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Abstract—Ambiguous information, incomplete explanation and unclear
description of products portrayed in a website normally caused carts
abandonment. As evidenced in many prior studies, consumers’ purchase
intentions were highly influenced by their confidence in the information
provided by the website. This study identifies criteria of qualified information
and describes how it was managed by halal e-commerce businesses. Qualitative
data were collected through in-depth interview with key information custodians
from four e-commerce platforms. The study found good understanding and
efficient management of information quality criteria could help halal e-
commerce businesses to progress one-step ahead of their competitors.

Keywords—Websites-Commerce platform, information quality, Interview,
halal, e-commerce.

1 Introduction

As the Internet evolved and matured, many businesses have taken advantage to
incorporate it into their business models and use it to conduct most of their business
activities. The technology has paved the way for businesses to make use of e-
commerce websites as alternative sales channels due to increasing trends of online
shopping. Trading over the Internet is usually referred to as Electronic Commerce (e-
commerce). It involves the use of the Internet for buying and selling activities such as
advertising, negotiations, and contracts (Simpson and Docherty, 2004).

Apparently, more organizations are aware that venturing into B2C e-commerce
could benefit them to increase sales from their websites. However, since consumers in
the digital age have become increasingly informed, there is a challenge for the
business to provide a qualified information to fully embrace buyers' preferences and
expectations while navigating the website. In online commerce, the physical
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interactions between the trading parties are very minimum, or nonexistence.
Therefore, the information provided by each party must be in a good quality so that
the objective of the transactions could be achieved.

With the emerging trends in e-commerce adoption and numerous fraud cases
reported regarding online transactions, many researchers show their concerns by
dedicating research efforts in that area. For examples, Zhang, Chen and Zuo (2017)
identified several problems faced by the companies such as fake customer
information, fictitious trade, incompatible product information, false business
promotion, and bad after sale services. While, Zhou et.al. (2018) evidenced that the
lack of information transparency is one of the factors that lead to consumers’ final
abandonment of online purchases. This is because consumers consider that the
website does not provide sufficient, complete, and correct information for making a
purchase decision, resulting in refusal to make a purchase.

Therefore, this study uses the well established DelLone and McLean Information
Systems Success Model to identify the criteria of the quality of e-commerce’s
information and services provided to the customers. Even though researches on e-
commerce have been widely explored, and various characteristics of qualified
information have been proposed such as confidentiality, integrity, compliance,
availability, effectiveness, reliability, and efficiency, but very limited investigation
was done in the halal e-commerce environment. We also believe that the criteria of
information quality are not fixed to these lists, but may depend on the research area
and objectives. This is the aim to be achieved by this study, i.e. to identify other
relevant criteria of information quality in halal e-commerce and how these e-
commerce providers manage that information.

2 Literature Review

E-commerce is the online process of buying and selling of goods or services,
supported by technology applications such as email, website, online banking, and
payment gateway. Among the most explored e-commerce model is business-to-
consumer (B2C) e-commerce, which involve the direct selling of a product, service,
and information from a business to many potential consumers through the Internet
(Turban et al., 2017, 2018, p.7). Since this research is specifically focused to e-
commerce platforms in the context of halal industry that offer the trading of halal
products and services, the term “halal e-commerce” used. Therefore, halal e-
commerce in this study refers to the practice of performing critical business process
such as the trading of goods, services and information through the Internet that better
reflect the Islamic point of view (Muhammad, Muhammad, & Khalil, 2013; Amboala,
et al., 2015; Ribadu & Wan Ab Rahman, 2016; 2017; Turban, 2018; Jusop, Ismail and
Ismail, 2018).
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2.1  E-Commerce in halal industry

Halal is an area that many emerging e-commerce platforms are seeking to address.
The value of halal products traded via e-commerce was USD123 billion in 2015 and
is expected to reach over USD230 billion in 2020 (Daganghalal, 2016). While, The
State of the Global Islamic Economy Report 2015/16 predicted e-commerce spending
by Muslims around the world is expected to reach USD252 billion in 2020. This
indicates that the opportunity is wide open for all halal businesses including those
which are small in size to reach out globally.

