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Abstract - The great influence of consumers'
consumption of halal products, mainly food and
beverages (F&B) have raised new challenges for all
manufacturing organisations, specifically the smallnd
medium enterprises. Largely in Malaysia, F&B
industries are dominated by this scale of enterpriss.
However, in terms of the halal products manufacturd
are not produced by those enterprises, but made by
large and multinational enterprises. Presently, thee is
an enormous competition among those enterprises to
produce halal products on a large scale all alonghe
supply-chain networks. On the other hand, most of
them are stuck to getting halal certificates from he
official authority; JAKIM. Besides that, other
challenges faced by SMEs that they are deficient of
leadership styles, lack of entrepreneurial orientabn
and inconsistent performance to grasp opportunities
existing in the halal markets. Based on previous
literatures, these challenges contributed a signifant
research gap in terms of leaderships in management
practice towards the organisation performance.
Therefore, this study has constructed a conceptual
model based on the leadership theories in which tie
have a significant impact on an organisation's
performance. This paper presents a proposal of a
theoretical framework in order to examine the
relationship of leadership styles, mainly the spituality
towards the organisation performance which moderate
by Shariah based entrepreneurial orientation. All
measurements applied in the study are based from ¢h
past research. However, some of them are modified
suited to the study’s objectives. The study’s scopis
within  Malaysian SMEs that involved in the
manufacturing of halal F&B.

Keywords: enterprises, food, halal, leaderships, supply
chain

1. Introduction

In pursuit of a common, widespread demand from
worldwide consumers on halal food and beverages
(F&B), the aspects of leadership in business
organisations must be given a serious attentiois Th
is because the style of leaderships can ensure the
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competitiveness and sustainability of the lifespén
the organisation in order to remain flexible in the
current competitive business and its supply-chain
networks. Presently, the rise of the halal economy
opened a new platform to all manufacturers around
the world to supply the high variety of product
demand, especially from the Muslim consumers
[1][2]. However, the halal concept for product and
service is to provide a worthy business opportunity
for everyone, Muslim or non-Muslim alike. The
halal economy comprises of almost everything from
banking and insurance services to food, beverage,
cosmetics and healthcare products. Halal is refgrri
to what is permitted or lawful in Islam as accoglin
to the Shariah Laws. According to Thomson Reuters
report, the global expenditure of Muslim consumers
on food and lifestyle products grew 9.5% from last
years’ estimates to USD$2 trillion (MYRS8.2 trillipn

in 2013 and rises to reach USD$3.7 trillion by the
year 2019 [3]. Growing at a projected annual rdte o
20% the halal industry is valued about USD$560
billion a year. At least, one of the main factonatt
contributed to the high rise of the global expemndis

is that the Muslim consumers around the world are
sharing the common compulsory values which is the
halal products and services. This development has
been also triggered by the change in the mindset of
Muslim consumers as well as ethical consumer trends
worldwide [4][5].

The current developments of the F&B products have
been seen gathering a pace with the influx of wexio
types of halal products produced by many countries,
including Malaysia, Thailand and Indonesia. The
prospect of the high demand of Muslim consumers is
coming from Indonesia (196 million Muslims), India
(133 million Muslims), Pakistan (125 million
Muslims) China (133 million Muslims) and
Bangladesh (104 million Muslims) [6]. Other than
them, there are millions of Muslims establishethi&
Middle East and European countries. It was estichate
that the overall world Muslims population has
increased from 1.6 billion in the year 2010 to more
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than 2.7 billion in 2050, which grown approximately

69% in just 40 years [7]. Therefore, the tremendous
growing rate of Muslim population has prolonged the
world halal market, resulting in more demand on
halal products and services.

In order to ensure the world Muslim consumers is
continuously supplied, it is crucial for the
performance of these business organisations to be
agile and highly competitive. One of the driving
factors is to execute a leadership style effectgsn
among the entrepreneurs of the business
organisations. According to [8] the impact of
leaderships, not only influence the organisational
performance, but more significantly in the decision
making process and direction of adjustment in the
business markets. The changes in consumers’
consumption of halal F&B not only enacted to
Muslims, but now has spread to non-Muslim
themselves. According to past studies, non-Muslim
consumers in general have accepted the halal
principle [9]. In fact, the halal F&B have a very
significant response from the consumers who
believed those halal principles imposed into the
manufacturing processes are related to animal
welfare, good health, food safety and high quality
[10][11][9].

In halal business, especially the F&B industriés t
business owner or the entrepreneurs must possess a
strong and diversify characteristic of leadership
styles. It is an important function, mainly in thmall

and medium enterprises (SMESs) that involve in
businesses. With that, the direction of the busines
generally will have a better understanding of their
goals and objectives. For example, in doing halal
business it must be followed the Shariah Laws
without any inaccuracies such as using any non-hala
ingredients and processes, which might bring
negative impact to the Muslim consumers’ life
[10][11][22]. The halal F&B products must be
manufactured using the clean equipment that not
contaminated with things that are haram najis.
This is to ensure that the Muslim consumers, mainly
or the non-Muslim consumed the food with highest
safety aspects or halalan toyyiban (safe, nutstiou
clean and quality [13].

However, a number of cases on the unethical issues
among the businesses that mixed the products with
non-halal (haram) entities were discovered. As an
example, in the year 2010, The Department of
Islamic Development Malaysia (JAKIM) has caught
a non-Muslim factory owner who kept the halal and
non-halal (pork meats) ingredients in the sameg&id
and selling the contaminated products (noodleg, fis
balls and fish cakes) to Muslim consumers in the

country [14]. On the other hand, there are issdes o
halal logo, according to a report issued by the
Ministry of Domestic Trade, Co-Operatives and
Consumerism Malaysia (KPDNKK), in the year 2010
alone, there were 60% of 66 cases of multiple $ault
on the products involved with falsification of
JAKIM’s halal logo [15]. Matters like this are very
clear that the issue of prioritising productionhaflal
products is vital to ensure the welfare of the Ntusl
and non-Muslim as well as those who believe that
halal products are the best for their healthiness.

