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Abstract 

Food is perceived as the top most surviving need of humans since their existence. With the passage 

of time, this need has been further revolutionized with added requirements of safety and hygienic 

factors. Halal food having both of these factors, has gained popularity among both Muslims and 

non-Muslims consumers. Despite of ever increasing trend of Halal food consumption, the research 

to uncap this amazingly growing sector is still in its infancy stages. Interestingly, the role of 

intrinsic motivation in shaping up intention of the consumers for Halal food purchase is still not 

well explored.  This study has addressed this untapped area to build better understanding using 

Self-Determination Theory (SDT), from the domain of psychology which addresses the 

psychological needs of autonomy, competence and relatedness. SDT in this research with well-

designed conceptual framework tried to highlight the role of intrinsic motivation for Halal food 

purchase intention. Whereby, the freedom to choose a product is referred as individuals’ autonomy, 

while individuals’ knowledge and the capability to buy Halal food product is termed as 

competence. Whereas, relatedness precisely talks about the social bonding of individuals through 

having better feelings and care for others in any environmental setting. Henceforth, first time ever, 

SDT has been used to explore the impact of intrinsic motivation on Halal food purchase intentions, 

whereby anatomy, competence, and relatedness is thoroughly providing an opportunity to analyze 

the shaped up individuals’ intentions and behaviors, respectively. Lastly, the important 

implications and future recommendations are also discussed in this study. 

Keywords: halal food purchase intention, autonomy, competence, relatedness, self-

determination theory, intrinsic motivation 

Introduction 

The last decade termed as one of the most growing for Halal food sector in the food industry 

(Thomson Reuters, 2018). It has become a choice of many irrespective of their religion and 

following for any particular school of thought (Ali et al., 2017). Some are choosing Halal food 

solely because of their religious obligations; while others prefer Halal food primarily due to the 

reason of its significant association with safety, hygiene, and quality (Ali et al., 2017; Wibowo & 
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Ahmad, 2016). Despite the fact that this is one of the most popular area of research in the food 

sector, the researchers have conducted most of the studies on understanding the Halal food 

purchase intentions through extrinsically motivated factors, either by using Theory of Reasoned 

Action (TRA) or Theory of Planned Behavior (TPB), Khan et al. (2017) interestingly the 

intrinsically motivated factors get washed out from the eyes of the researcher due to a sole focus 

on extrinsically motivated factors to understand the purchase intentions and behaviors of the 

consumers for Halal food. 

Ryan & Deci (2017; 2019) promotes significantly that for an individual to be intrinsically 

motivated there isn’t any external influences, therefore the acts resulted out of intrinsic motivation 

seem to be lasting for longer periods. Whereas, the behaviors those shaped up due to externally 

motivated factors may get change, as soon the external situation of an individual is changed. This 

raises the need to have a deeper and better understanding of both intrinsic and extrinsic factors to 

clearly identify the impact of each on the intentions and behaviors of the consumers. (Widyarini 

& Gunawan, 2018). However, the individuals’ basic psychological need fulfillment is mainly 

dependent on the level of satisfaction that is to be attained through the role played by the level of 

individuals’ autonomy, competence, and relatedness (Wang et al., 2019). Understanding the dearth 

of knowledge in this particular area, this study, therefore, focuses to develop a better conceptual 

understanding about the expected behaviors of intrinsically motivated individuals particularly for 

Halal food purchase intentions. Moreover, the domain remains to be a psychological ground, in 

which SDT resonate highly within its three distinctively factors autonomy, competence and 

relatedness. 

SDT presented by Deci & Ryan (1985) discussed that basic innate needs of individuals are equally 

important not only to survive but also play a significant role in the development of individuals’ 

personality as well. In SDT theory, the factor autonomy addresses to the self-deciding behavior of 

an individual without having any external factors to be involved into it (Ntoumanis et al., 2020); 

the second factor of SDT theory competence describes the one’s understanding that is built through 

the acquired knowledge and the ability to execute the possessed knowledge (Zsóka et al., 2013); 

whereas, the third factor relatedness highlights the social bonding of an individual that primarily 

resulted into developing a care feeling and shaping up of individual connectedness with others in 

a given environmental setting (Martela & Riekki, 2018).  

