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Abstract

Introduction: People from social and cultural backdrops are more inclined towards eating Halal
meat as it guarantees best in terms of principles and hygiene. The aim of this research study is to
determine the reliability of customers’ intension for purchasing tendency of halal meat. The
principal objective of this study is to find out the factors effecting customers™“opinions about

Halal meat.

Literature Review: This is a research study based on factors influencing customers’ purchase
intention for halal meat in Malaysia. Halal meat is also available at“lewer prices compared to
other types of meat and thus they are bought in increased amount, as per the economic condition
of the people of the region. Independent variablesiare negative/personal attitude, lack of brand
trust among consumers, decrease in customer loyalty, tendency to consume non-Halal or Halal
meat. Dependent variable is the purehase,intentions” of customers that can be influenced to

convince them to buy a particulariproduet.

Finding and analysis: The,data‘hasheen collected through surveying on 300 sample population.
All the accumulated, data then subjected to analysis through SPSS statistical method. Buyers
apply various.approaches_like loyalty and brand value to take purchasing decision. In order to
gain success th, halal meat industry, sellers must involve in determination process to evaluate

outliers,

Discussion: The result that has been highlighted in the entire discussion is depicting on
Decreased consumer loyalty over halal companies. It also explains factors responsible for
emergence of halal meat in national and global markets. Different factors that are affecting

Malaysian halal meat industry are customer behaviour, social concerns and personal preferences.
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CHAPTER 1: Introduction

1.1 Introduction

Factors that influence the intention of customers to buy Halal meat are mainly related to personal
attitude along with social influence, brand trust, habit and brand loyalty. Since Halal meat has
been observed to be in great demand in Malaysia hence it can be said thatythe evaluation of
factors becomes essential. In this study, various factors affecting customess buyingddehaviour
and their intention to purchase Halal meat has been identified. Problemistatements have been
discussed along with research objective and questions. This has been“dene to understand the
impact of factors on purchase rate of Halal meat. On‘the‘ether,handSignificance of the study in
terms of company and customers has been presenteds, Moreover'a structure along with summary

of the study has been provided.

1.2 Background of the study

Halal meat and consumer, purchasesintentions are directly related to each other. It is found that
40%-50% of consumers prefer faeds that meet the standards as per their religion in Malaysia.
On the otherdand, it has been seen that Non-Muslim also has a high demand for Halal meat. The
meat that 1s eertrfied by, Sharia Law is known as a Halal meat (Ismail et al. 2018). In country
context of'Malaysia, it has been seen that Halal meat is no longer a foreign term rather the
customers,have become familiar with the word. It has been observed over the years that Malaysia
has played a significant role in coming up with Halal standards. It can be said that a particular
requirements and specification are required to be followed related to the products and services

under the Sharia law. Fulfilment of this requirement means that the meat products have been



handled with high level of hygiene, cleanliness and nutrition.

Market trend for Halal meat in Malaysia

In terms of Halal meat demand it has been observed in the recent years that after meat has been
certified or considered to be a Halal meat as per Shariah law, the demand for exports have
increased. There has been a rise in exports of Halal meat by 10% in the recent yearsi(Ab Talib et
al. 2016). As Malaysia follows all norms and regulations to make the qneat certified as per
standard of cleanliness and hygiene hence the export demand has been incréased:

On the contrary, in terms of imports, it has been seen that Malaysia, shathlow rate of self
sufficiency in relation to meat at the rate of 17% (Elseid#,2018). This#led to an increase in
demand of imports from other countries that have a“goodsrecerduindselling Halal meat. This in
turn became a backdrop for Malaysia to adopt,Halal standards i order to sell meats and decrease
the trade deficit.

Customers’ preference for Halal meatiand\Brand'recognition

Customers’ preference can be mostlyalinked to consumer perception about Halal products. It has
been seen that, consumetsybelonging.to high income group demand more amount of Halal meat
as it meets high standards ofdrygiene. 62% of consumers belonging to the age group of 15-64
also demand{Halal meat as_they perceive it to be of best quality (Mohd Suki and Mohd Suki,
2015).

