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Abstract

This qualitative research aims to: 1) examine the definition of Halal and production based on Islamic principles; 2)
analyze the current landscape of the global Halal market; and 3) propose marketing strategies for entrepreneurs. The
study was conducted through document research, synthesizing primary data from the Quran and Sunnah, alongside
secondary data from relevant academic journals and online media.

The findings reveal that: 1) the definitions of Halal and production processes, particularly those emphasizing the
standard of "At-Tayyibat" (wholesomeness and quality), serve as the cornerstone for establishing business governance
and building international Halal brand equity. 2) The global Halal economy is experiencing exponential growth, supported

by a consumer base of nearly two billion Muslims, which has expanded into comprehensive service ecosystems and
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digital innovations. 3) Marketing strategies for entrepreneurs that integrate the marketing mix (4Ps) with frameworks of
ethics and transparency serve as vital instruments for differentiation and seizing opportunities in new market spaces
(Blue Ocean), thereby fostering sustainable competitive advantages in the global economy.

Keywords: Halal economy, Marketing strategy, Entrepreneurs, At-Tayyibat.
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