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ABSTRACT 

The main objective of this research is to examine the factors that influences on the 

awareness of halal food in Malaysia especially by University students. The research 

examines on three factors that affecting on the awareness of halal food among Muslim 

students in UniMAP which are religious belief, attitude, and role of logo. Data were 

collected from 365 students in University Malaysia Perlis. The internal consistency 

reliability test of Cronbach’s Alpha indicated that all scale items were proven reliable. 

Inferential analysis and Multiple Regression were used in this study. The results 

showed that there are significant relationships between the awareness of halal food. 

The result also showed religious belief is the most influential factor in affecting on the 

awareness of halal food among Muslim student in UniMAP. 

Keywords: TPB, awareness of halal food, religious belief, attitude, and role of logo. 
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ABSTRAK 

Objektif utama kajian ini adalah untuk menilai faktor yang mempengaruhi kesedaran 

pemakanan halal dalam kalangan pelajar-pelajar di universiti awam di Malaysia. 

Kajian ini mengkaji tiga faktor yang mempengaruhi kesedaran pemakanan halal dalam 

kalangan pelajar Muslim di Malaysia, iaitu kepercayaan keagamaan, sikap, dan 

peranan logo. Data untuk kajian ini diperoleh daripada 365 pelajar-pelajar Universiti 

Malaysia Perlis (UniMAP) di kampus Pauh Putra, Perlis. Ujian kebolehpercayaan 

Cronbach’s Alpha membuktikan semua item skala yang digunakan dalam kajian ini 

mencapai tahap kebolehpercayaan yang munasabah. Ujian Inferensi dan ujian Regresi 

Berganda telah digunakan dalam kajian ini. Dapatan kajian ini juga menunjukkan 

bahawa kepercayaan agama merupakan pembolehubah yang paling mempengaruhi 

terhadap  kesedaran pemakanan halal dalam kalangan pelajar Muslim di UniMAP.  

Kata kunci:TPB, kesedaran pemakanan halal, kepercayaan agama, sikap, dan peranan 

logo halal. 
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CHAPTER 1: 

INTRODUCTION 

 

1.0 Introduction 

Food is a basic of needs for every human being. This is because; food may provide an 

energy to a person’s body and helping people to have a healthy body and intelligent 

brain. Therefore, the intake of food in a daily life must from nutritious and healthy 

sources. Islam is a perfect religion that emphasizes on basic human needs such as food, 

drinks and shelter as the necessities of life. According to Al- Imam al-Syatibi, which 

explaining Daruriyyah or necessities defined as a fundamental of both in ensuring the 

safety and well-being of humankind in this world and hereafter. Daruriyyah or 

necessity is classified as one of the objective in Maqasid Shariah, which are including 

religion, life, intellect, lineage and property. Food are classified as life in the objective 

of Maqasid Shariah. This is because, healthy food is able to avoid anything that can 

have a detrimental effects on their bodies and souls. Thus, Islam are strictly prohibited 

to take the food that are containing harmful ingredients, or dirty. However, there is a 

rule that has been mentioned in Quran and Hadith to be followed as a guideline to 

achieve the objective of life in Maqasid Shariah. 

1.1     Overview of Halal Industry 

 In Malaysia, halal industry are gaining attention and acceptance either Muslim or non-

Muslim. The acceptance of halal industry has made Malaysia as one of the fastest 

growing business as well as in global market. This is due to its annual global market 

for the whole halal trade is estimated at USD 2.3 trillion with growing at annual rate 
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of 20% estimated per year that is contributed from halal food. The amount of halal 

business is predicted to rise fastest with a growing population with amount of 1.8 

billion Muslims in 112 countries in the world. This has shown that, Muslim is the 

major consumers of halal food and products (NASDAQ OMX, 2012). 

 In order to meet the requirement of halal industry, the countries must get a recognition 

of halal certification from regulated bodies who are organized of halal governance for 

the purpose of gaining strong industry and confidence. A systematically administration 

are needs to be proven by the development of halal standards as a key reference in 

halal certification activities by accredited of certification bodies. 

1.2    Overviews of Halal Industry in Malaysia 

 In Malaysia, the label of halal is a significant matter to consumer either Muslims or 

non-Muslims. Typically, the Muslim’s consumers will look for the authentic Halal 

certification issued by the Malaysia Department of Islamic Development (JAKIM). 

This board are responsible to encourage the industry players in obtaining of Halal 

certification and ensure that they are successfully to acquire the Halal certification. 

Halal certification is an official document as a proof  of the legality of  food, beverage, 

premises, activities or services issued by regulated authorities. As a Muslim’s 

countries which are populated by a majority of Muslims, the consumer will emphasize 

on the consumption of halal food and product based on their religious belief as a duty 

or obligation of Muslim’s in this world. Meanwhile, for non-Muslim they are believed 

that, a recognition of halal certification issued by the Malaysia Department of Islamic 

Development (JAKIM) is a standard of quality, hygiene and harmless.     
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In Malaysia, halal industry has successfully penetrating the global market particularly 

in the halal food sector, which has boost  Malaysia's reputation as one of the most 

respected countries. Thus, it makes Malaysia as one of the top countries for growing 

businesses related to halal products and services. According to Halal Development 

Corporation (HDC) Chief Executive Officer, Dato’ Seri Jamil Bidin, he believes that, 

Malaysia’s halal industry is  being competitive in worldwide  due to its huge market 

potential and high demand . The growth of the industry in local has attracted more 

entrepreneurs to venture into the Halal industry. Consequently, many of non-Muslim 

countries in globally such as Japan, Korea, Republic of China, Australia and Brazil 

have begun to engage in this industry and Malaysia has become as a leader in the 

development of the global Halal industry (New Straits Times, 2019). 

In 1974, the government has made various efforts to provide halal guaranteed food and 

products to meet the demands of the Malaysian Muslim community. As a result of the 

government's efforts in promoting the halal industry, Malaysia has expanded across a 

number of channels including Islamic finance, food, consumer products, cosmetics, 

pharmaceuticals, hospitality and tourism. Malaysia is one of the leading countries that 

has introduced the concept of halal industry as a whole and currently as a benchmark 

for other countries.who want to get involved in the global halal industry (Yusrina 

Yusoff, Nurhanita Husain, Nurul Huda Yahya, 2018).  Thus, halal standards and halal 

certification in Malaysia are look as a guidelines in other countries and have gained of 

acceptance among Muslim and non-Muslim product manufacturers and consumers. 
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1.3   Definition and Concept of Halal 

According to Alias Azhar and Harlida Abdul Wahab (2017), halal is derived from an 

Arabic word in which the basic word of halla, yahillu, means to release, break, dissolve 

and allowed. In terms of language, halal is the opposite of illegal while in terms of 

syara’ halal means allowed and opposed to illegal. In Islam the concept of halal is very 

important because it is a basic principle or obligation of consumption for Muslim 

consumers. In addition, halal is considered as a legal by the Shari'a and allowed for 

Muslims. Therefore, the consumption of halal food are demanded and practiced 

because it has many advantages  as mentioned in the Quran and hadith as noted by 

Fatimah and Hidayat, (2016). 

According to the Halal Industry Development Corporation, Halalan Thoyyiban is 

meant to be allowed for consumption in accordance with Shariah law as long as they 

are safe and harmless. Dubious or Syubhah is defined as food or beverage which are 

classified as an unclear which categories under halal and non-halal category and it was 

a doubtful. As mentioned by Allah which urgues all Muslim of the following : 

 

                                                                                         (Surah Al Baqarah, verse 168) 

Which means : 
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“O mankind! Eat that which is good on the earth, that is lawful and good, and do not 

follow the footsteps of the devil, for he is the enemy of you.) 

Thus, the above of verse emphasizes that, it is a compulsory for Muslims to consume 

halal food and use halal products solely because they do not eat and use goods for the 

sake of convenience but also to perform their duties, responsibilities as Muslims in this 

world. In addition, the general principle of food according to Islamic rules, which 

everything is halal except of dirty, dangerous and drunk. Therefore, it is an obligatory 

for Muslims to choose healthy food and avoid all matters that are forbidden as Allah 

says in the Quran. 

However according to Haslinda Hasan which are referred to Mohamed and etl (2016), 

there are a few factors that contribute to the failure in obtaining Halal certification such 

as, they may not know, less of knowledge about the concept of Halal, and do not 

understands the requirements and process of applying for Halal certification.  Thus, 

users can be exposed in various ways to raise their awareness through education and 

learning. This is because people are more easily to keep in touch through traditional 

ways such as communication (e.g., Newspaper, television, radio,internet) or other 

channel of communication. 

Recognizing the importance of support from the students for the development of the 

halal industry, there are specific steps must be taken to ensure that Malaysian young 

generation receive an accurate information on the halal concept. In addition, these of 

young generation are major of consumer group in Malaysia and plays an important 

role in shaping the country's economy. The decisions of young people have a huge 

impact on the success of the Malaysian halal industry. 
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1.3   Research Problem 

The development of information technology today is affecting the growth of the halal 

industry. Positive influence has a positive effect on the country's halal industry but 

there are some negative elements that may fails the country's halal industry. Today, 

people often received information in the form of pictures or text on halal and illegal 

issues through social media, particularly WhatsApp, Facebook, and Instagram. 

Sometimes information about the halal and illegal products of a food product creates 

suspicion, ambiguous and confuses us. So how far is the truth of issues of products or 

food that are said to be illegal or unlawful spread by social media? 

Even sometimes, the viewed on the web and social media, some of the videos posted 

are not in this country. But it has been deployed over ten times in the WhatsApp group. 

This situation is causing Muslim consumers to become more confused and no longer 

use products that they said are not lawful. Maybe this is good but what if the 

information that was disseminated was defamatory or deliberate by a particular party 

to disparage the product or food?. For example, misrepresentation or attempt to 

sabotage Muslim products, but is it illegal? There have been complaints among 

Bumiputera entrepreneurs who obtained the Halal Certificate but were claimed as non- 

halal. This has brought down the Bumiputera entrepreneurs and economy. 

In Malaysia, various efforts have been made in relation to halal products and include 

organizing the Fourth Malaysia International Halal Exhibition or (MIHAS) 2007, the 

world's largest trade  for halal products and services. A total of 97 international 

companies from 26 countries met the 105 exhibition booths while another 409 booths 

were filled by 327 local companies. In addition, in 2004 Malaysia was issued the first 
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Halal MS1500: 2004 standard in the world, the food industry guidelines for 

preparation or food product regulation as well as trade or food business. Based on a 

legal standpoint, there are provisions under certain laws or enactments that deal with 

enforcement aspects (MIHAS, 2007). 

The Halal Authorization Certificate for food and beverage products, consumables, 

food, premises and slaughterhouses issued or manufactured in Malaysia was issued by 

JAKIM or the State Islamic Religious Department. For products or food manufactured 

outside Malaysia, JAKIM will no longer need to issue certificates and logos as the 

company may use halal certificates and logos issued by the Islamic Agency in the 

country recognized by JAKIM such as certificates issued by Thailand. In terms of the 

Halal Logo aspect, it is must comply with the specifications, clearly printed on each 

product that is manufactured and labelled. For the premises, the logo must be displayed 

on the premises and for the hotel it should be displayed only in the kitchen or in the 

halal section of the halal certified restaurant. However, the company is allowed to print 

the colour of the logos according to the suitability of their respective packaging as long 

as they do not change the specification of the originality of logo. 

Based on these concerns, researchers feel that a study needs to be done for consumers 

to assess the extent to which they are sensitive and aware of current issue such as clBuy 

Muslim First (BMF) campaign as disparage of non-Muslims product. This campaign 

aims to prioritize Muslim products which are halal, clean and quality. Besides that, 

Buy Muslim First (BMF) campaign that emphasizes on the concept of halalan toyyiba 

that has been mentioned in Quran. Did the issue affecting Muslims and influences on 

the awareness of Muslim consumers? 
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Thus, researcher are conducting a study about the awareness of halal food among 

Muslim students in UniMAP. This study was aimed to examine students’s awareness 

of halal food and the factors such as religious belief, attitude and the role of logo that 

influences on the awareness of halal food. Did  this issue a guide for them to enhance 

their awareness of halal food? 

We need to be aware of the fact that there have been many debates about some societies 

among students who are not sensitive with the law of halal even though this is clearly 

mentioned in the Quran and the Sunnah of the Prophet. They seems consider as simple 

things on the concept of halal and non-halal either to follow or not. At this initiative, 

researchers want to conduct a research to gain the awareness of halal food on the 

religious belief, attitudes and the role of logo that have a direct connection to the Quran 

and the Sunnah in their daily routine selection of products.  

Students are an important group of consumers because of their strong in purchasing 

power. The lifestyle of today's, make a  students need and love in buying and using 

certain products. The variety of products are available in both halal and non-halal 

products which gives students are more opportunities to make choices. The purpose of 

this study was to determine whether religious belief, consumers attitude and the role 

of halal logo factors that influence Muslim students' awareness of halal food in 

UNIMAPs. 

1.4    Research Question 

1. Is there any difference of awareness of halal food among groups in 

demographic factors (gender, age, semester, marital status, level of 

educational ) 
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2. Is there any difference of factors that influencing  on the awareness of halal 

food (religious belief, consumer attitude, and role of logo) among groups in 

demographic factors ( gender, age,semester, marital status, and level of 

educational) 

3. Does the religious belief influences on the awareness of halal food among 

Muslim students in UniMAP? 

4. Does the consumer attitude influences on the awareness of halal food among 

Muslim students in UniMAP? 

5. Does the role of logo influences on the awareness of halal food among 

Muslim students in UniMAP? 

1.5   Research Objective 

1. To identify the differences of awareness of halal food among groups in 

demographic factors (gender, age, semester, marital status and level of 

educational) 

2. To identify the differences of factors that influencing on the awareness of halal 

food (religious belief, consumer attitude, and role of logo) among groups in 

demographics factor (gender, age, semester, marital status, and level of 

educational) 

3. To identify the religious belief that influences on the awareness of halal food 

among Muslim students in UniMAP. 

4. To identify the consumer attitude that influences on the awareness of halal food 

among Muslim students in UniMAP. 
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5. To identify the role of logo that influences on the awareness of halal food among 

Muslim students in UniMAP. 

1.6   Significant of the Study 

Food plays an important role in determining the personality of a Muslims. Food is a 

basic of human need for survival. At a young age, particularly among Muslims student 

they are usually need a great deal of exposure about halal food knowledge which are 

compliance with Islamic principles. Thus, the exposure of halal food awareness among 

Muslims student are very useful because they are the ones who will determine the 

future of the country besides, food may influence the way of students thought and thus 

contribute in the following areas: 

I. This study will benefit to Muslim students at UniMAP to enhance the 

awareness of halal food so that they are more responsive in practicing of 

Islamic jurisprudence on halal food consumption. 

II. This study will provides awareness among Muslims students at UniMAP to 

make a decisions in purchasing of halal foods with halal logo’s by JAKIM. 

