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Abstract— Halal certificate is a tool for SMEs to increase the
added value of products produced. By carrying out halal
certificates, the product owned can be guaranteed halal status so
as to provide peace for consumers, especially Muslim consumers.
In addition, with halal certificates, SMEs are challenged to
implement a Halal Guarantee System so that the quality of
products and even the integrity of a business unit becomes better
in the eyes of consumers. Halal standards and certification are
mandatory in Indonesia. This is as mandated by Law No. 33
concerning Guarantee of Halal Products. In accordance with the
law, there is a mandatory law for all products circulating in
Indonesia to have a halal certificate. This means that SME
products must also be halal-certified. The research conducted is a
descriptive analysis of quantitative data to determine information
on the intention and motivation of halal certificates in the eyes of
SMEs. By using a questionnaire as an instrument. The sample
used was 110 culinary SMEs actors with different lengths of
operation and gender. By doing research in the city as known as
the city of culinary, the results showed that all the SMEs have not
done the halal certification yet. Nevertheless, the results of the
interviews showed that all respondents were interested in
conducting halal certification and understood that certification
would be beneficial to the added value of their business
processes.In general, this is due to business actors not yet having
an understanding of the procedures for carrying out halal
certification on their products. This is due to the lack of
counseling and outreach about procedures for halal certification
and incentives for SMEs in conducting halal certification.
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I. INTRODUCTION

Small and Medium Enterprises (SMEs) have an important
role in driving the economy of a nation. As a guardian of the
national economic foundation, SMEs must have added value
in order to develop and be highly competitive. Based on BPS
data (2014), there are 56 million UKM in Indonesia and 70%
of them consist of food UKM including culinary UKM. This
study aims to analyze the interests and motivations of culinary
UKM in conducting halal certification. This research was
conducted in one of the cities that have the most typical
culinary in Indonesia, the City of Palembang. In one day,
pempek maker in Palembang can produce up to 6.4 tons of
traditional culinary products with various variants. And this
culinary demand will increase sharply both at national and
international events taking place in the city.

In order to increase the capacity and development of
SMEs, the added value of SMEs themselves needs to be done.
In the marketing concept, [1], perceives value as the most
effective weapon in capturing target markets. In this case the
value is built based on three elements, namely; Product
Quality, Brand Value and Service Quality. So it is important
for SMEs to identify forms of activity or innovation that meet
these three elements. Thus, by conducting halal certification
will meet the performance advantages of the product quality
elements of the culinary UKM. Furthermore, halal
certification will also increase the brand value of culinary
products through increasing the prestige of UKM and the
realization of emotional and spiritual dialogue, as well as the
quality assurance stated by the product so that it allows SMEs
to avoid the commaodity trap.

As a business activity in a country that has a majority
Muslim population, it is important for culinary SMEs
providing food or beverage products that have halal
certification. The existence of halal certification will provide a
sense of security for consumers who will consume products
from these SMEs. Halal standards and certification are
mandatory in Indonesia. This is as mandated by Law No. 33
concerning Guarantee of Halal Products. In accordance with
the law, there is a mandatory law for all products circulating in
Indonesia to have a halal certificate. This means that SME
products must also be halal-certified. In an effort to realize the
added value of SMEs through the three elements previously
described, it is necessary to first identify the interests and
motivations of culinary SMEs in conducting halal
certification. Furthermore, with the level of interest and
motivation known, will be clearly identified as well as the
factors that are obstacles for culinary SMEs in conducting
halal certification.

Il. THEORETICAL REVIEW

This study uses a theoretical basis from Theory of Planned
Behavior (TPB) which was developed based on Theory of
Reasoned Action (TRA) [2]. [2] Develop this theory by
adding constructs that do not yet exist in TRA. This construct
is called perceived behavioral control. This construct was
added to the TPB to control individual behavior that is limited
by its shortcomings and limitations from the lack of resources
used to induce behavior [3]. Behavioral beliefs that affect
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attitudes toward behavior. Behavioral beliefs are things that
encourage individuals to act. While attitudes toward behavior
are individual attitudes towards behavior obtained from the
beliefs generated by the behavior.

Through this theory it is known that normative beliefs
affect subjective norms. Normative trust is the norm used by
people who will influence in decision making. Whereas
subjective norms become as individual perceptions of existing
socialization to show or not behavior. These subjective norms
are identical with the beliefs of someone about the actions or
other people or others who need, must, or may not conduct
behavior, and motivate people to know other people [4].

Then in this theory also explains the control of beliefs that
influence the control of perceived behavior. Controlling
beliefs is a personal experience, or people that will influence
an individual's results. Perceived behavioral control is the
belief that individuals have done or have never carried out
certain behaviors. Clever behavior control and interpreted
individual perceptions related to certain behaviors [5].

