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 The research was an empirical study, aimed to investigate the impacts of Islamic customer 
orientation, Islamic innovativeness, halal product uniqueness, Thoyyib product uniqueness, and 
religion-centric product uniqueness on marketing performance. Respondents of this study were 250 
food and beverage processing industries in Central Java, Indonesia. Then, data were analyzed using 
Partial Least Square Structural Equation Modeling (SEM PLS). The results of the research 
demonstrate that Islamic customer orientation and Islamic innovativeness had a positive and 
significant effect on Maslahah product uniqueness (halal product uniqueness, Thoyyib product 
uniqueness, and religion-centric product uniqueness). Islamic customer orientation, Islamic 
innovativeness, and Maslahah product uniqueness (halal product uniqueness, Thoyyib product 
uniqueness, and religion-centric product uniqueness) had a positive and significant effect on 
marketing performance. Islamic customer orientation was proven to have a great impact on 
Maslahah product uniqueness (halal product uniqueness, Thoyyib product uniqueness, and 
religion-centric product uniqueness) and marketing performance. Moreover, the Maslahah product 
uniqueness dimension, such as Thoyyib product uniqueness, had also a firm impact on improving 
marketing performance. 
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1. Introduction 

 
Competitive strategy makes a company more competitive and superior to its competitors (Bharadwaj et al., 1993). 
Competition among companies is commonly natural since a product offered by a company is likely to be offered also by other 
companies, with relatively the same type and characteristics. Due to fierce and tight competition, a company has to make 
efforts in order to survive. The effort is to create a competitive advantage for the company. When a company can do something 
that its competitors cannot do or imitate, it can be called a comparative advantage (Hunt & Morgan, 1995). Further, if a 
company has a comparative advantage in terms of resources, the company will be in a position of competitive advantage in a 
certain market segment, which can determine marketing performance. Product features-based positional advantage can be 
obtained through product quality, convenience, and product packaging (Morgan, 2012). Henard and Szymanski (2001) 
identified that product superiority is a combination of several different product characteristics. A company as a product 
provider is required to have a better strategy to appeal to consumers. According to Porter (1997), a precise strategy is to use 
a differentiation strategy. Differentiation is the process of adding a series of important and valuable differences to differentiate 
the company’s offer from competitors’ offerings (Kotler, 2005). Hence, it requires serious market research for searching 
different forms and knowledge of competitors’ products. The advantages of product differentiation are one of the unique 
aspects of an organization. Product uniqueness is defined as “a dissimilar product from other products, in which their 
categories are based on sensory, image, functional, emotional, or other product characteristics, positively perceived by 
consumers” (Cardello et al., 2016). Research done by Martins & Pliner (2005) argued that western culture considers 
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consuming insects or dog meat by other cultures as disgusting, and Tan et al. (2015) added that a small portion of the 
population likes the success market is not seen. In Islam, this unique product is prohibited for consumption because it is not 
in accordance with Sharia (Islamic law). Therefore, the conceptualization of product uniqueness still depicts its weaknesses. 
For example, in the western perspective, product uniqueness is only measured from the transactional material aspect, yet it 
has not relied on Allah SWT by applying Islamic values based on the Qur'an and Hadith. 
  
A religious-committed religious market segment has potential market opportunities and requires an accurate marketing 
strategy. The capability in establishing customer relationships through religious values creates satisfaction and commitment 
to purchase products, which, in turn, affects marketing performance (Mulyana et al., 2019). In terms of Islamic customer 
orientation, a company must design its marketing activities to satisfy the needs of Muslim customers (Zebal & Saber, 2014). 
Based on several studies related to customer orientation, Dabrowski et al. (2019), Deshpandé et al. (1993), Huhtala et al. 
(2014), Narver and Slater (1990), and Zhou et al. (2009) concluded that customer orientation has a positive influence on 
business performance and market performance. Contrastingly, Gao et al. (2007) argued that customer orientation does not 
affect company performance. Indonesian, predominantly Muslim, must be necessarily considered by businessmen in 
promoting their products so they are in accordance with Islamic law. It aims to seize superior market performance. In a highly 
dynamic market change, a company must innovate to sustainably achieve sustainable advantages, having an impact on its 
market performance. Innovativeness is a dimension of entrepreneurial orientation. It relates to the willingness to support 
creativity and experimentation in introducing new products or services, novelty, technological leadership, and R & D in 
developing new processes (Lumpkin & Dess, 1996). Regarding some research related to innovativeness, Selvarajan et al. 
(2007), Rhee et al. (2010), Chatterjee et al. (2020), Singh et al. (2022), and Liu et al. (2022) postulated that innovativeness 
has a positive impact on business performance. However, in contrast, Shergill and Nargundkar (2005), Atalay et al. (2013), 
Rosli and Sidek (2013) argued that innovativeness has a negative effect on marketing performance. Also, Mulyana et al. 
(2019) stated that marketing innovativeness has no significant effect on marketing performance. 
 
2. Literature review and hypotheses  
 
2.1 Conceptual Development of Maslahah Product Uniqueness 
 
Product uniqueness is a concept derived from R-A Theory (Hunt & Morgan, 1995). It is a general theory about the competition 
process. Typically, this theory explains that the fundamental goal of a resource-based strategy is to achieve a comparative 
advantage in resources, which can generate a competitive advantage in the target market segment. It aims to gain superior 
financial performance (Hunt & Duhan, 2002). Meanwhile, from the view of marketing management, three significant elements 
must be considered by a marketing manager in a market entry strategy, such as segmenting, targeting, and positioning. 
Positioning is the action of designing a company’s offering and image. Thus, it places a meaningful and different competitive 
position in the minds of its target customers (P Kotler, 2009). Positioning strategy can be conducted through the differentiation 
of line products, services, channels, people, and images. Cooper & de Brentani (1991) explained that highly innovative 
products create more opportunities for differentiation and competitive advantage, which have a positive effect on performance. 
Product differentiation with unique customer benefits and superior value to customers is one of the success factors (Cooper 
& Kleinschmidt, 1987; Song & Parry, 1996). A unique product is a highly dissimilar product to other products in its category 
based on sensory, image, functional, emotional, or other product characteristics, confidently assessed by consumers (Cardello 
et al., 2016). Maslahah is often associated with benefits. It means goodness related to material, physical, and psychological. 
Further, maslahah is also referred to by other terms, such as hikmah (wisdom), huda, and barakah. Those articulate the good 
rewards promised by Allah in both this world and the hereafter. In short, maslahah implies the benefit of the world and the 
hereafter (Rahmawaty, 2011). The synthesis of product uniqueness derived from resource advantage theory and maslahah 
from the Qur’an and Hadith produces the novelty Maslahah product uniqueness. Maslahah product uniqueness is the 
advantage of a product compared to other products. It is designed based on the principles of halal, thoyyib, and religion-
centric product attributes as the value offered to customers. 
  
