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Abstract. Halal entrepreneurship is relevant for national economic growth, with the application of  the AAOIFI transaction standard 
(ATS) having diverse impacts on halal digital entrepreneurship engagement. Despite the significant halal market value, ATS influence on 
business practices presents significant opportunities and challenges for halal digital entrepreneurship engagement, particularly in Indonesia. 
This qualitative study investigates the relevance and applicability of  ATS in Indonesia’s halal digital entrepreneurship engagements through 
13 purposive sampling semi-structured interviews analyzed thematically (open coding and axial coding) using NVIVO software. Findings 
accompanied by negative cases highlight the practical theme of  strategic engagement and application of  the ATS, contributing new perspectives 
to halal entrepreneurship theory and practice in halal digital business that harnesses the ATS. This theoretical implication extends the 
understanding of  halal digital entrepreneurship and conforms to the importance of  integrating AAOIFI into the halal ecosystem. Practical 
implications include leveraging ATS for digital business growth while upholding Islamic values, extending ATS application to the real 
sector, both globally and digitally, and understanding ATS as crucial for success in halal digital businesses. 
  
Keywords:  Halal entrepreneurship, entrepreneurship engagement, AAOIFI transaction standard, Indonesia’s halal digital business, 
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1.     Introduction  
 
Entrepreneurial growth within a nation serves 
as a vital indicator of  its welfare (Henderson, 
2002; Fathonih et al., 2019; Dhewanto et al., 
2020; Abdullah & Azam, 2020), with 
entrepreneurship engagement playing an 
important role in the $2.29 trillion consumer 
spending market of  the halal industry 
(DinarStandard, 2023). Indonesia, as a 
significant contributor, accounts for a 
substantial $184 billion halal market (Bank 
Indonesia et al., 2021). However, despite this 
immense market value, entrepreneurship 
engagement, particularly its integration with 

religious/halal values and digital business, has 
been relatively overlooked in scholarly 
discourse. Studies such as those by Grilo and 
Thurik (2008), Hessels et al. (2011), Van Der 
Zwan et al. (2016), Lim et al. (2016), Kosa and 
Mohammed (2017), Henríquez-Daza et al. 
(2019), Tufa et al. (2021), and Uriarte et al. 
(2023) do not address this critical intersection, 
leaving a significant gap in the literature.   This 
gap underscores the rationale for further 
exploration and deeper understanding of  
entrepreneurship within the context of  halal 
principles and digital business to enhance 
entrepreneurial growth, thereby increasing 
national welfare. 
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Furthermore, Ayub (2007) and El-Halaby et 
al.,  (2021) emphasized the role of  standards 
in illustrating the AAOIFI (Accounting and 
Auditing Organization for Islamic Financial 
Institutions) emerging as prominent values in 
shaping business practices. These standards 
play an important role in facilitating 
transactions and ensuring alignment with 
Islamic principles, particularly in dealings 
between Islamic Financial Institutions and 
entrepreneurs (Karasik et al., 2007).  
 
This underlines the relevance of  investigating 
the impact of  the AAOIFI transaction 
standard on business practices, especially 
within the dynamic landscape of  halal digital 
entrepreneurship, “digital business practices that 
adhere to Islamic beliefs and principles” 
(Elgharbawy et al., 2023, p. 185). Additionally, 
in this study, the AAOIFI transaction 
standard encompasses the Shari’ah 
compliance standard for various transactions, 
including buy-and-sale, hiring, leasing, and 
investment activities (AAOIFI, 2015, 2024). 
 
Therefore, this study aims to bridge the 
identified research gaps by exploring the 
connection between entrepreneurship 
engagement, AAOIFI transaction standards, 
and Indonesia’s growing halal digital business 
sector using a qualitative research design 
(Saunders et al., 2019). Specifically, it seeks to 
address the following research question: How 
does the impact of  the AAOIFI transaction standard 
on business practices influence halal digital 
entrepreneurship engagement in Indonesia? By 
delving into this question, the objective of  this 
study is to seek knowledge of  the relevance 
and applicability of  the AAOIFI transaction 
standard within Indonesia’s halal digital 
business and then translate the findings into a 
practical theme for entrepreneurship practice 
and literature.  
 
Indonesia’s unique circumstances (Bank 
Indonesia et al., 2021; KNEKS, 2023; Bank 
Indonesia, 2024), characterized by a growing 
halal market and rapidly evolving digital 
business landscape (Google, Temasek, and 
Bain, 2023; DinarStandard et al., 2024), 
provide an ideal setting for this investigation. 

The outcomes of  this study are anticipated to 
offer practical implications for stakeholders 
within the halal entrepreneurship ecosystem, 
including industry practitioners, academics, 
and regulators, thereby contributing to the 
advancement of  both theory and practice in 
the field. 
 