Moreovet, iyhas also been seen that customers’ awareness about Halal meat has increased in the
recent years even among the Non-Muslim consumers. This has in turn given rise to sales of Halal
meat. Consumer preference can also be linked to ages of consumers and their level of income
(Lee et al. 2016). Halal meat of Malaysia has become a brand in itself and has enabled the

business organisations, as it has been able to sustain all requirements mentioned as per rules and
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regulation of Shariah law.

1.3 Problem statement

First problem has been identified to be the negative personal attitude of consumers in respect to
purchasing or eating Halal meat. This can be linked to the low level of awareness and their
perception about Halal meat. It has been seen that around 87% of Malaysian customershuy Halal
meat because they are enforced by their religion or it is mandatory reguirementsfor "Muslims
(Azmi et al. 2018). This implies that it is not their choice and they are huying for the sake of
buying. Only about 4% of consumers buy Halal meat beCause they likesthe taste and quality.
0.5% of customers buy because it is the cheaper meatyavailable dn the market of Malaysia
(Yusoff et al. 2015). However due to lack of knowledge, there has been mainly a negative
attitude towards purchasing Halal meat (Haque et al. 2015). As a result the rate of purchases of
Halal meat has declined in Malaysiat

Second problem has been identifiedyto be lack of brand trust among consumers of Malaysia.
This has been seen to dbe, an ‘issue,because there are more than 300 bodies that have been
established to certify meat produets as Halal out of which only 15% have been recognised by
JAKIM (Hagque et al. 2015)) This calls for a doubt in the minds of customers. Hence there is a
lack of trust for brandstthat are selling Halal meat in Malaysia. Lack of brand trust would lead to
many. problems such as decrease in the profitability of Halal meat selling companies and it would
also giveyrise to imports. As a result trade deficit would increase and this may impact the
economy growth.

Third problem that has been identified is decrease in customer loyalty over Halal

Organisations. It is an issue because, it has been seen that there is a declining trust of consumers
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which is also interlinked with brand loyalty. Management of Halal Meat producing companies
have been unable to get recognised as per the government terms at the markets of Malaysia
(Khalek et al. 2017). This has impacted the brand loyalty of consumers as they have shifted to
other foreign brands that sell recognised Halal meat (Lever and Fischer, 2018).

These have been seen to be a burning issue now because Gross domestic product as'well as other
economic factors has been seen to be impacted negatively. Due to decline in trade of Halal meat,
it has been observed that, gross domestic product of Malaysia is declining in,the,recent years. In
the year 2017 it was 9945 USD and in the year 2018, the growth rate of GDP%has been only 5%
(Lee et al. 2016). Halal hub contributes to the growth of Malaysian econemy as large number of
exports of Halal meat is carried out. The export Valueshas,reduced to RM 43.4 billion in
comparison to previous years RM 48.56 billion (Khalek et'al. 2017). Moreover 56.6 % incidents
of food-borne disease have led to consumers,doubting the food safety standards followed by
Halal meat selling brands (Osman and Aziz,"2018).

Fourth and last problem has_been‘the,tendency to eat or habit to buy non-halal or Halal meat
among the customers ofiMalaysia:sMore than 87% of the people buy Halal meat because it is
mandatory as per ‘requirements “under Islamic customs. Due to this fact, around 8.5% of
consumers bay 2itimes in week (Fathi et al. 2016). This reduced the sale of Halal meat. On the
other hand it has heen seen that 30% of consumers have never bought Halal meat because their
purchasing “habit/leads them to give more preference to other products or substitutes of Halal
meat (Osman and Aziz, 2018). This has become an area of concern for companies or brands
selling Halal meat. Hence it can be said that these factors are an issue now also.

This research sheds light on the factors that influence consumer behaviour and their buying

pattern related to Halal meat (Azmi et al. 2018). It has dealt with the factors such as consumer
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attitude, brand loyalty, brand trust and Habit of consumers. This has helped in understanding the

extent of influence in the sale of Halal meat.

