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9TH AICIF 2021 

WELCOMING REMARKS 
 

FEBI UIN SUNAN KALIJAGA YOGYAKARTA, INDONESIA 
 

It is an honour for me to welcome all the keynote speakers, invited panellists, and 
participants of the 9th ASEAN Universities International Conference on Islamic 
Finance (AICIF) 2021. The theme of our 9th AICIF 2021 is “Strengthening Islamic Economy 
and Halal Industry towards Economic Recovery and Sustainable Development in the Amidst Pandemic 
Era”.  

As the host of this conference, FEBI UIN Sunan Kalijaga is very honoured to provide 
a stage for Islamic economists from various countries of the world. This event is 
expected to increase our understanding of Islamic financial literacy and improve the 
diversity of research development on this subject.  

So far, FEBI UIN Sunan Kalijaga has contributed to produce competitive graduates who 
are superior and prominent in the field of Islamic economic and business development. 
It is believed that this sector in the future will have a significant contribution in bringing 
Indonesia into a developed country, respected by the world, and a home for the growth 
of people's welfare. 

Even though we are currently still in the recovery period due to the covid-19 pandemic, 
it does not dampen our enthusiasm to ensure that the 9th AICIF will runs extraordinary. 
Both the offline agenda that we carried out at the Ambarrukmo Hotel or the participants 
who took part in our virtual meeting platform. Therefore, I personally congratulate you 
on participating in this conference, hopefully it can provide as much benefit as possible 
to the participants and the community in general. 

 
 

Regards, 
 

Dr. AFDAWAIZA, S.Ag., M.Ag. 
Dean, Faculty of Islamic Economics and Business 

UIN Sunan Kalijaga Yogyakarta 
Indonesia 
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9TH AICIF 2021 

WELCOMING REMARKS 
UNIVERSITI ISLAM SULTAN SHARIF ALI 

BRUNEI DARUSSALAM 
 

First of all, it is my pleasure to welcome you to the 9th ASEAN Universities International 
Conference on Islamic Finance (9th AICIF) and extend our deepest gratitude to Sunan 
Kalijaga State Islamic University, Yogyakarta, Indonesia for hosting this year's 9th AICIF 
held on 17th to 19th November 2021. 

This annual conference has come a long way since 2013 and has surpassed the various 
challenges and dimensions of discussion that Islamic Finance has faced over the years 
and has adapted to the changing technological trends in the industry. The unique way 
this conference is handled annually is by the selection of different institution or 
university to be the host and this year, we are delighted to have UIN Sunan Kalijaga as 
the host for this auspicious event. We also realised that this annual conference served as 
an important platform with researchers and professionals coming in from this part of 
South-East Asian region who will contribute to the discussions to move towards 
understanding the broader scope of Islamic Finance.  

The theme of this year’s conference is “Strengthening Islamic Economy and Halal 
Industry towards Economic Recovery and Sustainable Development in the Amidst 
Pandemic Era”. We have experts from across the field who will be sharing their latest 
research findings, thoughts, knowledge, opinions, and contributions with the rest of us, 
both physically and virtually. 

I sincerely hoped that this conference will continue to play its role as an important 
platform for all stakeholders to meet and addressed issues related to Islamic Finance 
especially in this era of COVID-19 where Islamic Finance industries have also been 
affected on a global scale the past year. I also hope that this conference will be able to 
help in promoting and strengthening the networking and collaboration between 
researchers, academicians, and professionals. 
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On behalf of UNISSA, I would like to extend my sincerest appreciation to the Main 
Organiser, Co-Organisers, sponsors and many thanks to everyone involved in organising 
such a successful and wonderful conference. To all participants and presenters attending 
this year's AICIF, both physically and virtually, I hope you will be able to benefit greatly 
from this conference and take part in strengthening the role of Islamic Finance so that 
it can contribute to a more sustainable and well-balanced economic growth in the 
society.  

