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ABSTRAK 

Kajian gelagat pengguna mengenai pemasaran produk halal telah menjadi satu kajian 
yang sangat penting. Pengguna Muslim juga sama seperti pengguna-pengguna lain 
yang memerlukan produk sihat dan berkualiti serta memenuhi keperluan 
Shariah. Justeru, kajian lebih mendalam mengenai keinginan atau niat pengguna 
untuk membeli produk halal boleh digunakan untuk meramal dan memuaskan 
objektif pengguna dan syarikat. Penyelidikan ini mengkaji tentang hubungan antara 
sikap, norma subjektif, kawalan gelagat, kepercayaan dan pengetahuan tentang 
keinginan atau niat pengguna. Sejumlah tiga ratus soalan kaji selidik telah diedarkan. 
Namun begitu, hanya dua ratus enam puluh enam soalan kajian selidik yang 
dipulangkan dan boleh digunakan untuk analisis. Hasil kajian menunjukkan bahawa 
semua pembolehubah boleh sandar mempengaruhi keinginan atau niat untuk membeli 
produk halal di kalangan pengguna secara signifikan. Narnun begitu, di antara lima 
pembolehubah bebas, sikap mempunyai nilai regresi yang tertinggi. Hasil kajian juga 
menunjukkan hubungan yang positif di antara pemboleh ubah, yang bererti 
peningkatan sikap akan menyebabkan peningkatan dalam keinginan atau niat 
pengguna dan sebaliknya. Contohnya, jika pengguna mempunyai sikap yang positif 
terhadap keinginan untuk membeli produk halal, keinginan mereka juga akan 
meningkat. Hasil kajian ini menunjukkan bahawa adalah penting bagi para peruncit 
untuk meningkatkan keinginan yang positif untuk membeli produk halal di kalangan 
pengguna. Oleh yang demikian, adalah wajar untuk para peruncit membangunkan 
strategi pemasaran yang berkesan untuk menghasilkan sikap yang positif terhadap 
pembelian produk halal di kalangan pengguna. Perbincangan tentang implikasi dan 
cadangan lain untuk kajian akan datang juga turut dibincangkan. 



ACKNOWLEDGEMENT 

In the name of ALLAH, the Gracious and the Merciful 

Alhamdulillah, by the will of Allah, I am able to complete this thesis within the 

required time. I would foremost extend my sincere gratitude to all those efforts, who 

facilitated the completion of this project paper. 

First and foremost I offer my sincerest gratitude to my supervisor, Mr. 

Mohamad Zainol Abidin bin Adam, who has supported me throughout my research 

with his patience and knowledge whilst allowing me the room to work in my own 

way. I attribute the level of my Masters degree to his encouragement and effort. One 

simply could not wish for a better or friendlier supervisor. 

My family deserves special mention for their inseparable support and prayers. 

My parent, Ahrnad bin Hashim and Saripah binti Ishak, they sincerely raised me with 

their caring and gently loves. Boy, Fiza, Syahmi and Daniel, thanks for being 

supportive and caring siblings. 

.. Collective and individual acknowledgments are also owed to my friends at 
* 

Universiti Utara Malaysia (UUM) whose present somehow perpetually refreshed, 

helpful, and memorable. To my respondents, my sincere appreciation for taking time 

and effort to participate in this research and without your participation, this research 

will never complete. 

Finally, I would like to thank everybody who was important to the successful 

realization of my project paper, as well as expressing my apology that I could not 

mention personally one by one. Last but not least to my fiancee, Mohd Azamudin Bin 

Ismail, for his love, patience, encouragement and continuous support which have 

made it possible for me to complete this research. I am blessed and thankful of what I 

conquered. To all those people, thank you so much. 