The eating behaviors had been analyzed by some researchers while using a SDT as a grounded 

theory (Teixeira et al., 2011; Verstuyf et al., 2012) but the studies that highlight the role of SDT 

in shaping up individuals’ intentions for Halal food purchase, are non-existent. Therefore, this 

study is presumed to be the first one that has mainly underlined the role of SDT in building better 

understanding about the individuals’ purchase intentions for Halal food products.  

Literature Review 

Halal Food as a Driving Force 

Whatever act allowed to its followers in Islam is termed as Halal (El-Seidi, 2018; Fuseini et al., 

2016). The other synonym in Arabic language for Halal is the word ‘thayyib’ that associates with 

safety, healthy, and cleanliness factors (Ansawi et al., 2018). The followers of Islam are always 

instructed to consume only Halal products and discouraged towards non-Halal products (Azam, 
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2016). Therefore, Muslims urge to make a use of only Halal food products and must see it as an 

integral part of their every day’s life, as this is categorically ruled in their holy book Quran and 

distinguished very clearly between the Halal (allowed) and Haram (prohibited) to its followers 

(Abdullah et al., 2019; Baharuddin et al., 2015).  

Undoubtedly, a religious obligation for Muslims to consume only Halal food products has 

transformed the basic psychological need into a thriving force of self-satisfaction, resulted grossly 

as a growth of Halal food businesses (Afendi et al., 2014). It is also noted that Muslims commonly 

avoid the food that lacks authenticity as part of its certification to highlight the credibility of 

consuming such products termed Halal for them, Sadek (2001). However, at times in case of 

certification absence, the Muslims usually try to seek the permission to consume food products, 

while examining the ingredients as labeled on the product (Al-Harran & Low, 2008). The health-

related benefits such as safety, quality, and cleanliness, which marked the food as Halal for 

Muslims has also played an instrumental role for non-Muslims as well, in adopting the practice to 

consume more Halal food products (Mathew et al., 2014; Wibowo & Ahmad, 2016; Bogan & 

Arica, 2019). 

Theoretical Background 

Mostly it is either a TRA or the TPB that is commonly referred by the researchers while examining 

the Halal food consumption patterns (Ansawi et al., 2018; Khan et al., 2017). Interestingly, the 

researchers also agree that both of these theories do significantly lack the potential to address the 

underlying phenomena of explaining the individuals’ intentional thoughts, those are created and 

resided primarily due to their intrinsic motivation (Ansawi et al., 2018; Rise et al., 2010). 

Moreover, TPB, as an extension of TRA illustrates the behaviors those are generally resulted 

because of extrinsically motivated factors, remain to show the highly inconsistent individuals’ 

behaviors and a lack of predictability for their intentions, also TRA fails to identify the driving 

factors of such behaviors to an extent (Gilal et al., 2019; Hagger & Chatzisarantis, 2009; Leavell, 

2017). 

Armitage & Conner (2010) examined the capability of TPB in generalizing the understanding 

about the freely performed actions or under certain pressures. Lately, the researchers get agreed 

that both extrinsic and intrinsic factors should be considered and treated importantly, while 

studying the individuals’ intent to make any purchase decision (Gilal et al., 2019; Widyarini & 

Gunawan, 2018). This highlights the importance of using a theory that has a propensity to explain 

the underlying assumptions of purchasing Halal food products primarily triggered due to internal 

motives of individuals, better than other theories those are only divulging a certain aspect of 

externally influenced phenomena for any purchase behavior. Gilal et al. (2019) advocated the 

usage of SDT for building better understanding, mainly as it dealt exactly while evoking a certain 

set of urge among individuals to satisfy the basic fulfillment need of selecting a food having 

internally triggered source generated from the autonomy, competence and relatedness factors. 

Humans are naturally inclined and motivated to perform certain behaviors that lead towards their 

betterment and growth, SDT theory termed as meta-theory in understanding and conceptualizing 

certain internally motivation factors (Deci and Ryan, 1985).  

