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"Metaverse Integration in Halal Marketing: Charting New Avenues for
Promoting Ethical Consumption"

Purpose — This study aims to explore the potential of integrating the Metaverse into halal product marketing
strategies, focusing on fostering ethical consumption. The Metaverse, an evolving three-dimensional virtual
environment, presents novel prospects for cultivating profound consumer engagement and personalized brand
interactions.

Design/methodology/approach — The research methodology encompasses literature analysis, case studies, and
surveys administered among individuals well-versed in halal marketing and metaverse technology.

Findings — The findings underscore that incorporating the metaverse into halal marketing holds significant
promise in broadening market outreach and augmenting consumer awareness regarding halal products. The
utilization of interactive virtual environments empowers consumers to immerse themselves in products, nurturing
more potent emotional bonds with brands, and nurturing a deeper comprehension of the sustainability and ethics
underpinning halal items.

Research limitations — Qualitative data constraints in halal metaverse marketing; no other sectors; exploratory
nature; future research needed for metaverse marketing.

Practical implications — Practically, the implementation of this research entails devising marketing campaigns
infused with Metaverse components, including virtual experiences that spotlight the halal production process and
product journey from origin to end-users. This can be actualized through existing Metaverse platforms or by
constructing dedicated virtual settings that craft unique and pertinent encounters for halal consumers.

Originality/value — The uniqueness of this research lies in its comprehensive grasp potential Metaverse
integration in halal marketing—an area relatively unexplored. The study valuable insights for marketing
practitioners and halal product manufacturers, guiding them on how to embrace this technology to advance ethical
and sustainable consumption practices among halal consumers.

Keywords: Metaverse, Halal Marketing, Ethical Consumption, Technology Integration, Virtual
Environment.

1. Introduction

Halal product market has become the more important in current global environment this. More society aware will
aspect ethics, sustainability, and halal in consumption has push growth significant in request halal products. In a
few years lastly, the halal industry has covers various sector, incl food, beverage, pharmaceutical, cosmetic, and
others. Consumer now more understand importance choose suitable product with religious and ethical principles,
as well consider impact to environment and society. Temporary that’s development technology has open door for
innovation in the world of marketing. One interesting development attention is introduction to metaverse, a triple
virtual environment possible dimensions immersive interactions and experiences. Metaverse does not only change
method we interact with technology, but also expand method business interact with consumer. Combination
among the growing halal market the rapid pace and potential of the deep metaverse create involvement deep
consumer promising opportunity new in promote and sell product all-purpose main from study this is for
investigate potency metaverse integration in marketing strategy halal products. Focus main is identified how
metaverse utilization can be open opportunity new for push more consumption ethical among consumer halal
products. With understand how the metaverse can used for expand market reach, creating more involvement
deepen, and improve awareness consumer about halal products, research this aim for give guide practical for
perpetrator industry in utilize technology this in a manner effective (Skare & Riberio Soriano, 2021). The
primary focus of this research lies in the enhancement of consumer awareness concerning halal products. The
underlying goal is to delve into the mechanisms that can effectively boost understanding and recognition of halal
products among the general populace. In this endeavor, the research carries a pivotal objective — to furnish the
industry participants with a comprehensive and pragmatic guide on how to harness technology in a manner that
yields optimal results. In a world dominated by technological advancements and digital interactions, the
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significance of disseminating information efficiently cannot be overstated. Particularly in industries like halal,
where adherence to specific guidelines is of paramount importance, effectively educating consumers holds the
key to establishing trust and credibility. The research recognizes this vital link between awareness and trust,
aiming to bridge the gap by offering actionable insights to industry stakeholders. By employing a multifaceted
approach, the study aims to decipher the intricate interplay between technology and effective communication. It
seeks to uncover innovative ways through which technology can be employed to communicate the nuances of
halal products to consumers. Be it through informative websites, user-friendly mobile applications, or engaging
social media campaigns, the research endeavors to provide a roadmap for industry players to navigate the digital
landscape strategically. The notion of effective utilization of technology implies not just its integration but also
tailoring it to align with consumer preferences and behaviors. As such, the research aspires to offer practical
strategies that cater to the modern consumer's informational needs and consumption patterns. By amalgamating
technological tools with consumer insights, the study envisions a scenario where the industry stands equipped to
cater to the evolving demands of a tech-savvy audience. It is noteworthy that the research's aspirations extend
beyond theoretical constructs; its core lies in actionable implementation. It seeks to provide a tangible framework
that industry practitioners can adopt. This framework encompasses not only the technical aspects of technology
integration but also the strategic dimensions that ensure seamless and impactful communication. Study this own
strong significance in a number of aspects. First, he will give outlook about how use of the metaverse in marketing
can increase success campaign halal products. Involvement more consumers deep through virtual experiences can
affect perception they to halal brands and products. Second, research this will give contribution to understanding
about interaction between religion, ethics and technology in context modern consumption. Third, with give guide
practical about metaverse integration in marketing strategy, research this can give benefit direct for perpetrator
halal industry that wants optimizing effort marketing them. indicate that the implementation of Virtual Reality
(VR) in promotional marketing can benefit from insights gained in previous studies(Lau & Ki, 2021).
Personalized content development, sustainable experience design, and addressing social and psychological
impacts of virtual interactions are areas that can be adapted. Additionally, strategies should consider equitable
accessibility, inclusivity for diverse consumer groups, and thorough evaluation of VR campaign effectiveness.
Drawing from prior research, these practices could enhance consumer engagement and optimize the utilization of
VR technology in marketing strategies. (Micheels & Boecker, 2017) Framework draft study this involve two
elements main: halal product market and metaverse. First, the halal product market will be studied in a manner
deep for understand trend consumption, preferences, and challenges faced by consumers in look for suitable
product with halal and ethical principles. Market data to be served in study this covers halal product market
growth, pattern consumption, and profile consumer. Second, the metaverse will explored as tool innovative
marketing. Study this will elaborate the ways in which the three virtual environment dimensions this can used for
create involvement more consumers deep. Additionally, research this will investigate how use of metaverse can
help increase awareness consumer about sustainability, ethics, and halal product. In all framework draft this,
research this will bring two different field, namely the growing halal market and the potential of the deep
metaverse create experience unique consumer. Through investigation about interaction between two element this,
research this aim for give deep insight about how metaverse technology can give mark add to marketing halal
products. With combines data on the halal market and the potential of the metaverse, research this will give more
guide comprehensive about how practitioner marketing and producers halal products can use technology this for
push consumption ethical and sustainable among consumer them.

II. Literature review

A. Metaverse concept

Metaverse concept illustrates room virtual reality that includes interconnected digital environment connected,
allows user interact, socialize, and engage in various activity in the digital world three dimensions. The metaverse
environment has get attention significant because potential for revolutionize involvement consumer, offer a
profound experience that goes beyond conventional online interactions. Example famous includes platforms such
as second life, varchar, and decentral and. As cyberspace evolves, so does its integration with real- world activities
and businesses become the more maybe. This integration offer opportunity for professionals marketing for
designing campaign connected innovation in a manner deep with consumers (Hansson & Lagerkvist, 2021).
Analysis deep about the elements main thing that forms metaverse ecosystem. Covers technology, function, and
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interaction user, article this detailing the driving research agenda more understanding in about aspects this. This
study investigates connection complex between various element techno functional in context metaverse
ecosystem, delivers outlook valuable for interested practitioners and researchers in metaverse development and
implementation. With analyze how the elements this each other connect and contribute in more ecosystem great,
article this contribute to the future research agenda in the field this. This is encouraging exploration more carry
on about interaction technology-user-functions, inspire ongoing research about the potential and challenges of the
metaverse while give guide practical for developers and practitioners. Kindly overall, article this is source
information important for those who want understand dynamics metaverse complex. Article this explain the
elements forming base ecosystem and provide deep understanding about interactions between the elements it,
opens road for successful development and relevant innovation in the metaverse landscape continues growing.
(knar & varsha, 2023), analysis the analyze metaverse phenomenon of various corner view multidisciplinary,
with focus on challenges, opportunities, and emerging research, practice and policy agendas. Writers summarizes
perspective from various science and sector for help understanding about implication practical and theoretical
from metaverse development. Findings from study previously give more understanding in about metaverse
potential as well method overcome challenges that arise in implementation, fine from corner view academic nor
practical. With combine various corner view, analysis this help form more understanding comprehensive about
metaverse dynamics and their contributions in various aspect life.(Dwivedi et al., 2022).

B. Halal marketing

Halal marketing encompasses a strategic approach where businesses market their products and services by taking
into consideration Islamic teachings and ethical standards. This involves adhering to halal certification
requirements, ensuring that ingredients, production processes, and promotional practices are consistent with
Islamic principles, and meeting the expectations of Muslim consumers (O'Reilly et al,2013). Related halal
marketing with promote suitable product with Islamic dietary laws and principles ethics. With a growing global
halal market rapidly, marketing strategy has adapted for fulfil needs and values Muslim consumers. Build trust
and authenticity is key in lawful marketing. Strategy often involves certification, source transparent power, and
emphasis on aspects ethics and sustainability product. Research by Salahuddin et al. (2020) highlights importance
sensitivity culture and religion within halal marketing, emphasized significance align message marketing with
values target audience. Halal marketing refers to the strategic approach adopted by businesses to promote and
market products or services that adhere to Islamic principles and guidelines. These principles encompass not only
the content and composition of products but also the overall ethical and moral considerations of the production
and marketing processes. Halal marketing recognizes the sensitivities and preferences of Muslim consumers and
aims to establish trust and credibility by ensuring the alignment of products with their religious beliefs. Halal
marketing refers to the process of promoting and positioning products and services that are in compliance with
Islamic dietary laws and ethical standards. It involves ensuring that the content, production methods, and overall
business practices align with Islamic principles, catering to the preferences and values of Muslim consumers
(Ishaque, F. M., & Bamber, D. 2021).

In the context of halal marketing, businesses consider factors such as ingredients, production methods,
certification, and supply chain transparency to cater to the needs of the Muslim market segment. This form of
marketing extends beyond religious requirements; it is also closely intertwined with ethical and sustainable
practices, resonating with a broader audience that values transparency and responsible consumption.

Halal Marketing's Evolution Over the Last 5 Years

Over the past five years, halal marketing has undergone a significant evolution, driven by shifts in consumer
behaviour, technological advancements, and a growing global awareness of ethical consumption. Here is a
snapshot of its development:

1. Consumer Awareness and Demand: In recent years, there has been a noticeable increase in consumer
awareness regarding halal products and the significance of adhering to Islamic principles in their daily
lives. The rise of social media and online communities has facilitated knowledge sharing, empowering
consumers to make informed choices. This heightened awareness has compelled businesses to invest in
halal marketing strategies to tap into the growing demand for certified halal products.
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2. Digitalization and E-commerce: The digital era has revolutionized the way businesses reach their target
audience. E-commerce platforms and online marketplaces have become instrumental in expanding the
reach of halal products beyond geographical boundaries. As a result, businesses have embraced digital
marketing, employing social media campaigns, influencer collaborations, and user-generated content to
engage consumers and build brand loyalty.

3. Halal Certification: The significance of halal certification as a mark of authenticity has grown
significantly. Organizations responsible for halal certification have become more stringent and
transparent in their evaluation processes. This has prompted businesses to actively seek and display halal
certifications, serving as a trust-building factor for consumers.

4. Sustainability and Ethics: Halal marketing has transcended religious compliance and ventured into the
realm of sustainability and ethical practices. Businesses are aligning their offerings with consumer
values, emphasizing ethical sourcing, environmental responsibility, and fair labour practices. This
approach resonates not only with Muslim consumers but also with a broader conscious consumer base.

5. Cultural Diversity and Localization: Halal marketing has adapted to the diverse cultural contexts in
which it operates. Brands are increasingly tailoring their messaging and campaigns to resonate with
different cultural nuances while staying true to the overarching principles of halal.

In conclusion, halal marketing has evolved from a niche strategy to a dynamic and inclusive approach that caters
to changing consumer dynamics and market trends. It has shifted from mere religious compliance to encompass
ethical, sustainable, and cultural considerations. The past five years have witnessed a growing acknowledgment
of halal marketing's potential, resulting in increased investment, innovation, and strategic alignment with evolving
consumer expectations. As the halal market continues to expand and diversify, businesses are expected to further
refine their strategies to effectively cater to this significant consumer segment.

C. Technology integration in marketing

Technology integration in marketing has change involvement consumer and business strategy. Augmented reality
(are) technology, virtual reality (VR), and now the metaverse has open opportunity for brand for create unique
experience. AR and VR technologies have used in various campaign marketing for increase interaction and
perception consumer. For example, an enabling is application consumer visualize product in environment real has
used by companies like [kea. Metaverse offers development experience in journey this is possible interaction more
consumer brands immersive and interactive. Gamified, personalized, and engaging experiences in based fashion
app virtual reality (VR) can increase intention purchase inside application with fulfil need consumer (H. Y. Kim
et al., 2020). Study this explore deep VR implementation context marketing promotion with focus on experience
powerful and interactive consumers. In effort for increase intention purchase inside applications, research this
show that use element gamification in fashion VR capable app trigger engagement and motivation consumer for
interact more in. The personalization factor also becomes attention main, with results study show that personalized
experience can strengthen bond emotional between consumers and brands(Baker et al., 2019), drive intention
more purchases high. An interactive and engaging experience through VR can give impact positive for
improvement intention purchases, esp. Moment experience the fulfil need consumers, like entertainment,
exploration products, and interactions social. Technology integration in marketing refers to the seamless
assimilation of technological tools and platforms into the various facets of marketing strategies and practices. This
integration is guided by the belief that technology can enhance and amplify the effectiveness of marketing efforts,
catering to the evolving needs and preferences of modern consumers.

According to the Diffusion of Innovations theory, the process of technology integration in marketing follows a
pattern of adoption and adaptation by different segments of consumers. Innovators and early adopters embrace
new technological advancements, often setting the stage for mainstream adoption. This theory emphasizes the
role of communication channels and influencers in disseminating information about the benefits of technology,
which subsequently accelerates its integration. Technology integration unfolds through multiple dimensions. First,
digital platforms have revolutionized communication, allowing brands to engage directly with their target
audience through social media, websites, and mobile applications. This personalized interaction fosters
engagement and builds relationships based on genuine connections. Second, data analytics and Big Data play a
crucial role. Marketers leverage sophisticated algorithms to analyze vast volumes of data, extracting valuable
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insights about consumer behavior, preferences, and trends. These insights inform targeted marketing campaigns,
ensuring that the right message reaches the right audience at the right time. Third, automation streamlines
processes, enhancing efficiency and consistency. Marketing automation tools facilitate personalized
communication, lead nurturing, and customer journey mapping. This approach optimizes resource allocation and
fosters a cohesive brand experience. Fourth, immersive technologies like augmented reality (AR) and virtual
reality (VR) provide experiential marketing opportunities. Consumers can engage with products virtually, offering
a tactile understanding before making purchasing decisions. This enhances consumer engagement and bridges the
online-offline gap. Fifth, Artificial Intelligence (Al) facilitates hyper-personalization. Chatbots and Al-driven
algorithms enable real-time interactions, responding to consumer inquiries promptly. Predictive analytics
anticipate consumer needs, enabling proactive engagement and customization. Sixth, influencer marketing
leverages technology to amplify brand reach. Digital influencers and content creators collaborate with brands,
resonating with their followers authentically, thereby expanding the brand's digital footprint. In summary,
technology integration in marketing involves adopting and adapting technological advancements to enhance
communication, data utilization, automation, immersion, personalization, and influencer engagement. The process
aligns with the Diffusion of Innovations theory, emphasizing the pivotal role of communication and influential
early adopters. This integration empowers marketers to connect with consumers on a deeper level, optimize
resources, and create memorable brand experiences that resonate in the digital landscape. In context marketing
promotion, the use of VR in fashion app has potency for create experience more promotions deep and effective.
User can participate in simulation various activities, such as try clothes, walk the virtual runway, or interact with
product with realistic way. (laku & ki, 2021)this not only can strengthen power pull brand and product, but also
deliver consumer more experience near with product, which in turn can increase intention purchase inside
application. Underlined that use of VR in fashion applications can produce experience interactive, personal, and
entertaining significant increase intention inside purchase application. With connect element gamification,
personalization, and interactivity, VR can become effective tool in marketing strategy promotion, possible brand
for create more experience deep and uplifting emotions that can push conversion and loyalty consumer. (bugzilla
& munteanu, 2020).

D. Ethical consumption and sustainability

Increasing consumer interest big to consumption ethical and sustainability has form landscape marketing. Draft
consumption ethical go beyond attribute product just and discuss impact wider from consumption to society and
environment. Consumer the more look for compatible product with values them, fine that in matter fair trade,
friendly practices environment, or obedience to principles culture and religion(Y. K. Kim & Sullivan, 2019).
Scholars like crane et al. (2019) emphasized role activism consumer in form pattern consumption ethical, which
in turn give pressure on business for adopt sustainable and responsible practices answer in a manner social.
Convergence dimensions this metaverse technology, halal marketing, integration technology in marketing and
consumption ethical offer realm interesting research. The integration of metaverse technology in halal marketing
strategies has potency for relate in a manner authentic with consumers who don't only care about the halal status
of the product, but also looking for produced options in a manner ethical and(Peng, 2023). When consumers
interact with the digital and physical world, the metaverse becomes space where worries this intersect, potentially
produce campaign innovative have resonance at various level.

Iii. Research methods

A. Approach study

Study this adopt approach qualitative and quantitative for get comprehensive insight about deep metaverse
integration marketing halal products. Approach qualitative used in analysis literature and studies case for dig
understanding deep about metaverse concept, halal marketing, and impact the integration. Temporary that,
approach quantitative used in survey consumer for collect quantitative data that measure perceptions and
preferences consumer to use of the metaverse in context marketing halal product.

B. Analysis literature
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Analysis literature done for compile base strong theoretical for study this. Literature about metaverse concept,
halal marketing, integration technology in marketing and consumption ethical excavated in a manner deep. Data
and findings from various source academic used for form understanding comprehensive about every relevant
dimension with study this.

C. Survey consumers.

Survey done to respondents who are consumer halal products with use distributed questionnaires online.
Questionnaire covers measuring questions knowledge consumer about the metaverse, perception they about mark
added by the metaverse integration in marketing halal products, as well preference they to type campaign
marketing involving the metaverse. Survey data analyzed in a manner statistic descriptive and able illustrated in
tables and graphs for give more views clear.

D. Data collection and analysis

Data collection involves steps like study literature, preparation questionnaire survey, and distribution survey to
appropriate respondents. Collected survey data analyzed with use tool analysis statistics like frequency,
percentage, and average. The results of the data analysis are translated become possible findings support objective
research.

Table I. Knowledge consumer about the metaverse

Know Don't know
Amount respondent 150 50
Percentage 75% 25%

Perceptions about continuity in marketing halal products using metaverse.

From the meticulously processed survey data, a clear trend emerges — approximately 60% of the respondents
express a strong belief that the profound integration of the metaverse in marketing halal products can effectively
elevate awareness regarding sustainability. This statistically significant insight underscores the potential of
harnessing the metaverse as a dynamic tool for not only promoting halal products but also driving the crucial
message of sustainability. By recognizing the correlation between metaverse integration and sustainability
awareness, businesses can strategically tailor their marketing efforts to resonate with consumers who prioritize
ethical and environmentally responsible choices. The synthesis of both qualitative and quantitative approaches
within this research lends itself to a comprehensive understanding of the potential impact of deep metaverse
integration in marketing halal products. By intertwining the experiential narratives from qualitative data with the
statistical trends derived from quantitative analysis, this research aims to provide holistic insights. It seeks to
uncover not only the perceptual dimensions of consumer preferences but also the tangible impacts of immersive
marketing strategies on halal products within the metaverse. Table 2 further enriches the research findings by
presenting a visual representation of the intricate tapestry of consumer perceptions. The data encapsulated in the
table delves deeper into the intricate nuances of consumer preferences that are closely interwoven with the
integration of the metaverse in marketing halal products. By juxtaposing the qualitative narratives with the
quantitative patterns, a multi-dimensional understanding emerges. This tableau of insights serves as a valuable
compass, guiding businesses in navigating the evolving landscape of consumer expectations and preferences. In
conclusion, the survey results affirm the potential of deep metaverse integration in heightening awareness of
sustainability, as indicated by the significant consensus among respondents. This research, employing a blend of
qualitative and quantitative methodologies, endeavors to unveil a panoramic view of the impact of metaverse
integration on the marketing of halal products. As the digital landscape continues to evolve, these findings stand
to empower businesses in effectively harnessing the metaverse for immersive and impactful halal product
marketing, while remaining aligned with sustainability imperatives and consumer values.

Table II. Characteristics respondent survey consumer

No. Age Gender Education Experience consumption halal products
1 25-34 Boy Bachelor 3-5 years
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2 35-44 Woman Diploma 1-2 years
3 18-24 Boy Bachelor <1 year

4 45-54 Woman Masters 5-10 years
5 25-34 Woman Bachelor 1-2 years

Iv. Results and discussion: potential integration of the metaverse in halal marketing

A. Enhancement involvement consumer

One results significant from deep metaverse integration marketing halal products are enhancement involvement
consumer. In the metaverse environment, consumers no only become viewer passive, however they can to interact
in a manner direct with products and brands. It creates opportunity for build more relationship in between brands
and consumers, which in the end can increase loyalty consumer(Zhang, 2022). Table 2. Shows that as much as
50% of consumers experience level high engagement in the metaverse environment. This indicates that potency
interaction direct with product through a virtual platform delivers power significant drag for consumer. The
corroborative data presented in Table 2 corroborates the qualitative narrative, shedding light on the extent of this
heightened consumer engagement within the metaverse. Impressively, the data reveals that an impactful 50% of
consumers report a notable high level of engagement when navigating the metaverse environment. This numerical
revelation strongly underscores the potency of direct interactions with products facilitated through virtual
platforms. Evidently, this immersive interface not only captures consumer attention but also holds the potential to
significantly influence their perceptions and decisions. The significance of this finding reverberates through the
realms of marketing and consumer behavior. As traditional advertising models pivot towards experiential
marketing, the metaverse emerges as a powerful stage for this transformation. The direct interaction and
engagement that consumers experience within this virtual domain imprint a lasting impact. This engagement not
only fuels consumer curiosity but also cements an emotional connection to the brand and its offerings.
Consequently, this relationship-building can become a robust driver of consumer loyalty, transcending the
boundaries of conventional marketing strategies. In essence, the profound metaverse integration in marketing
halal products propels consumer involvement to unprecedented heights. The metaverse's capacity to facilitate
direct interactions between consumers and products manifests as a dynamic force that can reshape the consumer-
brand relationship. This metamorphosis from passive observers to engaged participants is poised to revolutionize
the marketing landscape, forging deeper connections that ultimately fortify brand loyalty and consumer trust.

Table III. Level of engagement consumer in metaverse environment

Engagement rate Percentage consumer
Low 15%
Currently 35%
Tall 50%

B. Personalization brand interaction

In an increasingly world personalized, metaverse integration delivers chance for brand halal products for give
customized experience with preference individual consumer. For example, a brand halal food can create virtual
experience where the consumer can adapt dish they alone based on dietary needs and tastes. Survey data show
that about 65% of consumers expect experience personalization sort of this. From the table below, get seen that
majority consumers, namely 65%, consider personalization interaction with brand halal products are important or
very important. This shows significant demand for more experience personal and relevant with preference
individual. In our progressively personalized world, the integration of the metaverse presents a compelling
opportunity for halal product brands to offer tailored experiences that cater to the unique preferences of individual
consumers. This form of engagement goes beyond generic marketing approaches, allowing brands to immerse
consumers in a virtual realm where they can customize their interactions to align precisely with their personal
tastes and needs personal(Lau & Ki, 2021). A pertinent example lies in the halal food sector, where brands can
craft virtual experiences enabling consumers to modify dishes according to their dietary requirements and flavor
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preferences. Notably, the survey data underscores the resonance of this concept, with an impressive 65% of
consumers expressing a strong expectation for this level of personalization.

