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ABSTRACT

The goal of this study is to determine how well-informed students are about halal cuisine and how social media
affects their dietary choices, particularly for Muslim students attending Malaysian institutions. Students' eating
choices are being impacted by the current trend of popular culinary videos on the internet via platforms like
YouTube, Instagram, and TikTok. Students are often enticed to try new cuisines by these social media trends
without verifying whether the restaurants are certified halal. Food choices were found to be significantly
influenced by social media, particularly by user suggestions and visually appealing content. To sum up, more
creative, interactive, and tech-based halal education approaches are required. Therefore, in order to influence
students' behavior toward adhering to halal food choice behavior, the study suggests that there be more halal
education through online media in addition to strategic cooperation between educational institutions, halal
regulators, and social media networks.
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INTRODUCTION

With an annual worth of trillions of dollars, the halal industry has become a crucial element of the world economy
(Abdul Mokti et al., 2024). Being a world pioneer in this field, Malaysia has made a name for itself as a leading
center for halal goods and services, contributing significantly to halal production, certification, and innovation
(Bidin et al., 2021). The industry is divided into a number of areas, including finance, food and beverage,
pharmaceuticals, and cosmetics, all of which require specific knowledge and abilities to guarantee rigorous
adherence to halal standards (Ariffin et al., 2023). Malaysia retains its prestigious position in the global halal
market because of the hard work of qualified halal professionals (Ibrahim et al., 2022). In addition to managing
halal certification procedures, these experts play a major role in quality control, research and development, and
the calculated growth of Malaysia's prominence in global marketplaces. The need for qualified halal experts
keeps rising as the number of Muslims worldwide rises and consumers become more conscious of halal
principles (Nur Azira, et al., 2025).

Anything that is permitted or legal under Islamic law is referred to as "halal," which means "permissible" in
Arabic (Rahman et al., 2015). Originally focused on meat products, the halal business has a long history of
making sure that they were prepared and killed in accordance with Islamic dietary regulations. This industry has
changed dramatically, broadening its scope to include a variety of industries like finance, modest fashion,
medicines, and tourism. The impact of Islamic law or ethics on various fields, as well as the rising demand for
halal-certified goods and services globally, have been the main drivers of this expansion. As a result, the global
halal industry has grown to be one of the fastest-growing sectors in the world (African News, 2022; Azam &
Abdullah, 2020).

Social media has a significant influence on consumer lifestyle and choice in our modern digital age, particularly
when it comes to food choices. Social media sites like YouTube, Instagram, and TikTok have shown to be crucial
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sources for marketing different kinds of viral cuisines that have a tendency to win over students. However, the
tendency is usually carried out with little regard for the halal status of the dining establishments, particularly
among Muslim students who are required by their faith to seek halal in the foods they choose. For Muslim
students, making sure the food they consume is halal is a religious mandate that must be followed. However,
social media's overwhelming impact may cause students to follow popular trends and overlook the significance
of adhering to halal compliance. According to tests, students have a modest opinion of halal status and do not
actively seek to confirm halal certification before making food purchases. It is disturbing that religious
instruction may be excluded by social media pull, especially when the culinary content being supplied is
compelling and widely accessible.

Despite the establishment of halal certification by reputable organizations like the Department of Islamic
Development Malaysia (JAKIM) to safeguard Muslim consumers, there is still a discernible tendency among
students to value food's popularity and distinctiveness over its halal status. The emergence of popular food fads
that are extensively promoted on social media sites like YouTube, Instagram, and TikTok has made this problem
more noticeable. According to a study by Zulkurnain Hassan (2022), community college students are still not
very aware of halal certification, which suggests that they are not concerned with halal considerations while
choosing foods. Additionally, teens' and students' eating habits have been found to be significantly influenced
by social media (Qutteina et al., 2021), where aesthetically appealing content and favorable ratings frequently
serve as the primary motivators for food purchases.

Because social media has such a strong hold, there is a risk that Muslim students will unintentionally eat non-
halal food. Therefore, this research is essential to determine how well-informed students are about halal status
and how much social media influences their food choices. As a result, this study offers valuable information to
a range of stakeholders, particularly Muslim students, regarding how to raise their level of awareness regarding
the halal status of the foods they often eat. Students are often exposed to viral cuisine trends that might not adhere
to the halal standard in the current digital era, when social media has an enormous effect. This helps students
comprehend that leading a halal lifestyle involves not just a religious obligation but also considerations of safety,
hygiene, and consumer ethics. It is suggested that community colleges and other TVET schools use the research's
findings to better combine halal education with students' contemporary living needs. The study's conclusions
offer authorities like JAKIM useful guidance on how to reduce the difficulties in delivering halal information to
a younger generation that is more interested in digital and social media content. As a result, the ways in which
halal is communicated to students might be improved to make them more approachable and accessible.

