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The impact of ethical and health guidelines of halal standards on lifestyle and
the global growth of the halal market

Food safety, halal, haram, tourism, hospitality, lifestyle,
ethical guidelines, BAS 1049:2023.

The survey was completed by 101 respondents, mostly from
Bosnia and Herzegovina.

The targeted sample included individuals of various age groups,
educational backgrounds, and levels of religious practice,

ensuring diversity in the perception of and attitudes toward halal
products.

More than 90% of respondents expressed support for the
expansion of halal offerings in their local areas, stating that
greater availability of halal-certified products would
significantly contribute to their daily choices and lifestyle.

A halal product is not merely a matter of religion—it is a cul-
ture of quality, safety, and identity. Additionally, the halal
tourism market is experiencing an annual growth of approxi-
mately 5%.
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Standards related to halal food, such as OIC/SMIIC 1 and BAS 1049:2023, therefore play a
crucial role in shaping tourism offerings targeted at Muslim consumers. Accommodation facilities
seeking to carry the "halal-friendly" designation must ensure not only physical and spiritual com-
fort but also complete safety and full compliance of food products with halal requirements.

Restaurants that pursue halal certification can significantly expand their target audience, particu-
larly in urban areas and tourist destinations, where the number of Muslim travelers actively seek-

ing halal options is steadily growing.

The growing halal tourism market, coupled with the rising awareness of ethical consumption and
the health benefits of halal food, makes this topic particularly relevant for research.
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Questionnaire was distributed
through

social media platforms
university mailing lists and or-
ganizations associated with ha-
lal-related topics.

Demographic
profile
(gender, age)

The questionnaire consisted

of four thematic sections:
v

Halal dietary habits (place of
purchase, frequency, brand
awareness)

Attitudes toward halal
tourism and the halal
industry as a whole (key
services, preferences,
economic potential)

> Perception and knowledge of
halal certification and com-
panies
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Do you practice a hﬁlal lifestyle?
[o]

The fact that the majority falls into the "partial practice" cate-
gory also points to certain barriers in the

consistent application of a halal lifestyle — which may

include the insufficient availability of halal-certified

products, limited offerings in local stores, or the

absence of clearly labeled services in the hospitality

and tourism sectors.

Yes, fully

Partially

Diagram 1. Respondents' Answers to the
Question: Do You Practice a Halal Lifestyle?
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Practice of Halal Lifestyle by Age Groups

Halal Practice
Yes, fully
. Partially

iy It is evident that the largest group of respondents who fully
adhere to a halal lifestyle falls within the 31-45 age range.
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This result confirms expectations, as it encompasses a
population with greater independence in decision-making.
Among younger respondents aged 18 to 30, a higher
proportion chose "partial practice," which can be
interpreted as a generation in transition, balancing
between traditional values and modern lifestyles.
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10+
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Diagram 2. Practice of a Halal Lifestyle by Age Groups
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Most Frequently Mentioned HALAL BRANDS (Standardized Names) The majority of survey participants cited specific and

recognizable companies such as Akova Impex d.o.o.,
Solana d.d. Tuzla, MADI d.o.0., Klas d.d., and

Vispak d.d., confirming that halal consumers do not
purchase blindly — they know what they are looking for
and whom they trust
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AS Holding, as a group, has a remarkably strong
presence in the minds of halal product consumers,
primarily through the tradition of its well-known
brands.
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An analysis of the conducted survey shows that
31.4% of the mentioned brands belong to the
AS Holding group.

Diagram 3. Results of Responses to the Question: Can You Name

Some Brands or Companies Whose Halal Products You Purchase?  This indicates a high potential for unified branding
and for strengthening the message regarding the

application of halal standards.




Attitude Toward Halal Tourism by Gender

From Diagram 4, it can be concluded that women show
a stronger inclination toward halal tourism, with a higher
number clearly choosing the option "Yes, definitely.,
Price plays an important role in the decision-making
process, indicating the need for promotional or
budget-friendly packages; however, it is evident that
overall interest in the selected destinations remains
high.

Female

601 Answer

B Yes, definitely

W Maybe, if prices are favorable
| W No, it doesn't affect my choice

0.

Male

Number of Respondents
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Gender

Diagram 4. Results of the Conducted Research on Halal Tourism
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Desired Services in Halal Restaurants
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Service

Diagram 5. Services Respondents Would Like to See in Restaurants

The services that respondents would most like to see
in halal restaurants, listed in descending order, are:

* Better labeling of halal products — indicating the
need for transparency and clearer communication
with guests.

» A wider variety of dishes — reflecting the desire for
a more diverse and creative menu offering.

* A greater number of halal restaurants, designated
prayer spaces, and affordable prices are additional
aspects that shape respondents' expectations.
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i onclusion

The results of this study clearly confirm that
the halal lifestyle in the contemporary con-
text transcends the boundaries of religious
practice and is evolving into a comprehen-
sive value system—rooted in trust, ethics,
quality, and safety.

The majority of respondents practice halal ei-
ther partially or fully, with the highest level of
adherence observed among those aged 31
to 45.

\LAL STANDARDS

STYLE AND THE GLOBAL GROWTH OF THE HALAL MARKET

Respondents predominantly recognized and
cited well-established brands such as Akova
Impex d.o.o., Solana d.d. Tuzla, MADI d.o.o.,
Klas d.d., and Vispak d.d., including mem-
bers of AS Holding as well as other compa-
nies, collectively accounting for over 30% of
all mentioned brands.

This reflects both consumer trust and loyalty,
as well as the importance of clear and visible
halal certification.




Supermarkets with halal sections
dominate as the most frequent
place of purchase (71.3%), while in
the hospitality sector, the most de-
sired improvements are Dbetter
product labeling, a wider selection
of dishes, and more affordable
prices.

It is evident that consumers expect
transparency, diversity, and acces-
sibility—both in retail and dining
sectors.
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Halal tourism enjoys strong support,
particularly among women and
middle-aged individuals.

Almost all respondents support the
expansion of the halal economy into
sectors such as cosmetics, phar-
maceuticals, and fashion.

The economic potential of the halal
market for Bosnia and Herzegovina
is assessed as moderate to very
high, clearly indicating that halal
represents not only a spiritual but
also a significant economic value.
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This research confirms the exis-
tence of a stable consumer base
that approaches halal thought-
fully, modernly, and strategically.

For companies, producers, and pol-
icymakers, this represents a call to
view investment in halal certifica-
tion, availability, and promotion not
as an option, but as a development
priority.

A halal product is not merely a
matter of religion—it is a culture
of quality, safety, and identity.
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Thank you

"THE IMPACT OF ETHICAL AND HEALTH GUIDELINES OF HALAL STANDARDS ON LIFESTYLE AND THE GLOBAL
GROWTH OF THE HALAL MARKET"
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