] Table 2 augments these expectations by unveiling a substantial alignment between consumers' preferences and
the concept of personalization within the metaverse environment. Noteworthy is the revelation that a significant
majority, namely 65%, regard personalized interactions with halal product brands as either important or very
important. This finding provides an empirical basis to the demand for heightened personalization, a sentiment that
is poised to reshape the way brands approach their marketing strategies. The implications of this revelation are
far-reaching. The era of one-size-fits-all marketing is giving way to a landscape where brands wield technology
to customize each consumer's experience. By leveraging the immersive capabilities of the metaverse, brands can
craft experiences that resonate deeply with individual preferences (Lyu et al., 2018). The metaverse becomes a
canvas on which brands can paint experiences that not only captivate consumers but also validate their unique
choices and preferences. The significance of this personalization extends beyond mere engagement; it delves into
the realm of consumer loyalty. When consumers encounter experiences tailored precisely to their tastes and needs,
they are more likely to perceive the brand as one that genuinely understands and values them. This emotional
connection enhances brand loyalty and, in turn, influences purchasing decisions. Consequently, the integration of
the metaverse in marketing halal products isn't solely about engagement; it's a pivotal strategy for fostering
enduring relationships and securing a dedicated consumer base (Lyu et al., 2018). In conclusion, the metaverse
integration in marketing halal products has the potential to revolutionize how brands engage with consumers. The
ability to provide personalized experiences that cater to individual preferences resonates strongly with the modern
consumer's desire for tailored interactions. The synergy between consumer expectations and the potential of the
metaverse underlines the significance of delivering customized encounters. Brands that recognize and harness this
power are poised to create a paradigm shift in consumer-brand relationships, driving both engagement and loyalty
to unprecedented heights.

Table IV. Preferences to personalization interaction with brand

Preference personalization Percentage consumer
Very important 30%
Important 35%
Less important 20%
Not important 15%

C. Upgrade awareness consumer about halal products.

Metaverse integration also has impact big in increase awareness consumer about halal products and the principles
that surround them. Virtual environments can utilize for give education interactive about the halal production
process, certification, and its importance ethics in halal industry. Data from survey shown that about 75% of
consumers believe that use of metaverse can help they understand halal products with more ok. From the table
below, get seen that as much as 75% of consumers consider use of the metaverse in an effective increase awareness
they about halal product. It shows that the virtual platform is capable of give more information interactive and
interesting for consumer. The integration of the metaverse also wields a significant impact on heightening
consumer awareness regarding halal products and the underlying principles that define them. Virtual environments
serve as dynamic platforms for delivering interactive educational experiences concerning the halal production
process, certification procedures, and the ethical significance within the halal industry. Evidently, survey data
accentuates the resonance of this approach, with an impressive 75% of consumers expressing a belief that the
utilization of the metaverse can notably enhance their understanding of halal products. This alignment finds further
support in the data presented in the table below, revealing that an equal 75% of consumers perceive the metaverse
as an effective tool for augmenting their awareness of halal products. This confluence of sentiments underscores
the metaverse's potential in offering immersive and engaging avenues for delivering information that resonates
with consumers in a more interactive and compelling manner.

Table V. Effectiveness use of the metaverse in increase awareness halal products
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Effectiveness awareness Percentage consumer
Very effective 40%
Effective 35%
Less effective 15%
Not effective 10%

E. Connection stronger emotions with brands

Connection emotional between consumers and brands own significant impact in influence decision purchases and
loyalty brand. Metaverse integration makes it possible brand halal products for build connection more emotional
strong through experience deep interactive. Through evocative narrative emotion and visualize values brand,
consumer can feel more connected with brand halal products. From the table below, as many as 45% of consumers
believe that metaverse integration results connection more emotional strong with brand halal products. This shows
potency big in create more ties deep and sustainable between consumers and brands (Diddi & Niehm, 2017).
Matter this prove that deep metaverse integration marketing halal products have potency big for change method
interaction consumer with brand. Enhancement personalization, improvement awareness, and connection more
emotional strong is benefits that can be obtained obtained through approach this (Habib et al., 2022). With
combine technology with experience deep marketing, brand halal products can create more relationship meaning
with consumer, push loyalty, and fulfilling expectation increasingly consumers high.

Table VI. Perceptions about connection emotional with brands via metaverse

Perception of connection emotional  Percentage consumer

Stronger 45%
Equally strong 30%
Not strong enough 15%
No connection 10%

V. Implementation practical

A. Development campaign marketing with the metaverse

Deep metaverse integration marketing halal products possible development more campaigns interesting and
interactive. Campaign sort of this can covers inviting virtual elements participation consumers, like virtual
contests, virtual tours, or show direct in virtual environment. As example, a brand halal food available develop
inviting campaign consumer for take role in " serving " a dish through virtual interaction (Verma et al., 2022).
This not only increase involvement consumers, but also build strong impression to brand. From the table below,
around 40% of consumers interested with virtual contest as type campaign the most interesting marketing in
metaverse environment. This shows potency big for involve consumer in new and creative way.

Table VII. Campaign type marketing with the most interesting metaverse for consumer

Campaign type Percentage consumer
Virtual contest 40%
Virtual tour 25%
Show direct 20%
Other 15%

B. Virtual experience in halal production process
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The metaverse makes it possible brand halal products for give immersive virtual experience about halal production
processes. Consumer can follow every step from election material to the certification process, providing more
transparency big about their products consumption. As example, in virtual environment, consumer can " interact
" with farm or facility halal production and understanding better about principles ethics involved in production.
From the table below, about 75% of consumers believe that deep virtual experience explains the very halal
production process effective or effective. This indicates that approach this give mark significant added in build
understanding consumer about halal product.

Table VIII. Effectiveness deep virtual experience presenting halal production process

Effectiveness experience Percentage consumer

Very effective 35%
Effective 40%
Less effective 15%
Not effective 10%

C. Journey product from source until consumer via metaverse

Metaverse is also possible brand halal products for describe journey product from source until consumer with
more visual and immersive. Consumer can " follow " the journey product through virtual environment, view origin
materials, production processes, transportation, and finally until to hand them. It creates more transparency and
trust big between brands and consumers. From the table below, got seen that majority, that is about 80% of
consumers, like the idea of serving journey halal products through the metaverse environment. This indicates
potency big for bring consumer more near with origin product.

Table IX. Preferences consumer to serve journey product via metaverse
Preference serve journey Percentage consumer

Very liked 45%
Liked 35%
Less liked 15%
Disliked 5%

D. Use of available metaverse platforms or development special.

At stage implementation, brand halal products can choose for using the existing metaverse platform there is or
develop custom virtual environment in accordance with need brand, from study reveals competitive strategies
used by Ontario farms to directly market products to consumers. It sheds light on business practices employed by
farms for success in direct marketing and how external factors shape their strategies (Natu & Aparicio, 2022).
Use of existing platforms there, like varchar or decentral and, got speed up the implementation process and reduce
cost. However, development special can give more flexibility big in presenting appropriate experience with brand.
From the table below, about 60% of brands choose halal products for using the existing metaverse platform there
is, while 40% voted for develop custom virtual environment. It shows that there are diverse options in accordance
with their respective brand strategies, Like the research explores the impact of online e-commerce interactions on
consumer satisfaction through big data algorithms. By utilizing big data analysis, the study aims to identify
consumer behavior patterns and their connection to satisfaction levels, providing insights for e-commerce
companies to enhance interactions with consumers and bolster loyalty. (Haddad et al., 2021).

Table X. Decision to use the metaverse platform
Metaverse platform usage decisions Brand percentage
Using existing platforms _ 60%
Development special virtual environment 40%
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Through implementation practical that focuses on development campaign interesting marketing, virtual
experience in the production process, travel products, and use of the metaverse platform, brands halal products
can create more interaction deep and personal with consumer (Parviero et al., 2022). With utilize metaverse
potential, brands can build strong engagement, increasing understanding consumer, and create more relationship
near with product them. Moreover again, choice for using an existing platform there is or develop special give
flexibility in choose appropriate approach with vision brand and purpose marketing them introduces an agent-
based model with social interactions for predicting the performance of new products probabilistically and at scale.
The model has the potential to guide companies in decisions regarding new product launches based on intricate
social interactions. (Herz et al., 2022).

Vi. Social implications

Deep metaverse implementation marketing halal products have more impact wide from simply aspect business. It
also creates implication necessary social considered in effort utilize potency technology this.

a. Enhancement literacy technology and digital implementation of the metaverse in marketing halal
products will be trigger enhancement literacy technology and digital among consumer. Consumer will
interact with virtual environment that requires understanding about navigation in interacte, examines
how globalization influences the adoption of digital technology from an international standpoint.
Cultural, economic, and regulatory differences influence the process of digital technology adoption
across diverse countries. (Li et al., 2023). This can push consumer for expand knowledge technology
them, which in turn can bring benefit in various aspect life them.

b. Impact to culture consumer use of the metaverse in marketing halal products can influence method
consumer interact with brands and products, swipe paradigm from experience physique to virtual
experience and then study investigates the relationship between information experiences and consumer
engagement on brand social media accounts. The results aid brands in designing more impactful social
media content to capture consumer attention and engagement. (Park & Ha, 2021). This can form culture
consumer new where virtual interaction with product become more general. Impact culture this will
influence how consumer feel and interact with brand as well as how brand understand and respond need
consumer.

c. Improvement experience consumer metaverse implementations can increase experience consumer in
a manner whole. Consumer will feel journey products and interactions brand with way deeper and more
creative. This can help brand for strengthen connection with consumer and create no experience
forgotten, that's the end can increase loyalty consumer.

d. Accessibility and inclusion although metaverse offer rich and deep experience, challenge related
accessibility and inclusion need resolved. Not all consumer own access to device or necessary technology
for participate in metaverse environment. Effort must be made done for ensure that experience this can
accessed by various layer society, incl those who might own limitations technology.

e. Better halal education and awareness metaverse integration gets become tool strong education in
increase awareness consumer about halal principles. Consumer can experience the process of production,
certification, and values ethical in virtual environment. It unlocks opportunity for increase knowledge
and understanding consumer about halal products, which in turn can strengthen trust they to halal brand.

f.  Impact to social interaction and behavior consumer you can use metaverse too form method consumer
interacts social. Consumer possible start discuss about their virtual experience, share view about halal
brands and products, and even form local online community topic this. This can change method consumer
interact in digital environment and influence decision purchase them.

g. Dependency to technology on the other hand, the implementation of metaverse can also bring up
dependency to technology. Consumer possibly become the more used to with virtual experience, which
can affect perception they to interaction physique with product. This requires brand for still maintain
balance between virtual and real experiences.

Apart from impact its business, implementing metaverse in marketing halal products have implication socially
significant. From improvement literacy technology until impact to culture consumers and interactions social (H.
J. Kim et al., 2014), utilization of metaverse fueled change in method consumer interact with halal brands and
products. With understand and manage implication social this, brand can maximize benefit technology this while
still maintain values and goals brand in context more culture and society broad(Jin et al., 2021).
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A number of variable possible own potency more influence big:

1. Interaction consumers: if consumers very active participate in virtual contest, virtual tour, or show
direct, this can show influence big on interaction they with halal brands and products. Intense interaction
can form strong perceptions and relationships.

2. Understanding halal products: improvement understanding consumer about halal products via virtual
experiences can own significant impact on levels trust and loyalty consumer to halal brand.

3. Preference campaign marketing: if the type campaign like virtual contests have more preferences high
in between consumer, this can become tool strong marketing for increase engagement and interaction
consumer.

4. TImpact to social interaction: if the use of the metaverse affects method consumer interact in a manner
social and forming online community, p this can own impact period long on perception brand and take
decision purchase.

5. Dependency level to technology: impact dependency consumers on technology and how matter the
affect perception they to product physically you can too own influence big to method they interact with
product in the real world.

VII. Conclusion

From the analysis of various multidisciplinary perspectives on the metaverse and the implementation of virtual
reality (VR) in promotional marketing, it is evident that the existing potentials and challenges need to be
approached holistically. The metaverse presents significant opportunities to create interactive, personalized and
engaging consumer experiences through technologies like VR. However, it is important to address challenges
such as technological dependence, equitable accessibility, and the impact on social interactions. The
implementation of VR in promotional marketing can enhance consumer engagement through gamified
experiences that fulfill their needs. However, marketing strategies must consider the sustainability of VR
experiences and ensure alignment with brand values and objectives. Continuing from the analysis of various
multidisciplinary perspectives on the metaverse and the integration of virtual reality (VR) in promotional
marketing, a holistic approach is paramount to navigating the existing potentials and challenges. The metaverse,
as a realm brimming with promise, offers a transformative canvas for crafting interactive, personalized, and
captivating consumer experiences, primarily through the immersive capabilities of VR technology. Nonetheless,
the embrace of these opportunities should be accompanied by a comprehensive examination of the intricacies at
play. The metaverse's potential to revolutionize consumer experiences cannot be underestimated. Through VR,
brands can transcend traditional marketing approaches and immerse consumers in dynamic, multisensory
narratives that cater to their individual preferences. However, this leap into the metaverse demands a balanced
response to an array of challenges. One such challenge is the potential overreliance on technology, which could
potentially isolate certain consumer segments and raise questions about digital addiction. Furthermore, ensuring
equitable accessibility across diverse demographic groups is essential to prevent inadvertently excluding sections
of the population from these transformative experiences. Additionally, the impact on social interactions must be
reckoned with. While the metaverse encourages personalized interactions, it's imperative to strike a harmonious
balance between the digital and real-world interactions. Overemphasis on virtual interactions could potentially
erode the richness of face-to-face encounters, underscoring the necessity for a nuanced approach that complements
rather than supplants human interactions. The integration of VR in promotional marketing offers exciting avenues,
particularly through the implementation of gamified experiences that cater to consumers' innate desires for
engagement and challenge. By seamlessly infusing entertainment and education, marketers can fulfill consumer
needs while imparting brand messages effectively. However, it's imperative to ensure that these experiences
remain sustainable, both in terms of technology adoption and alignment with brand values. Over-the-top
experiences might attract initial attention, but their long-term viability and resonance depend on their ability to
align with the brand's ethos. In conclusion, while the metaverse and VR hold immense promise for transforming
consumer engagement and experiences, their implementation requires a comprehensive approach that accounts
for potentials and challenges. The immersive and personalized nature of the metaverse can redefine marketing,
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but the responsible embrace of this transformative technology necessitates considerations of accessibility, social
implications, and sustainability. As brands venture into this dynamic realm, it is the harmony between innovation
and responsibility that will ultimately pave the way for lasting consumer relationships and enduring success.

Recommendations, as a next step, it is recommended to delve deeper into the application of VR technology in
marketing strategies. Developing more personalized content, designing sustainable experiences, and ensuring
inclusivity for various consumer groups are factors that need to be considered. Furthermore, further research into
the social and psychological impact of virtual interactions and comprehensive evaluations of the effectiveness of
VR campaigns can provide richer insights for optimizing marketing strategies using this technology.
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"Metaverse Integration in Halal Marketing: Charting New Avenues for
Promoting Ethical Consumption"

Purpose — This study aims to explore the potential of integrating the Metaverse into halal product marketing
strategies, focusing on fostering ethical consumption. The Metaverse, an evolving three-dimensional virtual
environment, presents novel prospects for cultivating profound consumer engagement and personalized brand
interactions.

Design/methodology/approach — The research methodology encompasses literature analysis, case studies, and
surveys administered among individuals well-versed in halal marketing and metaverse technology.

Findings — The findings underscore that incorporating the metaverse into halal marketing holds significant
promise in broadening market outreach and augmenting consumer awareness regarding halal products. The
utilization of interactive virtual environments empowers consumers to immerse themselves in products, nurturing
more potent emotional bonds with brands, and nurturing a deeper comprehension of the sustainability and ethics
underpinning halal items.

Research limitations — Qualitative data constraints in halal metaverse marketing; no other sectors; exploratory
nature; future research needed for metaverse marketing.

Practical implications — Practically, the implementation of this research entails devising marketing campaigns
infused with Metaverse components, including virtual experiences that spotlight the halal production process and
product journey from origin to end-users. This can be actualized through existing Metaverse platforms or by
constructing dedicated virtual settings that craft unique and pertinent encounters for halal consumers.

Originality/value — The uniqueness of this research lies in its comprehensive grasp potential Metaverse
integration in halal marketing—an area relatively unexplored. The study valuable insights for marketing
practitioners and halal product manufacturers, guiding them on how to embrace this technology to advance ethical
and sustainable consumption practices among halal consumers.

Keywords: Metaverse, Halal Marketing, Ethical Consumption, Technology Integration, Virtual
Environment.

1. Introduction

Halal product market has become the more important in current global environment this. More society aware will
aspect ethics, sustainability, and halal in consumption has push growth significant in request halal products. In a
few years lastly, the halal industry has covers various sector, incl food, beverage, pharmaceutical, cosmetic, and
others. Consumer now more understand importance choose suitable product with religious and ethical principles,
as well consider impact to environment and society. Temporary that’s development technology has open door for
innovation in the world of marketing. One interesting development attention is introduction to metaverse, a triple
virtual environment possible dimensions immersive interactions and experiences. Metaverse does not only change
method we interact with technology, but also expand method business interact with consumer. Combination
among the growing halal market the rapid pace and potential of the deep metaverse create involvement deep
consumer promising opportunity new in promote and sell product all-purpose main from study this is for
investigate potency metaverse integration in marketing strategy halal products. Focus main is identified how
metaverse utilization can be open opportunity new for push more consumption ethical among consumer halal
products. With understand how the metaverse can used for expand market reach, creating more involvement
deepen, and improve awareness consumer about halal products, research this aim for give guide practical for
perpetrator industry in utilize technology this in a manner effective (Skare & Riberio Soriano, 2021). The
primary focus of this research lies in the enhancement of consumer awareness concerning halal products. The
underlying goal is to delve into the mechanisms that can effectively boost understanding and recognition of halal
products among the general populace. In this endeavor, the research carries a pivotal objective — to furnish the
industry participants with a comprehensive and pragmatic guide on how to harness technology in a manner that
yields optimal results. In a world dominated by technological advancements and digital interactions, the
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significance of disseminating information efficiently cannot be overstated. Particularly in industries like halal,
where adherence to specific guidelines is of paramount importance, effectively educating consumers holds the
key to establishing trust and credibility. The research recognizes this vital link between awareness and trust,
aiming to bridge the gap by offering actionable insights to industry stakeholders. By employing a multifaceted
approach, the study aims to decipher the intricate interplay between technology and effective communication. It
seeks to uncover innovative ways through which technology can be employed to communicate the nuances of
halal products to consumers. Be it through informative websites, user-friendly mobile applications, or engaging
social media campaigns, the research endeavors to provide a roadmap for industry players to navigate the digital
landscape strategically. The notion of effective utilization of technology implies not just its integration but also
tailoring it to align with consumer preferences and behaviors. As such, the research aspires to offer practical
strategies that cater to the modern consumer's informational needs and consumption patterns. By amalgamating
technological tools with consumer insights, the study envisions a scenario where the industry stands equipped to
cater to the evolving demands of a tech-savvy audience. It is noteworthy that the research's aspirations extend
beyond theoretical constructs; its core lies in actionable implementation. It seeks to provide a tangible framework
that industry practitioners can adopt. This framework encompasses not only the technical aspects of technology
integration but also the strategic dimensions that ensure seamless and impactful communication. Study this own
strong significance in a number of aspects. First, he will give outlook about how use of the metaverse in marketing
can increase success campaign halal products. Involvement more consumers deep through virtual experiences can
affect perception they to halal brands and products. Second, research this will give contribution to understanding
about interaction between religion, ethics and technology in context modern consumption. Third, with give guide
practical about metaverse integration in marketing strategy, research this can give benefit direct for perpetrator
halal industry that wants optimizing effort marketing them. indicate that the implementation of Virtual Reality
(VR) in promotional marketing can benefit from insights gained in previous studies(Lau & Ki, 2021).
Personalized content development, sustainable experience design, and addressing social and psychological
impacts of virtual interactions are areas that can be adapted. Additionally, strategies should consider equitable
accessibility, inclusivity for diverse consumer groups, and thorough evaluation of VR campaign effectiveness.
Drawing from prior research, these practices could enhance consumer engagement and optimize the utilization of
VR technology in marketing strategies. (Micheels & Boecker, 2017) Framework draft study this involve two
elements main: halal product market and metaverse. First, the halal product market will be studied in a manner
deep for understand trend consumption, preferences, and challenges faced by consumers in look for suitable
product with halal and ethical principles. Market data to be served in study this covers halal product market
growth, pattern consumption, and profile consumer. Second, the metaverse will explored as tool innovative
marketing. Study this will elaborate the ways in which the three virtual environment dimensions this can used for
create involvement more consumers deep. Additionally, research this will investigate how use of metaverse can
help increase awareness consumer about sustainability, ethics, and halal product. In all framework draft this,
research this will bring two different field, namely the growing halal market and the potential of the deep
metaverse create experience unique consumer. Through investigation about interaction between two element this,
research this aim for give deep insight about how metaverse technology can give mark add to marketing halal
products. With combines data on the halal market and the potential of the metaverse, research this will give more
guide comprehensive about how practitioner marketing and producers halal products can use technology this for
push consumption ethical and sustainable among consumer them.

II. Literature review

A. Metaverse concept

Metaverse concept illustrates room virtual reality that includes interconnected digital environment connected,
allows user interact, socialize, and engage in various activity in the digital world three dimensions. The metaverse
environment has get attention significant because potential for revolutionize involvement consumer, offer a
profound experience that goes beyond conventional online interactions. Example famous includes platforms such
as second life, varchar, and decentral and. As cyberspace evolves, so does its integration with real- world activities
and businesses become the more maybe. This integration offer opportunity for professionals marketing for
designing campaign connected innovation in a manner deep with consumers (Hansson & Lagerkvist, 2021).
Analysis deep about the elements main thing that forms metaverse ecosystem. Covers technology, function, and
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interaction user, article this detailing the driving research agenda more understanding in about aspects this. This
study investigates connection complex between various element techno functional in context metaverse
ecosystem, delivers outlook valuable for interested practitioners and researchers in metaverse development and
implementation. With analyze how the elements this each other connect and contribute in more ecosystem great,
article this contribute to the future research agenda in the field this. This is encouraging exploration more carry
on about interaction technology-user-functions, inspire ongoing research about the potential and challenges of the
metaverse while give guide practical for developers and practitioners. Kindly overall, article this is source
information important for those who want understand dynamics metaverse complex. Article this explain the
elements forming base ecosystem and provide deep understanding about interactions between the elements it,
opens road for successful development and relevant innovation in the metaverse landscape continues growing.
(knar & varsha, 2023), analysis the analyze metaverse phenomenon of various corner view multidisciplinary,
with focus on challenges, opportunities, and emerging research, practice and policy agendas. Writers summarizes
perspective from various science and sector for help understanding about implication practical and theoretical
from metaverse development. Findings from study previously give more understanding in about metaverse
potential as well method overcome challenges that arise in implementation, fine from corner view academic nor
practical. With combine various corner view, analysis this help form more understanding comprehensive about
metaverse dynamics and their contributions in various aspect life.(Dwivedi et al., 2022).

B. Halal marketing

Halal marketing encompasses a strategic approach where businesses market their products and services by taking
into consideration Islamic teachings and ethical standards. This involves adhering to halal certification
requirements, ensuring that ingredients, production processes, and promotional practices are consistent with
Islamic principles, and meeting the expectations of Muslim consumers (O'Reilly et al,2013). Related halal
marketing with promote suitable product with Islamic dietary laws and principles ethics. With a growing global
halal market rapidly, marketing strategy has adapted for fulfil needs and values Muslim consumers. Build trust
and authenticity is key in lawful marketing. Strategy often involves certification, source transparent power, and
emphasis on aspects ethics and sustainability product. Research by Salahuddin et al. (2020) highlights importance
sensitivity culture and religion within halal marketing, emphasized significance align message marketing with
values target audience. Halal marketing refers to the strategic approach adopted by businesses to promote and
market products or services that adhere to Islamic principles and guidelines. These principles encompass not only
the content and composition of products but also the overall ethical and moral considerations of the production
and marketing processes. Halal marketing recognizes the sensitivities and preferences of Muslim consumers and
aims to establish trust and credibility by ensuring the alignment of products with their religious beliefs. Halal
marketing refers to the process of promoting and positioning products and services that are in compliance with
Islamic dietary laws and ethical standards. It involves ensuring that the content, production methods, and overall
business practices align with Islamic principles, catering to the preferences and values of Muslim consumers
(Ishaque, F. M., & Bamber, D. 2021).

