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Abstract

Purpose: International markets offers huge opportunities for developing and introducing new halal
products for company to reflect company performance. The purpose of research is examines the
factors of halal new product success towards export quality performance.
Design/Methodology/Approach: The study is to determine the factors of halal new product success
in international markets. Variables introduced are from various related research and articles.

Findings: The research determined the company performance in international market for various
halal new product success factors. Variables introduced are proficiency in pre-development activities,
proficiency in development activities, competitive advantage of new product, direction and magnitude
of advertising activities, market attractiveness, product cost and financial value, order of new product
entry timing and halal supply chain.

Originality/Value: In international markets, developing halal new product success factors is the main
objective of the study. The paper is aims to generate all the factors of halal new products success
towards company performance in international markets.

Keywords: International market; halal new product development; export performance.

1. INTRODUCTION company performance. However, introduce
halal new products development for

Introducing  halal new products are international market are challenging. This is

demanding, costly and insecure process. There
are various strategies and ways to become a
success halal new product in international
market. To determine halal new product
success factors are critical to increase
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because halal new product development has
short product life, increasing R&D costs and
market competition.

Companies has huge opportunities to expand
and introduce halal new product in global


http://journalppw.com/
mailto:afizanamer@uitm.edu.my
mailto:hasbullah.othman@newinti.edu.my
mailto:irwan623@uitm.edu.my

9781

Journal of Positive School Psychology

market. Exporting product is important for
company to expand halal new products in
international markets in increasing company
performance, maintains flexibility and
uncertainty compared with other foreign
market [1]. Companies could accomplish halal
new product success through exploring fresh
international markets. Diversification of
internationalization and economic integration
between foreign countries affects the success
of  the new  halal product. In
internationalization strategy, halal new product
development strategy is to increase company
export performance. The halal new product
developments and export performance offer a
positive relationship for the company [3].

Product unique characteristics, quality and
business performance will improve as the
company applies halal new product
development processes for diversified and
complex customer needs in the highly
competitive environment. Several industries or
companies look for halal new product
development processes that can accelerate the
production process, reduce the development
time, and improve Dbusiness performance.
Various industries focus their attention on the
improvement of the product’s technical
specifications.

Furthermore, teamwork between employees
and employers, support from organizational
structure of company and support from top
management are the main role for success
factors in the process of successful new
product development. Understanding of the
key success factors is contributed to new
product factors towards product performance.
Besides, the important feature of successful
businesses in company is launching new
product as they survive and grow. An essential
capability of many successful firms is the
ability of the company to develop new
products to compete in current markets or new
international markets. In international markets,
expand new product success factors is the
main objective of the study.

2. LITERATURE
HYPOTHESES

REVIEW  AND

Halal new product development has been
extensively research on success factors. For
example, in the first phase of new product
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development, expanding new  product
attributes helps in identifying possibility
strong export performances.

The halal new product development can be
assessed and reassessed its initial decision
when the new product evolves to undertake
development or launch. Halal new product
development requires consumer instructions
and may include an innovative technology. In
addition, for longer term drive and lead the
company towards success, company must have
a product innovation strategy for the business
that ties product development to the company
strategy that identifies areas of focus for
product development.

2.1 Export Performance

An effective strategy for enhancing halal new
product performance of company are good
internationalization strategy and large firm
size. Leonidou and Kaleka [5] examined
dissimilarities between buyer and seller
relationships to the company’s level of new
product performance. Company believes in the
relationship with export involvement. Product
mix measures were taken and transform the
production structure to stimulate export
performance [6]. Halal new products are first
exported to similar countries and introduced
by firms to meet national needs and by this
way companies diminish risks and costs using
other markets out in international market.

Therefore, the success in export performance
was policy-driven in essence. In other words,
price competitiveness had gained artificially
by the export-oriented firms with the help of
policies. Innovation differentiation, low costs,
and marketing differentiation are traditionally
linked to export performance. There are
competitive tactics proposed by Spanos and
Lioukas [7].

2.2. Proficiency in  pre-development
activities: The vigorous accomplishment of
halal new products in company is the expertise
of pre-development activities. Management for
organizations are very challenging and critical
since it is intrinsically non-routine, less
formalized, unstructured, dynamic and
uncertain [8]. Halal new product market
success impacts by proficient execution of
R&D or manufacturing activities. Idea of halal
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new product, idea selection and valuation,
business evaluation and development of
product are early stages of pre-development
activities for halal new product development.
Proficiency in which technical feasibility
based on R&D or manufacturing activities
proficiency is a subset of overall process of
halal new product development to be
performed.

