indirectly through attitude, and both halal knowledge 

and certification partially mediated this relationship. 

Memon et al (2020) investigated how subjective norms, 

attitudes, and perceived behavioral control predict 

purchase intention for halal-labeled products, while 

examining the moderating role of religiosity. The study 

findings showed that attitudes and perceived behavioral 

control positively influenced halal purchase intention, 

but subjective norms did not, and religiosity did not 

moderate this relationship. 

Ali et al (2021) investigated the influence of 

traditional brand constructs on halal product purchase 

intention among Chinese Muslim consumers. The study 

found that halal brand image significantly influences 

perceived quality, satisfaction, trust, and loyalty, which 

in turn positively influence purchase intention. Zakaria 

et al (2017) investigated how halal awareness, marketing, 

and religiosity influence customers' intention to 

purchase halal-certified products, focusing on 

respondents from SABASUN Hypermarket in Kuala 

Terengganu. The findings showed a positive relationship 

between halal awareness and religiosity, with religiosity 

being the most significant factor motivating customers 

to purchase halal-certified products. 
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Cluster 3 :Muslim tourists' trust in quality 

This cluster contains 20 keyword items, namely 

antecedent, behavioral intention, brand, brand loyalty, 

customer, destination, halal tourism, image, Muslim 

tourist, Muslim traveler, Muslim traveler, non-Muslim 

country, quality, restaurant, risk, satisfaction, tourism, 

tourist, trust, value. This cluster examines how Muslim 

tourists' trust in the quality of tourism services and 

products is influenced by various factors. Research 

related to this topic has not been widely found, among 

the relevant studies, Al-Ansi & Han (2019) examined the 

role of halal-friendly destination performance, value, 

satisfaction, and trust in generating destination image 

and loyalty. This study revealed that the performance of 

halal-friendly destinations is very and positively related 

to the developed responsiveness construct, which 

significantly contributes to predicting Muslim tourists' 

attitudes and future desires towards the destination. 

Eid & El-Gohary (2015) examined the role of 

Islamic religiosity on the relationship between perceived 

value and tourist satisfaction. The results showed that 

Islamic religiosity moderated the effects of Islamic 

physical attribute value and Islamic non-physical 

attribute value on Muslim customer satisfaction. These 

findings reinforce the importance of religiosity in 

understanding Muslim customer satisfaction and 

behavior. Navajas-Romero et al (2020) analyzed the 

loyalty of Muslim tourists at the Cordoba Cathedral 

Mosque. The results showed that tourists valued various 

aspects of their experience, such as the explanations 

given by the guide, the preservation of the heritage site, 

and the care and maintenance of the surrounding area. 

The Mosque-Cathedral in Cordoba thus unites and 

connects tourists with the destination, which positively 

influences tourist loyalty to the city. The quality 

embedded in this heritage site, which is related to the 

quality perceived during the visit, becomes a positive 

attribute for travelers who want to get to know the local 

culture. 

Iranmanesh et al (2018) investigated the impact 

of trust and religiosity on the attitudes and satisfaction 

of Islamic medical tourists, revealing that trust 

significantly influenced attitudes while religiosity did not. 

The study also found that gender and education 

moderated the relationship between religiosity and 

attitudes, as well as the relationship between trust and 

attitudes. Siregar et al (2021) investigated how 

destination image influenced tourists’ intention to revisit 

Sharia tourism destinations in Aceh, focusing on the 

mediating role of service quality, tourist satisfaction, and 

destination trust. The study findings revealed that 

destination image significantly influenced service quality, 

tourist satisfaction, destination trust, and intention to 

revisit, with significant gender differences in the 

relationships. 

 

Cluster 4 :COVID-19 and Halal food purchase 

behavior 

This cluster contains 12 keyword items, namely 

covid, food product, halal label, halal logo, information, 

motivation, origin, perception, purchase, purchase 

behavior, religion, vaccine. The topics in this cluster 

discuss how the COVID-19 pandemic affects 

consumption patterns and purchasing decisions for halal 

products. Several relevant studies include Rabbi et al 

(2021) exploring the purchasing behavior of Bangladeshi 

consumers related to stress caused by food shortages 

during the COVID-19 pandemic and perceptions of the 

food industry after the outbreak. The results of the study 

found that higher intensity of the impact of COVID-19 

resulted in higher food stress associated with decreased 

income and higher food prices. Then, food stress 

directly affects consumer purchasing and consumption 

behavior. 