1.4 Research questions and Research objectives

Research questions and research objectives have been formulated to understand theyrelationship

of the factors with that of consumer perception about buying Halal meat.

1.4.1 Research question

The aim of this study is to investigate about the consumerdpreference anddntention to purchase
Halal meat in Malaysia. This has been evaluated «vith_the help of formulation of research
questions given below;
e What is the relationship between consumer attitdde and consumer intention to Halal
meat?
e What is the relationship between brand trust and consumers intention to purchase Halal
meat?
e What is thel relationship®between brand loyalty and customers’ intention to buy Halal
meat?
o Whatuis the relationship between habit of consumers and their intention to buy Halal

meat?

1.4.2 Research objective

Research objectives have been framed in order to identify, analyse and evaluate the factors that
influence consumer intention in regards to buying Halal meat. The relationship is required to be

established with consumers’ intention. It would help in assessing the extent of negative or
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positive impact of identified factors. Research objectives have been framed and provided below;

e To identify the relationship between consumer attitude and consumer intention to Halal
meat

e To examine the relationship between brand trust and consumers intention to purchase
Halal meat

e To analyse the relationship between brand loyalty and customers’ inteéntion to buy Halal
meat

e To evaluate the relationship between habit of consumers and their‘intention to buy Halal

meat

1.5 Significance of study

The research deals with identification and ewalyation of relationship of factors such as brand
loyalty, trust, habit and personal attitudeywith that"@f the consumer intentions to purchase Halal
meat. It would be of importance forlarge number of customers, organisation and society as a
whole. The research wauld be“ef assistance in academics and in further research also. Below a
discussion relating to significancesof the research has been evaluated in terms of three aspects.

These are customers, organisations, society and research as a whole.

1.54'Significance to’research

In relation to research it has been observed that, the data provided would be of use in academic
context and would also help in further research. It would be of assistance and would help in

making large number of people aware about Halal meat and its brand value.
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1.5.2 Significance to company

The research would be significant in providing companies with the market trends and factors that
influence consumer behaviour. This would help large number of companies that sell Halal meat
to evaluate the further need of regulating standards. Extent of knowledge about Halal meat in
Malaysia as well as consumers preferences regarding purchases would help “erganizations to
come up with different strategies to increase the sales of Halal meat. It would also be beneficial
for organisations and they would be able to legitimate rights and interests of pegple having Halal
eating habits.

This study is beneficial as the information related to Halal; meat>can be known from here. It is
necessary for the people of Malaysia to know about the Halal"meat effectively. After that they
can be able to purchase the Halal meat. As asesult, it'the business of Halal meat in Malaysia can

be improved.

1.5.3 Significance to customer

Customers would be able‘te understand and learn about the Muslim culture and the importance
of Halal. It would help custamersto regain trusts and develop trust regarding Halal meat. Their
knowledge as well as interest would increase. This would help in making them buy Halal meat at
increased rate-\Moxeover the research would also be significant for society as a whole. This has
beemsaid beeause the Malaysian catering industry would be developed and this would help in
attracting “the attention of catering industry worldwide. Halal meat would be able to enter

international catering market in no time soon.
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1.6 Structure

Chapter 1 of the study deals with provision of a basic understanding about Halal meat, consumer
preferences and the factors that influence customers’ intention to purchase Halal meat. It has

provided four problem statements, research objective and research questions related to the

relationship. Chapter 1 provides a background that discusses about significance4 s of three
aspects. In case of chapter 1, the background information related to ket trend been
mentioned.

>

Figu Qre of the dissertation

(Source: created by the researcher)
Chapter 2 of the study deals with review of literature. It provides past research regarding the
independent variables and their definitions have also been provided. The two variables that have

been identified in this study are purchase of Halal meat in Malaysia and its influence of customer
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purchasing behaviour. Moreover the study has helped in developing hypotheses. It also discusses
about the research gaps identified and a framework of the study. A discussion on various theories
has helped gain an in-depth analysis related to Halal meat and its relationship with consumers
purchase intention.