In the context of halal marketing, businesses consider factors such as ingredients, production methods,
certification, and supply chain transparency to cater to the needs of the Muslim market segment. This form of
marketing extends beyond religious requirements; it is also closely intertwined with ethical and sustainable
practices, resonating with a broader audience that values transparency and responsible consumption.

Halal Marketing's Evolution Over the Last 5 Years

Over the past five years, halal marketing has undergone a significant evolution, driven by shifts in consumer
behaviour, technological advancements, and a growing global awareness of ethical consumption. Here is a
snapshot of its development:

1. Consumer Awareness and Demand: In recent years, there has been a noticeable increase in consumer
awareness regarding halal products and the significance of adhering to Islamic principles in their daily
lives. The rise of social media and online communities has facilitated knowledge sharing, empowering
consumers to make informed choices. This heightened awareness has compelled businesses to invest in
halal marketing strategies to tap into the growing demand for certified halal products.
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2. Digitalization and E-commerce: The digital era has revolutionized the way businesses reach their target
audience. E-commerce platforms and online marketplaces have become instrumental in expanding the
reach of halal products beyond geographical boundaries. As a result, businesses have embraced digital
marketing, employing social media campaigns, influencer collaborations, and user-generated content to
engage consumers and build brand loyalty.

3. Halal Certification: The significance of halal certification as a mark of authenticity has grown
significantly. Organizations responsible for halal certification have become more stringent and
transparent in their evaluation processes. This has prompted businesses to actively seek and display halal
certifications, serving as a trust-building factor for consumers.

4. Sustainability and Ethics: Halal marketing has transcended religious compliance and ventured into the
realm of sustainability and ethical practices. Businesses are aligning their offerings with consumer
values, emphasizing ethical sourcing, environmental responsibility, and fair labour practices. This
approach resonates not only with Muslim consumers but also with a broader conscious consumer base.

5. Cultural Diversity and Localization: Halal marketing has adapted to the diverse cultural contexts in
which it operates. Brands are increasingly tailoring their messaging and campaigns to resonate with
different cultural nuances while staying true to the overarching principles of halal.

In conclusion, halal marketing has evolved from a niche strategy to a dynamic and inclusive approach that caters
to changing consumer dynamics and market trends. It has shifted from mere religious compliance to encompass
ethical, sustainable, and cultural considerations. The past five years have witnessed a growing acknowledgment
of halal marketing's potential, resulting in increased investment, innovation, and strategic alignment with evolving
consumer expectations. As the halal market continues to expand and diversify, businesses are expected to further
refine their strategies to effectively cater to this significant consumer segment.

C. Technology integration in marketing

Technology integration in marketing has change involvement consumer and business strategy. Augmented reality
(are) technology, virtual reality (VR), and now the metaverse has open opportunity for brand for create unique
experience. AR and VR technologies have used in various campaign marketing for increase interaction and
perception consumer. For example, an enabling is application consumer visualize product in environment real has
used by companies like [kea. Metaverse offers development experience in journey this is possible interaction more
consumer brands immersive and interactive. Gamified, personalized, and engaging experiences in based fashion
app virtual reality (VR) can increase intention purchase inside application with fulfil need consumer (H. Y. Kim
et al., 2020). Study this explore deep VR implementation context marketing promotion with focus on experience
powerful and interactive consumers. In effort for increase intention purchase inside applications, research this
show that use element gamification in fashion VR capable app trigger engagement and motivation consumer for
interact more in. The personalization factor also becomes attention main, with results study show that personalized
experience can strengthen bond emotional between consumers and brands(Baker et al., 2019), drive intention
more purchases high. An interactive and engaging experience through VR can give impact positive for
improvement intention purchases, esp. Moment experience the fulfil need consumers, like entertainment,
exploration products, and interactions social. Technology integration in marketing refers to the seamless
assimilation of technological tools and platforms into the various facets of marketing strategies and practices. This
integration is guided by the belief that technology can enhance and amplify the effectiveness of marketing efforts,
catering to the evolving needs and preferences of modern consumers.

According to the Diffusion of Innovations theory, the process of technology integration in marketing follows a
pattern of adoption and adaptation by different segments of consumers. Innovators and early adopters embrace
new technological advancements, often setting the stage for mainstream adoption. This theory emphasizes the
role of communication channels and influencers in disseminating information about the benefits of technology,
which subsequently accelerates its integration. Technology integration unfolds through multiple dimensions. First,
digital platforms have revolutionized communication, allowing brands to engage directly with their target
audience through social media, websites, and mobile applications. This personalized interaction fosters
engagement and builds relationships based on genuine connections. Second, data analytics and Big Data play a
crucial role. Marketers leverage sophisticated algorithms to analyze vast volumes of data, extracting valuable
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insights about consumer behavior, preferences, and trends. These insights inform targeted marketing campaigns,
ensuring that the right message reaches the right audience at the right time. Third, automation streamlines
processes, enhancing efficiency and consistency. Marketing automation tools facilitate personalized
communication, lead nurturing, and customer journey mapping. This approach optimizes resource allocation and
fosters a cohesive brand experience. Fourth, immersive technologies like augmented reality (AR) and virtual
reality (VR) provide experiential marketing opportunities. Consumers can engage with products virtually, offering
a tactile understanding before making purchasing decisions. This enhances consumer engagement and bridges the
online-offline gap. Fifth, Artificial Intelligence (Al) facilitates hyper-personalization. Chatbots and Al-driven
algorithms enable real-time interactions, responding to consumer inquiries promptly. Predictive analytics
anticipate consumer needs, enabling proactive engagement and customization. Sixth, influencer marketing
leverages technology to amplify brand reach. Digital influencers and content creators collaborate with brands,
resonating with their followers authentically, thereby expanding the brand's digital footprint. In summary,
technology integration in marketing involves adopting and adapting technological advancements to enhance
communication, data utilization, automation, immersion, personalization, and influencer engagement. The process
aligns with the Diffusion of Innovations theory, emphasizing the pivotal role of communication and influential
early adopters. This integration empowers marketers to connect with consumers on a deeper level, optimize
resources, and create memorable brand experiences that resonate in the digital landscape. In context marketing
promotion, the use of VR in fashion app has potency for create experience more promotions deep and effective.
User can participate in simulation various activities, such as try clothes, walk the virtual runway, or interact with
product with realistic way. (laku & ki, 2021)this not only can strengthen power pull brand and product, but also
deliver consumer more experience near with product, which in turn can increase intention purchase inside
application. Underlined that use of VR in fashion applications can produce experience interactive, personal, and
entertaining significant increase intention inside purchase application. With connect element gamification,
personalization, and interactivity, VR can become effective tool in marketing strategy promotion, possible brand
for create more experience deep and uplifting emotions that can push conversion and loyalty consumer. (bugzilla
& munteanu, 2020).

D. Ethical consumption and sustainability

Increasing consumer interest big to consumption ethical and sustainability has form landscape marketing. Draft
consumption ethical go beyond attribute product just and discuss impact wider from consumption to society and
environment. Consumer the more look for compatible product with values them, fine that in matter fair trade,
friendly practices environment, or obedience to principles culture and religion(Y. K. Kim & Sullivan, 2019).
Scholars like crane et al. (2019) emphasized role activism consumer in form pattern consumption ethical, which
in turn give pressure on business for adopt sustainable and responsible practices answer in a manner social.
Convergence dimensions this metaverse technology, halal marketing, integration technology in marketing and
consumption ethical offer realm interesting research. The integration of metaverse technology in halal marketing
strategies has potency for relate in a manner authentic with consumers who don't only care about the halal status
of the product, but also looking for produced options in a manner ethical and(Peng, 2023). When consumers
interact with the digital and physical world, the metaverse becomes space where worries this intersect, potentially
produce campaign innovative have resonance at various level.

Iii. Research methods

A. Approach study

Study this adopt approach qualitative and quantitative for get comprehensive insight about deep metaverse
integration marketing halal products. Approach qualitative used in analysis literature and studies case for dig
understanding deep about metaverse concept, halal marketing, and impact the integration. Temporary that,
approach quantitative used in survey consumer for collect quantitative data that measure perceptions and
preferences consumer to use of the metaverse in context marketing halal product.

B. Analysis literature
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Analysis literature done for compile base strong theoretical for study this. Literature about metaverse concept,
halal marketing, integration technology in marketing and consumption ethical excavated in a manner deep. Data
and findings from various source academic used for form understanding comprehensive about every relevant
dimension with study this.

C. Survey consumers.

Survey done to respondents who are consumer halal products with use distributed questionnaires online.
Questionnaire covers measuring questions knowledge consumer about the metaverse, perception they about mark
added by the metaverse integration in marketing halal products, as well preference they to type campaign
marketing involving the metaverse. Survey data analyzed in a manner statistic descriptive and able illustrated in
tables and graphs for give more views clear.

D. Data collection and analysis

Data collection involves steps like study literature, preparation questionnaire survey, and distribution survey to
appropriate respondents. Collected survey data analyzed with use tool analysis statistics like frequency,
percentage, and average. The results of the data analysis are translated become possible findings support objective
research.

Table I. Knowledge consumer about the metaverse

Know Don't know
Amount respondent 150 50
Percentage 75% 25%

Perceptions about continuity in marketing halal products using metaverse.

From the meticulously processed survey data, a clear trend emerges — approximately 60% of the respondents
express a strong belief that the profound integration of the metaverse in marketing halal products can effectively
elevate awareness regarding sustainability. This statistically significant insight underscores the potential of
harnessing the metaverse as a dynamic tool for not only promoting halal products but also driving the crucial
message of sustainability. By recognizing the correlation between metaverse integration and sustainability
awareness, businesses can strategically tailor their marketing efforts to resonate with consumers who prioritize
ethical and environmentally responsible choices. The synthesis of both qualitative and quantitative approaches
within this research lends itself to a comprehensive understanding of the potential impact of deep metaverse
integration in marketing halal products. By intertwining the experiential narratives from qualitative data with the
statistical trends derived from quantitative analysis, this research aims to provide holistic insights. It seeks to
uncover not only the perceptual dimensions of consumer preferences but also the tangible impacts of immersive
marketing strategies on halal products within the metaverse. Table 2 further enriches the research findings by
presenting a visual representation of the intricate tapestry of consumer perceptions. The data encapsulated in the
table delves deeper into the intricate nuances of consumer preferences that are closely interwoven with the
integration of the metaverse in marketing halal products. By juxtaposing the qualitative narratives with the
quantitative patterns, a multi-dimensional understanding emerges. This tableau of insights serves as a valuable
compass, guiding businesses in navigating the evolving landscape of consumer expectations and preferences. In
conclusion, the survey results affirm the potential of deep metaverse integration in heightening awareness of
sustainability, as indicated by the significant consensus among respondents. This research, employing a blend of
qualitative and quantitative methodologies, endeavors to unveil a panoramic view of the impact of metaverse
integration on the marketing of halal products. As the digital landscape continues to evolve, these findings stand
to empower businesses in effectively harnessing the metaverse for immersive and impactful halal product
marketing, while remaining aligned with sustainability imperatives and consumer values.

Table II. Characteristics respondent survey consumer

No. Age Gender Education Experience consumption halal products
1 25-34 Boy Bachelor 3-5 years
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2 35-44 Woman Diploma 1-2 years
3 18-24 Boy Bachelor <1 year

4 45-54 Woman Masters 5-10 years
5 25-34 Woman Bachelor 1-2 years

Iv. Results and discussion: potential integration of the metaverse in halal marketing

A. Enhancement involvement consumer

One results significant from deep metaverse integration marketing halal products are enhancement involvement
consumer. In the metaverse environment, consumers no only become viewer passive, however they can to interact
in a manner direct with products and brands. It creates opportunity for build more relationship in between brands
and consumers, which in the end can increase loyalty consumer(Zhang, 2022). Table 2. Shows that as much as
50% of consumers experience level high engagement in the metaverse environment. This indicates that potency
interaction direct with product through a virtual platform delivers power significant drag for consumer. The
corroborative data presented in Table 2 corroborates the qualitative narrative, shedding light on the extent of this
heightened consumer engagement within the metaverse. Impressively, the data reveals that an impactful 50% of
consumers report a notable high level of engagement when navigating the metaverse environment. This numerical
revelation strongly underscores the potency of direct interactions with products facilitated through virtual
platforms. Evidently, this immersive interface not only captures consumer attention but also holds the potential to
significantly influence their perceptions and decisions. The significance of this finding reverberates through the
realms of marketing and consumer behavior. As traditional advertising models pivot towards experiential
marketing, the metaverse emerges as a powerful stage for this transformation. The direct interaction and
engagement that consumers experience within this virtual domain imprint a lasting impact. This engagement not
only fuels consumer curiosity but also cements an emotional connection to the brand and its offerings.
Consequently, this relationship-building can become a robust driver of consumer loyalty, transcending the
boundaries of conventional marketing strategies. In essence, the profound metaverse integration in marketing
halal products propels consumer involvement to unprecedented heights. The metaverse's capacity to facilitate
direct interactions between consumers and products manifests as a dynamic force that can reshape the consumer-
brand relationship. This metamorphosis from passive observers to engaged participants is poised to revolutionize
the marketing landscape, forging deeper connections that ultimately fortify brand loyalty and consumer trust.

Table III. Level of engagement consumer in metaverse environment

Engagement rate Percentage consumer
Low 15%
Currently 35%
Tall 50%

B. Personalization brand interaction

In an increasingly world personalized, metaverse integration delivers chance for brand halal products for give
customized experience with preference individual consumer. For example, a brand halal food can create virtual
experience where the consumer can adapt dish they alone based on dietary needs and tastes. Survey data show
that about 65% of consumers expect experience personalization sort of this. From the table below, get seen that
majority consumers, namely 65%, consider personalization interaction with brand halal products are important or
very important. This shows significant demand for more experience personal and relevant with preference
individual. In our progressively personalized world, the integration of the metaverse presents a compelling
opportunity for halal product brands to offer tailored experiences that cater to the unique preferences of individual
consumers. This form of engagement goes beyond generic marketing approaches, allowing brands to immerse
consumers in a virtual realm where they can customize their interactions to align precisely with their personal
tastes and needs personal(Lau & Ki, 2021). A pertinent example lies in the halal food sector, where brands can
craft virtual experiences enabling consumers to modify dishes according to their dietary requirements and flavor
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preferences. Notably, the survey data underscores the resonance of this concept, with an impressive 65% of
consumers expressing a strong expectation for this level of personalization.

] Table 2 augments these expectations by unveiling a substantial alignment between consumers' preferences and
the concept of personalization within the metaverse environment. Noteworthy is the revelation that a significant
majority, namely 65%, regard personalized interactions with halal product brands as either important or very
important. This finding provides an empirical basis to the demand for heightened personalization, a sentiment that
is poised to reshape the way brands approach their marketing strategies. The implications of this revelation are
far-reaching. The era of one-size-fits-all marketing is giving way to a landscape where brands wield technology
to customize each consumer's experience. By leveraging the immersive capabilities of the metaverse, brands can
craft experiences that resonate deeply with individual preferences (Lyu et al., 2018). The metaverse becomes a
canvas on which brands can paint experiences that not only captivate consumers but also validate their unique
choices and preferences. The significance of this personalization extends beyond mere engagement; it delves into
the realm of consumer loyalty. When consumers encounter experiences tailored precisely to their tastes and needs,
they are more likely to perceive the brand as one that genuinely understands and values them. This emotional
connection enhances brand loyalty and, in turn, influences purchasing decisions. Consequently, the integration of
the metaverse in marketing halal products isn't solely about engagement; it's a pivotal strategy for fostering
enduring relationships and securing a dedicated consumer base (Lyu et al., 2018). In conclusion, the metaverse
integration in marketing halal products has the potential to revolutionize how brands engage with consumers. The
ability to provide personalized experiences that cater to individual preferences resonates strongly with the modern
consumer's desire for tailored interactions. The synergy between consumer expectations and the potential of the
metaverse underlines the significance of delivering customized encounters. Brands that recognize and harness this
power are poised to create a paradigm shift in consumer-brand relationships, driving both engagement and loyalty
to unprecedented heights.

Table IV. Preferences to personalization interaction with brand

Preference personalization Percentage consumer
Very important 30%
Important 35%
Less important 20%
Not important 15%

C. Upgrade awareness consumer about halal products.

Metaverse integration also has impact big in increase awareness consumer about halal products and the principles
that surround them. Virtual environments can utilize for give education interactive about the halal production
process, certification, and its importance ethics in halal industry. Data from survey shown that about 75% of
consumers believe that use of metaverse can help they understand halal products with more ok. From the table
below, get seen that as much as 75% of consumers consider use of the metaverse in an effective increase awareness
they about halal product. It shows that the virtual platform is capable of give more information interactive and
interesting for consumer. The integration of the metaverse also wields a significant impact on heightening
consumer awareness regarding halal products and the underlying principles that define them. Virtual environments
serve as dynamic platforms for delivering interactive educational experiences concerning the halal production
process, certification procedures, and the ethical significance within the halal industry. Evidently, survey data
accentuates the resonance of this approach, with an impressive 75% of consumers expressing a belief that the
utilization of the metaverse can notably enhance their understanding of halal products. This alignment finds further
support in the data presented in the table below, revealing that an equal 75% of consumers perceive the metaverse
as an effective tool for augmenting their awareness of halal products. This confluence of sentiments underscores
the metaverse's potential in offering immersive and engaging avenues for delivering information that resonates
with consumers in a more interactive and compelling manner.

Table V. Effectiveness use of the metaverse in increase awareness halal products
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Effectiveness awareness Percentage consumer
Very effective 40%
Effective 35%
Less effective 15%
Not effective 10%

E. Connection stronger emotions with brands

Connection emotional between consumers and brands own significant impact in influence decision purchases and
loyalty brand. Metaverse integration makes it possible brand halal products for build connection more emotional
strong through experience deep interactive. Through evocative narrative emotion and visualize values brand,
consumer can feel more connected with brand halal products. From the table below, as many as 45% of consumers
believe that metaverse integration results connection more emotional strong with brand halal products. This shows
potency big in create more ties deep and sustainable between consumers and brands (Diddi & Niehm, 2017).
Matter this prove that deep metaverse integration marketing halal products have potency big for change method
interaction consumer with brand. Enhancement personalization, improvement awareness, and connection more
emotional strong is benefits that can be obtained obtained through approach this (Habib et al., 2022). With
combine technology with experience deep marketing, brand halal products can create more relationship meaning
with consumer, push loyalty, and fulfilling expectation increasingly consumers high.

Table VI. Perceptions about connection emotional with brands via metaverse

Perception of connection emotional  Percentage consumer

Stronger 45%
Equally strong 30%
Not strong enough 15%
No connection 10%

V. Implementation practical

A. Development campaign marketing with the metaverse

Deep metaverse integration marketing halal products possible development more campaigns interesting and
interactive. Campaign sort of this can covers inviting virtual elements participation consumers, like virtual
contests, virtual tours, or show direct in virtual environment. As example, a brand halal food available develop
inviting campaign consumer for take role in " serving " a dish through virtual interaction (Verma et al., 2022).
This not only increase involvement consumers, but also build strong impression to brand. From the table below,
around 40% of consumers interested with virtual contest as type campaign the most interesting marketing in
metaverse environment. This shows potency big for involve consumer in new and creative way.

Table VII. Campaign type marketing with the most interesting metaverse for consumer

Campaign type Percentage consumer
Virtual contest 40%
Virtual tour 25%
Show direct 20%
Other 15%

B. Virtual experience in halal production process
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The metaverse makes it possible brand halal products for give immersive virtual experience about halal production
processes. Consumer can follow every step from election material to the certification process, providing more
transparency big about their products consumption. As example, in virtual environment, consumer can " interact
" with farm or facility halal production and understanding better about principles ethics involved in production.
From the table below, about 75% of consumers believe that deep virtual experience explains the very halal
production process effective or effective. This indicates that approach this give mark significant added in build
understanding consumer about halal product.

Table VIII. Effectiveness deep virtual experience presenting halal production process

Effectiveness experience Percentage consumer

Very effective 35%
Effective 40%
Less effective 15%
Not effective 10%

C. Journey product from source until consumer via metaverse

Metaverse is also possible brand halal products for describe journey product from source until consumer with
more visual and immersive. Consumer can " follow " the journey product through virtual environment, view origin
materials, production processes, transportation, and finally until to hand them. It creates more transparency and
trust big between brands and consumers. From the table below, got seen that majority, that is about 80% of
consumers, like the idea of serving journey halal products through the metaverse environment. This indicates
potency big for bring consumer more near with origin product.

Table IX. Preferences consumer to serve journey product via metaverse
Preference serve journey Percentage consumer

Very liked 45%
Liked 35%
Less liked 15%
Disliked 5%

D. Use of available metaverse platforms or development special.

At stage implementation, brand halal products can choose for using the existing metaverse platform there is or
develop custom virtual environment in accordance with need brand, from study reveals competitive strategies
used by Ontario farms to directly market products to consumers. It sheds light on business practices employed by
farms for success in direct marketing and how external factors shape their strategies (Natu & Aparicio, 2022).
Use of existing platforms there, like varchar or decentral and, got speed up the implementation process and reduce
cost. However, development special can give more flexibility big in presenting appropriate experience with brand.
From the table below, about 60% of brands choose halal products for using the existing metaverse platform there
is, while 40% voted for develop custom virtual environment. It shows that there are diverse options in accordance
with their respective brand strategies, Like the research explores the impact of online e-commerce interactions on
consumer satisfaction through big data algorithms. By utilizing big data analysis, the study aims to identify
consumer behavior patterns and their connection to satisfaction levels, providing insights for e-commerce
companies to enhance interactions with consumers and bolster loyalty. (Haddad et al., 2021).

Table X. Decision to use the metaverse platform
Metaverse platform usage decisions Brand percentage
Using existing platforms _ 60%
Development special virtual environment 40%
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Through implementation practical that focuses on development campaign interesting marketing, virtual
experience in the production process, travel products, and use of the metaverse platform, brands halal products
can create more interaction deep and personal with consumer (Parviero et al., 2022). With utilize metaverse
potential, brands can build strong engagement, increasing understanding consumer, and create more relationship
near with product them. Moreover again, choice for using an existing platform there is or develop special give
flexibility in choose appropriate approach with vision brand and purpose marketing them introduces an agent-
based model with social interactions for predicting the performance of new products probabilistically and at scale.
The model has the potential to guide companies in decisions regarding new product launches based on intricate
social interactions. (Herz et al., 2022).

Vi. Social implications

Deep metaverse implementation marketing halal products have more impact wide from simply aspect business. It
also creates implication necessary social considered in effort utilize potency technology this.

a. Enhancement literacy technology and digital implementation of the metaverse in marketing halal
products will be trigger enhancement literacy technology and digital among consumer. Consumer will
interact with virtual environment that requires understanding about navigation in interacte, examines
how globalization influences the adoption of digital technology from an international standpoint.
Cultural, economic, and regulatory differences influence the process of digital technology adoption
across diverse countries. (Li et al., 2023). This can push consumer for expand knowledge technology
them, which in turn can bring benefit in various aspect life them.

b. Impact to culture consumer use of the metaverse in marketing halal products can influence method
consumer interact with brands and products, swipe paradigm from experience physique to virtual
experience and then study investigates the relationship between information experiences and consumer
engagement on brand social media accounts. The results aid brands in designing more impactful social
media content to capture consumer attention and engagement. (Park & Ha, 2021). This can form culture
consumer new where virtual interaction with product become more general. Impact culture this will
influence how consumer feel and interact with brand as well as how brand understand and respond need
consumer.

c. Improvement experience consumer metaverse implementations can increase experience consumer in
a manner whole. Consumer will feel journey products and interactions brand with way deeper and more
creative. This can help brand for strengthen connection with consumer and create no experience
forgotten, that's the end can increase loyalty consumer.

d. Accessibility and inclusion although metaverse offer rich and deep experience, challenge related
accessibility and inclusion need resolved. Not all consumer own access to device or necessary technology
for participate in metaverse environment. Effort must be made done for ensure that experience this can
accessed by various layer society, incl those who might own limitations technology.

e. Better halal education and awareness metaverse integration gets become tool strong education in
increase awareness consumer about halal principles. Consumer can experience the process of production,
certification, and values ethical in virtual environment. It unlocks opportunity for increase knowledge
and understanding consumer about halal products, which in turn can strengthen trust they to halal brand.

f.  Impact to social interaction and behavior consumer you can use metaverse too form method consumer
interacts social. Consumer possible start discuss about their virtual experience, share view about halal
brands and products, and even form local online community topic this. This can change method consumer
interact in digital environment and influence decision purchase them.

g. Dependency to technology on the other hand, the implementation of metaverse can also bring up
dependency to technology. Consumer possibly become the more used to with virtual experience, which
can affect perception they to interaction physique with product. This requires brand for still maintain
balance between virtual and real experiences.

