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CHAPTER 1

INTRODUCTION

1.1 Introduction

This chapter will highlight an overview on background of the study on halal

food study in the context of non-Muslim consumers in Malaysia. Next section

will discuss the problem of the research by addressing the gap in the literature.

Research questions and research objectives are determined and answered by aligning

the research objectives with research hypotheses. The contribution of this study is

highlighted in the research significance. Then, definition of terms used in this study

are outlined. Finally, research scope and structure of the thesis is presented.

1.2 Background of the study

In discussing the background of halal food consumption of non-Muslim

consumers in Malaysia, it is pertinent to start with the trend toward healthier food

choices that redefine the consumers’ buying behavior. The food preference among

Malaysian consumers have shifted toward healthier diet. Health issues such as

diabetes, hypertension and obesity become the driver for their healthier food choice

(Asraf Mohd-Any et al., 2014) (Agri Food Canada, 2014; Mohd-Any et al., 2014).

The increasing health consciousness among Malaysian consumers also evident by the

increasing scholarly studies to assess the factors behind the healthier food choice in

Malaysia. Some of the healthy food products understudy are organic (Quah and Tan,

2009), green (Hasnah Hassan, 2014) and functional food (Hasnah Hassan, 2011a,b).
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In general, the studies reported that Malaysian consumers have the tendency

to purchase the mentioned healthy food products. Accordingly, such tendency also

indicates the increasing concern among Malaysian consumers to both health and social

issues regarding their food intake.

The above mentioned healthy food products are produced with the concept of

“farm to fork” principles (Pieniak et al., 2010; Aertsens et al., 2011). This principle

would take into account the natural ingredients, animal welfare and environmental

protection aspects to ensure its health, hygiene and safety benefits. The food

shift among Malaysian consumers are further supported by the latest survey on the

willingness to purchase sustainability products, which reported to be higher than

the global average (Nielsen, 2015). Figure 1.1 depicts the factors that determine

Malaysian consumers to purchase sustainability products. Health benefits, trust with

food producers, fresh ingredients, and social-related issues are reported to influence

the Malaysian consumers regarding their food-related purchasing decision.

Figure 1.1: Purchasing factors of sustainability products in Malaysia, (Nielsen Global

Corporate Survey, 2015)

Another characteristic of the report that worth to be noted is that the report

was conducted in Malaysia where Islam is practiced by the majority of Malaysian

consumers (62 per cent) (Department of Statistics, 2011). For Muslim consumers,

their dietary pattern is guided by the Halalan-Toyyiban principles which required them

to consume the permissible, wholesome, clean and healthy food (Ambali and Bakar,

2013; Arif and Sidek, 2015). To cater such religious requirement, the Malaysian

Standard MS 1500:2009 was formulated and developed combining both Sharia laws
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and ISO requirements of food processing such as HACCP and GMP (Latif et al.,

2014; Samori et al., 2014). MS 1500:2009 is adhered by both halal certification body

(JAKIM) and halal industry actors to perform auditing, monitoring, issuance of halal

certificate and logo and producing food within a strict procedure (Tieman, 2015).

In producing halal food, harmful substances are strictly controlled and

monitored in order to be safe to consume. Additionally, animal welfare and

environmental aspects also taken into main considerations in halal food production

(Van der Spiegel et al., 2012; Ab Talib et al., 2015; Rezai et al., 2015). The standard

would not only ensure the halal status, but also health, hygiene and safety benefits.

Thus, halal food is considered as a healthy food product (Ambali and Bakar, 2013).

Accordingly, halal logo become the most important marker for food purchasing

decision for the Muslim consumers (Mohd Nawi and Mohd Nasir, 2014). Further,

the importance of the halal logo on food purchasing decisions among Malaysian

consumers is reflected in the Global Muslim Purchasing Power report (Kearney, 2007).

Malaysian Muslim consumers are ranked at 4th behind Saudi Arabia, Turkey and Iran.

Given the importance of halal on Muslim consumers’ diet and its strict

production procedure, it could be inferred that halal food offer the similar benefits

with the previously mentioned healthy food products. These benefits have attracted

the non-Muslim consumers in Malaysia (Lee et al., 2016). In this sense, the non-

Muslim consumers are reported to consume halal food for ethical and safety reasons

(Rezai et al., 2015; Lee et al., 2016).

However, scholarly studies on non-Muslim consumers’ perception of halal

food are scarce and findings from these studies remain inconclusive (Golnaz et al.,

2010; Haque et al., 2015). Consistent with the previously indicated, these studies

found that food safety become the main reason among the non-Muslim consumers

to consume halal food. However, at the same time, the non-Muslim consumers are

faced with uncertainty when consuming halal food. The Islamic slaughtering method

is considered as inhumane, which indicates an ambiguous evaluation of halal food by

the non-Muslim consumers (Rezai et al., 2015). Accordingly, such scholarly findings

further confirm that lack of understanding on halal principles among the non-Muslim

consumers become the crucial issue that need to be addressed (Rezai et al., 2015;

Krishnan et al., 2017).
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In conjunction with this, Malaysian government is committed to develop the

halal industry as one of the driver of its economic growth. Such commitment is

stated on Malaysian 11th Plan (RMK-11), with the objective for the global acceptance

of Malaysian halal products. To accommodate the global expansion, Malaysian

government and its supporting halal industry agencies have formulated a Malaysian

halal ecosystem. Essentially, it is an interdependence collaboration between actors

in the halal food industry to create efficient governance on halal certification (Rahim,

2016; Fezarudin et al., 2017). Furthermore, based on the Global Islamic Economy

Indicator (GIEI), Malaysia is ranked 1st for the halal food sector which suggest that its

halal ecosystem provide a strong support for the development of the Islamic economy

(Reuters and Standard, 2017). Thus, Malaysia is currently capable to internationalize

its halal food products.

Nevertheless, issues related to the non-Muslim consumers need to be addressed

for such global expansion (Reuters and Standard, 2016). In particular, resistance

from non-Muslim consumers in non-Muslim countries still take place in the halal

food sector. For example, the Netherlands banned the export of halal food from the

country since its government perceived Islamic slaughtering method as inhumane.

Elsewhere, halal food industry has become a subject of investigation regarding the

cost of certification in Australia. These issues pointed out that lack of understanding

on halal principles among the non-Muslim consumers might impede the Malaysian

halal food products global expansion (Reuters and Standard, 2016).

Against this background, issue related to halal food in the context of non-

Muslim consumers presents an area of research. More specifically, the inconclusive

findings from past studies are due to the mis-conceptualization of the perceived

behavior control (PBC) within the theory of planned behavior (TPB) framework.

As a result, the decision-making process of the non-Muslim consumers in halal

food consumption remain unclear and need further investigation. Thus, a better

understanding on non-Muslim consumers’ decision-making process in halal food

consumption would benefit marketers to develop a marketing strategy that properly

convey the halal principles that are align with the non-Muslim consumers’ food choice

motives. In addition, such understanding would also benefit the Malaysian halal

ecosystem to address this issue and expand it on a global scale.
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1.2.1 The importance of focusing on non-Muslim consumers

Malaysia is a multi-ethnic, multicultural and multilingual country which

consists of Malay Muslims (62%), Chinese (24%), Indian (10%, mainly Hindu) with

other minorities and indigenous people (Department of Statistics, 2011). Apart from

the Malays and Indian Muslims, the rest of the ethnicities are mostly non-Muslims.

Each of these ethnicities bring their own cultures with the shared languages, operating

procedures, norms and values to differentiate one group from another and become

the fundamental psychological process (Triandis and Suh, 2002). Accordingly, such

differentiation forms the ethnic identity that signifies the membership and affiliation in

a social and/or ethnic group (Laroche et al., 1999; Carrus et al., 2009).

By maintaining the cultural and religious values from the origin countries,

they are able to keep their cultural ancestry linkage along with the prescription of

tradition and food-related behaviors (Carrus et al., 2009). Accordingly, such an effort

pointed out the strong ethnic identity among the non-Muslim consumers in Malaysia

which differentiate them with the other ethnicity groups in Malaysia. The strong

ethnic identity among the non-Muslim consumers in Malaysia further signify that

their food-related behaviors function as an important manifestation of their culture of

origin (Cleveland et al., 2009). In this view, the non-Muslim consumers’ food-related

behaviors would be significantly influenced by their culture of origin and, therefore,

have a tendency to be highly resistance to change (Cleveland et al., 2009).

Several studies have reported that health factor is the crucial consideration of

choosing food among Malaysian Chinese (Prescott et al., 2002; Yang et al., 2014).

As for the Malaysian Indian counterpart, they prefer the freshness of ingredients as

food safety consideration (Yun and Pysarchik, 2010; Kumar, 2014, 2015). In addition,

the Indian consumers are active information seekers (Kumar et al., 2011). Further,

past studies have reported a significant purchase power among the non-Muslims due

to higher monthly income (Yusof, 2015). Consequently, they are reported to have

considerable monthly expenditures on food such as fast food (Habib et al., 2011) and

food away from home (Tan, 2010).
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Drawing from the discussion, if the principle of halal could be aligned with

their food choice motives, there is an opportunity to expand the market of halal food

beyond the Muslim consumers in Malaysia. Furthermore, focusing on non-Muslim

consumers would allow to show that Islamic teaching of halal is not limited to a rigid

religious ritual. Rather, there are universal values that is offered by Islam in halal food

to be consumed by anyone (Sandikci, 2011). Therefore, the introduction of knowledge

of halal food would form new beliefs among the non-Muslim consumers. Accordingly,

the new beliefs would influence their halal food PI.

1.2.2 The importance of Malaysia as the context of study

As a Muslim country with more than 60% of Muslims from the total

population, halal is the basic requirement for consumption in Malaysia for both

food and non-food (cosmetics and pharmaceuticals) product categories (Tieman,

2015). The need for assurance of the authenticity of halal product become the main

considerations for the implementation of halal in Malaysia. To address the basic

requirement of Muslims’ consumption, the Malaysian government have supported

the industry by forming and initiate the dedicated halal authority, halal abattoirs,

food premises, Islamic tourism, halal logistics and halal conventions and conference

(Syazwan Ab Talib and Bakar Abdul Hamid, 2014). Malaysian government support in

halal industry is made possible by strong Islamic financial sectors and credible halal

certification body in ensuring the integrity of production and trade of halal products

(Hamid et al., 2014; Tieman, 2015).

The guidelines regarding halal food production, handling, distribution and sales

are formulated and issued by the government owned halal agencies and the related

ministries to ensure the integrity of all halal products (Samori et al., 2014). The

guideline is formulated by complying with Sharia laws and ISO methodologies which

resulted in Malaysian Standard MS 1500:2009. In addition, the standard also complies

with Good Manufacturing Practice (GMP) For Food and MS 1480:2007 Food Safety

According to Hazard Analysis and Critical Control Point (HACCP) System (Samori et

al., 2014; Arif and Sidek, 2015).
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Accordingly, MS 1500:2009 covers the halal food production from selecting

raw materials, distributions and marketing activities (Arif and Sidek, 2015). The MS

1500:2009 is the standard used for the issuance of halal certification by the Malaysian

Department of Islamic Development (JAKIM) as the sole halal certification body in

Malaysia. In addition, MS 1500:2009 is globally recognized and accepted by halal

certification bodies in other countries (Latif et al., 2014).

The reason behind the global acknowledgement of MS 1500 is because the

standard is cited by Codex Alimentarius Commission (CAC), a body under the

United Nation responsible to determine global standards of food preparation, as

the best example of halal food standard (Badruldin et al., 2012; Lever and Miele,

2012). Another evidence could be seen in a comparative study by Latif et al.

(2014) who confirmed that JAKIM has the strictest halal requirement criteria among

nine halal certification bodies worldwide that include Southeast Asia, US, Europe,

Australia, New Zealand and Africa. The discussion indicates that being supported

by its government agencies, universities, and business practitioners, Malaysian halal

certification has become the quality marker of food production that recognized

globally. In addition, it is the first halal standard that developed by a Muslim country.

To further comply with shariah laws, the halal standard also supported by

laboratory tests to confirm that the food products are free from toxic and harmful

substances or at least within the permissible limit for alcohol substances (Van

der Spiegel et al., 2012). Some toxic and harmful substances that are under

close inspection include pig derivatives (collagen, mechanically recovered meat,

lard) (Nakyinsige et al., 2012; Rohman and Che Man, 2012), blood plasma (meat

structure and texture), casings (determine size and shape of meat products), non-

meat ingredients (colourants, aromas, preservatives, flavor enhancer) (Nakyinsige et

al., 2012), and alcohol (solvent for extraction) (Ahmad et al., 2015). Scientists

from universities and Ministry of Health Malaysia are involved to conduct such strict

monitoring procedure to ensure halal food are free from toxic and harmful substances

(Rohman and Che Man, 2012; Jaques, 2015).

To further the development of its halal industry, the commitment from the

Malaysian government is formulated on the 11th Malaysian Plan (RMK-11). Halal

industry would be developed as one of the strategic area for the country’s economic

growth. It focuses on the global expansion of Malaysian halal products with the

support of strong Islamic finance infrastructure and halal ecosystem. The latter

encompasses the inter-relatedness between the actors within the halal industry to create
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a business-friendly environment (Fezarudin et al., 2017). There are five main pillars

within the halal ecosystem, they are government support, infrastructure, human capital,

reference center and products and services. Moreover, the halal ecosystem would

provide a platform to develop the Malaysian halal industry into a source of economic

growth as well as establishing an effective and efficient governance related to halal

certification. Figure 1.2 depicts the Malaysian halal ecosystem.

Figure 1.2: The Malaysian halal ecosystem (Fezarudin et al., 2017 p. 595)

Moreover, the Malaysian halal ecosystem has also acknowledged as the best

developed ecosystem to support the halal food sector (Reuters and Standard, 2017).

As the result, Malaysia is currently ranked first as the country with the best Halal Food

Indicator. Malaysia stood out in the halal food export to OIC countries which reach

double from the previous year. In addition, the Malaysian government program to

further develop the halal industry on a global scale in RMK-11 also propelled the

countrys ranking on halal food sector. In line with this, the agenda of the Third

Industrial Masterplan (IMP3: 2006-2020) to become a global halal hub is likely to

be actualized (Fathi et al., 2016; Shariff et al., 2016).
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The discussion pointed out that Malaysia have the required tools to achieve its

global agenda within the halal food sector. The globally recognized MS 1500:2009

indicates that the JAKIM halal logo represents both health benefit and animal

welfare aspects which are not only permissible for Muslim consumers only (Ambali

and Bakar, 2013; Syazwan Ab Talib and Bakar Abdul Hamid, 2014).Furthermore,

a strong government support and the development of halal food ecosystem have

positioned Malaysia as the key player in global halal food sector. Accordingly, such

strong infrastructure would provide an opportunity for Malaysia to address the issue

regarding halal food sector, particularly among the non-Muslim consumers that have

higher monthly expenditure on food (Habib et al., 2010; Tan, 2010; Yusof, 2015).