Chapter 3 has provided a discussion on methodology part of the research. Researchyphilosophy,
design and approach have been discussed in the third chapter. It has provided aformation related

to data collection method, its analysis technique and about the sources of'data,collection.

1.7 Summary

Halal meat has been observed to be certified meat that, is‘aceeptableas per Islamic law and food
safety standards. It has been seen that due to high dependence on imports and increasing
awareness about the Halal meat among customer group of Malaysia, Malaysian government
started following food standards aceording te the Shariah law. This helped Malaysia to become
one of the countries that sells certified meat or Halal meat. On the other hand it has been seen
that this led to an increaSe,in exports to other countries as well where demand for Halal meat is
high. It helped the ‘organisations“that produce Halal meat in narrowing down the gap of trade
deficit and improwved gross domestic product.

However it has been observed that in the recent years many factors have contributed towards the
dechpe in“eonsumer purchase of Halal meat. Consumers have shifted either due to lack of
awarenessyabout the benefits of Halal meat or their perception about Halal meat has changed
over the years. This in turn has resulted in shift of consumer attitude as a result there has been a
decline in sales of Halal meat. Another factor that has been seen to be affecting consumer

intention is there habit. It has been seen that they are either eating Halal meat because it is
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mandatory requirement under their religion. Thus they buy on a weekly basis or never buy Halal
meat. In case of brand trust it has been seen that, since very less number of units have been
recognised to sell certified meat hence this has led people to doubt the intention of organizations.
On the other hand it has also been seen that, brand loyalty is decreasing day by day as result of

lack of trust. These two factors are interrelated to each other and these have_beén seen it be

affecting purchase rate of Halal meat. %x
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CHAPTER 2: Literature Review

2.1 Introduction

Consumption of food in the Malaysian region is dependent on certain factors that are mainly
based on the choice of the consumers of the region. The people in the region are found to be of
religious characteristics and prefer food that is allowed by their religion andhits beliefs, In this
context, the study discusses about the certain factors that influence the“purchaseyintention of
customers. The factors that have been identified are personal attitudes“ef ceustomers that are
usually negative and absence of trust over the brand among customerssof Malaysia. Another
factor that is identified is the decrease in loyalty%of “thegbrand .@mong customers and this
influences the buying behaviour of the customerstef theyregion. The habits of customers of
buying non-Halal meat also influence the purchase intention of customers of the region. With the
help of theories and proper framework;, the study‘tries to develop proper hypothesis of the
relationship between the independent, and, dependant variables separately. Each factor has been
separately discussed andathe relationship“of the factors with buying intention of the customers

has been discussed In the study:.

2.2 Research’s Indeépendent and Dependent Variable

2.2.1'NegativesPersonal Attitude (1V1)

2.2.1.1 Definition

Negative Personal Attitude of the customers refers to the absence of choice among the

customers to buy a particular product although they are buying it due to external pressure. In

19



Malaysia, it is seen that around 61.3% people of the total population are Muslims and the Islamic
Law followed in the country provide them instructions to buy Halal meat. As per the view of Ali
etal. (2017), Shariah Law followed in the country, prohibits the people of under Islamic religion
to purchase and consume non-Halal meat. However, it is also seen that the people of the country
prefer non-Halal meat as they are stunned before they are killed and that is a much more non-
cruel method to kill the animals. People of Malaysia have to stick to Halal"\Meats asithey are
under the jurisdiction of the Shariah Law that forces them to buy HalalkMeat although it is

highly debatable that Halal meat has increased nutritional value.