 

2. Literature Review/ Hypotheses 
Development 
  

2.1. Halal Entrepreneurship (Halalpreneurship) 
Halal holds significant importance within the 
Islamic religion (Ramadani et al., 2015, 2017; 
Abdullah & Azam, 2020; Salaheldeen et al., 
2023). The concept of  entrepreneurship in 
the Islamic economy is called 
“halalpreneurship” (Abdullah & Azam, 2020). 
As explained by Ramadani et al. (2017), this 
concept represents entrepreneurship within 
an Islamic framework that primarily involves 
halal products or services. Abdullah and 
Azam (2021) further elaborate that 
halalpreneurship integrates halal principles 
into business operations, encompassing 
activities such as opportunity seeking and 
business development. Additionally, 
individuals known as “halal entrepreneurs,” or 
“halalpreneurs,” are those involved in creating 
and capitalizing on opportunities in the halal 
sector (Soltanian et al., 2016). Hence, 
integrating the halal concept into 
entrepreneurship research from an Islamic 
standpoint is feasible, thereby incorporating 
religious variables into the analysis. Gümüsay 
(2015) argues that integrating religion into 
entrepreneurship studies can enrich existing 
theories and practices. 
 
From an Islamic perspective, 
entrepreneurship, particularly halal 
entrepreneurship, involves fundamental 
components, such as opportunity 
identification, evaluation, and exploitation 
(Ramadani et al., 2017). These components, 
highlighted by Shane and Venkataraman 
(2000), Lim et al. (2016), and Tufa et al. (2021), 
underscore the essence of  entrepreneurship 
irrespective of  religious connections. Hence, 
as suggested by Salaheldeen et al. (2023), halal 
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entrepreneurs are individuals who 
innovatively capitalize on opportunities in the 
halal industry in harmony with Islamic 
teachings for economic advantages. 
 
2.2. Entrepreneurship Engagement 
Entrepreneurial engagement involves the 
identification, assessment, and utilization of  
opportunities (Lim et al., 2016; Shane & 
Venkataraman, 2000; Tufa et al., 2021). 
Various motives prompt individuals to start 
entrepreneurial ventures, which involves the 
creation of  startups (Van Der Zwan et al., 
2016). Entrepreneurship engagement relates 
to different stages of  participation in the 
entrepreneurial journey, ranging from basic to 
advanced (Grilo & Thurik, 2008; Henríquez-
Daza et al., 2019; Hessels et al., 2011).  
 
Grilo and Thurik (2008) explained that these 
engagement stages range from initial 
contemplation of  business initiation (“never 
thought about starting a business”, “thinking 
about it”, and “taking steps for starting up”) 
to actual establishment (“having a young 
business”, or “having an older business”), and 
then cessation of  entrepreneurship (“gave 
up” or “no longer being an entrepreneur”). 
These seven stages align closely with Hessels 
et al.’s (2011) six stages of  engagement, 
encompassing stages such as absence of  
engagement (“none”), “potential”, 
intentionality (“intentional”), “nascent”, 
“young”, and “established entrepreneurship”. 
 
Moreover, Henríquez-Daza et al. (2019) 
elaborate on the engagement stages 
concerning opportunity identification, 
assessment, and utilization. The first stage, 
“discovering opportunity”, involves 
recognizing and interpreting opportunities, 
serving as catalysts for new business ventures 
or the growth of  existing ones. Subsequently, 
entrepreneurs assessed the desirability of  
opportunities by considering their potential 
benefits. At this stage, opportunities are 
perceived from a personal (first-person) 
perspective, influencing decisions to either 
initiate a new venture (“nascent”) or integrate 
the opportunity into a new business, thereby 
progressing through development stages 

(“new”) and firm consolidation 
(“established”). 
 
2.3. AAOIFI Transaction Standard 
One illustration of  how religious principles 
impact business conduct can be observed in 
Islamic finance (Ayub, 2007). These principles 
are organized through standards (Ayub, 2007; 
El-Halaby et al., 2021), with one prominent 
standard-setting institution being the 
Accounting and Auditing Organization for 
Islamic Financial Institutions (AAOIFI). 
Established in 1991 with its headquarters in 
Bahrain, AAOIFI is the foremost 
international nonprofit organization primarily 
responsible for formulating and disseminating 
standards governing various aspects of  the 
global Islamic finance sector, including 
accounting, Shari’ah compliance, governance, 
and ethical practices (AAOIFI, 2020). In this 
research, the AAOIFI transaction standard 
applies to the Shari’ah compliance standard, 
such as buy-and-sale, hiring, leasing, and 
investment transactions (AAOIFI, 2015, 
2024). 
 
Presently, major Islamic financial institutions 
worldwide adhere to AAOIFI standards, 
contributing to a significant degree of  
harmonization across global Islamic finance 
operations (AAOIFI, 2020; Ayub, 2007; El-
Halaby et al., 2021), including dealing with 
customers such as halal entrepreneurs. Aliyu 
et al. (2017, as cited in El-Halaby et al., 2021) 
contend that AAOIFI standards play a crucial 
role in facilitating financial transactions, 
ensuring alignment with the foundational 
principles of  Shari’ah law. This is particularly 
true in the dealings between Islamic Financial 
Institutions and their clientele, including 
entrepreneurs (Ayub, 2007; Karasik et al., 
2007).  
 