III. This study will help Muslims student in UniMAP to raised their confidence 

to avoid the uncertainty on the halal logo issued by JAKIM. 

1.7  Scope and Limitations of the Study 

This study was conducted at Universiti Malaysia Perlis (UniMAP) in Perlis. Perlis is 

located on the northern Malaysia. Previously, UniMAP has known as Northern 

Malaysia University College of Engineering. It was established as the 17Th  Public 

Institution of Higher Learning in Malaysia on 25 July 2001. Although,  Perlis is the 

smallest state in Malaysia, but many of Institutions of Higher Education were 
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established such as University of Technology Mara (UiTM), College of Matriculation 

Perlis (KMPs), Community College (Arau Community College), College of 

University Islam Perlis (KUIPs)  and others. In addition, Perlis has a large number of 

students living in the state of Perlis. However, UniMAP is one of the university which 

consist of many races  such as Malay, Chinese, Indian, and many of foreigner were 

studying in UniMAP. Thus, UniMAP was selected to conduct this study on the 

awareness of halal food among Muslim students in UniMAP. This study was 

conducted in UniMAP is due to the many of races and religions while they are sharing 

the value of norm or cultures among student. Mostly, others college which consist of 

only Malay students such as College of University Islam Perlis (KUIPs), University 

Teknologi Mara Arau, Perlis (UiTM). 

The respondents are selected from UniMAP students in Perlis are been focused as a 

sample for researcher to conduct the study. In the research survey, 367 questionnaires 

were distributed to  respondents of students which consist of only Muslims students to 

get the feedback on the factors affecting the awareness of halal food among Muslims 

student in UniMAP. Thus, eligible respondents were students age from 20 years to 30 

years and above to indicate that they have a different level of knowledge and 

perceptions toward halal food 

1.8 Theoritical Framework 

The conceptual framework of this study has three independent variables, namely 

religious belief, consumer’s attitude and the role of logo .While the awareness of halal 

food among students as a dependent variable. The conceptual framework of the study 

is as in Figure 1.6.1 as below:  
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Figure 1. 1: Conceptual framework of Study 

Hypothesis / Proposition Development 

In this research, hypothesis can be divided into two different hypothesis which are null 

hypothesis and alternate hypothesis. The null hypothesis, indicated by Ho1, is usually 

an assumption that there is no relationship between a problem (consequence) and the 

cause (causal) of a phenomenon, or that there is no relationship between dependent 

variables and independent variables. Meanwhile, the alternate hypothesis indicated by 

Ha1, is the hypothesis that there is a relationship between a problem and the cause of 

a phenomenon or that there is a relationship between dependent variables and 

independent variables. Thus, this study has five general hypothesis were develop 

related to the objective of the study. 
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Hypothesis 1 

The first objective in this study is to identify the differences of the awareness of halal 

food among groups in demographic factors (gender, age, semester,marital status and 

level of educational). Accordingly, the following hypothesis is proposed to answer first 

objective as follows: 

Ho1.1: There is no significant differences of awareness of halal food between gender 

groups.  

Ha1.1: There is a significant differences of awareness of halal food between gender 

groups.  

Ho1.2:There is no significant differences of awareness of halal food between age 

groups. 

Ha1.2: There is a significant differences of awareness of halal food between age 

groups. 

Ho1.3: There is no significant differences of awareness of halal food between level of 

semester groups. 

Ha1.3: There is a significant differences of awareness of halal food between level of 

semester 

Ho1.4: There is no significant differences of awareness of halal food between marital 

status groups. 

Ha1.4: There is a significant differences of awareness of halal food between marital 

status groups. 
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Ho1.5: There is no significant differences of awareness of halal food between of 

educational level groups. 

Ha1.5: There is a significant differences of awareness of halal food between of 

educational level groups.  

Hypothesis 2 

The second objective is to identify the difference of religious belief factors that 

influencing on the awareness of halal food among demographics factors (gender, age, 

semester, marital status, and level of educational). Accordingly, the following 

hypothesis are proposed to answer second objective as follows: 

Ho2.1: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between gender groups. 

Ha2.1: There is a significant differences of religious belief factor that influencing on 

the awareness of halal food between gender groups. 

Ho2.2: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between age groups. 

Ha2.2: There is a significant differences of religious belief factor that influencing on 

the awareness of halal food between age groups. 

Ho2.3: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between semester groups. 

Ha2.3: There is a significant differences of religious belief factor that influencing on 

the awareness of halal food between semester groups. 
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Ho2.4: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between marital status groups. 

Ha2.4: There is a significant differences of religious belief factor that influencing on 

the awareness of halal food between marital status groups. 

Ho2.5: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between educational level  groups. 

Ha2.5: There is a significant differences of religious belief factor that influencing on 

the awareness of halal food between educational level  groups. 

Hypothesis 3 

The second objective is to identify the difference  of  consumer attitude factor that 

influencing on the awareness of halal food among demographics factors (gender, age, 

semester, marital status, and level of educational). Accordingly, the following 

hypothesis are proposed to answer second objective as follows: 

Ho3.1: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between gender groups. 

Ha3.1: There is a significant differences of consumer attitude factor that influencing 

on the awareness of halal food between gender groups. 

Ho3.2: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between age groups. 

Ha3.2: There is a significant differences of consumer attitude factor that influencing 

on the awareness of halal food between age groups. 
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Ho3.3: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between semester groups. 

Ha3.3: There is a significant differences of consumer attitude factor that influencing 

on the awareness of halal food between semester groups. 

Ho3.4: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between marital status groups. 

Ha3.4: There is a significant differences of consumer attitude factor that influencing 

on the awareness of halal food between marital status groups. 

Ho3.5: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between educational level  groups. 

Ha3.5: There is a significant differences of consumer attitude factor that influencing 

on the awareness of halal food between educational level  groups. 

Hypothesis 4 

The second objective is to identify the difference  of role of logo factor that influencing 

on the awareness of halal food among demographics factors(gender, age, semester, 

marital status, and level of educational). Accordingly, the following hypothesis are 

proposed to answer second objective as follows: 

o4.1: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between gender groups. 

Ha4.1: There is a significant differences of consumer attitude factor that influencing 

on the awareness of halal food between gender groups. 
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Ho4.2: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between age groups. 

Ha4.2: There is a significant differences of role of logo  factor that influencing on the 

awareness of halal food between age groups. 

Ho4.3: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between semester groups. 

Ha4.3: There is a significant differences of role of logo factor that influencing on the 

awareness of halal food between semester groups. 

Ho4.4: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between marital status groups. 

Ha4.4: There is a significant differences of role of logo factor that influencing on the 

awareness of halal food between marital status groups. 

Ho4.5: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between educational level  groups. 

Ha4.5: There is a significant differences of role of logo factor that influencing on the 

awareness of halal food between educational level  groups. 

Hypothesis 5 

The third objective in this study is to identify the religious belief factor that influence 

on the awareness of halal food among Muslim students in UniMAP. Accordingly, the 

following hypothesis is proposed to answer third objective as follows: 
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Ho5: There is no significant relationship between religious belief factor on the 

awareness of halal food among Muslim’s student in UniMAP.. 

Ha5: There is a significant relationship between religious belief factor on the awareness 

of halal food among Muslim students in UniMAP. 

Hypothesis 6 

The fourth objective in this study is to identify the consumer attitude factor that 

influence on the awareness of halal food among Muslim students in UniMAP. 

Accordingly, the following hypothesis is proposed to answer fourth objective as 

follows: 

Ho6: There is no significant relationship between consumer attitude factor on the 

awareness of halal food among Muslim’s student in UniMAP.. 

Ha6: There is a significant relationship between consumer attitude factor on the 

awareness of halal food among Muslim students in UniMAP 

Hypothesis 7 

The fifth objective in this study is to identify role of logo  factor that influence on the 

awareness of halal food among Muslim students in UniMAP. Accordingly, the 

following hypothesis is proposed to answer fourth objective as follows: 

Ho7: There is no significant relationship between role of logo factor on the awareness 

of halal food among Muslim’s student in UniMAP.. 

Ha7: There is a significant relationship between role of logo factor on the awareness 

of halal food among Muslim students in UniMAP.
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CHAPTER 2: 

LITERATURE REVIEW 

 

2.0    Introduction 

 This chapter will discuss the issues that arise among Muslim  regarding the factors of 

choosing halal food in their daily lives. As we know,  today’s people are exposed with 

a wide variety of foods or products from foreign countries either Islamic or non-

Islamic countries. Today's phenomenon is seen that, junk food is one of the favourite 

foods in society, particularly among young people, such as instant noodles, snacks, 

candy and etc. However, the presence of various foods in Malaysian food industry has 

made young people are less aware in choosing halal food in their daily lives. Previous 

researches have shown that, there are three factors that influencing on the awareness 

on halal consumption namely, religious belief, consumer’s attitude, and the role of 

logo (Haslinda Hasan, 2016). In addition, religion plays an important role in 

determining a person's attitude in choosing halal food due to its obligation as 

mentioned in Holy Quran . Meanwhile, the factors of  consumers attitude and the role 

of logo are seen that,  may influences on the awareness of halal food among Muslim 

students with a corporation with the goverments’s effort to enhance the awareness of 

halal food among Muslim students. 

2.1   The Concept of Halal 

 In  Islam the concept of halal are one of  the main pillar’s of consumer guidelines 

particularly for Muslim consumers. According to Farah Shahwahid et al. (2015), which 

are referred to Yusof Qaradhawi (1994),  explaining that halal refers to something that 
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is allowed, and there is no prohibition , and it is permitted to do it. Thus, the concept 

of Halal is an universal whose covers all the aspects of a person's life, from worship to 

muamalath and mu'asharah.  

 According to Sazelin Arif and Safiah Sidek (2015), the concept of Halalan Tayyiban 

is a fundamental in determining halal food consumption in Malaysia and consist of 

two basic of words whose are halal and illegal which produce the concept of Halalan 

Tayyiban. In terms of Lingua language, halal is defined as something that should be 

allowed and cannot be punished. Due to the facts that, the concept of Halalan Tayyiban 

may provide an advantages in both physical and spiritual from the food to the human. 

Hence, it can be guaranteed as food that is allowed to be eaten (halal) and provide 

beneficial on the human body. In other words, there are two main considerations whose 

are classified as halal food : first it comes from halal sources, and second food should 

has a quality, hygiene and may provide benefit those consume it. 

This also supported by Nur Riza  Suradi et al. (2015), halal are refer to the behavior 

whose are permitted by Shariah.. Shariah is an Islamic principle that emphasizes on 

the basic of necessity of human being in order to safeguard of the public interest, 

harmony of society to achieve the objective of Shariah or Maqasid Shariah. Food are 

classified as one of the objective of Maqasid Shariah as a necessity or human needs to 

sustain their life Thus, the selection of food must be free from any alcohol, pork, and 

does not contain any harmful ingredients or harmless. 

2.2    Overview of Awareness Halal Food Consumption 

According to Haslinda Hassan (2016), the word of awareness means an individual’s 

understanding of a particular subject or situation. Whereas in the context of Halal 
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consciousness is a process of informing or enhancing the level of knowledge that 

focuses on food, which referred as a subject. Everyone has a various of understandings 

about the knowledge of foods that are permissible or impermissible.  This has created 

person’s awareness of what is allowed or not allowed. As stated by Ambali and Bakar 

(2015), awareness, exists due to its certain reasons or having a special interest about 

what is happening today such as food, beverages and halal products. Thus, awareness 

of halal food is described as human perceptions and cognitive reactions towards of 

what they eat, drink and consume in their daily life. At this point, awareness is a 

relative concept in which a person’s may be partially aware or may be aware of issues 

that are related with the aspects of halal that has been prescribed by Allah. 

 Based on previous studies, there are several issues on halal food consumption  in 

Malaysia has raised awareness among Muslims consumer.  For an example, issues of 

involving on the halal status food of products and logos. The attitude of Muslim’s 

consumers, particularly those of teenagers who visit the premises with unclear halal 

logo and has never been recognized by JAKIM. They argue that there is a halal logo 

on the packaging of their food and beverage products even though it is a fake logo and 

that is not recognized by JAKIM (Hamidah and Nuraishah, 2017).  

2.3    Theory of Planned Behaviour (TPB) 

Generally, many of attitude theories have been developed as a theoretical model as the 

basis to explain on the Halal food consumption literature. This study used Theory of 

Planned Behaviour as an underlying theory for this research in order to obtain a wide 

analysis towards the factors affecting on the awareness of halal food among Muslim 

students. This study was develop to describe individual’s performance of a certain 
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behaviour is determined by his intention to perform the behaviour. In addition, the 

theory of planned behaviour emphasize that attitudes, subjective norms and perceived 

behavioural control which links between belief and behaviour (Ajzen, 1991). This 

theory is seen quite similar with Theory of Reasoned Action (TRA) as stated by Ajzen 

(1975), and Fishbein (1980) that explain behaviour did not appear 100% voluntary  

while under control is resulted in an increase in perceived behaviour. Thus, this theory 

is called the Theory of Planned Behaviour. 

There are a few studies on halal food consumption using TPB as the basis of their 

theoretical model in determining consumer’s intention to purchase and consume halal 

food and products (Ajzen, 2005).  As stated by  Aiedah Khalek (2012), conducted a 

study by using TPB as the basis of their theoretical model on consumer’s attitude 

towards halal foods outlets and JAKIM’s halal certification. They used a survey 

through questionnaires and the respondents consists of Muslim student between 16-35 

years old from Higher learning Private Institutions. The study indicates that, subjective 

norms have less significant influences compared to attitude and behavioural control of 

young consumers in choosing halal food outlets. However, this study states that, 

family’s perception did not plays as a significant role as compared to other people 

when it comes to  young generation urban areas who are more independent to decide 

in choosing halal food. 

According to previous studies such as Bonne et al. (2007), the theory of TPB are used 

as the basis of their theoretical model of consumer attitudes towards the purchase of 

halal meat in France. The study has shown that, attitudes, social norms and perceived 

control are significant on the consumption of halal meat. However, it indicates a 
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positive relationship between personal attitude towards the consumption of halal meat, 

the influence of peers and the perceived control towards halal meat anticipate the 

intention to eat halal meat among Muslims. This is similarly with previous studies such 

as Alam and Sayuti (2011),  conducted a study used the TPB to examine the factors 

which influence halal food purchasing behaviour among Malaysian consumers. The 

results indicates that attitude, subjective norms and behavioural control have a 

significant relationship towards intention to purchase halal food. 

2.4   Religious Belief 

According to Johnstone (1975), religion is a system which are consists of belief and 

practices among group of people about what they are perceived about something which 

are motivated by the spirit. As noted by Haslinda Hasan (2016), explained that in Islam 

anything such as food, drinks and products are permissible while non-halal product is 

strictly prohibited. It is clearly stated in Quran, where there are amount  of 20  of verses 

which explained as the categorized of food which consist of halal and haram foods. 

