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Abstract: This study examines the sustainability of Micro, Small, and Medium
Enterprises (MSMEs) supporting halal tourism through the lens of organizational
capability synergy. It investigates the influence of human resource quality, product
innovation, and sharia marketing strategies on business sustainability, with digital
transformation positioned as an integrative enabling capability. Using a quantitative
approach, data were collected from MSME actors in Jember Regency and analyzed
using Structural Equation Modeling (SEM). The findings reveal that human resource
quality, product innovation, and sharia marketing strategies have significant positive
effects on both digital transformation and business sustainability. Digital
transformation further strengthens these relationships by integrating technological
systems with human competencies, innovation processes, and ethical market
practices. The study proposes a capability-synergy framework demonstrating that
sustainability in halal-oriented MSMEs is not solely driven by technology or market
forces but by the interaction of economic, technological, and normative-religious
capabilities. The results contribute to the development of human capital theory,
innovation theory, Islamic marketing, and dynamic capability perspectives within the
context of halal tourism. Practically, the study highlights the importance of capacity
building, innovation development, and ethical marketing literacy alongside digital
infrastructure support to enhance MSME resilience and long-term competitiveness.

Keywords: Halal Tourism; MSMEs,; Digital Transformation, Human Resource
Quality; Sharia Marketing, Business Sustainability.

Abstract: Penelitian ini mengkaji keberlanjutan Usaha Mikro, Kecil, dan Menengah
(UMKM) pendukung pariwisata halal melalui perspektif sinergi kapabilitas
organisasi. Studi ini menganalisis pengaruh kualitas sumber daya manusia, inovasi
produk, dan strategi pemasaran syariah terhadap keberlanjutan usaha dengan
transformasi digital sebagai kapabilitas integratif. Pendekatan kuantitatif
digunakan dengan pengumpulan data dari pelaku UMKM di Kabupaten Jember
vang dianalisis menggunakan Structural Equation Modeling (SEM). Hasil
penelitian menunjukkan bahwa kualitas sumber daya manusia, inovasi produk, dan
strategi pemasaran syariah berpengaruh positif signifikan terhadap transformasi
digital dan keberlanjutan usaha. Transformasi digital memperkuat hubungan
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tersebut dengan mengintegrasikan sistem teknologi, kompetensi manusia, proses
inovasi, dan praktik pasar yang berlandaskan etika. Penelitian ini menawarkan
kerangka sinergi kapabilitas yang menegaskan bahwa keberlanjutan UMKM
berbasis halal tidak hanya ditentukan oleh teknologi atau faktor pasar, tetapi oleh
interaksi antara kapabilitas ekonomi, teknologi, serta nilai normatif-religius.
Temuan ini berkontribusi pada pengembangan teori modal manusia, teori inovasi,
pemasaran Islam, dan kapabilitas dinamis dalam konteks pariwisata halal. Secara
praktis, penelitian ini menekankan pentingnya penguatan kapasitas, pengembangan
inovasi, dan literasi pemasaran etis yang sejalan dengan dukungan infrastruktur
digital guna meningkatkan resiliensi dan daya saing jangka panjang UMKM.
Keywords: Pariwisata Halal; UMKM, Transformasi Digital; Kualitas SDM;
Pemasaran Syariah; Keberlanjutan Usaha.

BACKGROUND

The expansion of the halal economy has transformed tourism into a value-oriented
sector structured around ethical consumption, religious compliance, and culturally embedded
services. Halal tourism integrates Islamic principles with modern hospitality systems,
positioning it simultaneously within spiritual and commercial domains (Battour et al., 2011;
Danugroho & Sa’adah, 2021; Henderson, 2010). Rather than functioning as a niche segment,
halal tourism is embedded in a broader Islamic economic framework that emphasizes lawful
production, moral transactions, and socio-economic justice (Bangun, 2012; Danugroho, 2022a).
This systemic nature requires supporting industries capable of providing goods and services
that are religiously appropriate while remaining competitive in global and digital marketplaces.