Maslahah product uniqueness has three dimensions. Firstly, the uniqueness of halal products. Halal products are products 
having been stipulated halal according to Sharia (Islamic law). Some halal products circulating in the community have not 
been guaranteed. Therefore, the Law of Halal Product Guarantee was passed on October 17th, 2014, requiring that entry, 
circulating, and traded products in the territory of Indonesia must be certified halal (DPR RI, 2014). The conditions of halal 
are as follows: 1. Halal by its halal substance. It is a product originating from halal basic material for consumption and it has 
been determined in the Qur’an and Hadith; 2. Halal by its collecting. It means that halal products can become unlawful if a 
means of collecting is haram because it can harm others and has been stipulated in the Qur’an and Hadith; 3. Halal by its 
processing method. It is a previously halal product that can become haram if the processing method is not in accordance with 
Sharia (Islamic law). Additionally, the characteristics of Halal product uniqueness are the uniqueness of Halal Materials, 
Halal Production Process, Halal Staffing, and Halal Storage, as well as Halal Distribution. Secondly, it thoyyib product 
uniqueness. Thayyib derives from the Arabic “thaba”, which means good, delicious, fun, pleasant, and delightful. It also 
means clean or holy (Yunus, 1990). Some tafsir scholars explained that the word thayyib means food that is not dirty based 
on its substance or damage (expired) or mixed with najis (unclean) objects. Other tafsir scholars also had different 
interpretations. They stated that food that appeals to those who will eat or does not harm the body or mind (Shihab, 2000). 
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Good food is clean and healthy food and it does not cause harm to the body and mind (QS Al-Naḥl: 114, QS. Al-Baqarah: 
168). In Tafsir al-Misbah, both verses articulated that the call for halal food is addressed to all humans, whether they believe 
in Allah SWT or not. However, some halal food and drinks are not automatically thayyib. Also, some thayyib products are not 
halal according to their respective conditions. Some halal and good foods are for someone suffering from certain health 
conditions, and some are not good for him/her, though they are good for others. In addition, some foods are good, yet they 
are not nutritious, and it becomes less good (Shihab, 2000). Therefore, the highly recommended food is halal and thayyib. 
According to Katsir (1923), thoyyib, based on both verses, is good in itself and it is not harmful to the body or mind. Based 
on the description above, the characteristics of Thoyyib product uniqueness are uniqueness in ensuring health benefits, product 
safety, product cleanliness, and the proportional element of the product. Lastly, it is the religion-centric attribute of product 
uniqueness. The complaint values to religious norms are the key to success and a source of company excellence. Bakar et al. 
(2013) acknowledged the existence of religious influences on marketing, particularly the role of religious symbols in 
marketing communications. The presence of religious symbols has a significant effect on purchasing intention, but it is only 
for a low-symbolic valued product. Furthermore, it also highly influences people with stronger religiosity than those with 
lower religiosity. Religiosity affects people’s feelings and attitudes towards consumption (Chitsaz & Hanzaee, 2011), so 
products are more comfortable if they follow religious norms, capable to solve customer issues related to religious needs, 
satisfy customer needs in religious activities, have a technical performance to support religious activities, design according to 
the relevant religious norms, meet the relevant religious norms. Any benefit offered by a product will be less meaningful if it 
contradicts the relevant religious norms. According to the explanation above, the characteristics of Religion-centric product 
uniqueness are the uniqueness of religion-based brands, the uniqueness of religion-based packaging, the uniqueness of 
religion-based designs, and the uniqueness of religious-based information. 
 
2.2.  Islamic Customer Orientation and Maslahah Product Uniqueness 
 
Customer orientation ranges from activities involved in obtaining information about customers in the target market and 
disseminating this information throughout the organization (Narver & Slater, 1990). According to Agnihotri et al., (2013), 
Customer-oriented organizations offer unique and valuable products that can respond to consumer needs. Additionally, Hills 
& Sarin, (2015) argued that customer orientation is the process of identifying potential desires that customers cannot express, 
and these activities can direct actions and preferences in new directions. Masa'deh et al., (2018) defined customer orientation 
as a sufficient understanding of target buyers to create superior value. Zebal & Saber, (2014) stated that Islamic customer 
orientation is an Islamic institution whose marketing activities are designed to serve Muslim customers. Then, Islamic 
customer orientation is defined as an understanding of the needs of Muslim customers to make superior value and lead to 
long-term relationships. Muslim consumers have a high demand for halal products, due to the existence of Islamic rules and 
principles in consuming goods and services (Rice, 1999). Al-Khatib et al. (1995) set out that Muslim customers have high 
priorities, preferences, and needs for halal products and services. Customers, having high religiosity, will have a strong 
influence on consumer actions and behavior to purchase halal food (Awan et al., 2015). 
  
H1a: Islamic customer orientation has a positive effect on halal product uniqueness. 
H1b: Islamic customer orientation has a positive effect on Thoyyib product uniqueness. 
H1c: Islamic customer orientation has a positive effect on the religion-centric attribute product uniqueness. 
 
2.3.  Islamic Innovativeness and Maslahah product uniqueness 
 
Innovativeness relates to the willingness to support creativity and experimentation in introducing new products or services, 
novelty, technology leadership, and R & D in developing new processes. (Lumpkin & Dess, 1996). According to Jiménez-
Jiménez and Sanz-Valle (2011), innovation is a description of the company’s capacity to introduce several new processes, 
products, and ideas in the organization or new marketing strategies. Also, companies tend to engage and support new ideas, 
experimentation, processes, and creativity that can emerge with new products, services, methods, or technologies. Innovation 
is a company’s readiness oriented on technological developments, new products, services, or better line products to pursue 
competitive advantage (Sankowska, 2013). Specifically, in Islam, the concept of innovation is about the balance between 
creativity and innovation, whether those are permitted or prohibited (Zarif et al., 2013). In addition, innovation is also 
discussed by looking at the life history of the Prophet Muhammad. It is from a religious, teaching, economic, social, and 
political perspective (Sulaiman et al., 2015). Moreover, some studies also look for methods of increasing the ability to innovate 
as stated in the Qur’an. It is by utilizing the five senses given by Allah SWT, such as; observing, seeing, hearing, contemplating, 
and ijtihad (Al-Karasneh & Saleh, 2010). Islamic innovativeness is defined as the attitude, behavior, tendency, ability, and 
creativity of businessmen to seek and apply new ideas to produce something new and unique in accordance with Islamic law. 
Concerning product innovation, some studies have deliberately explained. Atuahene-Gima and Ko (2001) stated that 
innovation leading to differentiation is significantly important to achieve sustainable competitive advantage. Innovativeness 
has a significant effect on product excellence (Kam Sing Wong, 2012). Organizational innovation consistently leads to more 
differentiated products (Theoharakis & Hooley, 2008). Marketing innovation has a positive effect on the religion-centric 
positional advantage (Hendar & Tae Ferdinand, 2017) and the religion-centric product strategy (Hendar et al., 2020). 
  
H2a: Islamic innovativeness has a positive effect on halal product uniqueness. 
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H2b: Islamic innovativeness has a positive effect on thoyyib product uniqueness. 
H2c: Islamic innovativeness has a positive effect on the religion-centric attribute product uniqueness. 
 
2.4.  Islamic customer orientation and marketing performance 
 
Kohli and Jaworski (1990) explained market orientation from a “market information perspective”. It was argued that market 
orientation is presumed to gather market information about the present and potential customers, disseminate the collected 
information to departments, and induce appropriate reactions. Meanwhile, from a behavioral perspective, they mentioned that 
the subject of the action is not only the marketing department but also the entire organization. The target of action is market 
information, and, subsequently, the action on marketing information is generation, dissemination, and response. Jaworski & 
Kohli, (1993) considered that market orientation is a concept of marketing practice and translates it into the acquisition of 
market information throughout the organization for present and future customer desires. It is also the dissemination of market 
information to departments and organizational responses. Hills and Sarin (2015) stated that customer orientation is the process 
of identifying potential desires that customers cannot express, and these activities can direct actions and preferences in new 
directions. Customer orientation must sufficiently understand the target buyers to continuously create effective value for them. 
  
The company’s success stems from the customer-oriented principle, or it aligns and is proactively responsive to the market. 
Customer orientation is “'the ability and willingness to identify, analyze, understand, and respond to user needs (Gatignon & 
Xuereb, 1997). Logically, a constant interest in pleasing the customer leads to defining and building desired features, or 
advantages, into new products. Market-oriented business relies on market intelligence to create sustainable competitive 
advantages (Kohli et al., 1993). Thus, a market-oriented culture encourages SMEs to align their organizational activities to 
create value based on a consumer perspective (Narver & Slater, 1990) and emphasizes the importance of customer satisfaction. 
Shared market-oriented beliefs and norms across the business set focus and coherence in business strategy and tactics. Such 
organized efforts often result in innovative and high-quality products or services (Han et al., 1998) and better customer service. 
Eventually, those will provide greater benefits for the customer. Islamic market orientation, focused on Muslim customers, is 
an important measure in improving marketing performance (Nurudin, 2022) 
  
H3: Islamic customer orientation has a positive effect on marketing performance. 
 