Based on the verses, Allah has urged all Muslims and human being to eat and comply 

on  both Halal and Tayyib, and all the verses are about to convey the message is : 

“ O, ye men! Eat of what is in the earth, lawful and wholesome and follow not the 

footsteps of Satan; for indeed he is an open enemy to you”  (Al-Baqara 2:168) 

 Based on Hadith : 

“ Halal (the Lawful & Permissible) is clear and Haram (the Unlawful & 

Unpermissible) is clear. Between halal and haram lays some doubtful things. Many 

people do not know whether it is permissible or not. Whoever leaves out these doubtful 

things in order to protect his religion and honor, then he is safe. Whoever indulges in 
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these doubtful things/matters, it is very possible that he will fall into Haram, similar 

to a person who grazes his animals near the royal pasture it is very possible that one 

day he will graze in the royal pasture. Behold! Every king has a royal pasture and the 

royal pasture of Allah is those things which have been made impermissible. “ 

(Tirmidhi 1205) 

In another perspective, Mokhlis (2006), a highly religious people can evaluate the 

world through religious schemes and incorporate religion into their lives. In addition, 

religious commitment may influences people's lives through their beliefs, knowledge, 

and attitudes, regardless of their religious orientation (Muslim, Christian, Hindu, etc.). 

Also, stated by Mukhtar and Butt (2011), are seen as the needs to examine the roles of 

religiosity as examining Muslims attitude on the consumption of halal product. This is 

because, the  greater the privilege of one's religion, the higher will be the opportunity 

that they will seek to fulfil their religious obligations in this world. As stated by 

Haslinda Hassan (2016), precisely religion can influence consumer’s attitude and 

behaviour particularly in making the decisions about purchasing halal food products. 

This study has shown that, there is a intercorrelations among the variables where the 

value of p is 0.876 which greater than 0.05. It indicates that there is a significant 

relationship on the purchasing of halal food products. 

Furthermore, Sack (2001) stated that, typically all major religions which consist of 

Islam, Hinduism, Judaism, and Buddhism (except of Christianity) have some 

prohibitions in food consumptions and plays an important role which are prohibited 

on their followers from certain foods. Thus, it is quite challenging of followers to 

follow religious orders as they migrate to different communities and countries with 
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different cultures and religions. As a result, the number of followers whose follow the 

religious dietary laws are might be different. Similarly, it has been suggested that 

religious identity (SI) and dietary acculturation (DA) are a sense of individual moral’s 

responsibility that can influence the belief and legitimacy of halal food consumption 

(Ahmed et al., 2014; Bonne et al.,2007). Thus, religion is a moral obligation (MO) for 

a Muslim to adhere towards religious belief in deciding to eat halal food either he or 

she at home or abroad or either it is readily available or unavailable. Due to religious 

reason, this study supports the idea that MO individual’s feeling or intention plays an 

important role in their decision to buy halal food. According to Ali, Xiaoling and 

Sherwani, (2016), distinctly moral obligation or religious belief may influences on the 

purchase intention of halal meat. It is proved due to its reliability analysis where 

Cronbach’s alpha was 0.713. 

2.5   Consumer attitude 

According to Hogg, 2005 (in Nurul Hanis et al., 2017) attitude is defined as behaviour 

or someone’s thought about something. Attitude has related  with one's beliefs, 

feelings and social behaviour. In addition, attitude also may reflects through his or her 

external behaviour. Furthermore, Kaimislam (2012) noted that, attitude is a behaviour 

that can be practiced in creating individual’s attitude. Meanwhile, attitude is a 

behaviour that can be cultivate in the individual’s person (Nurul Hanis et al, 2017). 

Based on Ajzen (2005), views (in Nurul Hanis et al. 2017), attitude is one of the 

important aspects in describing individual’s action about choosing  something and also 

can influences the consumption of a product. Moreover, attitude can also be described 

as an assessment of an individual's impact on the performance of a behaviour itself. 
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This an assessment are comprise of two forms of belief either beneficial or 

unbeneficial for a person to do such a behaviour. According to Nurul Hanis et al. 

(2017), attitude is a person's belief that each behaviour will determine to a particular 

decision and another person's perspective towards the outcome. Furthermore, attitude 

can be a major factor that influences on the intention to purchase the halal product due 

to its reason that behaviour can be cultivated in individual itself. Based on Farhana’s 

perspective, (2014), there is a positive relationship between attitude factors towards 

purchasing behaviour of halal products. This can be supported by Dahalan (2008),  

where he points out that consumer’s attitude is usually tend to be a factor in the 

choosing of halal products.  

According to Endang (2010), attitude is the tendency of an individual's psychology to 

describe  about something which are related to self-censorship of the behaviour. Thus, 

consumer’s attitude may reflect of behaviour related to what, when, why, how and 

where individuals purchase the product or not (Amirah, 2012). However, Abdul Kadir 

(2012) stated that, the attitude of Muslim consumers particularly among teenagers are 

still vague. According to Dewan Masyarakat (2012), this situation can be seen  when 

they are still visiting the premises that do not have the halal logo and did not recognized 

by JAKIM.  

 Furthermore, Hamidah (2012) stated that, there is a lack of awareness among 

Muslim’s consumers to ensure the  halal logo on  goods and services and they are 

unable to ensure the originality of the logo. Thus, a Muslim’s consumer attitude whose 

has been less conscious about the recognition of logo, premises, product, are due to 

the lack of awareness. 
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2.6    Role of logo 

The establishment of halal logo and certification by JAKIM  has created and raised 

awareness to ensure all food products and services are in guidelines of Shariah 

compliant. Nowadays, the Halal logo is a symbol or sources before Muslim consumers 

want to consume food or beverage products, regardless of which institution or country 

produces the Halal logo. According to Shafie and Othman (2006), also supported by 

Ambali and Bakar (2014),the majority of Muslim consumers are preferred to ensure 

the halal logo or certification issued by JAKIM, besides they are more reacted 

positively on food product from JAKIM ‘s halal logo. However, a study by Mohamed 

et al. (2008) found that, the halal logo issued by JAKIM is not enough, as some 

consumers will look for the list of ingredients on food products. This is due to the, 

consumers are not fully confidence with the JAKIM’s halal logo. As a result of the 

vague halal logo, it will negatively impact on consumers behaviour in purchasing of 

food products. Thus, the effort’s of government about this issue is crucial in ensuring  

the originality of the halal logo particularly of food product from non-Muslim 

manufacturers. As Zakaria (2008), points out, the halal logo is about a symbol which 

are guaranteed towards the confidence among Muslim consumers in determining the 

halal status of the  product and it is in the guidelines of Shariah compliance. According 

to Haslinda Hasan (2016) found that, precisely the role of logo has a significant 

relationships  on the awareness towards halal food product due to its of the highest 

Cronbach’s Alpha  for the role of halal logo which is 0.801. As the result shown from 

a reliability test as the scores were higher than 0.6 explain that the variables are reliable 

and sufficient. 
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In Malaysia, the issue of halal is most sensitive particularly among Muslims consumers 

as it involved with the law of Islamic principles. Thus, there are some process are need 

to be supervised, monitored and controlled by appointing of several bodies that are 

responsible on the investigation. According to Lokman Ab. Rahman (2012), Omer 

Abdu Zerai (2011), and Azliza Muhammad (1999), stated that, the concept of halal 

food industry are stipulated by JAKIM are both under the compliance of Shariah and 

fulfilled the halal requirements on food preparation. They also suggested on the 

improvements towards JAKIM's systems, efforts and role in conducting research, 

certification and halal management in Malaysia. However, Lokman also add on his 

statement where Rahman (2005) noted that, Malaysia used the halal labels or logo’s 

by JAKIM  as a cultural benchmark before it became a major marketing and business 

strategy. Thus, the halal logo’s by JAKIM  has provided many of benefits in order to 

facilitating of Muslim consumers to gain the confidence on  halal branded goods which 

are safely to use. 

Meanwhile, Wan Azrin Izani Wan Mohd. Zain (2008), Mohamad Sofee Razak (2010), 

Zalina Zakaria (2004), Ahmad Hidayat with Zulzaidi Mahmod (2012), and Hifza 

Rahimah Ibrahim with Mohd Zhafran Helmi Mokhtarudin (2010), proposed on the 

improvements towards law and enforcement about halal and illegal issues to be 

resolved. They explained on the needs and importance of the halal act and its 

challenges in the long term and current needs as well as commenting on the 

enforcement of the halal logo and the provision of existing laws in Malaysia.
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CHAPTER 3: 

METHADOLOGY 

 

Research methodology is used to achieve the research objectives. It involves research 

design, techniques, instruments, and scope of the study used to collect, test and analyse 

the research information and data. The key components of the methodology will be 

discussed in detail on the next section. In addition, it is important for researchers to 

select and determine the appropriate research design and provide the framework in 

carrying out this study. 

3.1    Research Design 

In this study, the researcher used a quantitative approach to carry out this study. 

Meanwhile, the instrument in this study which consist of questionnaire form which 

will be distributed directly to the respondents. Under a quantitative approach, 

researcher use two types of analytical method: descriptive and inferential methods. 

This study was currently in purpose to investigate the relationship between dependent 

variables and independent variables. According to Kerlinger and Lee (2000), a 

quantitative approach is a deductive and researchers drawn a conclusions based on 

direct observation with the primary purpose of describing cause and effect. In addition, 

quantitative research can be either in the form of two analysis as descriptive or 

experimental analysis (Fraenkel & Wallen, 2003). The purpose of descriptive analysis 

is to be more relevant to phenomena, to gain new insights, as well as to being more 

specific research or hypothesis of problems. While, experimental research is to test the 

causes and influence the relationship between variables. Furthermore, in descriptive 
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analysis, researchers have no direct control over independent variables due to the their 

manifestations has occurred or because they cannot be manipulated (Kerlinger & Lee, 

2000). According to Kalla and Wilson (2010), inferential analysis is an attempt to draw 

a conclusion from one experimental study that have been obtained to more general 

populations. This is because, inferential analysis attempt to answer questions about 

populations and samples which not have been tested in a given experiment. After 

distributing the questionnaire, the raw data will be analysed using SPSS software 

version 26.0. 

3.2    Location of Study 

After conducting several surveys among Universities such as Universiti Teknologi 

Mara, Perlis (UiTM), and Kolej Universiti Islam Perlis (KUIPs) around in state of 

Perlis, researcher has designated UniMAP as a suitable site of location to serve as a 

sample of the study. Researcher has thought that UniMAP has represented the 

population for research in this study. Various of information and resources have been 

searched by researcher to ensure that they are in line with the needs of this research. 

Some of the reasons UniMAP has chosen as the site of location are: 

i. UniMAP is one of the universities in Perlis which composed of various 

nations such as India, Chinese and foreigners student. Due to this reasons, 

the researcher want to find out the level of awareness which focused on 

Muslim students in UniMAP that are surrounded by various of nations 

against KUIPs and UiTM, which are only surrounded by Muslim students. 

Thus, researcher has assumed that, KUIPs and UiTM  has a high level of 
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awareness on the consumption of halal food compared to UniMAP 

students. 

ii. Has a large of  student population to get a relevant information in this 

study. 

University of Malaysia Perlis (UniMAP) is a public higher education institution which 

are located in Pauh Putra, in Perlis. Previously, it was known as the College of 

Northern Engineering University of Malaysia (Malay: Kolej Universiti Kejuruteraan 

Utara Malaysia) or KUKUM. It was established  as the 17th  Institution of Higher 

learning in Malaysia on 25 July, 2001. 

3.3    Population and Sampling Technique 

This study adopted 8000 population but the data obtained from respondent total was 

365, and this study used convenience-sampling technique known as non-probability 

sampling 

3.3.1   Target Population 

The population which comprises a large group and also large quantities, while the 

sample consist of randomly selected individuals as respondents to answer the 

questionnaire that will be conducted for this study to acquire relevant information. 

According to Mrs. Elley Nadia who is the Administrative Officer of the Student Affairs 

& Alumni Department (HEPA) at UniMAP, the total number of Muslim students for 

the Diploma level is 1114 students while the Bachelor level is 6749 students.  This 

study aims to test the relationship between the demographic factor (gender, age, 

marital status, semester, and level of educational),  religious belief factor, consumer 



32 
 

attitude factor, the role of  logo factor on the awareness of halal food among Muslim 

students in UniMAP.   

3.3.2  Sample Size 

This study has been conducted by using survey approach. The population in this study 

consist of 8000 number of Muslim students in the area of UniMAP, Perlis. Based on  

the table of Krejcie and Morgan (1970), the size of sample based on the targeted 

population in this study is  367  and considered as enough to evaluate in this study. 

The questionnaire will be distributed to Muslim students in UniMAP by using 

convenience sampling or known as non-probability sampling. According to Fuad 

Berawi (2016), convenience sampling is where the researcher will select any subject 

or respondent with the closest to him. This method makes not all elements randomly 

selected. In addition, it can help reduce the rate of unused numbers. Eligible 

respondents in this study were Malay Muslim students or teenagers to indicate their 

level of awareness on the consumption of halal food. The respondents are given about 

20 minutes to answer the questionnaire with kindly and honestly. 

3.4    Measurement Variable 

The measurement of variables provide essential features of the research design besides 

an important part of this study. In order to find answers to research concerns, besides 

to test hypothesis, the researcher is need to measure variables in several ways. One of 

method is found to reduce the intangible ideas or impressions which can be measure 

by  using concrete technique or known as operationalizing the concepts. According to 

Hair et al. (2006), operational defined as the concept to make it measurable and 
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achieved by looking at the dimensions, aspects or nature of the behaviour which are 

represented as the concept of operational measurement. 

Table 3. 1: The Measurement of Questionnaire Design 

Variables Questionnaire  

Source 
Number of 

Questions 

Total of 

Items 

Demographic 

factors 

1 to 5 5 items Self-developed   / Adapt                               

The Awareness of 

Halal Food 

1 to 7 7 items Aiedah Khalek and Sharifah 

Hayaati Ismail (2015) 

Religious Belief 1 to 6 6 items Nor Aini Idris and Ali Noor (2013) 

Consumers 

Attitude 

1 to 7 7 items Nor Aini Idris and Ali Noor (2013) 

Role of Logo      1 to 7 7 items Abdul Basit Samat@Derawi and 

Sahilah Rodzi  

 

3.5    Primary Data/ Questionnaire Development 

The survey form is a full set of an official questions to acquire information from the 

respondents. There are two types of survey questions which are included unstructured 

and structured. Typically, Non-structured questions open-closed, which are gives the 

respondents to answer their own opinion. Differently, with the structured questions 

where their reactions and formats are determined. Structured questions are usually 

offer choices based on respondents' opinions. In addition, an appropriate 

questionnaires will be provided to the respondents. Thus, in this study the researcher 

used structured questions in the questionnaire. 