Micro, small, and medium enterprises (MSMEs) form the structural backbone of this
ecosystem, especially in developing regions where tourism intersects with community
empowerment. MSMEs contribute to employment creation, local value addition, and
grassroots economic participation, reinforcing inclusive development (Buntoro et al., 2023;
Hadi et al., 2023; Shepherd, 2002). From a sustainability perspective, MSME performance
extends beyond short-term profitability toward adaptive capacity, social legitimacy, and long-
term resilience (Atiase et al., 2018; Buntoro et al., 2023). Within halal tourism, sustainability
additionally entails maintaining religious compliance while responding to technological
transformation.

A primary internal determinant of MSME sustainability is human resource (HR) quality.
Human capital theory highlights knowledge, competence, and learning capability as core
productive assets that shape innovation and organizational performance (Becker, 1993; Bowles
Eagle, 2021). In service-based industries such as tourism, HR quality directly influences

service reliability, cultural sensitivity, and customer trust, critical elements in halal
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environments (Jamali et al., 2015; Shen & Zhang, 2019). The increasing digitalization of

business operations further requires technological literacy and adaptive learning capacities.

Table 1. Dimensions and Indicators of Human Resource Quality in Halal Tourism

MSMEs
HR Qualit . . Relevance to
Dim(znsimi] Operational Indicator Sustainability
Digital competence | Ability to use e-commerce and social Expands market reach
media tools
Service competence | Understanding halal service standards Ensures religious
compliance
Training exposure | Participation in skill development Strengthens adaptability
programs
Source: Developed by the author based on Becker (1993); Armstrong (2020); Baum (2015);
Laudon & Laudon (2020).

Beyond human capital, product innovation determines MSMESs’ ability to maintain
market relevance. Innovation theory argues that firms survive competitive environments by
introducing new or improved offerings that generate value for customers (Rahayu et al., 2023).
In halal tourism, innovation encompasses functional and symbolic dimensions, including halal
certification, culturally resonant design, and Muslim-friendly features that integrate religious
authenticity with contemporary consumer expectations (Battour et al., 2011; Yahya et al.,
2022). The integration of innovation with digital tools enhances visibility, operational

efficiency, and customer engagement.

Table 2. Dimensions and Indicators of Product Innovation in Halal Tourism MSMEs

Innovation Dimension Indicator Strategic Effect
Halal product Availability of certified halal Builds trust and
development products legitimacy
Product differentiation Unique design or cultural attributes | Competitive advantage
Technology-enabled Use of digital tools in production Efficiency and
production scalability

Source: Developed by the author based on Schumpeter (1942); Drucker (1985); Wilson
(2012); Porter & Heppelmann (2014).

Marketing strategy, particularly within a sharia framework, constitutes another pillar of
MSME sustainability. Islamic marketing emphasizes transparency, fairness, and ethical value
propositions, fostering trust and relational loyalty among consumers. Ethical alignment

enhances brand credibility, while digital platforms broaden communication reach and customer
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interaction (Kotler, 2001; Yanidin et al., 2020). The convergence of ethical principles and

digital promotion is therefore central to competitiveness in halal tourism markets.

Table 3. Dimensions and Indicators of Sharia Marketing Strategy

Marketing Indicator Contribution to
Dimension Sustainability
Ethical Transparent and honest product Consumer trust
communication information
Religious Use of halal branding and Islamic Market differentiation
positioning values
Digital promotion | Use of social media and online Market expansion
marketplaces
Source: Developed by the author based on Alserhan (2011); Wilson (2012); Kotler & Keller
(2016); Ryan (2016).

Despite robust theoretical foundations in human capital, innovation, and marketing,
integrative empirical models linking these capabilities within digital transformation
frameworks remain limited in halal tourism MSME contexts. Entrepreneurship and tourism
literature frequently treat these factors independently rather than as an interdependent
capability system influencing sustainability (Atiase et al., 2018; Sindhwani et al., 2023). This
study addresses that gap by examining how HR quality, product innovation, and sharia
marketing strategies, mediated by digital transformation collectively shape the sustainability
of MSMEs supporting halal tourism in Jember Regency. Although previous studies have
extensively examined the effects of human resource quality, innovation, marketing strategy,
and digitalization on MSME performance, these variables have generally been investigated as
independent determinants. Such fragmented perspectives are insufficient for explaining how
organizational capabilities interact simultaneously to support sustainable business performance
within halal tourism ecosystems. Given the increasing convergence of digital technology,
ethical business practices, and organizational learning, a more integrated analytical framework
is required to capture the complexity of MSME sustainability.