TABLE OF CONTENTS 

Page 

PERMISSION TO USE . . . . . . . . . . . . i 

ABSTRACT .. . . . . . . . . . . . . . , . . 11 

... ABSTRAK .. . . . . . . . . . . . . . . 111 

ACKNOWLEDGEMENT . . . . . . . . . . iv 

LIST OF TABLES .. . . . . . . . . . . . . x 

LIST OF FIGURES .. . . . . . . . . . . xii 

... LIST OF ABBREVMTIONS . . . . . . . . . . xlll 

CHAPTER 1: INTRODUCTION 

1.0 CHAPTER INTRODUCTION 

1.1 BACKGROUND OF THE STUDY 

1.2 PROBLEM STATEMENT .. 

1.3 SCOPE OF THE STUDY .. 

1.4 RESEARCH QUESTIONS .. 

1.5 RESEARCHOBJECTIVE .. 

1.6 SIGNIFICANCE OF THE STUDY 

1.7 DEFINITION OF KEY TERMS 



1.7.1 Halal .. . . . . 

1.7.2 Theory of Planned Behavior (TPB) 

1.7.3 Theory of Reasoned Action (TRA) 

1.7.4 Attitude . . . . 

1.7.5 Subjective Norm .. . . 

1.7.6 Perceived Behavior Control .. 

1.7.7 Trust .. . . . . 

1.7.8 Knowledge .. . . 

1.8 ORGANIZATION OF THIS STUDY 

CHAPTER 2: LITERATURE REVIEW 

2.0 CHAPTER INTRODUCTION .. .. .. . . 14 

2.1 HALAL PHENOMENON .. . . . . . . 15 

2.1.1 Halal Certification in Malaysia . . . . . . . . 16 

2.2 INTENTION TO PURCHASE . . . . . . 18 

2.3 ATTITUDE .. . . . . . . . . . . 19 

2.4 SUBJECTIVE NORM . . .. . . . . 20 

2.5 PERCEIVED BEHAVIOR CONTROL .. . . . . . . 2 1 

2.6 TRUST . . . . . . . . . . 22 

2.7 KNOWLEDGE . . . . . . . . . . 23 

2.8 THEORY OF PLANNED BEHAVIOR .. . . 24 

vi 



2.9 RELATIONSHIP BETWEEN INDEPENDENT AND DEPENDENT 

VARIABLES .. . . . . . . . . 

2.9.1 Attitude and Intention to Purchase .. . . . . . . 

2.9.2 Subjective Norm and Intention to Purchase .. . . 

2.9.3 Perceived Behavior Control and Intention to Purchase 

2.9.4 Trust and Intention to Purchase . . . . 

2.9.5 Knowledge and Intention to Purchase . . . . . . 

2.10 THEORETICAL FRAMEWORK .. . . . . . . 

2.1 1 CHAPTER SUMMARY .. . . . . . . . . . . 