Each respondent has given a set of questionnaires which are containing of 2 pages and 

divided into 5 sections. Each section will generally address the aspects that influence 

of Muslim students on the awareness of halal food. Likert Scale items are used to 
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investigate respondent’s statement. According to Burns and Groves (1993), the Likert 

Scale is used to capture respondents' feelings, opinions, attitudes and etc. Therefore, 

the instrument study are structured in the form of  5-point Likert-scale of questionnaire. 

Scale 1 is “Strongly Disagree” and Scale  2 indicates “Disagree”, Scale 3 indicates 

“Uncertainty”, while scale 4 indicates “Agree”, Scale 5 indicates “Strongly Agree”. 

All the questionnaires has made in Malay Language due to its respondents which are 

consists of Muslim student only. Each question are classified into 5 sections which are 

focuses on the following: 

a. Part A. This section are focuses on demographic data which are 

related on the respondents’ background. Demographic variables are 

include gender, age, semester, status and highest education. 

b. Part B.  The questions in this section are represented the factors that 

influence Muslim students on the awareness of halal food. This 

sections are contains six items on religious belief aspect. 

c.  Part C. The questions in this section are represented the factor that 

influence Muslim students on the awareness of halal food. This 

sections are contains of seven items on consumers attitude aspect. 

d. Part D. The questions in this section are represented the factor that 

influence Muslim students on the awareness of halal food. This 

sections are contains of seven items on Halal logo attitude aspect. 

e. Part E. The questions in this section are represented the factor that 

influence Muslim students on the awareness of halal food. This 
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sections are contains of seven items on the awareness of halal food 

among Muslim students. 

3.6    Validity Test 

 According to Burns and Groves (1993), the validity of an instrument is the extent to 

which an instrument test are should be tested. In other words, the extent to which the 

construction indicator represents the construct. In order to ensure the questionnaire are 

clear, concise and accurate, the researcher was conducted a pilot test towards of 50 

respondents which consist of Muslim student in University Utara Malaysia. The pre- 

test which involves of two phases, the first phase is to test the validity by face to face 

and the second phase is to test the validity of the content. According to Sekaran (2005), 

the researchers are need to execute a pre- test before the questionnaire are distributed  

to collect data to find the answers and opinions. 

Besides that, the questionnaire are validated by two experts, Dr. Ahmad Khilmy Abd 

Rahim Bin Muhammad and Dr Alias Mat Nor which are lecturers of the Faculty of 

Islamic Business Banking (IBS) at Universiti Utara Malaysia (UUM) in determining 

the validity of the content. This is because, to fulfil the stipulated requirement by 

Sekaran in ensuring the credibility, where the questionnaire are should to be referred 

by experts in purpose for correction and an evaluation which known as Expert 

Judgement Validity (Sekaran, 2005). Thus, the content validity which refers to the 

extent to which an item in an instrument represents all aspects of the test. 
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3.7   Pilot and Reliability Test 

Typically, the results of the pre-test can be improved with the helps from the experts.  

After the improvement has been made, the questionnaire are distributed by conducted 

on a pilot test which consist of 50 Muslim students in University Utara Malaysia to 

test the reliability of the questionnaire. According to Ananda (2007), reliability of an 

instrument which refers to the extent the scores of an instruments are consistent and 

stable. The reliability results is acquired when the same results are occurred each time 

the test is performed. Thus, the reliability of an instrument can be defined as a level or 

error-free measurement that provides consistent results. By using Cronbach’s Alpha 

model, it will determine the level of the reliability coefficient for everything. In this 

study, the researcher was conducted a reliability test towards the independent variables 

such as religious belief, consumer attitude, and the role of halal logo which showed 

that Cronbach Alpha results are 0.744, 0.757, and 0.618 respectively. According to 

Sekaran (2005), the closer the reliability coefficient to 1.0, the higher the reliability. 

At average, a reliability of less than 0.6 can be classified as low reliability, if within 

0.7 it is acceptable while over 0.80 which indicates high reliability. Thus, the 

questionnaire in this study can be categorized as an acceptable and reliable for use in 

this study. Statistical Package for the Social Science (SPSS Version 26.0) are used for 

statistical analysis. The results of the pilot study of 50 respondents were as follows: 

a. Part B. The questionnaire in this section are focuses on the aspect of 

religious beliefs that influence the awareness of halal food among 

Muslim’s student in UUM. The result of reliability test for this section are 

shown in Table 3.7.1. 
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Table 3. 2: Reliability Statistics on the aspects of religious belief 

        Cronbach’s Alpha Number of items (N) 

                    0.744                    7 

 

b. Part C. The questionnaire in this section are focuses on the aspect of 

consumers attitude that influence the awareness of halal food among 

Muslim’s student in UUM. The result of reliability test for this section are 

shown in Table 3.4 

Table 3. 3: Reliability Statistics on the aspects of consumer attitude 

        Cronbach’s Alpha Number of items (N) 

                   0.757                    7 

 

c. Part D. The questionnaire in this section are focuses on the aspect of role 

of logo that influence the awareness of halal food among Muslim’s student 

in UUM. The result of reliability test for this section are shown in table 3.4 

Table 3. 4: The result of reliability test  

        Cronbach’s Alpha Number of items (N)  

                       0.618                    7  

 

 

 

 

Respondents 

Table 3. 5: Pilot Test has been conducted at UUM 
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          Bil Qualifications    

Level 

Date   No.of 

Respondent 

           1.     Bachelor 17 October 2019            20 

            2.     Diploma 17 October 2019            30 

 

A total of 50 questionnaires are prepared for the purpose of this pilot test and have 

been distributed on  Muslim students from undergraduate until  diploma students 

involved.  The numbers of students who has responded are shown in table 3.7.4  

above 

3.8   Data Analysis and Interpretation 

Data analysis is a process of methods that including editing, coding and key the 

answers in computers to process raw data before the data can be analysed. In addition, 

incomplete questionnaire is unqualified to key the answers in SPSS software. In this 

study, each item is code based on its command. A SPSS software version 26 is used 

for this purpose. The questionnaire were divided into five sections. The first section is 

Part A which is based on demographic factors (gender, age, semester, marital status 

and educational level). The second section consists of Part B which represents 

religious belief factor followed by part C, part D, and part E which represents 

consumer attitude, role of logo and the awareness of halal food among Muslim 

students. Besides that, the study used five-point Likert scale. A score of 1 indicates 

“strongly disagree”, 2 indicates “disagree”, 3 indicates “neutral”, 4 indicates “agree” 

and 5 indicate “strongly agree” with the statement. The statistical tools which are used 

to interpret the data as presented as below: 

Table 3. 6: Research Hypothesis for factor of Awareness of Halal Food 
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              Hypothesis    Scale  Test 

Ho1.1: There is no significant differences of 

awareness of halal food between gender 

groups 

Nominal 

Scale 

Independent t-

test Analysis 

Ho1.2:There is no significant differences of 

awareness of halal food between age groups. 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 

Ho1.3: There is no significant differences of 

awareness of halal food between level of 

semester groups. 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 

Ho1.4: There is no significant differences of 

awareness of halal food between marital status 

groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho1.5: There is no significant differences of 

awareness of halal food between of educational 

level groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho2.1: There is no significant differences of 

religious belief factor that influencing on the 

awareness of halal food between gender 

groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho2.2: There is no significant differences of 

religious belief factor that influencing on the 

awareness of halal food between age groups. 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 

Ho2.3: There is no significant differences of 

religious belief factor that influencing on the 

awareness of halal food between semester 

groups. 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 

Ho2.4: There is no significant differences of 

religious belief factor that influencing on the 

awareness of halal food between marital status 

groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho2.5: There is no significant differences of 

religious belief factor that influencing on the 

awareness of halal food between educational 

level  groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho3.1: There is no significant differences of 

consumer attitude factor that influencing on the 

awareness of halal food between gender 

groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho3.2: There is no significant differences of 

consumer attitude factor that influencing on the 

awareness of halal food between age groups. 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 

Ho3.3: There is no significant differences of 

consumer attitude factor that influencing on the 

awareness of halal food between semester 

groups. 

 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 
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Ho3.4: There is no significant differences of 

consumer attitude factor that influencing on the 

awareness of halal food between marital status 

groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho3.5: There is no significant differences of 

consumer attitude factor that influencing on the 

awareness of halal food between educational 

level  groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho4.1: There is no significant differences of 

role of logo factor that influencing on the 

awareness of halal food between gender 

groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho4.2: There is no significant differences of 

role of logo factor that influencing on the 

awareness of halal food between age groups. 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 

Ho4.3: There is no significant differences of 

role of logo factor that influencing on the 

awareness of halal food between semester 

groups. 

Nominal 

Scale 

One Way 

ANOVA 

Analysis 

Ho4.4: There is no significant differences of 

role of logo factor that influencing on the 

awareness of halal food between marital status 

groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho4.5: There is no significant differences of 

role of logo factor that influencing on the 

awareness of halal food between educational 

level  groups. 

Nominal 

Scale 

Independent t-

test Analysis 

Ho5: There is no significant relationship 

between religious belief factor on the 

awareness of halal food among Muslim’s 

student in UniMAP 

Likert Scale Pearson 

Correlation 

Ho6: There is no significant relationship 

between consumer attitude factor on the 

awareness of halal food among Muslim’s 

student in UniMAP.. 

Likert Scale Pearson 

Correlation 

Ho7: There is no significant relationship 

between role of logo factor on the awareness of 

halal food among Muslim’s student in 

UniMAP.. 

Likert Scale Pearson 

Correlation 

Conclusions 

In conclusion, this chapter is very important as it will determine either this study is 

going well. In addition, this chapter also explains the methods of data collection and 

how to analyze and use what types of software are used. To get a better understanding 
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on the aspects that influence the students awareness of halal food then pilot test is 

conducted to examine the factors that influence students' awareness  among Muslim 

students in University Utara Malaysia (UUM). Questions have been developed by a 

researcher to provide insights into the aspects of awareness of halal food among 

Muslims students in UUM, Kedah. It is to expose the respondents with true capabilities 

on the awareness of halal food before actual survey is conducted among Malay 

students in UniMAP.                                              
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CHAPTER 4: 

RESULTS AND DISCUSSION 

 

This chapter will cover data analysis, which are include reliability analysis, descriptive 

analysis, correlation analysis and multiple regression test. Each analysis will interpret 

and answer the research questions. Descriptive analysis will clearly described the 

demographic profile of the respondents. Besides that, validity and reliability are 

function to evaluate either the samples collected are valid and consistent. Thus, in this 

study the researcher will used Cronbach’s alpha technique to conduct the reliability 

test. And correlation and multiple regression test will be used to analyse and explore 

the relationship between of variables. 

4. 1   Descriptive Analysis 

 In this study, there were 365 respondents who are Muslim students in UniMAP, Perlis.  

This part of demographic factors are namely gender, age, semester, status and highest 

education. Table 4.1 has shown the results of the respondents’s profile analysis are 

conducted by the researcher. 
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Table 4. 1: Respondent Profile 

 Variable Characteristics Number Percentages 

 

Gender 

 

Female 

Male 

 

 

246 

119 

 

67.4% 

32.6% 

 

Age 

 

20-25 years old 

25-30 years old 

30 years and above 

 

 

309 

52 

4 

 

84.7% 

14.2% 

1.1% 

Semester One 

Two 

Three 

Four 

Five 

Six 

158 

48 

80 

22 

17 

40 

43.3% 

13.2% 

21.9% 

6.0% 

4.7% 

11.0% 

 

 Status 

 

Single 

Married 

 

 

353 

12 

 

96.7% 

3.3% 

 

Highest 

Education 

 

Diploma 

Bachelors 

 

 

209 

156 

 

57.3% 

42.7% 

Total  365 100% 

(Refer to Appendix A) 

Based on the Table 4.1, the sample respondents contains 67.4% of females and 32.6% 

of males. Mostly, the respondents are from the age group between 20-25 years 

(84.7%), followed by the 25-30 years (14.2%), while the rest was 30 years and above 

(1.1%). There are six semester of Muslim students who involved in this study. The 

majority of the respondents comes from semester one which about 158 of respondents 

(43.3%), followed by semester three about 80 of respondents (21.9%), then followed 

by semester two and six which are about 48 (13.2%) and 40 (11.0%)  of respondents 
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are respectively. While, the rest of respondents comes from four and five semester 

which are about 22 (6.0%) and 17 (4.7%) of respondents respectively. In terms of 

marital status, there are 353 (96.7%) of respondents who are single, while there are 12 

(3.3%) of respondents who are married. In this study, there are two of educational level 

are involved namely Diploma holders and Bachelor Degree holders. The majority of 

the respondents are Diploma holders with 209 (57.3%) of respondents while Bachelor 

Degree holders with 156 (42.7%) of respondents. 

4.2    Reliability Test 

 Each questionnaire will be distributed to the respondent and should be tested for its 

reliability. Therefore, the researcher has tested the reliability of all items in each 

variable. To assess the reliability of all questionnaires that has been build, the 

researcher was conducted a reliability test by using ‘Cronbach’s Alpha. Reliability test 

is important to check the reliability of the questionnaire to ensure that respondents 

understand with the questionnaire provided. In general, if the Cronbach’s Alpha value 

is greater than 0.60, it indicates that the questions are good and the respondents 

understands with the meaning of the questions. As noted by Nunally and Bernstein 

(1994), if the Cronbach’s alpha value is less than 0.60 considered as “poor”, while the 

range of 0.6 to 0.7 is considered as “moderate”, the range of 0.70 to 0.80 considered 

as “good”, and those are 0.80 to 0.90 are considered as “very good”  and greater than 

0.90 which considered as “excellent” 
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Table 4. 2: Rules of Thumb about Cronbach-Alpha Coefficient Size 

         Alpha Coefficient Range        Strength of Association 

                        <0.6                Poor 

                    0.6 to < 0.7           Moderate 

                    0.7 to < 0.8              Good 

                   0.8 to < 0.9          Very Good 

                         >0.9             Excellent 

Sources: Uma Sekaran (2010), Research Methods for Business: A Skill 

Building Approach 

Table 4. 3: Result of reliability test 

Variables Cronbach’s Alpha 

Awareness of Halal food      0.928 

Religious Belief      0.793 

Consumers Attitude      0.844 

Role Halal Logo      0.644 

Refer to Appendix B 

 Based on the the Table 4.2.2 above, the results has shown that Cronbach's alpha for 

the awareness of halal food, religious belief, consumer attitude, and the role of halal 

logo are 0.928, 0.793, 0.844, and 0.644 respectively which means that all the variables 

are reliable and sufficient. Overall, the awareness of halal food (dependent variable) is 

considered as “excellent” while the independent variables range are considered  

from“moderate” to “good”  

4.3      Descriptive Analysis Mean and Standard Deviation 

Tables 4.3 belows has shown that mean and standard deviation scores obtained for the 

independent and dependent variables.  