Therefore, it is important to examine how the owner
or the entrepreneur of the businesses involvedién t
halal F&B industries to manage the high demand of
halal market opportunities and the issues. In this
paper, the main idea is to present the theoretical
framework of leadership styles that significantly
impact the organisation’'s performance. The
relationships of both elements are moderated by the
entrepreneurial orientation, which based upon the
Shariah laws. The paper begins with the introductio
and follows by some reviews from the past
literatures. Then a slight of problems occurrechinit

the industry was explained and same goes to each
variable of the theoretical framework. Next, the
research methodology is also presented as welleas t
conclusion.

2. Literature Review

2.1 Halal Industry

Generally, the majority of the 7.2 billion world
population has been accepted the consumption of
halal foods. According to A State of the Global
Islamic Economy Report 2015/16 provided by [16]
the Muslim consumer has spent more than US$1.8
trillion in 2014 for all halal economic sectors,
including services, and the figure will be rising o

the USD2.6 trillion by 2020 due to younger Muslim
consumers’ consumption, which amounted to 1.7
billion around the world. In the United States of
America alone, the estimated halal market is valued
about US$1.8 billion per year and currently thedsre
Britain is importing halal products from around the
world that valued GBP1.8 billion per annum [17].
This is shown that one of the current competitive
businesses in the world is the merging of halal
markets. The halal market is non-exclusive to
Muslims, and has gained increasing acceptance
among non-Muslim consumers who associate halal
with ethical consumerism. As an example, they
believed halal products are safe, clean, hygiemk an
related to social animal welfare [18][19]. The hala
markets must be well established based on Islamic
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principles, which is a Shariah Law. One of the
reasons why halal markets exist is because of the
protection to Muslim consumers from taking and
using any non-Halal products, which might be
imposed negative impacts to their survival.
Importantly, the supply chain of halal food must be
maintained the integrity and the authenticity ider

to avoid any doubts among the Muslim consumers.
However, a clear separation of halal and haram for
food products is not always possible because of the
ambiguities in their production lines [20]. Thenefp

all kinds of these food products can become hélal i
the integrity along the supply chain which is from
sources to the customer’s table adheres to thmilsla
requirements.

Many posts from world economic authors claimed
that the halal industry would become a main market
force soon which based on several establishedgrend
First, the number of the Muslim’'s population is
growing now at the fastest rate at all around the
world, especially in the developing countries. The
global Muslim's population has grown from 1.6
billion in 2010 to more than 2.2 billion by next 15
years or about 27% of the worlds’ total projected
population of 8.4 bhillion. Even the number could be
bigger where the projected population might reach
2.6 billion or nearly 30% of the total world
population. Second, more and more non-Muslim
consumers have consumed the halal foods due to the
reason that halal products are no longer just
highlighting the animals slaughtering process for
Muslim's consumption, but also to include highest
quality, cleanliness, safety, hygiene and nourigftme
[21]. Furthermore, it has also been proven that-non
Muslim consumers do respond positively to halal
food endorsement [22]. Additionally, they also
attracted to the safety and quality procedurestaie

the halal manufacturers. For example, the systemati
preventive approach for food safety, such as Hazard
Analysis & Critical Control Points (HACCP). This is
one of the key factors that consumer acceptance to
proceed to consume the halal food [23].

And the third trend is about the rising of Muslim
population in the United States, United Kingdom and
European countries. Today's there are about 2.9
million of Muslim populations and will be 4.9 midin

by 2021, which located in the UK, Scotland and
North Ireland. On the other hand, the Muslim
population in America presently is about 3.2 miilio
and will be reached to 8.1 million people or 2.1%6 o
the total population by the year 2050 [24]. These
figures show that Muslim’s population has grown
faster and therefore, the size of the halal mataegp
will even grow bigger. The demand for halal food
will be more than 70% by 2050, and it will become a

major market share in near future. Unfortunatdtg, t
progression rate for the demand might be interdipte
due to there is no universal standard for halal
definition as well as halal certification. However,
with a guidance from the Organisation of the Iskami
Conference (OIC), the UN’'s Food and Agricultural
organisation had incorporated a definition of halal
food in its publication of international standards
relating to food and safety in 1997. This is knoam
Codex Alimentarius CAC/GL 24-1997. The codex is
derived from four different Islamic legal schoolé o
thought. The following sentence presents the detail
of the codex.

“Halal food means food permitted under Islamic law
and (must) not have been prepared, processed,
transported or stored using any appliance or fagili
that was not free from anything unlawful according
to Islamic law and has not been in direct contaithw
any (non-halal products). (However) Halal food can
be prepared, processed or stored in different saesti

or lines within same premises where non-halal foods
are produced, provided that necessary measures are
taken to prevent any contact between halal and non-
halal foods, and wusing facilities, which have
previously been used for non-halal foods provided
that proper cleaning procedures, according to
Islamic requirements have been observed,"

Malaysia is known as one of the greatest exporter
countries of halal products to the international
markets. With a strong support from the Malaysian
government, a few dedicated agencieg.(JAKIM,
Halal Development Corporation, and MATRADE)
have been appointed to drive the halal operations,
including the development of policies, procedures
and rules for implementation for the respective
industries that all according to Shariah Laws. In
Malaysia alone, there are a few multinational
corporations (MNC) that aggressively involved in
halal businesses. For example, the Nestlé, is the
largest food company in the world that has a
remarkable record in producing halal products. To
them, the world halal means ‘permitted’ or ‘lawful’
which must base on Shariah Laws. A halal inspection
authority, such as the Halal Food Council of Europe
inspects the company’s factories with a Nestlé Hala
Committee member to ensure products comply with
Islamic law before halal certification is awarded.
total of 85 out of Nestlé’s 456 factories worldwide
halal certified.

Today Nestlé Malaysia produces about 300 halal
products in its food and beverage range, which are
exported to more than 50 countries worldwide. The
halal market is emerging everywhere in the world
now and known as one of the most profitable and
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influential market arenas in the world food bustes
today [21] [25]. The halal food market has grown
strongly over past two decades and is now worth an
estimated USD$2 trillion [26]. This is a very
lucrative opportunity for food manufacturers around
the world. As one of the halal pioneer's exporters,
Malaysia has exported USD$9.86 billion worth of
halal products in 2013, making it as one of thgdat
suppliers in the Organisation of Islamic Cooperatio
(OIC) an international group with 57 members (OBG,
2014). In 2015, the halal exports reached USD$10.2
billion accounting for 5.4% of Malaysian total
exports, which stood at RM780 billion per annum
[27].