Despite substantial theoretical development across the fields of human capital,
innovation management, Islamic marketing, and digital transformation, empirical evidence
explaining the synergistic interaction among these organizational capabilities within halal
tourism MSMEs remains limited. Existing studies predominantly analyze these determinants
independently, emphasizing either technological adoption, marketing performance, or
innovation outcomes without considering their simultaneous integration as a capability system

supporting business sustainability. This fragmentation restricts theoretical understanding
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regarding how MSMEs create resilience within religiously oriented tourism markets
characterized by rapid technological change and increasing consumer expectations. Addressing
this gap, the present study develops an integrative capability perspective by examining the
combined influence of human resource quality, product innovation, and sharia marketing
strategies on business sustainability through the mediating role of digital transformation among
MSMESs supporting halal tourism in Jember Regency. This approach contributes not only to
extending dynamic capability theory within halal tourism research but also to providing a more
comprehensive explanation of sustainable MSME competitiveness in emerging digital

economies.

LITERATURE REVIEW
Halal Tourism as a Value-Based Economic System

Halal tourism is conceptualized as a tourism system structured by Islamic ethical
principles that govern consumption, service provision, and social interaction. Unlike
conventional tourism models that prioritize experiential and commercial dimensions, halal
tourism embeds spiritual obligations, modesty norms, and lawful production processes within
its operational framework (Battour et al., 2011; Henderson, 2010). This positions halal tourism
within the broader paradigm of Islamic economics, where economic activities are inseparable
from moral accountability and social welfare objectives. Consequently, the sustainability of
halal tourism does not rely solely on market growth but also on the integrity of supporting

business actors in maintaining sharia compliance.

MSME:s and Business Sustainability

Micro, small, and medium enterprises (MSMEs) are widely recognized as engines of
inclusive economic growth and local development. Their flexibility, labor absorption capacity,
and embeddedness in local communities make them essential in tourism-based economies
(Buntoro et al., 2023; Hadi et al., 2023). Business sustainability in MSME:s is not limited to
financial endurance; it includes the capacity to adapt, innovate, and maintain social legitimacy
over time. In halal tourism contexts, sustainability further requires alignment with ethical
consumption patterns and religious norms, making organizational capability a central factor in

long-term viability.
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Human Resource Quality and Human Capital Theory

Human resource quality is grounded in human capital theory, which posits that
education, skills, and experiential knowledge function as productive assets that enhance
organizational performance (Becker, 1993; Clay, 2016). In service industries such as tourism,
employee competence shapes service experience, customer satisfaction, and brand trust. The
digital transformation of business operations intensifies the importance of technological
literacy and continuous learning. Thus, HR quality becomes a foundational capability

influencing innovation and sustainability outcomes in MSMEs.

Product Innovation and Competitive Advantage

Innovation theory explains firm survival and growth through the introduction of new
combinations of resources that create market value (Buntoro et al., 2023). For MSMEs, product
innovation enhances differentiation and responsiveness to changing consumer preferences
(Kotler, 2001). Within halal tourism, innovation involves both tangible improvements and
symbolic attributes such as halal certification, cultural authenticity, and ethical branding.
Innovation thus links operational efficiency with identity-based value propositions relevant to

Muslim consumers.

Sharia Marketing Strategy

Marketing in Islamic contexts extends beyond persuasion to encompass ethical
responsibility, transparency, and fairness. Islamic marketing principles emphasize truthful
communication, avoidance of deception, and value-based exchange relationships (Bangun,
2012). Such approaches build relational trust, which is critical for long-term customer loyalty.
The integration of digital marketing platforms expands outreach while maintaining religiously
aligned messaging. Hence, sharia marketing strategies function as mechanisms that align

market performance with ethical legitimacy.