4.3.1   Religious Belief 

Table 4.3.1 below shows the mean and standard deviation for religious belief factor as 

a first independent variable in this study. This section used ordinal scale to show the 
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responses ranging from 'Strongly Disagree' (1) to 'Strongly Agree' (5) on a five-point 

Likert Scale. All items in this variable were mean of 4.56 to 4.91. Item six which is 

“Muslim yang sejati ialah mereka yang mengamalkan suruhan Allah serta 

meninggalkan segala laranganNya” is the highest mean. The lowest mean was scored 

by the item two “Saya membaca Al-Quran sekurang-kurangnya sekali dalam 

seminggu”,  and it represents a factor in measuring the influence of religious belief on 

the awareness of halal food. 

Bil Items      Mean Standard 

Deviation 

1.  Saya merupakan seorang 

Muslim yang taat pada 

perintah agam  

 

       4.67      .493 

2. Saya membaca Al-Quran 

sekurang-kurangnya sekali 

dalam seminggu. 

 

      4.56      .715 

3. Saya sentiasa mengerjakan 

solat lima waktu . 

       4.71     .462 

4. Saya mementingkan konsep 

halal dan haram sebagai garis 

panduan dalam Islam. 

       4.85      .376 

5. Saya menjadikan penggunaan 

hukum dalam pemakanan halal 

adalah wajib. 

       4.84     .366 

6. Muslim yang sejati ialah 

mereka yang mengamalkan 

suruhan Allah serta 

meninggalkan segala 

laranganNya. 

       4.91                                 .287 

                  Average         4.76       0.45 

 

4.3.2   Consumer Attitude 

Items in this section were developed using ordinal scale with responses ranging from 

'Strongly Disagree' (1) to 'Strongly Agree' (5) on a five-point Likert Scale. Based on 
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this table, it was found that item of two " Saya tidak akan membeli sesuatu makanan 

jika meragui status kesahihan halal makanan tersebut" indicates the highest mean 

compared to the other items in this section. The lowest mean was scored by the item 

of six  "Saya sentiasa meneliti tentang kandungan bahan-bahan yang digunakan 

dalam sesuatu produk makanan". The mean results has shown in Table 4.3.2 below. 

  Bil   Items Mean   Standard Deviation 

1. Saya sentiasa peka terhadap 

isu-isu pemakanan halal yang 

diragui status halalnya 

4.72 .481 

2. Saya tidak akan membeli 

sesuatu makanan jika meragui 

status kesahihan halal 

makanan tersebut. 

 

4.76 .440 

3. Saya sangat yakin status 

kehalalan produk makanan 

tempatan berbanding yang 

diimport 

 

4.68 .560 

4. Saya hanya akan membeli 

sesuatu produk makanan  yang 

mempunyai logo halal JAKIM 

sahaja 

 

4.66 .479 

5. Saya sentiasa berusaha 

meningkatkan kesedaran saya 

dalam mengenalpasti produk 

makanan yang tidak halal 

melalui pembacaan atau 

internet. 

 

4.62 .524 

6. Saya sentiasa meneliti tentang 

kandungan bahan-bahan yang 

digunakan dalam sesuatu 

produk makanan 

 

4.60 .539 

7. Saya tidak akan membeli 

produk makanan yang 

digemari jika saya mempunyai 

keraguan terhadap status 

kehalalannya 

4.68 .484 
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                       Average 4.67 0.50 

 

4.3.3   Role of Halal Logo 

Table 4.3.3 below shows mean scores and standard deviations for role of halal logo 

variable. This section used ordinal scale with responses ranging from 'Strongly 

Disagree' (1) to 'Strongly Agree' (5) on a five-point Likert Scale.  The item of 

seven“Bagi saya, sijil dan logo halal hendaklah dipamerkan pada barangan kegunaan 

orang Islam terutamanya makanan” indicates the highest mean value of 4.89 

compared to the other items. The item of two“Saya sanggup membeli makanan di 

premis bukan Islam jika mereka mempamerkan logo halal di Malaysia” indicates a 

mean value of 3.67, which is the lowest of items in this section 

                          Table 4.3.3: Means and Standard Deviation for role of logo 

Bil. Items Mean Standard 

Deviation 

1. Saya sentiasa peka dengan isu logo halal.        4.72 .493 

2. Saya sanggup membeli makanan  di premis 

bukan Islam jika mereka mempamerkan logo 

halal di premis tersebut. 

       3.67           1.354 

3. Saya tahu bahawa JAKIM merupakan badan 

yang berperanan mengeluarkan sijil dan 

logo halal di Malaysia. 

        4.86            .352 

4. Saya dapat mengenalpasti logo halal JAKIM 

dengan baik ketika hendak membeli 

makanan. 

         4.80          .401 

5. Bagi saya, logo halal dapat membantu 

pengguna muslim dalam memilih makanan 

halal. 

        4.82          .395 

6. Bagi saya, penggunaan logo halal pada 

makanan perlulah menepati ciri-ciri 

standard keselamatan yang tinggi supaya 

tidak mudah diseleweng oleh mana-mana 

pihak tertentu. 

         4.87 .343 

7. Bagi saya, sijil dan logo halal hendaklah 

dipamerkan  pada barangan kegunaan 

orang Islam terutamanya makanan 

           4.89          .313 

                            Average            4.66                         0.52 
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4.3.4   Awareness of halal food 

Table  4.3.4 below shows the mean scores for awareness of halal food variable. The 

item of seven  “Saya tidak akan mengambil makanan yang mengandungi bahan-bahan 

yang tidak halal seperti alkohol” scored the highest mean value of 4.95 meanwhile 

the item of two “Saya tidak akan makan jika makanan itu diragui halalnya” scored 

the lowest mean value 4.83 compared to other items in this section. 

Bil. Items Mean Standard 

Deviation 

1. Saya tidak akan makan jika makanan itu 

tidak halal. 

       4.93 .268 

2. Saya tidak akan makan jika makanan itu 

diragui halalnya. 

       4.83           .376 

3. Saya akan makan di kedai makanan halal 

sahaja. 

        4.92          .285 

4. Saya hanya akan makan makanan yang halal 

sahaja. 

        4.93          .268 

5. Saya akan memastikan makanan itu halal 

sebelum saya mengambilnya. 

        4.92         .279 

6. Saya akan memastikan makanan itu halal 

sebelum saya membelinya 

         4.91        . 287 

7. Saya tidak akan mengambil makanan yang 

mengandungi bahan-bahan yang tidak halal 

seperti alcohol. 

         4.95         .228 

                                      Average           4.91           0.28 

 

4.4    Independent Sample T-Test of Dependent Variable 

4.4.1 The Difference of the awareness of halal food between gender groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho1.1) 

in term of gender which is as follows:  

Ho1.1: There is no significant differences of awareness of halal food between gender 

groups.  
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Table 4. 4: The Difference of the awareness of halal food  between male and female 

groups 

Group Mean Std. Deviation t-value Sig 

Female 4.91 .234 .044 .946 

Male 4.91 .253   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between male and female on the awareness 

of halal food among Muslim students are relatively small. The differences of mean and 

standard deviation are 0 and -0.019 respectively while the t-value is 0.044. The 

significance level is 0.946 is higher than the acceptable level of 0.05, therefore the null 

hypothesis is failed to reject. Thus, it is concludes that there is no significant difference 

of the awareness of halal food between male and female groups among Muslim 

students in UniMAP. 

4.4.2 The Difference of the awareness of halal food between marital status  

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho1.4) 

in term of marital status which is as follows:  

Ho1.4: There is no significant differences of awareness of halal food between marital 

status groups. 
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Table 4. 5: The Difference of  the awareness of halal food  between single and 

married groups 

Group Mean Std. Deviation t-value Sig 

Single 4.91 .243 .088 .565 

Married 4.91 .141   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between single and married on the 

awareness of halal food among Muslim students are relatively small. The differences 

of mean and standard deviation are 0 and 0.102 respectively while  t-value is 0.088. 

The significance level is 0.565 is higher than the acceptable level of 0.05, thus the null 

hypothesis is failed to reject. Thus, it is concludes that there is no significant difference 

of the role of logo between single and married groups among Muslim students in 

UniMAP. 

4.4.3 The Difference of the awareness of halal food between educational levels 

groups 

Ho1.5: There is no significant differences of awareness of halal food between of 

educational level groups 

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho1.5) 

in term of educational level which is as follows:  

Table 4. 6: The Difference of the awareness of halal food between diploma and 

bachelor groups 
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Group Mean Std. Deviation t-value Sig 

Diploma 4.90 .259 -1.099 .089 

Bachelors 4.93 .213   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between diploma and bachelors on the 

awareness of halal food are relatively small. The differences of mean and standard 

deviation are -0.03 and 0.046 respectively while t-value is -1.099. The significance 

level is 0.089 is higher than the acceptable level of 0.05, thus the null hypothesis is 

failed to reject. Thus, it is concludes that there is no significant difference of the 

awareness of halal food between diploma and bachelor groups among Muslim students 

in UniMAP. 

Independent Sample T-Test  ( Independent Variable) 

4.4.4 The Difference of religious belief between gender groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho2.1) 

in term of gender which is as follows: 

Ho2.1: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between gender groups. 

Table 4. 7: The Difference of  religious belief between female and male groups 

Group Mean Std. Deviation t-value Sig 

Female 4.75 .335 .127 .641 

Male 4.75 .319   
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The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between male and female on the religious 

belief are relatively small. The differences of mean and standard deviation are 0 and 

0.016 respectively while the t-value is 0.127. The significance level is 0.641 is higher 

than the acceptable level of 0.05, therefore the null hypothesis is failed to reject. Thus, 

it is concludes that there is no significant difference of religious belief between male 

and female groups among Muslim students in UniMAP. 

4.4.5 The Difference of consumer attitude between gender groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho3.1) 

in term of gender which is as follows:  

Ho3.1: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between gender groups. 

Table 4. 8: The Difference of  consumer attitude between female and male groups 

Group Mean Std. Deviation t-value Sig 

Female 4.68 .369 .810 .166 

Male 4.65 .345   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between male and female on the consumer 

attitude are relatively small. The differences of mean and standard deviation are 0.03 

and 0.024 respectively while the t-value is 0.810. The significance level is 0.166 is 

higher than the acceptable level of 0.05, therefore the null hypothesis is failed to reject. 
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Thus, it is concludes that there is no significant difference of consumer attitude 

between male and female groups among Muslim students in UniMAP. 

4.4.6 The Difference of role of logo between gender groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho4.1) 

in term of gender which is as follows:  

Ho4.1: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between gender groups. 

Table 4. 9: The Difference of role of logo between female and male groups 

Group Mean Std. Deviation t-value Sig 

Female 4.65 .372 -1.025 .009 

Male 4.69 .310   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between male and female on the consumer 

attitude are relatively small. The differences of mean and standard deviation are -0.04 

and 0.062 respectively while the t-value is -1.025. The significance level is 0.09 is 

higher than the acceptable level of 0.05, therefore the null hypothesis is failed to reject. 

Thus, it is concludes that there is no significant difference of consumer attitude 

between male and female groups among Muslim students in UniMAP. 

Independent Sample T-Test 

4.4.7 The Difference of religious belief between marital status groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho2.4) 

in term of marital status which is as follows:  
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Ho2.4: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between marital status groups. 

Table 4. 10: The Difference of  religious belief between single and married groups 

Group Mean Std. Deviation t-value Sig 

Single 4.75 .330 -1.282 .290 

Married 4.88 .294   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between single and married on the religious 

belief are relatively small. The differences of mean and standard deviation are -0.13 

and 0.036 respectively while  t-value is -1.282. The significance level is 0.290 is higher 

than the acceptable level of 0.05, thus the null hypothesis is failed to reject. Thus, it is 

concludes that there is no significant difference of religious belief between single and 

married groups among Muslim students in UniMAP. 

4.4.8 The Difference of consumer attitude between marital status groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho3.4) 

in term of marital status which is as follows: 

Ho3.4: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between marital status groups. 
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Table 4. 11: The Difference of  consumer attitude between single and married groups 

Group Mean Std. Deviation t-value Sig 

Single 4.67 .364 -.282 .337 

Married 4.70 .295   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between single and married on the 

consumer attitude are relatively small. The differences of mean and standard deviation 

are -0.03 and 0.069 respectively while  t-value is -0.282. The significance level is 0.337 

is higher than the acceptable level of 0.05, thus the null hypothesis is failed to reject. 

Thus, it is concludes that there is no significant difference of consumer attitude 

between single and married groups among Muslim students in UniMAP. 

4.4.9 The Difference of the role of logo between marital status groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho4.4) 

in term of marital status which is as follows:  

Ho4.4: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between marital status groups 

Table 4. 12: The Difference of  the role of logo between single and married groups 

Group Mean Std. Deviation t-value Sig 

Single 4.67 .351 1.729 .748 

Married 4.49 .373   
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The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between single and married on the role of 

logo are relatively small. The differences of mean and standard deviation are 0.18 and 

-0.022 respectively while  t-value is 1.729. The significance level is 0.748 is higher 

than the acceptable level of 0.05, thus the null hypothesis is failed to reject. Thus, it is 

concludes that there is no significant difference of the role of logo between single and 

married groups among Muslim students in UniMAP. 

Independent Sample T-Test 

4.4.10 The Difference of the religious belief between educational level groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho2.5) 

in term of educational level which is as follows:  

Ho2.5: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between educational level  groups. 

Table 4. 13: The Difference of  the religious belief  between diploma and bachelor 

groups 

Group Mean Std. Deviation t-value Sig 

Diploma 4.72 .340 -2.650 0.005 

Bachelors 4.81 .307   

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between diploma and bachelors on the 

religious belief are relatively small. The differences of mean and standard deviation 

are -0.09 and 0.033 respectively while  t-value is -2.650. The significance level is 0.005 

is lower than the acceptable level of 0.05, thus the null hypothesis is rejected. Thus, it 
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is concludes that there is a significant difference of the religious belief between 

diploma and bachelor groups among Muslim students in UniMAP. 

4.4.11 The Difference of the consumer attitude between educational level 

groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho3.5) 

in term of educational level which is as follows: 

Ho3.5: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between educational level  groups. 

Table 4. 14: The Difference of  consumer attitude between diploma and bachelor 

groups 

Group Mean Std. Deviation t-value Sig 

Diploma 4.66 .365 -.598 .637 

Bachelors 4.69 .356   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between diploma and bachelors on the 

consumer attitude are relatively small. The differences of mean and standard deviation 

are -0.03 and 0.009 respectively while t-value is -0.598. The significance level is 0.637 

is higher than the acceptable level of 0.05, thus the null hypothesis is failed to reject. 

Thus, it is concludes that there is no significant difference of the consumer attitude 

between diploma and bachelor groups among Muslim students in UniMAP. 
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4.4.12 The Difference of the role of logo between educational level groups.   

Independent Samples T-Test analysis is conducted to test null hypothesis one (Ho4.5) 

in term of educational level which is as follows:  

Ho4.5: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between educational level  groups. 