Malaysia has now invested millions of dollars to
strengthen the halal industrial players, especidiéy
locals’ manufacturers, including the SMEs. The
Foreign Direct Investment (FDI) also shown a
positive sign where a lot of MNCs planned to stgurt
their halal business in Malaysia. For example,Ulse
food manufacturer, Kellogg’s, has built a halal
facility worth USD$130 million, which help creating
more than 300 jobs. The other companies such as
Hershey, also construct a USD$250 million facility
Johor to produce halal chocolate products. The SMEs
involvement in Malaysia’s halal exports represents
more than 70% of the total number of their valies i
relatively small compared to that of exports bygér
corporations. There are currently 5,726 halal-ied:i
companies in Malaysia, of which 77% are involved in
food products. However, only 14%, or 800, are
considered to be export-ready. The Malaysian
government would like to see a 100 percent growth i
the number of export-ready halal-certified companie
by 2020 [27].

2.2 Spirituality Leadership

Generally someone with the ability to influence, to
inspire and to encourage, is more likely has some
characteristics of leadership; whether it will be
effective or efficient to drive the organisation lte
successful [28][29]. However, the previous scenario
of business organisation in dealing with are net th
comparable to what is trendy now, and it same goes
to the leadership style. [30] claimed that the siides

of leadership are not so useful for the present age
due to a kind of leadership can create a balance
between organisational goals, and the employees
need. Presently, the style of leadership is much
different and became more complex where the entries
of morale, ethics, religion and spiritual elemeats
combined together. For example, spiritual elements
and leadership as together make leaders’ feel more
charismatic, passionate and understanding [28][31].
Other researchers indicated that the spiritual

leadership may be influenced by motivation theories
such as friendship, honesty, hope, sincerity and
respect to others [32].

The spirituality is also known as opposition to
religion in leadership studies were to escape any
particular disruptive engagement arise from a
massive range of religious beliefs or practiceg.[33
On the other hand, they also claimed that thetspiri
values in leadership styles may align with human
interest in addressing the social issues, enviromahe
impacts and the economic dimensions of
sustainability. As a leader in any business
organisations, the appointed person must havesesen
of spiritual elements as soul mate guidance that
drives towards thelalalan ToyyibanAs an example,
from Islamic perspectives, Prophet Muhammad
PBUH himself was known not only respected as
religious leaders and head of state, but also otsge

as a merchant who has a range of business networks,
market shares and widespread customers. The bases
for that respectable are coming from his spirityali
values such as integrity, honesty and humility and
ended up with tremendous effects on his leadership
effectiveness and the success in businesses [34]. |
addition, a spirituality in leadership that manapgihe
business organisations had been scored higher on
measures of leadership effectiveness [35] as
compared to other settings. One of the challenges
during these days, the leaders must really worktsma
in managing the difficulty in obtaining Shariah-
compliant funding as, them to scale to vertically
integrate their supply chain.

2.3 Organisational Performance

To survive in today’'s globalisation market, any
business organisations (large or small) must ble agi
flexible and highly competitive as a main
requirement to enable them to achieve their desired
business performance. Surviving in such business
environment, enforcing them to collaborate withithe
partners in ensuring the consumer’s needs can be
delivered effectively and efficiently [36]. At treame
time, the present business world is virtually
borderless when most of the organisations are
practicing the Internet as a value of the netwagkin
Thus, it becomes more complicated when
approaching in terms to measure their (business)
performance. However, business performance or
organisational performance is the same
conceptualisation when it comes to measuring it.
Most of the existing studies have widely used those
concepts interchangeably as suggesting that there a
no differences between the two concepts [37][38]
[39][40][41]. So, in this study, the organisational
performance is an indicator of a measurement either
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the business is making some positive development or
the other way around.

As stated by [42], by measuring the organisational
performance, they can let the management to be more
responsiveness to look into the deficient areas.
Existing literature suggests that varying outcomgs
findings  regarding the relation  between
entrepreneurial orientation and the organisation
performance. Studies done by [43][41] reportedaher
is positive impact on the relationship between
entrepreneurial orientation and the organisation
performance among the SMEs. On the other hand,
relevant studies shown that there are negativedtpa
on that particular relationship between the SMEs
[44][41]. However, some studies found that a
combination of entrepreneurial orientation and
leadership style had a significant impact on the
relationship towards the organisational performance
[45]. As suggested by [46], the knowledge about
leadership and its impact on organisational
performance is still underprovided. Therefore, this
study is aimed to test a relationship between the
Shariah based entrepreneurial orientation and the
organisational performance of SMEs in which
previous studies haven't much covered yet.

2.4 Shariah based Entrepreneurial
Orientation

Entrepreneurial orientation has gained tremendous
attention in the literature, coinciding with theogith

and the legitimisation of entrepreneurship as hl fie
of business study. Based on [47], the entreprealeuri
orientation embedded among the top management
might enhance the performance of organisations in
competing today’s dynamic and competitive
economic environment. The account also supported
by other researchers, wherein the current complex
business environment requires a manager that can
show the ability of entrepreneurial leadershipitibd

[48]. Since the world of halal market has been
increasing dramatically, the needs of top managémen
and managers with the special ability of
understanding the Shariah Laws are much demanded.
However, the willingness of those managers to
exploit the halal market demand opportunities is a
function of various individual differences [49].

Past literatures have demonstrated that there is a
significant relationship between top manager’s
entrepreneurial orientation and the organisation
performance [50][51][52]. Those individual leaders
of the organisation are much willing to exhibit the
characteristics of innovative, proactive and risk-
taking [53][54]. In this new era of doing business,
leaders of the organisation must support creativity
and experimentation of producing new products or

services. They also must be a proactive leader in
adopting some of the technological and informationa
elements. By doing that they actually have purkuit

a wide business opportunity [55].