Due to growing dynamism of globalization, companies in the halal industry need to
adapt to the changing trends in trading process such as the use of e-commerce
technology. The advent of Internet has transformed the way people conduct their
trade. In B2C e-commerce, consumer’s preference for the convenience of online
shopping has made e-commerce among the fastest growing sectors of the economy.
Furthermore, businesses’ ability to adopt the technology are growing to the extent that
very minimum physical contact and interaction involved between sellers and buyers.
Online buyers never met the sellers and could not touch the product until it is
delivered to them. Therefore, to make sure the success of the transactions, both parties
must provide a fair and adequate information about the dealings. For instance, the
sellers are responsible to disclose complete information about their products and
customers are to give their personal details as required by the sellers. The customer
service function is also crucial even after the order is fulfilled and delivered to
customers. The common transaction processes or activities of a B2C e-commerce are
depicted in Figure 1.

Ordering & payment

l Information sharing

B | Online Stare | |

v

Customer service & support

Fulfilment & delivery

CUSTOMER ONLINE BUSINESS

Fig.1. B2C e-commerce activities

Whether it is general e-commerce or halal e-commerce, these processes or
activities are the same. However, when it comes to halal products and services offered
through e-commerce, the emphasis on how each activity performed could be a
different. Muslim consumers are concerned with the quality and wholesomeness of
products they purchased (Majid, Abidin, Majid, & Chik, 2015; Talib, Ali, & Idris,
2014; Veverita, Kusumastusti, & Rachmawati, 2017). Therefore, they require
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adequate information from the products’ supply chain to ascertain the integrity of its
halal status. Besides, Muslims are bound with Islamic rules in doing business which is
called Mu’amalah principles. Not only the goods must be halal, but the transactions
must be free from riba’ or usury, uncertainty, and gambling elements.

In an online trading, consumers would refer to the sellers’ website to gain
information and make informed decisions. But, some e-commerce sites that are
available now have too many products and incomplete information that make it
difficult for consumers to find the quality ones. Bojang (2017) and Humaizi, Asmara,
Sis & Yusof (2020) indicated that the website interface is considered having major
influence on online consumers trust. In the study focused on B2C e-commerce
consumers, the researcher recommended in order to enhance users’ navigation and
satisfaction, online vendors need to develop informative and user-friendly websites.

The emergence of the internet technology in the trading environment has created e-
commerce as the powerful communication medium in information systems. Both
internal and external users interact in this medium for business dealings. Customers,
suppliers and business owners are the users of e-commerce system who will make
decisions and execute business transactions. These actions will give impacts to
individual, organizations, industry or national economies.

Most e-commerce success researches typically applied various success models that
evaluates factors internal to the systems such as information quality, system quality,
technology characteristics, and factors external to the system such as service quality,
usage, and user satisfaction. DeLone and McLean Information System Success Model
(D&M) has been claimed to be a generic model of information system success
(DeLone & McLean, 2003) that can be used to study e-commerce effectiveness (Li &
Sun, 2009). The D&M model itself is built on communication theory, thus this
communication and trading process may fit nicely into the D&M success model 2003.
Thus, this study used D&M model because it is one of the best and most-cited model
used to evaluate the success of information systems especially in the context of e-
commerce (e.g. Li & Sun, 2009; Mahmoodi et al., 2017; Balogun, Ahlan, Mejabi &
Olayowola Bello, 2017), applying it to the halal industry context, to measure the
effectiveness and success of halal e-commerce platforms in Malaysia.

2.2 Information quality

As indicated by Delone & McLean (2003), information quality is an important
consideration in adoption process of information systems. In order to implement e-
commerce successfully, all the quality aspects of the system, especially information
quality should be deliberately considered (Pardo, Brandt & Puerta, 2018). According
to this model, information quality has been used as measures of information systems
output that meet the criteria of completeness, ease of understanding, personalization,
relevance to decision making and security. D&M IS Success Model indicates that the
understanding of the system quality and information quality is very relevant to
manage the e-commerce related activities.

Information is a resource that needs to be managed efficiently. As competition in
business environment is becoming more intense in this day, organizations were
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pushed to acquire qualified information in order to be sustainable in the market
(Chong et al., 2014). According to Somers, Gorla and Wong (2010), information
quality refers to the quality of outputs the information system produces which can be
in the form of reports or online screens.