Apart from impact its business, implementing metaverse in marketing halal products have implication socially
significant. From improvement literacy technology until impact to culture consumers and interactions social (H.
J. Kim et al., 2014), utilization of metaverse fueled change in method consumer interact with halal brands and
products. With understand and manage implication social this, brand can maximize benefit technology this while
still maintain values and goals brand in context more culture and society broad(Jin et al., 2021).
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A number of variable possible own potency more influence big:

1. Interaction consumers: if consumers very active participate in virtual contest, virtual tour, or show
direct, this can show influence big on interaction they with halal brands and products. Intense interaction
can form strong perceptions and relationships.

2. Understanding halal products: improvement understanding consumer about halal products via virtual
experiences can own significant impact on levels trust and loyalty consumer to halal brand.

3. Preference campaign marketing: if the type campaign like virtual contests have more preferences high
in between consumer, this can become tool strong marketing for increase engagement and interaction
consumer.

4. TImpact to social interaction: if the use of the metaverse affects method consumer interact in a manner
social and forming online community, p this can own impact period long on perception brand and take
decision purchase.

5. Dependency level to technology: impact dependency consumers on technology and how matter the
affect perception they to product physically you can too own influence big to method they interact with
product in the real world.

VII. Conclusion

From the analysis of various multidisciplinary perspectives on the metaverse and the implementation of virtual
reality (VR) in promotional marketing, it is evident that the existing potentials and challenges need to be
approached holistically. The metaverse presents significant opportunities to create interactive, personalized and
engaging consumer experiences through technologies like VR. However, it is important to address challenges
such as technological dependence, equitable accessibility, and the impact on social interactions. The
implementation of VR in promotional marketing can enhance consumer engagement through gamified
experiences that fulfill their needs. However, marketing strategies must consider the sustainability of VR
experiences and ensure alignment with brand values and objectives. Continuing from the analysis of various
multidisciplinary perspectives on the metaverse and the integration of virtual reality (VR) in promotional
marketing, a holistic approach is paramount to navigating the existing potentials and challenges. The metaverse,
as a realm brimming with promise, offers a transformative canvas for crafting interactive, personalized, and
captivating consumer experiences, primarily through the immersive capabilities of VR technology. Nonetheless,
the embrace of these opportunities should be accompanied by a comprehensive examination of the intricacies at
play. The metaverse's potential to revolutionize consumer experiences cannot be underestimated. Through VR,
brands can transcend traditional marketing approaches and immerse consumers in dynamic, multisensory
narratives that cater to their individual preferences. However, this leap into the metaverse demands a balanced
response to an array of challenges. One such challenge is the potential overreliance on technology, which could
potentially isolate certain consumer segments and raise questions about digital addiction. Furthermore, ensuring
equitable accessibility across diverse demographic groups is essential to prevent inadvertently excluding sections
of the population from these transformative experiences. Additionally, the impact on social interactions must be
reckoned with. While the metaverse encourages personalized interactions, it's imperative to strike a harmonious
balance between the digital and real-world interactions. Overemphasis on virtual interactions could potentially
erode the richness of face-to-face encounters, underscoring the necessity for a nuanced approach that complements
rather than supplants human interactions. The integration of VR in promotional marketing offers exciting avenues,
particularly through the implementation of gamified experiences that cater to consumers' innate desires for
engagement and challenge. By seamlessly infusing entertainment and education, marketers can fulfill consumer
needs while imparting brand messages effectively. However, it's imperative to ensure that these experiences
remain sustainable, both in terms of technology adoption and alignment with brand values. Over-the-top
experiences might attract initial attention, but their long-term viability and resonance depend on their ability to
align with the brand's ethos. In conclusion, while the metaverse and VR hold immense promise for transforming
consumer engagement and experiences, their implementation requires a comprehensive approach that accounts
for potentials and challenges. The immersive and personalized nature of the metaverse can redefine marketing,
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but the responsible embrace of this transformative technology necessitates considerations of accessibility, social
implications, and sustainability. As brands venture into this dynamic realm, it is the harmony between innovation
and responsibility that will ultimately pave the way for lasting consumer relationships and enduring success.

Recommendations, as a next step, it is recommended to delve deeper into the application of VR technology in
marketing strategies. Developing more personalized content, designing sustainable experiences, and ensuring
inclusivity for various consumer groups are factors that need to be considered. Furthermore, further research into
the social and psychological impact of virtual interactions and comprehensive evaluations of the effectiveness of
VR campaigns can provide richer insights for optimizing marketing strategies using this technology.

Acknowledgement

We would like to express our gratitude to all parties who have provided support and contributions in the writing
of this response. We appreciate the assistance, insights, and valuable perspectives provided by our colleagues,
friends, and families. Without the support of these various parties, this response would not have been possible.
Thank you for the collaboration and outstanding support.

Sources of funding

This article was supported by the Higher Education Funding Center (BPPT) And Indonesia endowment funds for
education (LPDP), Program from the Ministry of Education, Culture, Research and Technology of the Republic
of Indonesia (Balai Pembiayaan Pendidikan Tinggi (BPPT) LPDP / Beasiswa Pendidikan Indonesia Kementrian
Pendidikan, kebudayaan, Riset dan Teknologi Republik Indonesia)

References

Baker, R., Yu, U. J., Gam, H. J., & Banning, J. (2019). Identifying tween fashion consumers’ profile
concerning fashion innovativeness, opinion leadership, internet use for apparel shopping, interest
in online co-design involvement, and brand commitment. Fashion and Textiles, 6(1).
https://doi.org/10.1186/s40691-018-0158-9

Bugzilla, 1., & Munteanu, I. (2020). Augmented and Virtual Reality in Retail and e-Tail:
Perspectives for Research and Business. Journal of Business Research, 104, 325-328.

Crane, A., Baur, D., & Huh, S. (2019). Non-Governmental Organizations (NGOs) as agents of
socially responsible consumption. Journal of Business Ethics, 160(4), 1009-1023.

Diddi, S., & Niehm, L. S. (2017). Exploring the role of values and norms towards consumers’ intentions
to patronize retail apparel brands engaged in corporate social responsibility (CSR). Fashion and
Textiles, 4(1). https://doi.org/10.1186/s40691-017-0086-0

Dwivedi, Y. K., Hughes, L., Baabdullah, A. M., Ribeiro-Navarrete, S., Giannakis, M., Al-Debei, M.
M., Dennehy, D., Metri, B., Buhalis, D., Cheung, C. M. K., Conboy, K., Doyle, R., Dubey, R.,
Dutot, V., Felix, R., Goyal, D. P., Gustafsson, A., Hinsch, C., Jebabli, I., ... Wamba, S. F. (2022).
Metaverse beyond the hype: Multidisciplinary perspectives on emerging challenges,
opportunities, and agenda for research, practice and policy. International Journal of Information
Management, 66. https://doi.org/10.1016/j.ijjinfomgt.2022.102542

Habib, A., Irfan, M., & Shahzad, M. (2022). Modeling the enablers of online consumer engagement
and platform preference in online food delivery platforms during COVID-19. Future Business
Journal, 8(1). https://doi.org/10.1186/s43093-022-00119-7


https://doi.org/10.1186/s40691-018-0158-9

oNOYTULT D WN =

Journal of Islamic Marketing

Haddad, G., Haddad, G., & Nagpal, G. (2021). Can students’ perception of the diverse learning
environment affect their intentions toward entrepreneurship? Journal of Innovation and
Knowledge, 6(3), 167-176. https://doi.org/10.1016/j.jik.2021.04.002

Hansson, H., & Lagerkvist, A. (2021). Branding in virtual worlds: A study of Second Life. Journal of
Brand Management, 28(2), 194-204.

Herz, R. S., Larsson, M., Trujillo, R., Casola, M. C., Ahmed, F. K., Lipe, S., & Brashear, M. E. (2022).
A three-factor benefits framework for understanding consumer preference for scented household
products: psychological interactions and implications for future development. In Cognitive

Research: Principles and Implications (Vol. 7, Issue 1). Springer Science and Business Media
Deutschland GmbH. https://doi.org/10.1186/s41235-022-00378-6

Jin, B., Kim, G., Moore, M., & Rothenberg, L. (2021). Consumer store experience through virtual
reality: its effect on emotional states and perceived store attractiveness. Fashion and Textiles, 8(1).
https://doi.org/10.1186/s40691-021-00256-7

Kar, A. K., & Varsha, P. S. (2023). Unravelling the techno-functional building blocks of metaverse
ecosystems — A review and research agenda. In International Journal of Information Management
Data Insights. Elsevier B.V. https://doi.org/10.1016/j.jjimei.2023.100176

Kim, H. J., Ahn, S. K., & Forney, J. A. (2014). Shifting paradigms for fashion: from total to global to
smart consumer experience. In Fashion and Textiles (Vol. 1, Issue 1). Springer Singapore.
https://doi.org/10.1186/s40691-014-0015-4

Kim, H. Y., Lee, Y., cho, E., & Jung, Y. J. (2020). Digital atmosphere of fashion retail stores. Fashion
and Textiles, 7(1). https://doi.org/10.1186/s40691-020-00217-6

Kim, Y. K., & Sullivan, P. (2019). Emotional branding speaks to consumers’ heart: the case of fashion
brands. In Fashion and Textiles (Vol. 6, Issue 1). Springer. https://doi.org/10.1186/s40691-018-
0164-y

Lau, O., & Ki, C. W. (Chloe). (2021). Can consumers’ gamified, personalized, and engaging
experiences with VR fashion apps increase in-app purchase intention by fulfilling needs? Fashion
and Textiles, 8(1). https://doi.org/10.1186/s40691-021-00270-9

Li, L., Yuan, L., & Tian, J. (2023). Influence of online E-commerce interaction on consumer satisfaction
based on big data algorithm. Heliyon, 9(8), e18322. https://doi.org/10.1016/j.heliyon.2023.e18322

Lyu, J., Hahn, K., & Sadachar, A. (2018). Understanding millennial consumer’s adoption of 3D printed
fashion products by exploring personal values and innovativeness. Fashion and Textiles, 5(1).
https://doi.org/10.1186/s40691-017-0119-8

Micheels, E. T., & Boecker, A. (2017). Competitive strategies among Ontario farms marketing direct
to consumers. Agricultural and Food Economics, 5(1). https://doi.org/10.1186/s40100-017-0079-
8

Natu, S., & Aparicio, M. (2022). Analyzing knowledge sharing behaviors in virtual teams: Practical
evidence from digitalized workplaces. Journal of Innovation and Knowledge, 7(4).
https://doi.org/10.1016/}.jik.2022.100248

Park, J. S., & Ha, S. (2021). From information experiences to consumer engagement on brand’s social
media accounts. Fashion and Textiles, 8(1). https://doi.org/10.1186/s40691-021-00246-9

Parviero, R., Hellton, K. H., Haug, O., Enge-Monsen, K., Rognebakke, H., Canright, G., Frigessi, A.,
& Scheel, 1. (2022). An agent-based model with social interactions for scalable probabilistic

Page 14 of 15


https://doi.org/10.1016/j.jik.2021.04.002

Page 15 of 15

oNOYTULT D WN =

Journal of Islamic Marketing

prediction of performance of a new product. International Journal of Information Management
Data Insights, 2(2), 100127. https://doi.org/10.1016/j.jjimei.2022.100127

Peng, S. (2023). Sharing economy and sustainable supply chain perspective the role of environmental,
economic and social pillar of supply chain in customer intention and sustainable development.
Journal of Innovation and Knowledge, 8(1). https://doi.org/10.1016/].jik.2023.100316

Salahuddin, IM, Hanim, NM, Mohamad, SR, & Ramli, S. (2020). Cultural Sensitivity in Muslim
Consumer Behavior : A Study of Halal Marketing. International Journal of Academic Research in
Business and Social Sciences, 10(2), 150-166.

Skare, M., & Riberio Soriano, D. (2021). How globalization is changing digital technology adoption:
An international perspective. Journal of Innovation and Knowledge, 6(4), 222-233.
https://doi.org/10.1016/].jik.2021.04.001

Verma, S., Warrier, L., Bolia, B., & Mehta, S. (2022). Past, present, and future of virtual tourism-a
literature review. International Journal of Information Management Data Insights, 2(2).
https://doi.org/10.1016/].jjimei.2022.100085

Zhang, N. (2022). How does CSR of food company affect customer loyalty in the context of COVID-
19: a moderated mediation model. International Journal of Corporate Social Responsibility, 7(1).
https://doi.org/10.1186/540991-021-00068-4


https://doi.org/10.1016/j.jik.2023.100316

1. Review ke 2. Submit revisi ke 2 (JIMA-08-2023-
0266.R2

v Eideng B|Ssteminorr. X B pondenci-SosHur X 2 I % [ Dokumencowsspondar X I3 ScholaOne Manuscripts X+ - B ¥

€ & O % memanuseriptcentral com/jima a % o @ st

88 ™ ocmai @B vouTube @ Maps [ b Bookmarks
-

 revision his besn et Jourmial JMA-DR- Metavaise Indegoaton m Halal a2 DB-Dob-2024

bmired IIEA-06- neih 3 L
v b RS N e O

P0G R 3 for Fromating Ethiend Consumption
4 Manuscripts whh Decisions ¥ GE Hassan, M. Kbt
St Now Submission . afr Revision
{-C3c 20074}
5 West et E-raalls N e
W docion kit
2 scholatine Maruscripts - Google Chrome. — o

%2 - memanuscripteentral com/ima*PARAMS =xik_2AKGURDExdFHNCLXVDSIRSZLG PYWAZRFWQ36TqocaXuvVyAbdwaBQA 1 TjtemLsi7z2LwhDicd 1SvaeKo 19Uoz9WHWUIMZuCVingviSieHpss.. @,

e
Seba

© mhasesnQuno. edy

Fengugiana Dupt et

: Jowmal of lalamis Marketing - Dosision on Manuscrict (D JIMA-08-2023-0266.R2
5 08 Out-2024

Daa Ms. Suglana:

Manussnn 1D IMA-GS- 20730766 2 enitied “Mmaverss Lageation in Malat Marketing: Charting New &venuee for Bromating Shical Conpamption” which you ssbritted 15 the Jcumal of Istaric Macketing, fies bewn raviewsd, The comments of the
reviemer(s) ore inckodad ol the bottoen of this tetter

ha o

(5] 1y FcOmmanded pUtBCAtIon, bt 356 SUGQRsE Some 1WASINS 10 Youe INSMSCIPE, THeron, | IVILS you 10 Mepand 1 LG Ieviwer(s]’ Comments and (ewiss your manuscript

O TOVIES Your MINUECHDE, 10g INto WEPSL//IC NanasCrIptzontal,com/ ima I S0ter Your AUThor Cantrs, Whors you mil find your manuscrpt titie listed undor “ManUSCrpTE wIta Docilons * Under “Actions,” ciick on "Craate a Revision ™ Yosr manuscript
rumber has been sppended to dencte 5

VU S b N3G T (1A YO (WHR0G 00 Thi 07k ally SLBOWTT sersion of The MAaNUSCIpL. [HGISAd, (o¥ika yous IBASCIPT Usig 3 wo(d (IOcaseing progran 3nd save K o yeur computer. #Haass also Mghiight 19 clianges 10 your mancscrigt wihin e
document by using the track changes mode In M5 Word o by using bald o coloured beat i tie revised manuscipt is prepared, you < uplasd % acd submit 1t though yeur Adther Centre,

When submitting your redsed manuscdpe, oo wil e abis to respond to the commends made by the reslewe(s) in the space provided. You can wse s spsce 16 document any chaeges you maka to the arginal manuscript. [n order 1o expedite the
oroqnszing of the revisad meniscript, pieaze be 33 3oechic 92 pozsible in vour response to the reviewer(z ),

IMPORTANT, Vour origing s st availabbe ta you whern yoo uplosd your 1

i ensmaveriot. Plmase dulele amy redurdant flws beform campleting the satmivsion

Bacause wa ara trying to fadiitate timely publicaticn o manescripts sucenied to the Journal of Ivamic Marketlng, your revised macuscript should be ucloaded as 500n as possite. 17 1t is not possibin for you to sutmik your
©me, we may Rave to Conzkier your PIPET 32 3 Nem = dISHON.

e agaln, thank you for submitting your marwscrint to the Journal of sbamlc Marketing and T lnok formard ta recebring your revisan,

Sinceraty,
. M. Kabir Hassan
Ror, Jourmal of [stamic Markating
0.~

T s Rt i O youe pucliving Jiimey wa have partherad with Editage, 2 ieading gotsl saeee CoRTILNIEATNN JACTMIN, T0 Mol 6ot SOEUY SUPpAT Ihaing Lacuage witg a0d transidon
If your article has 264n rojectad or TAVSION: RGVa BGAN rIQUASESS, YOU M3y Banehit from EB1306's SAneces. For 3 Auf BST of S6MViCes, YISH! JUErSandcec.amaridpubiizhing. som/
#ieaze note that thers is no atkgation t use Editage and using this service does ot gusrantee pablcation,

Ruviwwer () Cammants t0 Authar:
o L

Recommendation: Reject

X
_)[‘-

1027

an cackh B Q sech = e %3 ] g g ~NBRBDO gram



€2 scholarCne Masuscripts - Google Chrome - 9

X

% ome p fima?PARAMS =xik_SAKGURDSKIFHNCLXVDSIRSZLGPVWAZLFWQ36TqooaXuv\yAbdwIBQAT TitemLsiZz2LwhDfcd 1Svoeko 19U0:9WHWIIMZUCVinquiSieHpss. & &,
Comments, LA
TRors I6 3 10t MOME Wark in TSrme of STTUCtUFe 3ND WHting.

Addrtonal Questie
1. celglaatty: Doms s apur ntain nue aet slgnllcant infurmaticn sdequate o Justify pubBcaton?: Though It bag o) Innavatine |des but fequine more work 1 patiben
2, ReSteship to Ltorarurs: Loas th paper an adequate EL 10 ha Nald And K3 30 3P0MEpriata ranga of Kteraturs SoUrcas? Ls ary SIGNMCant work ignored?: Mo
3. Methadology: Is the paper's argument bulk o on 20propiate base of theory, concects, or ather ideas” Hos the research or equivalient intellactual work on which the paper & based been well deagned? Are the methads emoloyed aoproprate?: Ne
4, Menulty: A res it el chmmily aed wnaltysed D the concusions admquately te togethes the ot shermacs of the pepec?;s No
. Implicatiens for 1asearch, practice and/or soclaty: Dess Uhe papss |satiy dearty any nplications Tar rasearch, practica ad/or sodety? Doss the papsr beldga e gap butween theory and practice? How can the rasearch be esad I pracics (economic ad
commencal imgact), Ia teaching. te knfluence pubik colicy. In research (contributing to the bady of smowledze | What © the impact upon sadiaty [Influending puic attudes. affecting guality of Me!? Are these Imph<ations consistent mith the findings and
LONCuSeNs of tha paper’: Mo
&, Quality of Communication: Does the paper ﬁoﬂlv wprass e cane, massured aganst tha tectnical larguage of the fiek? and the sxpected krowbedga of the journa’s readarship? Has attention boan paid to the clanty of axpression and readabilty, such as
CEntance SirmtTunt, [31g0R 4G, AKOAWIG, ol
Fevewa 2
Hecomemeatation: Miros Kedson
Commants:
o comements
Additonal Guestio:
1 adnm-iv no-nh- paper Coninin new ard )lnnlluvnt information M Justid The paper igir of it mesture more wnioMr s it undectakes thie nan ideas sbour Metaveie integestion i ralal
Maruating ang wmm,mmcumnmum.m More and justity u.u-u-w ac Leage (Le. Eantent 3aalysia) from 3 mathodological perepoctive.
2. Reticaship to Uteratare: Does the paper an adequate of the hmlﬂlmcknmumn!lmmmmﬂ I3 any significant work 1gnored: ¢ Literature review: The Stemture reviem section
1% 0NINTNE Buk CoRN DENeRt from 3 MOrD TTHCIH ARSI Of aHIZtng Shudes. NIGRIGRTNG the GIDE #n thS CUTTent ITeratars Mo ephictly waukd Strongthon tha JUSHIRCIbO for ths Sstudy. Homaver swamammnzmmmuwwmwwm
more recert references i ordes to be connected the cumrent debates regseding the paper's main argumerts, sod may be adaed o akaN-nun Buthors mey make= use of the folowing \pdsting and related
* Ghatwan, R, An-Najiar, M., Nowr, A, Zaman, 1. {2024). Antecodents and Cﬂlwlnﬂll of Business M‘d innovation: A Thcreticsl Model. In: Musieh A-Gartani, AM.A, ALQudah, AA, Shihadeh, F. (eds) MM‘I Imeligence-Augmantes Dgte! Twins.
Stndies i HpREms, Decion s0d COaKI, vol S01,0pTs-35 e /6 o910 100 7/578 3-031 4 3400-"
* Mohammad, fL, Noar, .5, and Al-Alcot, S.M. (2024), "Risk wnd cenardl uniavaling the iﬁl Letween ycll sk, governance and Meaccial performance in banking industiy”, Journal of Tilamic Marketing, Yol. ahead-of print No. ahead of prine. Evearald
1//c0%.org, L0.1 108/ JIMA- L 1-2023-03 78
® Tanbows, KM Nour, AT (2024) The Traguct of Enfernal Assting Activity co of Digita) Risk n on the Padestine Exchange Tn: Knosry, BE., Nasrallah, N [ach ] Tntefigert Systens, Business, aod Innovation
Fleseorch. Studies in Systema, Cecoioe and Cortrol, vw 489, PP17 32 Nwt.l;darﬁr‘!lo 1007/578-3-031 36695-0_2
© abdejamad, T, Ser, AL, UTL A5, (J023). Impact of Tfarmatiin And Cammancaion Technokyy (ICT) on LaDor Pracuelivity of Pabestinan Manulacturing Flome. [a: Maneon, 8, Manmond, A. (] Oficil incalgencs, Daamet of Things, and sockdy = 0
b in &,nv“-vd Irdaligence, vol 1113,pp351-561 Mt IM\: arg/1o. IMTNH 3031~ u:um »
» Monammad HagIa, Bhad H. AUraig, AmiSd E-GanN & ABIANISer | Ncer (2023), Tho rolo of DISCKEN3in tachnclogy In The INMOQracion of SUCEIINS KTy HraCTICOs SCIEas MUMtl-Der Suply ASONSrks: IMAICITons ANG PSContial compilaitea Joumnsai of
Sustainabie Finance & lovestment. 13:1, 7447 Scopes Q1. 1F4.3 (2022) Clarlvate - web of Science hittps: //wiw tandfoniine coovdeyabs 10 L 08020430705, 2022.20 306463
* Nour A, Natjoc M. N Konl, 5, Abudisk. A Noot M.L and Shohman, R |2024), "The Impact of corpoeate governance mechanisms on corporate falure: on em pirical evidence from Palestine Exchange’, Joarnal of Accounting in Emergng Econcmes, ,
Vil 14 NO.A Pp7 71-790. MTpR//dor 6mg/ 10 1 10/ 1NEE-10-2022-0283
® Ahmod M. Osher and Abdw Baves 1. Nowr(2009). huws Mw PMoke wﬂ'v sﬂl Pricing Oecikoes In hr‘oﬁb! Manufacturing Companies. Divaxst Journal, &n International Refesnd Research Journal. Published by the Desnship of Acederi: Resnscch,
umvarsity of Jordae Vol (26}, W2 (1) Jan 2000 PP 2.1
3. Methodology: 1s the W!‘S nwmem Bbuik o0 3n dpproprate base of theary, concepts, or other ideas” Has the research or equivaient intellactual work on which the paper @ based been wall desgned? Are the methods employed approgrise’ Eaplain
How wag the sampho chosom
* The suthors should add and Pi}lﬁ-l: the Imports and -Nzulv-l of the rmsearch,
* haors (s 3 noed to slaborsts dsta cedecton SUthor reads to explan in detsl how you amived st sample Bve, samaling techngue, and number of papulation snce R (s finite Hewewnr, It Is cecommendad the author(s| state the source o the
e (At Tl T A ) mav underpes Aﬂmlhm Mase ¥) D paper sacl/or IIencly where The aibor ik Makng aseertions. Ako aullnrs shousl 10/ arplal JBOUL e Midet a0 Methads eaad shoukd weplain Mo approprats, howsr a6
‘explained above & is recommended to justify the ua d e indav and motivation for s derelopment.
4, Results!
I v
= co.ZB@a o
~
Sebugian carkh R Qe - - & PRO T
il
€2 scholarine Masuscripts - Google Chrome - o X