Moreover, they as entrepreneurs must be risk-taken,
where some of their behaviours are willing making a
risky decision in order to increase their level of
entrepreneurial activity [56][57]. Collectively, a
super leader as well as entrepreneurs must possess
those three elements; innovative, proactive and ris
taking in order to recognise and exploit any enreggi
opportunities in an environment and sustainabitity
the competitive business. To strengthen the
entrepreneurial activity from the Islamic perspessi,

the elements of Shariah Laws must be practiced.
According to [58], the MS1500:2009 is a standard
mainly made for the production, preparation,
handling and storage for halal food. Therefore, the
food manufacturing leaders must ensure that all
processes, including staffing, raw materials,
production processes, storage, including the
transportation must be aligned with the standacd. F
example, the human resource or the staff that
operates, maintain, plan and manage the food
production process must experience of halal
knowledge and practices.

As part of JAKIM's procedure for getting halal
certification, there must be at least two Muslims
persons involve into the overall production proesss
They must aware and understand when engaging with
every detail of the halal production activities.igh
approach will ensure that all the processes or
production activities are met and satisfy the halal
requirements. Any contaminations with non halal
elements are strictly not allowed during the
production of halal food such as the preparatioth an
processing activity that applying with the equipinen
and facilities. The same concept is repeated to the
selection, packaging and transporting the raw
materials and ingredients either small or large in
numbers.

Both halal and non halal products must be separated
from the beginning of process and storage in
transportation as well as distribution [59]. Theref

in this study, the HEO is referring to the combioat

of entrepreneurial orientation and the elements of
Shariah Laws as a strategy for driving the pro-

activeness action within an SME organisation for

exploring halal market opportunities. Specifically,

this study emphasized the pro-activeness of the
particular organisation in preparing for change

internally and externally structure due to Malaysia

has been experiencing extensive changes from
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conventional F&B production to a halal market
economy.

2.5 Hypothesis Development

Based on the existing literature review, this study
comes out with a proposal of a theoretical framdwor
for studying the leadership style of management
towards the organisational performance, which would
have impacts on the halal based organisations that
operates in manufacturing halal products that have
not been extensively studied in past research. This
framework emphasizes on the following independent
variable; spiritual leadership. The independent
variable is related to the organisational perforoean
whereas the Shariah based entrepreneurial orientati
acts as a moderating variable (Figure 1).

SPIRITUAL
LEADERSHIP [y

ORGANIZATIONAL
PERFORMANCE

v

SHARIAH BASED
ENTREPRENEURIAL
ORIENTATION

Figure 1. Theoretical Framework

Based on that, two hypotheses in the study were
constructed as displayed below:

H1. Spiritual leadership style has a positive
relationship with organisational performance.

H2. Shariah based entrepreneurial orientation
moderates the influence of spiritual leadership
style with organisational performance.

3. Methodology

The method used in the study is a quantitative
approach with a structured survey questionnaire. Th
survey questionnaires are properly designed to
investigate the SME’s leadership styles emphasize
spirituality that potential impact of the organieats
performance within the F&B industries in Malaysia.
Each of the questionnaires was developed based on
previous research, then modified to current needs a
evaluated by the expertise from the relevant
industries, including universities.

The questionnaire had five sections namely; the
respondents’ details, the background of the
organisation, spiritual leadership’s elements, Biar

based entrepreneurial orientation and the

organisational performance. The Likert-scale
measurements with seven-point were used for
spirituality leadership, Shariah based entrepreakur
orientation and organisational performance. All the
items in the survey questionnaire were adapted from
the previous studies as to ensure the contentityalid

3.1 Scale for Questionnaires

The scale items for the spiritual leaderships were
adapted from various researchers [60][61][62].
Importantly, the selected scale items on the
spirituality questionnaires are based upon the
relationship between the spiritual leadership drel t
organisational performance [62][63]. Since all the
items have been tested, the Cronbach’'s Alpha for
each item is more than .06 and as suggested by [64]
in any case the alpha coefficient of .60 could be
acceptable. Therefore, the construct scale for
spirituality, leadership questionnaires are presim
Table 1. Meanwhile, the Shariah based
entrepreneurial orientation questionnaires aredeiyi
into two major components. The first component is
an entrepreneurial orientation. Formerly, the
entrepreneurial orientation’s scale was developged b
[65] and then be modified by researchers such as
[53]. Following the massive of past research irs thi
field, the study will use the same scale to meathee
first component [66][67].

Table 1.Spirituality Leadership

Construct Iltems/Source
Likert Scale | To what extend do you agree with
(5 Paints) the following statements?
1=Strongly Not | [62][63][68][69][70][71]
Agree
to
7=Strongly
Agree
Spiritual | Work as spiritual calling
Motivation | (4 Questions)
Spiritual | Integrity (3 Questions)
Quality | Honesty (4 Questions)
Expressive (4 Questions)
Spiritual | Vision (3 Questions)
Leadership| Faith (4 Questions)
Altruistic Love (4 Questions)

The second component is halal orientation. Thel hala
orientation scale is based on Shariah Laws. Thie sca
was adopted from several research instruments such
as [19][22][25][72]. The construct scale for Sharia
based entrepreneurial orientation questionnaires ar
presented in Table 2. On the other hand, the
organisational performance measurement is divided
into three components; customer satisfaction, narke
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effectiveness and financial performance [73]. Based
on literatures, the finest measurement to degree th
organisation’s performance lies on two elements;
non-financial or known as operational and the
financial.

Table 2.Shariah based Entrepreneurial Orientation

Construct Items/Source
Likert Scale To what extend do you agree with
(5 Points) the following statements?
1=Strongly Not | [39][53][66][67][72][74]
Agree
to
7=Strongly
Agree
Entrepreneurial Innovative (3 Questions)
Orientation| Proactive (3 Questions)
Risk-taking (3 Questions)
Halal | Halal Certification
Orientation| Halal Integrity
(4 Questions)

The both measurements are used as reflecting the
overall organisation effectiveness in meeting the
multiple objectives. On the other hand, the finahci
measurements have been among the oldest and the
most important methods used for assessing the
performance of organisations which are mainly based
on financial statements. Therefore, this study will
apply the measurement scale for organisational
performance, which adopted by several researchers
such as [75][76[77][78]. Table 3 shows the congtruc
scale and items of the organisational performance.