 2.5.  Islamic innovativeness and marketing performance 
 
In Islam, the concepts of innovation are as follows: 1. None of the perfect innovation exists, excluding Allah SWT; 2. 
Inspiration belongs to Allah; 3. It benefits others; 4. It complies with Sharia; 5. It is according to needs; 6. It is a traditional 
method; and 7. It is produced with sincerity (Abdullah et al., 2021). Further, based on the Qur’an, the method of increasing 
the ability to innovate is by utilizing the five senses given by God, such as; observing, seeing, hearing, contemplating, and 
ijtihad (Al-Karasneh & Saleh, 2010). Innovation is a function of the company’s formal strategic and flexible planning in 
improving business performance. Innovation describes changes in existing products or services, processes, and technologies 
by introducing new product features, offering outstanding performance, or changing the rules of competing domains (Avlonitis 
& Salavou, 2007; Dibrell et al., 2014). Johnson et al. (2009) pointed out that innovation relates to an individual or 
organizational characteristics in the creation or adoption of new ideas, processes, products, or services, targeted to increase 
value to customers and contribute to the performance or effectiveness of the company. 

H4: Islamic innovativeness has a positive effect on marketing performance. 

2.6.  Maslahah product uniqueness and marketing performance 
 
Product advantages consist of superior features, quality, and benefits that customers receive from their products (Li & 
Calantone, 1998). Various studies have confirmed that product superiority is significantly related to new product performance 
(Langerak et al., 2004; Nakata et al., 2006). Product features and aesthetics can attract consumers’ attention, create positive 
emotional reactions, lead to quality appearance (Bloch, 1995), and be significantly important in enhancing marketing. The 
study shows the impact of superior feature-oriented products on product performance in customer acceptance, quality, and 
finance. On the other hand, the quality of new products has greatly affected the market success and profitability of new 
products (Sethi, 2000). Cooper & Kleinschmidt, (1987) stated that product superiority is a major factor in the success or failure 
of new products. Of the items comprising product advantages, the most important is the unique customer benefit. Favalli et 
al. (2013) explained that the uniqueness of food products for consumers involves distinguishing characteristics from other 
products in their category. The quality and competitive advantage of unique food is also emphasized by Mattiacci and Vignali, 
(2004), characterizing unique food as having a distinctive and superior quality (value) that allows higher prices and better 
profit margins. Similarly, several authors have discussed the specific features of food products, making them unique, such as 
sensory, processing, ingredient, geographical, and conceptual attributes (Favalli et al., 2013; Rason et al., 2007; Stolzenbach 
et al., 2011). According to (Jaeger et al., 2017), markedly different products from other products in their category based on 
sensory, image, functional, emotional, or other understandable product characteristics are positively valued by customers. In 
providing value to Muslim customers, a product must have market advantages and be different from its competitors, so Halal 
certification is required. Halal food certification, whether in the form of a license, logo, seal, or stamp, is a form of 
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identification to inform users that the food product is sourced, produced, and distributed according to strict Islamic standards 
(Ab Talib et al., 2017). Further, Halal food certification is a document issued by an Islamic organization stating that the 
product listed therein satisfies Islamic guidelines (Riaz & Chaudry, 2003). Halal certification is a tool to gain business 
legitimacy and a company uses halal certification as a mechanism to improve organizational performance (Ab Talib et al., 
2016). In addition, (Fikru, 2014; Kafetzopoulos & Gotzamani, 2014; Sampaio et al., 2009) stated that certification is an 
instrument to achieve business performance. 
  
H5a: Halal product uniqueness has a positive effect on marketing performance. 
H5b: Thoyyib product uniqueness has a positive effect on marketing performance. 
H5c: Religious attribute product uniqueness has a positive effect on marketing performance. 

  
Based on the description above, the relationship between Islamic customer orientation and Islamic innovativeness triggers 
an increase in product uniqueness issues (halal product uniqueness, thoyyib product uniqueness, and religion-centric product 
uniqueness). Consequently, it increases marketing performance. In detail, it can be explained in the following figure 1, as 
follows.  
 

 
Fig. 1. Conceptual framework 

 
3.  Research Methodology 
 
The object of this research was the food and beverage processing industries in Central Java, Indonesia. There were 19,734 
industries. Respondents were owners or leaders of the Muslim food and beverage processing industries and had 3 years of 
experience. Data collection was performed by distributing questionnaires, with a sample of 250 respondents. In this study, 
data analysis employed Structural Partial Least Squares (PLS-SEM). PLS-SEM was the best technique, especially when 
initially minor knowledge of the proposed hypothesis in developing a conceptual model was available (Hair et al., 2017). 
Measurements on Islamic customer orientation were adapted from (Dabrowski et al., 2019; Masa'deh et al., 2018; Na et al., 
2019; Narver & Slater, 1990; Sudarti & Fachrunnisa, 2021; Zebal & Saber, 2014; Zhou et al., 2009). It was measured from 
four indicators, such as the commitment of Muslim customers, creating Muslim customer value, understanding the needs of 
Muslim customers, and satisfying Muslim customer satisfaction. Islamic innovativeness was adapted from (Abdullah et al., 
2021; Hendar et al., 2018; Jiménez-Jiménez & Sanz-Valle, 2011; Johnson et al., 2009; Kam Sing Wong, 2012; Lee, d2008; 
Lin et al., 2008). It is measured from three indicators, such as the tendency to seek new Islamic ideas, trying new ways in 
accordance with Sharia, new useful products, and the tendency to use new technology. Maslahah product uniqueness (halal 
product uniqueness, thoyyib product uniqueness, and religion-centric product uniqueness) was adapted from (Avlonitis & 
Salavou, 2007; Chitsaz & Hanzaee, 2011; Cooper & de Brentani, 1991; Hendar & Tae Ferdinand, 2017; Jaeger et al ., 2017) 
and (Qs. Al-Baqarah: 168, Qs. A- Maidah: 88, QS Al- Naḥl: 114). Halal product uniqueness was measured from five 
indicators, such as the uniqueness of halal materials, halal production process, halal staffing, halal storage, and halal 
distribution. Meanwhile, Thoyyib product uniqueness was measured from four indicators, such as the uniqueness in ensuring 
health benefits, product safety, product cleanliness, and product proportions. Religion-centric product uniqueness was 
measured from four indicators, such as the uniqueness of religion-based brands, packaging, designs, and information. 
Marketing performance was adapted from (Ayimey et al., 2020; Healy et al., 2014; Hendar et al., 2018; Hendar & Tae 
Ferdinand, 2017; Killa, 2017; Merrilees et al., 2011; Sin et al., 2005; Zhou et al., 2009). It was measured through four 
indicators, such as sales growth, customer growth, achievement of sales targets, and profit growth. 
 
4.  Results and Discussion 
 
4.1.  Research Analysis and Results 
 
Based on the results of the convergent validity test in table 1, if the loading factor value was <0.5, it had to be removed from 
the model, and the factor loading value had to be re-estimated. By eliminating some of the loading factors, such as <0.5, all 
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indicators were used to continue the analysis to the next stage. It was said to meet convergent validity if all loading factors 
were > 0.5 (Hair et al., 2017). Based on the test results, all indicators had a loading factor value of > 0.5, so it could be said 
that the model was fit. 
 

