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Abstract: The halal industry has grown significantly across various sectors, including food, cosmetics, and 

fashion. However, the halal entertainment and media sector remains underexplored, despite increasing 

demand from Muslim consumers for content aligned with Islamic values. This study aims to analyze the 

opportunities and  challenges  of  developing  the  halal  entertainment  and  media  industry  within  the  

creative  economy framework. The research employs a literature review method, examining secondary sources 

such as industry reports, academic articles, and relevant publications. The data were analyzed qualitatively to 

assess the growth of the halal entertainment industry, the impact of digital technology, and the regulatory 

challenges related to halal content certification. Findings indicate that digital technology, such as streaming 

platforms, plays a crucial role in expanding global access to halal content. Additionally, Muslim consumers 

increasingly prefer entertainment that aligns with Islamic values. However, major challenges include the lack 

of clear regulations and certification standards for halal entertainment, along with the creative limitations in 

producing content that is both appealing and  compliant  with  Islamic  principles.  In  conclusion,  the  halal  

entertainment  and  media  industry  holds significant potential, particularly in Muslim-majority countries like 

Indonesia. Clearer regulations and content innovation are key drivers for future growth. 
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1. Introduction 

As time progresses, the concept of halal has evolved beyond food and beverages. The halal industry 

has significantly expanded, covering various sectors such as tourism, finance, cosmetics, fashion, and 

media (Kamiluddin & Hasan, 2023). In today’s increasingly interconnected global economy, the 

demand for halal products has surged, driven by the growing Muslim population worldwide. 

According to the State of the Global Islamic Economy Report (SGIE Report, 2022), the global halal 

economy is projected to reach USD 3.2 trillion by 2024, making it one of the most dynamic and 

promising sectors. While the halal food sector is well-known, the application of halal principles in the 

creative economy, particularly in entertainment and media, is still a relatively new and underexplored 

area. 

The creative industry as a whole plays a crucial role in the modern economy, including in 

Indonesia. According to data from the Creative Economy Agency (Kemenparekraf, 2021), the creative 

economy sector contributes more than 7% to Indonesia’s GDP and employs around 17 million 

workers. Entertainment and media, as components of the creative economy, have a vital role in 

shaping societal culture and values (Winarni & Mahsun, 2021). Entertainment products such as films, 

music, and digital content serve not only as recreational media but also as tools for transmitting 

cultural, religious, and ethical values (Rusmini et al., 2022). 

For the Muslim community, entertainment content should ideally reflect sharia principles. This 

includes aspects such as the absence of haram elements, the portrayal of positive moral values, and the 

exclusion of content that could be harmful or misleading from a religious perspective (Shah et al., 

2022). However, the global entertainment industry is still largely dominated by content that does not 

always align with halal standards. Although demand for entertainment that aligns with Islamic values 

is increasing, the quantity and quality of such content remain  limited.  This  gap  presents  a  

significant  opportunity  for  creative  industry  players, particularly in the entertainment and media 

sectors, to develop content that is not only engaging but also adheres to halal principles (Deuraseh & 

Anuar, 2022). 
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The  development of the halal industry  within the entertainment and media sectors faces several 

challenges, especially regarding regulations, creativity, and market perception. Regulatory challenges 

stem from the lack of clear and universally accepted standards for defining halal content in this sector 

(Utami et al., 2021). While halal certification has been widely implemented in the food and cosmetics 

industries, it has not yet been fully adopted for media products, leading to confusion among content 

producers and consumers (Hariani & Dinitri, 2019). Creativity also poses a challenge, as content 

producers must ensure that their products remain commercially appealing while adhering to sharia 

principles. Industry players often face a dilemma between complying with strict halal guidelines and 

producing content that is innovative and attractive to a broader audience (Amiruddin, 2022). 

Nevertheless, these challenges are matched by considerable opportunities. Research by Astuti 

(2020) shows that the Muslim consumer segment is one of the fastest-growing markets in the media 

and entertainment industries. Muslim consumers, particularly millennials and Gen Z, are increasingly 

demanding content that is not only entertaining but also aligns with their religious values. This trend is 

supported by technological advancements and digitalization, which have made access to entertainment 

and media more widespread and convenient. Streaming platforms, social media, and digital content 

have opened new avenues for halal content producers to reach global audiences through films, series, 

music, and television programs (Nurfaiza, 2019). 