2.4. Halal Digital Business 
The concept of  halal digital business is related 
to halal digital entrepreneurship, as stated by 
Elgharbawy et al. (2023, p. 185), “digital business 
practices that adhere to Islamic beliefs and principles.” 
These digital business endeavors are “expected 
to have a positive impact on the production of  halal 
products and services, sales and marketing, 
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internationalization, market visibility, the ability to 
reach broader customer segments, and better access to 
fintech, leading to the achievement of  double prosperity 
(Al-Falah) and economic growth” (Raimi et al., 
2023). 
 
Additionally, the Coordinating Ministry of  
Economic Affairs of  the Republic of  
Indonesia (2021) emphasizes that 
empowering halal Micro, Small, and Medium 
Enterprises (MSMEs) through digital 
technology adoption can significantly boost 
the national economy and public welfare.  
 
Therefore, in this study, halal digital business 
refers to the utilization of  digital technologies 
in entrepreneurial activities (e.g., ensuring the 
production, marketing, and distribution of  
products and services, while also enhancing 
market visibility and/or international reach) 
that are aligned with Islamic principles and 
beliefs, aiming to achieve economic growth 
and prosperity (i.e., double prosperity (Al-
Falah)). 

 
 

3.     Methodology  
 
To answer the research question, this study 
utilizes a qualitative research design in which 
trustworthiness is paramount (Lincoln & 
Guba, 1986). Lincoln and Guba (1986) 
outlined four essential aspects of  
trustworthiness in qualitative research: 
credibility, transferability, dependability, and 
confirmability. To bolster credibility and 
dependability, it is imperative to articulate and 
validate methodological choices according to 
established qualitative research norms, 
ensuring that informants’ perspectives are 
faithfully represented in the results. In the 
following sections, this study elaborates on 
the sampling technique, interview procedures, 
and data analysis decisions (including negative 
case analysis), offering a transparent overview 
of  the research process and its rationale. 
 
To ensure transferability, this study provides 
details regarding the individuals as informants 
(see Table 1), including their representative 
descriptions and characteristics, allowing for 

assessments regarding the breadth of  
contexts in which our findings may hold 
relevance. Finally, in consideration of  
confirmability, efforts were undertaken to 
prevent personal beliefs from openly 
influencing the research process and the 
resulting conclusions. 
 
The data collection process was based on 
interviews (Saunders et al., 2019). The 
informants were selected through purposive 
sampling, as it is often chosen in qualitative 
research for its ability to strategically select 
informants with specific characteristics and 
experiences (“informantion-rich cases”) relevant 
to the research questions (Patton, 2002; 
Etikan, 2016). 13 informants are considered 
to have theoretical saturation based on Boddy 
(2016, p. 426), who considers “samples of  12 
may be cases where data saturation occurs among a 
relatively homogenous population,” in this case 
those who have exposed to AAOIFI 
transaction standard in Indonesia. To ensure 
that the stakeholders were relevant to the 
Indonesian halal digital business, interviews 
were conducted with halal digital 
entrepreneurs, academicians, regulator, and 
community leader. Interestingly, several 
informants have several professions attached 
across academia, business, and community 
leadership, thus strengthening their capacity 
and credibility as informants.  
 
Interview data were collected in January and 
early February 2024 via video-conference 
interviews using zoom applications. Bahasa 
Indonesia was used in the 13 semi-structured 
interviews; the native language was considered 
appropriate for finding the exact meaning due 
to the informant’s native language 
(Sushandoyo et al., 2022). The interviews 
lasted for more than 30 minutes, up to 80 
minutes, depending on the informant’s 
availability. This study used open and probing 
questions (Saunders et al., 2019): open-ended 
questions enabled informants to articulate 
and explain a situation or event in their own 
terms, while probing questions were designed 
to delve deeper into responses that were 
relevant to the research focus using a specific 
emphasis or perspective. 
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All interview transcripts were validated by the 
informants to “avoid errors and 
misunderstandings” (Gibbert et al, 2016, as cited 
in Leso et al., 2023, p. 9), ensuring accuracy 
and confirmability in the research. To 

facilitate this, interview transcripts were 
emailed back to the respective informants for 
verification (Chang et al., 2024), allowing 
them to confirm or clarify the content as 
needed.   