Table 4. 15: The Difference of the role of logo between diploma and bachelor groups 

Group Mean Std. Deviation t-value Sig 

Diploma 4.66 .362 .105 .844 

Bachelors 4.66 .341   

 

The results from Independent Samples T-Test analysis above indicate that the 

differences of mean and standard deviation between diploma and bachelors on the role 

of logo are relatively small. The differences of mean and standard deviation are 0 and 

0.021 respectively while t-value is 0.105. The significance level is 0.844 is higher than 

the acceptable level of 0.05, thus the null hypothesis is failed to reject. Thus, it is 

concludes that there is no significant difference of the role of logo between diploma 

and bachelor groups among Muslim students in UniMAP. 

 One-way ANOVA 

4.4.13 The Difference of the awareness of halal food  between age groups. 

(dependent variable) 

One-way ANOVA analysis is conducted to test null hypothesis one (Ho1.2) in term of 

age groups which is as follows:  
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Ho1.2:There is no significant differences of awareness of halal food between age 

groups. 

Table 4. 16: The Difference of the awareness of halal food between age groups 

Group Mean Std. deviation F Sig 

20-25 years old   4.91 .244 .100       .904 

25-30years old                                 4.91 .228 

30 years old and above   4.96 .071 

 

The results from One-way ANOVA analysis above indicate that the differences of 

mean between groups of age on the awareness of halal food are relatively small. 

Descriptively, the results found that mean of age 30 years old and above is the highest 

compare to other groups of age, while groups of age 20-25 years old and 25-30 years 

old shows the equal lowest mean. The F value is 0.100 with significance level is 0.904 

which is higher than the acceptable level of 0.05, therefore the null hypothesis is failed 

to reject. Hence, the finding concludes that there is no significant difference of the 

awareness of halal food between age groups among Muslims student in UniMAP. 

4.4.14 The Difference of the awareness of halal food  between semester groups. 

One-way ANOVA analysis is conducted to test null hypothesis one (Ho1.3) in term of 

semester groups which is as follows:  

Ho1.3: There is no significant differences of awareness of halal food between level 

of semester groups 

Table 4. 17: The Difference of the awareness of halal food between of semester 

groups. 
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Group Mean Std. deviation F Sig 

semester one 4.90 .262 2.621 .024 

semester two                              4.97 .082   

semester three 4.88 .272   

semester four 4.91 .185   

semester five 4.79 .392   

semester six 

 

4.98 .066   

 

The results from One-way ANOVA analysis above indicate that the differences of 

mean between groups of semesters on the awareness of halal food are relatively small. 

Descriptively, the results found that mean year of semester six is the highest compare 

to other groups of year of semester, followed by semester of two and four, while groups 

of semester five shows the  lowest mean. The F value is 2.621 with significance level 

is 0.024 which is lower than the acceptable level of 0.05, therefore the null hypothesis 

is rejected. Hence, the finding concludes that there is a significant difference of the 

awareness of halal food between of semester groups among Muslims student in 

UniMAP. 

4.4.15 The Difference of the religious belief between age groups. 

One-way ANOVA analysis is conducted to test null hypothesis one (Ho2.2) in term of 

age groups which is as follows:  

Ho2.2: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between age groups. 
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Table 4. 18: The Difference of the religious belief between age groups 

Group Mean Std. deviation F Sig 

20-25 years old       4.74     .340 2.169     .116 

25-30years old                                      4.84      .242 

30 years old and above       4.83     .333 

 

The results from One-way ANOVA analysis above indicate that the differences of 

mean between groups of age on the religious belief are relatively small. Descriptively, 

the results found that mean of age 25-30 years old is the highest , followed by 30 years 

old and above while groups of age 20-25 years old indicates the lowest mean. The F 

value is 2.169 with significance level is 0.116 which is higher than the acceptable level 

of 0.05, therefore the null hypothesis is failed to reject. Hence, the finding concludes 

that there is no significant difference of the religious belief between age groups among 

Muslims student in UniMAP. 

4.4.16 The Difference of the consumer attitude between age groups.  

One-way ANOVA analysis is conducted to test null hypothesis one (Ho3.2) in term of 

age groups which is as follows:  

Ho3.2: There is no significant differences of consumer attitude factor that 

influencing on the awareness of halal food between age groups 

Table 4. 19: The Difference of the consumer attitude between age groups 

Group Mean Std. deviation F Sig 

20-25 years old      4.67     .368  .597     .551 

25-30years old                                    4.71      .327 

30 years old and above      4.79       .247  
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The results from One-way ANOVA analysis above indicate that the differences of 

mean between groups of age on the consumer attitude are relatively small. 

Descriptively, the results found that mean of age 30 years old and above is the highest 

, followed by 25-30 years old and while groups of age 20-25 years old indicates the 

lowest mean. The F value is 0.597 with significance level is 0.551 which is higher than 

the acceptable level of 0.05, thus the null hypothesis is failed to reject. Hence, the 

finding concludes that there is no significant difference of the consumer attitude 

between age groups among Muslims student in UniMAP. 

4.4.17 The Difference of the role of logo  between age groups.  

One-way ANOVA analysis is conducted to test null hypothesis one (Ho4.2) in term of 

age groups which is as follows:  

Ho4.2: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between age groups. 

Table 4. 20: The Difference of the role of logo between age groups 

Group Mean Std. deviation F Sig 

20-25 years old     4.68     .353       3.402     .034 

25-30years old                                   4.55      .336   

30 years old and above      4.57      .350 

 

The results from One-way ANOVA analysis above indicate that the differences of 

mean between groups of age on the role of logo are relatively small. Descriptively, the 

results found that mean of age 20-25  years old  is the highest , followed by 30 years 

old and above while groups of age 25-30 years old shows the lowest mean. The F value 

is 3.402 with significance level is 0.034  which is higher than the acceptable level of 
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0.05, thus the null hypothesis is rejected. Hence, the finding concludes that there is a 

significant difference of the role of logo between age groups among Muslims student 

in UniMAP. 

Table 4. 21: The Difference of the religious belief between of semester groups. 

(independent variable) 

One-way ANOVA analysis is conducted to test null hypothesis one (Ho2.3) in term of 

semester groups which is as follows:  

Ho2.3: There is no significant differences of religious belief factor that influencing on 

the awareness of halal food between semester groups. 

Table 4. 22: The Difference of the religious belief between level of semester groups. 

Group Mean Std. deviation F Sig 

semester one 4.76 .343 1.688 .137 

semester two                              4.80 .327   

semester three 4.70 .311   

semester four 4.82 .241   

semester five 4.64 .442   

semester six 4.83 .282   

 

The results from One-way ANOVA analysis above shows that the differences of mean 

between groups of level of semester on the religious belief are relatively small. 

Descriptively, the results found that mean  of semester six is the highest , followed by 

semester four and semester two while groups of semester five indicates the lowest 

mean. The F value is 1.688 with significance level is 0.137 which is higher than the 

acceptable level of 0.05, therefore the null hypothesis is failed to reject. Hence, the 

finding concludes that there is no significant difference of the religious belief between 

of semester among Muslims student in UniMAP. 
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4.4.19 The Difference of the consumer attitude between of semester groups.  

One-way ANOVA analysis is conducted to test null hypothesis one (Ho3.3) in term of 

semester groups which is as follows:  

Ho3.3: There is no significant differences of consumer attitude factor that influencing 

on the awareness of halal food between semester groups. 

Table 4. 23: The Difference of the consumer attitude between of semester groups. 

Group Mean Std. deviation F Sig 

semester one 4.64 .376 2.062 .070 

semester two                              4.77 .338   

semester three 4.64 .350   

semester four 4.81 .346   

semester five 4.59 .397   

semester six 4.72 .315   

 

The results from One-way ANOVA analysis above shows that the differences of mean 

between groups of semester on the consumer attitude are relatively small. 

Descriptively, the results found that mean  of semester four is the highest , followed 

by semester two and semester six while groups of semester five indicates the lowest 

mean. The F value is 2.062 with significance level is 0.070 which is higher than the 

acceptable level of 0.05, therefore the null hypothesis is failed to reject. Hence, the 

finding concludes that there is no significant difference of the consumer attitude 

between of semester groups among Muslims student in UniMAP 

4.4.20 The Difference of the role of logo between of semester groups.  

One-way ANOVA analysis is conducted to test null hypothesis one (Ho4.3) in term of 

semester groups which is as follows:  

Ho4.3: There is no significant differences of role of logo factor that influencing on the 

awareness of halal food between semester groups. 
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Table 4. 24: The Difference of the role of logo between of semester groups. 

Group Mean Std. deviation F Sig 

semester one 4.66 .381 1.740 .125 

semester two                              4.72 .344   

semester three 4.68 .296   

semester four 4.75 .330   

semester five 4.56 .393   

semester six 4.54 .324   

 

The results from One-way ANOVA analysis above shows that the differences of mean 

between groups of semester on the role of logo are relatively small. Descriptively, the 

results found that mean  of semester four is the highest , followed by semester two and 

semester three while groups of semester six indicates the lowest mean. The F value is 

1.740 with significance level is 0.125 which is higher than the acceptable level of 0.05, 

therefore the null hypothesis is failed to reject. Hence, the finding concludes that there 

is no significant difference of the role of logo between of semester groups among 

Muslims student in UniMAP. 

4.5 Pearson Correlation 

In this study, the data collected by the researchers will be analysed using Pearson 

correlation. It is important to show the strength and importance of bivariate 

relationships between variables on interval scale. Therefore, this study aimed to 

achieve the third, fourth, and fifth research objective in determining relationships with 

independent variables consisting of religious beliefs, consumer attitudes, the role of 

halal logo respectively with the awareness of halal food. Pearson correlation 

coefficient calculations is performed to obtain an understanding of the relationships 

among all variables in this study. Therefore, this study proposes Ho5, Ho6, and Ho7 

respectively hypotheses as follows: 
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Ho5: There is no significant relationship between religious belief factor with the 

awareness of halal food among Muslims student in UniMAP. 

Ho6: There is no significant relationship between consumers attitude factor with the 

awareness of halal food among Muslims student in UniMAP. 

Ho7: There is no significant relationship between the role of logo factor with the 

awareness of halal food among Muslims student in UniMAP. 

Table 4. 25: Rules of Tumb about Correlation Coefficient 

     Coefficient Range Strength of Association 

± .91 - ± 1.00 Very Strong 

± .71 - ± .90 High 

± .41 - ± .70 Moderate 

± .21 - ± .40 Small but definite relationship 

± .01 - ± .20 Slight, almost neglible 

Sources: Hair, Money, Samouel & Page (2007) 

Table 4. 26: Results of Pearson Correlation between the awareness of halal food and 

independent variables 

Variables Correlation Sig. 

Religious belief   .543**              0.000 

Consumers attitude   .543**              0.000 

The role of halal logo   .453**               0.000 

**. Correlation is significant at the 0.01 level (2-tailed).Refer to Appendix D 

Based on Table 4.5.2 , the Correlation is significant at the 0.01 level (2-tailed). The 

(**) sign has shown that there is a significant relationship at the confidence level of 

99% where the value of significance is 0.01 or less. Based on the result shows that 

religious belief, consumer attitude, and the role of halal logo  are significant with the 
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awareness of halal food at the confidence level 0.000. All of the variables have 

relationship towards the awareness of halal food among Muslim students in UniMAP.  

Overall, the correlation all the variables which consist of first, second and three 

hypothesis (Ho5, Ho6, Ho7) the strength of association between the awareness of halal 

food with religious belief, consumer attitude, and the role of halal logo with the value 

of 0.543, 0.543,and 0.453, are considered as moderate. In addition, all of these 

variables are positively correlated with the awareness of halal food. This means that if 

one unit of all these three variables increase, the awareness of halal food is also 

increase.  Since the value of p is less than 0.01, thus the null hypothesis was rejected. 

Thus, this study concludes that there are relationships between religious belief, 

consumer attitude, and the role of halal logo with the awareness of halal food. Thus, if 

religious belief, consumer attitude, and the role of halal logo are good, hence the 

awareness of halal food among Muslim student in UniMAP will be higher and vice 

versa. 

4.6 Multiple Linear Regressions 

Multiple linear regressions are used as an analytical tool to investigate the influence of 

factors of the awareness of halal food among Muslim students in UniMAP. Linear 

regression is used to predict variable values based on other variable values. In this 

study, the researcher wants to predict the factor of the awareness of halal food among 

Muslim students while the variables used to predict are religious belief, consumer 

attitude, and the role of logo. The hypothesis was formulated as below:  
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Ha3: The examine factors ( religious belief, consumer attitude, and the role of logo are 

significantly influence the awareness of halal food among Muslim students in 

UniMAP. 

Table 4. 27: Result of Multiple Regression Analysis for  factors on the awareness  

                    

                                                     Coefficientsa 

Model  Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

t 

 

 

Sig. 

 

Status 

B Std. 

Error 

Beta 

1 (constant) 2.565      

.163 

 15.77  

.000 

 

 Religious 

Belief 

.234 .039 .321 6.072 .000 Significant 

 Consumer 

Attitude 

.177 .041 .266 4.353 .000 Significant 

 Role of 

Logo 

.088 .038 .129 2.331  

.020 

Significant 

  

        

** Correlation is significant at the 0.01 level (2 tailed) 

Refer to Appendix E 

*Correlation is significant at the 0.05 level (2 tailed) 

Significant value = 0.000 

F value=72.512 

R² = 0.377 

(Please refer Appendix F for detail output) 

Based on the above table, the analysis of variance from ANOVA has shown  that F 

statistic results is (F =72.512) is found to be significant (p = 0.000) at the level 0.05 

level. Meanwhile, the R square value is the statistic that gives some information about 

the goodness of the model. The value of R square is 0.377. This indicates that 37.7 
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percent of the variation in the dependent variable explained by the independent 

variables which are religious belief, consumer attitude, and role of logo. Meanwhile 

the rest, which is 62.3 percent are explained by excluded variable in the model. 

Moreover, the study from the output has shown that religious belief , consumer attitude 

and role of logo are significant to examine the factors of awareness of halal food among 

Muslim students at the interval level of 0.05. The highest B coefficient score is 

religious belief  at  0.234 followed by consumer attitude, and role of logo which are 

0.177 and 0.088 respectively. Thus, religious belief is the most influential independent 

variable on the awareness of halal food among Muslims student. In this study, the 

objective is to examine the factors of religious belief, consumer attitude, and role of 

logo that influencing awareness of halal food among Muslims student, the researcher 

has summarized the relationship between the variables such as formula equation 

below. 