 
Sincerely, 

 
Dr. ABDUL NASIR BIN HAJI ABDUL RANI 

Dean, Faculty of Islamic Economics and Finance 
Universiti Islam Sultan Sharif Ali 

Brunei Darussalam  
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9TH AICIF 2021 

WELCOMING REMARKS 
INTERNATIONAL ISLAMIC UNIVERSITY  

MALAYSIA 
 

 
 

وبركاته الله ورحمة عليكم السلام  
 
First and foremost, I am very honoured and would like to congratulate the main 
organizer of 9th AICIF 2021 - UIN Sunan Kalijaga on their success in leading and 
organizing this conference at the ASEAN level. I would also like to thank the ASEAN 
University partners as co-organizers who continue to support and ensure the 
sustainability of AICIF as one of the major regional Islamic Finance conferences. With 
the support, agreement and commitment of the seven University partners, AICIF can 
continue to run for the ninth time in 2021, starting from the 1st AICIF in 2013. 
 
Compared to AICIF 8th where the economy is suffering from the effects of the 
pandemic, AICIF 9th (2021) is held at the time where the recovery period of the 
economic phase has been felt. The economy has gradually recovered despite the slow 
effects of the pandemic beginning in 2020. Following on from that, 9th AICIF themed 
"Strengthening Islamic Economy and Halal Industry Towards Economic 
Recovery and Sustainable Development Amidst the Pandemic", is a very 
appropriate theme in line with the process of economic recovery. Islamic Finance along 
with the halal industry is expected to play a major role in reviving the economy both in 
the macro and micro sectors after the pandemic. 
 
Everyone is aware that the pandemic has exacerbated poverty. The pandemic has also 
had a tremendous impact on small traders and MSMEs in terms of operations, disrupting 
the supply chain as well. Pandemic poses challenges for liquidity, resilience and capital 
for the Islamic banking sector, the largest component of the Islamic financial industry. 
Therefore, effective strategies are needed for achieving a sustainable recovery for each 
of the sectors involved. 
 
Nonetheless Islamic Finance as part of the global financial system, has shown resilience 
throughout the pandemic period and significantly contributed to the new normal. Not 
only at the level of the banking sector where loan deferment programs have been 
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implemented to borrowers, non-banks also especially Zakat Institutions have played an 
important role in helping the communities most affected by the pandemic. Continuing 
from this, Islamic Finance can help further in filling the financing gap required to 
kickstart the post-pandemic economic recovery. 
 
In every crisis there is an opportunity. Pandemics are teaching people to be more mature, 
so is Islamic Finance. Several remedial measures are needed to further strengthen Islamic 
Finance in the face of any future crisis. This includes a clear need to look at the challenges 
of liquidity management for Islamic banks, especially in the wake of loan deferment 
programs in place for various jurisdictions offering Islamic Finance, improving 
coordination and integration among the Islamic Social Finance instruments (Zakat, 
Sadaqah, Waqf, Takaful), higher participation of Fintech companies from the financial 
inclusion perspective, as these companies often work with microenterprises and fringe 
borrowers with a minimal financial record from informal sectors. Islamic financial 
services industry can benefit by developing artificial intelligence (AI) and big data-led 
infrastructure to support full spectrum of services starting from the distribution of 
assistance to community and evaluating and monitoring financing. 
 
I believe this conference will discuss the consolidation of Islamic Finance for the 
foreseeable future in line with the post-pandemic economic recovery. The presence of 
keynote speakers will also bring greater enlightenment to the participants and all 
stakeholders. 
 
Finally, the IIUM Institute of Islamic Banking and Finance looks forward to more 
collaborative efforts of this nature among academic and industry practitioners of Islamic 
Finance. 
 
It is hoped that the Conference goes smoothly and achieves its goal. 
 
 
Thank you. 
 
Professor Dr. RUSNI HASSAN 
Dean, IIUM Institute of Islamic Banking and Finance 
Malaysia  
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9TH AICIF 2021 

WELCOMING REMARKS 
UNIVERSITAS DARUSSALAM GONTOR 

INDONESIA 
 

Assalamu’alaikum warahmatullahi wabarakaatuh     
 
First, we would like to wish to congratulate UIN Sungan Kalijaga for organising the 9th 
ASEAN Universities International Conference on Islamic Finance (AICIF) 2021 which 
we believe would be inspiring and enlightening. It is a great honour for us to be co-host 
of the conference in this year.  
 