Table 3.0rganisational Performance

Construct Items/Source
Organisational | To what extend do you agree with
Performance | the following statements?
1=Strongly Not | [25][73][77[78][79]
Agree
to
7=Strongly
Agree

Customer Satisfaction
(3 Questions)

Non-Financial

Market Effectiveness (3 Questions)
Halal Performance (3 Questions)

Performance
(4 Questions)

Financial

3.2 Population and Sampling Procedures

This study has targeted to get a feedback froml hala
SMEs as sampling population that represented by
F&B manufacturers in Malaysia. The survey
guestionnaire is targeted to be filled by the hgghe
ranking position in the organisation such the owner

the managing director (MD) or the chief operating
officer (CEO) or any persons who considered as
leaders of the organisation that have knowledge on
halal operations. The sampling list is derived from
the Halal Directory 2016 which provided from the
HDC’'s website and JAKIM. The study also will
counter, check the sampling list with the database
provided by MIHAS 2015/16. The list from the
HDC's database shown that they have a complete
amount of halal manufacturers in Malaysia which
approximately 5,700. However, from the total, about
1,158 F&B manufacturers are categorized as halal
SME. Therefore, the study is planning to get those
respondents from a method of simple random
selection. According to [80] the most appropriate
number of respondents will be 278 organisations. Al
of them are located in Peninsular of Malaysia.

3.3 Data Collection and Sampling

First the data will be collected from the resportden
form each organisation that has been recognizee. Th
e-mail containing a cover letter (objectives) anska

of questionnaires will be in custom Gbogle Form
Second, the same e-mail will be advancing to tHem i
there was no response within 14-days. The total
number of 1,000 e-mails will be posted in ordegéo
278 respondents as a minimum requirement. Third,
due to the limited number of respondents may requir
the researchers to distribute and collect the surve
guestionnaire from a specific location of the ptigdn
respondents. The data for the study will be cadiéct
from the halal exhibitions in Malaysia with a limdt
time period. This method of distribution and
collection was proposed because of its abilityetach
large groups of potential respondents and its cost-
effectiveness. All the data collected in the stugye
treated confidentially and were aggregated to avoid
identification of any person, organisation or event
The time range for the data collection will be liea
where most of the halal exhibitions are less tlwam f
days. The potential respondents of the F&B halal
SMEs were divided into two categories; Muslims and
non-Muslims manufacturers.

3.4 Data Analysis

The causal relationships among those constructs wer
analysed via partial least squares structural émuat
modelling (PLS-SEM). This method was chosen
because PLS-SEM can analyse all paths in a single
analysis [81]. In addition, the method also was
selected based on its capability to analyse snmdl s
requirements and the exploratory nature of the
research. According to [80] the sample size catiect
by the study has fulfiled the minimum sample
requirement as recommended. The study has 278
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sample size and the study’s findings must be aadlys
via two stages. In the first stage, the items ia th
measurement model are verified by carrying out the
validity and reliability analyses as to ensure only
reliable and valid construct measures are appkcabl
to make any conclusions. In the second stage, the
measurement model is tested by estimating the paths
between model constructs to determine their
significance and the predictive ability of the mbde

4. Conclusion

The demand for halal food in the world marketplace
is very lucrative. There are millions of consumars
voracious for consuming the superior F&B which
only can be provided by halal status as it perchittg
Islamic laws of Shariah. At the same time, it has
become a new challenge for all manufacturing
organisations, specifically the SMEs. Largely in
Malaysia, F&B industries are dominated by this ecal
of enterprises. Unfortunately, the SME'’s
performances that produce halal F&B products is at
risk because on average they have many
shortcomings. Among them is the weakness of the
upper management to identify opportunities thastexi
along the supply chain of halal products as wellcas
recognize the pattern of consumer demand that
always change periodically. Leadership style whigch
spirituality has been recognized as one of impértan
factors that could support the top management.

Halal market is quite complex business which is
purposely to serve the Muslim’s appetite that degot

to the Islamic religion. Therefore, such business
environment requires top management’s

entrepreneurial leadership abilities [82] such as
knowledge and experience on halalness. This is
important since past research shown there was a
positive impact on the relationship between

entrepreneurial orientation and the organisation
performance among the SMEs [41]. Therefore, this
study investigates the spirituality of leadership

towards the organisational performance, moderates
by Shariah based entrepreneurial orientation which
presently have not been broadly studied in past
research.

References

[1]Tieman M. Application of Halal in Supply Chain
Management: In Depth Interview. Journal of
Islamic Marketing. Vol. 2, pp. 186-195, (2011).

[2]Tieman, M. Establishing the Principles in Halal
Logistics. JEEIR, Vol. 1, No. 1, pp. 1-13, (2013).

[3]JAmir Hisyam Rashid. Global Halal Market
Growing Bigger. News Straits Times Online.
http://www.nst.com.my/news/2016/02/127261/glo
bal-halal-market-growing-bigger (2016).
Accessed date: 28/6/2016.

[4]Hussein, E. Halal Industry: Key Challenges &

Opportunities.  Assessed date: 16/1/2017.
Available at: https://mpra.ub.uni-
muenchen.de/69631/1/MPRA paper 69631.pdf
(2016)

[5]Mathew, V.N., Amir Abdullah, AM., &

Mohamad Ismail, S. N. Acceptance on Halal
Food among Non-Muslim Consumers. Procedia -
Social & Behavioral Sciences, 121, 262 — 271,
(2014).

[6]Jamil Bidin. Global Halal Market Growing Bigger.
News Straits Times Online. Available at:
http://www.nst.com.my/news/2016/02/127261/glo
bal-halal-market-growing-bigger (2016).
Accessed date: 28/6/2016.

[7]Cyril, H. P & Girinda, T. Electronic Journal of
Business Ethics & Organisational Studies. Vol. 14
No. 1. 22-31, (2009).

[8]Haque Ahasanul, Sarwar Abdullah, Yasmin
Farzana, Tarofder Arun Kumar, Hossain Mirza
Ahsanul. Non-Muslim Consumers’ Perception
Toward PurchasinglalalFood Products In
Malaysia. Journal of Islamic Marketing. Vol. 6,
No. 1, pp.133 — 147, (2015).