% ome p fima?PARAMS =xik_$AGL HNCL XVDGERSZLGPWJdeFwQ!GIqooanVyAbdmm"]trmu‘?tzuwkaQ!Svoekol?ljoBWHWmMZnCV)nqvSSiersa . a &
3. Mesulls. TS 9mits presencod Camrly 4nd analysed spACpdiately) 00 the LONOUINs S06qUAsy T 10gatrer tha ol Tha fapart: vos, resuts 2w adequats =% wel. Homewsr, & i recommenden tha the author(s) lolnl- tha findings mity fa
previous emprical studies 2ed dsass the af Mbmn In mind the additices brought up by Metaverse Integration in MIIAINM'Q and Promcte Ethical Consumption theors munmanwnunm dacussion of the results mare
ai3boratsiy
» The suthors need 1o provide bt dscumsions for the w, and conchusion. T Fowad the resifts 1o be very interesting. Mowever, discussion part il oot reflact (hat properdy. The suthors sroud sdd stuily recommendstions

© Whie the dacutsen relates findings to «m turs, mare in-dupth COm@ansane and coetrasts with previous studies could strargthen the anshyis, @ other global studies.
* BT Sk 1D SN eEs WHST (R Con ha learred fram s plece of esasrch
» Specific i ghts into how the study fils gaps i knowiedge
. Tmglicatiom for ressarch, practics and/ar suchety: Dues the paper ident¥y deady any Imchcacions for ressarch, pm«a wd/or soclety? Does the pacer brldge the gep between theory and practie How can the research be wsad in practice (oconomic sed
commergal impact), in teachang, te iFfluence public cailcy, in research the body of What = the imoact upon saciety (Influencing pebic atttudes, atfecting quality o Ho)? Are these Imphc conzstent Aith the findings and
cunciusions of the P8I & Yes, 16 Ui Abowe KUQRILOA 10 Frje e UpCH the Irplcanons Of the Ky marl weh u-g.ﬂl 0 Inovation and e mpn‘m fo Bt nd pulcy makers b hluuh COunties Th contusinn Crovides wme
recommendationn for pokcymakes but Incks specific, wctiorable the pager e Tor wture research, especiely in extendog the study 15 cther emergieg markets or incorpecating sddtionel variabies that could o fect
MELIVerse (NLSGrAtON In MKl MaKating 30 Ivomete Etnical Consumptice
. Quabty of Comemunicatien; Does the caper demv express k3 case. measured against the technial language of the field ond the expected knowledge of the Journa's readership? Has stteotion been paid o the clarity of expreasion and readobilty, such az
MAtarce STRCtTS, [4190N UGH, BITONYTN, BtC. ¢ Tha language fuwe -muwy and % wraten duary.
* 1 Bonbiem this gece of wack W\Nbsmlm-u ardt Aimealy 1hat = & valusbie 10 krowledge sbout damic emanging markets and more spacfically, knowledge atoet the sabject,
Reviewe 3
Recommendation: Accept
Comecec
This antiche is # vaable addition to the fiokd, presenting idess in o dear and systamatic mannet and making criginal Ahat contribute ing sclentific wd develuping knonledge,
Ldditfonal Questions:
:' Qriginakty: M»‘:G poper contain new ard signdicant informaticn adecunte to Justity pubhcabon?: Yes, the poper cortains information that ks new and Impcrtant encugh to warrant publication, The paper makas an ceiging! contributien to the devalooment
Keamiadge In the ik
2, ROSULEANID 1o Uteraturs! Doas tha Paper JemONEtrate an 3¢equate UNdorstanding of thd rolavant HLeraturd in tha Reld Ind ¢RS 3N 3POAEPAITe FaNge of NLeATere coUrcas? L5 Ay SIGRICINT work IGNOrecy: ¥es, tha paper dOMCASraas an 3doquke
understancing of the reley at litarature in the feld, ad Ctes an ADPEOPIate range of Reranae Sowces. Mo ITPITant wirk has boen iGgnored, nd key siuches fave teen addressed and incuded geropriately to support the scentific and analytical contunt of
the pager.
3. Methodology: 1= the paper's srgument bulk o an approjriate bese of theory, cancepts, or tther idess™ Mas the resestch or squlvakot intellactusl work on which the peper i based beun well desgred? Ar= the methods employed sopeopriseT: Yen. the
rgurnint ¢f T IO I8 DAY S0 AN ADPrOCHIALE FOUNTANION §f TNESET, CONCEPLE or SENET I38a8, ARG tha MEhST0I0g 43 used e SONNAREE JCrepnate 1o Achieve the Sojectivis ¢f The study and eneurs tha aecuricy of the rusults.
4, Results. Are resdts preseatad dearly and analysed appropriately” Do the cundusions adecuately tie together the ather elaments of the paper?. Yes, the results are dearly peesented and adequately analyzed. The conCesiens adequately connect to the
Sther olemants of the paper;
5, imphcationn for ressarch, practics and/or socinty: Dowa the paper |3enty casrdy any implications for rassarch, practice and) or saciety? Does the paper bridga the gep between thaary and pactce’ mwu»n-mnmummm(mmmknn
cummercial Impact]), in taching, 1o Ffiasca public polcy, in reseanch (comibuting to the body ..vnu-ug-)r What & Uw Fgact upon sacety (0Muendng petdc attkudes, affecting quality of Efa)r A Dvsw IIpICazons COnENtent i e findings acd
condusions of the pager? Yes, the paper Cearly identifies impfications for resaarch, practice and seciety. The paper shows hon o beidge the gap belween Iheory and practice, and ilustraties bow the research tan be used in practice.
&. Glity of Comvnunication: Does the peper deat'y sxpress ks case, measiced against the tecmicsl rgange of tha flekd and the expected owledge of the Joums?s readership? Has stiention been pald t the clarity of expression and readabitty, such as
sentence structure, [argon USE, STFORYME, ott.: Yos, the Daper expreszes £3 content clearty, taking into account the technical Ianguage o the field and the knowledge expectad of the journal's readers.
Date Sent: 08-Dct 2024
18 close Window
v

2

Decision Letter (JIMA-08-2023-0266.R2)

From:

To:

CC:

Subject:

mhassan@uno.edu

nengsugiana@upi.edu

Journal of Islamic Marketing - Decision on Manuscript ID JIMA-08-2023-0266.R2

Sebagian cecah . Q Ssearch = L e ° - - - gg SR 4l L) wmﬁ



Body:

08-Oct-2024
Dear Ms. Sugiana:
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"Metaverse Integration in Halal Marketing: Charting a New Path to Promote
Ethical Consumption”

Objective — This study aims to explore the potential of integrating the Metaverse into halal product marketing
strategies, focusing on the development of ethical consumption. The metaverse, an ever-evolving, three-
dimensional virtual environment, presents new prospects for fostering deep consumer engagement and
personalized brand interactions.

Design/methodology/approach — The research method used is a mixed-method approach, revealing the
qualitative aspects reinforced by quantitative analysis results.

Findings — The findings underscore that incorporating the metaverse into halal marketing holds significant
promise in broadening market outreach and augmenting consumer awareness regarding halal products. The
utilization of interactive virtual environments empowers consumers to immerse themselves in products,
nurturing more potent emotional bonds with brands, and nurturing a deeper comprehension of the
sustainability and ethics underpinning halal items.

Research limitations — The limitations of this study include susceptibility to external influences and ethical
considerations.

Practical implications — In practical terms, the implementation of this research requires designing marketing
campaigns equipped with Metaverse components, including virtual experiences that highlight the halal
production process and product journey from origin to end user. This can be realized through existing Metaverse
platforms or by building custom virtual settings that create unique and relevant encounters for halal consumers.

Originality/value — The uniqueness of this study lies in its comprehensive understanding of the potential
integration of the Metaverse in halal marketing—a relatively unexplored area. The study provides valuable
insights for marketing practitioners and manufacturers of halal products, and guides them on how to leverage
these technologies to advance ethical and sustainable consumption practices among halal consumers.

Keywords: Metaverse, Halal Marketing, Ethical Consumption, Technology Integration, Virtual Environment.

I. Introduction

Technological developments open the door to innovation in the world of marketing. One of the interesting
development concerns is the introduction of the metaverse, a three-dimensional virtual environment that
enables immersive interactions and experiences. The metaverse is not only changing the way we interact with
technology, but also expanding the methods of business interaction with consumers. The combination of halal
market growth, rapid pace and metaverse potential in creating deep consumer engagement, promising new
opportunities in promoting and selling versatile products, the main of this study is to investigate the potential
integration of metaverse in halal product marketing strategies.(Skare & Riberio Soriano, 2021). The main focus
of this research lies in increasing consumer awareness regarding halal products. The main objective is to
investigate mechanisms that can effectively improve the understanding and recognition of halal products among
the general public. In a world dominated by technological advancements and digital interactions, the importance
of efficiently disseminating information is undeniable.

The limitations of this study include susceptibility to external influences, ethical considerations. Therefore,
future research could focus on the influence of culture, which may not align with the concept of religion that
prioritizes halal, with the hope of providing a common ground for ethical considerations between cultures while
still addressing the demands of the halal concept not only in advertising but also in production.

This study aims to offer practical strategies that meet the information needs and consumption patterns of
modern consumers. By combining technological tools and consumer insights, the study envisions a scenario in



which the industry is able to meet the demands of an ever-evolving tech-savvy society. It is noteworthy that the
aspirations of this research go beyond theoretical constructs. Personalized content development, sustainable
experience design, and addressing the social and psychological impact of virtual interactions are areas that can
be adapted. In addition, strategies should consider equitable accessibility, inclusivity for diverse consumer
groups, and a thorough evaluation of the effectiveness of VR campaigns. Based on previous research, this
practice can increase consumer engagement and optimize the use of VR technology in marketing strategies.
(Read & Key, 2021)(Micheels & Boecker, 2017)

The framework of this study design involves two main elements, namely the halal product market and the
metaverse. The halal product market will be studied in depth to understand consumption trends, preferences,
and challenges faced by consumers in finding products that are in accordance with halal and ethical principles.

[The halal product market refers to the market where the product is confirmed to conform to the principles
of halal in Islam, making it viable and suitable for the consumption of Muslims. This involves a certification
process that ensures that the product does not contain any prohibited ingredients, its production process follows
established guidelines, and meets halal standards set by the certification authority. Meanwhile, the metaverse
is a three-dimensional virtual environment that enables interaction, communication, and immersive experiences
for its users(Kar & Varsha, 2023a; Saari et al., 2020). It creates a virtual world that allows users to participate in
a variety of activities, from concerts, business meetings, to shopping experiences, all in an immersive digital
environment(Hung et al., 2023). The integration of the metaverse in halal product marketing refers to efforts to
use this technology as a means to increase consumer awareness, engagement, and understanding of halal
products through more immersive and interacting digital experiences.]

/According to a report from the World Travel and Tourism Council (2020), restoring the tourism industry after
the Covid-19 pandemic requires harmonization of four crucial aspects, namely health, sustainability, safety, and
technology. VR as a new breakthrough in the tourism sector responds to tourists' anxiety about safe travel, both
during and after the pandemic. VR innovation provides an alternative for tourists to explore destinations virtually,
giving them the freedom to vacation without having to be physically present at the tourist site.

II. Literature Review

A. Digital Marketing

In the article "Digital Marketing in the Halal Industry: Opportunities and Challenges" written by Dina Mostafa in
2019, the importance of digital marketing in the halal industry is discussed, providing insights into how digital
technology can be leveraged to reach a wider audience ethically, such as the use of search engine optimization
(SEO) emphasizing efficiency and ethics. Through the introduced digital marketing strategies, the opportunities
and challenges faced by the halal industry in adopting this approach are addressed. One of the main challenges
is ensuring that the content presented aligns with halal principles. This requires a deep understanding of the
halal requirements in product and production processes, as well as the need to enhance digital literacy among
halal business stakeholders. Many halal producers and traders may not fully grasp the potential and effectiveness
of digital marketing, hence education and training approaches are needed. Halal marketing involves strategically
promoting products and services in line with Islamic teachings and ethical standards, encompassing halal
certification requirements and ensuring compliance with Islamic principles throughout the production and
promotion processes (O'Reilly et al., 2013).

This emphasizes compliance with halal food laws and ethical principles, tailored to meet the needs of Muslim
consumers amidst the rapid growth of the global halal market. Strategies focus on building trust through
certification, transparency, and ethical practices (Salahuddin et al., 2020). Business actors in halal marketing
consider factors such as raw materials, production methods, and supply chain transparency to cater to the
Muslim market segment, emphasizing ethical and sustainable practices beyond religious requirements (Ishaque
& Bamber, 2021). Over the past five years, halal marketing has undergone significant developments, driven by
increased consumer awareness, digitalization, emphasis on halal certification, sustainability, cultural diversity,
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and locality. This evolution reflects a shift from religious compliance to considering ethical, sustainable, and
cultural considerations. In conclusion, halal marketing has evolved into a dynamic and inclusive approach,
responding to evolving consumer dynamics and market trends. The past few years have seen greater recognition
of its potential, leading to increased investment and strategic adjustments to meet consumer expectations. As
the halal market continues to grow, businesses are expected to refine their strategies to effectively serve this
significant consumer segment.

The metaverse concept describes a virtual reality space that includes an interconnected digital environment,
allowing users to interact, socialize, and engage in various activities in a three-dimensional digital world. The
metaverse environment has gained significant attention due to its potential to revolutionize consumer
engagement, offering immersive experiences that go beyond conventional online interactions. Well-known
examples include platforms such as second life, varchar, and decentralised and. As cyberspace evolves, its
integration with real-world activities and businesses becomes increasingly possible. This integration offers
opportunities for marketing professionals to design campaign innovations that connect deeply with consumers
(Hansson &; Lagerkvist, 2021).

In-depth analysis of the key elements that make up the metaverse ecosystem. Covering technology,
function, and user interaction, this article details a research agenda that encourages more understanding of this
aspect. The study investigates the complex relationships between various functional techno elements in the
context of the metaverse ecosystem, providing valuable insights for practitioners and researchers interested in
metaverse development and implementation. By analyzing how these elements are interconnected and
contribute to the larger ecosystem, this article contributes to the agenda of future research in this area. This
encourages further exploration of the technology-user function interaction, inspiring ongoing research into the
potential and challenges of the metaverse while providing practical guidance for developers and practitioners.
Overall, this article is an essential resource for those who want to understand the complex dynamics of the
metaverse. This article describes the elements that make up the basic ecosystem and provides an in-depth
understanding of the interactions between the elements within it, paving the way for successful development
and relevant innovation in the ever-evolving metaverse landscape. , the analysis analyzes the metaverse
phenomenon from a variety of multidisciplinary viewpoints, focusing on emerging challenges, opportunities, and
research, practice, and policy agendas. The author summarizes perspectives from different sciences and sectors
to aid understanding of the practical and theoretical implications of metaverse development. Findings from
previous research provide further understanding of the potential of the metaverse as well as methods of
addressing emerging challenges in implementation, both from an academic and practical standpoint. By
combining different points of view, this analysis helps form a more comprehensive understanding of the
dynamics of the metaverse and its contribution in various aspects of life.(knar & varsha, 2023)(Dwivedi et al.,
2022).

I‘I’he metaverse concept describes a virtual reality space that encompasses an interconnected digital
environment, allowing users to interact, socialize, and engage in various activities in a three-dimensional digital
world. The term comes from a 1992 science fiction novel by Neal Stephenson that describes a connected virtual
world. Metaverse brings the idea of an integrated virtual world, where users can experience interactions like in
the real world, create objects, build communities, and even carry out economic activities(Dwivedi et al., 2022b,
2022a). The literature on the metaverse has reinforced this concept as an evolutionary virtual environment that
not only enables social interaction, but also has the potential to revolutionize various aspects of human life,
including education, entertainment, business, and more(Mason et al., 2021; Muldoon et al., 2022; Park & Ha,
2021). The metaverse has become the focus of attention for its ability to provide immersive and immersive
experiences to its users, going beyond conventional online interactions.

Studies on the metaverse also address the potential impact of technology in driving consumer engagement,
transforming the way businesses operate, and offering opportunities for innovation and new product
development. Various technical, sociological, psychological, and economic aspects of the metaverse are
highlighted in this literature. This includes exploring the technological elements that make up the metaverse,
analyzing their impact on social interactions and user behavior, and the business and economic implications of
metaverse growth. The literature on the metaverse also presents ethical challenges and considerations related



to the use of this technology, including privacy, security, and control concerns. In addition, focus is also given to
the role of regulations and policies in managing the development of the metaverse to ensure sustainability and
fairness for its users. As technology continues to evolve, the literature on the metaverse also continues to evolve,
delving deeper into its social, economic, and cultural implications. This makes a current understanding of the

metaverse crucial in understanding technological developments and their impact on society in the future. Commented [SS3]: a comprehensive understanding of the
existing literature in this field by reviewer ||

B. Halal marketing

Halal marketing includes a strategic approach where businesses market their products and services taking into
account Islamic teachings and ethical standards. This includes adherence to halal certification requirements,
ensuring that ingredients, production processes, and promotional practices are consistent with Islamic principles,
and meeting Muslim consumer expectations ( O'Reilly et al., 2013). Halal marketing is related to promoting
products that conform to Islamic dietary laws and ethical principles. With the rapid growth of the global halal
market, marketing strategies have been tailored to meet the needs and values of Muslim consumers. Building
trust and authenticity is key in legitimate marketing. Strategies often involve certification, transparent resources,
and an emphasis on ethical aspects and product sustainability. Research by Salahuddin et al. (2020) highlights
the importance of cultural and religious sensitivity in halal marketing, emphasizing the importance of aligning
marketing messages with the values of the target audience. Halal marketing refers to the strategic approach
adopted by businesses to promote and market products or services that adhere to Islamic principles and
guidelines. These principles include not only the content and composition of the product but also overall ethical
and moral considerations in the production and marketing process. Halal marketing recognizes the sensitivities
and preferences of Muslim consumers and aims to build trust and credibility by ensuring product alignment with
their religious beliefs. Halal marketing refers to the process of promoting and positioning products and services
that conform to Islamic dietary laws and ethical standards. This includes ensuring that content, production
methods, and overall business practices are aligned with Islamic principles, meeting Muslim consumer
preferences and values ( Ishaque, FM, & Bamber, D. 2021).

In the context of halal marketing, businesses consider factors such as materials, production methods,
certification, and supply chain transparency to meet the needs of Muslim market segments. This form of
marketing goes beyond religious requirements; It is also closely linked to ethical and sustainable practices, so
that it can be accepted by the wider community that values transparency and responsible consumption.

The Evolution of Halal Marketing Over the Last 5 Years

Over the past five years, halal marketing has undergone a significant evolution, driven by changing consumer
behavior, technological advancements, and increasing global awareness of ethical consumption. Here's an
overview of the development:

1. Consumer Awareness and Demand,
2. Digitalization and E-commerce,

3. Halal Certification,

4. Sustainability and Ethics,

5. Cultural Diversity and Localization,

In conclusion, halal marketing has evolved from a specific strategy to a dynamic and inclusive approach that
caters to changing consumer dynamics and market trends. This has shifted from mere religious adherence to
ethical, sustainability, and cultural considerations. The last five years have seen greater recognition of the
potential of halal marketing, resulting in increased investment, innovation, and strategic alignment with evolving



consumer expectations. As the halal market continues to expand and diversify, businesses are expected to
further refine their strategies in order to effectively serve this significant consumer segment.

From the article titled "Ethical Consumer Behavior: A Multi-Method Study on the Impact of Corporate Social
Responsibility on Consumers of Halal Products" conducted by Nur Adlin Abdullah et al. in 2020 discusses
ethically based consumer behavior in the context of halal products. In an increasingly socially and environmentally
conscious global environment, consumers are increasingly inclined to consider ethical aspects in their purchasing
decisions. This article aims to provide a deeper understanding of the factors influencing consumer preferences for
halal products that also emphasize corporate social responsibility (CSR). It explores the concept of ethical
consumer behavior and the importance of halal products in this context. Ethical consumers are those who consider
the social, environmental, and economic impacts of their purchasing decisions. In the context of halal products,
the aspect of halalness is not only related to religious aspects but also encompasses corporate social responsibility
(CSR), such as environmental protection, animal welfare, and social justice. Therefore, this study aims to
understand how CSR affects consumer preferences for halal products. The study results indicate that corporate
social responsibility (CSR) significantly impacts consumer preferences for halal products. Consumers tend to
prefer halal products produced by companies that consider CSR aspects, such as a clean environment, employee
welfare, and contributions to society. Factors such as brand trust, transparency, and consumer engagement also
strongly influence consumer purchasing decisions regarding halal products.

Furthermore, the study identifies several practical implications for halal product manufacturers and marketers.
First, manufacturers must consider their business practices comprehensively, including CSR aspects, to enhance
the attractiveness of their halal products to consumers. Second, marketers should leverage effective
communication to convey messages about their corporate social responsibility to consumers. This can be done
through various communication channels, including social media, advertising campaigns, and collaborations with
influencers. Additionally, the study indicates that halal consumers have a greater need for information and
transparency about the products they consume. Therefore, it is important for manufacturers and marketers to
provide clear and easily accessible information about the halalness of their products and their business practices.

In the book "Halal Branding and Marketing: Challenges and Opportunities" by Jonathan A. J. Wilson (2018), a
comprehensive overview of branding and marketing strategies in the halal industry is provided. This book not
only discusses effective halal product marketing strategies but also highlights the challenges and opportunities
faced in this industry context. By providing valuable perspectives, this book serves as a useful guide for business
practitioners seeking to successfully market halal products. From understanding the needs and preferences of
Muslim consumers to branding strategies that reinforce brand trust and authenticity, this book presents insightful
perspectives on the dynamics of the halal market. By emphasizing the existing challenges and opportunities,
readers gain a better understanding of how to address the complexities of marketing in this rapidly growing
industry. Overall, this book is a valuable resource for those interested in gaining deeper insights into effective
branding and marketing strategies in the evolving halal industry context.