The timing of this conference is still during pandemic mode which affect certainly a 
decrease in global economic condition. The theme of the conference, “Strengthening 
Islamic economy & Halal Industry towards economic recovery and sustainable 
development amidst the pandemic” outline the potential of Islamic economy & halal 
industry to facilitate the recovery of the global economy.  
 
Based on this, it would be extremely necessary supported by education and research 
related to Islamic economy and halal industry to increase the welfare of the Ummah. 
Hopefully this conference will be one of the efforts in providing enlightenment and 
insight related to Islamic economics continues to grow worldwide and provide benefits 
and prosperity for all mankind as well as the entire universe (Rahmatan lil Alamin). 
Therefore, we all have a duty and responsibility to develop education and research 
related to Islamic economics and halal industry. Let us pray to Allah SWT for asking His 
assistance and guidance to carry out these duties and responsibilities together.  
 
Finally, we extend our gratitude to the organizing committee for their endeavours for 
making this event a success and we wish everyone a pleasant and productive conference. 
Thank you 
 
Wa’alaikumsalam warahmatullahi wabarakaatuh  
 

Sincerity  
 

Dr. HARTOMI MAULANA, M.Sc. 
Dean, Faculty of Economics and Management 

Universitas Darussalam Gontor, Ponorogo - Indonesia 
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9TH AICIF 2021 

WELCOMING REMARKS 
UNIVERSITAS ISLAM SULTAN AGUNG 

INDONESIA 
 

Assalamu’alaikum warahmatullahi wabarakaatuh     
 
Alhamdulillah, all praises and gratitude always uttered to God Almighty, Allah SWT. 
Salawat and salam be with our prophet Muhammad SAW.  
 
The warm welcome and felicitations specially to State Islamic University Sunan Kalijaga 
Yogyakarta on hosting the 9th Asian Conference on Islamic Finance (AICIF) 2021. Also, 
I would have to mention a high appreciation to the co-organizer and sponsors for 
enthusiastic support in the success of this annual agenda.  
 
“Strengthening Islamic Economy and Halal Industry toward Economic Recovery and 
Sustainable Development in the Amidst Pandemic Era” as the Conference theme is a 
highly pressing issue today.  Many parties are misguided in exploring solutions to welfare 
problems that are increasingly chaotic.  Belief in liberal mechanisms in fact, does not 
provide justice equally. It is not too late for us to return to the nature of the sharia system 
in our life. Responding to the needs of recovery in the new normal era, we need to 
uphold empathy and help each other.  In contrast to the conventional concept that 
prioritizes the interests of a group, the Islamic economic system is very concerned with 
justice.  Transactions based on trust and honesty are the buds of a culture of mutual 
welfare for others, not just enriching oneself. 
 
The good news is that the Islamic economy in Indonesia and various countries in the 
world is now increasingly being supported.  One of them is by increasing interest in the 
halal industry which has penetrated various sectors of goods and services.  This needs 
immediate follow-up.  The large potential of the Muslim population needs to be directed 
to be better prepared to seize opportunities to develop a halal industry that can meet the 
needs of the global market.  
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Thus, I am sure that with the collaboration of experts, researchers, academics and 
practitioners in this 9th AICIF, various ideas in strengthening Islamic Economy will 
emerge. This will be a means for us to make the best contribution in the revival of an 
economy that is rahmatan lil alamin. 
May Allah bless us and ease our efforts in building a better civilization. Thank you. 
Wa’alaikumsalam warahmatullahi wabarakaatuh  
 

Sincerity  
 

Prof. OLIVIA FACHRUNNISA, Ph.D 
Dean of Faculty of Economics,  

UNISSULA, Indonesia 
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9TH AICIF 2021 

