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Abstract 

In view of the Covid-19 pandemic’s significant impacts on service businesses and ecosystems, 

the authors argue that the concept of “istihsan”, preference for the best solution, generally 

supported by Qur’an and the Sunnah in principle, while keeping in mind that innovative 

solutions might not have a precedence in normative texts, should guide both micro and macro 

service solutions. Istihsan is reflected in wisdom-based action that comes into action during 

exceptional situations of hardship and goes beyond the normal requirements of halal/haram 

services which are defined during normal times. The logic of istihsan should guide halal 

services research and encompass the needs of all human beings.   
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Introduction 
 

Halal service research is a general domain of academic research that connects diverse 

perspectives and disciplines (Kadirov, Tjiptono, and Fam, 2020). This domain is closely related 

to Islamic marketing (Kadirov, 2014; 2019). This article offers a general overview of potential 

research avenues on halal services research during exceptional conditions and natural disasters 

such as pandemics.       

 

Pandemics or similar natural disasters create turbulent times during which societies, economies 

and marketing systems face the need for adaptation and flexibility. The principle that is invoked 

in such cases is the Shariah principle of istihsan (Kamali 1991, 2000). Qur’an emphasises 

following the best of guidance (e.g. ahsanahu): “…who listen to what is said, then, follow the 

best of it. Those are the ones whom Allah has guided, and those are the ones who possess 

understanding” (Az-Zumar 19:18). Istihsan allows decision-makers to follow the best opinion 

in dealing with problems, while avoiding rigidity, inflexibility, injustice or unfairness that 

might arise from the strict application of the existing law, legal opinions, or fatawas (Kamali 

1991). Following the principles of justice, public interest and removal of hardship, Khalifa 

Umar (RA) is known for abolishing the strictly prescribed hadd penalties during a famine. 

Istihsan is about selecting the best of the possible solutions, even though such a solution may 

not have a precedence in the Shariah (Kamali, 1991). Istihsan is derived from ahsan, that is 

about following the best option (e.g. safety, empathy, forgiveness), that is contrasted to hasan 

(a permissible option such as applying punishment or exercising one’s right based on the 

rulings of Shariah). Specifically, times of darurah (necessity) require exceptional wisdom of 

istihsan. Anything that endangers individuals’ life, religion, intellect, future generations, and 

property, not only in terms of creating absolute danger but also in terms of moderate hardship 

would require considerations of istihsan.   

 

The Covid-19 pandemic created unique circumstances which put most societal and service 

considerations to the test. As public and private service institutions bore the brunt of contagion 

risk, physical distancing, limited contact, employee unavailability and decreased demand, 

flexibility and adaptation have become the most important qualities that are key for survival 

and continuation. It is clear that some service industries faced the risk of survival. For instance, 

tourism micro-entrepreneurs may have lost their businesses and livelihoods (Sigala, 2020) 

which beg for extreme support and compassion from the government or other members of 

society. In some cases, societies or the government can re-structure the flow of investment and 

aid money to emphasise some service businesses over other priorities (Kadirov, 2020; Kadirov, 

2018). This editorial paper aims to briefly review halal service research during the Covid-19 

pandemic and propose some relevant research topics and approaches for the field. 

 

 

Halal Service Research during the Covid-19 Pandemic 

 
Halal services and the Covid-19 pandemic 

 

The impact of the Covid-19 pandemic on the services industry has been significant. 

Specifically, tourism including spiritual tourism (Haq and Wong, 2010), essential services, 

education, accommodation, transportation, and other personal contact-based services 

experienced immense difficulties (Sigala, 2020; Verma and Gustafsson, 2020). Many providers 

adapted to the situation by adopting digital technologies and non-contact means of transacting. 

The overall impact of Covid-19 on business, value chains, innovation, trade, and employment 
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drew attention to the reliability of digital systems, data privacy and security, digital marketing 

and e-commerce, global supply chains, supply chains resilience, and the impact of macro 

considerations (Verma and Gustafsson, 2020). Some service quality dimensions such as 

empathy became strongly accentuated in service contexts (Verma and Gustafsson, 2020).        