Accordingly, addressing the issue on halal food on the non-Muslim consumers context

would facilitate the internationalization of the Malaysian halal food product.

1.3 Problem statement

In terms of safety, past studies reported that food safety is the main reason for

non-Muslim consumers in consuming halal food (Aziz and Chok, 2013; Lee et al.,

2016). On the other hand, to assess the ethical aspects Golnaz et al. (2010) and Haque

et al. (2015) used the theory of planned behavior (TPB) to investigate the non-Muslim

consumers’ purchase intention on halal food. In those studies, the authors found

the significant influence of attitude and subjective norm on non-Muslim consumers’

purchase intention on halal food. However, the perceived behavioral control (PBC)

is found to have a negative relationship in one study (Golnaz et al., 2010), while the

other found a positive but insignificant relationship with purchase intention (Haque et

al., 2015).

In most of the earlier studies including the work by Golnaz et al. (2010) and

Haque et al. (2015), it is noted that self-efficacy and relative easiness elements have not

been captured in defining the PBC (Ajzen and Madden, 1986; Ajzen, 1991). Instead,

the authors captured the perception level of food safety, environmental friendly and

animal welfare factors in conceptualizing PBC. According to Steptoe et al. (1995) and

Lindeman and Vaananen (2000), these factors are classified as food choice motives. In

other words, these factors represent the behavioral beliefs or attitude that capture the

expectation when consuming food.
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The result of such inconsistency is the inconclusive findings on the contribution

of PBC in predicting non-Muslim consumers’ halal food PI. Additionally, negative

association regarding animal welfare in halal food production is identified (Golnaz et

al., 2010). In a separate study, the religious motive also found as a perceived barrier to

halal food PI (Rezai et al., 2015). The author suggested that the non-Muslim consumers

perceive halal only as an Islamic ritual. Accordingly, halal food is not perceived to have

a concern on animal welfare and environmental preservation.

Another implication of PBC inconsistency in the halal related TPB model is

the emergence of ambiguous evaluation or ambivalence (Kidwell and Jewell, 2010).

As indicated earlier, halal food is perceived to have health benefits. Yet, at the same

time, the Islamic slaughtering method is perceived as inhumane. In this case, the non-

Muslim consumers’ attitude toward halal food is assumed to be weak. Such weak

attitude could be strengthened if a proper stimulus is introduced which generates a

cognitive processing (Meijboom et al., 2006; Bildtgard, 2008; Ward et al., 2012).

Moreover, the absent of self-efficacy might suggest that non-Muslim consumers would

rely on important referents’ opinions regarding halal food (Aertsens et al., 2009). This

further suggest that the introduction of a proper stimulus would likely to simplify their

decision-making in purchasing halal food.

Furthermore, it is noticeable that past studies used purchase intention (PI) as a

dependent variable. This indicates that there are no available data on their purchase

of the products in Malaysia. More importantly, the data acquired from purchase

intention is used frequently by marketing managers to develop strategic decisions on

marketing program to achieve a company’s marketing objectives (Diallo, 2012; Das,

2014). Several marketing strategies that derived from purchase intention data would

include sales forecast (Morwitz et al., 2007), advertising and promotion (Chekima

et al., 2015), segmentation (Paul and Rana, 2012; Pino et al., 2012) and brand image

(Ryu et al., 2012; Fall Diallo et al., 2013).

However, due to inconclusive findings from past studies, the non-Muslim

consumers’ PI is also remained inconclusive. This would result in the inability to

develop a guidance or plans that people created by themselves to execute food choice

decision (Bagozzi and Yi, 1989; Ajzen, 1991). In this sense, intention in the food-

related behavior requires conscious reasoning to simplify the food choice decision

(Grunert et al., 2012). As such, it could be inferred that currently the non-Muslim

consumers faced an uncertain condition regarding their halal food PI.
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Following the discussion, TPB would be used as the underpinning theory

in this study for the following reasons. Firstly, the inconsistency of past studies

in conceptualizing PBC that did not capture the self-efficacy and relative easiness

factors as defined by Ajzen and Madden (1986) and Ajzen (1991). Secondly,

such inconsistency has led to an inconclusive findings regarding the non-Muslim

consumers’ PI on halal food. Based on these rationale, using another theory to analyze

non-Muslim consumers’ PI of halal food would not be adequate. Further, due to the

inconclusive findings on non-Muslim consumers’ PI, the behavior stage on the TPB

framework could not be analyzed as yet. As a result, the behavior stage would not be

included for analysis and PI would be the dependent variable or phenomena of interest

in this study.

Further, in order to address the issue on the context of non-Muslim consumers’

perception of halal food, there is a call to investigate the role of knowledge and trust

on halal food study in the context of non-Muslim consumers (Marzuki et al., 2012;

Rezai et al., 2015; Jamal and Sharifuddin, 2015). In this study, both variables of

knowledge and trust would be integrated into the TPB framework. In order to integrate

both knowledge and trust in TPB, this study follows the suggestion from Ajzen and

Fishbein (2005) to use complementary theory to identify the relevant background

factors (additional predictors) to be included in the TPB. Principally, the TPB (along

with its original variables) is open to the inclusion of additional variables if these

variables are presented to have significant role in predicting behaviors (Ajzen, 1991;

Conner and Armitage, 1998). In this case, the food choice theory (FCT) (Furst et al.,

1996a) would be applied as the complementary theory which posits the important role

of knowledge and trust in food-related behavior. Therefore, in order to fill the gap in

the literature, this study would integrate knowledge and trust in the TPB as the relevant

background factors related to food behaviors which is consistent with FCT.

According to FCT, both knowledge and trust are important variables in

consumers’ food choice decision. Without them, consumers would be not able to

negotiate the competing beliefs in food choice decision. Consequently, consumers

would fail to develop a plan in simplifying their food choice decision due to difficulties

in their food-related decision making. Figure1.3 summarizes the gap in existing

literature.
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Figure 1.3: The summary of gaps in the literature

Based on the discussion, information regarding halal food is appropriate to be

introduced to the non-Muslim consumers (Rezai et al., 2015). Additionally, trust on

halal logo would reduce the uncertainty related to halal food among the non-Muslim

consumers (Marzuki et al., 2012). In other words, the introduction of halal food

knowledge is necessary to form a new perception on halal food among non-Muslim

consumers (Ajzen et al., 2011). Hence, integrating both knowledge and trust variables

into the TPB framework would be important to explain halal food PI among non-

Muslim consumers in Malaysia. Following the issues on non-Muslim consumers’ halal

food PI, the problem statement is presented as follows:

To what extent does the halal food knowledge impact the purchase intention

among non-Muslim consumers in Malaysia and how does trust, attitude, subjective

norm as well as perceived behavioral control mediate the relationship?

Overall, this study attempts to fill in the gap in the literature by conducting

an empirical examination on the relationship of halal food knowledge (HFK), trust

(TRU), attitude (ATT), subjective norm (SN), perceived behavioral control (PBC) and

purchase intention (PI).
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1.4 Research questions and research objectives

In order to address the problem, the following research questions (RQ) would

guide this study:

i To what extent halal food knowledge will affect non-Muslim consumers’

purchase intention for halal food product?

ii To what extent halal food knowledge will affect non-Muslim consumers’

trust on halal logo, attitude, subjective norm and perceived behavioral

control?

iii To what extent non-Muslim consumers’ trust on halal logo, attitude,

subjective norm and perceived behavioral control will affect non-Muslim

consumers’ purchase intention for halal food product?

iv Will trust on halal logo, attitude, subjective norm and perceived

behavioral control mediate the relationship between halal food

knowledge and halal food purchase intention?

Accordingly, the research objectives (RO) are presented as follow:

i To examine the relationship between halal food knowledge and purchase

intention.

ii To examine the influence of halal food knowledge towards trust on halal

logo, attitude, subjective norm and perceived behavioral control.

iii To examine the influence of trust on halal logo, attitude, subjective norm

and perceived behavioral control toward purchase intention.

iv To examine the mediating effect of trust on halal logo, attitude, subjective

norm and perceived behavioral control between the relationship of halal

food knowledge and purchase intention.
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Table 1.1 highlights the alignment between the objectives and hypotheses that

will conducted in the current study to answer the research questions.

Table 1.1: Research objectives and research hypotheses

Research objectives Hypotheses

RO1:

To examine the relationship

between HFK and PI

H1:

There is a positive relationship

between HFK and PI.

RO2a:

To examine the relationship

between HFK and TRU

H2a:

There is a positive relationship

between HFK and TRU

RO2b:

To examine the relationship

between HFK and ATT

H2b:

There is a positive relationship

between HFK and ATT.

RO2c:

To examine the relationship

between HFK and SN.

H2c:

There is a positive relationship

between HFK and SN

RO2d:

To examine the relationship between

HFK and PBC

H2d:

There is a positive relationship between

HFK and PBC

RO3a:

To examine the relationship

between TRU and PI

H3a:

There is a positive relationship

between TRU PI

RO3b:

To examine the relationship

between ATT and PI

H3b:

There is a positive relationship

between ATT and PI

RO3c:

To examine the relationship between

SN and PI

H3c:

There is a positive relationship

between SN and PI

RO3d:

To examine the relationship

between PBC and PI

H3d.

There is a positive relationship between

PBC and PI

RO4a:

To examine the mediating role of

TRU between the relationship

of HFK and PI

H4a:

TRU will mediate the relationship

between HFK and PI

RO4b:

To examine the mediating role of ATT

between the relationship

of HFK and PI

H4b:

ATT will mediate the relationship

between HFK and PI

RO4c:

To examine the mediating role of SN

between the relationship of HFK and PI

H4c:

SN will mediate the relationship

between HFK and PI

RO4d:

To examine the mediating role of PBC

between the relationship of HFK and PI

H4d:

PBC will mediate

the relationship between HFK and PI
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1.5 Research significance

This study would have theoretical contributions in the following way. First,

the study would conceptualize non-Muslim consumers’ PBC according to the original

definition. To this end, the study would conduct a review of PBC constructs from

food-related studies, including halal food studies. In this way, hopefully the purchase

intention of non-Muslim consumers toward halal food PI could be predicted in a more

consistent manner.

Second, this study provides the argument regarding the role of trust within TPB

framework. The role of trust in TPB would depend upon the social condition under

study. The competing examples from the literatures are reviewed in order to decide the

role of trust. Further, the theoretical support of relationship basis between non-Muslim

consumers and actors in the halal food industry are presented.

Third, this study provides the reason for the need of knowledge or information

to be conveyed to the non-Muslim consumers. The type of knowledge would depend

on types of product and level of involvement. Accordingly, relevant information

content regarding halal food in Malaysia are identified based on established objective

knowledge factors.

Fourth, this study extends the theoretical framework of TPB by integrating both

knowledge and trust variables. In terms of TPB, halal food knowledge will influence

the salient beliefs of non-Muslim consumers. Accordingly, trust, ATT, SN and PBC

would be the mediating variables between halal food knowledge and halal food PI.

1.6 Operational definition of terms

The following definitions are derived from operationally defined variables to

be used for discussing findings from the tested hypotheses. Also, these definitions are

applied to avoid concept misinterpretation of variables. The definitions used in this

study are presented as follow.
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Halal Food Knowledge: Conceptually, knowledge is defined as consumers’

perceived knowledge regarding the attributes of a product that align with their motives

(Brucks, 1985; Keller, 1993). Since the attributes of health and animal-welfare are

the focus of this study, knowledge is operationalized as Halal Food Knowledge and

referred as Non-Muslim consumers’ level of perceived knowledge on the halal food

product attributes related to health benefits and Islamic slaughtering method (Huy Tuu

and Ottar Olsen, 2012; Moorman et al., 2004; Vanhonacker et al., 2007).

Trust: Consumers’ psychological state to rely on trustworthy institutions

to ensure quality due to limited level of knowledge (Rousseau et al., 1998; Lu et

al., 2015). In this study, Trust is operationally defined as Non-Muslim consumers’

perception on halal food based on well-managed halal industry in terms of quality

control which represented by the halal logo (Liang, 2016).

Attitude: An individual’s level of favorable or unfavorable evaluation in

performing a behavior (Ajzen, 1991; Sparks and Shepherd, 2002). In this study,

attitude is operationally defined as Non-Muslim consumers’ favorability of halal food

for its health benefits and ethical values (Taylor and Todd, 1995; Sparks and Shepherd,

2002).

Subjective norm: The social influence, in the form of important referent

individuals or group, that influence an individual to perform a behavior (Ajzen and

Madden, 1986; Ajzen, 1991). In this study, subjective norm is operationally defined

as Non-Muslim consumers’ important referents approval regarding halal food for its

health benefits and ethical values (Smith et al., 2008).

Perceived behavioral control: An individual’s level of control in performing

a behavior that driven by his/her self-efficacy or self-confidence and relative easiness

(Ajzen and Madden, 1986; Ajzen, 1991). In this study, perceived behavioral control

is operationally defined as Non-Muslim consumers’ degree of self-confidence and

relative easiness to consume halal food for its health benefits and ethical values (Sparks

and Shepherd, 2002; Kidwell and Jewel, 2010).
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Purchase intention: The guidance or plans that people created that driven by

willingness and motivation to perform a behavior in the future (Bagozzi and Yi, 1989;

Ajzen, 1991). In this study, purchase intention is operationally defined as Non-Muslim

consumers’ willingness to purchase halal food as a healthy and ethical product in the

future (Sparks and Shepherd, 2002; Paul et al., 2016).