Table 1  
Loading Factor 

Indicators Loading 
IC1 ← Muslim customer commitment 0.751 
IC2 ← Creating Muslim customer value 0.802 
IC3 ← Understanding the needs of Muslim customers 0.834 
IC4 ← Satisfying Muslim customer satisfaction 0.677 
II1 ← Tendency to seek new Islamic ideas 0.750 
II2 ← Trying new ways in accordance with Sharia 0.748 
II3 ← New useful product 0.752 
II4 ← Tendency to utilize new technology 0.756 
HP1 ← The uniqueness of halal materials 0.802 
HP2 ← The uniqueness of the halal production process 0.870 
HP3 ← The uniqueness of halal staffing 0.816 
HP4 ← The uniqueness of halal storage 0.866 
HP5 ← The uniqueness of halal distribution 0.693 
TP1 ← The uniqueness in ensuring health benefits 0.771 
TP2 ← The uniqueness in ensuring product safety 0.807 
TP3 ← The uniqueness in ensuring product cleanliness 0.789 
TP4 ← The uniqueness in ensuring product proportions 0.786 
RC1 ← The uniqueness of religion-based design 0.635 
RC2 ← The uniqueness of religion-based packaging 0.756 
RC3 ← The uniqueness of a religion-based brand 0.839 
RC4 ← The uniqueness of religion-based information 0.815 
MP1 ← Sales growth 0.733 
MP2 ← Subscriber growth 0.727 
MP3 ← Sales target achievement 0.724 
MP4 ← Profit growth 0.852 

Source: PLS Output Data, 2022 
 

 
 
 
 
 

 
Fig. 2. Flowchart of the research model 

 

Table 2  
Reliability Test 

Construct Cronbach's Alpha Composite Average Variance Extracted 
Islamic customer orientation 0.770 0.851 0.590 
Islamic innovativeness 0.746 0.838 0.565 
Halal product uniqueness 0.870 0.906 0.659 
Thoyyib product uniqueness 0.800 0.868 0.621 
Religion-centric attribute product uniqueness 0.772 0.848 0.586 
Marketing performance 0.756 0.846 0.579 

Source: PLS Output Data, 2022 
 

Based on the results of the reliability test in Table 2, the evaluation of constructreliability values was measured by Cronbach 
alpha, composite reliability, andaverage variance extracted (AVE). the Cronbach alpha and composite reliability valuesof all 
constructs had to be >0.70, and the Average Variance Extracted (AVE) valuewas > 0.5. The test results showed Cronbach’s 
alpha and composite reliabilityvalues were > 0.70 and average variance extracted (AVE) was> 0.5, sothe indicators were 
consistent in measuring their constructs. 

 
 

Fig. 3. Hypotheses test 
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Table 3  
Hypothesis test 

 Original 
Sample 

Sample 
Means 

Standard 
Deviations T Statistics P Values 

Islamic customer orientation → Halal product uniqueness 0.191 0.195 0.065 2.916 0.004 
Islamic customer orientation → Thoyyib product uniqueness 0.308 0.308 0.066 4.677 0.000 
Islamic customer orientation → Religion-centric attribute product uniqueness 0.275 0.281 0.063 4.374 0.000 
Islamic innovativeness → Halal product uniqueness 0.164 0.171 0.063 2.586 0.010 
Islamic Innovativeness → Thoyyib product uniqueness 0.167 0.168 0.071 2.335 0.020 
Islamic innovativeness → Religion-centric attribute product uniqueness 0.162 0.160 0.063 2.567 0.011 
Islamic customer orientation → Marketing performance 0.251 0.254 0.058 4.344 0.000 
Islamic innovativeness → Marketing performance 0.131 0.129 0.062 2.116 0.035 
Halal product uniqueness → Marketing performance 0.123 0.123 0.056 2.208 0.028 
Thoyyib product uniqueness → Marketing performance 0.219 0.222 0.061 3.597 0.000 
Religion-centric attribute product uniqueness → Marketing performance 0.135 0.137 0.062 2.175 0.030 

Source: PLS Output Data, 2022 
 
Based on the results of the hypothesis test in table 3, all hypotheses were accepted with T-Statistics of > 1.96 and a significance 
of < 0.05. The test results of Islamic customer orientation had a positive and significant effect on halal product uniqueness 
with a T-Statistics value of 2.916 > 1.96 and a P-Value of 0.004 <0.05, so hypothesis 1a was accepted. Islamic customer 
orientation had a positive and significant effect on thoyyib product uniqueness with a T-Statistics value of 4.677 > 1.96 and a 
P-Value of 0.000 <0.05, so hypothesis 1b was accepted. Islamic customer orientation had a positive and significant effect on 
the religion-centric attribute product uniqueness with a T-Statistics value of 4.374 > 1.96 and a P-Value of 0.000 <0.05, so 
hypothesis 1c was accepted.  
  
Moreover, Islamic innovativeness had a positive and significant effect on halal product uniqueness with a T-Statistics value 
of 2.586 > 1.96 and a P-Value of 0.010 <0.05, so hypothesis 2a was accepted.  Islamic innovativeness had a positive and 
significant effect on thoyyib product uniqueness with a T-Statistics value of 2.335 > 1.96 and a P-Value of 0.020 <0.05, so 
hypothesis 2b was accepted. Islamic innovativeness had a positive and significant effect on the religion-centric attribute 
product uniqueness with a T-Statistics value of 2.567 > 1.96 and a P-Value of 0.011 < 0.05, so hypothesis 2c was accepted.  
  
In addition, Islamic customer orientation had a positive and significant effect on marketing performance with a T-Statistics 
value of 4.344 > 1.96 and a P-Value of 0.000 < 0.05, so hypothesis 3 was accepted. Islamic innovativeness has a positive and 
significant effect on marketing performance with a T-Statistics value of 2.116 > 1.96 and a P-Value of 0.035 < 0.05, so 
hypothesis 4 was accepted. Halal product uniqueness had a positive and significant effect on marketing performance with a 
T-Statistics value of 2.208 > 1.96 and a P-Value of 0.028 < 0.05, so hypothesis 5a was accepted. Thoyyib product uniqueness 
had a positive and significant effect on marketing performance with a T-Statistics value of 3.597 > 1.96 and a P-Value of 
0.000 <0.05, so hypothesis 5b was accepted. Lastly, the religion-centric attribute of product uniqueness had a positive and 
significant effect on marketing performance with a T-Statistics value of 2.175 > 1.96 and a P-Value of 0.030 <0.05, so 
hypothesis 5c was accepted. 
 
4.2.  Discussion 
 
Islamic customer orientation influenced maslahah product uniqueness (halal product uniqueness, thoyyib product uniqueness, 
and religion-centric product uniqueness). In the Islamic market segment, Islamic customer orientation was closely related to 
maslahah product uniqueness. Companies, having the ability to know the needs of Muslim customers had a greater 
opportunity to gain a positional advantage in the target market segment. In the religion-based product market, companies were 
responsive to the needs of Muslim customers, by providing satisfaction and value to Muslim customers, and committed to 
producing unique halal products in accordance with Islamic rules. In doing so, companies ensured that the raw materials and 
substances used for production were halal.  Also, the production process was in accordance with Islamic principles such as 
slaughtering cattle by reciting the name of Allah SWT. Muslim employees, understanding halal and haram, safe product 
storage and distribution, and avoiding materials that could affect the product to become haram, had greater opportunities in 
gaining the positional advantage of halal product uniqueness. The needs of Muslim customers were not only the guarantee of 
halal products on the market but also better product uniqueness in satisfying their needs. The products, also, had to be safe 
when consumed. It meant that those did not contain harmful ingredients. The proportional and nutritious product uniqueness 
preferred by customers could increase the positional advantage of thoyyib products' uniqueness. Additionally, product 
attributes were also attracting aspect to customer attention. Different products from existing products had to be more unique 
than before. The uniqueness of this product was by looking at the desires of religious Muslim consumers. Particularly, 
religiosity was an important element in unique product attributes, such as brands, packaging, labels, and designs. These, then, 
would increase the positional advantage of religiosity and product uniqueness attributes in a religion-based market. This 
research was in line with the following research. For example, Al-Khatib et al. (1995); Rice (1999) argued that Muslim 
customers have a high need for halal products and services. Lanrak (2003) stated that customer orientation has a positive 
effect on differentiation advantage. Nakata et al. (2006) set out that customer orientation has a significant effect on the 
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superiority of new products. Finally, Zhou et al. (2007) postulated that customer orientation has a positive effect on 
competitive advantage. 
  