 

The approach of istihsan in halal service research should involve not only assessing the impact 

of Covid-19 as an exogenous factor, but also examining how some service types continued in 

a conventional way could potentially exacerbate the negative impacts of the pandemic. Sigala 

(2020) argues that the pre-Covid tourism trends contributed to pollution, climate change, 

inequality, consumerism and capitalism. Since some tourism practices can accelerate the 

effects of the pandemic, moderation and transformation is needed rather than a conventional 

attempt to restore the old practices. The approach of istihsan should discourage unsustainable 

tourism and reset the requirements for tourism development that best fit the long-term survival 

and growth of communities. This echoes the view of Ioannides and Gyimóthy (2020) and 

Higgins-Desbiolles (2020) that the pandemic should be taken as an opportunity to redefine, 

rethink, reorient, and reset for radical transformation of unsustainable trends of global tourism. 

 

Services include the management of public health systems. Kaslow et al. (2020) offer a 

framework of behavioural health pandemic response strategy that comprises six steps: pre-

planning, response readiness, response mobilization, intervention, continuation, and 

amelioration. They argue that an effective response strategy needs a coordinated effort of 

behavioural health pandemic response and public health systems. The logic of istihsan requires 

individual members participating in health systems to be able to suppress their self-interest for 

the benefit of all for a limited period of time (Kadirov and Varey, 2013).   

 

Consumer behaviour driven impact  

 

Sheth (2020) discusses eight different consumer practices during the pandemic: hoarding, 

improvised innovative solutions, delayed demand, digitalisation, home deliveries, work-life 

boundary blurring, closer family units, and talent development. Hoarding is seen the 

consumer’s reaction to uncertainty whereby the consumer attempts to ensure the indefinite 

supply of essential items (Sheth, 2020; Kirk & Rifkin, 2020). Although hoarding may happen 

even if there is abundant supply due to some anxiety, fear, and psychological instability, the 

recent cases show that it can become a common practice affecting most households. We argue 

that service research should look into service environments, service ecosystems, service supply 

chains, and service actors who may either enable/reinforce or attenuate consumers’ hoarding 

tendencies. Retailers play a significant role in resolving hoarding-related issues. In some 

instances, demarketing becomes necessary. Retailers could work with the government and 

local authorities in implementing different initiatives such as limiting the number of items per 

household, ensuring constant supply at affordable prices and communicating clearly that 

essential products would be available (Pantano et al. 2020).  

 

Kirk and Rifkin (2020) classify consumer practices during a pandemic into three broad 

categories: reacting (including hoarding or panic buying and rejecting behavioural mandates, 

such as stay-at-home, social distancing, and wearing masks), coping (including maintaining 

social connectedness and engaging in do-it-yourself activities) and adapting (including 

changing one’s identity and life-goals). Service research may not specifically examine the 

reasons or patterns of such behaviour, rather it can look at how such changes in consumer 

behaviour impact the ways service businesses operate or the ways service ecosystems are 
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formed and maintained. Service systems that exacerbate negative tendencies would require 

transformation both during a pandemic and post-pandemic.   

 

Service technology during Covid-19 

 

Covid-19 is a crisis that has affected most firms worldwide. The pandemic has suddenly 

changed and affected firms, especially in the service industry. A number of scholars have 

published numerous academic papers to address the Covid-19 issue, and have come up with 

recommendation and future direction for firms in order to survive in the industry. It is apparent 

that the uses of technologies and service innovation are vital for firms in the post Covid-19. 

 

Health control measures during the Covid-19 pandemic imposed by governments all around 

the globe (e.g., lockdowns, social distancing, stay-at-home orders, self- and mandatory-

quarantine, and travel bans) have intensified feelings of loneliness (i.e. a subjective state where 

an individual is not experiencing enough social connectedness; Van Bavel, 2020). Odekerken-

Schröde et al. (2020) identified three potential roles of companion robots (i.e. personal 

assistant, relational peer, and intimate buddy) to mitigate the so-called “global loneliness virus” 

or “loneliness epidemic” due to Covid-19. 

 

In their biometric analysis using science mapping approach of Covid-19 literature in the 

business and management field, Verma and Gustafsson (2020) identified an emerging trend of 

research on Covid-19 and technology. Big data and advanced analytics (e.g., real-time Covid-

19 trackers and GPS data) have been used to inform key decision makers in making important 

decisions and policies on fighting the pandemic. Emerging technologies (e.g., chatbots, 

geolocation information systems, Internet-of-Things, Artificial Intelligence, drones, 

blockchain telemedicine, telehealth, and wearable tracking devices) have been adopted in many 

areas, including working-from-home, learning-from-home, digital healthcare systems, and 

online shopping. Another emerging research topic is the challenges and opportunities 

associated with the Covid-19 infodemic, where the overloaded information related to its cause, 

origin, symptoms and transmission patterns, and alternative treatments and cures has created 

confusion among the public (Krause, et al., 2020; Verma and Gustafsson, 2020).  