From the beginning to final stages, decreases
market and technical feasibility are the
essential in halal new product development
success. The important new manufacturing
products success factors identifies the best
halal new product performance in company at
the early stage which is before changed into
the development level [9]. To success in halal
new product development, all departments in
the company should organize or cooperate
with other departments to plan activities at
early stage. Research and Development
(R&D) department are crucial for increase
halal new product and export performance to
inter-functional integration between
departments [10]. Halal new product success
affect by customer participation positively and
frequent interactions with customers.

H1. Proficiency in pre-development activities
influences on export performance.

2.3. Proficiency in development activities:
Parry and Song (1994) discovered halal new
product market success depends on the level of
halal new product process proficiency in the
process’s early stages based on the
effectiveness of the product launch in
company. In development activities, the
proficiency of development activities is
essential in raising the possibility of halal new
product success in international market. The
development activities including company
starts with development of prototypes,
promoting, allocating strategies, new product
testing, products testing trial at production,
pre-launch new products evaluation, and
production launch.

For products testing trial production, company
should inspect the part for defects or any
problem of products. This exercise measures
process adherence and quality orientation. The
crucial activities are recognitions halal new
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products in international markets or additional
evaluation trade in export markets [11].

H2: Proficiency in development activities
influences on export performance.

2.4. Competitive advantage of new product:
The essential features classification in the
success of halal new products gives the
impacts of product advantage and features of
new products in company [12]. In short term
periods, company expand halal new products
to emphasis on gaining and secure competitive
advantages. Product differentiation strategy
measured by introducing new products,
providing fast deliveries, making changes in
design, providing high quality products, and
providing unigue product features [13].

To become successful of new manufacturing
products, in development of halal new
products activities requires greater price or
performance characteristics, generates more
competitive advantage, better new products or
unique products in terms of customer
requirements and higher quality product.
Companies must provide high value of
financial and offers unique characteristics of
new products to customers in international
markets. In export markets, for the long-term
customer satisfaction, increasing consumer
demand are determination of company met
strong competition with other competitors.
Hence, company increases halal new product
export performance in international markets
and offer the competitive advantage of a halal
new product among its competitors [14].

H3: Competitive advantage of new product
influences on export performance.

2.5. Direction and magnitude of advertising
activities: For having a systematic business
analysis, the vital activities to become
successful export performances in
international market are understand the
marketplaces, knowing more customer wants
or demands and conducting a preliminary
market assessment [15]. Obtaining top
management supports are important for the
company to ensure halal new products
development become successful.  Thus,
company would control in-house halal new
products and examine halal new products
activities, supply enough halal new products
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for the development of export products,
promoting through earlier stage, having
complete written description of the concept
when the idea was approved and pursuing the
right consumers or customers.

Moreover, more crucial for successful of a
halal new product in international market is
the expertise in launching activities of new
manufacturing products in  development
activities. Then, the main factor defining the
halal new product development success is
quality of advertising accomplishment through
launch of a new product in company [16]. The
other important  success factors are
considerable and greater advertising activities
[17]. For increasing export performance,
company make publicity through new product
launch activities and selecting the precise
customers [15].

H4: Direction and magnitude influence on
export performance.

2.6. Market attractiveness: The market
attractiveness is for strategic objectives of
products, target market selection, and resource
allocation. To begin exporting halal new
products, the vital factors that generate an
internal motion for company are new product
appearances which are making higher
performance in exporting new products and
the different new product factors in the
company’s tendency to export in international
markets [18].

Market attractiveness refers to a specific
market to those market deliver inspiration for
launching a new product to other markets. The
success of new manufacturing products also is
identifying level of demand of customers in
international markets for a new product in
company and market attributes as market
development  proportion  and  market
magnitude. For example, implementers of
successful new products are high growth, high
need, and large markets. Consumers also are
more interested to be entered in other markets
of larger economies, more easily accessible,
more prosperous consumers and more
developed infrastructure [19].

H5: Market attractiveness influences on export
performance.
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2.7. Product cost and value: In international
markets, other essential for the successful of
new product development in company are cost
and financial value included by new
manufacturing products. Cost of new product
development, performance’s product and
development of new products time are most
deviations of dimensions of new product
performance [20]. The important to the
success of company towards export
performance is cost of project management
groups to develop new manufacturing products
in company [21].

During new product development, company
needs to be fully evaluated as good product
design. This is because the new product can
make cost effective and customer support
more efficient. Another approach to deliver
customer value in company is execution
functions higher than before, provides better
quality and consistency and raising the new
manufacturing product performance towards
knowing customers’ demands. The significant
value to the customers also must provide by
new products [22].