Islamic innovativeness influenced product uniqueness issues (halal product uniqueness, thoyyib product uniqueness, and 
religion-centric product uniqueness). In business competition, new products always appear. Those could affect business 
products. Innovation was one of the company's key features so that the manufactured products were superior to competitors. 
A Muslim making innovation by looking for new ideas, trying new ways, utilizing new technology, and updating or making 
new products had to be in accordance with Islamic law (Abdullah et al., 2021; Hendar et al., 2018; Az-Zariyat, 51:56). In 
detail, innovation was highly dominant in commercializing a product (Sandberg & Ohman, 2011; Tohidi & Jabbari, 2012) 
and the product had to have enormous benefits and an impact on the ease of human life, holistically (Othman, 2012). Thus, it 
would lead to an increase of more unique and beneficial products for people by paying attention to the halalan thoyyiban 
elements as well as considering the items attribute, made religiously. Similarly, the research was in the same vein with 
Atuahene-Gima & Ko (2001); Theoharakis and Hooley (2008), stating that innovation leads to product differentiation. Also, 
Kam Sing Wong (2012) mentioned product excellence, Hendar & Tae Ferdinand (2017) concluded about religion-centric 
positional advantage, and Hendar et al. (2020) argued on religion-centric product strategy. 
  
Islamic customer orientation affected marketing performance. It articulated that the better the Islamic customer orientation, 
the more improving the marketing performance. Kelley (1992) stated that customer orientation is a company involving its 
employees in increasing customer satisfaction and establishing long-term relationships. The company, always committed to 
satisfying the needs of Muslim customers and creating value for Muslim customers, would be able to improve marketing 
performance. This result was in accordance with the previous findings stating that customer orientation has a strong influence 
on business performance (Dabrowski et al., 2019; Deshpandé et al., 1993; Huhtala et al., 2014; Narver & Slater, 1990) and 
marketing performance (Hendar et al., 2018; Zhou et al., 2009). Moreover, Islamic innovativeness influenced marketing 
performance. This interpreted that the higher the Islamic innovativeness the more increasing the marketing performance. The 
survival of the company depended on how fast and responsive the company was in dealing with the existing dynamics. 
Therefore, effective competitive strategies were needed by making improvements. Companies in the Muslim market had 
always innovated in accordance with Islamic law so that their compliance with Islamic law would impact improving marketing 
performance. This result was similar to the following previous findings. Innovativeness could improve marketing performance 
(Hendar et al., 2018). Innovation affected company performance (Selvarajan et al., 2007). Product innovation had a significant 
effect on marketing performance (Chatterjee et al., 2020; N. Nurudin et al., 2022). Green innovation had a positive and 
significant effect on firm performance (Singh et al., 2022). The adoption of digital innovation directly affected company 
performance (Liu et al., 2022). 
 Maslahah product uniqueness (halal product uniqueness, thoyyib product uniqueness, and religion-centric product 
uniqueness) affected marketing performance. The uniqueness of halal material, halal production process, halal staffing, halal 
storage, and halal distribution were characteristics of halal product uniqueness. These could improve marketing performance. 
Halal product uniqueness was produced according to strict Islamic standards (Ab Talib et al., 2017) and certified halal as a 
mechanism to improve organizational performance (Ab Talib et al., 2016). This result of the research was in line with research 
conducted by Fikru (2014); Kafetzopoulos & Gotzamani (2014); Untilo et al. (2009), postulating that certification is an 
instrument to achieve business performance. In (QS Al-Naḥl: 114, QS. Al-Baqarah: 168) regarding Allah SWT's 
commandments about halal and thoyyib food, products complying with Sharia were not only satisfying halal elements but 
also containing thoyyib elements. In this study, thoyyib product uniqueness showed a firmly significant value in improving 
marketing performance because it related to the health, safety, hygiene, and proportional benefits of products, consumed by 
customers. Research, supporting the quality of new products, had been found to greatly affect the market success and 
profitability of new products (Sethi, 2000). Unique foods had a distinctive and superior value, enabling higher prices and 
better profit margins (Mattiacci & Vignali, 2004). The religion-centric product uniqueness dimension with the unique 
characteristics of religion-based brands, packaging, designs, and information could improve marketing performance. It was 
in accordance with Bloch's (1995) research that product features and aesthetics can attract consumers’ attention, create positive 
emotional reactions, lead to quality appearances, and be significantly important in increasing marketing. The study 
demonstrated the impact of superior feature-oriented products on product performance in customer acceptance, quality, and 
finance. Also, Hendar et al. (2020) stated that a religion-centric product strategy has a positive effect on marketing 
performance. 
 
5. Conclusion 
 
Islamic customer orientation and Islamic innovativeness have a positive and significant impact on product uniqueness issues 
(halal product uniqueness, thoyyib product uniqueness, and religion-centric product uniqueness). Islamic customer 
orientation, Islamic innovativeness, and maslahah product uniqueness (halal product uniqueness, thoyyib product uniqueness, 
and religion-centric product uniqueness) have a positive and significant effect on marketing performance. Meanwhile, Islamic 
customer orientation has a great influence on product uniqueness issues (halal product uniqueness, thoyyib product 
uniqueness, and religion-centric product uniqueness) and marketing performance. Besides that, the maslahah product 
uniqueness dimension, such as thoyyib product uniqueness, also has a strong influence on increasing marketing performance. 
The results of this study and the limitations found in the research can be used as a source of ideas for research development, 
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so the extension of the research suggested in this study is to enrich dimensions of Islamic market orientation and 
entrepreneurial orientation. 
 
Acknowledgement 
 
The authors would like to thank the Directorate of Research, Technology, and Community Service, the Directorate General 
of Higher Education, Research and Technology, Ministry of Education, Culture, Research, and Technology for funding this 
research. 
 
References 
 
Ab Talib, MS, Abdul Hamid, AB, & Chin, TA (2016). Can halal certification influence logistics performance? Journal of 

Islamic Marketing, 7 (4), 461–475. https://doi.org/10.1108/JIMA-02-2015-0015/FULL/XML 
Ab Talib, MS, Ai Chin, T., & Fischer, J. (2017). Linking Halal food certification and business performance. British Food 

Journal, 119 (7), 1606–1618. https://doi.org/10.1108/BFJ-01-2017-0019 
Abdullah, WAAW, Razak, KA, Hamzah, MI, & Zhaffar, NM (2021). The Concept of Innovation in Islam According to 

Innovative Asatizah's View. Journal of Quranic Sciences and Research, 2 (2), 8–16. 
https://doi.org/10.30880/jqsr.2021.02.02.002 

Agnihotri, R., Rapp, AA, Andzulis, JM, & Gabler, CB (2013). Examining the Drivers and Performance Implications of 
Boundary Spanner Creativity: http://Dx.Doi.Org/10.1177/1094670513506494, 17 (2), 164–181. 
https://doi.org/10.1177/1094670513506494 

Al-Karasneh, SM, & Saleh, AMJ (2010). Islamic perspective on creativity: A model for teachers of social studies as leaders. 
Procedia - Social and Behavioral Sciences, 2 (2), 412–426. https://doi.org/10.1016/J.SBSPRO.2010.03.036 

Al-Khatib, J.A., Dobie, K., & Vitell, SJ (1995). Consumer Ethics in Developing Countries. Journal of Euromarketing, 4 (2), 
87–109. https://doi.org/10.1300/J037V04N02_06 

Atalay, M., Anafarta, N., & Sarvan, F. (2013). The Relationship between Innovation and Firm Performance: An Empirical 
Evidence from Turkish Automotive Supplier Industry. Procedia - Social and Behavioral Sciences, 75, 226–235. 
https://doi.org/10.1016/J.SBSPRO.2013.04.026 

Atuahene-Gima, K., & Ko, A. (2001). An Empirical Investigation of the Effect of Market Orientation and Entrepreneurship 
Orientation Alignment on Product Innovation. https://Doi.Org/10.1287/Orsc.12.1.54.10121, 12 (1), 54–74. 
https://doi.org/10.1287/ORSC.12.1.54.10121 