2.2.1.2 Overview

As per the historical traditions of Muslim religion, meat was usually passed through a Halal stage
before being consumed so that the people de not consume“the blood of the animal. As per the
view of Yener (2015), the people ofsthe MuslimyCemmunity believed that Halal meat was of
greater quality than non-Halal meat asfthey were drained out of all the blood before being
processed. However, with the, progressyof time and development of human education and
emotions, the people“presently»areagainst the procedure of Halal meat in many parts of the
country, howewer, in the country dominated by the Muslim religion people have to follow the
basic rules™followedsin the country. Further, Halal meat is also available at lower prices
comparediyto other types of meat and thus they are bought in increased amount as per the

economig, condition of the people of the region.

2.2.1.3 Past research

Although, there have been rare discussions about the topic of Halal and non-Halal meat until

very recent, the actions of the animals rights commission have intrigued researchers to develop
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knowledge over the topic. The main aim of the people of organisations is protecting the rights of
animals to face a painless death is to ensure that the animals are painlessly killed before they are
slaughtered for consumption. As commented by Ali et al. (2018), the organisations also try to
convince the Halal organisations about various procedures of stunning the animals to death
before they are slaughtered. Further, the organisations also try that animals do net see other
animals being slaughtered or the blades being sharpened for use. Researches Inthe pastthave not
been able to discuss in details about these features due to unavailability ‘of data related to the

Shariah Law about Halal Meat followed in Malaysia.

2.2.2 Lack of brand Trust among the Consumers (1V2)

2.2.2.1 Definition

Trust over the organisations producing and processing Halal meat are also of major importance
as the sales of the products are, highly dependent on the trust of the consumers over the
organisation. Further, it istalso seemthat, all the organisations that have been given the
responsibility of certifying ‘Halalymeat in the region are not accepted by the Department of
Islamic AdvancementsofaMalaysia. As a result, the people of the country remain confused
whether the Halal meat that is being sold is of proper quality and healthy for consumption.
Doubts about the quality of Halal meat also rises in the mind of the people after Department of
IslamigtAdvanéement of Malaysia have accepted only 15% of the 300 organisations regarding
the quality check and assurance of Halal meat in Malaysia. Consumers also stand by the
scientific researches regarding the harmful effects of consumption of Halal meat and the cruelty
towards animals in the process and lose trust over the products and the organisations resulting in

underdeveloped customer purchase intentions among the customers.
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2.2.2.2 Overview

Trust over a Brand is identified as major characteristics that affect the purchase intentions of
customers in a positive way. In case of organisations of Malaysia who sell Halal meat, it can be
said that the organisations need to develop themselves in such a way so that the customers are
able to develop proper faith over them. As per the view of Yeo et al. (2016), peeple‘ef Malaysia
need to be convinced that the animals are not treated in a cruel manner befere that are killed and
that they are stunned before the Halal procedure is started. This can_resultin‘the increase of faith
over the procedure as consumers or normal people of the country ‘mainly ‘get influenced by the
reports and news articles of the news channels and soeialmedia. The organisations need to
convince the news channels and journalists to develop positive c@mments over the quality of
meat processed in the Halal manner. This camsincrease, the trust of customers over the brand and

they would buy the meats at increased intervals:

2.2.2.3 Past research

Past researches done ingthe areaswof,trust of customers over a particular brand have always
focused on the issues presentdn“the“set up those results in lack of customer trust. However, in
this case a totallydifferent issue of being faced as the customers are lacking trust over the brand
in fear fof hygiene and safety measures of the consumable food products followed during
processinga, As Stated by Bashir et al. (2019), Management of Halal Meat Production
organisatigns in Malaysia need to reach the people and conduct shows and important seminars all
over the country so that people are convinced that Halal Meat is safe for consumption. Further,
these organisations also need to talk to the Government and develop laws beyond the Shariah
Law that follows the international ethics and laws related to animal cruelty, so that faith of

customers is increased.
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2.2.3 Decrease in customer loyalty over Halal Organisations (1V3)