WELCOMING REMARKS 
INSTITUT TAZKIA 

INDONESIA 
 

Assalamu’alaikum warahmatullahi wabarakaatuh     
 
It is a privilege for Tazkia University College of Islamic Economics to be co-hosted at 
the 9th ASEAN Universities International Conference on Islamic Finance that held on 
November 17th – 19th 2021 at FEBI UIN Sunan Kalijaga Yogyakarta. Tazkia University 
College of Islamic Economics is a pioneer of the development of Islamic economics and 
finance in Indonesia. Our joining in this event was a manifestation of our vision to 
become a world class university in 2025. 
 
Tazkia University College of Islamic Economics has contributed to the development of 
Islamic Economics and Finance in Indonesia in the last 2 decades. We helped convert 
the 25 banks and conventional insurance to full-fledged Islamic Banking. Besides that, 
Tazkia University College of Islamic Economics also empowers the grassroot by creating 
"Tazkia Islamic Village" located in Babakan Madang, Bogor Regency. 
 
In the future, our joining in AICIF will contribute to strengthening Islamic Economic 
& Financial resilience in ASEAN through collaborative research, so that research is 
appropriate and supports the advancement of science in ASEAN moreover in the 
World. We congratulate FEBI UIN Sunan Kalijaga as a Host from this conference and 
wish for the smooth running of this event so that the 9th AICIF theme is “Strengthening 
Islamic Economy and Halal Industry towards Economic Recovery and Sustainable Development in the 
Amidst Pandemic Era” can be achieved together. 
 

Best Regards, 
 

Dr. MURNIATI MUKHLISIN M.Acc. 
Rector of Institut Tazkia 
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9TH AICIF 2021 

WELCOMING REMARKS 
MINDANAO STATE UNIVERSITY 

PHILLIPINES 
 
Assalamu Alaykom Warahmatullahi Wa Barakato. 
 
My heartfelt congratulations to the organizers or people behind the 9th ASEAN 
International Conference on Islamic Finance (AICIF). People see only the finished 
product and are not likely to have an idea of the enormous behind the-scene work that 
preparations for a grand activity like this entails. 
 
The conference theme “Strengthening Islamic Economy and Halal Industry towards Economic 
Recovery and Sustainable Development in the Amidst Pandemic Era”. cannot be timelier and 
auspicious. Hurtling into a future of prodigious and rapid change, the Islamic world 
should take stock and determine how we are holding up, coping, and keeping apace with 
the challenges of a global industry revolution. Although Islamic Finance is anchored on 
principles and core values enshrined in the Holy Qur’an and the Sunnah, which are 
practically etched in stone, we recognize the fact that failure to adapt to present realities 
stands to leave us stranded and marooned on the shore, or lagging behind while the rest 
of the world eagerly sets sails or takes great strides in the march of progress. 
 
On the other hand, the taking of stock seems crucial to ascertain how faithful we have 
been to the philosophical underpinnings of Islamic Finance, which means we go back 
to the primary sources. Much as we wish for seamless transitions or smooth passages 
from where we stand now to a global industry, for example, these do not come easy.  
 
In fact, there are issues and gray areas that I hope will be taken up in this Conference 
like the enforcement of zakah and how, and how it can help in alleviating poverty, the 
questions of profit, competition and control in business, and the line between halal and 
haram in investment (when does a halal investment become haram?). 
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It is my hope, too, that the Conference will be more productive of answers than of 
questions, and the discourses of the speakers bring greater enlightenment to the 
participants and all stakeholders. Finally, the Mindanao State University looks forward 
to more collaborative efforts of this kind. Meaningful high-level discourse expected to 
ignite sparks can generate critical ideas for a more stable Islamic Finance and greater 
economic development. 
 
My best wishes for the success of the Conference. 
 

