Journal of Halal Science and Technology (2023), Vol. 2 (2): 19-25
ISSN: 2957-4188 | el SSN: 2957-4196 19

HALAL LIFESTYLE ENTREPRENEURSHIP: CONCEPT,
PRACTICE, PROSPECTS, AND CHALLENGES

Aisah Bella-Salsa®, Betania Kartika, Haruna Babatunde Jaiyeoba, Mohammad Aizat Jamaludin

International Institute for Halal Research and Training (INHART), International Islamic University Malaysia (1lUM), Malaysia
“abellasalsa@icloud.com

ABSTRACT

This research paper investigates the concept of halal lifestyle entrepreneurship, a unique blend of lifestyle
entrepreneurship, halal entrepreneurship, and halal lifestyle trends. Through a content analysis of relevant
literature, this study explores how halal lifestyle entrepreneurs integrate their religious beliefs with their
business operations, prioritise personal fulfilment and ethical practices, and cater to growing consumer
demand for halal products and services. The study considers the prospective advantages of halal lifestyle
entrepreneurship, such as the opportunities arising from the expanding halal industry and ethical
consumerism trend, but also acknowledges the challenges in understanding what constitutes halal lifestyle
entrepreneurship and the complexities of halal certification and consumer education.
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1. Introduction

The global entrepreneurship landscape is rapidly evolving, encompassing lifestyle and halal
entrepreneurship paradigms. This paper examines the intersection of these trends, giving rise
to the concept of ‘halal lifestyle entrepreneurship’. This concept of entrepreneurship is
fuelled by the growing demand for ‘halal’ products and services and the trend towards
aligning businesses with personal and ethical values, which reflects the entrepreneurs’
adherence to Islamic teachings and their endeavour to incorporate a halal lifestyle into their
business journey. Given the expanding Muslim consumer market and the increasing demand
for ethical and sustainable businesses, exploring halal lifestyle entrepreneurship has become
critically important. This study aims to deepen our understanding of halal lifestyle
entrepreneurship, its practices, prospects, and challenges, thereby enhancing our knowledge
in the broader field of entrepreneurship.

Lifestyle entrepreneurship represents a distinctive approach to business ventures that
transcends traditional work-life boundaries, prioritising personal fulfilment and aligning
professional endeavours with desired lifestyles (Jones et al., 2020). Entrepreneurs adopting
this model emphasise flexibility, autonomy, and the pursuit of a holistic life experience,
integrating work seamlessly with personal aspirations (Dias et al., 2023). While halal
entrepreneurship is a niche within the broader landscape, it adheres to Islamic principles and
ethical business practices (Abdullah & Azam, 2021). It extends beyond products to
encompass fair labour, ethical finance, and environmental sustainability, resonating with
global Muslim community values.

The rise of halal lifestyle as a trend is noteworthy, representing a comprehensive way
of living based on Islamic principles. Beyond dietary practices, it integrates ethical, social,
and economic dimensions, creating a framework reflecting Islam's spiritual and ethical
aspects (Adinugraha et al., 2019). When applied to entrepreneurship, the idea is that a halal
lifestyle would give rise to a unique business model meeting the demands of a global market
seeking ethical and faith-based products and services.
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In exploring halal lifestyle entrepreneurship, it is crucial to recognise its transformative
nature. This intersection combines the principles of halal entrepreneurship with lifestyle
entrepreneurship, offering a unique value proposition that aligns personal values with market
demands. This paper dives deeper into the concept of ‘halal lifestyle entrepreneurship’, a
distinct feature of lifestyle entrepreneurship, halal entrepreneurship, and the holistic nature
of a halal lifestyle. This study aims to deepen our understanding of halal lifestyle
entrepreneurship, its practices, prospects, and challenges, thereby enhancing our knowledge
in the broader field of entrepreneurship.

2. Materials and Methods

This study utilised a content analysis approach to explore the concept of halal lifestyle
entrepreneurship. Content analysis is a systematic and objective method of analysing
qualitative data (Elo et al., 2014), such as textual materials such as research papers, books,
and journal articles, to identify recurring themes, patterns, and meanings. This study aims to
comprehensively understand the concept, practices, prospects, and challenges associated
with halal lifestyle entrepreneurship by utilising secondary data.

The literature review involved an extensive search of online databases, using specific
keywords related to lifestyle entrepreneurship, halal entrepreneurship, and halal lifestyle.
The selected articles were carefully screened based on predetermined inclusion criteria, such
as relevance, peer-reviewed publication, and availability of full-text articles. It is important
to note that this study solely relies on secondary data and does not involve primary data
collection. The content analysis methodology employed in this research aims to contribute
to the current body of knowledge in entrepreneurship research and provide a foundation for
future explorations.