RESEARCH DISCUSSION

Azhar et al. (2025) stated that the summary of the last ten years' worth of worldwide research on halal awareness
shows that this area has grown in importance for both scholarly study and real-world implementation. The
systematic review's most significant finding is that, in the quickly growing halal industry, consumer behavior
and corporate strategy are significantly influenced by halal awareness, which is molded by consumer knowledge,
social context, and regulatory frameworks. This knowledge reflects its increasing importance among Muslim
and non-Muslim consumers and goes beyond the usual food sectors to include cosmetics, pharmaceuticals, and
tourism. Companies that actively raise knowledge of halal issues stand to benefit from competitive advantages
in a variety of marketplaces, and governments can use these insights to promote social cohesion and economic
growth.

Growing Numbers of Halal Awareness

In writing about halal, halal awareness has emerged as one of the most important subjects. Halal awareness has
been conceptualized differently by different researchers, however it is evident that these ideas are mostly
predicated on self-evaluation. Since self-assessment does not rely on external validation, it may be vulnerable to
additional criticism. The results show that consumers' information-seeking tendencies are demonstrated by the
steady quantity of their queries that are answered by the Mufti. Furthermore, it was found that customer inquiries
have grown more intricate and intelligent over time. This pattern implies that there is a growing awareness of
halal issues (Noor Fadhzana, 2025). Research on students' awareness of halal indicates that knowledge and
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practices related to halal are still at an alarming state. Hassan and Mohd Nor (2022) conducted research among
community college students and found a moderate level of awareness among the students about the aspect of
certification on the score of 4.13 for certification awareness and 3.95 for general halal concept awareness.

Faradewi et al. (2022) also noted that though university students have basic knowledge of halal, the practical
behavior of checking the status of halal before purchasing food is rarely done by them. This shows the disjoint
between mere knowledge and actual behavior. There is growing concern that the body of research on halal talent
development and management in Malaysia is not sufficiently comprehensive, despite the crucial role that halal
professionals play in maintaining and growing the business (Mohamad Zain et al., 2022). Malaysia's halal sector
is a major contributor to the country's economy and a major player in the international market, requiring a highly
qualified and specialized workforce to maintain halal standards across a range of industries. This lacuna in the
literature makes it more difficult to fully comprehend the opportunities and difficulties of developing a strong
talent pool that can satisfy the changing needs of the halal business. There are gaps in our knowledge of the
particular requirements, tactics, and frameworks needed to successfully develop and oversee halal professionals
due to the absence of a coherent and thorough examination.

Adding on to that, Azlan et al. (2022) showed that a student's attitude and behavior toward halal products are
highly influenced by their level of knowledge and religiosity. In this regard, Faradewi et al. (2022) reported that
family norms and perceived behavior also have a significant influence on students' choice of consuming halal
food. Hence, such halal awareness programs should be holistic in approach, covering educational aspects, social
influences, and communicative methods which would be appropriate for the current lifestyle of students. The
halal issue has evolved over the past few decades from being solely a religious duty to becoming an essential
component of the Muslim way of life worldwide (Mulyana, 2024; Sakti, 2019). The importance of consuming
products that adhere to Sharia principles is becoming more widely recognized in the context of the halal
industry's rapid development (Hafiz & Rialdy, 2024), not only as a sign of spiritual devotion but also as a
component of the identity of the contemporary Muslim consumer.

Food Content in Social Media

Shaharuddin et al. (2025) stated that the use of technology to manage daily duties is becoming more and more
popular as the globe grows more technologically sophisticated and globalized. Due in large part to both local
and international demand for Halal products, Malaysia's Halal food industry has expanded dramatically.
However, in order to guarantee long-term success, this expansion comes with a variety of challenges and issues
that need to be carefully taken into account. Stakeholders may contribute to boosting the industry's
competitiveness, guaranteeing adherence to Halal standards, and meeting the evolving demands of consumers
both domestically and abroad by acknowledging and addressing important issues.