HABIB W. MACAAYONG 
DPA President MSU System  
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The Role of Holistic Value Co-Creation To Increase Sales Innovation Speed 

 
 

Ken Sudarti 

Department of Management, Faculty of Economics, Universitas Islam Sultan Agung, Indonesia 
kensudarti@unissula.ac.id 

 

 

Abstract 
This study aims to offer a new dimension to complement the concept of value co-creation through the 

internalization of religious values to increase sales innovation speed and sales performance of service 

industries that offer religious-based products. Religious value co-creation as a new dimension to form 
holistic value co-creation is defined as the ability of frontline employees to carry out continuous 

interactions with customers to create shared value through activities to strengthen beliefs and knowledge 

of religious-based products. Through holistic value co-creation, frontline employees can provide 

worldly transactional values such as functional values, social values, emotional values, and economic 
values. However, they have touched transcendental values with the essence that created them, namely 

Allah SWT. All frontline employees must possess this capability to strengthen the differentiation of 

religious-based services. The more capable frontline employees are in taking and giving knowledge and 
beliefs of halal products to customers, the more they will understand the needs and desires of customers 

personally, so they will be faster in making decisions about which sales method to use. The speed of 

applying sales methods that fit what customers want has an impact on sales performance. 
 

Keywords: Holistic value co-creation, sales innovation speed, sales performance. 

 

Introduction 
The role of Service-Dominant Orientation (SDO) in explaining business performance has 

become a serious concern in the marketing discipline (Karpen et al., 2015; Wilden and Gudergan, 2017). 

Recent advances in marketing strategy have begun to provide strong empirical evidence upon the impact 
of SDO on business performance (Inic and Petrovic, 2012; Karpen et al., 2015; Wilden and Gudergan, 

2017). It is urgent to link SDO with business performance because marketers must maintain their 

superiority amid increasingly fierce business competition. Limited internal resources have forced 
companies to use external resources that come from consumers.  

Service-Dominant Orientation refers to the organization's ability to integrate resources from two 

interdependent parties, namely consumers and providers. In an increasingly competitive market and 

limited internal resources, organizations can utilize external resources from consumers to create more 
personalized services through value co-creation activities. Value Co-Creation is defined as a take and 

give activity resource between providers and consumers. The involvement between providers and 

consumers will bring balanced benefits. 
This activity is more prominent in the service industry, with a unique inseparability 

characteristic, where production and consumption are carried out simultaneously. As a result, the 

intensity of provider and consumer involvement is very high. Therefore, the readiness and ability of 

frontline employees (as parties who meet directly with consumers) in value co-creation activities must 
get serious attention. 

The questions that arise are "what kind of value co-creation should the frontline staff be able to 

create?” "Does the value component created so far have been holistic?" Holistic, in this case, is 
interpreted as something content and complete. It touches transactional values such as functional, 

economic, social, and emotional values and the fulfilment of spiritual needs, namely the human 

relationship with God. The customer value proposition that is built and delivered completely and 
correctly will make a significant contribution to business strategy and performance (Mishra et al., 2020). 

Unfortunately, the value proposition offered by researchers so far has not touched the religious 

aspect; for instance: (Sheth et al., 1991) divided values into five types, including functional values, 

emotional values, social values, conditional values , and epistemic values. Smith & Colgate (2007) 
offered four value dimensions: functional value, social value, economic value, and emotional value. 

(Mingli & Zhang, 2017) gave three dimensions of value that can be created: functional value, hedonic 

value, and social value. Kim et al (2019) mentioned that there are only four kinds of value: economic 
value, emotional value, social value, and epistemic value.  

mailto:kensudarti@unissula.ac.id
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Therefore, this study aims to re-conceptualize the definition of customer value that fits target 

consumers' needs to create optimal performance. Holistic values must be a reference for service 
providers when offering religious-based products because religious values are crucial for consumers to 

consider in purchasing religious-based products (Rahman, 2012). Consumers must be completely 

convinced about all elements of transactions related to halal so as not to cause doubts in their purchases. 
This reconceptualization is very urgent to do, especially in an attempt to strengthen the halal 

ecosystem. The Islamic finance industry, as part of the halal ecosystem, is also responsible for this. 