Digital Transformation in MSMEs

Digital transformation refers to the integration of information technologies into
organizational processes, reshaping value creation and competitive structures (Buntoro et al.,
2023). For MSMESs, digitalization enables efficiency, market access, and customer interaction
beyond geographic boundaries. In halal tourism ecosystems, digital platforms facilitate halal

information dissemination, customer trust-building, and operational coordination. Digital
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transformation thus acts as an enabling environment that strengthens the effects of HR quality,

innovation, and marketing strategy on sustainability.

Synthesis and Theoretical Positioning

The reviewed literature collectively suggests that sustainability in halal tourism
MSME:s is not the result of a single organizational attribute but emerges from the interaction
of multiple strategic capabilities. Human capital provides the foundational knowledge and
skills necessary for service quality, innovation processes, and adaptive learning (Becker, 1993;
Burhannuddin & Danugroho, 2021). Innovation capacity enables firms to translate these
competencies into differentiated halal-compliant products and services that meet evolving
consumer expectations (Danugroho et al., 2026; Danugroho & Yusfira, 2023). At the same
time, sharia-based marketing embeds ethical legitimacy and relational trust within market
exchanges, strengthening long-term customer relationships. Digital capability further amplifies
these effects by extending market access, improving operational efficiency, and facilitating
information transparency. Sustainability, therefore, can be understood as an outcome of
synergistic resource integration rather than isolated functional strengths.

However, much of the existing theoretical discourse treats these determinants, human
capital, innovation, marketing ethics, and digitalization as discrete domains of inquiry.
Entrepreneurship literature often emphasizes innovation and opportunity recognition, while
sustainability scholarship focuses on environmental and social accountability, and information
systems research prioritizes technological adoption. This fragmentation limits the ability to
explain how MSMEs in halal tourism contexts balance religious compliance, competitive
pressure, and technological change simultaneously. A systemic capability perspective that
integrates these constructs offers a more comprehensive analytical lens, recognizing
sustainability as a multidimensional outcome shaped by interdependent organizational
resources. This integrative approach forms the theoretical foundation of the present study and
justifies examining HR quality, product innovation, and sharia marketing strategies within a

digital transformation framework.

RESEARCH METHODS
Research Design

This study employs a quantitative explanatory research design to examine causal
relationships among human resource quality, product innovation, sharia marketing strategy,

digital transformation, and MSME business sustainability. The approach is grounded in
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positivist epistemology, where constructs derived from established theories are operationalized
into measurable indicators and tested empirically (Creswell, 2016). The study uses a cross-
sectional survey design, appropriate for assessing organizational capabilities and performance

conditions at a single point in time within a defined population.

Population and Sample

The population consists of MSMEs supporting halal tourism in Jember Regency,
including halal culinary businesses, Muslim fashion producers, handicraft enterprises, and
tourism-related service providers. These enterprises are selected because they represent
supporting actors in the halal tourism value chain. Sampling uses a purposive sampling
technique, targeting MSMEs that (1) operate for at least two years, (2) utilize some form of
digital technology, and (3) provide products/services aligned with halal principles. For
multivariate analysis, sample adequacy follows the rule of minimum 5-10 respondents per

indicator (Hair Howard, M. C., & Nitzl, C., 2020), ensuring statistical robustness.

Variables and Measurement
All constructs are measured using a five-point Likert scale (1 = strongly disagree to 5
= strongly agree). Indicators are adapted from established theoretical frameworks to ensure

construct validity.