1.7 Research scope

Scope of the study are described as follow:

i The halal food knowledge that used in this study are based on its

relevance with the product attributes of halal food. The study would not

include deep Islamic literatures which could influence the halal status of

a product. For example, Quranic and Hadith verses, fatwa and Islamic

sect (Madh’hab) as these literatures would not be relevant for the context

of non-Muslim consumers and their understanding.

ii Malaysian halal food standard MS 1500:2009 is used in this study

because the quality it possesses and documented in well-published

journal. Additionally, the study recognizes JAKIM as a legitimate halal

agency body to control the halal status of halal food. Accordingly, the

standard is used as the reference to determine halal food attributes that

are aligned with the non-Muslim consumers’ consumption motives.

iii This study would collect samples from non-Muslim population in Kuala

Lumpur and Selangor. These locations are chosen for its high level

of religious diversity. In addition, considerable amounts of modern

hypermarkets and supermarkets are available on both locations that

facilitate the exposure of halal logo to the non-Muslim consumers. In

this sense, both location provide the opportunity to collect samples from

non-Muslim consumers with less influenced by Islamic tradition.
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1.8 Structure of the thesis

This study is comprised of five chapters that explain the further insight and

findings of this research.

Chapter one: This chapter discuss the background of this study, followed by

the research gap and problem that need to be addressed. Next, research questions

are proposed which would be answered through aligning the research objectives and

hypotheses. Finally, operational definition of constructs that are used and scope of this

study are presented.

Chapter two: This chapter provides the theoretical foundation that guide

the logic of this study. It begins with the discussion of the theory of planned

behavior (TPB) and food choice theory (FCT). Subsequently, the chapter moves to the

discussion of each constructs. The relationships among the constructs are developed

into hypotheses, which resulted in the conceptual framework of the study.

Chapter three: This chapter discuss on the research methodology paradigm

and technique that applied in this study. Next, sampling design, data collection

and analysis procedure are discussed. A description on exploratory factor analysis

(EFA) and structure equation modeling (SEM) along with its requirements are the next

discussion of the chapter. Finally, this chapter will discuss the mediating analysis that

is applied for the study.

Chapter four: This chapter presents the results of statistical analysis by using

SPSS version 21 and SmartPLS version 3.2.7. The results from the structural model

analysis are reported and decision on the hypotheses tested are presented.

Chapter five: This chapter would discuss the contribution and conclusion from

this doctoral study. The findings and contributions of this research are presented. The

limitation, suggestion for future study and conclusion of this study would be presented

in this chapter.



REFERENCES

Ab Talib, M. S., Abdul Hamid, A. B., and Zulfakar, M. H. (2015). Halal supply chain

critical success factors: a literature review. Journal of Islamic Marketing, 6(1):44–

71.

Abdul Latiff, Z. A. B., Rezai, G., Mohamed, Z., and Amizi Ayob, M. (2016). Food

labels impact assessment on consumer purchasing behavior in Malaysia. Journal of

food products marketing, 22(2):137–146.

Abdul Rahman, R., Mohamed, Z. A., Rezai, G., Shamsudin, M. N., and Sharifuddin, J.

(2014). Exploring the OIC food manufacturer intention towards adopting Malaysian

halal certification. American Journal of Food Technology, 9(5):266–274.

Abdul Rahman, R., Rezai, G., Mohamed, Z., Shamsudin, M. N., and Sharifuddin, J.

(2013). Malaysia as global halal hub: OIC food manufacturers’ perspective. Journal

of International Food & Agribusiness Marketing, 25(sup1):154–166.

Abdur Razzaque, M. and Nosheen Chaudhry, S. (2013). Religiosity and Muslim

consumers’ decision-making process in a non-Muslim society. Journal of Islamic

marketing, 4(2):198–217.

Adewale, A. A., Yusuf, M.-B., Mat Ghani, G., Meera, A. K. M., Ali, T., and Manap,

A. (2012). The role of institutional trust on the adoption of gold dinar in Kelantan:

an empirical analysis. Journal of Applied Sciences, 12(20):2148–2155.

Aertsens, J., Mondelaers, K., Verbeke, W., Buysse, J., and Van Huylenbroeck, G.

(2011). The influence of subjective and objective knowledge on attitude, motivations

and consumption of organic food. British Food Journal, 113(11):1353–1378.

Aertsens, J., Verbeke, W., Mondelaers, K., and Van Huylenbroeck, G. (2009). Personal

determinants of organic food consumption: a review. British Food Journal,

111(10):1140–1167.

Ahmad, A. N., Yang, T. A., and Wan Abdullah, W. N. (2015). Perceived versus actual

knowledge of alcohol and halal food among food technology undergraduate students

in a Malaysian university. Journal of Islamic Marketing, 6(3):294–313.

Ahmed, A. (2008). Marketing of halal meat in the United Kingdom: Supermarkets

versus local shops. British Food Journal, 110(7):655–670.



207

Ahmed, U., Zafar, Sam Al-Kwifi, O., Saiti, B., and Bin Othman, N. (2014). Consumer

behavior dynamics of Chinese minorities. Journal of Technology management in

china, 9(1):6–23.

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human

decision processes, 50(2):179–211.

Ajzen, I. (2001). Nature and operation of attitudes. Annual review of psychology,

52(1):27–58.

Ajzen, I. and Fishbein, M. (2005). The influence of attitudes on behavior. The

handbook of attitudes, 173(221):31.

Ajzen, I. and Madden, T. J. (1986). Prediction of goal-directed behavior: Attitudes,

intentions, and perceived behavioral control. Journal of experimental social

psychology, 22(5):453–474.

Akter, S., DAmbra, J., and Ray, P. (2010). Service quality of mHealth platforms:

development and validation of a hierarchical model using PLS. Electronic Markets,

20(3-4):209–227.

Akter, S., D’Ambra, J., and Ray, P. (2011). Trustworthiness in mHealth information

services: an assessment of a hierarchical model with mediating and moderating

effects using partial least squares (PLS). Journal of the Association for Information

Science and Technology, 62(1):100–116.

Al-Swidi, A., Mohammed Rafiul Huque, S., Haroon Hafeez, M., and Noor

Mohd Shariff, M. (2014). The role of subjective norms in theory of planned behavior

in the context of organic food consumption. British Food Journal, 116(10):1561–

1580.

Ali, A., Ali, A., and Sherwani, M. (2017). Shaping Halal Into a Brand? Factors

Affecting Consumers Halal Brand Purchase Intention. Journal of International Food

& Agribusiness Marketing, pages 1–26.

Almli, V. L., Verbeke, W., Vanhonacker, F., N\a es, T., and Hersleth, M. (2011).

General image and attribute perceptions of traditional food in six European

countries. Food Quality and Preference, 22(1):129–138.

Ambali, A. R. and Bakar, A. N. (2013). Halal food and products in Malaysia: people’s

awareness and policy implications. Intellectual Discourse, 21(1):7.

Amin, H., Abdul-Rahman, A.-R., and Abdul Razak, D. (2014). Theory of Islamic

consumer behaviour: An empirical study of consumer behaviour of Islamic

mortgage in Malaysia. Journal of Islamic Marketing, 5(2):273–301.

Amin, H., Abdul Rahman, A. R., Abdul Razak, D., and Rizal, H. (2017). Consumer



208

attitude and preference in the Islamic mortgage sector: a study of Malaysian

consumers. Management Research Review, 40(1):95–115.

Amin, M., Isa, Z., and Fontaine, R. (2013). Islamic banks: Contrasting the drivers

of customer satisfaction on image, trust, and loyalty of Muslim and non-Muslim

customers in Malaysia. International Journal of Bank Marketing, 31(2):79–97.

Anderson, J. C. and Gerbing, D. W. (1991). Predicting the performance of measures

in a confirmatory factor analysis with a pretest assessment of their substantive

validities. Journal of applied psychology, 76(5):732.

Ang, M. C., Ramayah, T., and Amin, H. (2015). Efficacy of the theory of planned

behavior in the context of hiring Malaysians with disabilities. The Journal of

Developing Areas, 49(3):13–25.

Anisimova, T. (2016). Integrating multiple factors affecting consumer behavior toward

organic foods: The role of healthism, hedonism, and trust in consumer purchase

intentions of organic foods. Journal of food products marketing, 22(7):809–823.

Anisimova, T. and Sultan, P. (2014). The role of brand communications in consumer

purchases of organic foods: a research framework. Journal of Food Products

Marketing, 20(5):511–532.

Ares, G., Besio, M., Gimnez, A., and Deliza, R. (2010). Relationship between

involvement and functional milk desserts intention to purchase. Influence on attitude

towards packaging characteristics. Appetite, 55(2):298–304.

Argyriou, E. and Melewar, T. C. (2011). Consumer attitudes revisited: a review

of attitude theory in marketing research. International Journal of Management

Reviews, 13(4):431–451.

Arif, S. and Sidek, S. (2015). Application of Halalan Tayyiban in the standard

reference for determining Malaysian halal food. Asian Social Science, 11(17):116.

Aris, A. T., Nor, N. M., Febrianto, N. A., Harivaindaran, K. V., and Yang, T. A. (2012).

Muslim attitude and awareness towards Istihalah. Journal of Islamic Marketing,

3(3):244–254.

Armitage, C. J. and Conner, M. (1999). The theory of planned behaviour: Assessment

of predictive validity and’perceived control. British journal of social psychology,

38(1):35–54.

Arvola, A., Vassallo, M., Dean, M., Lampila, P., Saba, A., Lhteenmki, L., and

Shepherd, R. (2008). Predicting intentions to purchase organic food: The role

of affective and moral attitudes in the Theory of Planned Behaviour. Appetite,

50(2):443–454.



209

Asraf Mohd-Any, A., Shahnaz Mahdzan, N., and Siang Cher, C. (2014). Food choice

motives of different ethnics and the foodies segment in Kuala Lumpur. British Food

Journal, 116(12):1879–1896.

Aurier, P. and NGoala, G. (2010). The differing and mediating roles of trust and

relationship commitment in service relationship maintenance and development.

Journal of the Academy of Marketing Science, 38(3):303–325.

Awan, H. M., Siddiquei, A. N., and Haider, Z. (2015). Factors affecting Halal purchase

intentionevidence from Pakistans Halal food sector. Management Research Review,

38(6):640–660.

Axsen, J. and Kurani, K. S. (2014). Social influence and proenvironmental behavior:

the reflexive layers of influence framework. Environment and Planning B: Planning

and Design, 41(5):847–862.

Ayyub, R. M. (2015). An empirical investigation of ethnic food consumption: A

perspective of majority ethnic group. British Food Journal, 117(4):1239–1255.

Azam, A. and Azam, A. (2016). An empirical study on non-Muslims packaged

halal food manufacturers: Saudi Arabian consumers purchase intention. Journal

of Islamic Marketing, 7(4):441–460.

Aziz, Y. A. and Chok, N. V. (2013). The role of Halal awareness, Halal certification,

and marketing components in determining Halal purchase intention among non-

Muslims in Malaysia: A structural equation modeling approach. Journal of

International Food & Agribusiness Marketing, 25(1):1–23.

Bachleda, C., Hamelin, N., and Benachour, O. (2014). Does religiosity impact

Moroccan Muslim womens clothing choice? Journal of Islamic Marketing,

5(2):210–226.

Badruldin, B., Mohamed, Z., Sharifuddin, J., Rezai, G., Mahir Abdullah, A.,

Abd Latif, I., and Ghazali Mohayidin, M. (2012). Clients’ perception towards

JAKIM service quality in Halal certification. Journal of Islamic Marketing, 3(1):59–

71.

Bagozzi, R. P. and Yi, Y. (1989). The degree of intention formation as a moderator of

the attitude-behavior relationship. Social psychology quarterly, pages 266–279.

Bamberg, S., Hunecke, M., and Blbaum, A. (2007). Social context, personal norms

and the use of public transportation: Two field studies. Journal of Environmental

Psychology, 27(3):190–203.

Bamberg, S. and Schmidt, P. (2003). Incentives, morality, or habit? Predicting students

car use for university routes with the models of Ajzen, Schwartz, and Triandis.



210

Environment and behavior, 35(2):264–285.

Baron, R. M. and Kenny, D. A. (1986). The moderatormediator variable distinction in

social psychological research: Conceptual, strategic, and statistical considerations.

Journal of personality and social psychology, 51(6):1173.

Barry, T. E. and Howard, D. J. (1990). A review and critique of the hierarchy of effects

in advertising. International Journal of Advertising, 9(2):121–135.

Batrinou, A. M., Spiliotis, V., and Sakellaris, G. (2008). Acceptability of genetically

modified maize by young people. British Food Journal, 110(3):250–259.

Bearden, W. O., Hardesty, D. M., and Rose, R. L. (2001). Consumer self-confidence:

Refinements in conceptualization and measurement. Journal of consumer research,

28(1):121–134.

Bildtgard, T. (2008). Trust in food in modern and late-modern societies. Social Science

Information, 47(1):99–128.

Bisbe, J., Batista-Foguet, J.-M., and Chenhall, R. (2007). Defining management

accounting constructs: A methodological note on the risks of conceptual

misspecification. Accounting, organizations and society, 32(7):789–820.

Bonne, K. and Verbeke, W. (2008). Muslim consumer trust in halal meat status and

control in Belgium. Meat science, 79(1):113–123.

Bonne, K., Vermeir, I., Bergeaud-Blackler, F., and Verbeke, W. (2007). Determinants

of halal meat consumption in France. British Food Journal, 109(5):367–386.

Brucks, M. (1985). The effects of product class knowledge on information search

behavior. Journal of consumer research, pages 1–16.

Bryman, A. and Bell, E. (2011). Business Research Methods. NY: Oxford University

Press, Inc.

Butt, M. M., Rose, S., Wilkins, S., and Ul Haq, J. (2017). MNCs and religious

influences in global markets: Drivers of consumer-based halal brand equity.

International Marketing Review, 34(6):885–908.

Canziani, B., Hwang, J., and Byrd, E. T. (2016). Further exploration of subjective

knowledge in the wine sector. International Journal of Wine Business Research,

28(3):246–265.

Carlson, J. P., Vincent, L. H., Hardesty, D. M., and Bearden, W. O. (2008). Objective

and subjective knowledge relationships: A quantitative analysis of consumer

research findings. Journal of Consumer Research, 35(5):864–876.



211

Carpenter, C. J. (2010). A meta-analysis of the effectiveness of health belief model

variables in predicting behavior. Health communication, 25(8):661–669.

Carrion, G. C., Nitzl, C., and Roldn, J. L. (2017). Mediation Analyses in Partial Least

Squares Structural Equation Modeling: Guidelines and Empirical Examples. In

Partial Least Squares Path Modeling, pages 173–195. Springer.

Carrus, G., Nenci, A. M., and Caddeo, P. (2009). The role of ethnic identity

and perceived ethnic norms in the purchase of ethnical food products. Appetite,

52(1):65–71.

Chamhuri, N. and Batt, P. J. (2015). Consumer perceptions of food quality in Malaysia.