Offering religious values will strengthen the differentiation of religious-based products, which 

ultimately impacts strengthening competitiveness and improving performance.  

 

Holistic Value Co-Creation 

Service-Dominant Logic (SDL) is one of the most important theories explaining the concept of 
value co-creation. In contrast to Good Dominant Logic, SDL emphasizes services as an important 

component of economic exchange, whereas goods are only seen as a distribution mechanism and not a 

unique expression of value. SDL indicates that when individuals engage in value co-creation, they 

actively create meaning from the process, increasing value (Pareigis et al., 2011). This statement is 
confirmed by (Vargo &Lusch, 2016) that collaboration creates value. This collaboration is the main 

focus of Service-Dominant Logic (Lusch & Vargo, 2014). Collaboration in the context of value co-

creation is referred to as “marketing with”, not “marketing to” (Lusch et al., 2007). Mutually beneficial 
relationships and mutual service for mutual improvement are the core of the value co-creation process. 

In the value co-creation process, customers are encouraged to cooperate with providers when 

they expect the results to be more valuable to all (Roberts et al., 2014). However, if the parties fail to 
invest resources and integrate them in a collaborative process, the potential value cannot be realized and 

can even be assessed negatively (Jaakkola & Hakanen, 2013). On the other hand, a positive amount of 

resource contribution benefits all actors (Lusch & Vargo, 2014). Thus, enthusiasm and hope for more 

valuable and meaningful results for all parties contribute to the success of value co-creation activities. 
Organizations that can carry out value co-creation activities well will affect performance through 

increasing customer satisfaction and loyalty (Gallan et al., 2013). (Busser & Shulga, 2018) described 

five dimensions in value co-creation activities: meaningfulness, collaboration, contribution, recognition, 
and affective response. The value creation process involves several core activities: information seeking, 

information sharing, responsible behaviour, personal interaction, feedback, advocacy, and helping (Yi 

& Gong, 2013) . 
This study endeavoured to reconstruct the dimensions of values created based on opinions 

(Smith & Colgate, 2007). It includes functional, social, emotional, and economic values that are then 

intertwined with religious values to become holistic value offerings. 

 Functional value co-creation (FVCC) is a process where the parties involved in value creation 
collaborate and communicate with each other regarding the ability of a product to perform its function. 

This value is based on the assumption that individuals are rational problem solvers (Mingli Zhang et al., 

2017). The success of the FVCC is determined by the extent to which the parties involved in value 
creation can create services that are in line with market dynamics, are more innovative, of higher quality, 

more useful (Criado-Gomis et al., 2019), or through the creation of faster services, convenient and 

easy(Rintamäki and Kirves, 2017).   

Social value co-creation is a process in which the parties involved in creating shared value 
interact with each other related to the perceived benefits and gains from being involved with one or more 

particular social groups (Sheth et al., 1991). This value is related to self-esteem and the level of 

acceptance of certain social groups. Consumers' identity will determine service choices based on social 
expectations associated with that identity (Oyedele & Simpson, 2018). Social needs include feelings of 

acceptance, recognition, positive impressions of the social environment (Smith & Colgate, 2007). Social 

needs include feelings of acceptance, recognition, positive impressions of the social environment 
(Wuestefeld et al., 2012).  

Emotional value co-creation (EmVCC) is a process of involved parties sharing and interacting 

about the emotional value of consuming a service (Sheth et al., 1991). Emotional value is the utility felt 

and obtained by consumers from a service that can evoke a sense of comfort, security, joy, and guilt 
(Sheth et al., 1991; Smith and Colgate, 2007). This emotional value will affect the importance of product 

user identity and the possibility of recommending the product to others (Oyedele and Simpson, 2018). 

Emotional values impact the desire to continue using the product because they feel comfortable, 
protected, safe, happy, calm, relieved, and proud to use it (Zhang et al., 2018).  
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Economic Value Co-Creation is a process of interaction of the parties involved in creating 

shared value related to economic value. Economic value is associated with monetary aspects such as 
prices, resale prices, discounts, investments, etc. It refers to the product's value in terms of the value of 

money that must be received or sacrificed to get the service. Similar to companies, consumers also try 

to minimize the costs and other tradeoffs involved in purchasing, owning, and using a product(Smith 
and Colgate, 2007).  