Avlonitis, G.J., & Salavou, HE (2007). Entrepreneurial orientation of SMEs, product innovativeness, and performance. 
Journal of Business Research, 60 (5), 566–575. https://doi.org/10.1016/J.JBUSRES.2007.01.001 

Awan, H.M., Siddiquei, A.N, & Haider, Z. (2015). Factors affecting Halal purchase intention – evidence from Pakistan's 
Halal food sector. Management Research Review, 38 (6), 640–660. https://doi.org/10.1108/MRR-01-2014-
0022/FULL/XML 

Ayimey, E.K., Blomme, R.J., Kil, A., & Honyenuga, B.Q. (2020). Insight into How Market Orientation Impacts Marketing 
Performance in the Hotel Industry of Ghana. 115–140. https://doi.org/10.1108/S1745-354220200000016009 

Bharadwaj, S.G., Varadarajan, P.R., & Fahy, J. (1993). Sustainable Competitive Advantage in Service Industries: A 
Conceptual Model and Research Propositions. https://Doi.Org/10.1177/002224299305700407, 57 (4), 83–99. 
https://doi.org/10.1177/002224299305700407 

Bloch, P.H. (1995). Seeking the Ideal Form: Product Design and Consumer Response. 
https://Doi.Org/10.1177/002224299505900302, 59 (3), 16–29. https://doi.org/10.1177/002224299505900302 

Cardello, A.V., Pineau, B., Paisley, A.G., Roigard, C.M., Chheang, S.L., Guo, L.F., Hedderley, D.I., & Jaeger, S.R. (2016). 
Cognitive and emotional differentiators for beer: An exploratory study focusing on “uniqueness”. Food Quality and 
Preference, 54, 23–38. https://doi.org/10.1016/J.FOODQUAL.2016.07.001 

Chatterjee, S., Chaudhuri, R., & Vrontis, D. (2020). Does data-driven culture impact the innovation and performance of a 
firm? An empirical examination. Annals of Operations Research 2021, 1–26. https://doi.org/10.1007/S10479-020-03887-
Z 

Chitsaz, S., & Hanzaee, K.H. (2011). A review of influencing factors and constructs on the Iranian women's Islamic fashion 
market. Interdisciplinary Journal of Research in Business, 1, 94–100. 
https://www.researchgate.net/publication/267562254 

Cooper, R.G., & de Brentani, U. (1991). New industrial financial services: What distinguishes the winners. Journal of Product 
Innovation Management, 8 (2), 75–90. https://doi.org/10.1016/0737-6782(91)90002-G 

Cooper, R.G., & Kleinschmidt, E.J. (1987). Success Factors in Product Innovation . https://doi.org/10.1016/0019-
8501(87)90029-0 

Dabrowski, D., Brzozowska-Woś, M., Gołąb-Andrzejak, E., & Firgolska, A. (2019). Market orientation and hotel 
performance: The mediating effect of creative marketing programs. Journal of Hospitality and Tourism Management, 41, 
175–183. https://doi.org/10.1016/J.JHTM.2019.10.006 

Deshpandé, R., Farley, JU, & Frederick E. Webster, J. (1993). Corporate Culture, Customer Orientation, and Innovativeness 
in Japanese Firms: A Quadrant Analysis: Https://Doi.Org/10.1177/002224299305700102, 57 (1), 23–37. 
https://doi.org/10.1177/002224299305700102 



 1108

Dibrell, C., Craig, JB, & Neubaum, DO (2014). Linking the formal strategic planning process, planning flexibility, and 
innovativeness to firm performance. Journal of Business Research, 67 (9), 2000–2007. 
https://doi.org/10.1016/J.JBUSRES.2013.10.011 

DPR RI. (2014). Halal Product Guarantee Act (JPH). Jakarta: DPR R. https://www.dpr.go.id/jdih/index/id/1615 
Favalli, S., Skov, T., & Byrne, D.V. (2013). Sensory perception and understanding of food uniqueness: From the traditional 

to the novel. Food Research International, 50 (1), 176–188. https://doi.org/10.1016/J.FOODRES.2012.10.007 
Fikru, M.G. (2014). Firm Level Determinants of International Certification: Evidence from Ethiopia. World Development, 64, 

286–297. https://doi.org/10.1016/J.WORLDDEV.2014.06.016 
Gao, G.Y., Zhou, K.Z., & Yim, C.K. (Bennett). (2007). On what firms should focus on transitional economies? A study of 

the contingent value of strategic orientations in China. International Journal of Research in Marketing, 24 (1), 3–15. 
https://doi.org/10.1016/J.IJRESMAR.2006.09.004 

Gatignon, H., & Xuereb, J.M. (1997). Strategic Orientation of the Firm and New Product Performance. 
https://Doi.Org/10.1177/002224379703400107, 34 (1), 77–90. https://doi.org/10.1177/002224379703400107 

Hair, J., Hollingsworth, C.L., Randolph, A.B., & Chong, A.Y.L. (2017). An updated and expanded assessment of PLS-SEM 
in information systems research. Industrial Management and Data Systems, 117 (3), 442–458. 
https://doi.org/10.1108/IMDS-04-2016-0130 

Han, J.K., Kim, N., & Srivastava, R.K. (1998). Market Orientation and Organizational Performance: Is Innovation a Missing 
Link?: https://Doi.Org/10.1177/002224299806200403, 62 (4), 30–45. https://doi.org/10.1177/002224299806200403 

Healy, B., Ledwith, A., & O'Dwyer, M. (2014). Perceptions of product advantage, NPD, and organizational performance. 
Journal of Small Business and Enterprise Development, 21 (1), 49–68. https://doi.org/10.1108/JSBED-05-2013-
0078/FULL/PDF 

Henard, D.H., & Szymanski, D.M. (2001). Why Some New Products are More Successful than Others. 
https://Doi.Org/10.1509/Jmkr.38.3.362.18861, 38 (3), 362–375. https://doi.org/10.1509/JMKR.38.3.362.18861 

Hendar, H., Nurhayati, T., Sugiyarti, G., Hendar, H., Nurhayati, T., & Sugiyarti, G. (2018). Religio-centric fashion advantage 
on marketing performance: The role of innovativeness and customer responsiveness. Contaduría y Administración , 63 
(4), 0–0. https://doi.org/10.22201/FCA.24488410E.2018.1378 

Hendar, H., & Tae Ferdinand, A. (2017). Introducing the religio-centric positional advantage to Indonesian small businesses. 
Management & Marketing. Challenges for the Knowledge Society, 12 (1), 78–102. https://doi.org/10.1515/mmcks-2017-
0006 

Hendar, H., Zulfa, M., Ratnawati, A., & Mulyana, M. (2020). Religio-centric product strategy on marketing performance. 
Journal of Research in Marketing and Entrepreneurship, 22 (2), 181–203. https://doi.org/10.1108/JRME-02-2019-
0014/FULL/XML 

Hills, S.B., & Sarin, S. (2015). From Market Driven to Market Driving: An Alternate Paradigm for Marketing in High 
Technology Industries. http://Dx.Doi.Org/10.1080/10696679.2003.11658498, 11 (3), 13–24. 
https://doi.org/10.1080/10696679.2003.11658498 

Huhtala, J.P., Sihvonen, A., Frösén, J., Jaakkola, M., & Tikkanen, H. (2014). Market orientation, innovation capability, and 
business performance: Insights from the global financial crisis. Baltic Journal of Management, 9 (2), 134–152. 
https://doi.org/10.1108/BJM-03-2013-0044/FULL/XML 

Hunt, S.D., & Duhan, D.F. (2002). Competition in the third millennium: efficiency or effectiveness? Journal of Business 
Research, 55 (2), 97–102. https://doi.org/10.1016/S0148-2963(00)00144-2 

Hunt, S.D., & Morgan, R.M. (1995). The Comparative Advantage Theory of Competition: 
https://Doi.Org/10.1177/002224299505900201, 59 (2), 1–15. https://doi.org/10.1177/002224299505900201 