 
Table 1  
Table of  Informants 
 

Informant Main Profession (other 
profession(s), if  any) that 
relate to AAOIFI 
transaction standard 

Work 
Experience 

Educational 
Level 

Location 

#1 Academician (Researcher, 
halal business enthusiast) 

10 years, 2 
months 
 

Master Bandung 

#2 Academician 
(Entrepreneurship educator, 
seasoned practitioner in 
financial industry) 

10 years Doctor Bandung 

#3 Academician (Researcher, 
halal industry practitioner) 

1 year (and 2 
years’ 
experience as 
halal industry 
practitioner) 

Master Semarang 

#4 Academician (Researcher, 
Shari’ah Accounting specialist, 
Member of  Shari’ah 
Accounting Standard Board, 
doctoral student) 

17 years Master Malang 

#5 Academician (Lecturer, 
entrepreneur, Shari’ah 
accounting advocate) 

10 years Master Bandung 

#6 Academician (Shari’ah 
compliance advisor, 
entrepreneur)  

4 years, 10 
months 

Doctor Jember 

#7 Halal Digital Entrepreneur 
(Community leader)  

2 years Master Jakarta 

#8 Halal Digital Entrepreneur  5 years Doctor Cianjur 
#9 Academician (Regulator) 20 years Master Bogor  
#10 Halal Digital Entrepreneur  5 years, 10 

months 
Bachelor Malang  

#11 Academician (Shari’ah 
Accounting expert in Public 
Accounting Firm, doctoral 
student) 

20 years Master Jakarta  

#12 Community Leader (Halal 
digital entrepreneur) 

3 years Master Yogyakarta 

#13 Halal Digital Entrepreneur 
(Shari’ah business associate)  

7 years Master Bogor 
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In this research, the collected interviews are 
recorded, transcribed, and transferred to 
computer-assisted qualitative data analysis 
software (CAQDAS) of  NVIVO (1.7.1) to be 
analyzed based on a thematic analysis as it is 
considered a “foundational method for qualitative 
analysis” (Braun & Clarke, 2006, p. 4; Saunders 
et al., 2019, p. 651). This study used the coding 
style described by Gioia et al. (2013), 
particularly open coding and axial coding. In 
open coding, this study labeled interview 
statements that relate to how halal digital 
entrepreneurs and their stakeholders view the 
relevance and applicability of  the AAOIFI 

transaction standard in relation to halal digital 
entrepreneurship engagement in Indonesia. 
This process produces a large number of  
descriptive codes and integrates them into 
first-order concepts (Gioia et al., 2013). 
Subsequently, in axial coding, themes are 
sought by comparing coded statements from 
the open coding process, thus producing  
second-order themes (Gioia et al., 2013). To 
seek confirmation and validation, numerous 
iterations were conducted to fine-tune the 
data and analytical structure (Braun & Clarke, 
2006; Saunders et al., 2019). The analyzed data 
structure is shown in Fig. 1. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 1  
Theme Development of  Strategic Engagement And Application Of  ATS (Authors, 2024) 
 
To conclude this section, to achieve 
objectivity (bias avoidance) (Saunders et al., 
2019), and credibility (Lincoln & Guba, 1986; 
Saunders et al., 2019; Enworo, 2023), this 
study carefully selects and presents negative 
cases that contradict the emergent 
explanation  but contribute to formulate the 
most possible explanation of  the 
phenomenon under study (Saunders et al., 
2019). 

 
 

4.    Findings and Discussion  
 
This study finds that investigating the 
relevance of  the AAOIFI Transaction 
Standard (ATS) and its applicability in 

Indonesian halal digital business has been 
constructed on a practical theme: strategic 
engagement and application of  the AAOIFI 
Transaction Standard, which resulted from five 
first-order concepts that emerged from 34 
references (interview dataset) within 156 
descriptive codes. Furthermore, this study 
argues that this theme supports the 
integration of  Islamic finance with the halal 
industry (Hassan et al., 2021), especially in 
halal digital businesses within one of  the 
largest halal markets in the world, Indonesia 
(DinarStandard, 2023). 
 
4.1. Strategic halal digital entrepreneurship 
engagement and application of  the AAOIFI 
Transaction Standard (ATS) 
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The relevance and applicability of  ATS and 
halal digital entrepreneurship engagement in 
Indonesia were discussed in the interviews. 
This theme, constructed from five sub-
themes (first-order concepts), highlights the 
multifaceted role of  ATS (AAOIFI, 2020) in 
guiding and promoting ethical and Shari’ah 
compliance practices within halal digital 
entrepreneurship engagements, for instance, 
in its AAOIFI Transaction Standard no. 38 
(issued since 2009) about online financial 
dealing (AAOIFI, 2015, 2024) that describes 
financial and real sector transactions using the 
Internet, websites, electronic signatures, and 
electronic messages.  
 
Hence, this finding extends the study of  halal 
digital entrepreneurship by Elgharbawy et al. 
(2023) and Raimi et al. (2023), while at the 
same time confirming the need for the 
integration of  AAOIFI into the halal 
ecosystem as proposed by Hassan et al. 
(Hassan et al., 2021). 

 
4.1.1. Role, scope, and applications of  ATS.  
This finding explains the multifaceted role, 
scope, and applications of  ATS relevant to 
halal digital entrepreneurship engagement 
(HDEE). It emphasizes the relevance of  ATS 
in various aspects of  halal entrepreneurship 
engagement, such as facilitating 
comprehensive and practical application for 
halal digital entrepreneurs and providing 
guidance for business practices throughout 
different stages of  the business cycle, 
including halal digital business. It also 
highlights ATS’s role in tapping unlimited 
business growth, while emphasizing the 
importance of  Islamic values such as taqwa 
(piousness). 
 