British Food Journal, 117(3):1168–1187.

Chang, C. (2012). Ambivalent attitudes in a communication process: An integrated

model. Human Communication Research, 38(3):332–359.

Chaudhuri, A. and Holbrook, M. B. (2002). Product-class effects on brand

commitment and brand outcomes: The role of brand trust and brand affect. Journal

of Brand Management, 10(1):33–58.

Chekima, B., Wafa, S. A. W. S. K., Igau, O. A., and Chekima, S. (2015).

Determinant Factors of Consumers Green Purchase Intention: The Moderating Role

of Environmental Advertising. Asian Social Science, 11(10):318.

Chen, C.-f., Xu, X., and Frey, S. (2016). Who wants solar water heaters and alternative

fuel vehicles? Assessing socialpsychological predictors of adoption intention and

policy support in China. Energy Research & Social Science, 15:1–11.

Chen, M.-F. (2011). The gender gap in food choice motives as determinants

of consumers’ attitudes toward GM foods in Taiwan. British Food Journal,

113(6):697–709.

Chen, M.-F. and Huang, C.-H. (2013). The impacts of the food traceability system and

consumer involvement on consumers’ purchase intentions toward fast foods. Food

Control, 33(2):313–319.

Chen, M.-F. and Tung, P.-J. (2014). Developing an extended theory of planned

behavior model to predict consumers intention to visit green hotels. International

journal of hospitality management, 36:221–230.

Chen, W. (2013). The effects of different types of trust on consumer perceptions of

food safety: An empirical study of consumers in Beijing Municipality, China. China

Agricultural Economic Review, 5(1):43–65.

Cheng, S., Lam, T., and Hsu, C. H. (2005). Testing the sufficiency of the theory

of planned behavior: A case of customer dissatisfaction responses in restaurants.



212

International Journal of Hospitality Management, 24(4):475–492.

Chuah, L.-O., He, X. B., Effarizah, M. E., Syahariza, Z. A., Shamila-Syuhada, A. K.,

and Rusul, G. (2016). Mislabelling of beef and poultry products sold in Malaysia.

Food Control, 62:157–164.

Clark, V. L. P. and Creswell, J. W. (2014). Understanding research: A consumer’s

guide. Pearson Higher Ed.

Cleveland, M., Laroche, M., Pons, F., and Kastoun, R. (2009). Acculturation and

consumption: Textures of cultural adaptation. International Journal of intercultural

relations, 33(3):196–212.

Collins, D. (2003). Pretesting survey instruments: an overview of cognitive methods.

Quality of life research, 12(3):229–238.

Colquitt, J. A. and Rodell, J. B. (2011). Justice, trust, and trustworthiness:

A longitudinal analysis integrating three theoretical perspectives. Academy of

Management Journal, 54(6):1183–1206.

Conner, M. and Armitage, C. J. (1998). Extending the theory of planned behavior:

A review and avenues for further research. Journal of applied social psychology,

28(15):1429–1464.

Connors, M., Bisogni, C. A., Sobal, J., and Devine, C. M. (2001). Managing values in

personal food systems. Appetite, 36(3):189–200.

Craighead, C. W., Ketchen, D. J., Dunn, K. S., and Hult, G. T. M. (2011). Addressing

common method variance: guidelines for survey research on information

technology, operations, and supply chain management. IEEE Transactions on

Engineering Management, 58(3):578–588.

Cronin, J. M. and McCarthy, M. B. (2011). Preventing game over: A study of the

situated food choice influences within the videogames subculture. Journal of Social

Marketing, 1(2):133–153.

Crotts, J. C., Aziz, A., and Raschid, A. (1998). Antecedents of supplier’s commitment

to wholesale buyers in the international travel trade. Tourism Management,

19(2):127–134.

Das, G. (2014). Linkages of retailer awareness, retailer association, retailer perceived

quality and retailer loyalty with purchase intention: a study of Indian food retail

brands. Journal of Retailing and Consumer Services, 21(3):284–292.

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance

of information technology. MIS quarterly, pages 319–340.

De Jonge, J., Van Trijp, H., Goddard, E., and Frewer, L. (2008). Consumer confidence



213

in the safety of food in Canada and the Netherlands: The validation of a generic

framework. Food quality and preference, 19(5):439–451.

De Jonge, J., Van Trijp, H., Renes, R. J., and Frewer, L. J. (2010). Consumer

confidence in the safety of food and newspaper coverage of food safety issues: A

longitudinal perspective. Risk analysis, 30(1):125–142.

De Leeuw, A., Valois, P., Morin, A. J., and Schmidt, P. (2014). Gender differences

in psychosocial determinants of university students intentions to buy fair trade

products. Journal of consumer policy, 37(4):485–505.

Delgado-Ballester, E. and Luis Munuera-Aleman, J. (2005). Does brand trust matter

to brand equity? Journal of product & brand management, 14(3):187–196.

Demirci, M. N., Soon, J. M., and Wallace, C. A. (2016). Positioning food safety in

Halal assurance. Food Control, 70:257–270.

Department of Standards, M. (2015). MS 1500: 2009 - Halal Food - JSM Portal.

http://www.jsm.gov.my/ms-1500-2009-halal-food.Wp4573wxXIV. Accessed on

2016-03-06.

Department of Statistics, M. (2011). Department of Statistics Malaysia Official

Portal. https://www.dosm.gov.my/v1/index.php?r=column/cthemeByCat&cat=

117&bul id=MDMxdHZjWTk1SjFzTzNkRXYzcVZjdz09&menu id=

L0pheU43NWJwRWVSZklWdzQ4TlhUUT09. Accessed on 2017-12-10.

Diallo, M. F. (2012). Effects of store image and store brand price-image on store brand

purchase intention: Application to an emerging market. Journal of Retailing and

Consumer Services, 19(3):360–367.

Diamantopoulos, A. (2011). Incorporating formative measures into covariance-based

structural equation models. Mis Quarterly, pages 335–358.

Diamantopoulos, A., Riefler, P., and Roth, K. P. (2008). Advancing formative

measurement models. Journal of business research, 61(12):1203–1218.

Diamantopoulos, A. and Siguaw, J. A. (2006). Formative versus reflective indicators

in organizational measure development: A comparison and empirical illustration.

British Journal of Management, 17(4):263–282.

Dodd, T. H., Laverie, D. A., Wilcox, J. F., and Duhan, D. F. (2005). Differential

effects of experience, subjective knowledge, and objective knowledge on sources of

information used in consumer wine purchasing. Journal of Hospitality & Tourism

Research, 29(1):3–19.

Dowd, K. and Burke, K. J. (2013). The influence of ethical values and food choice



214

motivations on intentions to purchase sustainably sourced foods. Appetite, 69:137–

144.

Eden, S., Bear, C., and Walker, G. (2008). Understanding and (dis) trusting food

assurance schemes: consumer confidence and the knowledge fix. Journal of Rural

Studies, 24(1):1–14.

Edwards, J. R. (2011). The fallacy of formative measurement. Organizational

Research Methods, 14(2):370–388.

Eisingerich, A. B. and Bell, S. J. (2007). Maintaining customer relationships in high

credence services. Journal of Services Marketing, 21(4):253–262.

Erdem, T. and Swait, J. (1998). Brand equity as a signaling phenomenon. Journal of

consumer Psychology, 7(2):131–157.

Erdem, T. and Swait, J. (2004). Brand credibility, brand consideration, and choice.

Journal of consumer research, 31(1):191–198.

Fall Diallo, M., Chandon, J.-L., Cliquet, G., and Philippe, J. (2013). Factors

influencing consumer behaviour towards store brands: evidence from the French

market. International Journal of Retail & Distribution Management, 41(6):422–

441.

Farouk, M. M., Pufpaff, K. M., and Amir, M. (2016). Industrial halal meat production

and animal welfare: A review. Meat science, 120:60–70.

Fathi, E., Zailani, S., Iranmanesh, M., and Kanapathy, K. (2016). Drivers of consumers

willingness to pay for halal logistics. British Food Journal, 118(2):464–479.

Faul, F., Erdfelder, E., Buchner, A., and Lang, A.-G. (2009). Statistical power analyses

using G* Power 3.1: Tests for correlation and regression analyses. Behavior

research methods, 41(4):1149–1160.

Fernqvist, F. and Ekelund, L. (2014). Credence and the effect on consumer liking of

foodA review. Food Quality and Preference, 32:340–353.

Fezarudin, F. Z., Tan, M. I. I., and Saeed, F. A. Q. (2017). Data Visualization for

Human Capital and Halal Training in Halal Industry Using Tableau Desktop. In

Asian Simulation Conference, pages 593–604. Springer.

Finn, A. and Wang, L. (2014). Formative vs. reflective measures: Facets of variation.

Journal of Business Research, 67(1):2821–2826.

Fischer, A. R., Van Dijk, H., de Jonge, J., Rowe, G., and Frewer, L. J. (2013).

Attitudes and attitudinal ambivalence change towards nanotechnology applied to

food production. Public Understanding of Science, 22(7):817–831.



215

Fischer, J. (2016). Markets, religion, regulation: Kosher, halal and Hindu

vegetarianism in global perspective. Geoforum, 69:67–70.

Flynn, L. R. and Goldsmith, R. E. (1999). A short, reliable measure of subjective

knowledge. Journal of business research, 46(1):57–66.

French, D. P., Sutton, S., Hennings, S. J., Mitchell, J., Wareham, N. J., Griffin, S.,

Hardeman, W., and Kinmonth, A. L. (2005). The importance of affective beliefs

and attitudes in the theory of planned behavior: Predicting intention to increase

physical activity. Journal of Applied Social Psychology, 35(9):1824–1848.

Frewer, L. J., Bergmann, K., Brennan, M., Lion, R., Meertens, R., Rowe, G., Siegrist,

M., and Vereijken, C. (2011). Consumer response to novel agri-food technologies:

Implications for predicting consumer acceptance of emerging food technologies.

Trends in Food Science & Technology, 22(8):442–456.

Frewer, L. J., Howard, C., Hedderley, D., and Shepherd, R. (1996). What determines

trust in information about food-related risks? Underlying psychological constructs.

Risk analysis, 16(4):473–486.

Furst, T., Connors, M., Bisogni, C. A., Sobal, J., and Falk, L. W. (1996a). Food choice:

a conceptual model of the process. Appetite, 26(3):247–266.

Furst, T., Connors, M., Bisogni, C. A., Sobal, J., and Falk, L. W. (1996b). Food choice:

a conceptual model of the process. Appetite, 26(3):247–266.

Fuseini, A., Wotton, S. B., Hadley, P. J., and Knowles, T. G. (2017). The perception and

acceptability of pre-slaughter and post-slaughter stunning for Halal production: The

views of UK Islamic scholars and Halal consumers. Meat science, 123:143–150.

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller

relationships. the Journal of Marketing, pages 1–19.

Gefen, D., Straub, D., and Boudreau, M.-C. (2000). Structural equation modeling and

regression: Guidelines for research practice. Communications of the association for

information systems, 4(1):7.

George, J. F. (2004). The theory of planned behavior and Internet purchasing. Internet

research, 14(3):198–212.

Godin, G. and Kok, G. (1996). The theory of planned behavior: a review of its

applications to health-related behaviors. American journal of health promotion,

11(2):87–98.

Goh, S. K. and Balaji, M. S. (2016). Linking green skepticism to green purchase

behavior. Journal of Cleaner Production, 131:629–638.



216

Golnaz, R., Zainalabidin, M., Mad Nasir, S., and Eddie Chiew, F. C. (2010). Non-

Muslims awareness of Halal principles and related food products in Malaysia.

International Food Research Journal, 17(3):667–674.

Gracia, A. and de Magistris, T. (2016). Consumer preferences for food labeling: what

ranks first? Food control, 61:39–46.

Green, J. P., Tonidandel, S., and Cortina, J. M. (2016). Getting through the

gate: Statistical and methodological issues raised in the reviewing process.

Organizational Research Methods, 19(3):402–432.

Grieve, P. G. and Hogg, M. A. (1999). Subjective uncertainty and intergroup

discrimination in the minimal group situation. Personality and Social Psychology

Bulletin, 25(8):926–940.

Grunert, K. G. (2015). The common ground between sensory and consumer science.

Current Opinion in Food Science, 3:19–22.

Grunert, K. G., Shepherd, R., Traill, W. B., and Wold, B. (2012). Food choice,

energy balance and its determinants: Views of human behaviour in economics and

psychology. Trends in food science & technology, 28(2):132–142.

Habib, F. Q., Abu Dardak, R., and Zakaria, S. (2011). Consumers preference and

consumption towards fast food: Evidences from Malaysia. Business & Management

Quaterly Review, 2(1):14–27.

Hagger, M. S. and Chatzisarantis, N. L. (2005). First-and higher-order models of

attitudes, normative influence, and perceived behavioural control in the theory of

planned behaviour. British Journal of Social Psychology, 44(4):513–535.

Hair, J. F., Black, W., Babin, B., and Anderson, R. (2010). Multivariate Data Analysis.

Englewood Cliffs, NJ: Prentice Hall.

Hair, J. F., Hult, G. T. M., Ringle, C., and Sarstedt, M. (2017). A primer on partial

least squares structural equation modeling (PLS-SEM): Second Edition. California:

SAGE Publications, Inc.

Hair, J. F., Hult, G. T. M., Ringle, C. M., and Sarstedt, M. (2014). A primer on partial

least squares structural equation modeling (PLS-SEM). LA: Sage Publications, Inc.

Hair, J. F., Ringle, C. M., and Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet.

Journal of Marketing theory and Practice, 19(2):139–152.

Hair, J. F., Sarstedt, M., Pieper, T. M., and Ringle, C. M. (2012). The use of partial least

squares structural equation modeling in strategic management research: a review of

past practices and recommendations for future applications. Long range planning,

45(5):320–340.



217

Haleem, A. and Khan, M. I. (2017). Towards successful adoption of Halal logistics

and its implications for the stakeholders. British Food Journal, 119(7).

Hamid, A. B. A., Ab Talib, M. S., and Mohamad, N. (2014). Halal logistics: A

marketing mix perspective. Intellectual Discourse, 22(2):191.

Hammad, H., El-Bassiouny, N., Paul, P., and Mukhopadhyay, K. (2014). Antecedents

and consequences of consumers attitudinal dispositions toward cause-related

marketing in Egypt. Journal of Islamic Marketing, 5(3):414–445.