[9]Abd Latif, 1., Mohamed, Z., Sharifuddin, J.,
Abdullah, AM., & Ismail, M.M. A Comparative
Analysis of Global Halal Certification
Requirements. Journal of Food Products
Marketing, 20 (1), 85-101, (2014).

[10] Othman I., Siti Zakiah M. S., & Muhamad Fazil
A. Halal Business Corporate Social
Responsibility. Proceedings of the International
University Social Responsibility Conference &
Exhibition (LUSRCE & USRIC 2010). Kuala
Lumpur. Accessed date: 24/10/2016.

[11] Awang, R., Halal Epistemology from a Global
Perspective. Social Sciences (Pakistan), Vol. 9,
No. 6, pp. 375-378, (2014).

[12]Syed Omar S.A., & Mohd Zahrain M.N.
Positioning the Halal Food Industry: The Case of
Malaysia. NIDA Case Research Journal. Vol. 4
No. 2 (July-December), pp. 157-174, (2012).

[13]Utusan Online. Kilang Makanan Campur Produk
Daging Babi. at:
http://ww1.utusan.com.my/utusan/info.asp?y=201
0&dt=0610&pub=Utusan_Malaysia&sec=Jenaya

h&pg=je_04.htm, Assessed date: 30/11/2016,
(2010).

[14]Rosalinda Md. Said. Isu Logo Halal Tiada
Kesudahan. Available at:

http://wwl.utusan.com.my/utusan/info.asp?y=201




Int. ] Sup. Chain. Mgt

174

Vol. 6, No. 2, June 2017

1&dt=0209&sec=Muka Hadapan&pg=mh_04.ht
m. (2011) Assessed date: 25/11/2016.

[15]Thompson Reuters. Digital Islamic Economy
Report for 2015 indicates growing significance of
Muslim consumers to the global digital economy.
http://thomsonreuters.com/en/press-
releases/2015/september/thomson-reuters-digital-
islamic-economy-report.html Assessed date:
11/12/2016.

[16]Matrade. MIHAS 2016 Records 4% Increase in
Sales http://www.matrade.gov.my/en/about-
matrade/media/press-releases/press-releases-
2016/4606-mihas-2016-records-four-per-cent-
increase-in-sales-6-march-2018016. Accessed
date. (20/01/2017)

[17]Bohari Abdul Manaf, Cheng, Wei
Hin & Nurwahida Fuad.An Analysis on the
Competitiveness of Halal Food Industry in
Malaysia: An Approach of SWOT and ICT
Strategy.Geografia: Malaysian Journal of Society
& Space, Vol. 9, No. 1. pp. 1-11. (2013).

[18]Tieman, M., van der Vorst, J.G., & Ghazali, M.C
Principles in Halal Supply Chain Management.
Journal of Islamic Marketing, Vol. 3, No. 3, pp.
217-243, (2012).

[19]Zunirah Talib, Suhaiza Zailani

& Yusserie

Zainuddin. Conceptualizations on  the
Dimensions for Halal Orientation for Food
Manufacturers: A Study in the Context of

Malaysia. Pakistan Journal of Social Science, Vol.
7 No. 2, pp. 56-61, (2010).

[20]Nor Shahrul Nizam & Norzaidi Daud.
Destination Brandings Strategies on Halal
Hospitality & Its Effect on Tourists’ Intention
towards Malaysia. In 3rd Intl. Conference on

Business & Economic Research Proceeding, pp.

1-8, (2012).

[21]Yuni Aryanty & Nor ‘Ain Othman. Awareness
&Attitudes towards Hotel Operation According to
Syariah Compliance in Malaysia. CITU, UiTM,
268-275, (2010).

[22]Suhaiza Zailani, Azizah Omar & Simon Kapong.
An Exploratory Study on the Factors Influencing
the Non-Compliance to Halal among Hoteliers in
Malaysia, International Business Management, 1-
12, (2011).

[23]PewResearch Center. Projected Global Muslim
Population, 2010-2050. Available at:
http://www.pewforum.org/2015/04/02/muslims/pf

15-04-02_projectionstables7(2016). Accessed
date: 28/06/2016.

[24] Battour M, Nazari M, & Battor M. The Impact
of Destination Attributes on Muslim Tourist's
Choice. International Journal of Tourism
Research, Vol. 13, pp. 527-540, (2011).

[25]Zailani, S., Kanapathy, K., Iranmanesh, M. &
Tieman, M. Drivers of Halal Orientation Strategy
among Halal Food Firms. British Food Journal,
Vol. 117 No. 8, pp. 2143-2160, (2015).

[26]The Malay Mail. Growth of the Halal Industry.
Izham Shah. (03 Nov 2016).
http://www.themalaymailonline.com/features/arti
cle/growth-of-the-halal-industry Assessed date:
02/02/2017.

[27]HDC. Halal Export will Grow Even Further.
Francis Dass & Minderjeet.
http://www.nst.com.my/news/2016/02/127831/hal
al-exports-will-grow-even-further-hdc Assessed
date: 19/12/2016. (2016).

[28]Fry, LW. Toward a theory of ethical and
spiritual  well-being, & corporate social
responsibility  through spiritual leadership.
Positive Psychology in Business Ethics and
Corporate Responsibility, 47—83. (2005).

[29]Abu Kassim, Z. & Sulaiman, M. Market
Orientation & Leadership Styles of Managers in
Malaysia. International Journal of Leadership
Studies, Vol. 6, No. 2, pp. 230-245, (2010).

[30]McLaughlin, C. Spirituality & Ethics in
Business. European Business Review, Vol. 17,
pp. 94-101, (2005).

[31] Reave, L. Spiritual Values and Practices Relat
to Leadership Effectiveness. The Leadership
Quarterly, Vol. 16, pp. 655-687, (2005).

[32]Fry, L.W. & Wihittington, J.L. Avolio, B.,
Gardner, W. & Walumbwa, F. (Eds.). Authentic
Leadership Theory & Practice: Origins, Effects,
& Development Monographs in Leadership &
Management, Vol. 3, 183-200, (2005).