Table 4. Research Variables and Measurement Indicators

Variable Dimension Indicator Example Scale
Digital competence Employees can use e-commerce tools Likert 1-5
Human Resource effectively
Quality Service competence Staff understand halal service standards | Likert 1-5
Training exposure Participation in business/halal training Likert 1-5
Halal product Introduction of halal-certified products Likert 1-5
Product Innovation development
Differentiation Unique design/cultural value Likert 1-5
Technology integration Use of digital tools in production Likert 1-5
. . Ethical communication Transparent and honest promotion Likert 1-5
Sharia Marketing . T - -
Strategy Rell'glious posﬁpmng Use gf halal'brandmg L1kert 1-5
Digital promotion Use of social media marketplaces Likert 1-5
Digital ICT adoption Use of POS, e-payment, inventory Likert 1-5
Transformation systems
. Economic continuity Stable or increasing income Likert 1-5
Business - — — -
Sustainability Soma} legltlfr}acy Cgstomer trust and repeat visits L1kert 1-5
Adaptive resilience Ability to respond to market changes Likert 1-5

Source: Developed by the author based on Becker (1993); Drucker (1985); Alserhan (2011);
Brynjolfsson & McAfee (2014); Elkington (1998).
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Data Collection Procedure

Primary data were collected through structured questionnaires distributed directly to
MSME owners or managers. Prior to full deployment, the instrument underwent pilot testing
to assess clarity and reliability. Ethical considerations included voluntary participation,

confidentiality assurance, and informed consent.

Data Analysis
Data analysis uses Structural Equation Modeling (SEM) to examine direct and indirect
relationships among variables. SEM is appropriate because it allows simultaneous analysis of
multiple dependent relationships and latent constructs (Hair et al., 2010). The analysis includes:
1. Measurement model evaluation: validity (factor loading > 0.7), reliability (Cronbach’s
Alpha > 0.7, Composite Reliability > 0.7), and AVE > 0.5.
2. Structural model evaluation: path coefficients, t-values, R?, and effect size (?).
3. Mediation testing: assessing the role of digital transformation in linking strategic

capabilities to sustainability.

RESULTS
Respondent Characteristics

A total of 210 MSME owners and managers supporting halal tourism in Jember
Regency participated in this study. The respondents represent several sectors closely associated
with halal tourism development, including halal culinary businesses, Muslim fashion
enterprises, handicraft producers, and tourism-supporting services. The diversity of
respondents provides a comprehensive representation of MSMEs operating within the halal
tourism ecosystem.

Most respondents were male (56.2%), while female entrepreneurs accounted for 43.8%
of the sample. In terms of age distribution, entrepreneurs aged 31-40 years constituted the
largest group (38.6%), followed by those aged 41-50 years (26.7%), indicating that productive-
age business owners dominate halal tourism MSMEs in Jember Regency. Regarding business
sectors, halal culinary enterprises represented the largest proportion (41.4%), reflecting the
strategic importance of food and beverage services within halal tourism destinations. Detailed

respondent characteristics are presented in Table 5.
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Table 5. Respondent Characteristics (n = 210)

Characteristics Category Frequency Percentage (%)
Gender Male 118 56.2
Female 92 43.8
Age <30 years 39 18.6
31-40 years 81 38.6
41-50 years 56 26.7
>50 years 34 16.2
Business Type Halal Culinary 87 41.4
Muslim Fashion 42 20.0
Handicraft 39 18.6
Tourism Services 42 20.0

Source: Processed survey data (2026)

Measurement Model Assessment

The measurement model was evaluated prior to structural analysis to ensure the
adequacy of the latent constructs. Convergent validity was assessed using standardized factor
loadings and Average Variance Extracted (AVE), whereas internal consistency reliability was
examined through Composite Reliability (CR) and Cronbach's Alpha. The results indicate that
all indicator loadings exceeded the recommended threshold of 0.70, suggesting that every
observed indicator adequately represents its respective construct. Likewise, all AVE values
were greater than 0.50, confirming satisfactory convergent validity. Composite Reliability
values ranged from 0.87 to 0.92, while Cronbach's Alpha values varied between 0.84 and 0.89,

demonstrating excellent internal consistency across all latent variables.

Table 6. Measurement Model Evaluation

Variable Loading AVE Composite | Cronbach's Conclusion
Range Reliability Alpha
Human Resource Quality 0.72-0.88 0.63 0.89 0.86 Valid & Reliable
Product Innovation 0.70-0.87 0.61 0.88 0.85 Valid & Reliable
Sharia Marketing Strategy 0.74-0.90 0.66 0.91 0.88 Valid & Reliable
Digital Transformation 0.71-0.86 0.60 0.87 0.84 Valid & Reliable
Business Sustainability 0.76-0.89 0.68 0.92 0.89 Valid & Reliable

Source: SEM analysis.