Hammond, R., Velikova, N., and Dodd, T. H. (2013). Information sources used by

Millennial restaurant wine consumers. Journal of foodservice business research,

16(5):468–485.

Han, H. (2015). Travelers’ pro-environmental behavior in a green lodging context:

Converging value-belief-norm theory and the theory of planned behavior. Tourism

Management, 47:164–177.

Han, H. and Hwang, J. (2017). What Motivates Delegates Conservation Behaviors

While Attending a Convention? Journal of Travel & Tourism Marketing, 34(1):82–

98.

Han, T.-I. and Stoel, L. (2016). The effect of social norms and product knowledge

on purchase of organic cotton and fair-trade apparel. Journal of Global Fashion

Marketing, 7(2):89–102.

Haque, A., Sarwar, A., Yasmin, F., Tarofder, A. K., and Hossain, M. A. (2015). Non-

Muslim consumers perception toward purchasing halal food products in Malaysia.

Journal of Islamic Marketing, 6(1):133–147.

Hardesty, D. M. and Bearden, W. O. (2004). The use of expert judges in scale

development: Implications for improving face validity of measures of unobservable

constructs. Journal of Business Research, 57(2):98–107.

Harreveld, F., Nohlen, H. U., and Schneider, I. K. (2015). The ABC of ambivalence:

Affective, Behavioral, and Cognitive consequences of attitudinal conflict. Advances

in Experimental Social Psychology, 52:285–324.

Hasnah Hassan, S. (2011a). Consumption of functional food model for Malay Muslims

in Malaysia. Journal of Islamic Marketing, 2(2):104–124.

Hasnah Hassan, S. (2011b). Managing conflicting values in functional food

consumption: the Malaysian experience. British Food Journal, 113(8):1045–1059.

Hasnah Hassan, S. (2014). The role of Islamic values on green purchase intention.

Journal of Islamic Marketing, 5(3):379–395.



218

Hayes, A. F. (2013). Introduction to mediation, moderation, and conditional process

analysis: A regression-based approach. NY: The Guilford Press.

Henseler, J., Ringle, C. M., and Sarstedt, M. (2015). A new criterion for assessing

discriminant validity in variance-based structural equation modeling. Journal of the

Academy of Marketing Science, 43(1):115–135.

Henseler, J., Ringle, C. M., and Sinkovics, R. R. (2009). The use of partial least squares

path modeling in international marketing. In New challenges to international

marketing, pages 277–319. Emerald Group Publishing Limited.

Henson, R. K. and Roberts, J. K. (2006). Use of exploratory factor analysis in

published research: Common errors and some comment on improved practice.

Educational and Psychological measurement, 66(3):393–416.

Hertzog, M. A. (2008). Considerations in determining sample size for pilot studies.

Research in nursing & health, 31(2):180–191.

Hjelmar, U. (2011). Consumers purchase of organic food products. A matter of

convenience and reflexive practices. Appetite, 56(2):336–344.

Honkanen, P., Verplanken, B., and Olsen, S. O. (2006). Ethical values and motives

driving organic food choice. Journal of Consumer Behaviour, 5(5):420–430.

Horst, M., Kuttschreuter, M., and Gutteling, J. M. (2007). Perceived usefulness,

personal experiences, risk perception and trust as determinants of adoption of

e-government services in The Netherlands. Computers in Human Behavior,

23(4):1838–1852.

Hsieh, P.-J. (2015). Physicians acceptance of electronic medical records exchange: An

extension of the decomposed TPB model with institutional trust and perceived risk.

International journal of medical informatics, 84(1):1–14.

Hsu, C.-L., Chang, C.-Y., and Yansritakul, C. (2017). Exploring purchase intention

of green skincare products using the theory of planned behavior: Testing the

moderating effects of country of origin and price sensitivity. Journal of Retailing

and Consumer Services, 34:145–152.

Hsu, S.-Y., Chang, C.-C., and Lin, T. T. (2016). An analysis of purchase intentions

toward organic food on health consciousness and food safety with/under structural

equation modeling. British Food Journal, 118(1):200–216.

Hua, L. Y., Ramayah, T., Ping, T. A., and Jun-Hwa, C. (2017). Social Media as a Tool

to Help Select Tourism Destinations: The Case of Malaysia. Information Systems

Management, 34(3):265–279.

Hulland, J., Baumgartner, H., and Smith, K. M. (2018). Marketing survey research best



219

practices: evidence and recommendations from a review of JAMS articles. Journal

of the Academy of Marketing Science, 46(1):92–108.

Hutter, K., Hautz, J., Dennhardt, S., and Fller, J. (2013). The impact of user interactions

in social media on brand awareness and purchase intention: the case of MINI on

Facebook. Journal of Product & Brand Management, 22(5/6):342–351.

Huy Tuu, H. and Ottar Olsen, S. (2012). Certainty, risk and knowledge in the

satisfaction-purchase intention relationship in a new product experiment. Asia

Pacific Journal of Marketing and Logistics, 24(1):78–101.

Huy Tuu, H., Ottar Olsen, S., and Thi Thuy Linh, P. (2011). The moderator effects

of perceived risk, objective knowledge and certainty in the satisfaction-loyalty

relationship. Journal of Consumer Marketing, 28(5):363–375.

Ireland, J. and Abdollah Rajabzadeh, S. (2011). UAE consumer concerns about halal

products. Journal of Islamic Marketing, 2(3):274–283.

Ishak, S., Ishak, S., Awang, A. H., Awang, A. H., Hussain, M. Y., Hussain, M. Y.,

Ramli, Z., Ramli, Z., Md Sum, S., and Md Sum, S. (2016). A study on the mediating

role of halal perception: determinants and consequence reflections. Journal of

Islamic Marketing, 7(3):288–302.

Jafari, A. and Goulding, C. (2013). Globalization, reflexivity, and the project of the

self: a virtual intercultural learning process. Consumption Markets & Culture,

16(1):65–90.

Jamal, A. and Sharifuddin, J. (2015). Perceived value and perceived usefulness of halal

labeling: The role of religion and culture. Journal of Business Research, 68(5):933–

941.

Jaques, T. (2015). Cadbury and pig DNA: when issue management intersects with

religion. Corporate Communications: An International Journal, 20(4):468–482.

Jarvis, C. B., MacKenzie, S. B., and Podsakoff, P. M. (2003). A critical review

of construct indicators and measurement model misspecification in marketing and

consumer research. Journal of consumer research, 30(2):199–218.

Kalantari Shahijan, M., Rezaei, S., Nigel Preece, C., and Khairuzzaman Wan Ismail,

W. (2014). Examining retailers behaviour in managing critical points in Halal meat

handling: A PLS analysis. Journal of Islamic Marketing, 5(3):446–472.

Kalkbrenner, B. J. and Roosen, J. (2016). Citizens willingness to participate in local

renewable energy projects: The role of community and trust in Germany. Energy

Research & Social Science, 13:60–70.

Kang, J., Liu, C., and Kim, S.-H. (2013). Environmentally sustainable textile



220

and apparel consumption: the role of consumer knowledge, perceived consumer

effectiveness and perceived personal relevance. International Journal of Consumer

Studies, 37(4):442–452.

Kantsperger, R. and Kunz, W. H. (2010). Consumer trust in service companies: a

multiple mediating analysis. Managing Service Quality: An International Journal,

20(1):4–25.

Kareklas, I., Carlson, J. R., and Muehling, D. D. (2014). I eat organic for my benefit

and yours: Egoistic and altruistic considerations for purchasing organic food and

their implications for advertising strategists. Journal of Advertising, 43(1):18–32.

Kashif, M. and De Run, E. C. (2015). Money donations intentions among Muslim

donors: an extended theory of planned behavior model. International Journal of

Nonprofit and Voluntary Sector Marketing, 20(1):84–96.

Kashif, M., Zarkada, A., and Ramayah, T. (2016). The impact of attitude,

subjective norms, and perceived behavioural control on managers intentions to

behave ethically. Total Quality Management & Business Excellence, pages 1–21.

Kearney, A. (2007). Addressing muslim market. http://imaratconsultants.com/wp-

content/uploads/2012/10/Addressing-Muslim-Market.pdf. Accessed on 2015-04-

30.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand

equity. the Journal of Marketing, pages 1–22.

Keller, K. L. (2009). Building strong brands in a modern marketing communications

environment. Journal of marketing communications, 15(2-3):139–155.

Keller, K. L. (2010). Brand equity management in a multichannel, multimedia retail

environment. Journal of Interactive Marketing, 24(2):58–70.

Keller, K. L. (2012). Understanding the richness of brand relationships: Research

dialogue on brands as intentional agents. Journal of Consumer Psychology,

22(2):186–190.

Keller, K. L. and Lehmann, D. R. (2006). Brands and branding: Research findings and

future priorities. Marketing science, 25(6):740–759.

Khalek, A. A. and Ismail, S. H. S. (2015). Why Are We Eating Halal-Using the Theory

of Planned Behavior in Predicting Halal Food Consumption among Generation Y in

Malaysia. International Journal of Social Science and Humanity, 5(7):608.

Kidwell, B. and Jewell, R. D. (2010). The motivational impact of perceived control on

behavioral intentions. Journal of Applied Social Psychology, 40(9):2407–2433.

Kim, J.-E. and Johnson, K. K. (2013). The impact of moral emotions on cause-related



221

marketing campaigns: A cross-cultural examination. Journal of business ethics,

112(1):79–90.

Klockner, C. A. (2013). A comprehensive model of the psychology of environmental

behaviourA meta-analysis. Global environmental change, 23(5):1028–1038.

Kotrlik, J. W. and Williams, H. A. (2003). The incorporation of effect size

in information technology, learning, and performance research. Information

Technology, Learning, and Performance Journal, 21(1):1.

Krishen, A. S., Agarwal, S., and Kachroo, P. (2016). Is having accurate knowledge

necessary for implementing safe practices? A consumer folk theories-of-mind

perspective on the impact of price. European Journal of Marketing, 50(5/6):1073–

1093.

Krishnan, S., Aderis, M. H. H. M., Azman, M. N., and Kamaluddin, M. N. A. (2017).

Halal food: Study on non-muslim acceptance. American Journal of Economics,

7(1):41–45.

Kumar, A., Fairhurst, A., and Kim, Y.-K. (2011). Ethnocentric tendencies of Indian

consumers: impact on preference for domestic versus foreign products. The

International Review of Retail, Distribution and Consumer Research, 21(4):323–

341.

Kumar, S. (2014). Indian consumer attitudes toward food safety: An exploratory study.

Journal of Food Products Marketing, 20(3):229–243.

Kumar, S. (2015). Indian Consumers Perception for Packaged Food and the Strategies

of Food and Grocery Retailers in IndiaAn Analysis. Journal of Food Products

Marketing, 21(3):306–318.

Kwon, D. Y. and Tamang, J. P. (2015). Religious ethnic foods. Journal of Ethnic

Foods, 2(2):45–46.

Lada, S., Harvey Tanakinjal, G., and Amin, H. (2009). Predicting intention to choose

halal products using theory of reasoned action. International Journal of Islamic and

Middle Eastern Finance and Management, 2(1):66–76.

Lades, L. K. (2014). Impulsive consumption and reflexive thought: Nudging ethical

consumer behavior. Journal of Economic Psychology, 41:114–128.

Laroche, M., Kim, C., and Tomiuk, M. A. (1999). Italian ethnic identity and its

relative impact on the consumption of convenience and traditional foods. British

Food Journal, 101(3):201–228.

Lassoued, R. and Hobbs, J. E. (2015). Consumer confidence in credence attributes:

The role of brand trust. Food Policy, 52:99–107.



222

Latif, I. A., Mohamed, Z., Sharifuddin, J., Abdullah, A. M., and Ismail, M. M. (2014).

A comparative analysis of global halal certification requirements. Journal of Food

Products Marketing, 20(sup1):85–101.

Lee, C. (1991). Modifying an American consumer behavior model for consumers

in Confucian culture: the case of Fishbein behavioral intention model. Journal of

International Consumer Marketing, 3(1):27–50.

Lee, H.-J. and Yun, Z.-S. (2015). Consumers perceptions of organic food attributes and

cognitive and affective attitudes as determinants of their purchase intentions toward

organic food. Food quality and preference, 39:259–267.

Lee, M.-C. (2009). Factors influencing the adoption of internet banking: An integration

of TAM and TPB with perceived risk and perceived benefit. Electronic commerce

research and applications, 8(3):130–141.

Lee, S.-H., Siong, K.-C., Lee, K.-S., and Kim, H.-S. (2016). Non-Muslim Customers

Purchase Intention on Halal Food Products in Malaysia. , 22(1):108–116.

Lever, J. and Miele, M. (2012). The growth of halal meat markets in Europe:

An exploration of the supply side theory of religion. Journal of Rural Studies,

28(4):528–537.

Liang, R.-D. (2016). Predicting intentions to purchase organic food: the moderating

effects of organic food prices. British Food Journal, 118(1):183–199.

Lim, K. L., Soutar, G. N., and Lee, J. A. (2013). Factors affecting investment

intentions: A consumer behaviour perspective. Journal of Financial Services

Marketing, 18(4):301–315.

Lin, Z. and Filieri, R. (2015). Airline passengers continuance intention towards online

check-in services: The role of personal innovativeness and subjective knowledge.

Transportation Research Part E: Logistics and Transportation Review, 81:158–168.

Linan, F., Nabi, G., and Krueger, N. (2013). British and Spanish entrepreneurial

intentions: A comparative study. Revista de economa Mundial, 33:73–103.

Lindeman, M. and Vaananen, M. (2000). Measurement of ethical food choice motives.

Appetite, 34(1):55–59.

Lobb, A. E., Mazzocchi, M., and Traill, W. B. (2007). Modelling risk perception

and trust in food safety information within the theory of planned behaviour. Food

Quality and Preference, 18(2):384–395.

Lu, X., Xie, X., and Xiong, J. (2015). Social trust and risk perception of genetically

modified food in urban areas of China: the role of salient value similarity. Journal

of Risk Research, 18(2):199–214.



223

MacKenzie, S. B. and Podsakoff, P. M. (2012). Common method bias in marketing:

causes, mechanisms, and procedural remedies. Journal of Retailing, 88(4):542–555.

Malaysiakini (2016). Exec: Auntie Anne’s halal application rejected over ’Pretzel

Dog’. https://www.malaysiakini.com/news/359365. Accessed on 2017-12-01.