Jaeger, S.R., Cardello, A.V., Jin, D., Hunter, D.C., Roigard, C.M., & Hedderley, D.I. (2017). Product uniqueness: Further 
exploration and application of a consumer-based methodology. Food Quality and Preference, 60, 59–71. 
https://doi.org/10.1016/J.FOODQUAL.2017.03.013 

Jaworski, B.J., & Kohli, A.K. (1993). Market Orientation: Antecedents and Consequences: 
https://Doi.Org/10.1177/002224299305700304, 57 (3), 53–70. https://doi.org/10.1177/002224299305700304 

Jiménez-Jiménez, D., & Sanz-Valle, R. (2011). Innovation, organizational learning, and performance. Journal of Business 
Research , 64 (4), 408–417. https://doi.org/10.1016/J.JBUSRES.2010.09.010 

Johnson, A.J., Dibrell, C.C., & Hansen, E. (2009). Market Orientation, Innovativeness, and Performance of Food Companies. 
Journal of Agribusiness, 27 (2), 85–106. https://doi.org/10.22004/AG.ECON.90659 

Kafetzopoulos, D.P., & Gotzamani, K.D. (2014). Critical factors, food quality management, and organizational performance. 
Food Control, 40 (1), 1–11. https://doi.org/10.1016/J.FOODCONT.2013.11.029 

Kam Sing Wong, S. (2012). The influences of entrepreneurial orientation on product advantage and new product success. 
Journal of Chinese Entrepreneurship, 4 (3), 243–262. https://doi.org/10.1108/17561391211262175 

Katsir, I. (1923). Tafsir al-Qur'an al-Adzim . Daar al-Fik. 
Kelley, S.W. (1992). Developing Customer Orientation among Service Employees: 

Http://Dx.Doi.Org/10.1177/009207039202000103, 20 (1), 27–36. https://doi.org/10.1177/009207039202000103 
Killa, M.F. (2017). A Study on Product Innovation Portfolio and Customer Value Creation: Bridging Entrepreneurial Risk-

Taking Orientation and Marketing Performance. ASEAN Marketing Journal, 9 (2), 2. 
https://doi.org/10.21002/amj.v9i2.5718 

Kohli, A.K., & Jaworski, B.J. (1990). Market Orientation: The Construct, Research Propositions, and Managerial 



Nurudin et al. /Uncertain Supply Chain Management 11 (2023) 

 

 

1109

Implications: https://Doi.Org/10.1177/002224299005400201, 54 (2), 1–18. 
https://doi.org/10.1177/002224299005400201 

Kohli, AK, Jaworski, BJ, & Kumar, A. (1993). Markor: A Measure of Market Orientation: 
https://Doi.Org/10.1177/002224379303000406, 30 (4), 467–477. https://doi.org/10.1177/002224379303000406 

Kotler, P. (2005). Marketing Management. 
Lanrak, F. (2003). The effect of market orientation on positional advantage and organizational performance. Journal of 

Strategic Marketing, 11 (2), 93–115. https://doi.org/10.1080/0965254032000102957 
Lanrak, F., Hultink, E.J., & Robben, H.S.J. (2004). The Impact of Market Orientation, Product Advantage, and Launch 

Proficiency on New Product Performance and Organizational Performance. Journal of Product Innovation Management, 
21 (2), 79–94. https://doi.org/10.1111/J.0737-6782.2004.00059.X 

Lee, L.T.S. (2008). The effects of team reflexivity and innovativeness on new product development performance. Industrial 
Management and Data Systems, 108 (4), 548–569. https://doi.org/10.1108/02635570810868380/FULL/XML 

Li, T., & Calantone, R.J. (1998). The Impact of Market Knowledge Competence on New Product Advantage: 
Conceptualization and Empirical Examination. https://Doi.Org/10.1177/002224299806200402, 62 (4), 13–29. 
https://doi.org/10.1177/002224299806200402 

Lin, C.H., Peng, C.H., & Kao, D.T. (2008). The innovativeness effect of market orientation and learning orientation on 
business performance. International Journal of Manpower, 29 (8), 752–772. 
https://doi.org/10.1108/01437720810919332/FULL/XML 

Liu, Y., Dong, J., Mei, L., & Shen, R. (2022). Digital innovation and performance of manufacturing firms: An affordance 
perspective. Technovation, 102458. https://doi.org/10.1016/J.TECHNOVATION.2022.102458 

Lumpkin, G.T., & Dess, G.G. (1996). Clarifying the Entrepreneurial Orientation Construct and Linking It To Performance. 
https://Doi.Org/10.5465/Amr.1996.9602161568, 21 (1), 135–172. https://doi.org/10.5465/AMR.1996.9602161568 

Martins, Y., & Pliner, P. (2005). Human food choices: An examination of the factors underlying the acceptance/rejection of 
novel and familiar animal and non-animal foods. Appetite, 45 (3), 214–224. https://doi.org/10.1016/J.APPET.2005.08.002 

Masa'deh, R., Al-Henzab, J., Tarhini, A., & Obeidat, BY (2018). The associations among market orientation, technology 
orientation, entrepreneurial orientation, and organizational performance. Benchmarking, 25 (8), 3117–3142. 
https://doi.org/10.1108/BIJ-02-2017-0024/FULL/XML 

Mattiacci, A., & Vignali, C. (2004). The typical products within food “glocalization”: The makings of a twenty-first-century 
industry. British Food Journal, 106 (10/11), 703–713. https://doi.org/10.1108/00070700410561333/FULL/XML 

Merrilees, B., Rundle-Thiele, S., & Lye, A. (2011). Marketing capabilities: Antecedents and implications for B2B SME 
performance. Industrial Marketing Management, 40 (3), 368–375. https://doi.org/10.1016/J.INDMARMAN.2010.08.005 

Morgan, N.A. (2012). Marketing and business performance. Journal of the Academy of Marketing Science 2011 40:1, 40 (1), 
102–119. https://doi.org/10.1007/S11747-011-0279-9 

Mulyana, M., Hendar, H., Zulfa, M., & Ratnawati, A. (2019). Marketing Innovativeness on Marketing Performance: Role of 
Religio-Centric Relational Marketing Strategy. https://Doi.Org/10.1080/15332667.2019.1664869, 19 (1), 52–74. 
https://doi.org/10.1080/15332667.2019.1664869 

Na, Y.K., Kang, S., & Jeong, H.Y. (2019). The Effect of Market Orientation on Performance of Sharing Economy Business: 
Focusing on Marketing Innovation and Sustainable Competitive Advantage. Sustainability 2019, Vol. 11, Page 729, 11 
(3), 729. https://doi.org/10.3390/SU11030729 

Nakata, C., Im, S., Park, H., & Ha, Y.W. (2006). Antecedents and consequence of Korean and Japanese new product 
advantage. Journal of Business Research, 59 (1), 28–36. https://doi.org/10.1016/J.JBUSRES.2005.03.008 

Narver, J.C., & Slater, S.F. (1990). The Effect of a Market Orientation on Business Profitability: 
https://Doi.Org/10.1177/002224299005400403, 54 (4), 20–35. https://doi.org/10.1177/002224299005400403 

Nurudin, N., Ady Fataron, Z., & Nur Asyifa, L. (2022). The Influence of Islamic Market Orientation and Product Innovation 
on Marketing Performance. Scientific Journal of Islamic Economics, 8 (3), 2405–2414. 
https://doi.org/10.29040/JIEI.V8I3.6474 

Nurudin, W., A.R. (2022). Islamic Value Strategy: The Relationship Of Islamic Market Orientation, Personal Ties, And 
Karimah Reciprocity On Marketing Performance. Journal of Positive School Psychology, 6 (11), 1459–1477. 
https://www.journalppw.com/index.php/jpsp/article/view/14180 

Othman, M.Y.H. (2012). 1Malaysia Initiative: Creativity & Innovation in Civilization Development. Malaysian State 
Academy; Prime Minister's Office.  