[33]Fernando, M & Jackson, B. The Influence of
Religion-Based Workplace Spirituality on
Business Leaders’ Decision-Making: An Inter-
Faith Study. Journal of Management &
Organisation, Vol.12, No. 1, pp. 23-39, (2006)

[34]Antonio, M. S. Muhammad SAW: The Super
Leader Super Manager. Pro LM Centre & Tazkia
Multimedia. (2007).

[35]Ahmet Kaya. The Relationship between Spiritual
Leadership & Organizational Citizenship
Behaviors: A Research on School Principals’
Behaviors. Educational Sciences: Theory &
Practice. Vol. 15, No. 3, pp. 597-606, (2015)

[36]Alegre, J., & Chiva, R. Linking Entrepreneurial
Orientation & Firm Performance: The Role of
Organisational  Learning  Capability and
Innovation Performance. Journal of Small
Business Management, (2013).

[37]Fauzul, M.F., Takenouchi, H., & Yukiko, T.
Entrepreneurial ~ Orientation &  Business
Performance of Small & Medium Scale
Enterprises of Hambantota District Sri Lanka.




Int. ] Sup. Chain. Mgt

175

Vol. 6, No. 2, June 2017

Asian Social Science, Vol. 6, No. 3, pp. 34-46,
(2010).

[38]Hayat, N. R., & Tayyeb, M. (2011). The
Influence of the SMEs Top Level Managers’
Leadership Styles & Their Entrepreneurial
Orientation on Business Performance. Available
at SSRN:_https://ssrn.com/abstract=1884068d
http://dx.doi.org/10.2139/ssrn.1884069

[39]Arham, A. F., & Muenjohn, N. Leadership,
Entrepreneurial Orientation and Performance. The
Case of SMEs in Malaysia. In N Muenjohn (ed),
Organisational Leadership: Concepts, Cases &
Research. Cengage Learning  Australia,
Melbourne, pp. 27-50, (2012).

[40]Arshad, A. S. M., & Amran, R. Leadership Styles
& Entrepreneurial Orientations on Technology
Based SMEs Performance in Malaysia. EBSCO,
(2013).

[41]Aziz, R.A., Mahmood, R., & Abdullah, H. M.
The Effects of Leadership Styles &
Entrepreneurial Orientation on the Business
Performance of SMEs in Malaysia. The 2013
IBEA, International Conference on Business,
Economics & Accounting, Bangkok, Thailand,
(2013).

[42]Skrinjar, R., Vusksic V.B., & Dan Stemberger
M.I. The Impact of Business Process Orientation
on Financial & Non-Financial Performance.
Business Process Management Journal. Vol. 4,
No. 5, pp. 738-754, (2008).

[43]Yaghoubi, N.M., Moloudi, J., & Banihashemi, S.
The Relationship between Spirituality Leadership
& Empowerment. American Journal of Scientific
Research. Vol. 12, pp. 180-186, (2010).

[44]Kraus, S., Rigtering, J.P., Coen, J.P., Hughts,
and Hosman, V. Entrepreneurial Orientation &
the Business Performance of SMEs: A
Quantitative Study from the Netherlands. Review
of Managerial Science, Vol. 6, No. 2, pp.161-182,
(2012).

[45]Wang, Y. & Poutziouris, P. Leadership Styles,
Management Systems & Growth: Empirical
Evidence from UK Owner-Managed SMEs.
Journal of Enterprising Culture, Vol. 18, No. 3,
pp. 331-354, (2010).

[46]Mohd Sam MF, Tahir MNH & Abu Bakar K.
Owner-manager of SMEs in |IT Sector:
Leadership & Company Performance.
International Journal of Business & Social
Science, Vol. 3, No. 14, pp. 195-205., (2012).

[47]Runyan, RC, Ge, B, Dong, B & Swinney.
Entrepreneurial Orientation in Cross-Cultural
Research: Assessing Measurement Invariance in
the Construct. Entrepreneurship Theory &
Practice, Vol. July, pp. 819-36, (2012).

[48]lreland, R.D., & Webb, JW. A Cross-
Disciplinary Exploration of Entrepreneurship

Research. Journal of Management, Vol. 33, No. 6,
pp. 891-927, (2007).

[49]Ireland, R.D., Covin, J.G., & Kuratko, D.F.
Conceptualizing Corporate  Entrepreneurship
Strategy. Entrepreneurship Theory & Practice,
Vol. 33, No. 1, pp. 19-46, (2009).

[50]Muslim, A., Ramayah, T., Abdullah, M A., &
Aznur, H. K. The Effect of Market Orientation as
a Mediating Variable in the Relationship between
Entrepreneurial Orientation & SMEs
Performance. Nankai Business Review
International, Vol. 7, No. 1, pp. 39-59, (2016).

[51]Dzulkarnain, M., Abdullah, A.G., & Shuhymee,
A. The Role of Market Orientation as a
Moderating Variable in the Relationship between
Entrepreneurial Orientation & Firm Performance.
IPBJ, Vol. 3, No. 2, pp. 15 -31, (2011).

[52]Davidsson, P., Delmar, F., & Wiklund, J.
Entrepreneurship As Growth: In M.A. Hitt, R.D.
Ireland, S M. Camp, & D.L. Sexton (Eds.),
Strategic Entrepreneurship: Creating a New
Mindset, Blackwell, Oxford, pp. 328-340, (2002).

[53]Covin, J.G., Green, K.M., & Slevin, D.P.
Strategic Process Effects on the Entrepreneurial
Orientation—Sales Growth Rate Relationship.
Entrepreneurship Theory & Practice, Vol. 30, No.
1, pp. 57-81, (2006).

[54]Covin, J.G., & Slevin, D.P. Strategic
Management of Small Firms in Hostile & Benign
Environments. Strategic Management Journal,
Vol. 10, No. 1, pp. 75-87, (1989).

[55]Cruz, C., & Nordqvist, M. Entrepreneurial
Orientation in Family Firms: A Generational
Perspective. Small Business Economics, Vol. 38,
No. 1, pp. 33-49, (2012).