Information quality describes the value of information presented by websites as
perceived by users (Qutaishat, 2013). Users want the information provided displays
completeness, ease of understanding, personalization, relevance, and security, so that
their confidence in doing the transactions can be increased, thus will enhance their
satisfaction (DeLone and McLean, 2003; Huang & Chen, 2017).E-commerce offers
the consumer or enterprise various information they need, making information into
total transparency (S.Sridhar, 2017& Zhou, et.al., 2018). This transparency criteria is
very crucial in halal e-commerce because both parties required quality information to
make decisions. Consumers depends on information provided by the website to know
the halal status of the products before making the purchase. High quality information
can help consumers in making a quick and efficient decision to purchase of
appropriate or difficult-to-find products.

Moreover, the environment of halal businesses operating is a complex environment
that require certain regulations and guidelines to be complied (Tahir, 2013). The
environment they are operating should be in compliance and strictly follow Islamic
principles. This specific requirement will result in distinct practices of information
management so that the objective of halal business can be achieved. To manage the
information and to make sure they are in certain standard of quality is quite a
challenge, especially in digital environment. Many business owners were found
reluctant to share information as they perceived the act will reduce companies’
competitiveness and sustainability (Chong et al., 2014).

Gao et al., (2012) stressed that among the key to success in e-commerce is to
supply buyers with sufficient information to help them find and purchase the products
applicable to their needs. Previous studies by Hao, Duo-lin, and Zhi-jie (2010) have
revealed that when consumers obtain more complete product information from
shopping websites, they tend to be better prepared for the decision-making process
and more convinced that the information delivered by the business is relevant and
adequate as their requirements.

3 Methodology

This study seeks to identify the critical information quality characteristics in halal
e-commerce that comply with Islamic business practices.Thus, the combination of
exploratory and explanatory qualitative case studies approach was adopted, with the
hope it could help us to understand the situation or problem and discuss them by
analysing the perspectives and experiences of the participants from the support of
qualitative data gathered (Yin, 2011).The approach allowsus to obtainfield-
basedinsights from key information custodians of halal e-commerce platforms and
also to explore activities or transaction processes relating to halal e-commerce
information management. In addition, Myers and Avison (2002) stated that a case
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study design is suitable for studies where capturingtheknowledgeofpractitionersis
needed, and this study bases its contribution on data collected from foure-commerce
platform providers that operate in Malaysia.

In order to gather views and experiences needed, semi-structured in-depth
interviews were conducted with participants from four halal e-commerce platforms in
Malaysia, which form a focal point of four case studies. The four cases were chosen
because of these criteria:

The firms provide an online platform for operating businesses.

The firms offered only halal products or services.

The firms must satisfy the halal B2C criteria.

The firms have at least interactive website, sales and payments online.

By choosing these cases, the researcher will be able to collect rich data about these
organisations and conduct in-depth analysis on what they were doing by interviewing
the managers or decision makers in the organisations.Moreover, the use of more than
one case studies can help to better understand and compare the application of e-
commerce in different organizations and help to develop or enhance the theory (Sila,
2015). Table 1 shows the details of the case studies selected.

Table 1. Overview of organizations

Year of . i
Case establishment Business Nature Description
A 2015 Halal e-commerce The world's first B2C e-marketplace offering
marketplace premium quality Halalan Toyyiban products and
services
B 2007 R&D of organic health |The Malaysia leading healthcare and wellness with
products central focus on the well-being of their customers.
The Group also operates a diverse portfolio of
businesses in agri-biotechnology, secure-technology,
healthcare and wellness.
C 2018 Service The company operates an integrated apps that
provides guidance and service for umrah package
D 2009 Halal food manufacturer |A well-known fish crackers producer in east coast
that aggressively does innovation in its food products
and among the first that provides online commerce.