Sobaih (2023) examined the direct impact of 

food consumption culture, perceived severity of 

COVID-19, and religiosity on food overpurchase 

intention and the indirect effect through attitude toward 

food overpurchase. The results showed that perceived 

severity of COVID-19 had a significant positive direct 

effect on attitude toward food overpurchase and food 

overpurchase intention. Although food consumption 

culture was not found to have a significant direct effect 

on food overpurchase intention during the pandemic, it 

did have a direct effect on attitude toward food 

overpurchase. On the other hand, religiosity was found 

to have a positive effect on consumer attitude and food 

overpurchase intention. The results confirmed that 

consumers misunderstand the Islamic religious principle 

of food consumption, which does not accept food 

overpurchase or waste. Attitude toward food 

overpurchase was found to mediate the relationship 

between food consumption culture, perceived severity 

of COVID-19, religiosity, and food overpurchase 

intention. 

Anam et al (2021) examined the mediating role 

of purchase intention on the relationship between halal 

product knowledge, halal awareness, and halal labels on 

halal food purchasing decisions during the COVID-19 

pandemic. The results of the study explained that the 

direct influence of product knowledge, halal awareness, 

and halal labels did not have a significant effect on 
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purchasing decisions. Meanwhile, purchase intention 

had a positive and significant effect on purchasing 

decisions. The purchase intention variable was 

significantly and positively influenced by product 

knowledge, halal awareness, and halal labels. Meanwhile, 

the mediating variable of purchase intention was a 

significant variable in mediating the influence of product 

knowledge, halal awareness, and halal labels on halal 

food purchasing decisions. 

Lee et al (2023) investigated the factors 

influencing consumers' purchasing decisions towards 

halal products before and during the COVID-19 

pandemic, based on the Engel-Kollat-Blackwell (EKB) 

theory. The results showed that before the COVID-19 

pandemic, consumers mainly purchased halal products 

based on four main factors: purchasing experience, 

certification labels, Internet searches, and previous 

consumption experiences. However, during the 

pandemic, the rankings and factors have changed to six 

indicators, namely previous consumption experience, 

purchasing experience, certification labels, standard 

specifications, Internet searches, and halal certification 

labels. 

Priantina & Sapian (2022) explained the impact 

of COVID-19 on the consumption behavior and halal 

preferences of the millennial generation. COVID-19 and 

the threat of economic crisis can change consumption 

behavior and halal preferences. The millennial 

generation in cities around the capital city of Indonesia 

currently contributes up to 28 percent of the total 

population. The results of the study showed that the 

magnitude of the crisis, fear of missing out, and social 

media have a significant influence on consumer 

behavior. However, religiosity was also found to 

moderate the effect of the magnitude of the crisis on 

consumer behavior. On the other hand, halal 

preferences were found to be influenced only by 

religiosity. Fathoni et al (2022) explained the level of 

consumer awareness of halal food products during the 

Covid-19 pandemic. This study found that the level of 

consumer awareness of halal food in Indonesia is very 

high. Meanwhile, the determining factors are religiosity, 

media exposure, and hygienic reasons. 

Ben Hassen et al (2020) investigated the 

immediate impact of COVID-19 on Qatari consumers’ 

awareness, attitudes, and behaviors related to food 

consumption. The study revealed clear changes in the 

way consumers eat, shop, and interact with food. The 

survey results showed a shift towards healthier eating 

patterns, increased consumption of domestic products 

due to food safety concerns, changes in how food is 

obtained (with a surge in online grocery shopping), 

increased culinary skills, and an absence of panic buying 

and hoarding of food in Qatar. 

Billah et al (2020) investigated the factors 

influencing consumer behavior and purchase intention 

of halal food products in southern Thailand, particularly 

in the context of the COVID-19 pandemic. Utilizing 

Ajzen’s theory of planned behavior, the study found that 

consumers’ habits and knowledge about halal food 

significantly impacted their purchase decisions, 

highlighting the importance of understanding these 

factors to promote sustainable consumption. Wulandari 

et al (2023) investigated how common risks associated 

with food delivery apps during the COVID-19 

pandemic in Indonesia affected customer satisfaction 

and trust, as well as the impact of halal awareness on 

purchase intention of halal products. The study 

highlighted the various risks perceived by customers, 

including health and financial risks, that influenced their 

overall purchase behavior. 

CONCLUSION 
This study aims to determine the extent of the 

development of research on the theme of "Halal 

Behavior" in the world. The results of the study show 

that the number of research publications related to 

"Halal Behavior" is 531 journal articles indexed by 

Scopus. Furthermore, in the development of research 

related to "Halal Behavior" based on bibliometric 

keyword mapping, the most widely used keywords are 

value, attitude, trust, consumption, satisfaction, halal 

cosmetic, destination, purchase intention, and industry. 

Based on the keywords that are often used, they are then 

grouped into 4 research map clusters with topics that 

discuss Consumer behavior in the halal industry, 

Consumers' halal product purchase intention, Muslim 

tourists' trust in quality, and COVID-19 and Halal food 

purchase behavior.  
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