Structural Model Assessment

Following confirmation of measurement validity and reliability, the structural model
was evaluated to determine the explanatory power of the proposed research framework. The
coefficient of determination (R?) was employed to assess the proportion of variance explained
by the exogenous variables. The analysis shows that Digital Transformation achieved an R?

value of 0.58, indicating that approximately 58% of its variance is explained by Human
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Resource Quality, Product Innovation, and Sharia Marketing Strategy. Meanwhile, Business
Sustainability obtained an R? value of 0.67, implying that the proposed model explains 67% of
the variance in MSME sustainability. According to commonly accepted SEM criteria, these
values indicate substantial explanatory capability and demonstrate that the proposed model

possesses satisfactory predictive strength.

Table 7. Coefficient of Determination (R?)

Endogenous Variable R? Interpretation
Digital Transformation 0.58 Moderate—Substantial
Business Sustainability 0.67 Substantial

Source: SEM analysis.

Hypothesis Testing

The structural relationships among variables were examined using bootstrapping
procedures. The estimated path coefficients, t-statistics, and probability values are summarized
in Table 8. The findings reveal that all hypothesized relationships are statistically significant at
the 5% significance level. Human Resource Quality exerts the strongest influence on Digital
Transformation (f = 0.41), followed by Product Innovation (B = 0.36) and Sharia Marketing
Strategy (B = 0.33). Furthermore, Digital Transformation demonstrates the strongest direct

effect on Business Sustainability (B = 0.38), indicating its strategic role within the proposed

model.
Table 8. Direct Effects and Hypothesis Testing

Hypothesis Relationship B t-value | p-value Decision

Hl HR Quality — Digital Transformation 0.41 5.87 <0.001 Supported

H2 Product Innovation — Digital Transformation 0.36 4.92 <0.001 Supported

H3 Sharia Marketing Strategy — Digital 0.33 4.51 <0.001 Supported

Transformation

H4 HR Quality — Business Sustainability 0.21 2.98 0.003 Supported

H5 Product Innovation — Business Sustainability 0.24 341 0.001 Supported

H6 Sharia Marketing Strategy — Business 0.27 3.76 <0.001 Supported
Sustainability

H7 Digital Transformation — Business 0.38 5.12 <0.001 Supported
Sustainability

Source: SEM analysis.

Mediation Analysis
To further investigate the mechanism through which organizational capabilities
influence business sustainability, mediation analysis was conducted using the bootstrapping

approach. The results indicate that Digital Transformation significantly mediates the
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relationships between Human Resource Quality, Product Innovation, Sharia Marketing
Strategy, and Business Sustainability. The indirect effects are all statistically significant (p <
0.001), suggesting that Digital Transformation functions as a complementary mediating
variable that strengthens the contribution of strategic organizational capabilities to sustainable
business performance. These findings indicate that improvements in organizational resources
are translated into higher sustainability outcomes when supported by effective digital

transformation initiatives.

Table 9. Indirect Effects (Mediation Test)

Relationship Indirect t- p- Mediation
Effect value | value

HR Quality — Digital Transformation — Business 0.156 438 | <0.001 Partial
Sustainability Mediation

Product Innovation — Digital Transformation — 0.137 3.96 | <0.001 Partial
Business Sustainability Mediation

Sharia Marketing Strategy — Digital Transformation — 0.125 3.84 | <0.001 Partial
Business Sustainability Mediation

Source: SEM analysis.

Discussions

The findings demonstrate that Human Resource Quality, Product Innovation, and Sharia
Marketing Strategy significantly influence Business Sustainability both directly and indirectly
through Digital Transformation. Among these relationships, Digital Transformation exhibits
the strongest contribution to business sustainability, indicating that organizational capabilities
generate greater value when integrated with digital technologies. This finding confirms that
sustainability in halal tourism MSMEs is multidimensional, emerging from the interaction of
human, technological, innovative, and ethical organizational resources rather than from a single
strategic factor. The result supports Human Capital Theory, which emphasizes that knowledge,
competence, and learning capability constitute productive organizational assets (Becker, 1993).
It also aligns with the Dynamic Capability perspective, which argues that organizations achieve
sustainable competitiveness by continuously integrating and reconfiguring internal resources
in response to environmental change (Armawi et al., 2022; Valdés et al., 2011).