Thus in this theory, the factors that influence an individual's
behavior can be identified. First, attitudes towards behavior.
Attitude is not behavior, but attitude presents a preparedness
for actions that lead to behavior [6]. Individuals will do things
according to the attitude they have towards a behavior. The
attitude towards the behavior that he considers positive will
later be chosen by the individual to behave in his life.
Therefore attitude is a vehicle in guiding an individual to
behave.

Secondly is behavioral control perception. In this case, in
behaving an individual can not fully control his behavior
under the control of the individual or in a condition can be
vice versa where an individual can control his behavior under
the control of the individual. An individual's control of his
behavior is caused by several factors, namely internal factors
and also external factors. Internal factors come from within
the individual such as skills, willingness, information, and
others. While external factors come from the environment
around the individual. Perception of behavioral control is how
someone understands that the behavior exhibited is the result
of control carried out by himself. The third is subjective
norms, an individual will do a certain behavior if his behavior
can be accepted by people who are considered important in his
life can accept what he will do. Thus, normative beliefs
generate awareness of pressures from the social environment
or subjective norms.

Research on the intention and motivations of halal
certification in SMEs has so far been very limited. The studies
that have been carried out only look at halal certification from
the consumer side only, as stated by [7] who argues that
throughout the year, enthusiasts of halal products increased
rapidly among Muslim communities even non-Muslims. The
increase is due to an increase in consumer awareness to
consume halal products and for Muslims this is a necessity
according to religion. Quality is a guarantee of standards in
food and drinks whereas for Muslim customers standards
resolve their doubts in purchasing food [8]. Non-Muslim
consumers around the world consume halal products because
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they are of high quality, safe and hygienic. Another reason for
a country to provide halal food as happened in Canada, is
because of the rise in Muslim immigrants [9]. [10] said that
advertising, quality, norms and religion are considered as
decision-making factors for halal products.

I1l. METHOD

The research design used in this study is descriptive
quantitative. According to [11], descriptive research is used to
gather information about a condition or situation with the
ultimate goal to describe and interpret. In this study not only
did the tabulation but also conducted an appropriate analysis,
interpretation, comparison, identification of existing trends
and relationships.

The population in this study is the typical culinary UKM of
Palembang. Culinary UKM was chosen in this city because
the city has succeeded in developing its food-based local
economy. Based on data from the industry service, there are
165 SMEs engaged in the culinary specialties of the city of
Palembang. Determination of the sample is done by
determining the number of samples based on the table of
determining the number of samples developed by Isaac and
Michael [11]. With this table, researchers can directly
determine the number of samples based on the number of
populations and the desired error rate. Based on Isaac and
Michael's table, and the error rate set at 5%, the culinary UKM
that will be sampled in this study is 110 UKM.

Then, in answering the research problem, primary data is
collected with the help of a structured
questionnaire. The use of primary data is used for the purpose
of knowing the interests and motivations of culinary UKM in
conducting halal certification.

The questionnaire was constructed using a Likert scale
from a scale of 1 to 5, and consisted of 3 parts. The first part is
the profile or demography of SMEs, which includes gender,
age, educational background, number of employees and some
questions related to the knowledge of SME owners regarding
halal certification. The second part contains questions about
the motivations and interests of respondents in conducting
halal certification.

Furthermore, the data obtained were processed using a
cross-tabulation process and analyzed using quantitative
descriptive statistical methods. In this case, the questionnaire
will be processed through descriptive analysis by calculating
the mean value of each question.

IV. RESULTS AND DISCUSSION

The study was conducted on 110 culinary SME owners in
the city of Palembang. Of the 110 culinary SMEs, almost 64%
of these culinary SMEs are owned by women, whereas UKM
owned by men is only 40%. Based on these results it can be
concluded that the main contributors to SMEs in the culinary
or food sector in the city of Palembang have the same
characteristics as SMEs in Indonesia as a whole whose main
contributors are women. This phenomenon shows that SMEs
contribute positively to the advancement of the quality of life
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and empowerment of women by increasing women's
participation in the implementation of development.
Table 1
Demographic Profile of Respondent By Gender

Frequency %
Male 40 36,4
Female 70 63,6
Total 110 100,0

Various studies show that women in economic activities
not only play a role in strengthening the economic resilience
of families and communities but can also reduce the effects of
economic fluctuations and contribute to efforts to reduce
poverty and ensure sustainable economic growth. For this
reason, Indonesia is expected to contribute to providing wider
opportunities for women's entrepreneurship.

When viewed from the age group, women owners of SMEs
have a high distribution, reaching 35% in the age group 45 to
54 years. In contrast, male SME owners are more dominated
by the age group of 35 to 44 vyears, reaching 40%.
Observations and interviews show that women start businesses
later than men, mostly because women have previously
entered the labor market or worked elsewhere before doing
entrepreneurship.