In this sub-theme, some informants stated 
that ATS has scope and useful application in 
HDEE, playing a pivotal role in guiding 
entrepreneurship engagement phases 
spanning from basic to advanced levels (Grilo 
& Thurik, 2008; Hessels et al., 2011; 
Henríquez-Daza et al., 2019), including 
pivoting to an ATS-compliant business. Thus, 
this finding extends the research on 
entrepreneurship engagement, for instance, 

by Grilo and Thurik (2008), who explained 
that these engagement stages range from 
initial contemplation of  business initiation 
(“never thought about starting a business”, 
“thinking about it”, and “taking steps for 
starting up”) to actual establishment (“having 
a young business” or “having an older 
business”), and then cessation of  
entrepreneurship (“gave up” or “no longer 
being an entrepreneur”). Moreover, ATS 
serves as a reference point for contracts that 
align with the foundational principles of  the 
Shari’ah law (Ayub, 2007; AAOIFI, 2020; 
Aliyu et al., 2017, as cited in El-Halaby et al., 
2021).  
 
There are two examples from the seven 
statements. 

The impact of  ATS can be observed at 
every stage, from contemplating 
entrepreneurship to the liquidation 
phase, where it serves as a continuous 
and accessible guideline throughout the 
business journey (Interview 8, halal 
digital entrepreneur). 
 
ATS has a significant influence across all 
seven levels of  entrepreneurship 
engagement. At level 1, which involves 
contemplating entrepreneurship or 
becoming an entrepreneur, many of  our 
alumni embarked on business ventures 
after learning from the ATS. 
Furthermore, the influence of  ATS is 
evident whether the alumni already have 
existing businesses, are starting new ones, 
or are transitioning to ATS-compliant 
ventures. Upon discovering discrepancies 
between their business practices and 
ATS, the alumni strive to rectify the 
situation. They may explore new business 
avenues or employ other strategies, but 
remain committed and resilient, refusing 
to give up or cease their efforts entirely. 
(Interview 12, community leader). 
 

Furthermore, some informants agreed that 
ATS is a comprehensive standard for halal 
entrepreneurship, including halal digital 
entrepreneurship that adheres to Islamic 
beliefs and principles (Elgharbawy et al., 
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2023). Two of  the five selected statements 
were as follows: 

The extensive ATS book guidelines 
appear to encompass all facets of  
business, with everything seemingly 
incorporated within its contents 
(Interview 7, halal digital entrepreneur). 
 
Through the utilization of  ATS, one can 
evaluate whether the concept of  halal 
entrepreneurship, relating to the 
progression of  entrepreneurship from 
upstream to downstream, aligns with 
halal principles (Interview 6, 
academician). 
 

ATS also offers practical guidelines for halal 
digital entrepreneurs, aiding them in 
navigating various aspects of  halal digital 
entrepreneurship (Elgharbawy et al., 2023; 
Raimi et al., 2023) and engagement (Grilo & 
Thurik, 2008). Some informants stated the 
following. 

ATS essentially encompasses a range of  
essential aspects required by halal digital 
entrepreneurs, spanning from capital 
formation to financial considerations. 
Ultimately, its aim is to facilitate accurate 
profit-sharing calculations and extend 
them to zakat calculations, given the 
presence of  zakat within business 
operations (Interview 2, academician).  
 
ATS is very important for my halal digital 
business because it contains crucial 
standards. For example, if  I want to buy 
land or machinery, and I do not have the 
money, I have to resort to a murabahah 
transaction, which is a non-cash 
transaction. If  there is no murabahah 
standard, I may fall back into a usury 
transaction. For this reason, I used ATS 
to support entrepreneurs. I also used 
them for my business. (Interview 13, 
halal digital entrepreneur). 

 
ATS also highlights its role in tapping 
unlimited business growth while emphasizing 
the importance of  Islamic values (Ramadani 
et al., 2015, 2017), such as taqwa (piousness): 

Shari’ah limitations should not be viewed 

as constraints; rather, they ought to be 
seen as boundless opportunities for us as 
halal digital entrepreneurs, provided that 
all halal digital entrepreneurs are 
committed to piety (Interview 10, halal 
digital entrepreneur). 
 

4.1.2. Relevance and importance of  ATS.  
This sub-theme underscores the relevance 
and importance of  ATS in the context of  
halal digital entrepreneurship. It also discusses 
the significance of  ATS literacy and the role 
of  ATS in determining the halal and 
wholesome (thayyib) status. This finding 
confirms that religious literacy may have a 
substantial effect on behavioral objectives 
(Majid & Nugraha, 2022). 
 