Hence, the following equation represents of the multiple linear regressions analysis : 

                                          Y = a +b1x1 + b2x2 + b3x3    

                         Y= AW: 2.565+ 0.234 RB + 0.177CA+ 0.088 LH  

Where, a = Intercepts 

  y = Awareness of Halal Food 

 b1x1 = Religious Belief 

 b2x2    = Consumer Attitude  

           b3x3 = Role of Logo 
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Based on the above formula, explains that when one unit of religious belief  increases, 

then the awareness of halal food will increase by 0.234 units. Next, one unit of 

consumer attitude increase would make awareness of halal food increase by 0.177 

units and one unit of role of logo increase would make awareness of halal food increase 

by 0.088 units. Overall of the results, the alternative hypothesis (Ha) is accepted, 

meanwhile the null hypothesis (Ho) is rejected because the regression model has 

reached statically significant where the p-value is less than 0.05.  

Based on this study, religious belief gives most significant effect on the awareness of 

halal food because those with high religious belief will gives positive attitude on the 

awareness of halal food. According to Mokhlis (2006), the highly religious belief of 

people, people would be able to assess the world based on religious schemas and would 

applied into their lives. This is because, religiosity commitment is an important thing 

to determine their knowledge, attitudes which depends on their religious orientations. 

In conclusion, from the whole results, it can be including that consumer attitude, and 

role of logo show significant effect towards awareness of halal food. 

4.7 Summary 

In this chapter, the researcher has been conducted the descriptive analysis, correlation, 

Independent Sample t-Test, One Way ANOVA and regression analysis. Based on the 

result, descriptive analysis indicated that there is high moderate level of awareness of 

halal food among the Muslim respondent. In term of correlation, religious belief, 

consumer attitude, and role of logo shows positive correlation. As for the regression 

analysis, all three factors show a significance value and indicate a higher beta value. 
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Thus, these are the factors towards awareness of halal food among Muslim students in 

UniMAP. 

Summarized Table of T-Test ( Independent Variable) 

                                                   Descriptive  Statistics 

Independent 

Variables 

      N     Mean     SD   T-value       p 

   Gender 

Religious Belief 

Female 246 4.75 .335 .127 .641 > 0.05 

Male 119 4.75 .319   

Consumer Attitude 

Female 246 4.68 .369 .810 .166 > 0.05 

Male 118 4.65 .345   

Role of Logo 

Female 246 4.65 .372 -1.025 .009 > 0.05 

Male 119 4.69 .310   

                                                Marital Status 

Religious Belief 

Single 353 4.75 .330 -1.282 .290 > 0.05 

Married 12 4.88 .294   

Consumer Attitude 

Single 352 4.67 .364 -.282 .337 > 0.05 

Married 12 4.70 .295   
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Role of Logo 

Single 353 4.67 .351 1.729 .748 > 0.05 

Married 12 4.49 .373   

                                             Educational Level 

Religious Belief 

Diploma 209 4.72 .340 -2.650 0.005 < 

0.05 

Bachelor 156 4.81 .307   

Consumer Attitude 

Diploma 209 4.66 .365 -.598 .637 > 0.05 

Bachelor 155 4.69 .356   

Role of Logo 

Diploma 209 4.66 .362 .105 .844 > 0.05 

Bachelor 156 4.66 .341   

 

Summarized Table of T-Test ( Dependent Variable) 

                                                   Descriptive  Statistics 

Dependent 

Variables 

      N     Mean     SD   T-value       p 

   Gender 

Awareness of Halal Food Among Muslim Students 

Female 246 4.91 .234 .044 .946 > 0.05 

Male 119 4.91 .253   
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                                                Marital Status 

Awareness of Halal Food Among Muslim Students 

Single 353 4.91 .243 .088 .565 > 0.05 

Married 12 4.91 .141   

                                             Educational Level 

Awareness of Halal Food Among Muslim Students 

Diploma 209 4.90 .259 -1.099 .089 > 0.05 

Bachelor 156 4.93 .213   

 

Summarized Table of One Way ANOVA (Independent Variables) 

                                                   Descriptive  Statistics 

Independent 

Variables 

      N     Mean     SD   F-value       p 

   Age Groups 

Religious Belief 

20-25 years  309 4.74 .340 2.169 .116 > 0.05 

25-30 years 52 4.84 .242   

30 an Above 4 4.83 .333   

Consumer Attitude 

20-25 years  309 4.67 .368 .597 .551 > 0.05 

25-30 years 51 4.71 .327   

30 an Above 4 4.79 .247   
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Role of Logo 

20-25 years 309 4.68 .353 3.402 .034 < 0.05 

25-30 years 52 4.55 .336   

30 an Above 4 4.57 .350   

                                               Level Of Semester 

Religious Belief 

Sem 1 158 4.76 .343 1.688 .137 > 0.05 

Sem 2 48 4.80 .327   

Sem 3 80 4.70 .311   

Sem 4 22 4.82 .241   

Sem 5 17 4.64 .442   

Sem 6 40 4.83 .282   

Consumer Attitude 

Sem 1 158 4.64 .376 2.062 .070 > 0.05 

Sem 2 48 4.77 .338   

Sem 3 79 4.64 .350   

Sem 4 22 4.81 .346   

Sem 5 17 4.59 .397   

Sem 6 40 4.72 .315   

Role of Logo 

Sem 1 158 4.66 .381 1.740 .125 > 0.05 

Sem 2 48 4.72 .344   

Sem 3 80 4.68 .296   
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Sem 4 22 4.75 .330   

Sem 5 17 4.56 .393   

Sem 6 40 4.54 .324   

 

Summarized Table of One Way ANOVA ( Dependent Variable) 

                                                   Descriptive  Statistics 

Dependent 

Variables 

      N     Mean     SD   F-value       p 

   Age Groups 

Awareness of Halal Food Among Muslim Students 

20-25 years 309 4.91 .244 .100 .904 > 0.05 

25-30 years 52 4.91 .228   

30 & above 4 4.96 .071   

                                                Level of Semester 

Awareness of Halal Food Among Muslim Students 

Sem 1 158 4.90 .262 2.621 .024 < 0.05 

Sem 2 48 4.97 .082   

Sem 3 80 4.88 .272   

Sem 4 22 4.91 .185   

Sem 5 17 4.79 .392   

Sem 6 40 4.98 .066   
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CHAPTER 5: 

CONCLUSION AND RECOMMENDATIONS 

 

5.1  Summary of findings 

 In this part, research findings and analyses of information will be further discussed 

in this chapter to answer the research questions.  The conclusions from these findings 

are also discussed and followed by suggestions for future research. 

First objective is to identify the differences of awareness of halal food among groups 

in demographic factors. Based on the findings, it indicates that there is no significant 

difference between the awareness of halal food among Muslim students with gender, 

marital status, age and educational level groups. While, in terms of level of semester 

groups, it shows that there is a significant differences between the awareness of halal 

food among Muslim students with level of semester groups. 

Second objective is to identify the differences of factors that influencing on the 

awareness of halal food (religious belief, consumer attitude, and role of logo) among 

groups in demographic factor. Independent Sample t-Test and One Way ANOVA were 

conducted to identify the differences of independent variables among demographic 

factors. Based on Independent Sample t-test result has shown that, the factor that 

influencing on the awareness of halal food among Muslim student namely religious 

belief, consumer attitude and role of logo there is no significant differences among 

gender groups. While, in terms of marital status, all the factors that influencing on the 
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awareness of halal food, there is no significant differences among single and married 

groups. And in terms of educational of level, religious belief has a significant 

difference among Diploma and Bachelor groups, while consumer attitude and role of 

logo has shown that, there is no significant difference among Diploma and Bachelor 

groups. One Way ANOVA results also indicates that, religious belief, and consumer 

attitude has no significant differences among age groups while the role of logo has a 

significant differences among age groups. In terms of level of semester, the result has 

shown that, religious belief, consumer attitude and role of logo has no significant 

differences among semester groups. 

Third objective is to examine the religious belief factor that influences on the 

awareness of halal food among Muslim students in UniMAP. Based on the finding it 

shows that religious belief factor is significant towards on the awareness of halal food 

among Muslim students in UniMAP. 

Fourth objective is to examine the consumer attitude factor that influences on the 

awareness of halal food among Muslim students in UniMAP. The result has shown 

that consumer attitude factor is a significant towards on the awareness of halal food 

among Muslim students in UniMAP. 

Fifth objective is to examine the role of logo factor that influences on the awareness 

of halal food among Muslim students in UniMAP. The result has shown that role of 

logo is a significant towards on the awareness of halal food among Muslim students in 

UniMAP. 

Based on these findings, the study concludes that Muslim students with highly 

religious backgrounds, where those who are performed the prayer, recite the Quran at 
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least once a week, emphasize the concept of halal as guidelines in Islam, emphasize 

the use of law in Halal nutrition as a compulsory and believes that Muslim who practice 

Allah’s instructions and abandon His prohibitions are believed that the respondents in 

this study have faith and fulfilled their worship. In Islam, worhip  did not only perform 

the prayers, read the Quran but ensures that what they eat through food and drinks is 

Halal avoid illegal food such as pork, and alcohol would also be considered as worship. 

Besides that, this study reveals that the factor that influence Muslim students towards 

the awareness of choosing halal foods as determined by their attitudes. Based on the 

findings, obtained from the regression analysis of the second highest beta value after 

religious belief indicate that the positive attitude of the Muslim respondents is an 

important factor in influencing their behavioural intention in eating halal foods. 

Meanwhile, this study also shows that the role of logo has less influence among 

Muslim students towards  the awareness of halal food. Based on the multiple 

regression analysis, the results has shown that, the role of logo has lowest beta value. 

This shows that, Muslim students have less confidence on the logo halal. 

5.2  Recommendations for Future Research 

There are some of suggestions after the results has shown that many of Muslim are 

less confidence about the logo. After the survey has been conducted, the researcher 

has found that the  respondents would not buying the food on non-Muslim premises 

even though the premises owners display the Halal logo issued by JAKIM on the 

premises. This is because, they doubt on the Halalness of food status on non-Muslim 

premises due to many issues such as fake halal logo. However, JAKIM and the 

government need to find alternative ways to reduce the number of fake halal logo and 
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examine on suspicious Halal companies in Malaysia to protect the Halal food industry, 

to gain the confidence from young generations especially Muslim students. 

Secondly, future studies should study other factor of awareness of halal food among 

Muslim student. Based on the results of multiple regression analysis, only 37.7 percent 

of the variation in the independent variables namely religious belief, consumer 

attitude, and role of logo. While the rest there is 62.3 percent are explained by excluded 

variable in the model such as behavioural control and subjective norm. This is because, 

these factor would be able gives a better understanding or knowledge towards 

awareness of halal food among Muslim students. Thus, this paper will fulfil the gap in 

the literature and also gives benefits both practitioners and researchers. 

In conclusion, the research has been conducted to determine the factors of awareness 

of halal food Theory Planned Behaviour (TPB) is used in this research and a 

combination of several determinants. Thus, the results has shown that religious belief, 

consumer attitude, and role of logo are suitable to determine the factors of  awareness 

of halal food among Muslim students in UniMAP.  
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Appendices 

Pilot Test ( Cronbach’s Alpha Test) 

1. Alpha of Religious Belief (Independent Variable) 

 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.744 6 

 

 

Item Statistics 

 Mean Std. Deviation N 

R1 4.62 .530 50 

R2 4.36 .802 50 

R3 4.70 .505 50 

R4 4.86 .351 50 

R5 4.78 .418 50 

R6 4.90 .303 50 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

R1 23.60 3.020 .452 .717 

R2 23.86 2.531 .376 .793 

R3 23.52 2.867 .592 .677 

R4 23.36 3.092 .746 .665 

R5 23.44 3.231 .484 .711 
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R6 23.32 3.365 .609 .701 

 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

28.22 4.134 2.033 6 

 

2. Alpha of Attitude 

 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.757 7 

 

 

Item Statistics 

 Mean Std. Deviation N 

Att1 4.54 .542 50 

Att2 4.72 .536 50 

Att3 4.52 .707 50 

Att4 4.58 .499 50 

Att5 4.40 .606 50 

Att6 4.26 .664 50 

Att7 4.64 .485 50 

 

 

Item-Total Statistics 
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Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Att1 27.12 5.210 .507 .721 

Att2 26.94 5.323 .465 .730 

Att3 27.14 5.633 .187 .801 

Att4 27.08 5.381 .488 .726 

Att5 27.26 4.809 .596 .699 

Att6 27.40 4.735 .548 .710 

Att7 27.02 5.081 .660 .695 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

31.66 6.760 2.600 7 

 

3. Alpha of Role of Logo 

 

 

 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.618 7 

 

 

Item Statistics 

 Mean Std. Deviation N 

LH1 4.58 .575 50 

LH2 3.66 1.222 50 

Case Processing Summary 

 N % 

Cases Valid 50 100.0 

Excludeda 0 .0 

Total 50 100.0 

a. Listwise deletion based on all variables in the 

procedure. 
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LH3 4.80 .404 50 

LH4 4.74 .443 50 

LH5 4.90 .303 50 

LH6 4.80 .452 50 

LH7 4.90 .303 50 

  

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

LH1 27.80 4.327 .338 .578 

LH2 28.72 3.267 .159 .804 

LH3 27.58 4.453 .498 .551 

LH4 27.64 4.235 .567 .527 

LH5 27.48 4.622 .576 .556 

LH6 27.58 4.289 .519 .538 

LH7 27.48 4.704 .509 .567 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

32.38 5.465 2.338 7 
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Appendix  A (Descriptive Analysis) 

 

Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Female 246 67.4 67.4 67.4 

Male 119 32.6 32.6 100.0 

Total 365 100.0 100.0  

 

Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 20 years-25 years 309 84.7 84.7 84.7 

25 years-30 years 52 14.2 14.2 98.9 

30 years and Above 4 1.1 1.1 100.0 

Total 365 100.0 100.0  

 

 

 

Sem 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Satu 158 43.3 43.3 43.3 

Dua 48 13.2 13.2 56.4 

Tiga 80 21.9 21.9 78.4 

Empat 22 6.0 6.0 84.4 

Lima 17 4.7 4.7 89.0 

Enam 40 11.0 11.0 100.0 

Total 365 100.0 100.0  

 

 

Status 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Single 353 96.7 96.7 96.7 

Married 12 3.3 3.3 100.0 

Total 365 100.0 100.0  
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Education 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Diploma 209 57.3 57.3 57.3 

Degree 156 42.7 42.7 100.0 

Total 365 100.0 100.0  

 

Appendix B (Reliability Test) 

1. Awareness of Halal Food Among Muslim Students 

 

Case Processing Summary 

 N % 

Cases Valid 365 100.0 

Excludeda 0 .0 

Total 365 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.928 7 

 

 

Item Statistics 

 Mean Std. Deviation N 

AW1 4.93 .268 365 

AW2 4.83 .376 365 

AW3 4.92 .285 365 

AW4 4.93 .268 365 

AW5 4.92 .279 365 

AW6 4.91 .287 365 

AW7 4.95 .228 365 
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Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

AW1 29.45 2.088 .855 .909 

AW2 29.55 2.051 .586 .944 

AW3 29.46 2.084 .800 .914 

AW4 29.45 2.094 .847 .910 

AW5 29.46 2.090 .812 .913 

AW6 29.47 2.085 .791 .914 

AW7 29.43 2.202 .842 .913 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

34.38 2.823 1.680 7 

 