In this context, Indonesia has immense potential to become a major player in the development of 

the halal entertainment industry. As the country with the largest Muslim population in the world, 

Indonesia has a substantial consumer base for halal entertainment products (Saputri, 2020). The 

Indonesian government has also shown support for the development of the halal economy through  

various  policies,  such  as  national  halal  industry  initiatives  and  efforts  to  position Indonesia as a 

global halal hub (Istiqlal, 2023). However, there is still a lack of academic studies that specifically 

address the opportunities and challenges in the halal entertainment and media sector. 

Therefore, this research is crucial to gaining a deeper understanding of the opportunities and 

challenges of the halal industry within the entertainment and media sectors, as well as how this sector 

can grow within the creative economy context. It is expected that this research will provide insights 

into market potential, the obstacles faced by industry players, and strategic recommendations to 

promote the sustainable development of the halal entertainment industry in line with the needs of the 

global market. 

 

2. Materials and Methods 

The method used in this research is a literature review. The literature study was conducted to explore 

the definitions of key terms, deepen the understanding of theories and concepts, and identify variables 

related to the research background and context (Petticrew & Roberts, 2008). The literature review for 

analyzing the implementation of halal product assurance through halal certification involved searching 

for relevant journals using the Publish or Perish application, as well as Google Scholar, with the 

keywords “halal media and entertainment.” The search was set to a maximum of 20 results, covering 

all publication years (0-0). This search yielded eight journal articles. Below is a summary of the 

journal search results using the Publish or Perish application. The search conducted via Google 

Scholar with the keywords halal media and entertainment resulted in nine papers. 

 

3. Results and Discussion 

3.1. Literature review Publish and Perish 

The literature review search using the Publish or Perish application on Google Scholar with the 

keywords  “halal media  and  entertainment” identified  9  papers related to the title “The Halal 

Industry in the Creative Economy: Opportunities in the Entertainment and Media Sectors.” The 

relevant articles are listed as follows: 

 

Table 1. Literature Review 
No. Article Years 

1. Hussain et al. (2024). The increasing trend of "Halal media", 

persistent issues, and possible solutions in the context of Islamic 

values. Jahan- e-Tahqeeq 7(3), 116-126 

2024 

2. Andani et al. (2024). Optimization Of The Halal Industry 

Sector: The Potential Of Halal Media And Entertainment In 

2024 
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No. Article Years 

Indonesia. Finansha: Journal of Sharia Financial Management, 

5(1), 1-19. 

3. Annisawati et al. (2024). Muslim Loyalty in Halal Digital 

Recreation: The Role of Experience Quality and Value. In 8th 

Global Conference on Business, Management, and 

Entrepreneurship (GCBME 2023) (pp. 710-718). Atlantis Press. 

2024 

4. Putra et al. (2023). International Dynamics of Halal Industry 

Development: A Literatur Review. Review of Islamic 

Economics and Finance, 6(1), 75-90. 

2023 

5. Deuraseh & Anuar (2022). Halal Media and Entertainment In 

Creating Job Opportunities In Brunei Darussalam. Journal of 

Halal Science and Technology, 1(2), 1-11. 

2022 

6. Maysyaroh et al. (2022). Sentiment Analysis of Halal Media 

and Recreation Trends in The Last 10 Years. Islamic Marketing 

Review, 1(1), 1-12. 

2022 

7. Utami et al. (2021). Peluang dan Tantangan Industri Media 

dan Hiburan Halal di Indonesia: Kajian Kelembagaan dari 

Sudut Pandang Produk Hukum di Indonesia. Diponegoro 

Journal of Islamic Economics and Business, 1(4), 238-249. 

2021 

8. Zubaidi (2020). Perencanaan industri media televisi islam. 

Komunike: Jurnal Komunikasi Penyiaran Islam, 12(2), 235-

253. 

2020 

9. Ghani (2009). Entertainment in Muslim media: Unsettled 

problem?. Jurnal Hadhari Bil, 2, 53-63. 
2009 

 

3.2. Discussion 

The study reveals that the halal entertainment and media industry holds significant market potential, 

particularly in countries with large Muslim populations such as Indonesia, Malaysia, and Middle 

Eastern countries. The demand for content that aligns with sharia values is increasing, in line with the 

growing awareness among Muslim consumers about the importance of consuming halal content 

(Annisawati et al., 2024). According to the Global Islamic Economy Report (SGIE Report, 2022), 

although this sector has not yet fully developed like other halal sectors, there are vast opportunities for 

content producers who can create entertainment that is both engaging and compliant with religious 

principles. This indicates that the halal entertainment market has the potential to grow rapidly in the 

future, especially if supported by innovation and effective marketing strategies. 