 Based on several definitions and various values put forward by previous researchers, none 

have encountered the religious aspect. Religious values are essential in consumer buying behaviour 

(Rahman, 2012), including halal products (Essoo & Dibb, 2004). Halal refers to goodness, good by 
worldly standards, and goodness for the hereafter (Surah Al-Maidah verse 4-5). Values derived from 

religious aspects are related to their religious commitment (Rehman & Sabbir, 2010). Religious 

commitment shows the extent to which a person believes in his religious values and applies them in 
daily activities (Worthington et al., 2003). 

Therefore, this study intends to reconstruct the dimensions of the created value by adding one 

dimension, namely Religious Value Co-Creation. It is defined as the interaction process of the parties 

involved in creating shared values related to religious values. Religious values in this study are more 
focused on understanding the law of halal and haram consumption of a product. Religion-oriented values 

have a strong impact on the behavior of adherents (Wahab et al., 2016). Individuals willing and able to 

create shared values based on religious values will be more confident in the benefits of the halal products 
they consume (Sudarti & Fahrunnisa, 2021). There is no doubt about consuming halal products because 

they understand more about the consequences of punishment in the afterlife when consuming haram 

products. All of that is obtained through the take-and-give activity of halal knowledge. Mukhtar & 
Mohsin Butt, 2012 emphasized that individual understanding of halal products varies depending on the 

level of religiosity. In other words, religious values also determine the acceptance of a product, including 

its interaction with customers through value co-creation. Considering religious factors in offering 

religious-based products will be more meaningful for the parties involved. 
Based on this explanation, when frontline staff engages in collaborative practices in selling halal 

products, they will reflect the overall value they provide to customers. Individuals with a strong level of 

religiosity make all their activities as meaningful worship to get pleasure from God. His willingness to 
be involved in value creation intensively is motivated by preaching and spreading the good values of 

halal products. This intention encourages individuals to strengthen their beliefs and knowledge of halal 

products for those involved in value co-creation in take-and-give resources activities to create holistic 
value creation.  

 

 Holistic Value Co-Creation and Sales Innovation Speed 

Value co-creation is a resource collaboration activity between providers and consumers. The 
collaboration will create resource accumulation and knowledge enrichment. It will also remove barriers 

and open access to new opportunities and resources, increase understanding of how to integrate 

resources effectively, improve service quality and reduce errors in service delivery (Lusch & Vargo, 
2014). Success in functional value creation will result in more innovative products (Criado-Gomis et 

al., 2019), making services faster, more convenient, and easier (Rintamäki and Kirves, 2017).   

Value co-creation allows providers and customers to no longer be on opposite sides but to 

interact with each other for the new business opportunities development (Galvagno et al., 2014).  Interest 
to interact and exchange information occurs when the parties involved have the same understanding of 

the object (Hecht & Allen, 2009). The same understanding will minimize conflict (Liang et al., 2012). 

Value congruence allows a person to predict how others act or behave in different situations (Meglino 
et al., 1991). The similarity of values can increase the effectiveness of communication, predictability, 

trust, and attractiveness. 

For frontline staff, adapting to highly heterogeneous customers requires skills. Customer 
heterogeneity demands to adapt service methods when customers demand personalized service 

responsively. In service methods innovation, complete knowledge of customers is required. The speed 

of innovation is the time it takes from the idea being discovered to the execution stage (Wang & Wang, 

2012). Therefore, when the frontline staff is intensively involved in value co-creation, they will get 
accurate and detailed information about customer needs and wants. Good interaction and collaboration 

will produce new ideas that fit customer demands and are faster to execute. 

The intensity of value co-creation involving religious values complements the frontline staff's 
knowledge of consumer needs. Religious knowledge that is collaborated during the value co-creation 
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process further complements information about customer needs. The availability of sufficient and 

accurate information will speed up frontline staff in making new ideas regarding types of services based 
on religion. Meaningfulness will be more pronounced when frontline staff involves religious values. 