Researchers in the past have discussed the effects of intrinsically motivated behaviors along with 

the absence of such. They concluded that autonomy, competence and relatedness play a vital role 
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in the development of individuals’ growth and well-being, however the absence of such leaves 

irreparable marks on the personality of the individuals (Kinnafick et al., 2016; Ntoumanis et al., 

2020). Moreover, the more satisfying purchase decisions are mainly due to the internally triggered 

factors those contribute significantly in creating associations of individuals’ decision making with 

their emotions (Gilal et al., 2019; Loroz & Braig, 2015; Thomson, 2006). Therefore, it is strongly 

suggested to use the SDT theory, while analyzing the individuals’ purchase behaviors that may 

generate interesting insights those highlighting the primary drivers, which encourage individuals 

to make Halal food purchase decisions (Al-Jubari, et al., 2019; Luqman et al., 2018). 

Autonomy 

The decisions those are made without having any external influences on a choice of individual’s 

and reflect one’s satisfaction referred as autonomy (Deci & Ryan, 2000; Teixeira et al., 2011). 

Therefore, the individuals’ interest to exert a certain behavior that ultimately leads to the self-

determination, is fairly represented by autonomy (Chen et al., 2019). Despite having a clear 

concept distinction between independence and autonomy, many people uses them interchangeably 

(Markus et al., 1996; Ryan & Connell, 1989). There is a possibility that the individuals despite 

being autonomous still may depend on others to execute the actions, as per their own will. This 

includes certain suggestions or use of experience of others to attain the self-satisfaction while 

growing individuals’ own personality and wellbeing (Chirkov et al., 2008; Ryan & Lynch, 1989).  

Contrary to that, some people would not be able to make certain decisions, despite showing their 

independence (Deci & Ryan, 2008). Nonetheless, it is evidently proven that the consumers are 

encouraged to make certain purchases primarily due to a reason of having a feel of exercising the 

power, they possess Gilal et al. (2019). Moreover, André et al. (2018) studied consumers, whose 

welfare reported to be heavily devastated, due to a dissatisfaction feel of their autonomy. Hence, 

a positively dependent relationship exists between one’s autonomous motivation and eating 

behavior i.e. emotional eating and eating self-efficacy (Andrade et al., 2010; Mata et al., 2009). 

Like other religions, Muslims consumers seem to be influenced by their religious obligations while 

making purchase decisions as defined by in Islamic dietary laws (Ali et al., 2017; Blackwell et al., 

2001; Power, 2009; Razzaque & Chaudhry, 2013). Therefore, the consumers tend to show a 

highest level of satisfaction which resulted out of a purchase decision made strictly under the 

religious obligations. Hence, the Halal food products purchases made as per the individuals 

freedom result in consumers’ satisfaction because they felt abide by the restrictions, imposed by 

the religion. Therefore, based on the above discussion, the proposition is formulated as: 

 P1: Consumers’ autonomy carrying a sense of religious obligations has a positive 

influence on shaping up the purchase intention of consumers for Halal food products. 

Competence 

The sense of having a pride and confidence feel by the consumers, which is knitted tightly with 

one’s skill development and ability to gain a particular knowledge about the surroundings, is 

referred as competence (Gonczi & Hager, 2010; Legault, 2017; Ryan & Powelson, 1991; White, 

1960). Wang et al. (2019) elaborated deeply on individuals’ competence level by describing it as 

a sense to achieve the expected outcome. Martela & Riekki (2018) discuss that individuals’ 
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satisfaction and well-being is an outcome of the impacted environment. Hence it is incited due to 

the certain level of competence which enables an individual to act accordingly and in an eloquent 

manner that turns out as a positive charge in the environment, subsequently (Legault, 2017). 