3. Results and Discussion
3.1 Halal Lifestyle Entrepreneurship Concept

Based on the literature review, the intersection of these three trends -lifestyle
entrepreneurship, halal entrepreneurship, and halal lifestyle-gave way to the development a
new concept: halal lifestyle entrepreneurship. The rise of the halal lifestyle trend is
significant in the context of lifestyle and halal entrepreneurship as it opens a new avenue for
entrepreneurs. This shift suggests that halal lifestyle entrepreneurship represents an
opportunity for entrepreneurs to integrate their religious beliefs with their business
operations, aligning with consumers' demands while promoting ethical and sustainable
practices. Thus, it can be said that halal lifestyle entrepreneurs not only run businesses that
comply with Islamic teachings but also strive to reflect a halal lifestyle in their
entrepreneurial journey.

The concept of halal lifestyle entrepreneurship represents a distinctive combination of
business activities oriented towards lifestyle, firmly grounded in Islamic principles and
ethics. Similarly, to both counterparts, financial gain is not the sole motivation for these
entrepreneurs. Instead, these entrepreneurs are driven by their commitment to their faith and
pursuing a lifestyle that aligns with their passions, ideals, and religious and moral values.
This fusion of faith, lifestyle, and business marks a significant departure from traditional
entrepreneurial motivations, which traditionally focus on economic outcomes.

Moreover, halal lifestyle entrepreneurs would be inherently guided by the halal
lifestyle principles of halal obtaining, halal consuming, and halal utilising (Menne et al.,
2022). They would conduct business operations based on ethical principles derived from
their religious beliefs. Their dedication to halal standards should reflect an approach that is
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conscientious of the origin and process of their products and services, ensuring compliance
with halal guidelines. This deep connection between their business practices and faith-based
values establishes halal lifestyle entrepreneurship as a unique subset within the broader field
of entrepreneurship.

3.2 Halal Lifestyle Entrepreneurial Practices

Halal lifestyle entrepreneurship merges lifestyle and halal entrepreneurship practices,
resulting in a unique blend of approaches. By integrating personal passions with adhering to
Islamic principles, halal lifestyle entrepreneurs can create products and services that cater to
specific lifestyle preferences while meeting halal standards. Moreover, incorporating
sustainability, social impact, and authenticity into their business strategies enables halal
lifestyle entrepreneurs to appeal to a wider consumer base and establish strong connections
with their target audience (Wan Ahmad et al., 2022). This combination of practices allows
for the development of innovative and inclusive entrepreneurial ventures within the halal
market and global industry, contributing to the overall growth and success of the halal
lifestyle entrepreneurship sector.

Like their lifestyle entrepreneur counterparts, halal lifestyle entrepreneurs would build
their businesses around their passions and interests. These businesses often revolve around
the entrepreneur's passions, hobbies, or causes, which are then transformed into beneficial
projects (Jones et al., 2020). For example, a theoretical entrepreneur who leads a halal
lifestyle and is fond of fashion may establish a business specialising in modest fashion,
satisfying personal interests while catering to the demand for halal-compliant clothing.
Consistent with the principles of lifestyle entrepreneurship, halal lifestyle entrepreneurs
prioritise flexibility and appreciate the ability to plan their work around personal lives and
religious obligations. Leveraging digital platforms (Dias et al., 2022), these entrepreneurs
effectively manage their businesses and reach their target audience, enabling them to work
remotely and at their convenience (Zamrudi & Il-Hyun, 2022).

Simultaneously, like their halal entrepreneurship counterparts, halal lifestyle
entrepreneurs demonstrate a commitment to strict ethical practices by following Islamic
principles, such as promoting honesty, fairness, and transparency in all business dealings
(Abdullah & Azam, 2021). This ethical dedication, a religious duty, is a unique selling point,
attracting Muslim and non-Muslim customers who value ethical and fair-trade practices.
Halal lifestyle entrepreneurs would implement rigorous quality controls to ensure
compliance with halal standards (Asa & Azmi, 2015). For example, a theoretical halal
lifestyle business owner in the food industry should verify that all ingredients, preparation
methods, processing, and handling meet halal standards. This commitment to strict
compliance extends beyond the product or service itself, encompassing all aspects of the
business, including operations, the supply chain, and customer relationships.

In summary, halal lifestyle entrepreneurship combines the practices of lifestyle and
halal entrepreneurship. It will likely engage in various practices to uphold Islamic principles
and guidelines in producing and delivering its goods and services. This practice involves
prioritising halal ingredients or ethically sourced materials and ensuring that the
manufacturing process adheres to Islamic standards by avoiding alcohol, pork, and other
prohibited substances. In addition, these entrepreneurs should conduct their businesses in
accordance with Islamic ethics, which includes the principles of honesty, fairness, and
openness. Furthermore, halal lifestyle entrepreneurs should pursue halal certifications for
their products or offer similar guarantees for their services, ensuring they are Muslim-
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friendly. Following their counterparts, halal lifestyle entrepreneurs should engage and give
back to the community whenever possible.