 

Marketing and service innovation 

 

Heinonen and Strandvik (2021) conducted a study to understand consumers’ service innovation 

needs after experiencing the Covid-19 pandemic. The study found 11 important categories of 

service innovation from the consumers’ point of view: (1) social initiative innovations (e.g., 

online donation websites); (2) delivery innovations (e.g., contactless delivery using robots); (3) 

physical distancing innovations (e.g., wearables and mobile phone apps to help maintain safe 

physical distancing in public places); (4) remote presence innovations (e.g., virtual travel, 

remote graduation ceremonies), (5) entertainment innovations (e.g., livestreamed music 

performances); (6) health and well-being innovations (e.g., mental health apps); (7) 

professional consultation innovations (e.g., virtual medical consultation); (8) social connection 

innovations (e.g., Zoom and Google’s Vemos); (9) education innovations (e.g., online 

learning); (10) COVID-19 experience innovations (e.g., Futurity platform); and (11) public 

innovations (e.g., the European Parliament app). Based on strategic stretch (the degree of 

change in business model, offerings, and strategy) and strategic horizon (the response 

timeframe), Heinonen and Strandvik (2021) proposed four strategic types of innovations that 

can be used as a benchmark for future research, especially in the service innovation context: 
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 Type 1 (short-time horizon/low strategic stretch) focuses on responding to immediate 

consumer behaviour changes in currently served market. New service innovations in 

this type adjust or modify existing services to meet the new customer requirements 

without significantly changing the strategy or business model. 

 Type 2 (long time horizon/low strategic stretch) tries to exploit a permanent consumer 

behaviour change in currently served markets.  

 Type 3 (short time horizon/high strategic stretch) involves switching to a market that 

has emerged as a result of customer concerns. New services in this type require 

reconfiguration of the business model and strategy.  

 Type 4 (long time horizon/high strategic stretch) reflects envisioning a future potential 

market based on permanent changes in consumer practices.  

 

Meanwhile, the motivation for innovations (problemistic vs slack search) and the level of 

collaborative innovations (low vs high) are two important dimensions of firms’ innovations in 

China during the Covid-19 era (Wang, Hong, Li, & Gao, 2020). Based on the dimensions, 

Wang et al. (2020) suggested a typology of marketing innovation strategies that researchers 

and firms could implement in the future as follows: 

 

1. Responsive strategy in the Covid-19 crisis. 

This strategy maintains existing business by extending its own resources and 

performing marketing innovations to adapt to the new normal due to Covid-19 

pandemic. The company adopting this strategy makes distribution channel 

transformation from offline to online. 

2. Collective strategy in the Covid-19 crisis. 

Due to insufficient resources and capabilities, this strategy adopts collaborative 

innovations and share complementary competencies and resources with collaborating 

firms as well as revitalise its current business through new business. Collective strategy 

is useful for firms that have been significantly affected by the Covid-19 pandemic and 

are highly dependent on external resources. 

 

3. Proactive strategy in the Covid-19 crisis. 

This strategy takes advantages of the existing customer base to develop new business, 

and then acquires both new business and customer base. Proactive strategy is suitable 

for firms that have been relatively unaffected by the pandemic and are less dependent 

on external resources. These companies can use their accumulated slack resources and 

capabilities (e.g., digital technologies) to add new businesses to serve their current and 

potential customers. 

 

4. Partnership strategy in the Covid-19 crisis.  

This strategy aims to expand customer base through win-win collaboration, and then 

acquire both new business and customer base. Partnership strategy works well for firms 

that are less affected during the Covid-19 outbreak and want to develop new businesses 

by combining their internal capabilities with their partners’ complementary resources. 

 

Retail services  

 

In retail services, Pantano, Pizzi, Scarpi, and Dennis (2020) examined consumer behaviour and 

retail strategies during the Covid-19 pandemic. They observed several patterns of consumers’ 
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buying behaviour during the crisis, including perceived scarcity of products, stockpiling 

behaviours (e.g., toilet papers, face masks, and hand sanitisers), lower price sensitivity 

(consumers were willing to pay higher prices for critical product categories during the crisis), 

increased demand for online shopping, and higher acceptance of biometric surveillance 

measures (e.g., face recognition, body scanning, and GPS tracking). Pantano, et al. (2020) 

highlighted the importance of agile retailing, customer focus, and digital communication for 

retailers to manage the situation during the Covid-19 outbreak. They also suggested a few 

research agendas for the future researchers to consider: 

 

 The effect of out-of-stock products and long waiting queues (both online and offline) 

on consumers’ choices, subjective wellbeing, and attitude towards the retailer. 