C. Integration of technology in marketing

The integration of technology in marketing has transformed consumer engagement and business strategies.
Augmented reality is a technology, virtual reality (VR), and now the metaverse opens up opportunities for brands
to create unique experiences. AR and VR technologies have been used in various marketing campaigns to
improve consumer interaction and perception. For example, apps that allow consumers to visualize products in
real environments are used by companies like Ikea. The metaverse offers a development experience in the
interaction journey that allows consumer brands to be more immersive and interactive. Gamified, personalized,
and engaging experiences in virtual reality (VR)-based fashion apps can increase in-app purchase intent by
meeting consumer needs. The study explores the marketing promotion context of immersive VR
implementations with a focus on powerful and interactive consumer experiences. In an effort to increase in-app
purchase intent, this research shows that the use of gamification elements in VR fashion applications can trigger
consumer engagement and motivation to interact more. Personalization is also a major concern, with research
showing that personalized experiences can strengthen emotional bonds. between consumers and brands, driving
higher purchase intent. Interactive and engaging experiences through VR can have a positive impact on
increasing purchase intent, in particular. It's time to experience meeting consumer needs, such as entertainment,



product exploration, and social interaction. The integration of technology in marketing refers to the assimilation
of technology tools and platforms into various aspects of marketing strategies and practices. This integration is
guided by the belief that technology can enhance and strengthen the effectiveness of marketing efforts, meeting
the evolving needs and preferences of the modern consumer.(H. Y. Kim et al., 2020)(Baker et al., 2019)

According to the theory of Diffusion of Innovation, the process of integration of technology in marketing follows
a pattern of adoption and adaptation by various consumer segments. Innovators and early adopters embrace
new technological advances, often laying the groundwork for mainstream adoption. The theory emphasizes the
role of communication channels and influencers in disseminating information about the benefits of technology,
further accelerating its integration. The integration of technology occurs through various dimensions. First, digital
platforms have revolutionized communication, allowing brands to engage directly with their target audience
through social media, websites, and mobile apps. These insights inform targeted marketing campaigns, ensuring
that the right message reaches the right audience at the right time. Third, automation simplifies processes,
increasing efficiency and consistency. This can not only strengthen the appeal of brands and products, but also
give consumers more close experience with the product, which in turn can increase in-app purchase intent. It
was underlined that the use of VR in fashion apps can result in interactive, personalized, and entertaining
experiences that significantly increase in-app purchase intent. By connecting elements of gamification,
personalization, and interactivity, VR can be an effective tool in the promotion of marketing strategies, allowing
brands to create more immersive experiences and uplifting emotions that can drive conversions and consumer
loyalty. (Bugzilla &; Munteanu, 2020).(behave & into, 2021)

D. Ethical consumption and sustainability

Increasing consumer interest in consumption ethics and sustainability has shaped the marketing landscape. The
design of consumption ethics goes beyond product attributes and addresses the broader impact of consumption
on society and the environment. Consumers are increasingly looking for products that match their values, be it
in terms of fair trade, eco-friendly practices, or adherence to cultural and religious principles. Scholars such as
crane et al. (2019) emphasize the role of consumer activism in shaping ethical consumption patterns, which in
turn puts pressure on businesses to adopt sustainable and socially responsible practices. The convergence of
dimensions of metaverse technology, halal marketing, integration technology in marketing and consumption
ethics offers exciting areas of research. The integration of metaverse technology in halal marketing strategies has
the potential to relate authentically with consumers who are not only concerned with the halal status of
products, but also seek choices generated in an ethical and ethical manner. As consumers interact with the digital
and physical worlds, the metaverse becomes a space where concerns intersect, potentially resulting in innovative
campaigns that have resonance on multiple levels.(Y. K. Kim & Sullivan, 2019)(Peng, 2023)

III.  Research methods

A. Study approach

This study adopts qualitative and quantitative approaches to gain comprehensive insights into the deep
integration of the metaverse in marketing halal products. Qualitative approaches are used in literature analysis
and case studies to explore a deep understanding of metaverse concepts, halal marketing, and the impact of
integration. Meanwhile, a quantitative approach is used in consumer surveys to collect quantitative data that
measures consumer perceptions and preferences towards the use of the metaverse in the context of marketing
halal products.

B. Data collection and analysis

In the context of the study "Metaverse Integration in Halal Marketing: Charting a New Path to Promote Ethical
Consumption," the integration of qualitative and quantitative methods can enhance understanding of how the



metaverse can be utilized as a tool to promote more ethical consumption in the halal market. The following are
the steps undertaken:

Data Collection:

Qualitative: Conducting in-depth interviews with Muslim consumers regarding their perceptions of halal
products in the metaverse can provide insights into the ethical values they prioritize in purchasing. Quantitative:
Administering online surveys to Muslim communities participating in the metaverse to measure the extent of
their awareness of halal products and their level of engagement in related marketing activities. Data Analysis;
Integration of Qualitative and Quantitative: Qualitative thematic analysis can reveal the motives and values
underlying consumer behavior regarding halal products in the metaverse. Meanwhile, quantitative statistical
analysis can provide a broader overview of the prevalence of awareness and consumer behavior in this context.

Data collection involves steps such as literature study, questionnaire survey preparation, and distribution surveys
to appropriate respondents. The collected survey data is analyzed using statistical analysis tools such as
frequency, percentage, and average. The results of the data analysis translate into findings that may support
objective research.

Use Metaverse

== | evel of Engagement in Halal Products: (Skala 1-5)

= Knowledge about the Metaverse: (Skala 1-10)

=== Preference for Using the Metaverse in Marketing Halal Products(Skala 1-7)

Figure 1. Level use Metaverse

I‘I’he provided data includes three observed variables: the level of engagement in halal products (on a scale of 1-
5), knowledge about the metaverse (on a scale of 1-10), and preference for using the metaverse in marketing
halal products (on a scale of 1-7).

Here are some general interpretations of the given data:

1. Level of Engagement in Halal Products: The data shows variation in the level of engagement users have
with halal products. Most of the data ranges from 2 to 5, with the majority 25.64% of respondents
having a moderate level of engagement in halal products, while some reach higher levels.

2. Knowledge about the Metaverse: Respondents demonstrate varying levels of knowledge about the
metaverse. The majority 30.77% of respondents have knowledge ranging from scale 3 to 8, with most
falling in the middle of this range. There is a fairly significant variation in knowledge about the metaverse
among the respondents.

3. Preference for Using the Metaverse in Marketing Halal Products: The data illustrates respondents'
preferences for using the metaverse in marketing halal products. The majority 25.64% of preferences
fall between scales 3 to 6, with a small portion of respondents having preferences outside this range.

Overall, there seems to be a correlation between knowledge about the metaverse and the preference for using
it in marketing halal products. However, further analysis is needed to better understand this relationship.[

Table I. Consumer knowledge of the metaverse
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Know Don't know
Number of respondents 150 50
Percentage 75% 25%

Perception of the sustainability of halal product marketing using the metaverse.

From the carefully processed survey data, a clear trend emerges —around 60% of respondents expressed a strong
belief that the deep integration of the metaverse in the marketing of halal products can effectively raise
awareness regarding sustainability. These statistically significant insights underscore the potential utilization of
the metaverse as a dynamic tool that not only promotes halal products but also drives important sustainability
messages. By recognizing the correlation between metaverse integration and sustainability awareness,
businesses can strategically tailor their marketing efforts to be accepted by consumers who prioritize ethical and
environmentally responsible choices. Synthesis of qualitative and quantitative approaches in this study

Provide a comprehensive understanding of the potential impact of deep metaverse integration in halal product
marketing. By blending experiential narratives from qualitative data with statistical trends obtained from
quantitative analysis, this study aims to provide holistic insights. It aims to uncover not only the perceived
dimension of consumer preferences but also the real impact of in-depth marketing strategies on halal products
in the metaverse.

Table 2 further enriches the research findings by presenting a visual representation of the complexity of
consumer perceptions. The data summarized in the table delves deeper into the intricate nuances of consumer
preferences that are closely related to the integration of the metaverse in halal product marketing. By juxtaposing
qualitative narratives with quantitative patterns, multidimensional understanding emerges. This tableau of
insights serves as a valuable compass, guiding businesses in navigating an ever-evolving landscape of consumer
expectations and preferences. In conclusion, the survey results affirm the potential of deep metaverse
integration in raising awareness of sustainability, as demonstrated by a significant consensus among
respondents. This research, which uses a mix of qualitative and quantitative methodologies, seeks to uncover a
panoramic picture of the impact of metaverse integration on halal product marketing. As the digital landscape
continues to evolve, these findings will empower businesses to effectively leverage the metaverse for immersive
and impactful marketing of halal products, while remaining aligned with the importance of sustainability and
consumer values.

Table Il. Characteristics of consumer survey respondents

NO. Age Gender Education Feel the consumption of halal products
1 25-34 Son Bachelor 3-5 years

2 35-44 Woman Diploma 1-2 years

3 18-24 Son Bachelor < 1vyear

4 45-54 Woman Guru 5-10 years

5 25-34 Woman Bachelor 1-2 years

Metrics in a table to measure the extent to which consumer behavior reflects preferences for sustainability and
justice in purchasing halal products:

Tabel Ill. Metrics Preferences

1 Percentage of Sustainable | The percentage of total purchases of halal products that have
Product Purchases sustainability certification, such as organic or environmentally friendly
labels.
2 Percentage of Local The percentage of total purchases of halal products produced locally,
Product Purchases indicating support for the local economy and reduction of environmental

impact.



3 Participation in Ethical The percentage of consumers actively participating in award programs or
Award Programs ethical labels that promote sustainability and justice in the supply chain

of halal products.

4 Percentage of Purchases The percentage of consumers choosing halal brands or products involved
Based on Justice in social or charitable initiatives supporting vulnerable communities or
Principles combating social injustices.

5 Willingness to Pay The percentage of consumers willing to pay a higher price for halal
Premium for Sustainable products with sustainability labels or complying with ethical standards in
Products production.

Using this table, for tracking and compare quantitative data from various metrics to assess how consumer
behavior reflects preferences for sustainability and justice in the context of purchasing halal products.

IV. Results and Discussion.

A. Increased consumer engagement

One of the significant results of the deep integration of halal product marketing is increased consumer
engagement. In a metaverse environment, consumers are not only passive spectators, but they can also interact
directly with products and brands. This creates opportunities to build more relationships between brands and
consumers, which can ultimately increase consumer loyalty. Table 2. Shows that as many as 50% of consumers
experience a high level of engagement in the metaverse environment. This shows that the potential for direct
interaction with products through virtual platforms provides significant appeal to consumers. The supporting
data presented in Table 2 corroborates the qualitative narrative, highlighting the extent of increased consumer
engagement in the metaverse. Impressively, the data reveals that 50% of consumers report high levels of
engagement while exploring the metaverse environment. The disclosure of this figure greatly underscores the
potential for direct interaction with products facilitated through virtual platforms. Evidently, this immersive
interface not only grabs consumers' attention but also has the potential to significantly influence their
perceptions and decisions. The importance of these findings is reflected in the areas of marketing and consumer
behavior. As traditional advertising models shift to experiential marketing, the metaverse is emerging as a
powerful stage for this transformation. The direct interaction and engagement that consumers experience in this
virtual domain has a long-lasting impact. This engagement not only sparks consumer curiosity but also
strengthens the emotional connection to the brand and its offerings. As a result, this relationship building can be
a powerful driver of consumer loyalty, transcending the boundaries of conventional marketing strategies. In
essence, the deep integration of the metaverse in the marketing of halal products is driving consumer
engagement to unprecedented levels. The capacity of the metaverse to facilitate direct interaction between
consumers and products manifests as a dynamic force that can reshape consumer-brand relationships.
Metamorphosis from passive observer to engaged participant poised to revolutionize the marketing landscape,
forging deeper relationships that ultimately strengthen brand loyalty and consumer trust.(Zhang, 2022)

Table IV. The level of consumer engagement in the metaverse environment

Engagement rate Percentage of consumers
Low 15%
Now 35%
Tall 50%

B. Personalized brand interaction

In an increasingly personalized world, metaverse integration provides an opportunity for brands' halal products
to deliver experiences tailored to individual consumer preferences. For example, a halal food brand can create a



virtual experience where consumers can customize their own dishes based on food needs and tastes. Survey
data shows that about 65% of consumers expect this kind of personalized experience. From the table below, it
can be seen that the majority of consumers, namely 65%, consider personalization interactions with halal brand
products important or very important. This indicates a significant demand for experiences that are more
personalized and relevant to individual preferences. In our increasingly personalized world, metaverse
integration presents exciting opportunities for halal product brands to offer experiences tailored to individual
consumers' unique preferences. This form of engagement goes beyond common marketing approaches, allowing
brands to immerse consumers in a virtual world where they can tailor their interactions to align with their
personal tastes and needs. An example is the halal food sector, where brands can create virtual experiences that
allow consumers to modify dishes according to their food needs and taste preferences. The survey data
underscores the resonance of this concept, with 65% of consumers expressing strong expectations of this level
of personalization.(Read & Key, 2021)

Table 2 adds to these expectations by uncovering substantial alighment between consumer preferences and the
concept of personalization in a metaverse environment. Noteworthy is the fact that the majority, i.e. 65%,
consider personalized interactions with halal product brands as important or very important. The findings
provide an empirical basis for the demand for increased personalization, a sentiment poised to reshape the way
brands approach their marketing strategies. The implications of this revelation are far-reaching. The era of one-
size-fits-all marketing is giving way to a landscape where brands are using technology to tailor every consumer's
experience. By leveraging the immersive capabilities of the metaverse, brands can create experiences that closely
match individual preferences. The metaverse is becoming a canvas where brands can paint experiences that not
only captivate consumers but also validate their unique choices and preferences. The importance of this
personalization is more than just engagement; It delves into the area of consumer loyalty. When consumers find
experiences tailored to their tastes and needs, they tend to perceive the brand as one that truly understands and
values them. This emotional connection increases brand loyalty and, in turn, influences purchasing decisions. As
a result, the integration of the metaverse in halal product marketing is not solely about engagement; This is an
important strategy for fostering lasting relationships and securing a dedicated consumer base. In conclusion, the
integration of the metaverse in the marketing of halal products has the potential to revolutionize the way brands
interact with consumers. The ability to deliver personalized experiences that meet individual preferences aligns
with modern consumers' desire for customized interactions. The synergy between consumer expectations and
the potential of the metaverse underscores the importance of delivering tailored meetings. Brands that recognize
and harness this power are poised to create a paradigm shift in consumer-brand relationships, thereby driving
engagement and loyalty to unprecedented levels.(Lyu et al., 2018)(Lyu et al., 2018)

Table V. Preference for personalized interactions with brands

Personalize preferences Percentage of consumers
Very important 30%
Important 35%
Less important 20%
Not important 15%

C. Increase consumer awareness about halal products.

The integration of the metaverse has also had a major impact in raising consumer awareness about halal products
and the principles surrounding them. The virtual environment can be utilized to provide interactive education
about the halal production process, certification, and the importance of ethics in the halal industry. Data from
the survey shows that around 75% of consumers believe that the use of the metaverse can help them understand
halal products better. From the table below, it can be seen that as many as 75% of consumers consider the use
of the metaverse effective in increasing their awareness about halal products. This shows that virtual platforms
are able to provide more interactive and interesting information for consumers.



[Based on the percentages that have been presented, there seems to be a significant relationship between
knowledge about the metaverse and the level of engagement in halal products that use the metaverse. It can be
observed that the highest percentage on the level of involvement in halal products is on a scale of 5, while the
highest percentage on knowledge about the metaverse lies on a scale of 7-8. This shows that the majority of
respondents who have better knowledge of the metaverse tend to be more involved in halal products that utilize
the metaverse. Meanwhile, related to the preference of using the metaverse in the marketing of halal products,
the cohesive relationship with the level of knowledge about the metaverse or the level of involvement in halal
products is not very clear. There is a more even distribution among different scales for the preference of using
the metaverse in marketing halal products. This may indicate that knowledge of the metaverse or the level of
engagement in halal products does not directly correlate with metaverse usage preferences in the context of
halal product marketing. From the data provided in Table V, there is a correlation between the effectiveness of
using the metaverse in increasing awareness of halal products and consumer perceptions of it. It can be
concluded that the majority of respondents, around 40%, consider the use of the metaverse as very effective in
raising awareness of halal products. Followed by the perception that the use of the metaverse is still considered
effective by around 35% of respondents. Meanwhile, about 15% of respondents stated that the use of the
metaverse is less effective in raising awareness of halal products, and 10% of respondents consider the use of
the metaverse ineffective in this regard. This shows that the majority of respondents tend to see the use of the
metaverse as an effective tool in raising awareness of halal products, but a small percentage still have a less
positive view regarding its ef‘fectiveness.]

Table VI. The effectiveness of using the metaverse in increasing awareness of halal products

Awareness of effectiveness Percentage of consumers
Highly effective 40%
Effective 35%
Less effective 15%
Ineffective 10%

C. Connect stronger emotions with brands

The emotional connection between consumers and brands has a significant influence on influencing purchasing
decisions and brand loyalty. Metaverse integration allows halal product brands to build stronger connections
emotionally through immersive interactive experiences. Through emotional narratives and visualizing brand
values, consumers can feel more connected to halal product brands. From the table below, as many as 45% of
consumers believe that metaverse integration results in an emotionally stronger connection with halal product
brands. This shows great potential in creating a deeper and more sustainable bond between consumers and
brands. This proves that the deep integration of halal product marketing has great potential to change the
method of consumer interaction with brands. Increased personalization, increased awareness, and stronger
emotional connections are benefits that can be gained through this approach. By combining technology and
deep marketing experience, brands' halal products can create more meaningful relationships with consumers,
drive loyalty, and meet ever-higher consumer expectations.(Diddi & Niehm, 2017)(Habib et al., 2022)

Table VII. Perception of an emotional connection with a brand through the metaverse

Perception of emotional connections Percentage of consumers

Stronger 45%
Equally powerful 30%
Not strong enough 15%

No connection 10%
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V. Practical implementation

A. Marketing development campaigns with the metaverse

Deep metaverse integration in marketing halal products allows for the development of more engaging and
interactive campaigns. This kind of campaign can include inviting the participation of virtual elements of
consumers, such as virtual contests, virtual tours, or live performances in a virtual environment. For example, an
available halal food brand developed a campaign that invites consumers to take a role in "serving" a dish through
virtual interaction. This not only increases consumer engagement, but also builds a strong impression of the
brand. From the table below, about 40% of consumers are interested in virtual contests as the most engaging
type of marketing campaign in the metaverse environment. This shows great potential to engage consumers in
new and creative ways.(Verma et al., 2022)

Table VIII. Types of marketing campaigns with the metaverse are most attractive to consumers

Campaign type Percentage of consumers
Virtual contests 40%
Mayan Tur 25%
Show live 20%
Other 15%

B. Virtual experience in halal production process

The metaverse allows halal product brands to provide an immersive virtual experience of the halal production
process. Consumers can follow every step from selection materials to the certification process, providing greater
transparency regarding the consumption of their products. For example, in a virtual environment, consumers
can "interact" with halal farms or production facilities and understand better about the ethical principles involved
in production. From the table below, approximately 75% of consumers believe that an immersive virtual
experience explaining the halal production process is very effective or effective. This shows that this approach
provides significant added value in building consumer understanding of halal products.

Table IX. The effectiveness of immersive virtual experiences delivers the halal production process

Experience effectiveness Percentage of consumers
Highly effective 35%
Effective 40%
Less effective 15%
Ineffective 10%

C. The product journey from source to consumer through the metaverse

The metaverse also allows halal product brands to depict the product journey from source to consumer more
visually and immersively. Consumers can "follow" the product's journey through a virtual environment, seeing
the material of origin, the production process, transportation, and finally getting to their hands. This creates
more transparency and great trust between brands and consumers. From the table below it can be seen that the
majority, which is around 80% of consumers, like the idea of presenting halal travel products through a metaverse
environment. This shows great potential to bring consumers closer to the original product.



Table X. Consumer preference for presenting travel products through the metaverse

Travel preference Percentage of consumers
Highly liked 45%

Like 35%

Less preferred 15%

Disliked 5%

D. Use of available metaverse platforms or custom development.

At the implementation stage, halal product brands can choose to use existing metaverse platforms or develop
custom virtual environments according to brand needs, the study reveals competitive strategies used by Ontario
farms to market products directly to consumers. The report highlights the business practices undertaken by farms
to achieve success in direct marketing and how external factors shape their strategies. The use of existing
platforms, such as varchar or decentralized and, can speed up the implementation process and reduce costs.
However, custom development can provide more flexibility in delivering a brand-appropriate experience. From
the table below, around 60% of brands choose halal products because they use existing metaverse platforms,
while 40% choose to develop custom virtual environments. This shows that there are various choices according
to each brand's strategy, such as research that explores the impact of online e-commerce interactions on
consumer satisfaction through big data algorithms. By utilizing big data analysis, this study aims to identify
consumer behavior patterns and their relation to satisfaction levels, providing insights for e-commerce
companies to improve interaction with consumers and increase loyalty. .(Natu & Aparicio, 2022)(Haddad et
al., 2021)

Table XI. Decision to use the metaverse platform

Metaverse platform usage results Brand percentage
Using an existing platform _ 60%
Development of dedicated virtual environments 40%

Through implementation practices that focus on developing engaging marketing campaigns, virtual experiences
in production processes, travel products, and the use of metaverse platforms, halal product brands can create
more immersive and personalized interactions with consumers. . By harnessing the potential of the metaverse,
brands can build strong engagement, increase consumer understanding, and create more close relationships
with their products. What's more, the option to use existing platforms exists or develop specific flexibility in
choosing an approach that fits the brand's vision and marketing goals. They introduced an agent-based model
with social interaction to predict the performance of new products probabilistically and at scale. This model has
the potential to guide companies in making decisions regarding new product launches based on complex social
interactions. .(Parviero et al., 2022)(Herz et al., 2022)

Vi. Social implications

The implementation of the deep metaverse of halal product marketing has a wider impact than just the business
aspect. This also has implications for the need for social considerations in an effort to harness the potential of
this technology.

a. Increasing technological literacy This can encourage consumers to expand their technological
knowledge, which can ultimately bring benefits in various aspects of their lives.(Li et al., 2023)

b. The impact on consumer culture The results help brands in designing more impactful social media
content to capture consumer attention and engagement. . This can shape a new consumer culture
where virtual interactions with products become more common. This cultural impact will affect how



consumers perceive and interact with brands as well as how brands understand and respond to
consumer needs.(Park & Ha, 2021)

c. Improved consumer experience This can help brands to strengthen relationships with consumers and
create memorable experiences, which in turn can increase consumer loyalty.

d. Accessibility and inclusion. Efforts must be made to make these experiences accessible to different
walks of life, including those who may have technological limitations.

e. Better halal education Consumers can experience the production process, certification, and ethical
values in a virtual environment. This opens up opportunities to increase consumers' knowledge and
understanding of halal products, which in turn can strengthen their trust in halal brands.

f.  Impact on social interaction and consumer behavior You can use the metaverse also in the form of
consumer methods of social interaction. Consumers might start discussing their virtual experiences,
sharing views on halal brands and products, and even shaping the topic of these local online
communities. This can change the way consumers interact in the digital environment and influence their
purchasing decisions.

g. Dependence on technology On the other hand, the application of the metaverse can also lead to
dependence on technology. Consumers may become more accustomed to virtual experiences, which
can affect their perception of physical interactions with products. This requires brands to maintain a
balance between virtual and real experiences.

In addition to having an impact on its business, the application of the metaverse in marketing halal products has
significant implications socially. From increased technological literacy to impact on consumer culture and social
interaction, the utilization of the metaverse is fueling changes in the way consumers interact with halal brands
and products. By understanding and managing these social implications, brands can maximize the benefits of
these technologies while maintaining brand values and purpose in the broader cultural and societal context.(H.
J. Kim et al., 2014)(Jin et al., 2021)

A number of variables of self-potential may be more influential:

1. Consumer interaction: if consumers are very active in participating in virtual contests, virtual tours, or
live performances, this can show a great influence on their interaction with halal brands and products.
Intense interactions can form strong perceptions and relationships. _

2. Understanding halal products: increasing consumer understanding of halal products through virtual
experiences can have a significant impact on the level of consumer trust and loyalty to halal brands.

3. Preference campaign marketing: if a campaign type like a virtual contest has a higher preference among
consumers, it can be a powerful marketing tool to increase consumer engagement and interaction.

4. Impact on social interactions: if the use of the metaverse affects the way consumers interact socially
and form online communities, this could have a long-term impact on brand perception and purchase
decision-making.

5. Degree of dependence on technology: the impact of consumers' dependence on technology and how
much influence their perception of the product physically affects can also have a major influence on the
way they interact with the product in the real world.

Virtual fitting room with halal concept is a virtual space specifically designed to allow users, especially Muslim
women, to try on various clothing and fashion products according to Sharia rules with guaranteed privacy. The
space offers an experience that allows users to create personalized avatars that match, customize their
preferences, sizes, colors, and dress styles according to religious rules. The function of separation between
Muslim women and men is embodied in this virtual space, maintaining modesty and comfort. Users can explore
a wide selection of clothing, hijabs, or accessories in a realistic virtual environment. In this space, users can try
on clothes, see how they look on their avatars, and make shopping decisions that comply with halal principles in
a safe and Sharia-compliant environment. All of this allows users to experience an interactive and adequate
shopping experience, according to their needs and religious values.]