The relevance and importance of  ATS are 
expressed by some halal digital entrepreneurs, 
highlighting the need to understand and apply 
ATS in halal digital business activities, 
including determining halal and wholesome 
(thayyib) status. From the two statements, the 
following is an example:  

In my view, ATS holds significant 
importance, especially for the profession 
of  a halal digital entrepreneur, due to its 
direct connection to Shari’ah standards. 
In my opinion, this standard is of  utmost 
importance because, as a halal 
entrepreneur, adherence to Shari’ah 
principles should be unquestionable. For 
Muslim entrepreneurs, the Shari’ah 
standard should serve as the minimum 
benchmark for conducting business 
activities (Interview 10, halal digital 
entrepreneur). 

 

Halal digital entrepreneurs are encouraged to 
adopt ATS because of  their importance in 
guiding business practices, including in 
Indonesia, thus extending Hassan et al.’s 
(2021) statement that “AAOIFI must play a 
critical role in establishing a halal ecosystem.” 
This is evidenced by the following interview 
data. 

The significance of  ATS cannot be 
overstated for entrepreneurs, particularly 
those involved in halal business practices 
in the digital age, known as halal digital 
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entrepreneurs. Its relevance is 
paramount, especially in the context of  
Indonesia, where the connection 
between ATS and the engagement of  
halal entrepreneurs in digital halal 
business is very significant. This is 
because the ATS captures all processes 
within the business cycle, making it 
essential for halal digital entrepreneurs 
(Interview 3, academician). 
 
ATS holds the potential to genuinely 
serve as guidance, particularly for 
individuals engaged in halal 
entrepreneurship, including the digital 
sphere. Drawing from my experience in 
running a halal digital store business, it is 
evident that the members of  the AAOIFI 
committee, who contribute to the ATS, 
are highly distinguished figures, 
particularly in the field of  Islamic 
commercial jurisprudence, with each 
holding the status of  Mufti in their 
respective regions. Therefore, based on 
my firsthand experience, ATS 
unquestionably functions as a guiding 
framework for our business activities, 
providing invaluable direction and insight 
(Interview 8, halal digital entrepreneur). 
 

4.1.3. Role of  ATS in the financial and real sectors.  
Here, the interviews reveal the relevance of  
the role of  ATS in the financial (El-Halaby et 
al., 2021) and real sectors (Hassan et al., 2021) 
and the call for international Shari’ah business 
standards.  
 
ATS is considered strategic because its role is 
relevant not only in the financial sector but 
also in the real sector, where non-financial 
entities could adopt and implement ATS 
relevant to their business. As stated by some 
informants, there are two examples from the 
three statements: 

ATS are applicable to halal digital 
entrepreneurs beyond financial 
institutions. Within ATS, only a portion 
of  its content pertains to financial 
institutions. For instance, a 
straightforward example is the muzara’ah 
contract for agricultural activities, which 

is not typically addressed by financial 
institutions (Interview 12, community 
leader). 
 
The standards implemented in the ATS 
are essentially those designed for the real 
sector but are also utilized in the banking 
sector (Interview 2, academician) 

 

Thus, the above finding strengthens the 
objective of  integrating Islamic finance and 
the halal industry (Hassan et al., 2021) with 
the novelty derived from this study, which is 
the practical theme of  strategic halal digital 
entrepreneurship engagement and the 
application of  ATS. 
 
Moreover, one interview with a halal digital 
entrepreneur mentioned the call for an 
international Shari’ah business standard, 
which underscores the relevance of  ATS: 

Therefore, it is inaccurate to claim that 
ATS is solely intended for Islamic 
Financial Institutions, as finance 
departments are integral components of  
companies within the real sector. 
Looking ahead, the emergence of  an 
International Shari’ah Business Standard 
would be highly impactful (Interview 13, 
halal digital entrepreneur)  
 

4.1.4. Global and digital influence of  ATS.  
This finding emphasizes the global and digital 
influence of  ATS on halal digital 
entrepreneurship. It discusses the relevance 
of  ATS in facilitating international expansion 
strategies and its role in digital consumer 
decision making. 
 
Based on some informants, ATS has global or 
international coverage, which confirms the 
report of  AAOIFI (2020). This may facilitate 
the international expansion of  halal 
enterprises, thus emphasizing the importance 
of  global markets. Some statements support 
this finding.  

From a global perspective, ATS have the 
potential to greatly benefit halal digital 
enterprises. For instance, entrepreneurs 
aiming to expand internationally would 
find it advantageous to adhere to a 
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standard that is widely understood 
worldwide. When considering the 
Shari’ah standards, the ATS holds greater 
recognition and familiarity on a global 
scale, making it the preferred choice for 
businesses seeking international 
expansion (Interview 4, academician). 
In our opinion, ATS is the best standard 
worldwide. This should be the best 
standard because it is the International 
Shari’ah Standard (Interview 13, halal 
digital entrepreneur). 