Table 2
Demographic Profile of Respondent By Gender and Age

AGE
<25 | 25-34 35-44 | 45-54 | >55
Male | 2,5% | 12,5% 40,0% | 35,0% | 10,0%
Female | 0,0% | 31,4% 28,6% | 357% | 4,3%

Based on the number of employees owned by these SMEs,
almost 93% of SMEs are categorized as small businesses
because they have less than 20 employees. Furthermore, it is
known that the entire UKM has not yet carried out halal
certification. Of the 110 SMEs, most of these SMEs, both
those owned by men or women have the desire to carry out
halal certification in their businesses. The obstacle they have
is the lack of knowledge in the procedure to carry out the
certification. When viewed from the educational background
of the respondents, both male and female SME owners mostly
have a high school education background so knowledge
insight for certification is likely not yet understood.
Furthermore, with a higher level of education, the openness of
the interest of SME owners to something new in developing
their business is also higher.
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Table 3
Length of Distribution By Gender
Length of Business Gender
Male | Female
Less than 5 years 42,4% | 57,6%
5-10 years 30,4% | 69,6%
More than 10 years | 38,7% | 61,3%

Based on the length of business, it is known that culinary
SMEs are managed longer by women than men. Based on the
results of data processing, in all groups of years, the
dominance was more dominant. In businesses that have been
established for less than five years, almost 60% are controlled
by women, as well as in the old business category of 5 to 10
years and more than 10 years. Based on these results, it can be
concluded that women understand better the culinary business
field in this city.

Based on these results, it can be concluded that women
have a high contribution and opportunity in the small and
medium business sector. This is also supported by national
data that shows that the employment of women in SMEs is
higher than other larger business scales. Data from BPS shows
that female labor force participation rates are smaller than
men. In 2014, the TPAK for women was 50.22% compared to
men for 83.05%. Then 43% of small and medium business
owners are women. However, it is more concentrated in small
businesses, which contribute 56.5% of Gross Domestic
Product (GDP) and this sector is also dominated by
employment for the business sector by 66.7%, if we explore
further, 70% of the perpetrators are women (BPS, 2014).

Table 4
Intention To Halal Certification By Gender

Intention To Halal Certification
Gender .

Yes No Uncertain
Male 50,0% 37,5% 12,5%
Female 54,3% 24,3% 21,4%

As a country that has a majority Muslim population, the
availability of halal products is an obligation that must be
fulfilled by producers. Likewise with SMEs in the food and
culinary sector, providing halal products or food and
beverages is an obligation. BPS data shows that overall SMEs
in Indonesia, only 12 thousand of them, or 10%, have halal
certification. This is not comparable with several studies that
show the increasing use of halal products by consumers or the
public. This is also shown by the phenomenon of culinary
SMEs in the city of Palembang which shows no halal
certification on the products it sells.

Based on the results of interviews, it is known that SME
owners are also quite aware that the existence of halal
certification in their products will provide benefits and added
value to their businesses. This can be seen in the average value
of respondents' perceptions which reached the highest value,
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which is 4.38. The benefits of halal certification for consumers
are to provide comfort, safety and guarantee for consumers to
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in choosing a product. While the benefits obtained by
producers in conducting halal certification are competitive

consume existing products. In addition, with the halal advantage, Unique Selling Point (USP) and increasing
certification label, it can provide the best choice for consumers ~ consumer confidence.

Table 5

Educational Background by Gender
Educational Background
Gender Didn’t Finish | Didn’t go Junior High . . Undergradua
School to school Elementary School High School Diploma te

Male 2,5% 0,0% 0,0% 10,0% 47,5% 27,5% 12,5%
Female 7,1% 8,6% 2,9% 2,9% 32,9% 24,3% 21,4%

The interview results also showed that the lowest average
value was regarding the availability of information on halal
certification for SMEs. Which has an average value of 3.79.
This explains that there are still many SMEs who do not know
the procedures for halal certification. The implementation of
halal certification in Indonesia is held by the Halal Product
Guarantee Agency (BPJPH). Based on the results of the
questionnaire there are still many SMEs that do not yet know
of the existence of this institution to conduct halal
certification. What's more, BPJPH has very loose rules for
SMEs where only 10 percent is charged. Thus the need for
socialization for SMEs regarding halal certification
procedures.

Besides the obstacles faced by SME owners is in obtaining an
Industrial Business License (1Ul). SME owners find it difficult
to obtain the permit. Respondents' perceptions, in this case,
have an average value of 3.87. In organizing these permits,
many documents must be attached by SMEs when managing.
Whereas on the other hand, Presidential Regulation Number
98 of 2014 explains that business permits for SMEs are
sufficient with a Micro Small Business License (IUMK) from
the District. Besides that, another reason that is an obstacle
both in applying for an IUl industrial permit or halal
certification is the long and expensive processing time.