Commented [SS6]: Implication Uses practical to
community that Integrate concept Syariah Halal in the
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VII. Conclusion

From the analysis of various multidisciplinary perspectives on the metaverse and the application of virtual reality
(VR) in promotional marketing, it can be seen that the potential and challenges that exist need to be approached
holistically. The metaverse presents a significant opportunity to create interactive, personalized, and engaging
consumer experiences through technologies such as VR. However, it is important to address challenges such as
technology dependence, equitable accessibility, and its impact on social interaction. The application of VR in
promotional marketing can increase consumer engagement through gamified experiences that meet their needs.
However, marketing strategies must consider the sustainability of VR experiences and ensure alignment with
brand values and goals. Continuing the analysis of multiple multidisciplinary perspectives on the metaverse and
the integration of virtual reality (VR) in promotional marketing, a holistic approach is essential to navigate the
potential and challenges that exist. The metaverse, as a world full of promise, offers a transformative canvas for
creating interactive, personalized, and captivating consumer experiences, especially through the immersive
capabilities of VR technology. Nevertheless, the exploitation of these opportunities must be accompanied by a
comprehensive examination of the intricacies at hand. The potential of the metaverse to revolutionize the
consumer experience cannot be underestimated. Through VR, brands can go beyond traditional marketing
approaches and immerse consumers in dynamic, multisensory narratives that cater to individual preferences.
However, this leap into the metaverse requires a balanced response to various challenges. One such challenge is
the potential for over-reliance on technology, which could potentially isolate certain consumer segments and
raise questions about digital addiction. In addition, ensuring equitable accessibility across diverse demographic
groups is critical to preventing the inadvertently exclusion of some communities from this transformative
experience. In addition, its impact on social interaction must also be taken into account. Although the metaverse
encourages personalized interactions, it is important to strike a harmonious balance between digital and real-
world interactions. An overemphasis on virtual interactions has the potential to erode the richness of face-to-
face meetings, underscoring the need for different approaches that complement rather than replace human
interaction. The integration of VR in promotional marketing offers an exciting avenue, particularly through the
implementation of gamified experiences that satisfy consumers' innate desire for engagement and challenge. By
seamlessly incorporating entertainment and education, marketers can meet consumer needs while effectively
conveying brand messages. However, it is important to ensure that this experience remains sustainable, both in
terms of technology adoption and alignment with brand values. Exaggerated experiences may attract initial
attention, but their long-term viability and resonance depend on their ability to align with the brand's ethos. In
conclusion, while the metaverse and VR hold great promise in transforming consumer engagement and
experiences, their implementation requires a comprehensive approach that considers both potential and
challenges. The immersive and personalized nature of the metaverse may redefine marketing, but the
responsible use of this transformative technology requires consideration of accessibility, social implications, and
sustainability. As brands enter this dynamic world, it is the alignment between innovation and responsibility that
will ultimately pave the way for lasting consumer relationships and lasting success.

Recommendation, as a next step, it is recommended to dive deeper into the application of VR technology in
marketing strategies. Developing more personalized content, designing sustainable experiences, and ensuring
inclusivity for different consumer groups are factors to consider. In addition, further research into the social and
psychological impact of virtual interactions and comprehensive evaluation of the effectiveness of VR campaigns
can provide richer insights to optimize marketing strategies using this technology.
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"Metaverse Integration in Halal Marketing: Charting a New Path to Promote
Ethical Consumption"

Neng susi susilawati sugiana

Institute Digital Ekonomi LPKIA

Objective — This study aims to explore the potential of integrating the Metaverse irto halal product marketing
strategies, focusing on the development of ethical consumption. The metaverse, an everevolving three-
dimensional virtual envirenment, presents new prospects for fostering deep consumer engagement and
personalized brand interactions.

Design/methodology/approach — The research method used is a mixed-method appoach, revealing the
gualitative aspects reinforeed by quantitative analysis results.

Findings = The findings underscore that incorporating the metaverse into halal marketing holds significant
promise in broadening market outreach and augmenting consumer awareness regarding halal products. The
utilization of interactive virtual environments empowers consumers to immerse themselves in products,
nurturing more potent emotional bonds with brands, and nurturing a deeper comprehension of the
sustainability and ethics underpinning halal items.

Research Emitations — The limitations of this study include susceptibility to external influences and ethical
considerations.

Practical implications = In practical terms, the implementation of this research requires designing marketing
campaigns equipped with Metaverse components, including virtual experiences that highlight the halal
production process and product journey from originto end user. Thic can be realizad through existing Metaverse
platforms or by buildi ustom virtual settings that createunigque and ralevant encounters for halal consumers.

Originality/value = The unigqueness of this study lies in its comprehensive understanding of the potential
integration of the Metaverse in halal marketing—a relatvely unexplered area. The study provides valuable
insights for marketing practitioners and manufacturers of halal products, and guides them on how to leverage
these technologies to advance ethical and sustainable consumption practices among haal consumers.

Keyword se, Halal k Ethical C ption, Technology Integration, Virtual Environment.

L Introduction

Technological develdil@nts open the door to innovation in the world of marketing. One of the interesting
development concerns is the introduction of the metaverse, a three-dimensional fHal environment that
enables immersive interactions and experiences. The metaverse is not only changing the way we interact with
technology, but alsoexpanding the methods of business interaction with consumers. The combination of halal
market growth, rapid pace and metaverse potential inc g desp consumer engagement, promising new
opportunities in promoting and selling versatile products, the main of this study is to investigate the potential
integration of metavarse inhalal product marketing strategies.(Skare & Riberio Soriang, 2021). The main focus
of this research lies in increasing consumer awareness regarding halal preducts. The main objective is to
investigate mech anisms that can effectively improve the understanding and recognition of halal products among
the genaral public. Inaworld dominated by technological advancements and digital interactions, the importance
of efficizntly disseminating information is undeniable.




The limitations of this study include susceptibility to extemal influences, sthical considerations. Tharefore,
future research could focus on the influence of culture, which may not align with the concept of religion that
prioritizes halal, with the hope of providing a cormmon ground for ethical considerations between cultures while
still ad dressing the demands of the halal concept n y in advertising but also in production.

This study aims to offer practical strategies that meet the infarmation needs and consumption patterns of
modern consumers, By combining technological tools and consumer insights, the study envisions a scenario in
which the industry is able to meet the demands of an ever-evolving tech-sawvwy society. It is noteworthy that the
aspirations of this research go beyond theoretical constructs. Personalized content development, sustainable
experience design, and addressing the social and psychological impact of virtual interactions are areas that can
be adapted. In addition, strategies should consider equitable accessibility, inclusivity for diverse consumer
groups, and a thorough evaluation of the effectiveness of VR campaigns. Based on previous research, this
practice can increase consumer engagement and optimiza the use of VR technology in marketing strategies.
(Read & Key, 2021)(Micheels & Boecker, 2017)

The framework of this study design involves two main slements, namely the halal product market and the
metaverse. The hala product market will be studied in depth to understand consumption trends, preferences,
and challenges faced by consumers in finding products that are in accordance with halal and ethical principles.

IThe halal product market refers to the market where the product is confirmed to conform tothe principles
of halal in Islam, making it viable and suitable for the consumption of Muslims. This involves a certification
processthat ensures that the product deesnot conta nany prohibited ingredients, its production ?ﬂs follows
established guidelines, and meets halal standards set by the certification authority. Meanwhile, the metaverse
is a three-dimensional vi rtual envirenment that enablefiteraction, communiction, and immersive experiences
for its users(Kar & Varsha, 2023a; Saarl at al., 2020). It createsa virtual world that all rs ta participate in
a variety of activities, from concerts, business meetings, to shopping experiences, all in an immersive digital
environment(Hung et al, 2023). The integration of the metaverse in halal prod uct markating refers to efforts to
use this technology as a means to increase consumer awareness, engagement, and understanding of halal
products through moreimmersly= and interacting digital experiences.]

According to a report from the World Travel and Tourism Council (2020), restoring the tourism industry after
the Covid-19 pandemic requires harmonization of four crucial aspects, namely health, sustainability, safety, and
technology. VR as a new breakthrough in the tourism sector responds to tourists' anxiety about safe travel, both
during andaftar the pandemic VR innovation provides an aternative for tourists to explore destinationsvirtually,
gving them the freedom to vacation without having to be physically present at the tourist site.

1L Literature Review

A. Digital Marketing

In the article "Digital keting in the Halal Industry: Oppertunities and Challenges" written by Dina Mostafa in
2019, the importance of digital marketing in the halal industry is discussed, providing insights into how digital
technology can be leveraged to read a wider audience ethically, such as the use of search engine uptimization
(SEC) emphasizing efficiency and ethics Through the introduced digital marketing gles, the opportunities
and challenges faced by the halal industry In ad opting this approach are addressed. One of the main challenges
is ensuring that the content presented aligns with halal principles. This requires a deep understanding of the
halal requirements in product and production processes, as well as the need tw enhance digial literacy among
halal business stakeholders. Many halal producers and traders may not fullygrasp the potential and effectiveness
of digital marketing, henceeducation and training approaches are needed. Halal marketing involves strategically
promoting products and services in line with Islamic teachings and ethical standards, encompassing halal
certification requirements and ensuring compliance with Islamic principles throughout the production and
promotion processes (O'Reilly et al,, 2013).
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This emphasizes compliance with halal food laws and ethical principles, tailored to meet the neads of Muslim
consurmers amidst the rapid growth of the global halal market. Strateges focus on building trust through
cartification, transparency, and ethical practices (Salabuddin et al., 2020). Business actors in halal marketing
consider factors such as raw materials, production methods, and supply chain transparency to cater to the
Muslim market segment, emphasizing ethical and sustainable practices beyond religious requirements (Ishagque
& Barmber, 2021). Over the past five years, halal marketing has undergone significant developments, driven by
increased consumer awareness, digitalization, emphasis on halal certification, sustainability, cultural diversity,
and loality. This evolution reflects a shift from religious compliance to considering ethical, sustainable, and
cultural considerations. In conclusion, halal marketing has evolved into a dynamic and indusive approach,
responding to evolving consumer dynarmics and market trends. The pastfew years have seen greater recognition
of its potential, leading to increased investment and strategic adjustments to meet consumer expedations. As
the halal market continues to grow, businesses are expecied to refine their strateges to effectively serve this
significant consumer segment.

The metavarse concept describes a virtua reality space that includes an interconnectad digital Enuirnnnq
dlowing users to interact, socdalize, and engage in various activities in a three-dimensional digital world. The
metaverse ervironmernt has gained significant attention due to its potentizl to revelutionize consumer
engagement, offering immersive experiences that go beyond convertional online interactions. Well-known
examples include platforms such as second life, varchar, and decentralised and. As cyberspace evolves, its
integration with real-world activities and businesses becomes increasingly possible. This integration offers
opportunities for marketing professionals to design campaign innovations that connect deeply with consumers
(Hansson &; Lagerlovist, 2021).

In-depth analysis of the key elements that make up the metaverse ecosystem. Covering technology,
function, and user interaction, this article details a research agenda that encourages more understanding of this
aspect. The study investigates the complex reashins betwesn various functional techne elements in the
contaxt of the metaverse ecosystem, providing valuable insights for practitioners and researchers interasted in
metaverse development and implementation. By analyting how these elements are interconnected and
contribute to the lager ecosystern, this aticle contributes to the agenda of future research in this area. This
encourages further exploration of the technology-user function interaction, inspiring ongoing research into the
potential and challenges of the metaverse while providing practical guidance for developers and practiioners.
Owverall, this article is an essential resource for thote who want to understand the complex dynamics of the
metaverse. This article describes the elements that make up the basic ecosystern and provides an in-dapth
understanding of the interactions between the dements within it, paving the way for successful development
and rekvant innovation in the ever-evolving metaverse landscag 25 the analyss analyzes the metaverse
phenomenon from avariety of multidisciplinary viewp oints, focusing on emerging challenges, op portunities, and
research, practice, and agendas. The author summarizes perspectives from different sciences and sectors
to aid understanding of the practical and theoretical implications of metaverse development. Findings from
previous research provide further understanding of the potential of the metaverse as well as methods of
addressing emerging diallenges in implementation, both from an academic and pml standpoint. By
combining different points of view, this analysis helps form a more comprehensive rstanding
dynamics of the met@verse and its contribution in various aspects of life. (knar & varsha, 2023 )(Dwivedi et al.,
20212).

The metaverse concept describes a virtual reality space that encompasses an interconnected digital
enviruwt, allowing users to interact, socialize, and engage in various activities in a three-dimensional digital
world. The term comes from a 19832 science fiction novel by Meal Steshenson that describes a connected virtual
world. Metaverse brings the idea of an integreted virtual world, where users can experience interactions like in
the real world, create objects, build communities, and even carry out economic activities(Dwivedi et al., 2022b,
2022a). The literature on the metaverse has rcinf@i this concept as an evolutionary virtual environment that
not only enables social interaction, but also has t | te revelutionize various aspects of human life,
including education, entertainment, business, and more(Mason et al., 2021; Muldoon et al., 2022; Park & Ha,
2021). The metaverse has become the focus of attention for its ability to provide immersive and immersive
experiences to its usars, going beyond conventional online interactions.




Studies on the metaverse also address the potential impact of technologyin driving consumer engagement,
transforming the way businesces operate, and offering cpportunities for innovation and new product
development. Various technical, sociclogical, peychological, and economic aspects of the metaverse are
highlighted in this literature. This includes exploring the technological elements that make up the metaverse,
analyzing their impact on social interactions and user behavior, and the business and economic implications of
metaverse growth. The literature on the metaverse also presents ethical challenges and considerations related
to the use of this technolagy, including privacy, security, and contral concerns. In addition, focus is also given to
the role of regulations and policies in managing the development of the metaverse to ensure sustainability and
fairnessfor its users. As technelogy continues to evolve, the literature onthe metaverse also continues to evalve,
delving deeper into its sodal, econoemic, and cultural implications. This makes a current understanding of the
metaverse crucial in understanding technological developments and their impact on sodety in the future,

B. Halal marketing

Halal marketing includes a strategic approach where businesses market their products and services taking into
account Islamic teachings and ethical standards. This includes adherence to halal certification requirements,
ensuring that ingredients, production processes, and promotional practices are consistent with Islamic principles,
and meeting Muslim consumer expectations | O'Reilly et al., 2013). Halal marketing is related to promoting
products that conform to Islamic dietary laws arflfigAhical principles. With the rapid growth of the global halal
market, marketing strategiss have been tailored to meet the needs and values of Muslim consumers. Building
trust and authenticity is key in legitimate marketing. Strategies oftan involve certification, transparent resources,
and an emphasis on ethical aspects and product sustainability. Research by Salahuddin et al. (2020| highlights
the importance of cultural and religious sensitivity in halal marketing, emphasizing the importance of aligning
marketing messages with the values of the target audience. Halal marketing refers to the strategic approach
adopted by businesses to promote and market products or services that adbere to lslamic principles and
guidalines. Thase principles include notonly the content and cormposition of the product but also overall ethical
and maral considerations in the producion and marketing process. Halal marketing recmgnizes the sensitivities
and preferences of Muslim sumers andaims to build trust and eredibility by ensuring product alignment with
their religious beliefs. Halal marketing refers to the process of promoting and positioning products and services
that conform to lslamic dietary laws and ethical standards. This includes ensuring that content, praduction
methods, and overall business practices are aligned with Islamic principles, meeting Muslim consumer
preferences and values | Ishague, FM, & Bomber, D. 2021).

In the context of halal marketing, businesses consider factors such as matenals, production methods,
certification, and supply chain transparency to meet the needs of Musim market segments. This form of
marketing goes beyond religious requirements; It is also closely linked to ethical and sustainable practices, so
that it can be acceptad by the wider community that values transparency and responsible consumption.

The Evolution of Halal Marketing Over the Last 5 Years

COwver the past five years, halal marketing has undergone 2 significant evolution, driven by changing consumer
behavior, technological advancements, and increasing global awareness of ethical consumption. Here's an
overview of the development:

1. Consumer Awareness and Demand,

2. Digitali andE €,

3. Halal Certification,

4. Sustainability and Ethics,




5. Cultural Di yand Localization,

In conclusion, halal marketing has evolved from a specific strategy to a dynamic and inclusive approach that
caters to charging consumer dynamics and market trends. This has shifted from mere religious adherence to
ethical, sustainability, and cultural considerations. The lzst five years have seen greater recognition of the
potential of halalmarketing, resulting in increased investment, innovation, andstratezic align ment with evolving
consurmer expectations. As the halal market continues to expand and diversify, businesses are expected to
further refine their strategies in order to effectively serve this signific sumer segment.

From the article utled "Ethical Consumer Behavior: A Multi-Method Study on the Impact of Corporate Social
Kw[nunmbllllym_'nnsumcrs of Halal Products” conducted by Nur Adiin Abdullah et al. m 2020 discusses
ethically based consumer behavior inthe context of halal preducts. Inan increasingly socially and environmentally
I environment, consumers are increasingly inclined wo consider ethical aspects in their purchasing
decisions. This article aims to provid seper understanding of the factors influencing consumer preferences for
halal products that alse emphasize corporate social responsibility (CSR) It eaplores the concept of

ical
consumer behavior and the importance of halal products m this context. Ethical consumers are those who consider
the socil, environmental, and economic impacts of their purchasing decisions. In the context of halal products,

the aspect of halalness 1s not only related to religious aspects but also encompasses corporate social responsibility

{CSR), such as environmental protection, animal welfare, snd social justi

e. Therefore, this study mims to
understand how CSE affects consumer preferences for halal products. The study results indieate that corporate
soctal msponsbility (CSR) significantly impacts consumer preferences for halal products Consumers tend to
prefer halal prmducts produeed by companies that consider CSR aspects, such as s clean environment, employee
weltare, and contnbutions to society. Factors such as brand trust, transparency, and consumer engagement also
stromgly mfluence consumer purchasing de ns regarding halal products,

Furthermare, the study identifies several practical implicatons for halal product manufacturers and marketers.
First, manufacturers must consider their business practices comprehensively, including CSR aspects. to enhance
the attractiveness of their halal products o consumers. Second, marketers should levem@ effective
communication to convey messages about ther corporate social resporsibility o consumers. This can be done
through various communication channels, including socil media, advertising campaigns, and collabomations with
influencers. Additionally, the study indicates that halal consumers have a greater need for information and
tansparency about the produects they consume. There fore, it is imporant for manufacurers and marketers w
provide clear and easily aceessible information about the halalness of their products and their business practices.

In the book "Halal Brandmg snd Marketing: Challenges and Opportunities” by Jonathan A, J. Wilson (2018), a
comprehensive overview of branding and marketing strategies i the halal industry 1s provided. This book not
only discusses effective halal product marketing strategies but ako highlights the challenges and opportunitics
faced in this mdustry context. By providing valuable perspectives, this book serves as a useful guide for business
practitioners secking to successfully market halal products. From understanding the needs and preferences of
Muslim consumers to branding strategies that remforee brand trust and suthen , this book presents msightful
perspe on the dynamics of the halal market. By emphasizing the existing challenges and opportunities,
readers gam a better understanding of how to address the complex of marketmg in this rapidly growing
mdustry. Overall, this book 15 a valuable resource for those interested m gaming deeper insights mto effective
branding and marketng strategies in the evolving halal industry context.

C. Integration of technology in marketing

The integration of technology in marketing has transformed consumer engagement and business strategies.
Augmented reality isa tachnology, virtual reality (VR), and now the metaverse opens up opportunities for brands
to create unique experiences. AR and VR technologies have been used in various marketing campaigns to
improve consumer interaction and percaption. For example, apps that allow consumers to visualize products in
real environments are used by companies like kea The metaverss offers a develop experience in the
interaction journey that allows consumer brands to be mome immersive and interactive. Gamified, personalized,
and engaging experiences in virtual reality (VR)-based fashion apps can increase in-app purchase intent by
meeting consurmner needs. The study explores the marketing promotion context of immersive VR




implamentations with a focus on powerful and interactive consumer experiences. In an affort to increass in-app
purdhase intent, this research shows that the use of gamification elements in VR fashion applications can trigger
consurmer engagement and motivation to interact more. Perconalization is also a major concern, with research
showingthat personalized experiences anstrengthen emotional bonds. between consumers and brands, driving
higher purchase intent Interactive and engaging experiences through VR can have a pesitive impact on
increasing purchase intent, in particular. It's time to experience meeting consumer needs, such as entertainment,
product exploration, and social interaction. The integration of technelogy in marketing refers to the assimilation
of technology tools and platforms into various aspects of marketing strategies and practices. This integration is
gdided by the belief that technolegy can enhance and strengt e effectiveness of marketing efforts, meeting
the evaolving s and preferences of the modern consurmer (H. Y. Kirm et al., 2020)(Baker et al., 2019)
o]

According to the theory of Diffusion of Innovation, the process of integration of technology in marketing follows
a pattern of adoption and adaptation by various consumer segments, Innovators and early adopters embrace
new technological advances, often |aying the groundwaork for mainstream adoption. The theory emphasizes the
role of communicatiaon channels and influencers in disseminating informatiaon about the benefits of technology,
further aceel erating its integration. The integration oftech nology through various dimensions. First, digital
platforms have revolutionized communication, allowing brand angage directly with their target audiance
through social media, websites, and mobile apps. These indghts inform targeted marketing campaigns, ensuring
that the right message reaches the right audience at the right time. Third, autormation simplifies processes,
increasing efficiency and consistency. This can not only strengthen the appeal of brands and products, but also
gve consumers more close experience with the product, which in turn can increase in-app purchase intent. It
was underlined that the use of VR in fashion apps can result in interactive, personalized, and entertaining
experiences that significantly increase in-app purchase intent. By connecting elements of gamification,
personalization, and interactivity, VR can be an effective tool in the promotion of marketing strategies, allowing
brands to create more immersive experiences and uplifting emotions that can drive conversions and consumer
loyalty. (Bugzilla &; Munteanu, 2020|.(behave &into, 2021)

D.  Ethical consumption and sustainability

Increasing consumer interest in consumption ethics and sustainability has shaped the marketing landsczpe. The
CEilen of consumption ethics goes beyond product attributes and addresses the broader impact of consumption
on society and the envirmnment. Consumers are increasingly looking for products that match their values, be it
in terms of fair trade, eco-friendly practices, or adherence to cultural and religious principles. Scholars such as
crane et al. (2019) emphasize the role of consurner activism in shaping ethical consumption patterns, which in
turn puts pressure on businesses to adopt sustainable and socially responsible practices. The convergence of
dimensions of metaverse technology, halal marketing, integration technology in marketing and consumption
ethics offers exciting areas of research. Theintegration of metaverse technology inhalal marketing strategies has
the potential to relate authentically with consumers who are not only concerned with the halal status of
products, but also seek choices generated in an ethical and ethical manner. As consumers interact with the digital
and physical worlds, the metaverse becomes a space whereconcerns intersect, potentially resulting in innovative
carmpaigns that have resonance on multiple levels. (Y. K. Kim & Sullivan, 2019)(Peng, 2023)

III.  Research methods

A. Study approach .
41

This study adopts qualitative and quantitative approaches to gan comprehensive insights into the deep
integration of the metaverse in marketing halal products. Qualitative approaches are used in literature analyss
and case studies to explore a de=p understanding of metaverse concepts, halal marketing, and the impact of
integration. Meanwhile, a quantitative approach is used in consumer surveys to collect quantitative data that




measures consumer perceptions and preferences towards the use of tha metaverse in the context of marketing
halal products.

B. Datacollectionand analysis

In the context of the study "Metaverse Intagration in Halal Marketing: Charting & N ath to Promote Ethical
Consumption,” the integration of qualitative and quantitative methods can enhance understanding of how the
metaverse can be utilized as atool to promote more ethical consumption in the halal markat. The following are
the steps undertaken:

Data Collection:

Qualitative: Conducting in-depth interviews with Muslim consumers regarding ther perceptions of halal
products in the metaverse can provide insights into the ethical values they prieritize in purchasing Quantitative:
Administenng online surveys to Muslim communities participating in the metaverse to measure the extent of
their awareness of halal products and their level of engagament in related marketing activities. Data Analysis;
Integration of Qualitative and Quantitative: Qualitative thematic analysis can raveal the motives and values
underlying consumer behavior regarding halal products in the metaverse. Meanwhile, quantitative statistical
analysis can provide a broader overview of the prevalence of awareness and consumer behavior in this context.