[56]Alstete, J.W. Aspects of Entrepreneurial Susces
Journal of Small Business & Enterprise
Development, Vol. 15, No. 3, pp. 584-594,
(2008).

[57]Hayat, N. & Riaz, MT. The Influence of the
SMEs Top Level Managers’ Leadership Styles &
Their Entrepreneurial Orientation on the Business
Performance, (2011).

[58]Malaysia Standards. MS Status.
http://www.jsm.gov.my/ms-status#.WJqpgzt97IU
Accessed date: 26/12/2016.

[59]Ab. Talib, Z., Zailani, S., & Zainuddin, Y.
Conceptualizations on the Dimensions for Halal
Orientation for Food Manufacturers: A Study in
the Context of Malaysia. Pakistan Journal of
Social Sciences, Vol. 7, No. 2, pp. 56-61 (2010).

[60]Freeman, G. Spirituality & Servant Leadership:
A Conceptual Model & Research Proposal.
Emerging Leadership Journeys, Vol. 4, No. 1, pp.
120-140, (2011).

[61]Rani, .A. Abidin, A., Hamid, M.R. The Impact of
Spiritual Intelligence in Reducing Job Stress:




Int. ] Sup. Chain. Mgt

176

Vol. 6, No. 2, June 2017

Case Studies in Malaysia University of East Coast
of Malaysia. A Multidisciplinary Journal of
Global Macro Trends, Vol. 2, No. 3, 46-59,
(2013).

[62] Fry, L.W., Hannah, S. T., Michael, N., & Fred,
O.W. (2011). Impact of Spiritual Leadership on
Unit Performance. The Leadership Quarterly, pp.
259-270, (2011).

[63] Fry, L., & Nisiewicz, M. Maximizing the triple
bottom line through spiritual leadership. Stanford:
Stanford University Press, (2013).

[64]Nunnaly, JC. Psychometric Theory, McGraw-
Hill, New York, (1967).

[65] Miller, D. The Correlates of Entrepreneurship
Three Types of Firms. Management Science, Vol.
29, No. 7, pp. 770-91, (1983).

[66]Msoka EM. Do entrepreneurship skills have an
influence on the performance of women owned
enterprises in Africa? Case of Micro & Small
Enterprises in Dares Salaam, Tanzania.
International Journal of Business, Humanities and
Technology, (2013).

[67]Srinivasa  Rao MVK. The Impact of
Entrepreneurial Orientation & Leadership Styles
on Business Performance: A Study on Micro
Small & Medium Enterprises.International
Journal of Entrepreneurship & Business
Environment Perspectives, (2012).

[68] Petchsawanga, P. & Duchon, D. Workplace
Spirituality, Meditation, and Work Performance.
Management Department Faculty Publications.
Paper 92. Assessed date: 08/02/2017, (2012).

[69]Torkamani, Z.N., Naami, AZ, &
Sheykhshabani, S. E.H. The Effect of Spiritual
Leadership with Organisational Commitment,
Productivity & Knowledge Performance with
Mediating Spiritual Well-Being & Learning
Organisation. International Journal of Psychology
& Behavioral Research. Vol. 4, No. 1, pp. 133-
143, (2015).

[70]Fry, L.W., Vitucci, S. & Cedillo, M. Spiritual
Leadership & Army Transformation: Theory,
Measurement, & Establishing a Baseline. The
Leadership Quarterly, Vol. 16, No.5, pp. 835-862,
(2005).

[71]Fry, L.W., & Matherly, L.L. Spiritual
Leadership & Organisational Performance: An
Exploratory Study. Tarleton State University—
Central Texas. (2006).

[72]Asnidar Hanim Yusuf, Syadiyah Abdul Shukor,
&Ummi Salwa Ahmad Bustamam. Halal
Certification vs Business Growth of Food
Industry in Malaysia. Journal of Economics,
Business & Management, Vol. 4, No. 3, pp. 247-
251, (2016).

[73]Vorhies, D.W., & Morgan, N.A. Benchmarking
Marketing Capabilities for Sustainable

Competitive Advantage. Journal of Marketing.
Vol. 69, No. 1, pp. 80-94, (2005).

[74]Covin, J. & Wales, W. The Measurement of
Entrepreneurial Orientation. Entrepreneurship
Theory & Practice. Vol. 36, No. 4, pp. 677-702,
(2012).

[75]Eggers, F., Kraus, S., Hughes, M., & Laraway,
Snycerski, S.Implications of Customer and
Entrepreneurial Orientations for SME growth.
Management Decision. 51(3).pp. 524-546, (2013).

[76]Wales, W.J., Parida, V., & Patel, P.C. Too Much
Of A Good Thing? Absorptive Capacity, Firm
Performance, & the Moderating Role of
Entrepreneurial Orientation. Strategic
Management Journal, 34, 622633, (2013).

[77]Davis, J.L. Bell, R.G., Payne, G.T. & Kreiser,
P.M. Entrepreneurial Orientation & Firm
Performance: The Moderating Role of Managerial
Power, American Journal of Business, Vol. 25
No. 2, pp. 41 — 54, (2010).

[78]Campbell, J.M., Line, N., Runyan, R.C., and
Swinney, J.L. (2012). The moderating effect of
family-ownership on firm performance: An
examination of entrepreneurial orientation and
social capital. Journal of Small Business Strategy,
Vol. 21, No. 2, pp. 27-45 (2012).

[79]Arham, A.F. The Relationships between
Leadership Behaviours & Entrepreneurial
Orientation towards Organizational Performance
in Malaysian Small and Medium Enterprises,
RMIT University Melbourne, (2014).

[80]Sekaran, U. & Bougie, R. Research Method for
Business, a Skill Building Approach. Wiley,
Singapore. (2009).

[81]Hair, J.F., Anderson, E.R., Tatham, L.R. &
Black, C.W. Multivariate Data Analysis, 5th ed.,
Prentice-Hall, Englewood Cliffs, New Jersey.
(1998).

[82]lreland, R.D., Covin, J.G., & Kuratko, D.F.
Conceptualizing Corporate  Entrepreneurship
Strategy. Entrepreneurship Theory & Practice,
Vol. 33, No. 1, pp. 19-46, (2009).