The cases were chosen through purposive sampling. The sample had been
identified based on their characteristics as previously mentioned. Based on Marshall
and Rossman’s (1995) recommendation, the selection of the participants was based on
their level of management, involvement, responsibility and role in e-commerce
application. Among the important people interviewed were business owners and top
managers of the organisations. These people involve directly or indirectly in decision
making and managing e-commerce application. Regarding the selection of the
interviewees, Yin (2003) and Eisenhardt and Graebner (2007) advised to choose
people with different positions and from different hierarchical levels in the
organizations to be interviewed. Snowball sampling was used to identify people who
worked with the system.

102 http://www.i-jim.org



Prior to the interview session, we sought permission for the company's
participation by sending them a formal letter. Then, after getting approval, the
interview questions were send to the respondents so that they can be well-prepared to
contribute to answer the questions. The respondents were required to sign the consent
form if they agree to participate in the interview. The issues discussed during the
interview included the criteria of information quality of e-commerce which is in
accordance with Sharia requirements, and how the business uphold the halal concepts
and the quality aspects in the online transactions. The face-to-face interviews lasted
on average 80 minutes. The in-depth semi-structured interview were digitally
recorded and then transcribed.

Regarding data analysis, Yin (2009) suggested a pattern-matching logic as the most
common or useful procedures for case study analysis. The method compares an
empirically-based pattern (one that revealed by the outcome of the case study) with
what is expected to occur (a predicted pattern). If the patterns overlap or match, the
initial proposition is confirmed and the results can help to strengthen the case study’s
internal validity. In addition, content analysis is also widely used in qualitative
research that tries to describe and quantify phenomena.

4 Results

Providing a qualified information is the responsibility of top management, as one
interviewee stated “the coordination between marketing team and IT team determines
this information and the final decision is made by the head of marketing department”.
This statement was agreed by all participants across the different case study
organisations who also highlighted the quality of being trustworthy, clarity,
timeliness, completeness and the format or presentation of information as very crucial
to be observed in halal e-commerce platforms. The reliable and verified information
created some trustworthy criteria that help increase the credibility of their platforms.

4.1 Reliable

In the era of technology, information is always abundant. But, only reliable
information is useful for decision making. When searching for halal product through
websites, customers can depend on the information which has a credible source. For
example, information must be supported with halal logo, halal certification, and direct
links to authoritative bodies.

The president of Case B explained that the reliability criteria can be reinforced
when company is committed to practising the goodness in the whole business
processes. Meanwhile, the manager from Case C who developed apps for his
company insisted that the use of technology can enhance the quality of information.
He said that some umrah (Muslims pilgrimage) agents deliver information to
customers through talks or lecture sessions and using flyers and brochures. This kind
of practice produced unstandardized set of information which may confuse customers.
In particular, the information produced by the authoritative source was more reliable.
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Having third party verification towards the information supplied into e-commerce
transactions can confirm the truth of the content thus make the information more
reliable.

4.2  Verification

Another important requirement in providing information for halal products is
verification by authoritative bodies. A company can claim its products are halal if
only they have certificate from The Department of Islamic Development Malaysia
(JAKIM) and other recognised Halal Certification Bodies (CBs). All participants
unanimously agreed that third party’s verification is crucial to establish an operation
of halal e-commerce platform. As stated by Halal Advisor of Case A; “For me, the
most important thing is our involvement with the authority ... on what basis we refer
to the authority .

The Vice President of Case A specified that they also required their suppliers to get
certificate to ensure the status of the products to be advertised in the platform. The
company will assist their suppliers, including the producers from outside Malaysia, to
apply for the certification. He further emphasized that the role to certify the halal
status remains on the responsibility of CBs.

In another business context, servicing agent for umrah and tours proposed the use
of apps to simplify the verification process. The e-commerce platform gathers
information input to be supplied to the website from marketing team and department
leaders. These groups will discuss with web management team to update any events,
news or current changes needed in the website. The communication among these
teams help to determine only verified information will be provided to customers.
However, the decision and permission from the company’s CEO is needed before the
information is disseminated to outside parties.

4.3  Clarity

Moreover, requirement analysis for information quality needs the clarity of the
information. A clear information is usually presented in an understandable manner,
concise and complete. Case A participants elaborated in details on how sometimes the
information was better explained if supported by pictures. He further added that some
conventional e-commerce platforms caused major problem by trying to confuse
customer with vague description of product information.