 The role of local (small) retailers in supporting the economy and helping cope with the 

changing demand during a crisis. 

 The impact of emergency on sustainable buying behaviours and favourable buying 

conditions for vulnerable consumers and essential workers (doctors and nurses). 

 The role of retailers in reshaping customer satisfaction and wellbeing in times of 

emergency. 

 The potential use of emergency as a differentiation factor for retailers (e.g., by being 

perceived more socially responsible, closer to customers, or facilitating unique 

shopping experience). 

 

Tourism services 

 

As mentioned earlier, technology is a vital tool in the Covid-19 era. Within the tourism services 

context, the uses of technology is the solution for re-opening tourism and the economy (Sigala, 

2020). E-tourism has been suggested as a field of study and there is a growing need for e-

tourism research that can find creative business intelligence solutions to better forecast 

markets, simulate different scenarios, and anticipate risks in relation to consumer behaviour 

changes during and post Covid-19 (Gretzel, et al., 2020). Gretzel, et al. (2020) argued that the 

impacts of Covid-19 crisis call for transformative e-tourism research, which embraces the 

following six pillars: 

 

 Historicity (mindful of the historical origins and the value of continuity),  

 Reflexivity (aware of the factors influencing knowledge creation),  

 Transparency (explicit about its values),  

 Equity (sensitive to the impacts on different society groups),  

 Plurality (open to diversity in topics and approaches), and 

 Creativity (willing to break boundaries and be prescriptive).  

  

Sigala (2020) pointed out that tourism research should not simply use Covid-19 as a research 

context to replicate current approaches and knowledge for measuring and estimating tourism 

impacts. Instead, she recommended researchers to explore the impact of crisis on industry 

change, the opportunity to convert disruption into innovation, and strategies to rethink and reset 

a new normal post Covid-19. She also highlighted the importance of understanding tourism 

stakeholder’s perspective during the crisis (i.e. their experiences, attitudes, and behaviours). 

 

Both Gretzel, et al. (2020) and Sigala (2020) suggested the adoption of inter-disciplinary, 

multi-disciplinary or anti-disciplinary research approaches to enable out-of-the-box thinking 

that could increase the research contributions to the tourism knowledge and practices. 
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Specifically, Sigala (2020) proposed the use of new methodological approaches and 

techniques, including paradox research. She identified several paradoxes that could advance 

Covid-19 tourism research: privacy and obscurity; novelty and usefulness; cooperation and 

competition; global and local; self-focus and other-focus; stability and change; self-

preservation and self-actualisation; high-tech and high-touch; and profits and purpose. 

 

 

General Agenda for Future Research 
 

Carracedo, et al. (2020) and Verma and Gustafsson (2020) identified useful current Covid-19 

research clusters, such as impacts of Covid-19 on business, public health, and economy; 

changes in consumption habits; Covid-19 and technology; Covid-19 and supply chain 

management; and Covid-19 and service industry. Most of the themes within the cluster are 

relevant to the halal service context. However, more research is needed to provide specific 

insights on halal service sector. Future research could investigate the following: 

  

 Consumer habits during and post Covid-19, including whether consumers shift to new 

habits, modify their old habits, and/or return to old habits. 

 The impact of Covid-19 on specific service sectors, such as restaurants, health care, 

halal tourism, entertainment, and others. 

 The impact of Covid-19 on Ramadan, Eid celebration, pilgrimage, umrah and hajj. 

 Potential issues of ethnocentrism, nationalism, and xenophobia as results of the Covid-

19 pandemic. 

 The challenges of halal certification and verification during the Covid-19 outbreak. 

 Public perception and acceptance of Covid-19 vaccination. 

 The effects of out-of-stock and long waiting queues (both online and offline) on 

consumers’ choices, satisfaction, and subjective wellbeing. 

 Infodemic (e.g., misinformation, hoax, fake news and advices, emotional contagion of 

mental health) and its impact on business and consumers. 

 The role of advanced technologies (such AI and robotics) in the halal service delivery 

system. 

 Service and marketing innovations in the halal service sectors. 

 The impact of Islamic ethics and etiquette on market behaviour during the pandemic. 

 The modes and methods of marketing communication most acceptable in Islamic 

societies. 