H6: Product cost and value influences on
export performance.

2.8. Order of new product entry timing: A
vital factor in identifying the performance of
new manufacturing products is new product
entry timing [23]. Competing products is first
entry builds an entry barrier and creates
positive customers behavior to greater
international trades and market segment. Other
than that, early market entry conducts to make
higher productivity with wide-ranging entry
and increases a product’s competitive in other
countries [24].

Lower performance usually happened because
of more destructive assault from competitors
and late entrants face low customer
requirements. In order of market entry,
company enables to execute new product
development approaches for a precise order of
market entry. At that point, for increasing
revolution rapidity, high quality products
development and enter early market in other
countries, company can enhance the export
performance.
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H7: Order of new product entry timing
influences on export performance.

2.9. Halal Supply Chain Ms2400: 2100
Standards

Halal Certification is a halal concept applied
through certification for food products in
Malaysia. In Malaysia, the halal certificate is a
document issued by an Islamic organization,
which is Malaysian Department of Islamic

Table 1. MS2400: 2010 HTAP Standard

Development (JAKIM). The company that
handles halal business should have halal
certification products registered under the
Department of Islamic Development Malaysia
(JAKIM) using Malaysian Halal Logistics
Standard: MS2400-1-2010 Distribution,
MS2400-2-2010 Warehousing (refer table 1).
The registered organizations would be able to
handle the halal goods movement in the halal
industry.

Malaysia Halal Standards Ms2400:2010

Ms2400-1:2010 Part

Halalan Toyyiban Assurance Pipeline: Management System Requirement for

1 Transportation of Goods and/ or Cargo Chain Services

Ms2400-2:2010 Part

Halalan Toyyiban Assurance Pipeline: Management System Requirement for

2 Warehouse and Related Activities

Sources: Department of Standard Malaysia, 2010

H8: Halal Supply Chain influences on export performances

3. RESEARCH METHODOLOGY

HALAL SUPPLY
CHAIN

ORDER OF NEW
PRODUCT ENTRY
TIMING

PRODUCT COST
AND FINANCIAL
VALUE

PROFICIENCY IN

DEVELOPMENT

ACTIVITIES

EXPORT

PERFORMANC

E

MARKET

PROFICIENCY IN
DEVELOPMENT
ACTIVITIES

COMPETITIVE
ADVANTAGE OF
NEW PRODUCT

DIRECTION AND
MAGNITUDE OF
ADVERTISING
ACTIVITIES

ATTRACTIVENESS

Fig. 1. Conceptual framework

The model, Fig. 1, the conceptual framework
of the study was developed to explain about
the halal new products success
factors in international markets. There are
eight new product development success factor
groups that affect new product success in
export markets. The success factor groups of
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new product development are proficiency in
pre-development activities, proficiency in
development activities, competitive advantage
of the new product, product cost and value,
market  attractiveness,  proficiency and
direction of advertising activities, order of new
product entry timing and halal supply chain.
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The dependent variable is export performance.
While, the independent variable are
proficiency in pre-development activities,
proficiency in  development  activities,
competitive advantage of the new product,
product cost and value, market attractiveness,
proficiency and direction of advertising
activities, order of new product entry timing
and halal supply chain.

3.1 Measurement

The result of the data collecting will be
analyze by SPSS. Eight new products success
factors include: (1) pre-development activities,
(2) proficiency in development activities, (3)
competitive advantage of the new product, (4)
product cost and wvalue, (5) market
attractiveness, (6) proficiency and direction of
advertising activities, (7) order of new product
entry timing and (8) halal supply chain. The
research instrument employed five-point
Likert-scale ranging from and (1) “strongly
disagree” to (5) “strongly agree”.

5. CONCLUSION AND DISCUSSION

In international markets, this study has
identified the success of halal new
manufacturing products. This introduced
variables are significance for top management
in company to instructed in focusing the
develop of halal new products. Well-executed
pre-development  activities are  strong
determinants of success in international market
such as pre-technical feasibility, exhaustive
feasibility  analysis,  product  concepts
screening, financial evaluation, departmental
coordination, and customer relationship.

Furthermore, the development activities such
as prototype development, test market of new
products, business tests and test production
can improve the export performance in
international markets. Plus, top managements
should be conscious of large-scale and
selecting promoting activities associate the
launch of new manufacturing products.

In addition, the study emphasizes the
importance of product cost and financial value
and order of entry. To increase new product
success rate, huge demand rises and a huge
marketplaces with a high development
proportion are essentials at the early stages of
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new products in foreign markets. There are
being first to success as it generates better
reputations for a company by being a creator
and contribute more profitability of the
company.
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