2.2.3.1 Definition

Increase of absence of trust over the Halal organisations and decrease in the recognition of Halal
organisations by the Government of Malaysia results in loss of faith of customers.fAccording to
Madiawati and Pradana (2016), it can be commented that decrease in customer loyalty refers to
the reductions in the sales percentages of a particular product in the magket. ST hesconsumers of
the Malaysian markets are forced to eat Halal Meat as per their religiousylaws although the
modern people go against the law. This is mainly because of the absenee, of the proper safety and
hygiene certificates that the organisations are unable to‘producesegarding the quality assurance
of Halal meats. Decrease in Customer Loyalty overHalalhMeats results in the decrease of Sales
of Halal meats and the markets of the non-Halal meats ineréases (Razak et al. 2015). Animals in
case of non-Halal meats are stunned.and killed andhare separately cleaned and processed and thus
are of more taste people prefer it.\However, in“case of few people who still stick to the core
religious values, Halal meats are stillisold,in markets of Malaysia. Export rate of Halal Meat has

also decreased by apout RM, 5 billion and has affected the GDP rate and economy of the country.

2.2.3.2 Qverview

Halal Meat Processing Organisations in Malaysia are one of sources of income and development
of the Malaysian economy and the profits that are brought in by the company are added to the
benefits of the country. As a result, the decrease in the markets of Halal Meats results in the
decrease in the economy of the country. According to the view of Haque et al. (2015), Customer
Loyalty becomes a contributing factor over the purchase intention of the products and it develops

the economy of the country. As a result, decrease in customer loyalty affects the economic
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progress of the organisations in a negative manner. The customers of Malaysia are forced to buy
Halal meat due to the Laws of Islam; however, the absence of proper quality assurance
certificates of the Halal Meat producing companies makes them stop buying the products.
Further, procedure of Halal Meat Processing is cruel and the animals rights commissions prohibit
display if cruel behaviour towards animals before killing them. All these factors add up to

decrease in customer loyalty over organisations that sell Halal meat.

2.2.3.3 Past research

Past researches related to Customer Loyalty could not %e done properly as the people of
Malaysia bought Halal meats due to the pressure ofythe,lslamiGyLaw. Moreover, the religious
texts of Muslims declare that consumption of animal bleodeiS harmful for health. Thus the
animals’ needs to be killed and hanged so that albthe blood is drained out of the body and after

that they are processes and consumed.:

2.2.4 Tendency to eat or habitto huyanon-Halal or Halal meat among the customers (1VV4)

2.2.4.1 Definition

The customers, inthe Malaysian region have a tendency to buy and consume non-Halal meat as
these, meats areycomparatively easier as the blood is not drained out of the body of the meat
before,it’is proeessed. Thus, the people also buy non-Halal meat because it is of increased quality
and are proeessed in a much better manner than Halal meat. As mentioned by Shakil and Majeed
(2018), although there are few people who buy Halal meat as they prefer to the religious
instructions and religious laws. Moreover, the price of Halal meat is less as less amount of price

is required for processing these meats and can be sold at lower rates. As a result, people with
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reduced income rates buy Halal meats in Malaysia. These factors contribute to the Purchase

intentions of the Customers on a national and Global basis.

2.2.4.2 Overview

As per the recent status of Malaysia, it is seen that 87% of the people buy Halal meats in
Malaysia because it is compulsory and not out of choice. Among these people 30%also choose
alternative products at times and do not buy Halal meats always. Furtherpit isalso'seenythat only
8.5 % people of the total 87% people buy the meat twice in a week whi¢h reduces'the economy
of the Halal meat producing organisations at increased pereéntages. This affects the economy of
the country on a larger basis and the GDP and Gross, Profithand sales of the country from

domestic and international region is affected.