MalaysianDigest (2016). Pretzel Dog Is Now Officially Pretzel Sausage, Auntie

Anne’s Confirms. http://www.malaysiandigest.com/frontpage/29-4-tile/645485-

pretzel-dog-is-now-officially-pretzel-sausage-auntie-anne-s-confirms.html. Ac-

cessed on 2017-12-01.

Marcoulides, G. A. and Chin, W. W. (2013). You write, but others read: Common

methodological misunderstandings in PLS and related methods. In New perspectives

in partial least squares and related methods, pages 31–64. Springer.

Marques, M. D., Critchley, C. R., and Walshe, J. (2015). Attitudes to genetically

modified food over time: How trust in organizations and the media cycle predict

support. Public Understanding of Science, 24(5):601–618.

Martinez, D. C., Hammond, R. K., Harrington, R. J., and Wiersma-Mosley, J. D.

(2017). Young Adults and Industry Experts Subjective and Objective Knowledge

of Beer and Food Pairings. Journal of Culinary Science & Technology, 15(4):285–

305.

Marzuki, S. S., Hazudin, S. F., Ishak, M., and Wahid, N. A. (2015). Halal food

traceability: From farm to table. Journal of Academic Minds, 10(1):1–11.

Marzuki, Z. S., Sharifah, Hall, C. M., and Ballantine, P. W. (2012). Restaurant

managers’ perspectives on halal certification. Journal of Islamic Marketing,

3(1):47–58.

Matzler, K., Grabner-Kruter, S., and Bidmon, S. (2008). Risk aversion and brand

loyalty: the mediating role of brand trust and brand affect. Journal of Product &

Brand Management, 17(3):154–162.

Mayer, R. C., Davis, J. H., and Schoorman, F. D. (1995). An integrative model of

organizational trust. Academy of management review, 20(3):709–734.

Mazzocchi, M., Lobb, A., Bruce Traill, W., and Cavicchi, A. (2008). Food scares and

trust: a European study. Journal of agricultural economics, 59(1):2–24.

McDonald, R. I. and Crandall, C. S. (2015). Social norms and social influence. Current

Opinion in Behavioral Sciences, 3:147–151.

McEachern, M. G. and Warnaby, G. (2008). Exploring the relationship between

consumer knowledge and purchase behaviour of value-based labels. International

Journal of Consumer Studies, 32(5):414–426.



224

McLeary, C. N. and Cruise, P. A. (2015). A context-specific model of organizational

trust: An examination of cognitive and socio-affective trust determinants in unique

cultural settings. Cross Cultural Management, 22(2):297–320.

Md Husin, M. and Ab Rahman, A. (2016). Do Muslims intend to participate in

Islamic insurance? Analysis from theory of planned behaviour. Journal of Islamic

Accounting and Business Research, 7(1):42–58.

Meijboom, F. L. (2007). Trust, food, and health. Questions of trust at the interface

between food and health. Journal of Agricultural and Environmental Ethics,

20(3):231–245.

Meijboom, F. L., Visak, T., and Brom, F. W. (2006). From trust to trustworthiness:

Why information is not enough in the food sector. Journal of Agricultural and

Environmental Ethics, 19(5):427–442.

Melnyk, V., van Herpen, E., Fischer, A. R., and van Trijp, H. C. (2013). Regulatory fit

effects for injunctive versus descriptive social norms: Evidence from the promotion

of sustainable products. Marketing Letters, 24(2):191–203.

Menozzi, D., Halawany-Darson, R., Mora, C., and Giraud, G. (2015). Motives towards

traceable food choice: A comparison between French and Italian consumers. Food

Control, 49:40–48.

Michaelidou, N. and Hassan, L. M. (2008). The role of health consciousness, food

safety concern and ethical identity on attitudes and intentions towards organic food.

International Journal of Consumer Studies, 32(2):163–170.

Mohayidin, M. G. and Kamarulzaman, N. H. (2014). Consumers’ preferences toward

attributes of manufactured halal food products. Journal of International Food &

Agribusiness Marketing, 26(2):125–139.

Mohd Nawi, N. and Mohd Nasir, N. I. (2014). Consumers attitude toward the

food safety certificate (FSC) in Malaysia. Journal of Food Products Marketing,

20(sup1):140–150.

Mohd Suki, N. (2014). Does celebrity credibility influence Muslim and non-Muslim

consumers attitudes toward brands and purchase intention? Journal of Islamic

Marketing, 5(2):227–240.

Mohd Suki, N. and Abang Salleh, A. S. (2016). Does Halal image strengthen consumer

intention to patronize Halal stores? Some insights from Malaysia. Journal of Islamic

Marketing, 7(1):120–132.

Mohd Suki, N. and Mohd Suki, N. (2015a). Consumers environmental behaviour

towards staying at a green hotel: Moderation of green hotel knowledge.



225

Management of Environmental Quality: An International Journal, 26(1):103–117.

Mohd Suki, N. and Mohd Suki, N. (2015b). Does religion influence consumers green

food consumption? Some insights from Malaysia. Journal of Consumer Marketing,

32(7):551–563.

Mooi, E. and Sarstedt, M. (2011). A Concise Guide to Market Research: The Process,

Data, and Methods Using IBM SPSS Statistics. Heidelberg: Springer-Verlag Berlin

Heidelberg.

Moorman, C., Diehl, K., Brinberg, D., and Kidwell, B. (2004). Subjective knowledge,

search locations, and consumer choice. Journal of Consumer Research, 31(3):673–

680.

Morwitz, V. G., Steckel, J. H., and Gupta, A. (2007). When do purchase intentions

predict sales? International Journal of Forecasting, 23(3):347–364.

Mostafa, M. M. (2017). Mining and mapping halal food consumers: A geo-located

Twitter opinion polarity analysis. Journal of Food Products Marketing, pages 1–22.

Muhamad, N. and Mizerski, D. (2013). The effects of following Islam in decisions

about taboo products. Psychology & Marketing, 30(4):357–371.

Nakyinsige, K., Man, Y. B. C., and Sazili, A. Q. (2012). Halal authenticity issues in

meat and meat products. Meat Science, 91(3):207–214.

Nenci, A. M., Carrus, G., Caddeo, P., and Meloni, A. (2008). Group processes

in food choices: The role of ethnic identity and perceived ethnic norms upon

intentions to purchase ethnical food products. Journal of Community & Applied

Social Psychology, 18(5):505–511.

Ngah, A. H., Zainuddin, Y., and Thurasamy, R. (2015). Barriers and enablers in

adopting of Halal warehousing. Journal of Islamic Marketing, 6(3):354–376.

Nielsen, G. C. S. (2015). Sustainability Continues

to Gain Momentum Among Malaysian Consumers.

http://www.nielsen.com/my/en/insights/news/2015/sustainability-continues-

gaining-momentum-among-malaysians. Accessed on 2016-12-01.

Nigbur, D., Lyons, E., and Uzzell, D. (2010). Attitudes, norms, identity and

environmental behaviour: Using an expanded theory of planned behaviour to

predict participation in a kerbside recycling programme. British Journal of Social

Psychology, 49(2):259–284.

Nunkoo, R. (2015). Tourism development and trust in local government. Tourism

Management, 46:623–634.

Nuttavuthisit, K. and Thogersen, J. (2017). The importance of consumer trust for the



226

emergence of a market for green products: The case of organic food. Journal of

Business Ethics, 140(2):323–337.

Ottar Olsen, S. and Grunert, K. G. (2010). The role of satisfaction, norms and conflict

in families’ eating behaviour. European Journal of Marketing, 44(7/8):1165–1181.

Park, C.-W. and Moon, B.-J. (2003). The relationship between product involvement

and product knowledge: Moderating roles of product type and product knowledge

type. Psychology & Marketing, 20(11):977–997.

Park, J. and Ha, S. (2014). Understanding consumer recycling behavior: Combining

the theory of planned behavior and the norm activation model. Family and Consumer

Sciences Research Journal, 42(3):278–291.

Paul, J., Modi, A., and Patel, J. (2016). Predicting green product consumption using

theory of planned behavior and reasoned action. Journal of retailing and consumer

services, 29:123–134.

Paul, J. and Rana, J. (2012). Consumer behavior and purchase intention for organic

food. Journal of consumer Marketing, 29(6):412–422.

Pavlou, P. A. and Fygenson, M. (2006). Understanding and predicting electronic

commerce adoption: An extension of the theory of planned behavior. MIS quarterly,

pages 115–143.

Perneger, T. V., Courvoisier, D. S., Hudelson, P. M., and Gayet-Ageron, A. (2015).

Sample size for pre-tests of questionnaires. Quality of Life Research, 24(1):147–

151.

Petter, S., Straub, D., and Rai, A. (2007). Specifying formative constructs in

information systems research. MIS quarterly, pages 623–656.

Phillips, W. J., Asperin, A., and Wolfe, K. (2013). Investigating the effect of

country image and subjective knowledge on attitudes and behaviors: US Upper

Midwesterners intentions to consume Korean Food and visit Korea. International

journal of hospitality management, 32:49–58.

Pieniak, Z., Aertsens, J., and Verbeke, W. (2010). Subjective and objective knowledge

as determinants of organic vegetables consumption. Food quality and preference,

21(6):581–588.

Pieniak, Z., Perez-Cueto, F., and Verbeke, W. (2013). Nutritional status, self-

identification as a traditional food consumer and motives for food choice in six

European countries. British Food Journal, 115(9):1297–1312.

Pieniak, Z., Verbeke, W., Vanhonacker, F., Guerrero, L., and Hersleth, M. (2009).

Association between traditional food consumption and motives for food choice in



227

six European countries. Appetite, 53(1):101–108.

Pino, G., Peluso, A. M., and Guido, G. (2012). Determinants of regular and occasional

consumers’ intentions to buy organic food. Journal of Consumer Affairs, 46(1):157–

169.

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., and Podsakoff, N. P. (2003). Common

method biases in behavioral research: A critical review of the literature and

recommended remedies. Journal of applied psychology, 88(5):879–903.

Poniman, D., Purchase, S., and Sneddon, J. (2015). Traceability systems in the Western

Australia halal food supply chain. Asia Pacific Journal of Marketing and Logistics,

27(2):324–348.

Poortinga, W. and Pidgeon, N. F. (2003). Exploring the dimensionality of trust in risk

regulation. Risk analysis, 23(5):961–972.

Preacher, K. J. and Hayes, A. F. (2008). Asymptotic and resampling strategies for

assessing and comparing indirect effects in multiple mediator models. Behavior

research methods, 40(3):879–891.

Prescott, J., Young, O., O’neill, L., Yau, N. J. N., and Stevens, R. (2002). Motives for

food choice: a comparison of consumers from Japan, Taiwan, Malaysia and New

Zealand. Food quality and preference, 13(7):489–495.

Quah, S.-H. and Tan, A. K. (2009). Consumer purchase decisions of organic food

products: An ethnic analysis. Journal of International Consumer Marketing,

22(1):47–58.

Rahim, N. F. b. (2016). Consumer Behaviour, Perception and Planning Towards Halal

Marketing. In Advances in Islamic Finance, Marketing, and Management: An Asian

Perspective, pages 271–307. Emerald Group Publishing Limited.

Rahman, A. A., Singhry, H. B., Hanafiah, M. H., and Abdul, M. (2017). Influence

of perceived benefits and traceability system on the readiness for Halal Assurance

System implementation among food manufacturers. Food Control, 73:1318–1326.

Rahman, A. H. A., Ahmad, W. I. W., Mohamad, M. Y., and Ismail, Z. (2011).

Knowledge on halal food amongst food industry entrepreneurs in Malaysia. Asian

Social Science, 7(12):216.

Rahman, F. A., Jaafar, H. S., Idha, S., and Muhammad, A. (2016). Ethics of

Food Handlers Throughout the Supply Chain in the Halal Food Industry: Halal

Perspective. In Contemporary Issues and Development in the Global Halal Industry,

pages 483–498. Springer.



228

Ramayah, T., Lee, J. W. C., and In, J. B. C. (2011). Network collaboration and

performance in the tourism sector. Service Business, 5(4):411.

Rauschnabel, P. A., Herz, M., Schlegelmilch, B. B., and Ivens, B. S. (2015). Brands

and religious labels: A spillover perspective. Journal of Marketing Management,

31(11-12):1285–1309.

Rawlins, B. R. (2008). Measuring the relationship between organizational transparency

and employee trust. Public Relations Journal, 2(2):1–21.

Reast, J. D. (2005). Brand trust and brand extension acceptance: the relationship.

Journal of Product & Brand Management, 14(1):4–13.

Reio Jr, T. G. (2010). The threat of common method variance bias to theory building.

Human Resource Development Review, 9(4):405–411.

Reitsamer, B. F., Brunner-Sperdin, A., and Stokburger-Sauer, N. E. (2016). Destination

attractiveness and destination attachment: The mediating role of tourists’ attitude.

Tourism Management Perspectives, 19:93–101.

Reuters, T. and Standard, D. (2016). Report: State of the Global Islamic

Economy 2016/17. https://www.salaamgateway.com/en/story/report state of the

global islamic economy 201617-salaam03102016111130/. Accessed on 2017-12-

11.

Reuters, T. and Standard, D. (2017). Report: State of the Global Islamic

Economy 2017/18. https://www.salaamgateway.com/en/story/report state of the

global islamic economy 201718-SALAAM27112017104745/. Accessed on 2018-

02-20.

Rezai, G., Mohamed, Z., and Shamsudin, M. N. (2015). Can halal be sustainable?

Study on Malaysian consumers perspective. Journal of food products marketing,

21(6):654–666.

Rezai, G., Mohamed, Z. A., Shamsudin, M. N., and Chiew, E. F. (2009). Concerns

for halalness of halal-labelled food products among Muslim consumers in Malaysia:

Evaluation of selected demographic factors. Economic and Technology Management

Review, 4:65–73.

Ringle, C. M., Wende, S., and Becker, J.-M. (2015). SmartPLS 3. Boenningstedt:

SmartPLS GmbH, http://www. smartpls. com.

Rippe, C. B., Weisfeld-Spolter, S., Yurova, Y., Hale, D., and Sussan, F. (2016). Guiding

when the consumer is in control: the moderating effect of adaptive selling on the

purchase intention of the multichannel consumer. Journal of Consumer Marketing,

33(6):469–478.



229

Rippe, C. B., Weisfeld-Spolter, S., Yurova, Y., and Sussan, F. (2015). Is there a global

multichannel consumer? International Marketing Review, 32(3/4):329–349.