 

In the halal digital business realm, ATS play a 
significant role, including in digital consumer 
decision-making processes, and contribute to 
the development and growth of  halal digital 
businesses by aligning them with ethical 
standards. This finding confirms the 
utilization of  AAOIFI Shari’ah Standard No. 
38 for online financial dealing (issued since 
2009) (AAOIFI, 2015, 2024) and extends the 
study by Mubarik (2021) regarding one of  the 
ATS standards and its digital aspect. 
Regarding this finding, some informants 
stated these: Here are two examples from four 
statements: 

Drawing from my experience in running 
a halal digital store business, it is evident 
that the members of  the AAOIFI 
committee, who contribute to the ATS, 
are highly distinguished figures, 
particularly in the field of  Islamic 
commercial jurisprudence, with each 
holding the status of  Mufti in their 
respective regions. Therefore, based on 
my firsthand experience, ATS 
unquestionably functions as a guiding 
framework for our business activities, 
providing invaluable direction and insight 
(Interview 8, halal digital entrepreneur).  
 
As a consumer, upon learning about ATS, 
I contemplated whether to purchase gold 
online and opt for installment payments 
or pay in cash. Furthermore, since gold is 
delivered the following day, I will 
contemplate how it relates to the ATS, 
highlighting its relevance to this crucial 
decision-making process (Interview 3, 
academician). 

4.1.5. Standards, guidelines, and compliance.  
In this sub-theme, ATS is positioned as a 
fundamental standard for halal digital 
entrepreneurs, serving as a rule of  game in 
business engagements in which halal holds 
significant importance (Abdullah & Azam, 
2020, 2021; Ramadani et al., 2015, 2017; 
Salaheldeen et al., 2023; Salaheldeen & 
Battour, 2024). Compliance with ATS is 
considered a strategic consideration for 
entrepreneurship engagement, starting from 
initiating business (Grilo & Thurik, 2008; 
Hessels et al., 2011; Henríquez-Daza et al., 
2019) to business operations encompassing 
activities such as opportunity seeking and 
business development (Abdullah & Azam, 
2021). Furthermore, it offers detailed 
guidelines and specificity in halal 
entrepreneurship, which are also relevant to 
the digital space. 
 
ATS as a minimum standard, the rules of  the 
game, and compliance for halal digital 
entrepreneurs, as described by one halal digital 
entrepreneur and explained by an official 
regulator: 

From my perspective, adhering to halal 
and wholesome (thayyib) 
entrepreneurship entails meeting the 
minimum standard set by ATS. This is 
precisely what we practice at MWS, where 
we support entrepreneurs in aligning with 
the ATS from the formulation of  their 
capital, ensuring no involvement with 
usury, conducting their buying and selling 
transactions in a just manner, and devoid 
of  speculation, uncertainty, or gambling. 
Regarding human capital management, 
we assist in drafting contracts free from 
speculation and injustice. Internally, we 
guide businesses in determining 
standards for profit-sharing and other 
related contracts such as musharaka or 
mudharaba. At the MWS, our mission is 
to guide entrepreneurs in achieving halal 
and wholesome (thayyib) businesses in 
accordance with international Shari’ah 
standards, with ATS serving as the 
benchmark (Interview 13, halal digital 
entrepreneur). 
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For halal digital entrepreneurs, I believe 
that ATS is crucial in establishing 
agreements on the rules of  the game in 
business. Understanding these rules is 
essential; otherwise, ambiguity may lead 
to chaos. When the rules are unclear, 
there is potential for exploitation, with 
the strong taking advantage of  the weak 
(Interview 9, regulator official) 

 
ATS offers detailed guidelines and specificities 
in halal entrepreneurship, which are also 
relevant to digital space. This is evidenced by 
the data interview and the presence of  
AAOIFI Shari’ah Standard no. 38 (issued 
since 2009) on online financial dealings 
(AAOIFI, 2015, 2024). The informants 
supported this, saying, 

ATS stands out for its detailed, precise, 
and case-by-case approach, enabling its 
application in various scenarios 
encountered in the business field. 
Drawing from my experience as a halal 
practitioner, I found that the ATS covers 
a comprehensive range of  business 
situations, providing detailed 
explanations. This detailed approach is a 
distinct advantage of  ATS compared to 
other standards. Furthermore, ATS 
possesses a uniqueness characterized by 
its comprehensive coverage, specificity, 
and global applicability (Interview 3, 
academician). 
 
ATS holds significance in every phase of  
business, including establishment, 
operation, and development, as it serves 
as guidance throughout each phase 
(Interview 8, halal digital entrepreneur). 
 
In the process of  transactions, such as 
istishna, halal digital entrepreneurs can 
follow the step-by-step approach 
outlined in the ATS. It delineates the 
sequence of  actions to be taken, specifies 
the rights and obligations of  each party 
involved, and provides explanations for 
why certain practices are permissible 
while others are not (Interview 2, 
academician). 
 

4.2. Negative Cases Analysis.  
To achieve objectivity (bias avoidance) 
(Saunders et al., 2019) and credibility (Lincoln 
& Guba, 1986; Saunders et al., 2019; Enworo, 
2023) of  this research. This study carefully 
selects and presents 12 negative cases that 
contradict the emergent explanation  but 
contribute to formulate the most possible 
explanation of  the phenomenon under study 
(Saunders et al., 2019). Some selected negative 
cases stated by some informants are 
considered relevant to the research question 
and objective of  this study. 
 