In the same aspect, the Marketing Director of Case B argued that the content and
accuracy of information is crucial for decision-making. The President of Case B
added that the quality of the e-commerce platform was determined by the quality of
what were being advertised by the company in the website. He also said a company
should reflect the halal status it has obtained not only in certificate but also in the
whole business processes.

While the manager of Case C believed that unclear and inadequate information
may be misleading thus causes frustration to customers. Therefore, a clear
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information must contain all relevant facts and figures and must be presented in an
understandable manner to influence decision-making.

4.4  Format/ presentation

The way an information is presented in the website may affect users’
understanding of its content. Sometimes, this is related to the technical aspects of the
website such as web design, layout, and complexity of the instructions. These factors
make users easily bored and tired thus stop looking for the information. Also, the use
of simple words and avoid the use of too much jargons could help users understand
better.

The Senior Vice President of Case A explained how they guided halal
manufacturers, especially small businesses, to properly put information about their
products before it was advertised in the halal platform. This is because many small
businesses produced good products but failed to present it in convincing techniques,
in terms of proper packaging, branding, etc. According to him, this practice is
important to demonstrate all the quality aspects has been accomplished in halal
business.

Another manager explained how the presentation of information should be; “It is
(more understandable) with a proper layout and alignment of the content, and also
design of the information” (General Manager, Case B). He repeatedly stressed on the
format of the information and suggested the way of information delivery should be
based on preference of customers. He said “normally videos are preferred to photos
or write-ups... ” His opinion was supported by the Brand Manager of Case C who
stated that the use of videos in delivering online materials leads to more standardized
information.

45  Timeliness

Another criterion for a good quality information is timeliness aspect. It refers to the
accessibility and availability of information at the time suitable for its use. As pointed
out by one interviewee, an information should be current to be relevant for decision
making. An information should always be updated so that it reflects a current situation
of the company. The General Manager of Case B added to his point that “The
information should have regular updates.” His statement is also supported by
informant from Case C and Case B who emphasized the significance of updated
information in their business.

The timely information is very crucial for halal business because halal logo and
certificate have certain expired date. The business is normally given a two-year period
with certification and needed to renew it after satisfying all the requirements. But, if
irresponsible business owner kept using the expired logo or certification, the
information will be misleading to consumers.
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4.6  Completeness

In order for information to be useful it needs to be complete. If parts of the
information are missing, then users will not be able to make use of it or make accurate
decisions. In Case A, they always redirect customers to halal authorities’ website if
they want to get more detailed information.The Brand Manager of Case C was
confident with the use of umrahapps, they can provide customers with extra
information than normally practised in traditional way of disseminating information.
He further insisted that the apps is very useful, acted as a companion that offers
guidelines to pilgrimages from time to time.

When the information is incomplete, it will both distress the company and
customers. Case D officer acknowledged that customers sometimes forgot to fill in
complete posting address such as street name or postcode, thus the marketing team
have to contact them by phone number before they proceed with product delivery. If
the customer cannot be reached (by contact number), but the payment had been
received, the company will wait until the customer call back asking their order then
the company will deliver it. This is to avoid risk of product damage because the
product cannot be delivered. At times, there are also cases where customers laidback
on using the website makes them unable to find complete information. They ended up
calling customer service who will direct them on how to complete the transactions.

5 Discussion

Information is a valuable resource for all organizations. As competition in business
environment is becoming more intense, organizations were pushed to acquire
qualified data and information in order to be sustainable in the market (Chong et al.,
2014). Information quality describes the value of information presented by websites
as perceived by users. Many previous studies found that users want the information
provided displays completeness, ease of understanding, personalization, relevance,
and security, so that their confidence in doing the transactions can be increased, thus
will enhance their satisfaction (DeLone and McLean, 2003; Qutaishat, 2013; Huang
& Chen, 2017).

Consumers highly depends on information provided by the website to know the
halal status of the products before making the purchase. Therefore, the sellers must
provide transparent information such as to disclose all the ingredients, contents,
origin/manufacturer, and verified halal status of the products. From this study, the
main criteria of qualified information as perceived by key information custodians in
halal e-commerce platforms are reliability, verification, clarity, presentation,
timeliness and completeness.