Ro, H. and Kubickova, M. (2013). The use of student subjects in hospitality research:

insights from subjective knowledge. Journal of Quality Assurance in Hospitality &

Tourism, 14(4):295–320.

Rohman, A. and Che Man, Y. B. (2012). Analysis of pig derivatives for halal

authentication studies. Food reviews international, 28(1):97–112.

Rojas-Mndez, J. I., Le Nestour, M., and Rod, M. (2015). Understanding attitude and

behavior of Canadian consumers toward organic wine. Journal of Food Products

Marketing, 21(4):375–396.

Rowley, J. (2014). Designing and using research questionnaires. Management

Research Review, 37(3):308–330.

Roxas, B. (2014). Effects of entrepreneurial knowledge on entrepreneurial intentions:

a longitudinal study of selected South-east Asian business students. Journal of

Education and Work, 27(4):432–453.

Rucker, D. D., Preacher, K. J., Tormala, Z. L., and Petty, R. E. (2011). Mediation

analysis in social psychology: Current practices and new recommendations. Social

and Personality Psychology Compass, 5(6):359–371.

Rungtusanatham, M., Miller, J. W., and Boyer, K. K. (2014). Theorizing,

testing, and concluding for mediation in SCM research: Tutorial and procedural

recommendations. Journal of Operations Management, 32(3):99–113.

Ryffel, F. A., Wirz, D. S., Khne, R., and Wirth, W. (2014). How emotional media

reports influence attitude formation and change: The interplay of attitude base,

attitude certainty, and persuasion. Media Psychology, 17(4):397–419.

Ryu, K., Lee, H.-R., and Gon Kim, W. (2012). The influence of the quality of the

physical environment, food, and service on restaurant image, customer perceived

value, customer satisfaction, and behavioral intentions. International Journal of

Contemporary Hospitality Management, 24(2):200–223.

Samori, Z., Ishak, A. H., and Kassan, N. H. (2014). Understanding the development of

halal food standard: suggestion for future research. International Journal of Social

Science and Humanity, 4(6):482.

Sandikci, O. (2011). Researching Islamic marketing: past and future perspectives.

Journal of Islamic Marketing, 2(3):246–258.

Sarstedt, M., Hair, J. F., Ringle, C. M., Thiele, K. O., and Gudergan, S. P. (2016).

Estimation issues with PLS and CBSEM: Where the bias lies! Journal of Business



230

Research, 69(10):3998–4010.

Saunders, M., Lewis, P., and Thornhill, A. (2009). Research Methods for Business

Students. Essex: Pearson Education Limited.

Sautron, V., Pneau, S., Camilleri, G. M., Muller, L., Ruffieux, B., Hercberg, S., and

Mjean, C. (2015). Validity of a questionnaire measuring motives for choosing foods

including sustainable concerns. Appetite, 87:90–97.

Schlegelmilch, B. B., Khan, M. M., and Hair, J. F. (2016). Halal endorsements: stirring

controversy or gaining new customers? International Marketing Review, 33(1):156–

174.

Schwab, A. (2015). Why All Researchers Should Report Effect Sizes and Their

Confidence Intervals: Paving the Way for Meta-Analysis and Evidence-Based

Management Practices. Entrepreneurship Theory and Practice, 39(4):719–725.

Sekaran, U. (2003). Research Methods for Business. NJ: John Wiley & Sons, Inc.

Setyobudi, W. T., Wiryono, S. K., Nasution, R. A., and Purwanegara, M. S. (2015).

Exploring implicit and explicit attitude toward saving at Islamic bank. Journal of

Islamic Marketing, 6(3):314–330.

Shah Alam, S. and Mohamed Sayuti, N. (2011). Applying the Theory of Planned

Behavior (TPB) in halal food purchasing. International Journal of Commerce and

Management, 21(1):8–20.

Shamim, A. and Mohsin Butt, M. (2013). A critical model of brand experience

consequences. Asia Pacific Journal of Marketing and Logistics, 25(1):102–117.

Shariff, S. M., Jaafar, H. S., and Muhammad, A. (2016). Halal Supply Chain

Deployment: Principles Versus Practices. In Contemporary Issues and Development

in the Global Halal Industry, pages 457–469. Springer.

Sharifpour, M., Walters, G., Ritchie, B. W., and Winter, C. (2014). Investigating the

role of prior knowledge in tourist decision making: A structural equation model of

risk perceptions and information search. Journal of Travel Research, 53(3):307–322.

Sharps, M. and Robinson, E. (2016). Encouraging children to eat more fruit and

vegetables: Health vs. descriptive social norm-based messages. Appetite, 100:18–

25.

Shin, Y. H. and Hancer, M. (2016). The role of attitude, subjective norm, perceived

behavioral control, and moral norm in the intention to purchase local food products.

Journal of Foodservice Business Research, 19(4):338–351.

Shin, Y. H., Hancer, M., and Song, J. H. (2016). Self-congruity and the theory of

planned behavior in the prediction of local food purchase. Journal of International



231

Food & Agribusiness Marketing, 28(4):330–345.

Siegrist, M. and Cvetkovich, G. (2000). Perception of hazards: The role of social trust

and knowledge. Risk analysis, 20(5):713–720.

Sirieix, L., Delanchy, M., Remaud, H., Zepeda, L., and Gurviez, P. (2013). Consumers’

perceptions of individual and combined sustainable food labels: a UK pilot

investigation. International Journal of Consumer Studies, 37(2):143–151.

Slater, S. F. and Olson, E. M. (2001). Marketing’s contribution to the implementation

of business strategy: an empirical analysis. Strategic Management Journal,

22(11):1055–1067.

Smith, J. R., Terry, D. J., Manstead, A. S., Louis, W. R., Kotterman, D., and Wolfs, J.

(2008). The attitudebehavior relationship in consumer conduct: The role of norms,

past behavior, and self-identity. The Journal of social psychology, 148(3):311–334.

Sobal, J. and Bisogni, C. A. (2009). Constructing food choice decisions. Annals of

Behavioral Medicine, 38(1):37–46.

Soon, J. M., Soon, J. M., Chandia, M., Chandia, M., Regenstein, J. M., and Regenstein,

J. M. (2017). Halal integrity in the food supply chain. British Food Journal,

119(1):39–51.

Sparks, P. and Shepherd, R. (2002). The role of moral judgments within expectancy-

value-based attitude-behavior models. Ethics & Behavior, 12(4):299–321.

Spry, A., Pappu, R., and Bettina Cornwell, T. (2011). Celebrity endorsement, brand

credibility and brand equity. European Journal of Marketing, 45(6):882–909.

Steenkamp, J.-B. E. (1990). Conceptual model of the quality perception process.

Journal of Business research, 21(4):309–333.

Steptoe, A., Pollard, T. M., and Wardle, J. (1995). Development of a measure of the

motives underlying the selection of food: the food choice questionnaire. Appetite,

25(3):267–284.

Stok, F. M., Verkooijen, K. T., Ridder, D. T., Wit, J. B., and Vet, E. (2014). How norms

work: Self-identification, attitude, and self-efficacy mediate the relation between

descriptive social norms and vegetable intake. Applied Psychology: Health and

Well-Being, 6(2):230–250.

Suh, E., Diener, E., Oishi, S., and Triandis, H. C. (1998). The shifting basis of

life satisfaction judgments across cultures: Emotions versus norms. Journal of

personality and social psychology, 74(2):482.

Sun, Y.-H. C. (2008). Health concern, food choice motives, and attitudes toward

healthy eating: The mediating role of food choice motives. Appetite, 51(1):42–49.



232

Syazwan Ab Talib, M. and Bakar Abdul Hamid, A. (2014). Halal logistics in Malaysia:

a SWOT analysis. Journal of Islamic Marketing, 5(3):322–343.

Tan, A. K. (2010). Demand for food-away-from-home in Malaysia: a sample selection

analysis by ethnicity and gender. Journal of Foodservice Business Research,

13(3):252–267.

Tarkiainen, A. and Sundqvist, S. (2005). Subjective norms, attitudes and intentions of

Finnish consumers in buying organic food. British food journal, 107(11):808–822.

Taufique, K. M. R., Vocino, A., and Polonsky, M. J. (2017). The influence of eco-

label knowledge and trust on pro-environmental consumer behaviour in an emerging

market. Journal of Strategic Marketing, 25(7):511–529.

Taylor, D. C., Dodd, T. H., and Barber, N. (2008). Impact of wine education on

developing knowledge and preferences: An exploratory study. Journal of Wine

Research, 19(3):193–207.

Taylor, S. and Todd, P. (1997). Understanding the determinants of consumer

composting behavior. Journal of Applied Social Psychology, 27(7):602–628.

Taylor, S. and Todd, P. A. (1995). Understanding information technology usage: A

test of competing models. Information systems research, 6(2):144–176.

Teng, C.-C. and Wang, Y.-M. (2015). Decisional factors driving organic food

consumption: Generation of consumer purchase intentions. British Food Journal,

117(3):1066–1081.

Teng, Y.-M., Wu, K.-S., and Liu, H.-H. (2015). Integrating altruism and the theory

of planned behavior to predict patronage intention of a green hotel. Journal of

Hospitality & Tourism Research, 39(3):299–315.

Terano, R., Yahya, R., Mohamed, Z., and Saimin, S. B. (2014). Consumers Shopping

preferences for retail format choice between modern and traditional retails in

Malaysia. Journal of Food Products Marketing, 20(sup1):179–192.

Thabane, L., Ma, J., Chu, R., Cheng, J., Ismaila, A., Rios, L. P., Robson, R., Thabane,

M., Giangregorio, L., and Goldsmith, C. H. (2010). A tutorial on pilot studies: the

what, why and how. BMC medical research methodology, 10(1):1–10.

Thgersen, J., Haugaard, P., and Olesen, A. (2010). Consumer responses to ecolabels.

European Journal of Marketing, 44(11/12):1787–1810.

Thien, L. M., Thurasamy, R., and Razak, N. A. (2014). Specifying and assessing

a formative measure for Hofstedes cultural values: a Malaysian study. Quality &

Quantity, 48(6):3327–3342.

Thogersen, J. and Zhou, Y. (2012). Chinese consumers adoption of a



233

greeninnovationThe case of organic food. Journal of Marketing Management, 28(3-

4):313–333.

Tieman, M. (2015). Halal clusters. Journal of Islamic Marketing, 6(1):2–21.

Tieman, M. and Hassan, F. H. (2015). Convergence of food systems: Kosher, Christian

and Halal. British Food Journal, 117(9):2313–2327.

Ting, H., Ting, H., de Run, E. C., de Run, E. C., Cheah, J.-H., Cheah, J.-H., Chuah, F.,

and Chuah, F. (2016). Food neophobia and ethnic food consumption intention: An

extension of the theory of planned behaviour. British Food Journal, 118(11):2781–

2797.

Today, F. M. (2016). Free malaysia today: Category:

Nation: Auntie anne’s denied halal certification.

http://www.freemalaysiatoday.com/category/nation/2016/10/17/auntie-annes-

denied-halal-certification/. Accessed on 2017-12-01.

Tomic, M., Matuli, D., and Jeli, M. (2016). What determines fresh fish consumption

in Croatia? Appetite, 106:13–22.

Tonkin, E., Wilson, A. M., Coveney, J., Webb, T., and Meyer, S. B. (2015). Trust

in and through labellinga systematic review and critique. British Food Journal,

117(1):318–338.

Triandis, H. C. and Suh, E. M. (2002). Cultural influences on personality. Annual

review of psychology, 53(1):133–160.

Tsai, Y. H., Joe, S.-W., Lin, C.-P., Chiu, C.-K., and Shen, K.-T. (2015). Exploring

corporate citizenship and purchase intention: mediating effects of brand trust and

corporate identification. Business ethics: A European review, 24(4):361–377.

Urbach, N. and Ahlemann, F. (2010). Structural equation modeling in information

systems research using partial least squares. JITTA: Journal of Information

Technology Theory and Application, 11(2):5.

Vabo, M., Vab, M., Hansen, H. a., and Hansen, H. a. (2016). Purchase intentions for

domestic food: a moderated TPB-explanation. British Food Journal, 118(10):2372–

2387.

Van der Spiegel, M., Van der Fels-Klerx, H. J., Sterrenburg, P., Van Ruth, S. M.,

Scholtens-Toma, I. M. J., and Kok, E. J. (2012). Halal assurance in food supply

chains: Verification of halal certificates using audits and laboratory analysis. Trends

in Food Science & Technology, 27(2):109–119.

Van Teijlingen, E. and Hundley, V. (2002). The importance of pilot studies. Nursing

standard, 16(40):33–36.



234

Vanhonacker, F., Verbeke, W., Van Poucke, E., and Tuyttens, F. (2007). Segmentation

based on consumers perceived importance and attitude toward farm animal welfare.

International Journal of Sociology of Agriculture and Food, 15(3):91–107.

Vasiljevic, M., Pechey, R., and Marteau, T. M. (2015). Making food labels social:

The impact of colour of nutritional labels and injunctive norms on perceptions and

choice of snack foods. Appetite, 91:56–63.

Venkatesh, V. (2000). Determinants of perceived ease of use: Integrating

control, intrinsic motivation, and emotion into the technology acceptance model.

Information systems research, 11(4):342–365.

Venkatesh, V. and Davis, F. D. (2000). A theoretical extension of the technology

acceptance model: Four longitudinal field studies. Management science, 46(2):186–

204.

Verain, M. C., Sijtsema, S. J., and Antonides, G. (2016). Consumer segmentation

based on food-category attribute importance: The relation with healthiness and

sustainability perceptions. Food Quality and Preference, 48:99–106.

Verbeke, W., Rutsaert, P., Bonne, K., and Vermeir, I. (2013). Credence quality

coordination and consumers’ willingness-to-pay for certified halal labelled meat.

Meat science, 95(4):790–797.

Vermeir, I. and Verbeke, W. (2008). Sustainable food consumption among young adults

in Belgium: Theory of planned behaviour and the role of confidence and values.

Ecological economics, 64(3):542–553.

Verplanken, B., Hofstee, G., and Janssen, H. J. (1998). Accessibility of affective

versus cognitive components of attitudes. European Journal of Social Psychology,

28(1):23–35.

Vigar-Ellis, D., Pitt, L., and Caruana, A. (2015). Knowledge effects on the exploratory

acquisition of wine. International Journal of Wine Business Research, 27(2):84–

102.

Viot, C. (2012). Subjective knowledge, product attributes and consideration set: a wine

application. International Journal of Wine Business Research, 24(3):219–248.