CHAPTER 3: RESEARCH METHODOLOGY 

3.0 CHAPTER INTRODUCTION . . . . . . .. . . 

3.1 NATURE AND TYPES OF RESEARCH DESIGN . . 

3.2 RESEARCH SAMPLE . . . . . . . . . . 

3.3 HYPOTHESES . . . . . . 

3.4 PILOT TEST .. . . . . . . . . . . 

3.4.1 Reliability Test . . . . . . . . 

3.5 STATISTICAL METHODS .. . . . . . . . . . . 

3.6 CHAPTER SUMMARY .. . . . . 

vii 



CHAPTER 4: DATA ANALYSIS AND FINDINGS 

4.0 CHAPTER INTRODUCTION . . . . . . 

4.1 SAMPLE CHARACTERISTICS .. . . 

4.2 BACKGROUND OF THE RESPONDENTS 

4.2.1 Gender of Respondents . . . . . . 

4.2.2 Age of Respondents .. . . . . . . 

4.2.3 Race of Respondents .. . . . . . . 

4.2.4 Religion of Respondents .. . . 

4.2.5 Education Level of Respondents .. . . 

4.3 DESCRIPTNE STATISTICS OF DATA COLLECTION 

4.3.1 Attitude . . . . . . 

4.3.2 Subjective Norm .. . . . . . . 

4.3.3 Perceived Behavior Control .. . . . . 

4.3.4 Trust .. . . 

4.3.5 Knowledge .. . . 

4.3.6 Intention to Purchase .. . . 

4.4 T-TEST OF DATA COLLECTION .. .. . . 

4.4.1 Sector and Intention to Purchase .. 

4.5 ONEWAYANOVAANALYSIS .. . . 

4.6 CORRELATION ANALYSIS . . . . 

4.6.1 HYPOTHESES TESTING .. 
... 

Vll l  



4.7 REGRESSION ANALYSIS .. . . . . . . . . 7 1 

4.7.1 Regression Analysis on Coefficient of Determination (RZ) .. 72 

4.7.2 Regression Analysis on Durbin-Watson Test .. . . 73 

4.7.3 Regression Analysis of ANOVA Test . . . . . . 74 

4.7.4 Regression Analysis of Coefficient .. 75 

4.8 CHAPTER SUMMARY .. . . . . .. . . . . 76 

CHAPTER 5: DISCUSSION 

5.0 CHAPTER INTRODUCTION . . . . . . . . 7 8 

5.1 SUMMARY OF THE FINDINGS .. . . . . . . . . 79 

5.2 DISCUSSION . . . . . . . . . . 8 1 

5.3 MANAGERLAL IMPLICATIONS .. . . . . . . . . 8 7 

5.4 LIMITATIONS . . . . . . . . . . . . 8 8 

5.5 RECOMMENDATIONS FOR FUTURE RESEARCH .. 8 8 

5.6 CONCLUSION . . . . . . .. . . . . . . 89 

References .. . . . . . . . . . . . . 9 1 

Appendix .. . . . . . . . . . . . . 98 



LIST OF TABLES 

Table Page 

Table 3.1: 

Table 3.2: 

Table 4.1 : 

Table 4.2: 

Table 4.3: 

Table 4.4: 

Table 4.5: 

Table 4.6: 

Table 4.7: 

Table 4.8: 

Table 4.9: 

Table 4.10: 

Table 4.1 1 : 

Table 4.12: 

Table 4.13: 

Table 4.14: 

Table 4.15: 

Table 4.16: 

Table 4.1 7: 

Table 4.1 8: 

Table 4.19: 

Table 4.20: 

Table 4.21 : 

Summary of the Questionnaire Design .. . . . . 
Reliability statistic for the pilot test .. .. . . . . 
Response Rate.. . . . . . . . . . . 
Gender of Respondents . . . . . . . . 

Age of respondents .. . . . . . . . . . . 

Race of Respondents .. . . . . .. . . . . 
Religion of Respondents .. . . . . . . . . 
Education Level of Respondents .. . . . . . . 

Descriptive (Mean and S. Deviation) Analysis of the Variables 

Means and Standard Deviation of Attitude Items .. 
Means and Standard Deviation of Subjective Norm Items .. 
Means and Standard Deviation of Perceived Behavior 

Control Items .. . . . . . . . . 

Means and Standard Deviation of Trust items . . . . 
Means and Standard Deviation of Knowledge items .. . . 

Means and Standard Deviation of Intention to Purchase items 

Independent T-Test between Sector and Intention to Purchase 

One-Way ANOVA between Race and Intention to Purchase 

Pearson's Correlation Scale .. .. . . 
Correlation between Intention to Purchase and Attitude .. 
Correlation between Intention to Purchase and Subjective Norm 

Correlation between Intention to Purchase and 

Intention to Purchase .. . . . . . . 
Correlation between Intention to Purchase and Trust.. . . 

Correlation between Intention to Purchase and Knowledge .. 



Table 4.22: Regression Analysis on Model Summary .. . . . . 72 

Table 4.23: Model Summary of Durbin-Watson . . 73 

Table 4.24: Regression Analysis of ANOVA Test . . . . 74 

Table 4.25: Coefficients (a) . . . . . . . . 75 

Table 4.26: Summary Result of Hypotheses Testing .. . . 76 



LIST OF FIGURES 

Figure Page 

Figure 2.1 : Halal Logo of Malaysia . . . . 

Figure 2.2. Theory of Planned Behavior .. . . .. 

Figure 2.3: Theoretical Framework of the Research .. 



LIST OF ABBREVIATIONS 

TRA 

TPB 

ATT 

SN 

PBC 

SPSS 

IV 

DV 

ANOVA 

Theory of reasoned action 

Theory of planned behavior 

Attitude 

Subjective norm 

Perceived behavioral control 

Statistical Package for Social Science 

Independent variable 

Dependent variable 

Analysis of Variance 

... 
Xlll 



INTRODUCTION 

1.0 CHAPTER INTRODUCTION 

This study explores the factors that influence intention to purchase halal products among 

consumer. In brief, it will discuss on whether attitude, subjective norms, perceived 

behavior control, trust and knowledge are important in explaining the intention to choose 

halal products among consumers. This chapter contains the discussion on the background 

of the study, problem statement, scope of study, research question, research objectives, 

significance of the study, definitions of key terms and organization of the study. 

1.1 BACKGROUND OF THE STUDY 

Muslim population represent up to one quarter of the world's population. It is one the 

fastest growing religion on earth both by birth and adoption (Alarn and Sayuti, 201 1). In 

Malaysia itself the Muslim population has increased from 10,257,341 or 58.62% to '14, 

049, 379 or 60.36% in 2000. The estimation of the amount in 2010 has increased to 
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