2.2.4.3 Past research

Past researchers have developedhideas aboutithie’ choices of customers over choice of Halal
meats. However in this researeh, the main»focus has been on the amount of people who buy
Halal meat because_they“prefer ityand who buy it out of force. Moreover, Ali et al. (2017)
mentioned that, the effeétyofithis factor on the customer purchase intentions have also been
highlighted.in‘this kesearch which have not been done previously. Moreover, the effect of buying
behaviours of customers related to Halal meat and its effect on the economy of the country have

also beén covered in this research.
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2.2.5 Customer’s Purchase Intention (Dependent Variable)

2.2.5.1 Definition

Purchase intentions of customers refer to the development of certain factors so that the customers
can be convinced to buy a particular product. In case of this study, it is seen thatHalal meat is
sold in Malaysia as per the religious rules of the country and is mad compulsery for censumption
among the people of the Islam Religion. However, on the other handwit_istalsoyseen, that the
procedure of Halal meat production is quite unethical and is a display oferuelty towards animals
before and after killing them (Awan et al. 2015). As a result, the factors that affect the purchase
intentions and choices of the customers have been developed ingthis study, The purchase
intentions of customers are developed with time ‘and knewledge and blend of the laws of the

country as per ethical values.

2.2.5.2 Overview

Customer Purchase intentions ef Halal\Meat can be improved by development the standards of
hygiene and proper treatmentyof the animals before they are killed. The management of Halal
meat organisations need“ta,keep in mind that they need to develop their marketing procedures
keeping in.mind the. demands of customers and the laws of Islam Religion. Strategies need to be
developed as penthesdemands of the customers by seeking advanced advisory and coming out of
the foreeful inclusions of religion. As commented by Ali et al. (2018), Religious Bounds need to
be overcome by the Halal Meat Organisations and they need to stick to ethical values so that they

are able to attract increased amounts of customers towards the products.
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2.2.5.3 Past research

Past research about Customer Purchase Intentions has failed to deal with factors related to
reasons towards customers going against Halal meat organisations in Malaysia. In this research,
the researcher has been able to focus on the various factors that are related to decrease of sales of

Halal meat in Malaysia and thus developed the views of customers as w developed

solutions so that the difficulties that are faced can be dealt with properly&

N

27



2.3 Proposed Framework and Theories used in this research

2.3.1 Research Framework

e

BN
Rty

Figure 2: Research framework

(Source: created by Researcher)
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2.3.2 Theory Used

A series of important theories have been used in this segment of research study. These theories
help researcher to better understand valuable factors that impacts on customers’ purchasing
intention of Halal meat in Malaysia.

Customer Loyalty Theory:

Customer loyalty theory entails those consumers loyalty can be attracted t@ particular products
by offering satisfaction, confirmation, trust and visible growth _f, anyorganisation or their
products. Investing in increasing customer satisfaction may_bringicustomer'sattention toward
Halal meat in Malaysia (Ab Talib et al. 2018). This is ageontinuoéus method through which rand
must focus on what customers want and give priorityyto therryparticular choices. In this way,
customers’ loyalty can be achieved. Consumers generally expect confirmation of the particular
product such as Halal meat of MalaysiaaCustomers try to get information regarding service and
quality of Halal meat of Malaysia.

When they feel that all their@xpectations are met they become loyal to that product when brands
fail to offer products up‘toneconsumer’s preference. As per Ali et al. (2018), there is a definite
chance of losing customer retention. In this regard, it can be commented that consistency and
reliability areymandatory 4@ retain loyalty of customers. In order to get confirmation, trust is
another ‘reliableyfactor. Customers more lean towards those products which according to them
rightly, matchawith their ethical concerns. According to Nawawi et al. (2018), when customers of
Malaysia can match their ethical concerns with Halal meat they can freely consume Halal meat
without any concern. For a business to grow, customers need to check whether others are
purchasing that product or not. It sometimes depends on popularity or growth of that product in

market.
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Theory of Planned Behaviour (TPB):

This theory relevant to planned behaviour opines a greater range of human behaviours related to
health and intentions. This theory was postulated by Icek Ajzen. It shows a direct relationship
between behaviour and belief. This theory best explains consumption intention with customer’s
predictions. It demonstrates a relation among perceived behaviour control, subjective norms and
attitudes to identify behaviour and intentions of respective customers of Malaysia. Moreever, the
theory gives socio-psychological framework in order to predict and, Understanddparticular
determinants of consumer’s behaviour. As per Qaddahat et alt,(2017), Mtyalso emphasizes
fundamental thoughts of behaviour and social; science. Asyper,conceptsof this theory, ability
(Behavioural control) and motivation (intention) “are“tweoy, facters on which behavioural
achievement relies on.