The  development  of  digital  technology  and  the  creative  economy  are  also  significant 

supporting  factors.  Streaming  platforms  such  as  YouTube  and  Netflix  enable  the  wider 

distribution of halal content, unrestricted by geographical boundaries (Andani et al., 2024). These 

technologies offer content producers the opportunity to reach an increasingly large global Muslim 

audience (Prabowo et al., 2023). Additionally, advances in data analytics and artificial intelligence 

(AI) help producers understand consumer preferences, allowing them to tailor content that is more 

relevant and aligned with market needs (Madhini et al., 2024). These findings are consistent with the 

study by Utami et al. (2021), which shows that the digital economy plays an essential role in 

expanding access to halal content and accelerating its growth in the global market. 

However, the development of the halal entertainment industry still faces challenges in terms of 

regulation  and  certification.  Unlike  the  food  or  cosmetics  sectors,  which  have  clear  halal 

standards, there is currently no global consensus on halal standards for entertainment and media 

content (Zubaidi, 2020). Content producers often face confusion in determining what meets sharia 

standards, which hinders innovation. The lack of uniform regulations creates uncertainty and 

reluctance among industry players to innovate (Kasanah, 2022). Malaysia has begun steps to develop 

halal standards in this sector, but these standards have not yet been widely implemented 

internationally. Therefore, efforts are needed to develop clearer and more comprehensive certification 

guidelines to allow this industry to grow more effectively (Yustianingsih et al., 2024). 

Moreover, there is a creativity dilemma in producing halal content. Content producers often feel 

that sharia limitations may restrict their creativity. For example, themes or storylines that comply with 
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Islamic principles may seem less appealing to a broader audience. These restrictions are often seen as 

diminishing the commercial appeal of the content (Putra et al., 2023). Nevertheless, content producers 

must find ways to deliver creative, engaging entertainment while adhering to Islamic values. The use 

of universal themes that align with Islamic moral teachings can be a solution, allowing halal content to 

be accepted by a broader audience, both Muslim and non-Muslim (Nugraha, 2018). 

Muslim consumer preferences for halal entertainment content are also a crucial factor in the 

industry's development. Consumers are becoming more selective in choosing content, not only in 

terms of quality but also in terms of morality and halalness (Ghani, 2009). They tend to avoid content 

that contains prohibited elements, such as excessive violence, pornography, or unethical behavior. 

Therefore, the halal entertainment industry has significant growth potential as awareness increases 

(Barus et al., 2024). Content producers need to be more sensitive to Muslim consumers' needs and 

create products that not only meet sharia standards but also appeal commercially (Nizar 

& Rakhmawati, 2021). 

In the context of Indonesia, the country has immense potential to become a global hub for the 

halal entertainment industry. As the country with the largest Muslim population in the world, 

Indonesia has the cultural capital and human resources necessary to develop the global halal industry 

(Winarni & Mahsun, 2021). Support from the government, such as in the Indonesian Sharia Economy 

Masterplan 2019-2024, is a crucial catalyst in driving the growth of the halal industry in the 

entertainment and media sectors. This opens up opportunities for Indonesia not only to serve the 

domestic market but also to compete in international markets (Mahsun et al., 2021). 

Thus, this study affirms that the halal entertainment industry has vast potential for growth, 

especially with the support of digital technology and the increasing preference of Muslim consumers 

for content that aligns with religious values. The challenges of regulation and creativity need to be 

addressed to fully capitalize on these opportunities. Indonesia, with its potential and supportive 

policies, has a great chance to become a leader in the global halal entertainment industry.global. 

 

4. Conclusion 

Based on the literature review, it can be concluded that the halal entertainment and media industry has 

tremendous potential for growth, especially in countries with a Muslim-majority population. The main 

challenges faced by this industry include regulation and halal certification, which still lack clear global 

standards. Additionally, there is a creativity dilemma for content producers, as sharia restrictions are 

sometimes seen as limiting the commercial appeal of the content. 

Nevertheless,  the  support  of  digital  technology,  such  as  streaming  platforms  and  data 

analytics, along with the increasing preference of Muslim consumers for content that aligns with 

religious values, opens up vast opportunities for the development of this industry. Indonesia, with the 

largest Muslim population in the world and government policy support, holds great potential to seize 

this opportunity and become a leader in the global halal entertainment industry. 
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