Data collection involves steps such as literature study, guestionnaire survey preparation, and distribution surveys
to approprate respondents. The ollected survey data is analyzed using statistical analysis toals such as
frequency, percentage, and average The results of the data analyss translate into findings that may support
objective research.

Use Metaverse
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Figure 1. Level use Metaverse

The provided data includes three cbserved varables: the level of engagement in halal products (on a scale of 1-
5), knowledge about the metaverse (on a scale of 1-10), and preference for using the metavarse in marketing
halal products (on ascale of 1-7).

Here are some general interpretations of the given data:

1. Level of Engagement in Halal Products: The data shows variaticn in the leve of engagament users have
with halal products. Most of the data ranges from 2 to 5, with the majority 25 64% of respondents
having a moderate level of engagement in halal products, while some reach higher levels.

[

Ki dge about the se: Respondents demonstrate varying levels of knowledge about the
metaverse. The majority 30.77% of respondents have knowledge ranging from scale 3 to 8, with most
faling inthe middle of this range. There is a fairly significant variation in knowledge about the metaverse
among the respondents,

3.  Preference for Using the Metaverse in Marketing Halal Products: The data illustrates respondants'
preferences for using the metaverse in marketing halal products. The majority 26.64% of preferences
fall between sales 3 to &5, with a small portion of respondents having preferences outside this range.




Overall, there seems to be a corralation between knowledge sbout the metaverse and the preference for using
it in marketing halal products. However, further analysic is needed to better understand this relationchip.

Table I. Consumer knowledge of the metaverse

Know Don't know
Number of respondents 150 50
Fercentage 7584 25%

Perception of the sustainability of halal product marketing using the metaverse,

From the carefully processed survey data, aclear trend emerges —around 60% of respondents expressed a strong
belief that the deep integration of the metaverse in the marketing of halal prnﬁxs can effectively raise
awarenzss regarding sustainability. These statistically significant insights underscore the potential utilization of
the metaverse as a dynamic tool that not enly promotes halal products but also drives important sustainability
messages. By recognizing the correlation between metaverss integrabon and sustainability awareness,
businesses can strategiclly tailor their marketing efforts to be accepted by consumers who prioritize ethical and
ironmentally responsible choices. Synthesis of gualitative and quantitative approaches in this study

Provide a comprehensive understanding of the patential impact of deep metaverse integration in halal prod uct
marketing. By blending experiential narratives from gualitative data with statistical trends obtained from
quantitative analysis, this study aims o provide helistic insights. It aims to uncover not enly the perceived
dimension of consumer preferences but also the real impact of in-depth marketing strategies on halal products
in the metaverse.

Table 2 further enriches the research findings by presenting a visual representation of the complexity of
consumer percepti he data summarizad in the table delves deeperinto the intricate nuances of consumer
preferences that areclosely related to the integration of the metaverse in hal al prod uct marketing. By juxtaposing
qualitative narratives with quantitave patterns, multidimensional understanding emerges. This tableau of
insiphts cerves as avaluable compass, guiding businesses in navigating an ever-evolving landscape of consumer
expectatione and preferences. In conclusion, the survey results affirm the potential of desp metaverse
integration in raising 3@5 of custainability ac demonstrated by a significant conssnsus among
raspondents. This research, which Uses a mix of qualitative and quantitative methodol s, seaks to uncover a
paneramic picture of the impact of metaverse integration on halal product marketing. As the digital landscape
continues to evalve, these findings will empower businesses to effectively leverage the metaverse forimmersive
and impactful marketing of halal products, while remaining aligned with the importarce of sustainability and
consurner values.

Table Il. Characteristics of consumer survey respondents

NO. Age Gender Education the consum ption of halal products
1 25-34 Son Bachelor -5 years

2 35-44 Woman Diploma 1-2 years

3 1824 Son Bachelor < lyear

4 45-54 Woman Guru 5-10 years

5 25-34 Woman Bachelor 1-2 years

Metrics in a table to measu re the extent to which consumer behavior reflects preferances for sustainability and
justice in purchasing halal products:

Tabel lll. Metrics Preferences




Percentage of Sustainable
Product Purchases

Percentage of Local
Product Purchases

Participation in Ethical
Award Programs

Perentage of Purchases
Based on Justice

The percentage of total purchasas of halal products that have

sustainability certification, such as erganic or environmentally friendly

labels, )

The percentage of total purchasas of hala products produced locally,

indicating support for the local economy and reduction of envirenmental

impact.

The percentage of consumers actively paticipating in award programs or

ethical labels that promote sustainability and justice in the sup ply chain

of halal products.

The percentage of consumers choosing halal brands or prod ucts invo lved

in social or charitable Initatives sup porting vulnerable communities or
bating social Injustices.

alples
5  Wilingness o Pay

The percentage of consumners willing to pay a higher price for halal
Premium forSustainable  products with sustainshility labels or complying with ethical standards in
Preducts production,

Using this table, for tracking and compare guantitative data from various metrics to assess how consumer

behavier reflects preferences for sustainability and justice in the context of purchasing halal products.

IV. Results and Discussion.

A, Increased consumer engagement

One of the sgnificant results of the desp integration of halal product marketihg is increased consumer
engagement. In a metaverse ervironment, consumers are not only passive spectators, but they can also interact
directly with products and brands. This creates opportunities to build more relationships betwesn brands and
consurmers, which can ultimately increase consumer loyalty. Table 2. Shows that as many as 50% of consumers
experience a high level of engagement in the metaverse environment. This shows that the potential for direct
interaction with products through virtual platforms provides significant appeal to consumers. The supporting
data prasented in Table 2 corroborates the qualitative narrative, highlighting the extent of increased consumer
engagement in the metaversa, Impressively, the data reveals that 50% of consumers report high levels of
engagement while exploring the metaverse environment. The disclosure of this figure greatly underscores the
potential for direct interaction with products facilitated through virtual platforms. Evidently, this immersive
interface not only grabs consumers' attention but sleo has the poteptial to significantly influence their
percaptions and decisions. The importance of these findings is reflected in the s of marketing and consurmer
behavior As traditional advertising models shift to experiential marketing, the metaverse is emerging as a
powerful stage far this transformation. Thedirect interaction and engagement that consumers experience inthis
virtual domain has a long-lasting impact. This engagement not only sparks consumer curiosity but also
strengthens the emotional connection to the brand and its offerings. As a result, this relationship building can be
a powerful driver of consumer loyalty, transcending the boundaries of conventional marketing strategies. In
essence, the deep integration of the metaverse in the marketing of halal products s driving consumer
engagement to unprecedented levels. The capacity of the metaverse to facilitate direct interaction between
consurmers and products manifests as a dynamic force that can reshape consumerbrand relationships.
Metamorphosis from passive observer to engaged participant poised to revolutionize the marketing landscape,
forging deeper relationships that ultimately strengthen brand loyalty and consumer trust.(Zhang, 2022)

Table V. The level of consumer engagement in the metaverse environment

Engagement rate Percentage of consumers
Low 15%
Now 35%




Tall 50%

B. Personalized brand interaction

In an increasingly personalized world, metaverse integration prowi n opportunity for brands' halal products
to deliver experiences tailored to Individua consumer preferences. For example, & halal food brand can createa
virtual experience where consumers can customize their own dishes based on food needs and tastes. Survey
data shows that about 65% of consurners expect this kind of personalized experience. From the table below, it
can be seen that the majority of consumers, namely B5%, wnsider personalization interactions with halal brand
products important or very important. This indicates a significant demand for experiences that are more
personalized and relevant to individual preferences In our increasingly personalized world, metaverse
integration prasents exciting opportunities for halal product brands to offer experiences tailored to individual
consurmers' unigue preferences. This form of engagement goes beyand comman marketing ap proaches, allowing
brands to immerse consumers in a virtual world where they can tailor their interactions to align with their
personal tastes and needs. An example is the halal food sector, where brands @n createvirtual expenences that
dlow monsumers to modify dishes according to their food needs and taste preferences. The survey data
underscores the resonance of this concept, with 65% of consumers expressing strong expectations of this level
of personaization.(Read & Key, 2021)

Table 2 adds to these expectations by uncovering substantial alignment betwesn consumer preferences and the
concept of persenalization in a metaverse environment. Noteworthy is the fact that the majority, Le. B5%,
consider personalized interactions with halal product brands as important or very important The findings
provide an empirical basis for the demand for increased personal ization, a sentiment poised to reshape the way
brands approach their marketing strategies. The implications of thisrevelation are far-reaching. The era of one-
size-fits-all keting is giving way to a landscapewhere brands are using technology totailor every consumer's
experience. By leveraging the immersive capabilities of the metaverse, brands @an create experizncesthat closely
match individual preferencas. The mataverse is becoming @ canvas where brands can paint experiences that not
only captivate consurmers but also validate their unique choices and preferences. The importance of this
personalizstion is more than just engagement; It delves inte the area of consumer loyalty. When consumers find
experiences tailored to their tastes and needs, they tendtoperceive the brand as one that truly und erstands and
wvalues them. This emotional connection increases brand loyalty and, in turn, influences purchasing decisions. As
aresult, the integration of the metaverse in halal product marketing is not solely about engagement; Thisis an
important strategy for fostering lasting relationships and setunpdedicated consumer base. [n mnclusion, the
integration of the metaw in the marketing of halal products has the potential to revolutionize the way brands
interact with consumers. The ability to deliver personalized experiences that meet individual preferences aligns
with modern consumers' desire for customized interactions. The synergy between consumer expectations and
the potential of the metaverse underscores the importanceof deliveringtailored meetings. Brandsthat recognize
and harness this power are poised to create a paradigm shift in consumer-brand relationships, thersby driving
engagement and loyalty to unprecedented levels(Lyu et al, 2018)(Lyu et al., 2018)

Table V. Preference for personalized interactions with brands

Personalize preferences Percentage of consumers
Very important 30%
Important 35%
Less important 20%
Not important 15%

€. Increase consumer awareness about halal products.

The integration of the metaverse hasalse had a majorimpact inraising consumer awarenassabouthalal products
and the principles surrounding them. The virtual environment can be utilized to provide interactive education
about the halal production process, certification, and the importance of ethics in the halal industry. Data from




the survey showsthat around 75% of consumers heliaueﬁthe useofthe metaverse can halptherm understand
halal praducts better. From the table below, it can ba seen that as many as 75% of consumers consider the use
of the metaverse effective in increasing their swareness about halal products. This shows that virtual platforms
are zble to provide more interactive and interesting information for consumers.

Based on the percentages that have been presentad, there seems to be a significart relationship between
knowledge about the metaverse and the level of engagement in halal products that use the metaverse. It can be
ohserved that the highest percentage on the level of involvement in halal products is on a scele of 5, while the
highest percentage on knowledge about the metaverse lies on a scale of 7-8 This shows that the majority of
qmndenzs whohave better knowledge of the metaverse tend to be moreinvolved in halal products that utilize
the metaverse. Meanwhile, related to the preference of using the metaverse in the marketing of halal products,
the cohesive relationship with the level of knowledge about the metaverse or the level of involvement in halal
products is not very clear. There is a more even distribution amang different scales for the praference of using
the metaverse in marketing halal products. This may indicate that knowled ge of the metaverse ar the level of
engagement in halal products does not directly correlate with metaverse usage preferences in the context of
halal product marketing. From the data provided in Table V, there ica corralation between the Eh‘gctm?.s of
using the metaverse in increacsing awareness of halal products and consumer perception: of it. It can be
concluded that the majority of respondents, around 40%, consider the use of the metaverse as very effective in
raising awareness of halal products. Followed by the perception thatthe use of the metaverse is stll considered
effective by around 35% of respondents. Meanwhile, about 15% of respondents stated that the use of the
metaverse is lass effective in raising maren@{ halal products, and 10% of respondents consider the use of
the metaverse ineffective in this regard. This shows that the majority of respondents tend to see the use of the
metaverse as an effective tool in raising awareness of halal products, but a small percentage still have a less
positive view regard ing its effectiveness.

Table VI. The effectiveness of using the metaverse in increasing awareness of halal products

A of effec Percentage of
Highly effective A
Effective 35%
Less effective 15%
Ineffective 108

. Connectstronger emotions with brands

The emaotional connection betwean consumers and brands has a significant influence on influencing purchasing
decisions and brand loyalty. Metaverse integration allows halal product brands to build stronger connections
emationally through immersive interactive experiences. Through emotional narratives and wvisualizing brand
walues, consumers can feel more connected to halal product brands. From the table below, as many as 45% of
consurners bdieve that metaverse integration results in an emotionally stronger connection with halal product
brands. This shows grest potential in creating a deeper and more sustainable bond between consurmers and
brands. This proves that the deep integration of halal product marketing has great potential to change the
method of consumer interaction with brands. Increased personalitation, increased awareness, and stronger
emational connections are benefits that an be gained through this approach. 8y combining technology and
deep marketing experience, brands' halal products can create more meaningful relationships with consumers,
drive loyalty, and meet ever-higher consumer expectations (Didd & Niehm, 2017 )(Habib et al., 2022)

Table VII. Perception of an emotional connection with a brand through the metaverse

Perception of emotional connections  Percentage of consumers

Stronger A5%
Equally powerful 30%
Not strong enough 15%

Na connection 10%




V. Practical implementation

A. Marketing development campaigns with the metaverse

Ceep metaverse integration in marketing halal products allows for the development of more engaging and
interactive campaigns. This kind of campaign can include inviting the participation of virtual elements of
consurmers, such as virtual contests, virtual tours, or live performances in a virtual environment. For example, an
available halalfood brand developed a campaign that invites consumers to take a role in "serving” a dish through
virtual interaction. This not only increases consumer engagement, but also builds a strong impression of the
brand. From the table below, about 40% of consumers are interested in virtual contests as the most engaging
type of marketing campaign in the metaverse environment. This shows great potential to engage consumers in
new and creative ways.(Verma et al., 2022)

Table VIIl. Types of marketing campaigns with themetaverss are most attractive to consumers

Campaign type Percentage of consumers
Virtual contests 40%
Mayan Tur 25%
Show live 20%
Cther 15%

B. \Virtual experience inhalal production process

The metaverse allows hala product brands to provide an immersive virtuzl experience of the halal production
process. Consumers can follow every step from selection materials to the certification process, providing greater
transparency regarding the consumption of their products. For example, In a virtual environment, consumers
can "interact" with halalfams or production facilities and understand better about the ethical principles invelved
in production. From the table below, approximately 75% of consumers believe that an immersive virtual
experience explaining the halal production process s very effactive or effective. This shows that this approach
provides significant addad value in building consumer understanding of halal products.

Table IX. The effectiveness of immersive virtual experiences delivers the halal production process

Experience effectiveness Percentage of consumers
Highly effective 35%
Effective A%
Less effective 15%,
Ineffective 10%

C. The product journey from source to consumer through the metaverse

The metaverse also allows halal product brands to depict the product joumey from source to consumer more
visually and immersively. Consumers can "follow” the product's journey through a virtual environment, seeing
the material of origin, the production process, transportation, and finally getting to their hands. This creates
more transparency and great trust between brands and consumers. From the table below itcan be seen that the




majority, which isaround 80% of consumers, like the idea of presenting halaltravel prod ucts through a metaverse
environment. This chows great potential to bring consumers clocer to the original product.

Table X. Consumer preference for presentingtravel products through the metaversa

Travel preference Percentage of consumers
Highly liked 45%

Like 35%

Less preferred 15%

Disliker 5%

D. Useof available metaverse platforms or custom development.

At the implementation stage, halal product brands can chooss to use existing metaverse platforms or develop
custemnvirtualenvironments according to brand needs, the study reveals competitive strategles used by Ontario
farms to market products directly to consumers. The reporthighlightsthe business practicesundertaken by farms
0 achieve success in direct marketing and how external factors shape their strategies. The use of existing
platforms, such as varchar or decentralized and, can speed up the implementation process and reduce sts.
However, custom development can provide more flexibility in delivering a brand-appropriate experience. From
the table below, around 60% of brands choose halal products because they use existing metaverse platforms,
while 40% cheose to develop custom virtual envir nts This shows that there are various choices according
to each brand's strategy, such as research that explores the impact of online e-commerce interactions on
consurner satisfaction through big data algorithms. By utilizing big data analyss, this study aims to identify
consurmer behavior patterns and their relation to satisfaction levels, providing insights for e-commerce
companies to improve Interaction with consurners and increase loyalty. .(Natu & Aparicio, 2022)|Haddad et
al., 2021)

Table XI. Decision to use the metaverse platform

Metoverse platform usoge results Brand percentage
Using an existing platform _ B0%
Development of dedicoted virtuol environments A0%

Through implementation practices that focus on devel oping engaging marketing campaigns, virtual experiences
in production precesses, travel products, and the use of metaverse platforms, halal product brands can create
mare immersive and personalized interactions with consumers. . By hamessing the potential of the metaverse,
brands can build strong engagemert, increase consumer understanding, and create more cose relationships
with their products. What's more, the option to use existing platforms exists or devel acific flexibility in
choosing an apprDal:h fits the brand's vision and marketing goals. They introduced gent-based model
with social interaction to predict the performance of new products probabilistically and at scale. This model has
the potzntial to guide panies in making decisions regarding new product launches based on complex sacial
interactions. .[Parviero et al., 2022)(Herz et al., 2022)

Vi. Social implications

The implementation ofthe desp metaverse of halal product marksting has a wider impact than just the business
aspect. This also has implications for the need for social considerations in an effort to harness the potential of
this technology.

4. Increasing technological literacy This can encourage consurmers to expand their technological
knowledge, which can ultimately bring benefits Invarious aspects of their lives.(Li et al., 2023)




b. The impact on consumer culture The results help brands in designing more impacdful social media
content to capture consumer attention and engagement. . This can chape a new consumer culture
whera virtual interactions with products become more common. This cultural impact will affect how
censumers perceive and interact with brands as well as how brands understand and respond to
censurmer needs.(Park & Ha, zcm

c.  Improved consumer experience This can help brands to strengthen relationships with consumers and
create memorable experiences, which inturn canincrease consumer loyalty.

d.  Accessibility and inclusion. Efforts must be made to make these experiences accessible to different

walks of life, including those who may have technelogical limitations.

Better halal education Consumers can experience the production process, certification, and ethical

values in a virtual ervironment. This opens up opportunities to increase consumers' knowledge and

understanding of halal products, which in turn can strengthen their trustin halal brands.

f.  Impact on social interaction and consumer behavior You can use the metaverse also in the form of

consumer methods of social interaction. Consumers might start discussing their virtual experiences,

sharing view8efdl halal brands and products, and even shaping the topic of these local online
communities. This can change the way consumers interact inthe digital environment and influence their
purchasing decisions.

Dependence on technology On the other hand, the application of the metaverse can also lead to

dependence on technology. Consumers may becorne more accustomed to virtual experiences, whi

can affect their perception of physical interactions with products. This requires brands to maintain a

balance betwegn virtual and real experiences.

]

L

In addition to having an impact on its business, the application of the metaverse in marketing halal products has
significantimplications sodally. From increased technological Inacy toimpact on consumer culture and social
interaction, the utilization of the metaverse is fueling changes in the way consumers interact with halal brands
and preducts. By understanding and managing these social implications, brands can maximize the benefits of
these hnologies while maintaining brand values and purpose in the broader cultural and societal context. (H.
1. Kim €t al, 2014)(Jin et al., 2021)

A number of variables of celf-potantial may be more influential:

1. Consumer interaction: if consumers are very active in participating in virtual contests, virtual tours, or
live performances, this can show a great influence on their interaction with halal brands and products.
Intense interactions can form strong perceptions and relationships. _

[

Understanding halal §flucts: increasing consumer understanding of halal products through virtual
experiences can have a significant impact on the level of consumer trust and loyalty t halal brands.

3. Preference campaignmarketing: if a campaigntype like avirtual contect hac a higher preference among
censumers, it can be a powerful marketing tool toinoease consumer engagement and interaction.

4. Impact on social interactions: if the use of the metaverse affects the way consumers interact socially
and farm online communities, this could have a long-term impact on brand perception and purchase
decision-making.

5. Degree of dependence on technology: the impac of consumers' dependence on technology and how
much influence their perception of the product physically affects can also have a major influence on the
way they interact with the product inthe real word.

Virtual fitting room with halal concept is a virtual space specifically designed to allow users, especially Muslim
women, to try on various clothing and fashion products according to Sharia rules with guararteed privacy. The
space offers an experience that allows users to create personalized avatars that match, custormnice their
preferences, sizes, colors, and dress styles according to religious rules. The function of separation between
Muslim women and men is embodied in this virtual space, maintaining modesty and comfort. Users can explore
a wide selection of clothing, hijabs, or accessories in a realistic virtual environment. In this space, users can try
on clothes, see how they leok on their avatars, and make shopping decisions that comply with halal principles in




a safe and Sharia-compliant ervironment. All of this allows users to experience an interactive and adequate
shopping experience, according to theirneads and religious values.

VII. Conclusion

From the analysis of various multidisciplinary perspectives on the metaverse and the application of virtual reality
(VR}in pro@nal marketing it can beseen that the potential and challenges that exist need to be approached
holistically. The metaverse presents a significant opportunity to create interactive, personalized, and engaging
consumer axperiencas through technologies such as VR However, it is important to add ress challengessuch as
technology dependence, equitable accescibility, and its impact on social interacion. The application of VR in
promotional marketing canincrease consumer engagement through gamified experiences that meet their needs.
However, marketing strategies must consider the sustainsbility of VR experiences and ensure alignment with
brand values and goals. Continuing the analysis of multiple multidisciplinary perspecives on the metaverse and
the integration of virtual reality (VR| in promotional marketing, a holistic approach is essential to navigate the
potential and challenges that exist. The metaverse, as a world full of promise, offers a transformative canvas for
creating interactive, personalized, and captivating consumer experiences, especially through the immersive
capabilities of VR technology. Nevertheless, the cxpluit@f these opportunities must be accompanied by a
comprehensive examination of the intricacies at hand. The potential of the metaverse to revolutionize the
consurmer experiznce cannot be underestimated. Through VR, brands can go beyond traditional marketing
aoproaches and immerse consumers in dynamic, multisensory narratives that cater to individual preferences.
However, this|eap into the metaverse requires a balanced response to various challenges. One such challengeis
the potential for over-reliance on technology, which could potentially isolate certain consumer segments and
raise questions about digital addiction. In addition, ensuring equitable accessibility across diverse demoegraphic
groups is critical to preventing the inadvertzntly exclusion of some communities from this transformative
experience. In addition, itsimpact on siJal interaction must also be taken into account. Although the metaverse
encourages personalized interactions, it is important to strike a harmonious balznce between digital and real-
world interactions. An overemphasis on virtual interactions has the potential to erode the richness of face-to-
face meetings, underscoring the need for different approaches that complement rather than replace human
interaction. The integration of VR in promotional marketirg offers an exciting avenue, particularly through the
implementation of gamified experiences that satisfy consumers' innate desire for engagementand challenge. By
seamlessly incorporating entertainment and education, marketers can meet consumer neads while effectively
conveying brand messages. However, itis important to ensure that this experience remains sustainable, bath in
terms of technology adoption and alignment with brand values. Exaggerated experiences may attract initial
attention, buttheir long-term viability and resonznce depend on their ability to align with the brand's ethos. In
conclusion, while the metaverse and VR hold great promise in transforming consumer engagement and
experiences, their implementation requires a comprehensive approach that considers both potential and
challenges. The immersive and personalized nature of the metaverse may redefine marketing, but the
responsible use of this transformative technology requires consideration of accessibility, sodal implications, and
sustai nability. As brands enter this dynamicworld, it is the alignment between innovation and responsibility that
will ultimately pave the way for lasting consumer relationships and lasting success,

Recommendation, as a next step, it is recommended to dive dezper into the application of VR technology in
marketing strategies. Developing more personalized content, designing sustainable experiences, and ensuring
inclusivity for different consumer groups are factors to consider. In addition, further research into the social and
psychological impact of virtual interactions and comprehensive evaluation of the effectiveress of VR campaigns
can provide richer insights to optimize marketing strategies using this technology.
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