2. Religious Belief 

 

Case Processing Summary 

 N % 

Cases Valid 365 100.0 

Excludeda 0 .0 

Total 365 100.0 

 

Reliability Statistics 

 

Cronbach's 

Alpha N of Items 

.793 6 

 

 

Item Statistics 

 Mean Std. Deviation N 

R1 4.67 .493 365 



92 
 

R2 4.56 .715 365 

R3 4.71 .462 365 

R4 4.85 .376 365 

R5 4.84 .366 365 

R6 4.91 .287 365 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

R1 23.86 2.648 .631 .739 

R2 23.98 2.387 .455 .824 

R3 23.82 2.744 .619 .743 

R4 23.68 2.969 .612 .751 

R5 23.69 3.011 .597 .755 

R6 23.62 3.181 .625 .762 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

28.53 3.904 1.976 6 

 

3. Consumer Attitude 
 

 

Case Processing Summary 

 N % 

Cases Valid 364 99.7 

Excludeda 1 .3 

Total 365 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.844 7 
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Item Statistics 

 Mean Std. Deviation N 

ATT1 4.72 .481 364 

ATT2 4.76 .440 364 

ATT3 4.68 .560 364 

ATT4 4.66 .479 364 

ATT5 4.62 .524 364 

ATT6 4.60 .539 364 

ATT7 4.68 .484 364 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

ATT1 28.00 4.972 .554 .829 

ATT2 27.95 5.185 .506 .836 

ATT3 28.04 4.990 .435 .850 

ATT4 28.05 4.893 .599 .823 

ATT5 28.09 4.493 .731 .801 

ATT6 28.12 4.545 .676 .810 

ATT7 28.03 4.649 .723 .804 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

32.71 6.392 2.528 7 

 
4. Role of Logo 

 

Case Processing Summary 

 N % 

Cases Valid 365 100.0 

Excludeda 0 .0 

Total 365 100.0 

a. Listwise deletion based on all variables in the 

procedure. 
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Reliability Statistics 

Cronbach's 

Alpha N of Items 

.644 7 

 

 

 

 

Item Statistics 

 Mean Std. Deviation N 

LH1 4.72 .493 365 

LH2 3.67 1.354 365 

LH3 4.86 .352 365 

LH4 4.80 .401 365 

LH5 4.82 .395 365 

LH6 4.87 .343 365 

LH7 4.89 .313 365 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

LH1 27.91 5.110 .332 .616 

LH2 28.96 3.075 .250 .849 

LH3 27.76 5.039 .588 .579 

LH4 27.82 4.821 .632 .560 

LH5 27.81 4.914 .585 .571 

LH6 27.75 5.082 .576 .583 

LH7 27.73 5.152 .593 .587 

 

 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

32.62 6.092 2.468 7 
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Appendix C ( T-test & One Way ANOVA) 

1. Gender Groups 

 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

TR Female 246 4.7568 .33488 .02135 

Male 119 4.7521 .31880 .02922 

TATT Female 246 4.6841 .36882 .02352 

Male 118 4.6513 .34518 .03178 

TLH Female 246 4.6475 .37155 .02369 

Male 119 4.6879 .30952 .02837 

 

 

 
 

2. Marital Status Groups 

 

Group Statistics 

 Status N Mean Std. Deviation Std. Error Mean 

TR Single 353 4.7512 .33003 .01757 

Married 12 4.8750 .29409 .08490 

TATT Single 352 4.6725 .36353 .01938 

Married 12 4.7024 .29503 .08517 

TLH Single 353 4.6665 .35097 .01868 

Married 12 4.4881 .37282 .10762 
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3. Educational level groups 

 

Group Statistics 

 Education N Mean Std. Deviation Std. Error Mean 

TR Diploma 209 4.7161 .34039 .02355 

Degree 156 4.8077 .30712 .02459 

TATT Diploma 209 4.6637 .36526 .02527 

Degree 155 4.6866 .35634 .02862 

TLH Diploma 209 4.6623 .36156 .02501 

Degree 156 4.6584 .34138 .02733 

 
 

 



97 
 

 

1. The Difference of awareness of Halal food with gender groups 

 

Group Statistics 

 Gender N Mean Std. Deviation Std. Error Mean 

TAW Female 246 4.9111 .23409 .01492 

Male 119 4.9100 .25287 .02318 

 

 

 

2. The difference of awareness of halal food with marital status groups 

 

Group Statistics 

 Status N Mean Std. Deviation Std. Error Mean 

TAW Single 353 4.9110 .24281 .01292 

Married 12 4.9048 .14068 .04061 
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3. The difference of awareness of halal food with educational groups 

 

Group Statistics 

 Education N Mean Std. Deviation Std. Error Mean 

TAW Diploma 209 4.8988 .25853 .01788 

Degree 156 4.9267 .21250 .01701 

 

 

 

 

 One Way ANOVA of Age 

 

 

 

ANOVA 

 Sum of Squares df Mean Square F Sig. 

TR Between Groups .467 2 .234 2.169 .116 

Within Groups 39.002 362 .108   

Total 39.469 364    
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TATT Between Groups .156 2 .078 .597 .551 

Within Groups 47.197 361 .131   

Total 47.353 363    

      

TLH Between Groups .835 2 .417 3.402 .034 

Within Groups 44.422 362 .123   

Total 45.257 364    

 

 

 

 

 

One Way ANOVA of Semester 
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ANOVA 

 Sum of Squares df Mean Square F Sig. 

TR Between Groups .907 5 .181 1.688 .137 

Within Groups 38.562 359 .107   

Total 39.469 364    

TATT Between Groups 1.326 5 .265 2.062 .070 

Within Groups 46.027 358 .129   

Total 47.353 363    

TLH Between Groups 1.071 5 .214 1.740 .125 

Within Groups 44.186 359 .123   

Total 45.257 364    

 

 

One Way ANOVA Dependent Variables 

1. The difference Awareness of Halal Food with age groups 

 

 

 

 

ANOVA 

TAW   

 Sum of Squares df Mean Square F Sig. 

Between Groups .012 2 .006 .100 .904 

Within Groups 20.959 362 .058   

Total 20.971 364    

 

 

2. The differences of awareness of Halal food with semester groups 
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ANOVA 

TAW   

 Sum of Squares df Mean Square F Sig. 

Between Groups .739 5 .148 2.621 .024 

Within Groups 20.232 359 .056   

Total 20.971 364    

 

 

Appendix D 

Pearson Correlation Analysis 

 

Correlations 

 TR TATT TLH TAW 

TR Pearson Correlation 1 .606** .474** .543** 

Sig. (2-tailed)  .000 .000 .000 

N 365 364 365 365 

TATT Pearson Correlation .606** 1 .648** .543** 

Sig. (2-tailed) .000  .000 .000 

N 364 364 364 364 

TLH Pearson Correlation .474** .648** 1 .453** 

Sig. (2-tailed) .000 .000  .000 

N 365 364 365 365 
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TAW Pearson Correlation .543** .543** .453** 1 

Sig. (2-tailed) .000 .000 .000  

N 365 364 365 365 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Appendix E 

Multiple Linear Regression 

 

 

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 TLH, TR, TATTb . Enter 

a. Dependent Variable: TAW 

b. All requested variables entered. 

 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .614a .377 .371 .19052 

a. Predictors: (Constant), TLH, TR, TATT 

b. Dependent Variable: TAW 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 7.896 3 2.632 72.512 .000b 

Residual 13.067 360 .036   

Total 20.963 363    

a. Dependent Variable: TAW 

b. Predictors: (Constant), TLH, TR, TATT 

 

 

Coefficientsa 
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Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.565 .163  15.769 .000 

TR .234 .039 .321 6.072 .000 

TATT .177 .041 .266 4.353 .000 

TLH .088 .038 .129 2.331 .020 

a. Dependent Variable: TAW 

 

 

Residuals Statisticsa 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 4.5057 5.0553 4.9105 .14749 364 

Residual -.82511 .49432 .00000 .18973 364 

Std. Predicted Value -2.745 .982 .000 1.000 364 

Std. Residual -4.331 2.595 .000 .996 364 

a. Dependent Variable: TAW 
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Tuan/puan 

Kajian yang dijalankan ini bertujuan untuk mengkaji faktor-faktor yang 

mempengaruhi kesedaran pelajar Muslim terhadap pemakanan halal di institusi 

pengajian tinggi. Kajian ini merupakan projek penyelidikan yang dikemukakan bagi 

memenuhi sebahagian daripada syarat Sarjana Kewangan dan Perbankan Islam, Kolej 

Perniagaan Islam, Universiti Utara Malaysia. 

 Segala maklumat yang diberikan adalah untuk tujuan penyelidikan sahaja dan ia 

adalah sulit dan dirahsiakan. Justeru, kerjasama tuan-puan  untuk menjawab borang 

soal selidik amat dihargai dan didahului dengan ucapan ribuan terima kasih.  

 

 

NUR AZWA BINTI KAMAL 

Master Islamic Finance and Banking (MIFB), 

Pusat Pengajian Perniagaan Islam (IBS), 

Universiti Utara Malaysia ( UUM). 

06010 UUM, Sintok, Kedah. 

 

 

 

Kajian Mengenai Faktor yang Mempengaruhi Kesedaran Pelajar 

Muslim Terhadap Pemakanan Halal di UniMAP. 
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Borang Kaji Selidik 

 

BAHAGIAN A : Latar Belakang Responden 

Arahan : Tandakan (/) pada ruang yang disediakan. 

1. Jantina :  

Perempuan                            Lelaki           

 

2. Umur : 

20 tahun hingga 25 tahun                          30 tahun dan ke Atas   

  25 tahun hingga 30 tahun       

 

3. Semester  :   

Satu                                        Empat          

Dua                  Lima               

Tiga     Enam                         

4. Status 

Bujang                                               

              

Berkahwin                                

5. Tahap Pendidikan 

      Diploma                                      

         Ijazah Sarjana Muda              

 

BAHAGIAN B  : Aspek Kepercayaan Agama 

Perkara di bawah mewakili faktor yang mempengaruhi kesedaran pelajar Muslim 

terhadap pemakanan halal. Sila tandakan (/) skala di tetapkan. 

1 2 3 4 5 
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Sangat tidak 

setuju 

 

   Tidak setuju 

 
   Tidak pasti Setuju Sangat setuju 

 

Bil Item Skala 

1 2 3 4 5 

1.  Saya merupakan seorang Muslim yang taat 

pada perintah agama 

     

2.  Saya membaca al-Quran sekurang-kurangnya 
sekali dalam seminggu 

     

3.  Saya sentiasa mengerjakan solat lima waktu      

4.  Saya mementingkan konsep halal dan haram 

sebagai garis panduan dalam Islam. 

     

5.  Saya menjadikan penggunaan hukum dalam 
pemakanan halal adalah wajib. 

     

6.  
Muslim yang sejati ialah mereka yang 

mengamalkan suruhan Allah serta 

meninggalkan segala laranganNya 

     

 

BAHAGIAN C: Aspek Sikap Pengguna Muslim 

Perkara di bawah mewakili faktor yang mempengaruhi kesedaran pelajar Muslim 

terhadap pemakanan halal .Sila  tandakan (/) skala ditetapkan.  

1 2 3 4 5 

 

Sangat tidak 

setuju 

 

tidak setuju 

 

Tidak pasti Setuju Sangat setuju 
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BAHAGIAN D: Aspek Peranan Logo Halal 

Perkara di bawah mewakili faktor yang mempengaruhi kesedaran pelajar Muslim 

terhadap pemakanan halal.Sila tandakan (/) skala ditetapkan. 

       1        2        3        4         5 

Sangat Tidak 

Setuju 

Tidak Setuju Tidak Pasti     Setuju Sangat Setuju 

 

Bil Item Skala 

1 2 3 4 5 

1.  Saya sentiasa peka dengan isu logo halal.      

2.  
Saya sanggup membeli makanan  di premis bukan 
Islam jika mereka mempamerkan logo halal di 
premis tersebut. 

     

3.  
Saya tahu bahawa JAKIM merupakan badan yang 
berperanan mengeluarkan sijil dan logo halal di 
Malaysia. 

     

Bil Item Skala 

1 2 3 4 5 

1.  Saya sentiasa peka terhadap isu-isu pemakanan 
halal yang diragui status halalnya 

     

2.  
Saya tidak akan membeli sesuatu makanan jika 

meragui status kesahihan halal makanan tersebut 

     

3.  Saya sangat yakin status kehalalan produk 
makanan tempatan berbanding yang diimport 

     

4.  
Saya hanya akan membeli sesuatu produk 
makanan  yang mempunyai logo halal JAKIM 
sahaja. 

     

5.  
Saya sentiasa berusaha untuk mengenalpasti 
produk yang tidak halal digunakan melalui 
pembacaan atau internet. 

     

6.  
Saya sentiasa meneliti tentang kandungan bahan-
bahan yang digunakan dalam sesuatu produk 
makanan 

     

7.  
Saya tidak akan membeli produk makanan yang 
digemari jika saya mempunyai keraguan 
terhadap status kehalalannya. 
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4.  Saya dapat mengenalpasti logo halal JAKIM 
dengan baik ketika hendak membeli makanan. 

     

5.  Bagi saya, logo halal dapat membantu pengguna 
muslim dalam memilih makanan halal. 

     

6.  

Bagi saya, penggunaan logo halal pada makanan 
perlulah menepati ciri-ciri standard keselamatan 
yang tinggi supaya tidak mudah diseleweng oleh 
mana-mana pihak tertentu. 

     

7.  
Bagi saya, sijil dan logo halal hendaklah 
dipamerkan  pada barangan kegunaan orang 
Islam terutamanya makanan. 

     

 

BAHAGIAN E : Kesedaran terhadap Pemakanan Halal 

Perkara di bawah mewakili kesedaran terhadap pemakanan halal dalam kalangan 

pelajar Muslim. Sila tandakan (/) skala yang ditetapkan. 

       1        2        3        4         5 

Sangat Tidak 

Setuju 

Tidak Setuju Tidak Pasti     Setuju Sangat Setuju 

 

Bil Item Skala 

1 2 3 4 5 

1

. 

Saya tidak akan makan jika makanan itu tidak halal.      

    2. Saya tidak akan makan jika makanan itu diragui 
halalnya. 

     

 3. Saya  akan makan di kedai makanan halal sahaja.      

 4. Saya hanya akan makan makanan yang halal sahaja.      

 5. Saya akan memastikan makanan itu halal sebelum 
saya mengambilnya. 

     

 6. Saya akan memastikan makanan itu halal sebelum 
saya membelinya. 

     

 7. 
Saya tidak akan mengambil makanan yang 
mengandungi bahan-bahan yang tidak halal seperti 
alkohol. 

     

                                                             - Terima Kasih - 
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