P Kotler, K.K. (2009). Marketing Management. http://eprints.binadarma.ac.id/10124/1/TUGAS 1.pdf 
Porter, M.E. (1997). Competitive strategy. Measuring Business Excellence, 1 (2), 12–17. 

https://doi.org/10.1108/EB025476/FULL/XML 
Rahmawaty, A. (2011). Islamic Microeconomics. NoraMediaEnterprise. 
Rason, J., Martin, J.F., Dufour, E., & Lebecque, A. (2007). Diversity of the sensory characteristics of traditional dry sausages 

from the center of France: Relation with regional manufacturing practices. Food Quality and Preference, 18 (3), 517–530. 
https://doi.org/10.1016/J.FOODQUAL.2006.07.002 

Rhee, J., Park, T., & Lee, D.H. (2010). Drivers of innovativeness and performance for innovative SMEs in South Korea: 
Mediation of learning orientation. Technovation, 30 (1), 65–75. https://doi.org/10.1016/J.TECHNOVATION.2009.04.008 

Riaz, M.N., & Chaudry, M.M. (2003). Halal food production. Halal Food Production , 1–380. 
https://doi.org/10.1201/9780203490082/HALAL-FOOD-PRODUCTION-MIAN-RIAZ-MUHAMMAD-CHAUDRY 



 1110

Rice, G. (1999). Islamic Ethics and the Implications for Business. Journal of Business Ethics 1999 18:4, 18 (4), 345–358. 
https://doi.org/10.1023/A:1005711414306 

Rosli, M.M., & Sidek, S. (2013). The Impact of Innovation on the Performance of Small and Medium Manufacturing 
Enterprises: Evidence from Malaysia. Journal of Innovation Management in Small & Medium Enterprises, 1–16. 
https://doi.org/10.5171/2013.885666 

Sampaio, P., Saraiva, P., & Rodrigues, A.G. (2009). ISO 9001 certification research: Questions, answers, and approaches. 
International Journal of Quality and Reliability Management, 26 (1), 38–58. 
https://doi.org/10.1108/02656710910924161/FULL/XML 

Sandberg, K.W., & Ohman, G. (2011). Learning in Innovation Development. Procedia - Social and Behavioral Sciences, 28, 
379–383. https://doi.org/10.1016/J.SBSPRO.2011.11.072 

Sankowska, A. (2013). Relationships between organizational trust, knowledge transfer, knowledge creation, and firm's 
innovativeness. Learning Organizations, 20 (1), 85–100. https://doi.org/10.1108/09696471311288546/FULL/XML 

Selvarajan, T.T., Ramamoorthy, N., Flood, P.C., Guthrie, J.P., MacCurtain, S., & Liu, W. (2007). The role of human capital 
philosophy in promoting firm innovativeness and performance: the test of a causal model. 
http://Dx.Doi.Org/10.1080/09585190701502588, 18 (8), 1456–1470. https://doi.org/10.1080/09585190701502588 

Sethi, R. (2000). New Product Quality and Product Development Teams. https://Doi.Org/10.1509/Jmkg.64.2.1.17999, 64 (2), 
1–14. https://doi.org/10.1509/JMKG.64.2.1.17999 

Shergill, G.S., & Nargundkar, R. (2005). Market Orientation, Marketing Innovation as Performance Drivers. 
http://Dx.Doi.Org/10.1300/J042v19n01_03 , 19 (1), 27–47. https://doi.org/10.1300/J042V19N01_03 

Shihab, M.Q. (2000). Al-Quran Insights: Thematic Interpretation of Various Problems of the Ummah - M. Quraish Shihab - 
Google Books.  

Sin, L.Y.M., Tse, A.C.B., Yau, O.H.M., Chow, R.P.M., Lee, J.S.Y., & Lau, L.B.Y. (2005). Relationship marketing 
orientation: scale development and cross-cultural validation. Journal of Business Research, 58 (2), 185–194. 
https://doi.org/10.1016/S0148-2963(02)00493-9 

Singh, S. K., Del Giudice, M., Chiappetta Jabbour, C. J., Latan, H., & Sohal, A. S. (2022). Stakeholder pressure, green 
innovation, and performance in small and medium‐sized enterprises: The role of green dynamic capabilities. Business 
Strategy and the Environment, 31(1), 500-514. https://doi.org/10.1002/BSE.2906 

Song, X.M., & Parry, M.E. (1996). What Separates Japanese New Product Winners from Losers. Journal of Product 
Innovation Management, 13 (5), 422–439. https://doi.org/10.1111/1540-5885.1350422 

Stolzenbach, S., Byrne, D.V., & Bredie, W.L.P. (2011). Sensory local uniqueness of Danish honeys. Food Research 
International , 44 (9), 2766–2774. https://doi.org/10.1016/J.FOODRES.2011.06.006 

Sudarti, K., & Fachrunnisa, O. (2021). Collective Achievement Spirit and Salespeople's Performance: An Empirical Study in 
Indonesia. The Journal of Asian Finance, Economics, and Business, 8 (6), 1057–1066. 
https://doi.org/10.13106/JAFEB.2021.VOL8.NO6.1057 

Sulaiman, A., Mohd Zarif, M.M., Mohd Nizah, M.A., Atoma, P., Ismail, A., & Kandil, H.M.T.E. (2015). Creativity and 
innovation in Islam: It's a necessity in Islamic education. Social Sciences (Pakistan), 10 (1), 61–66. 
https://doi.org/10.3923/SSCIENCE.2015.61.66 

Tan, H.S.G., Fischer, A.R.H., Tinchan, P., Stieger, M., Steenbekkers, L.P.A., & van Trijp, H.C.M. (2015). Insects as food: 
Exploring cultural exposure and individual experience as determinants of acceptance. Food Quality and Preference, 42, 
78–89. https://doi.org/10.1016/J.FOODQUAL.2015.01.013 

Theoharakis, V., & Hooley, G. (2008). Customer orientation and innovativeness: Differing roles in New and Old Europe. 
International Journal of Research in Marketing, 25 (1), 69–79. https://doi.org/10.1016/J.IJRESMAR.2007.09.007 

Tohidi, H., & Jabbari, MM (2012). Important Factors in Determination of Innovation Type. Procedia Technology, 1, 570–
573. https://doi.org/10.1016/J.PROTCY.2012.02.124 

Yunus, M. (1990). Indonesian Arabic Dictionary . Mahmud Yunus Wa Dzurriyyah. https://yufidstore.com/products/kamus-
arab-indonesia-mahmud-yunus-wa-dzurriyah 

Zarif, M.M.M., Nizah, M.A.M., Ismail, A., & Mohamad, A. (2013). Creating creative and innovative Muslim society: Bid'ah 
as an approach. Asian Social Science, 9 (11), 121–127. https://doi.org/10.5539/ASS.V9N11P121 

Zebal, M.A., & Saber, H.M. (2014). Market orientation in Islamic banks - a qualitative approach. Marketing Intelligence and 
Planning, 32 (4), 495–527. https://doi.org/10.1108/MIP-08-2013-0138/FULL/PDF 

Zhou, K.Z., Brown, J.R., & Dev, C.S. (2009). Market orientation, competitive advantage, and performance: A demand-based 
perspective. Journal of Business Research, 62 (11), 1063–1070. https://doi.org/10.1016/J.JBUSRES.2008.10.001 

Zhou, K.Z., Brown, J.R., Dev, C.S., & Agarwal, S. (2007). The effects of customer and competitor orientations on 
performance in global markets: A contingency analysis. Journal of International Business Studies, 38 (2), 303–319. 
https://doi.org/10.1057/PALGRAVE.JIBS.8400259/TABLES/5 

  

    

© 2023 by the authors; licensee Growing Science, Canada. This is an open access article 
distributed under the terms and conditions of the Creative Commons Attribution (CC-BY) license 
(http://creativecommons.org/licenses/by/4.0/). 

 