Moreover, Gilal et al. (2019) studied that consumers’ urge to attain and exercising a certain level 

of control over their acts that describe their capability to perform the task efficiently, may have a 

strong influence on their intentions to make a purchase decision. Amenuvor et al. (2019) argued 

that the competence influences the purchase behaviors significantly. Furthermore, lot of researches 

show that the competence is having a relationship with one’s possessed knowledge and the 

respective purchase intentions (Awan et al., 2015; Aziz & Chok, 2013). Based on the above 

discussion, following proposition is developed as: 

 P2: Halal food products purchase intentions are positively influenced by the Consumers’ 

competence 

Relatedness 

The term relatedness described as the connectivity of an individual with others in a community by 

having a feel of care and entrusted relationship (Ryan & Deci, 2000). Lambert et al. (2010) debated 

that a meaningful life is primarily due to the connectedness and familial bond. Deci and Ryan 

(2014) studied the one’s sense of belongingness and a communal bond in relationship with need 

fulfillment of being there for others, as it satisfies the individuals’ need of self-well-being. It is a 

basic need of humans to belong to group of other humans through building certain relationships, 

as this signaled their social acceptance by others that eventually satisfies their mental health (Calp, 

2020). 

Otherwise, they feel isolated and alone, in case such sense of belongingness is missing (DeHaan 

et al., 2016). Amenuvor et al. (2019) discussed the green purchase behavior of consumer which, 

however, shows a negative effect of the relatedness on purchase behaviors. Ali (2017) identifies 

that the perception of others on individuals well-being and social connectedness may affect the 

purchase behaviors of individuals.  Hence, above stated discussion generates the following 

proposition: 

 P3: Individuals purchase intentions for Halal food products are influenced positively by 

relatedness. 

Conceptual Framework 

Based on the above discussion of literature, the proposed conceptual framework of the study has 

been depicted in Figure 1. The conceptual framework illustrates the direct influence of basic 

psychological needs of autonomy, competence and relatedness (which are acting as independent 

variables) on Halal food purchase intention (which has been taken as a dependent variable). 
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Figure1: Proposed framework to examine the relationship between basic psychological needs and 

Halal food purchase intention 

Basic Psychological Needs 

 

 

 

 

 

 

 

 

Conclusion 

Many believe that building an understanding about consumer purchase intentions and behaviors 

are easy process. However, the researchers discussed and highlighted the importance of building 

deep understanding about consumers, who are living under different societal settings. The 

significant number of researchers strongly debated the role of multiple factors those eventually 

influence the purchase decisions. These influences seem to show a significant effect on both 

individual and collective level.  Consumers are vulnerable to external forces that keep exerting 

certain force on them to make the decisions, which probably they might had not taken. 

Interestingly, recent studies show that whatever amount of external pressure is exerted on 

consumers for having forceful and undesirable decisions, still the knowledge base of consumers 

plays a significant role in decision making. Such knowledge is gained from many sources and 

embedded into the decisive mind of the knowledgeable consumer. Evidences are brought into 

limelight, where the intrinsically evoked factors have started playing more dominant role than 

extrinsic motivations. Conclusively, researchers get agreed that these days most of the purchase 

intentions of consumers are driven by three main factors competence, autonomy and relatedness.  

Eventually, the decisions those are being made due to the influence of these factors are more self-

satisfying sustainable. The higher the autonomous level of the consumers in respect to decisions 

making, the better the sense of one’s need fulfillments. Moreover, the consumers who show greater 

tendency to withstand the external pressures and influences also seen as most satisfying, as they 

are primarily focused on their very own basic need fulfillment.  Besides, the knowledge of 

consumer about any product for which they are making purchase decisions also tends to be resulted 

into the mere satisfaction, because they have built certain set of skills and thereby enhance their 

abilities to rationalize their own purchase decisions, solely based on intrinsic motivation. 