The transaction process for individuals with a high level of religiosity is not just about profit or loss, 

pleasure or displeasure, but how to keep the buying and selling activities under religious and worship 
values. Through the take and give of religious knowledge during the value creation process, the frontline 

staff can adapt services tailored to religious values. 

 

Holistic Value Co-Creation and Sales Performance 
There is sufficient evidence regarding the relationship between value creation and marketing 

performance. Marketing performance is a multidimensional construct with selling performance as one 

of its dimensions. High selling performance can be achieved when customers are satisfied and willing 
to make repeat purchases. Several studies that support this statement are such as (Troilo et al., 2009). 

They concluded that excellent customer value could create a competitive advantage and market 

performance. The study (Sahi et al., 2016) specified that functional value could improve market 

performance as part of the created value. (Yoo & Park, 2016) added that utilitarian, hedonic, social , and 
creative achievement values could encourage customer satisfaction. Likewise, perceived value is proven 

to increase post-purchase intention (Prebensen and Xie, 2017). Value co-creation is an important aspect 

in increasing life satisfaction (Lin et al., 2017). Functional and affective values increase 
recommendation and repetition intention (Polo Peña et al., 2016). Meanwhile, emotional value and 

social value affect cognitive and affective satisfaction (Gallarza et al., 2016). 

Based on the state of the art of the relationship between value co-creation and marketing 
performance, it can be concluded that when frontline staff intensively interact with customers in holistic 

value co-creation, they will better understand what customers want personally to encounter the religious 

dimension. The addition of religious value as part of the created value increasingly covers all aspects at 

the transactional value level and the value that connects humans with their creators. A deep 
understanding of the demands of religious-based services will enable frontline staff to satisfy customers 

in a kaffah way. The intensity of this holistic value co-creation will create "meaning" for itself and its 

customers. Customers become aware that in purchasing products, they think about value in monetary 
terms and religious values that must be prioritized. As a result, they will be more inclined to buy more 

halal products. 

On the other hand, if the frontline staff can make customers aware, the decision to buy religious-
based products can continue long-term. For frontline staff, the "meaning" obtained from creating values 

with customers will optimize the spirit of working. The da'wah aspect attached to religious values 

creation will make them more aware of working so that sales targets can always be reached. 

 

Sales Innovation Speed and Sales Performance 

Measuring and managing frontline staff performance is an important aspect of any company. It 

has a significant impact on the success or failure of an organization because they are the ones who meet 
directly with customers in the creation of service value. Baldauf et al. (2001) explained that employee 

performance could positively affect organizational effectiveness and other factors beyond the control of 

salespeople, such as competition, market potential, and market changes. 

Frontline staff, such as salesmen, has sales innovation speed if they can use different sales 
approaches swiftly when interacting with customers. On the other hand, salespeople have a low level of 

sales innovation speed if they only use the same sales approach technique for all customers. Sales 

innovation can be analogous to adaptive selling, as proposed by Spiro and Weitz (1990). Adaptive 
selling is the salesman's ability to change sales behaviour during or after customer interactions based on 

information received about the sales situation. Thus, salespeople who can find and apply sales 

techniques immediately can have high sales innovation speed. 
 The innovation approach is one of the approaches commonly used to predict performance (Wu 

et al., 2014). Companies with strong innovation capabilities will better improve performance, both in 

marketing performance (market share growth and sales growth) and financial performance. Innovation 

is one of the basic instruments in a long-term business growth strategy. Companies need innovation to 
successfully enter new markets, increase market share, and gain a competitive advantage (Gunday et al., 

2011). Marketing innovation can be explained through product marketing space, process marketing 

space, and relationship marketing space (Cascio, 2011). Therefore, product changes, prices, promotions, 
distribution channels, and customer relationships are part of marketing innovation. 
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Holistic Value Co-Creation and Variable Consequences 
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