 Digital marketing and its new forms arising from the limited physical interaction during 

lockdowns and similar situations.    

 

In the era of the Covid-19, researchers have experienced several challenges when conducting 

academic research. The research methods that have been used prior to the Covid-19 situation 

may no longer be suitable to use, and would thus require more appropriate methods and 

innovative solutions. On the positive note, researchers need to turn challenges into 

opportunities in conducting service investigation. Scholars have suggested a number of 

research methods that are suitable to employ during the Covid-19 pandemic. The uses of 

technologies in conducting research is essential since researchers are not able to reach their 

respondents or informants physically due to the pandemic.  
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Qualitative Research 

 

Dodds and Hess (2020) suggested online group interviews as a method to use in data collection 

especially in transformative service research. The study identified four key benefits using this 

method, such as being comfortable, non-intrusive and safe; engaging and convenient; online 

communication ease; and easy set-up. It gives an opportunity for the researchers to conduct 

their research in the Covid-19 era. However, there are a few limitations that need to be 

considered using the method, including the lack of non-verbal communication, poor set-up, 

and privacy and access issues (Dodds & Hess, 2020).  

 

Technologies such as Zoom, Google Meet, Microsoft Teams, and Cisco Webex allow 

researchers for video meeting or discussion simultaneously. Moreover, other qualitative 

approaches such as (cyber)ethnography and participatory sensing (i.e. using tourists as sensors 

for data collection) are also appropriate methods to use during and post Covid-19 crisis (Sigala, 

2020). 

 

Quantitative Research 

 

There are a number of software for online surveys or experimental research that can be utilized 

in quantitative method during the Covid-19. Researchers have an option of whether to use paid 

or free online software, such as Qualtric, SurveyMonkey and Google Form. The online survey 

is a convenient and efficient way for researchers for data collection.  

 

Meanwhile, Woodside (2020) employed natural experiment in his analysis of the design and 

implementation of the interventions to mitigate and eliminate the impact of the Covid-19 

outbreak. He framed the interventions (by national and state/provincial governments, 

healthcare facilities, medical science facilities, firms, and individuals) as experiments. The 

Covid-19 pandemic’s impact was compared across nations and among states within the same 

country before and during periods of interventions, and after the intervention is lifted. 

Woodside (2020) suggested that such approach is useful in improving the accuracy of 

predicting impacts of disasters. 

 

Secondary Data 

 

Meanwhile, Verma and Gustafsson (2020) employed meta-analyses and systematic reviews in 

their study. They collected the data from published articles related to Covid-19 literature in the 

business and management indexed in Scopus and Web of Science. It implies that researchers 

could use secondary data in conducting researches, and a bibliometric analysis approach is one 

of the suitable method in the Covid-19 era. Another option is the use of text mining analysis 

for articles published related to Covid-19 (Carracedo, Puertas Medina, & Luisa Martí Selva, 

2020). The study analysed articles and examined the corpus derived from the articles.    

 

Alternatively, researchers might need to collaborate with consultant agencies to conduct a 

study. For instance, Heinonen and Strandvik (2021) collaborated with a consultant agency, and 

used the database provided by the agency. This is one of the methods that can be used in the 

Covid-19 era. Researchers might collaborate with industry players that have access to the 

database, in order to utilise them for their research. 
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Towards the Istihsan Logic in Halal Services Research During Exceptional Circumstances 

 

The covid-19 pandemic gave rise to a number of exceptional circumstances in relation to both 

public and private service contexts. In general, the pandemic represents an example of many 

similar natural disasters human societies might face in future. Hence, halal services research 

would need a robust theoretical foundation to deal with halal service design issues in such 

difficult conditions. What is clear is the evidence that indicates that situations involving 

hardship and extreme challenges require measures that go beyond the rulings of Islamic shariah 

stipulated for usual circumstances. Some industries might need intrusive government initiatives 

of restructuring and repurposing, while others might need the extra support from all members 

of society which would be considered abnormal in usual circumstances. Moreover, extreme 

circumstances might call for some measures which would not be typically considered “halal” 

from the perspective of Islamic scholars who might have given their opinion during normal 

circumstances. The government or businesses might place limitations with regards to the 

movement of people, commodities, services, and payment which might raise issues related to 

personal freedom and justice. However, the logic of istihsan should prevail to protect the 

interests of all, including all nationalities and communities irrespective of their religion, 

conviction, and beliefs. The logic of istihsan is not for Muslims only. Halal service systems 

driven by istihsan must be inclusive and serve the needs of humanity.  
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