Therefore, the element of competence serves as a change agent for having better decision behaviors 

by the consumers. There is absolutely no denial from the importance of connectedness, as this 

Halal Food 

Purchase Intention 

 Autonomy 

Competence 

 Relatedness 

6

Journal of Mediterranean Tourism Research, Vol. 1, Iss. 2 [2022], Art. 1

https://digitalcommons.usf.edu/jometr/vol1/iss2/1
DOI: 10.5038/2770-7555.1.2.1006



ensures better decision making, while considering the social connectivity and bonding with others 

in a given environment. Humans tend to behave in a way that is not only socially acceptable but 

also give them a certain sense of association and belongingness with any particular group. Hence, 

the element of care encompasses the entire relationship phenomena- particularly when we deal 

with the people who are alike us. Whatever decision one’s make, it tends to have a specific impact 

on those, whom the individual cares about. This social connectivity is not mainly driven by any 

external factors but primarily due to the intrinsically motivated factors. Hence, this research 

purposely explored the decision making criteria for those who are more socially responsible, yet 

internally motivated though. Successively, the notion leads to the most satisfying mind set, 

reflecting high sense of connectivity that is reasoned due to the decisions made based on valued 

relationship.  Convincingly the significant impact of “autonomy, “competence”, and “relatedness” 

seem to be reflected in every decision behaviors of individuals, who are highly motivated and 

driven by their intrinsic set of factors. Undoubtedly, the exploration of intrinsically driven factors 

in relationship with purchase behavior intentions have distinctively highlighted the importance of 

using the SDT theory, while creating more meaningful and logical understanding, as well as 

justification of individuals’ actions, those are primarily driven from the inner SDT factors, hence 

resulted into better fulfillment of the individuals’ need. 

Managerial Implications 

In a case of today’s savvy consumer- who exercises a power to decide about the purchases, who 

possesses a knowledge to stand next to the purchase decisions, who believes that the decisions 

made are exerting a significant impact on the people those are connected due to a social bond, 

represented heavily with the feeling of care towards each other. Since all these factors are attributed 

to the SDT theory- hence, the researchers are largely agreed that the intrinsic motivation is 

predominantly impacting the individuals’ intention to make a product purchase decision. 

Moreover, the one’s belief on his own capability to make a decision that fully satisfies the need 

hence result into the expected purchase decision is attributed with intrinsic motivation. However, 

it further translated into the feel of empowerment for making the purchase decisions on one’s own, 

enhances a contended level of consumer satisfaction. Despite having all the freedom and 

knowledge to exercise a certain purchase behavior, the most meaningful will be the social 

connectedness of consumers. The given notion has significantly strengthened in the recent past 

that the service providers feeling themselves compelled to make their offerings in line with those 

that make the consumers more intrinsically satisfied, whereby the marketing moves has been 

shifted from representing merely the product functional attributes to more of highlighting the sense 

of one’s own pride and empowerment that primarily triggered through the intrinsic motivation, 

while exercising the product purchase behaviors. It is momentously demanded from today’s 

organizations to have the strategies those are in line with meeting consumers’ basic psychological 

needs; those resonated well with the intrinsic motivational forces. The services and product 

offerings should be designed in a way that it offers more privileges and sense of achievement to 

the consumer, who is instinctively motivated by the intrinsic factors.  Moreover, it is generally 

agreed that today’s consumer demand has created a major shift for marketers from the obsolescent 

conventional product offering practices to more of consumer centric services. The competition is 

fierce, now it is more than just fulfilling the basic consumer needs of consumers. Those who want 

to create a distinction in their services and product offerings must focus to address the highly 

important intrinsic forces of individuals, as defined through SDT. This has further leveraged an 
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idea of highlighting the connectedness factor among consumers, as this would result into a 

successful enhancement of the sense of consumers’ need fulfillment.   

Recommendations for Future Research 

Everyday social scientists are engaged in exploring the new avenues for building better 

understanding of the customers, those relying heavily on the hidden set of needs. These days the 

technological spectrum is well entrusted among the businesses and proven to have a significant 

impact on organizational performances, indeed it is not only limited to provide only better services 

but also serves as a ray of hope for organizations to stay ahead and be a market leader. Importantly, 

the organizations must strive hard and be persistent in their approach to explore more about the 

customers purchase intentions and decision making processes, while using multiple and different 

subject approaches. Since Halal food research is predominant with more conventional approaches 

and methods, therefore it is pertinent to highlight the importance of using different and new 

theoretical frameworks from multiple subject domains in combination of marketing theories and 

concepts along with advance quantifiable measure and techniques to study the effective knowledge 

about customer’s purchase intention, especially for Halal Food. 
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