The use of halal labels needs to be shared by business actors
with the public. This is based on Law No. 33 concerning the
guarantee of halal products (UUJPH) [12]. Specifically Law
number 33 of 2014 contains halal product guarantees (UU-
JPH) to strengthen and regulate various halal regulations that
have been distributed and can be referred to as paying law for
regulating halal products. This halal product guarantee covers
various aspects of not only medicine, food, and cosmetics but
it is broader than that covering chemical, biological, genetic
engineering products, as well as goods used and utilized by the
public. Halal product process (PPH) as a series of activities to
ensure the halal product includes the provision of materials,
processing, storage, packaging, distribution, sales, and
presentation of products.

The purpose of UUJPH is to ensure that every religious person
worships and practices his religious teachings, provides
protection and guarantees about the halal Products consumed
and used by the community in accordance with the principles

of protection, justice, legal certainty, accountability and
transparency, effectiveness and efficiency, and
professionalism. In addition, the implementation of the halal
product system aims to provide comfort, safety, safety and
certainty for the availability of Halal Products for the public in
consuming and using Products, and to increase added value
for Business Actors to produce and sell Halal Products.
Table 6
Descriptive Analysis of SMEs Perception in Intention to Halal
Certification

Std.
N Min | Max | Mean Deviation

M1 1110 |3 5 4,04 729
M2 1110 |3 5 3,99 550
M3 | 110 |3 5 4,21 526
M4 1110 |3 5 4,04 649
MS | 110 |4 5 4,38 488
M6 | 110 |3 5 4,04 541
M7 1110 |3 5 411 456
M8 | 110 |3 5 4,12 483
M9 | 110 |3 5 3,98 524
MI10 [ 110 |3 5 3,87 544
M1l 1110 |3 5 3,79 607
Miz | 110 |3 5 4,04 574
MIS|110 13 |5 394 |s10
M14 1110 |3 5 3,87 544
M15 110 |3 5 3,94 610
M16 | 110 |3 5 4,14 550

1) In this regard, to ensure the smooth process of halal
production, businesses are entitled to obtain a number of
things, namely information, education, and information about
the JPH system; guidance in producing Halal Products; and
services to get Halal Certificates quickly, efficiently,
affordably, and non-discriminatory. In Article 24 of the
UUJPH, business actors who submit applications for Halal
Certificates must: (1) provide true, clear and honest
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information; (2) separating the location, location and means of
slaughtering, processing, storing, packing, distributing, selling
and presenting between Halal and non-halal products; (3) has
a Halal Supervisor; and (4) reporting changes in the
composition of the Material to BPJPH. For Business Actors
who have obtained halal -certificates, there are several
obligations that must be carried out, namely: (1) including
Halal Labels on Products that have received Halal Certificates;
(2) protect the halalness of Products that have obtained Halal
Certificates; (3) separating the location, location and
slaughtering, processing equipment, storage, packaging,
distribution, sale and presentation of Halal and non-halal
products; (4) renew the Halal Certificate if the validity period
of the Halal Certificate ends; and (5) reporting changes in the
composition of the Material to BPJPH. For its own costs, halal
certification is charged to business actors who apply for halal
certificates. To expedite the implementation of JPH
implementation, this law provides a role for other parties such
as the government through the State Budget to facilitate the
cost of halal certification for micro and small businesses. [13].

V. CONCLUSION

The fact that the demand for Halal foods is increasing and
is now widely accepted by both Muslim and non-Muslim
consumers push the business an also SMEs provides Halal
foods for their consumers. It is important that potential Halal
food manufacturers including SMEs understand the actual
requirements for Halal certification so that they may capture
their fair share of this growing market.The lack of awareness to
conduct halal certification in this study occurs because the
certification process is still voluntary in which the relevant
parties are only waiting for the needs of business people. In
addition, the absence of clear information regarding the
procedures for carrying out halal certification also causes the
low level of halal certification in culinary UKM. For this
reason, synergy is needed from various parties, both
entrepreneurs and the government and other related parties. In
addition, there is a need for special socialization and incentives
for SMEs to carry out halal certification. In addition, related
parties must provide incentives, assistance and guidance on
ways and procedures to carry out halal certification.
Furthermore, the parties involved in this matter the government
must provide ease and speed of bureaucratic processing of
halal certification. Furthermore, the results of the study showed
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that women who dominated the ownership of culinary SMEs
showed that, the socialization in halal certification must be
done by paying attention to the gender aspects of SME
ownership and the educational background of the respondents.
By paying attention to the demographic aspects of the
respondents, the provision of information and outreach will be
more targeted and easier to understand.
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