3.3 Halal Lifestyle Entrepreneurship Prospects & Challenges

Halal lifestyle entrepreneurs would capitalise on the growing halal industry with a ‘multi-
trillion-dollar global halal economy opportunity’ (DinarStandard, 2022). A fast-growing
Muslim population drives the global halal industry, the rise of e-commerce and connectivity,
and the increasing awareness and demand for halal, food security, and assurance
(DinarStandard, 2022; International Trade Centre, 2015). The rise of digital technology and
social media connectivity has provided entrepreneurs in this niche with unprecedented
opportunities to reach a global audience and tailor their offerings to specific consumer needs
(Zamrudi & 1l-Hyun, 2022). The expansion of the halal industry presents opportunities for
entrepreneurs in various industries, such as lifestyle, tourism, finance, and food and
beverages (DinarStandard, 2022), among others.

The growing ethical consumerism trend among both Muslim and non-Muslim
consumers promises exciting prospects as ethical and sustainable attributes of halal
commodities ethical and sustainable attributes appeal to a wider consumer base (Mabkhot,
2023). This large customer base allows halal lifestyle entrepreneurs to cater to various
consumer groups, increasing market prospects.

Furthermore, the ability to align business activities with personal fulfilment and
lifestyle (Dias et al., 2022) and religious values and Islamic principles (Abdullah & Azam,
2021) can be a significant motivator for entrepreneurs seeking both professional success and
personal fulfilment. This harmonious blend of personal passions and business could be a
unique selling point for them, allowing their offerings to resonate with a segment of the
population that values authenticity and personal connection with the brands they choose.

However, it is important to note that this emerging entrepreneurial path has challenges.
The complex halal certification process, which varies significantly across different regions
(Asa & Azmi, 2015), would be a major concern for halal lifestyle entrepreneurs.
Entrepreneurs who opt for halal certification must ensure that their products and services
meet these varying halal standards, which is a significant task (Asa & Azmi, 2015).

Furthermore, a sizable proportion of consumers, including some in the Muslim
community, are unaware of halal principles (Vizano et al., 2021). This would create a
marketing challenge for halal lifestyle entrepreneurs, necessitating concerted efforts to
educate consumers on the value and benefits of their halal products or services.

While rapid technological advancements provide opportunities but require
entrepreneurs to update their skills and strategies to remain competitive constantly (Dias et
al.,, 2022; Zamrudi & Il-Hyun, 2022). Finally, halal lifestyle entrepreneurs would face
standard entrepreneurial challenges such as maintaining a work-life balance (Dominici et al.,
2019), navigating income streams (Jones et al., 2020), managing multiple responsibilities
(Antunes et al., 2023), and overcoming social stigma or scepticism surrounding their non-
traditional business approaches (Ratten, 2021).

4. Conclusion

Considering the findings, halal lifestyle entrepreneurship can be concluded as a combination
of lifestyle entrepreneurship and halal entrepreneurship. It allows entrepreneurs to
incorporate their religious beliefs and lifestyle into their business operations, promoting
ethical and sustainable practices while meeting the demand for halal-compliant goods and
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services. Halal lifestyle entrepreneurs are motivated by their faith, personal interests, and
commitment to ethical principles, representing a difference from traditional entrepreneurial
motivations. They would use comprehensive business strategies that integrate personal
passions, Islamic principles, and a focus on sustainability, social impact, and authenticity to
create innovative and inclusive businesses in the halal market.

While the global halal industry presents numerous opportunities, halal lifestyle
entrepreneurs must contend with obstacles such as complex certification procedures,
consumer ignorance of halal principles, and the need to adapt to technological advances.
This entrepreneurial endeavour requires resiliency and adaptability to overcome these
obstacles. These findings contribute to entrepreneurship, especially in terms of faith-based
and lifestyle entrepreneurship. The emergence of halal lifestyle entrepreneurship illuminates
the impact of personal values, ethical commitment, and religious beliefs on entrepreneurial
motivations and practises, thereby enhancing our understanding of entrepreneurship.

Future research should focus on understanding the details of halal lifestyle
entrepreneurship and how entrepreneurs effectively manage the complexities of running a
faith-based and lifestyle-oriented business. Investigating the strategies employed by these
entrepreneurs to overcome challenges, including navigating the halal certification process
and educating consumers about halal principles, would be valuable. Additionally, exploring
the impact of digital advancements, such as e-commerce and social media, on the growth
and success of halal lifestyle entrepreneurship would provide insights into the future of this
emerging field. Furthermore, studying the factors contributing to halal lifestyle
entrepreneurs' success, such as the role of faith, ethical commitment, and personal interests,
would offer valuable insights for aspiring entrepreneurs in this sector. Such research efforts
have the potential to foster the development and expansion of halal lifestyle entrepreneurship
in the entrepreneurial landscape.
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