The first negative case revolves around the 
idea that while ATS may set standards for 
business practices, they alone do not 
necessarily inspire people to start businesses 
(entrepreneurship engagement): 

I do not believe that ATS inspires people 
to start businesses. I argue that personal 
motivation in business is primarily 
economic and driven by a desire for 
financial independence or in response to 
job loss. I also doubt that regulatory 
guidelines, such as ATS, directly prompt 
business initiation, meaning that reading 
a regulation does not automatically lead 
to entrepreneurial action (Interview 7, 
halal digital entrepreneur). 

 
The second negative case suggests that in 
certain Muslim countries, there may be a lack 
of  full adherence to ATS. Although AAOIFI 
is a recognized governing body for Islamic 
finance, some countries may not fully 
implement its guidelines, possibly because of  
different interpretations, regulatory 
frameworks, or other factors. 

In some cases, it was revealed that certain 
Muslim countries do not recognize 
AAOIFI as the authoritative governing 
body, resulting in incomplete 
implementation of  its guidelines 
(Interview 11, academician). 

 
The third negative case similarly indicates that 
certain practices or standards, possibly related 
to ATS, may not be universally adopted by 
entrepreneurs in Indonesia. This suggests a 
gap between the recommended practices and 
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their implementation in the Indonesian 
business community. 

In reference to ATS, it appears that in 
Indonesia, not all entrepreneurs have 
adopted these standards. Additionally, in 
the realm of  entrepreneurship, there 
seems to be a lack of  purely Shari’ah-
compliant businesses that adhere to the 
financial transaction standards outlined 
by AAOIFI or similar organizations 
(Interview 5, academician). 

 
 

5.     Conclusion  
 
Guided by the research question, objective, 
and research design, this study answers the 
research question of  “how does the impact of  
the AAOIFI transaction standard on business 
practices influence halal digital 
entrepreneurship engagement in Indonesia” 
by presenting the findings into a practical 
theme of  “strategic halal digital 
entrepreneurship engagement and application 
of  the AAOIFI Transaction Standard (ATS)” 
that has five important and valuable practical 
insights into halal digital entrepreneurship 
engagement in Indonesia and possibly on 
global level. These findings highlight the 
transformative potential of  ATS in enhancing 
Shari’ ah-compliant transactions within the 
halal digital business landscape, beyond the 
Islamic finance industry, thereby contributing 
to the broader objective of  national welfare 
through entrepreneurship.  
 
Practical implication: Halal digital 
entrepreneurs (HDE) can consider this 
practical theme from its five valuable insights: 
firstly, from the 1) “Role, scope, and 
application of  ATS” and 2) the “Relevance 
and important of  ATS”; HDEs may consider 
to utilize ATS in various aspects of  their halal 
digital  entrepreneurship engagement in 
tapping unlimited business growth while 
emphasizing the importance of  Islamic 
values; secondly, from the 3) “Role of  ATS in 
financial and real sector” and 4) the “Global 
and digital influence of  ATS”  HDEs are able 
to use ATS in strategically engagement in 
financial and real sectors with a 

global/international perspective within the 
halal digital business realm; and last but not 
least, thirdly from 5) the “Standard, guidelines, 
and compliance” HDEs may understand 
better in using the ATS as a minimum-rule of  
game in halal digital business engagements in 
which halal holds significant importance. It is 
suggested that the three practical implications 
be assessed and utilized further by Indonesian 
or global HDEs while considering the 
negative cases presented. The utilization of  
ATS, as supported by the above empirical 
evidence, demonstrates its essential role in 
Indonesia’s halal digital entrepreneurship 
engagement. This alignment provides a 
framework that can serve as a benchmark for 
integrating ATS into global halal digital 
entrepreneurship practices beyond the Islamic 
finance industry, encouraging the adaptation 
of  similar frameworks in diverse cultural and 
economic contexts.  
 
Theoretical implication: This study extends 
the study in halal digital entrepreneurship by 
Elgharbawy et al. (2023) and Raimi et al. 
(2023) by adding ATS as an influencing factor, 
while at the same time confirming the need 
for the integration of  AAOIFI into the halal 
ecosystem as proposed by Hassan et al. 
(2021). 
 
Limitations: Due to its qualitative nature 
(which involves the beliefs, perspectives, and 
experiences of  the purposive 
sample/informants) and specific geographical 
location (Indonesia), this research has 
limitations in generalizing the findings to 
other contexts. However, the purpose of  this 
qualitative study was to develop a deep 
understanding of  the specific informants’ 
lived experiences and opinions in this research 
design and context.  
 
Future study: It is suggested that a further 
quantitative study using a survey 
questionnaire be conducted to enhance the 
findings and then provide a mixed-method 
research explanation that can provide the best 
available explanations for this unique and 
valuable phenomenon.  
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