The significant effect of Human Resource Quality on Digital Transformation indicates
that the success of digitalization depends primarily on organizational readiness rather than
technology adoption alone. MSMEs with employees possessing stronger digital literacy,
managerial competence, and adaptive learning capabilities are better positioned to integrate
digital technologies into business processes and customer services. These findings are

consistent with Hadi et al. (2023), who argues that service industries rely heavily on employee
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competence to deliver organizational value, and with Atiase et al. (2018), who emphasize that
digital technologies create competitive advantages only when supported by capable human
resources. Within halal tourism, competent employees also strengthen compliance with halal
service standards, thereby improving both service quality and consumer trust.

Product Innovation and Sharia Marketing Strategy also demonstrate significant
contributions to Business Sustainability by strengthening organizational competitiveness and
market legitimacy. Consistent with Innovation Theory, organizations achieve sustainable
growth by continuously developing products that respond to changing consumer preferences
while creating new value propositions (Robiatun et al., 2021; Wahyudi et al., 2022). In halal
tourism, innovation extends beyond product improvement to include halal certification,
cultural authenticity, and ethical value creation. Likewise, the positive influence of Sharia
Marketing Strategy confirms that transparency, honesty, and fairness enhance customer trust
and long-term business relationships. Digital communication platforms further strengthen these
relationships by expanding market reach and facilitating transparent interactions with
consumers (Kotler, 2001; Mashuri, 2020).

The mediating role of Digital Transformation suggests that technological capability
functions as an enabling mechanism through which organizational resources generate
sustainable business performance (Azhari & Asmuni, 2023; Danugroho, 2022b; Danugroho et
al., 2025). Rather than operating independently, digital transformation integrates human
competencies, innovation capability, and ethical marketing practices into a coherent
organizational system that enhances operational efficiency, customer engagement, and market
responsiveness. This study contributes to the literature by demonstrating that business
sustainability in halal tourism MSMEs 1is best explained through a capability-synergy
perspective rather than isolated organizational factors. While previous studies have frequently
examined human capital, innovation, marketing, and digitalization separately, the present
findings show that these capabilities operate interactively in supporting long-term
organizational performance. This integrative perspective extends existing discussions on
Human Capital Theory, Innovation Theory, Islamic Marketing, and Dynamic Capability by
positioning Digital Transformation as the central mechanism connecting organizational
resources with sustainable competitiveness. Practically, these findings suggest that policies
supporting halal tourism MSMEs should simultaneously strengthen human resource
development, product innovation, ethical marketing capability, and digital infrastructure to

improve long-term resilience and competitiveness.
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CONCLUSION

This study concludes that the sustainability of MSMEs supporting halal tourism in
Jember Regency is shaped by the synergistic interaction of Human Resource Quality, Product
Innovation, Sharia Marketing Strategy, and Digital Transformation. Human Resource Quality,
Product Innovation, and Sharia Marketing Strategy significantly contribute to Business
Sustainability both directly and indirectly through Digital Transformation, confirming that
organizational capabilities become more effective when integrated with digital technologies.
The findings demonstrate that Digital Transformation functions as an enabling capability that
strengthens the relationship between strategic organizational resources and sustainable
business performance, rather than serving merely as a technological adoption process.
Theoretically, this study extends Human Capital Theory, Innovation Theory, Islamic
Marketing, and Dynamic Capability Theory by proposing a capability-synergy perspective that
explains sustainability as the outcome of integrated organizational resources within halal
tourism MSMEs. Practically, the results highlight the importance of strengthening human
resource competencies, fostering continuous product innovation, promoting ethical sharia-
based marketing, and expanding digital capabilities to enhance the long-term resilience and

competitiveness of MSMEs in supporting sustainable halal tourism development.
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