Voon, J. P., Ngui, K. S., and Agrawal, A. (2011). Determinants of willingness to

purchase organic food: An exploratory study using structural equation modeling.

International Food and Agribusiness Management Review, 14(2):103–120.

Wang, P., Liu, Q., and Qi, Y. (2014). Factors influencing sustainable consumption

behaviors: a survey of the rural residents in China. Journal of Cleaner Production,

63:152–165.



235

Wang, S., Fan, J., Zhao, D., Yang, S., and Fu, Y. (2016). Predicting consumers

intention to adopt hybrid electric vehicles: using an extended version of the theory

of planned behavior model. Transportation, 43(1):123–143.

Wang, X. and Yang, Z. (2010). The effect of brand credibility on consumers brand

purchase intention in emerging economies: The moderating role of brand awareness

and brand image. Journal of Global Marketing, 23(3):177–188.

Ward, P. R., Henderson, J., Coveney, J., and Meyer, S. (2012). How do South

Australian consumers negotiate and respond to information in the media about food

and nutrition? The importance of risk, trust and uncertainty. Journal of Sociology,

48(1):23–41.

Wetzels, M., Odekerken-Schrder, G., and Van Oppen, C. (2009). Using PLS path

modeling for assessing hierarchical construct models: Guidelines and empirical

illustration. MIS quarterly, pages 177–195.

Wu, K., Raab, C., Chang, W., and Krishen, A. (2016). Understanding Chinese tourists’

food consumption in the United States. Journal of Business Research, 69(10):4706–

4713.

Wu, L. and Chen, J.-L. (2005). An extension of trust and TAM model with TPB in the

initial adoption of on-line tax: an empirical study. International Journal of Human-

Computer Studies, 62(6):784–808.

Yadav, R. and Pathak, G. S. (2016). Young consumers’ intention towards buying green

products in a developing nation: Extending the theory of planned behavior. Journal

of Cleaner Production, 135:732–739.

Yaghoubi Farani, A., Yaghoubi Farani, A., Karimi, S., Karimi, S., Motaghed, M., and

Motaghed, M. (2017). The role of entrepreneurial knowledge as a competence in

shaping Iranian students career intentions to start a new digital business. European

Journal of Training and Development, 41(1):83–100.

Yan, C. (2015). Persuading people to eat less junk food: a cognitive resource

match between attitudinal ambivalence and health message framing. Health

communication, 30(3):251–260.

Yang, C. L., Khoo-Lattimore, C., and Lai, M. Y. (2014). Eat to live or live to eat?

Mapping food and eating perception of Malaysian Chinese. Journal of Hospitality

Marketing & Management, 23(6):579–600.

Yang, S., Lu, Y., Gupta, S., Cao, Y., and Zhang, R. (2012). Mobile payment services

adoption across time: An empirical study of the effects of behavioral beliefs, social

influences, and personal traits. Computers in Human Behavior, 28(1):129–142.



236

Yeo, V. C. S., Goh, S.-K., and Rezaei, S. (2017). Consumer experiences, attitude

and behavioral intention toward online food delivery (OFD) services. Journal of

Retailing and Consumer Services, 35:150–162.

Yeon Kim, H. and Chung, J.-E. (2011). Consumer purchase intention for organic

personal care products. Journal of consumer Marketing, 28(1):40–47.

Yun, Z.-S. and Pysarchik, D. T. (2010). Indian consumers’ value-based new food

product adoption. Journal of Food Products Marketing, 16(4):398–417.

Yusof, S. A. (2015). Household decision-making in Malaysia: The ethnic dimension.

Social Indicators Research, 124(1):283–293.

Zagata, L. (2012). Consumers beliefs and behavioural intentions towards organic food.

Evidence from the Czech Republic. Appetite, 59(1):81–89.

Zakaria, Z., Majid, M. A., Ahmad, Z., Jusoh, Z., and Zakaria, N. Z. (2017). Influence

of Halal certification on customers purchase intention. Journal of Fundamental and

Applied Sciences, 9(5S):772–787.

Zanoli, R., Naspetti, S., Janssen, M., and Hamm, U. (2015). Mediation and moderation

in food-choice models: a study on the effects of consumer trust in logo on choice.

NJAS-Wageningen Journal of Life Sciences, 72:41–48.

Zapkau, F. B., Schwens, C., Steinmetz, H., and Kabst, R. (2015). Disentangling the

effect of prior entrepreneurial exposure on entrepreneurial intention. Journal of

Business Research, 68(3):639–653.

Zezelj, I., Milosevic, J., Stojanovic, Z., and Ognjanov, G. (2012). The motivational

and informational basis of attitudes toward foods with health claims. Appetite,

59(3):960–967.

Zhang, X., Geng, G., and Sun, P. (2017). Determinants and implications of citizens

environmental complaint in China: Integrating theory of planned behavior and norm

activation model. Journal of Cleaner Production, 166:148–156.

Zhao, X., Lynch Jr, J. G., and Chen, Q. (2010). Reconsidering Baron and Kenny:

Myths and truths about mediation analysis. Journal of consumer research,

37(2):197–206.



APPENDIX A

MEASUREMENT ITEMS



238

Table A.1: HFK measurement items

Construct Dimension Measurement Items Source

HFK

Health

Knowledge

I have enough information about the

application of International Standard

Operation (ISO) procedure of Hazard

Analysis and Critical Control Point

(HACCP) in Halal food production

Tuu and Olsen

(2012)

I have enough information about

the application of International

Standard Operation (ISO)

procedure of Good

Manufacturing Practice (GMP)

in Halal food production

Tuu and Olsen

(2012)

I am knowledgeable about

the impact of HACCP

procedures in halal food

production for health benefits

Tuu and Olsen

(2012)

I am knowledgeable about

the impact of GMP

procedures in halal food

production for health benefits

Tuu and Olsen

(2012)

I understand that halal food

is produced under

a legitimate standard

in food production

Moorman et al.

(2004)

I understand that strict

inspection is

conducted during halal food

production to ensure its

health benefits

Moorman et al.

(2004)

Animal welfare

Knowledge

I understand that

Islamic slaughtering method

is intended for a

painless death to the animal

Vanhonacker et al.

(2007)

I understand that

Islamic slaughtering method

is intended for an

immediate death to the animal

Vanhonacker et al.

(2007)

I understand that

Islamic slaughtering method

will allow for a quicker blood draining

to remove bacteria and harmful

elements

Vanhonacker et al.

(2007)

I understand that

animal welfare is the main

concern in

Islamic slaughtering method

Vanhonacker et al.

(2007)
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Table A.2: TRU measurement items

Construct
Measurement

items
Source

TRU

I trust the halal logo

because it characterizes

a rigorous production method

Liang (2016)

I trust the halal logo

because it characterizes

a rigorous inspection method

Liang (2016)

I trust the halal logo

because it characterizes

a healthy food production

Liang (2016)

I trust the halal logo

because it characterizes

animal welfare

Liang (2016)

I trust the halal logo

becauseit characterizes an

ethical food production

Liang (2016)

I trust the halal logo

because

it follows the International

Standard Operation

(ISO) in food production

procedure

Liang (2016)

I trust the halal logo because

it follows the MS 1500:2009 as

the legitimate halal food

standard

in Malaysia

Liang (2016)

I trust the halal logo

because

it characterizes honesty

Liang (2016)
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Table A.3: ATT measurement items

Construct
Measurement

items
Source

ATT

I think buying

halal food would be a good idea

Adapted from Taylor

and Todd (1995)

It would be wise to think

that halal food is

a healthy and ethical product

Adapted from

Taylor and Todd (1995)

It would be a pleasure for me

to buy halal food

Adapted from

Taylor and Todd (1995)

I think buying halal food

would have a benefit

to my health

Adapted from

Sparks and Shepherd (2002)

My attitude towards buying food produced

with halal procedures would be very

positive

Adapted from

Sparks and Shepherd (2002)

Table A.4: SN measurement items

Construct
Measurement

items
Source

SN

I would get an approval

from my friends and family

if I buy halal food as

a healthy and ethical product

Adapted from Smith et al.

(2008)

I would get an approval

from my friends and family

if I buy halal food as

an ethical product

Adapted from Smith et al.

(2008)

People whose opinion

I value think that I

should buy halal food

Adapted from Smith et al.

(2008)

People who are close to me

think it would be appropriate

if I buy halal food

Adapted from Smith et al.

(2008)

People who are important to me

would think I should buy halal food

Adapted from Smith et al.

(2008)
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Table A.5: PBC measurement items

Construct
Measurement

items
Source

PBC

I believe I have

the confidence to buy halal food

as a healthy product

Adapted from

Sparks and Shepherd

(2002)

I feel decisive to buy halal

food as an ethical product

Adapted from

Kidwell and Jewel

(2010)

I have the confidence to buy

halal food as a healthy product

Adapted from

Kidwell and Jewel

(2010)

I have the ability to buy

halal food as an ethical product

Adapted from

Kidwell and Jewel

(2010)

It would be very easy for me

to buy halal food

Adapted from

Sparks and Shepherd

(2002)

Table A.6: PI measurement items

Construct
Measurement

items
Source

PI

The probability I would buy

halal food is high

Adapted from

Sparks and Shepherd

(2002)

I plan to buy halal food

due to its product quality

Adapted from

Sparks and Shepherd

(2002)

I plan to spend more

on halal food for health reasons

Adapted from

Paul et al.

(2016)

I will consider switching to

halal food products

for ethical reasons

Adapted from

Paul et al.

(2016)

I will recommend my friends

and relatives to buy

halal food

Adapted from

Sparks and Shepherd

(2002)
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Table C.1: Experts Feedback on HFK items

Variable Original item Suggestion/comment Amendment/New item

HFK

I have enough information about the

application of International Standard

Operation (ISO) procedure of Hazard

Analysis and Critical Control Point

(HACCP) in Halal food production

The item contains technical terms.

The non-Muslim respondents might be

confused to answer.

Rephrase into a simpler term.

Rephrased as

I have enough

information about the hazard

prevention method in

Halal food production

I have enough information

about the application of

International Standard Operation

(ISO) procedure of Good Manufacturing

Practice (GMP) in Halal food

production

The item contains technical

terms. The non-Muslim respondents

might be confused to answer.

Rephrase into a simpler term.

Rephrased as

I have enough information

about the hygiene condition

of manufacturing

premises in Halal food production

I am knowledgeable about

the impact of ISO

procedures in halal food

production for health benefits

The item contains technical terms.

The non-Muslim respondents would

be confused to answer.

Rephrase into a simpler term.

Breakdown on the impact

of HACCP and GMP on health.

Rephrased and breakdown

as I have enough information about

the impact of hazard prevention method

for health benefits and

I have enough information about

the impact of hygiene condition of

manufacturing premises for health benefits
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Table C.2: Experts Feedback on TRU items

Variable Original item Suggestion/comment Amendment/new item

TRU

I trust the halal logo because it is

in compliance with

the International Standard

Operation (ISO)

in food production procedure

The items contain technical terms.

The non-Muslim respondents might be

confused to answer.

Rephrase into a simpler term.

Product quality is what the

item represents.

Amended as I trust the halal logo

because it characterizes a

premium quality product

I trust the halal logo because

it is in compliance with

MS 1500:2009 as the legitimate

halal food standard in Malaysia
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Table C.3: Experts Feedback on ATT items

Variable Original item Suggestion/comment Amendment/new item

Attitude

It would be wise to

think that halal

food is a healthy product

It would be wise to think that

is not an efficient word.

Rephrase it with

I think halal food is

Amended as

I think halal food is a

healthy product
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Table C.4: Experts Feedback on SN items

Variable Original item Suggestion/comment Amendment/new item

SN

I would get an approval

from my friends or family

if I buy Halal food

as a healthy product

The item contains

double barreled statement.

Breakdown between family and

friends.

Amended as

I would get an approval from my friends

if I buy halal food as a healthy product and

I would get an approval from

my family if buy halal food as

a healthy product

I would get an approval

from my friends or family

if I buy Halal food as an

ethical product

Amended as

I would get an approval from my friends

if I buy halal food as an ethical product and

I would get an approval from my family

if I buy halal food as

an ethical product
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Table C.5: Experts Feedback on PBC items

Variable Original item Suggestion/comment Amendment/new item

PBC

I believe I have

the confidence to buy

halal food as

a healthy product

The items have same meaning and repetitive.

Might cause multicollinearity

issue and increase error.

Delete either one of the item.

Deleted the item

I have the confidence to buy halal food

as a healthy product .

Retain the item

I believe I have the confidence to buy halal food as a healthy product

I have the confidence

to buy halal food as

a healthy product

I feel decisive to

buy halal food as

an ethical product

The word decisive is

unclear.

Change to

I believe I have the confidence to

for consistency and

flow of the questionnaire.

Amended as

I believe I have the

confidence to buy halal food as

an ethical product

I have the ability to

buy halal food as

an ethical product

The word ability is

unclear.

Change to

It would be very easy for me to

for consistency and

flow of the questionnaire.

Amended as

It would be very easy for me

to buy halal food as

a healthy product
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Table C.6: Experts Feedback on PI items

Variable Original item Suggestion/comment Amendment/new item

PI

I will recommend my

friends and relatives

to buy halal food

The item is not relevant.

It reflects others willingness to purchase,

not the respondents.

Either delete or add new item

to replace the item.

Added a new item that stated as

I plan to buy halal food for

the next three months

to replace item.
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SURVEY QUESTIONNAIRE (ENGLISH VERSION)

Figure D.1: Questionnaire instruction
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Figure D.2: Demographic Profile
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Figure D.3: HFK items
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Figure D.4: TRU items
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Figure D.6: SN items
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Figure D.7: PBC items
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Figure D.8: PI items
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SURVEY QUESTIONNAIRE (BAHASA MELAYU VERSION)

Figure E.1: Questionnaire instruction
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Figure E.2: Demographic Profile
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Figure E.3: HFK items
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Figure E.5: ATT items
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Figure E.6: SN items
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APPENDIX F

SPSS AND SMARTPLS OUTPUT

Figure F.1: HFK Boxplot

Figure F.2: TRU Boxplot
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Figure F.3: ATT Boxplot

Figure F.4: SN Boxplot
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Figure F.5: PBC Boxplot

Figure F.6: PI Boxplot
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Figure F.7: Measure of Sampling Adequacy

Figure F.8: KMO and Bartlett’s test (second round)

Figure F.9: KMO and Bartlett’s test (third round)
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Figure F.10: PLS Blindfolding result with Crossvalidated Redundancy Values
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