Interestingly, the consensus between the participating companies with regard to the
information quality required to be provided in halal e-commerce platforms is
significantly strong. These e-commerce providers agreed that the information about
halal status of the products must be reliable. Customers can always find information
from any sources. But, reliable information would come from a reliable source. That’s
mean, to make the information trustworthy, it must be verified by relevant parties.
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Customers always need to use their critical judgment to decide which information can
be trusted. It is because a source in a printed or posted in Web does not automatically
make it trustworthy.

Therefore, halal certification is one of the means to verify the information. A study
by Khan and Haleem (2016) supposed that among the benefits of halal certification
was helping customers make an informed and quick decision at the time of purchase.
Customer does not have to bother checking all the ingredients and searching for
another source if the product already had the halal certificate. Moreover, information
presented in a proper format and timely manner would increase the understandability
of users. The clarity of information influenced customers’ decision to choose halal
products. This goes with the results of the studies carried out by (Bashir, 2019 and
Zailani et al., 2015).

Likewise, the D&M IS Success Model already indicated that the information
quality has been used as measures of information systems output that meet the criteria
of accuracy, reliability, information timeliness, relevance to decision-making,
completeness, understandability, etc. Thus, as one of the most widely used channel for
shopping, e-commerce platforms must have those criteria observed. What is more, the
global halal industry has become a developing market for both Muslim and non-
Muslim consumers. More businesses are venturing into the halal industry to tap the
market (Ali, 2018). Therefore, providing a qualified information is very crucial to
satisfy both group of consumers.

Living inherently in Islam, every Muslims are required to seek for truthful and
reliable information. In the swift development of Internet and social media,
information become abundant and there are imperatives requiring the needs to
identify the right and most accurate information. Al-Haytham who is considered by
many to be the first Muslim scientist wrote, "The duty of the man who investigates the
writings of scientists, if learning the truth is his goal, is to make himself an enemy of
all that he reads, and... attack it from every side,". He further wrote. "He should also
suspect himself as he performs his critical examination of it, so that he may avoid
falling into either prejudice or leniency"”. Basically, Ibn al-Haytham's message is,
when we get any information, one must not take the writings and explanations at face
value but must indeed verify it. That means, critical thinking and a demand for proof
was a prevalent aspect of Muslim practice.

6 Conclusion

Organizations managed their information in order to meet the needs of
management and customers that depend on that information. It also allowed the
information to be presented to the audience or the correct group of people. Only after
individuals are able to put that information to use, it then gains more value. Besides,
the infrastructure used in carrying out the transactions should also be managed
efficiently. These infrastructure including hardware and software require some
investment from organization’s resources. Therefore, if managed efficiently it would
generate benefits to the investors. Another aspect to be emphasized is service quality
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and support to customers so that their shopping experience in halal e-commerce
would be enhanced.

Taken together the criteria presented from the four case studies show that a
blending of well-established measures and newcriteria is needed. These measures (i.e
information quality, systems quality, and service quality), however, are not new to the
overall structure or framework provided by the DeLone & McLean Information
Systems Success Model.Also, most of the criteria(i.e. reliability, verification, clarity,
presentation, timeliness and completeness) found in this study are criteriaalready used
in information system research. But, the major differences are context and focus. In
the halal e-commerce environment, the information system users are mostly Muslim
consumers and halal businesses, and the purpose of the system is primarily the
execution of business transactions according to Islamic mua’malah. Thus, the halal e-
commerce context requires a new set of criteria to be explained. Still, the updated
DelLone and McLean model fitted into the study and can serve as an appropriate
ramework for organizing halal e-commerce success criteria.

7 Limitations

There is a methodological limitation of the study should be mentioned here. There
is the unbalanced availability of data in each of the discussed case studies, where
there was only one interview in one of the cases. However, in that case an interviewee
was a person in a position that could shed light on arrange of activities related to the
researched phenomenon. The author also made observations on the firms’ website, t0
see how they presented information to users. Therefore, this observation allowed us to
address respondent bias and enabled triangulation of data to increase the
trustworthiness of the findings (Yin, 2014; Singh, Zolkepli and Cheah, 2018)
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