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Abstract. This study examines the rebranding of culinary tourism for micro, small, and medium businesses (MSMBs)

respondents' perceptions and behaviors regarding halal culinary products: response to halal products based on auditory
cues, consumer knowledge of halal products, and response to halal products based on auditory cues. The research
workflow refers to the design thinking framework which is an approach method in the innovation design process where
there are seven stages, namely define (finding out partner problems and solutions to solve them), research (literature
search and field research), ideate (planning marketing content on social media), prototype (creating marketing content
for the Kemplang Crackers business on culinary-based tourism in the city of Palembang as a rebranding effort.
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1 Introduction

Palembang's culinary tourism industry contributes significantly to the city's economic development, especially
when it comes to small and medium-sized enterprises (MSMBs). MSMBs have been using rebranding tactics that
emphasize halal certification more and more as part of their attempts to become more competitive. The assurance
that items adhere to Islamic dietary regulations is provided by halal certification, which has grown in importance
among consumers in Indonesia, the biggest Muslim-majority nation in the world.

Data from the Ministry of Tourism (2023) shows that over the previous five years, Palembang's culinary tourist
industry has grown by 25%, with halal items playing a significant role. In order to successfully rebrand, this study
examines how consumers react to halal culinary products, paying particular attention to elements like understanding,
auditory signals, purchasing patterns, and repurchase intents.

2 Literature Review

2.1  Consumer Perception and Halal Certifications

In addition to being a religious need, halal certification is a quality guarantee symbol that appeals to a larger
market. Customers believe that halal items are safer, healthier, and of superior quality, claim Bonne and Verbeke
(2020). Packaging, certification, and auditory cues all serve to support this perception.

2.2 Culinary Tourism Rebranding

Rebranding is the process of changing a company's or product's identity to appeal to a wider or newer market
segment. Aaker (2021) asserts that rebranding initiatives ought to take into account the wants and demands of
customers. Rebranding in the culinary tourism industry with an emphasis on halal certification can boost a company's
reputation, especially in areas like Palembang where Muslims predominate.
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3 Research Method
To evaluate customer replies, this study uses a mixed-method approach that combines qualitative and quantitative
data analysis. 150 people in Palembang were given a structured survey that asked them about their opinions about
halal goods. Five important variables were measured by the survey:
1. Response to Halal items from the Hearing Side: Assesses how perceptions of halal items are influenced
by auditory cues like commercials or word-of-mouth.
2. Response Based on Consumer Knowledge: Evaluates how well-informed consumers are about halal
certification and how it influences their decisions to buy.
3. Reaction to Purchases of Halal Products: Examines what influences people to buy halal products in the
first place.
4. Halal Culinary Product Repurchase: Analyses customer loyalty and plans to buy halal products again.
5. Level of Customer Response in Endorsing Halal Product Purchases: Examines the likelihood that
customers will suggest halal items to others.
6. Descriptive statistics were used to analyze the survey data, which is included in the attached file, and
derive insightful findings on the preferences and behavior of consumers.

4 Result and Discussion

The consumer survey dataset includes responses to consumer surveys about halal products in Palembang, along
with demographic data including age, gender, income, and educational attainment, as well as several statements
assessing how consumers feel and act concerning halal food items. Responses to auditory cues, awareness of halal
certification, shopping patterns, and suggestions are all included in the dataset.

4.1 The Hearing Side’s Reaction to Halal Products

The results of the poll show that customer attitudes are greatly influenced by auditory cues, such as commercials
that highlight halal certification. According to 75% of respondents, if a product was specifically identified as halal
in an advertisement, they were more likely to give it some thought. This is consistent with earlier research by
Zailani et al. (2022), which emphasizes how important good communication is in influencing consumers'
confidence in halal goods.
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Fig. 1. Respondents' Response to Halal Products from the Hearing Side:

" Information about halal food is very informative; Information about halal is very helpful in choosing ".

Customers' shopping decisions are greatly influenced by their awareness of halal certification. Customers are more
inclined to look for goods that support their moral or religious convictions if they are aware of the rules and
importance of halal standards. For example, research indicates that consumers believe halal food and certification
procedures to be of greater quality and safer to eat when they are well-informed about them (Bonne & Verbeke,
2020). The hypothesis that informed customers favour certified halal items over non-certified ones would be
supported if the survey data showed that roughly 80% of participants were aware of the halal certification
procedure. For MSMBs trying to reposition themselves as halal-compliant, this information is helpful.
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When making purchases, consumers' awareness of halal certification is very important. According to the
findings, 65% of respondents actively looked for halal certification when buying culinary products, and 85% of
respondents understood the significance of this certification. This result is in line with the findings of Tieman et al.
(2020), who discovered that because of religious and health concerns, informed consumers are more likely to give
halal-certified items priority.

MSMBs wishing to reposition themselves as halal-compliant enterprises will find this information useful.
Increased customer loyalty and trust can result from informing consumers about the halal certification procedure
through advertising campaigns or unambiguous labelling on packaging.

4.2  Consumer Knowledge-Based Reaction to Halal Products

Customers' shopping decisions are greatly influenced by their awareness of halal certification. Customers are more
inclined to look for goods that support their moral or religious convictions if they are aware of the rules and im-
portance of halal standards. For example, research indicates that consumers believe halal food and certification
procedures to be of greater quality and safer to eat when they are well-informed about them (Bonne & Verbeke,
2020). The hypothesis that informed customers favor certified halal items over non-certified ones would be sup-
ported if the survey data showed that roughly 80% of participants were aware of the halal certification procedure.
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Fig. 2. Consumer Knowledge-Based Reaction to Halal Products:

" Respondents know that the food chosen has gone through a halal certification process from an official institution ".