Qutteina et al. (2021) conducted a study showing that social media influences adolescents' food choice. The
engaging and viral content of nature, such as short videos and food reviews, shapes eating norms and builds up
food literacy in young users. It also stated that exposure to food-related messages on social media was closely
associated with eating attitudes and behaviors among adolescents, in which the descriptive norms played a role
in raising consumption of unhealthy foods. Filippone et al. (2022) present that the longer the exposure to food
content on social media, the more it can trigger intense cravings to try the food featured in those ads without
considering health or halal aspects. The authors reported that the proposed cognitive impulsivity mediates the
relationship between time of exposure and food craved, leading to uncontrolled eating behavior.

Some conceptual and methodological questions remain unanswered, despite the fact that interest in halal issues
in Muslim consumer behavior has significantly increased in the literature in recent years (Mujahid & Muthohar,
2023). It is challenging to generalize or reproduce the findings of several earlier studies due to discrepancies in
the definition and assessment of halal awareness (Selian, 2024). This might imply a possible threat that Muslim
students will be encouraged to try the viral foods without checking their halal status because of great visual and
social persuasiveness evoked through digital media. According to previous studies, awareness of halal among
students is still possible to be enhanced and that social media is a powerful means of shaping food selection
behavior. The contribution of this study is that there has been very little research that discussed both aspects
simultaneously: halal awareness and social media influence among Malaysian TVET students.
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CONCLUSION

It has given a clear picture on the awareness level of the halal status of food among the Muslim students and
what contribution social media makes on what they consume daily. The results indicated that though the level
of awareness about the importance of halal is very high, at the same time, a major impact on eating behavior due
to social media still exists. The increasing viral food phenomenon through social media awareness has brought
new challenges to maintain the halal way of life among youths who are highly exposed to digital information.
Malaysia retains its prestigious position in the global halal market because of the hard work of qualified halal
professionals (Ibrahim et al., 2022). In addition to managing halal certification procedures, these experts play a
major role in quality control, research and development, and the calculated growth of Malaysia's prominence in
global marketplaces. The need for qualified halal experts keeps rising as the number of Muslims worldwide rises
and consumers become more conscious of halal principles.

Muslim consumers' awareness of goods and services that adhere to Islamic standards has significantly increased
as a result of the worldwide halal industry's rapid development (Al-Mazeedi et al., 2020). The term "halal
awareness" describes how well-informed consumers are about halal ideas, such as the production process, the
materials and instruments used, and halal certification (Abhinaya & Setyawan, 2024; Safitri & Afandi, 2023).
It can be concluded that effective halal education and communication is needed and should be compatible with
the lifestyles of students nowadays. Therefore, in developing high awareness on being halal, this paper also
highlighted the responsibility of all educational institutions and government agencies through their
collaborations and digital communities in order to strengthen the practice of being halal among students. These
gaps hope to improve to the extent that, with appropriate interventions, students will make wiser, more ethical,
and Shariah-complimenting food choices.

Malaysia's halal food industry can be promoted as a worldwide standard in a number of ways. Stakeholders and
other Malaysian parties should coordinate their efforts as Malaysia is making multiple attempts to develop this
identity. The combination of scholarly sources demonstrates that halal practices are unreliable, which causes a
number of issues and challenges in the food industry. All Malaysian industries frequently face problems and
challenges, which are brought on by either management or employees. Many entrepreneurs in Malaysia are
engaged in the production of Halal culinary items. However, due to their tiny size, their competitors face fierce
competition in the market because of limited resources, rivalry, technology, inadequate business networks, and
inexperience in product promotion.

There is now more competition in the global halal market. The challenge of providing the expanding halal market
has been taken on by other Asian countries, such as Thailand, the Philippines, Brunei, Singapore, Indonesia, and
China, through a variety of initiatives and by utilizing their current advantages. Similar to those offered by
Malaysia, a number of initiatives seek to advance investment and commerce, strengthen halal certification
organizations, and assist R&D in the halal food industry as it works toward full halalan-toyyiban status. The
results of this study ought to provide a basis for understanding the issues and challenges for upcoming scholarly
investigations and perspectives (Shaharuddin et al., 2025).

As what is being discussed by Shaharuddin et al., (2025), a significant component of the Malaysian halal industry
is halal food products. The sector is growing quickly and contributes significantly to Malaysia's economic
expansion. Operators in the food industry find it challenging to incorporate the Halal concept into their daily
operations. To give a more comprehensive view of the current state of affairs, this essay examined problems and
difficulties from a variety of angles. Thus, by concentrating on the elements that affect entrepreneurs in the food
industry sector, this study aims to close the gap in the literature on halal food choice. It is intended that this study
would also benefit and provide perspectives on the safety behavior model to other academics, professionals, and
researchers.
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