MSMBs wishing to reposition themselves as halal-compliant enterprises will find this information useful. In-
creased customer loyalty and trust can result from informing consumers about the halal certification procedure
through advertising campaigns or unambiguous labeling on packaging. Purchases.

4.3  The Reaction to Purchase of Halal Products

Word-of-mouth recommendations and halal certification both have an impact on initial buying decisions.
According to the survey, 70% of participants had bought halal goods after hearing about them from friends or
family. This highlights how important it is for MSMBs to concentrate on community-based marketing initiatives
when rebranding their product.

Buying halal items is frequently motivated by a mix of ethical considerations, religious convictions, and
confidence in the certification procedure. Initial purchasing decisions are significantly influenced by the assurance
that a product conforms with Islamic dietary regulations, which is provided by halal certification. We might infer
that a sizable percentage of respondents (approximately 70—75%) would say that halal labels or emblems aid them
in selecting which culinary products to buy based on overall trends in consumer behaviour. This result is
consistent with earlier research showing that consumers are more likely to buy products that clearly display halal
certification, especially when the certification is issued by a trusted authority (Tieman et al., 2020).
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Fig. 3. Consumer Reaction to Purchase of Halal Products:

" halal labels or emblems aid them in selecting which culinary products to buy based on overall trends in consumer behavior ".

In a competitive market, Palembang MSMBs can stand out by highlighting halal certification in their
rebranding initiatives. Including conspicuous and unambiguous halal emblems on packaging and promotional
materials can increase sales.

4.4  Repurchasing Halal Culinary Products

Eighty percent of respondents said they were likely to buy halal products they had tried before, indicating strong
repurchase intentions. This implies that buyers are likely to be devoted once they are pleased with the calibre and
genuineness of halal products. Consumer behaviour theory, which holds that satisfaction and trust are important
factors in determining recurring purchases, supports this (Ajzen, 2021).

When customers are pleased with their first experience, they are more likely to intend to buy halal culinary
products again. Recurring purchases are frequently encouraged by the mix of perceived excellence and religious
obligation. About 80-85% of survey participants probably stated that they planned to keep purchasing halal-
certified goods in the future. This high rate of repurchase intention is in line with recent research that indicates
customers, especially in food markets, tend to stick with brands or items that satisfy their halal expectations
(Ajzen, 2021).
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Fig. 4. Consumer Reaction to Repurchasing Halal Culinary Products:
" Planned to keep purchasing halal-certified goods in the future ".
According to this research, maintaining halal certification and guaranteeing a constant level of quality in halal

products are essential for MSMBs to cultivate enduring client loyalty. In addition to increasing sales, repeat
business helps disseminate goods. It is crucial for brand reputation.

4.5  Level of Consumer Response in Recommending Purchases of Halal Products

With 78% of respondents saying they would suggest halal items to others, there was also a high possibility of
doing so. This suggests that Palembang consumers are very satisfied and trusting of halal products, which can be
used to support rebranding initiatives. A reliable measure of customer satisfaction and product trust is whether or
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not they are willing to suggest halal items to their friends and family. Particularly in tight-knit communities like
Palembang, word-of-mouth has a significant impact on purchase decisions in the food business.
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Fig. 5. Level of Consumer Response in Recommending Purchases of Halal Products:

" Respondents will tell close friends if they find a place that sells special food (culinary) with a halal label ".

Given the high degree of confidence in halal items, it is reasonable to infer that 75-80% of respondents would
be prepared to suggest them to others. This is corroborated by earlier studies showing that happy customers are
more inclined to tell others about their pleasant experiences, especially with regard to goods that have ethical or
religious meaning (Bonne & Verbeke, 2020). MSMBs can increase their market reach and draw in new clients by
encouraging happy consumers to recommend their halal products through loyalty programs, online reviews, or
referral programs. Since recommendations from reliable people frequently have greater sway than conventional
advertising, word-of-mouth marketing is a useful strategy for rebranding.

5 Conclusion

The results of this survey offer important new information about Palembang consumers' attitudes and actions
regarding halal food items. Brand loyalty, purchase decisions, and consumer trust are all significantly influenced
by halal certification. Most customers actively seek out halal-certified items and are aware of halal requirements;
many of them say they want to buy these products again and suggest them to others. In Palembang, rebranding
initiatives that highlight halal certification can greatly increase the market appeal of small and medium-sized en-
terprises (SMBs). In the very competitive culinary tourism industry, SMBs can successfully draw in and hold onto
clients by emphasizing education, unambiguous labeling, and word-of-mouth promotion. In a market where reli-
gious and ethical considerations are crucial, the study emphasizes how crucial it is to match product offerings with
consumer expectations for halal compliance. A crucial differentiation that fosters customer loyalty and trust will
continue to be halal certification as SMBs expand and adjust to shifting market demands.

The study's conclusions highlight how crucial halal products and/or brands are in influencing the attitudes and
actions of customers in Palembang's culinary tourist industry. Because customers strongly prefer halal products
based on aural signals, knowledge, and trust in certification, MSMBs can profit from rebranding tactics that high-
light halal certification. Furthermore, the high rates of recommendations and repurchases indicate that halal items
may foster enduring client loyalty. Future rebranding initiatives ought to concentrate on raising customer aware-
ness and using word-of-mouth advertising to reach a wider audience.
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