Three different type of behaviour is distinguished and explained in this. These are control,
normative and behavioural. This the@ry also‘explainsan individual's real control over a particular
behaviour like purchase intention of Halahmeat in this case. Specific attitudes of a person depend
on degree of choice andfattraction te that product such as Halal meat. Another great factor that
drives individual’s intention‘toward a Halal meat is social norms that come from cultural context.
In this case, €oncept of Halal food emerges from ethnic community. It is considered as standard
food for that"eommunity. According to theory of planned behaviour, behavioural intentions of
Malaysian eustomers are typically controlled by perceived behavioural control, subjective norms
and attitude towards eating habit of Halal meat of Malaysia. Kadir et al. (2016) comments other
factor that is necessary to mention in this context is perceived behavioural control of customers.
This term signifies level of difficulty or comfort that is linked with purchasing and consuming

Halal food of Malaysia. This particular factor changes with action and situation. Theory of
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planned behaviour also demonstrates thought of perceived power. This is a factor that may
impede or facilitate behavioural performance. There are several factors that are linked with
purchase intention of buyers of Malaysia (Farhan and Andriansyah 2016). They are lack of brand
trust, negative personal attitude and customers’ personal preference to Halal or non-Halal meats.
Subjective norms describes about other customer’s thought. Customers have a tendency to know
whether other purchasers are disapproving or approving Halal meat or net. Finally, as per
comments by Icek Ajzen, purchasing intention is directly correlated with purchasing‘behaviour
of Malaysian customers towards Halal meat products.

Consumer Behaviour Theory:

This theory explains how customers decide to expand,orsspend their money, budget constraints
and give their own preferences. It is more,economical theory which permits individuals to
decide which product is good for them and“which one is not. Before pending their valuable
money they take decision about Wwhich, type of ‘meat they prefer to eat. They match their
perception of getting benefits eitherthealth factors or others with particular meat products. This
theory also explains thafleonsumers? purchase intention greatly depends on how many options
are available to them (Wibowo and Ahmad 2016). In this case, there are two types of meat are
available in¢Malaysia such as Halal and non-Halal meat. Hence question of selection or
preferences arise.

Tagged priee _is another valuable factor in this case. Price of that Halal or non-Halal meat
sometimes,impacts on customers’ choice of purchase. There are also some limitations of this
theory that must be taken into account. Individuals are not rational always and select purchases
irrespective of differentiations. It may also happen when certain customers are not aware of

particular products (Farhan and Andriansyah 2016). Consumers’ purchasing preferences would
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not be hampered when they are not really aware of meat being Halal or not. Availability is
another factor that must be adequate to choose between.

Theory of Reasoned Action:

This particular theory of reasoned action was postulated by Icek Ajzen and Martin Fishbein.
Behavioural intention and process of persuasion can add on to other valuable factor which is
reasoned actions. As per concepts of this theory, there are several factorshor situations that
constrict impact of attitudes over behaviour. In various cases, reasoned actien hindegs particular
behavioural attitudes to perform. In this case, customer’s perceptionsycultural and ethical
considerations and availability of Halal meat limit or influenge them to purchase those particular
products. In regard to Mumuni et al. (2018), this theorysapplies snorms and attitudes as two
important elements of reasoned actions in determining behavioural intentions. The positive or
negative influences can also be counted as angther factor that determines Malaysian customers
purchasing intent towards Halal meatyNegative¥influence may be cultural issues, money,

hygiene or negative thoughts that hinder eensumers from purchasing Halal meat.

2.4 Hypothesis Deyelopment

2.4.1 The_ relationship "between Negative Personal Attitude and Customer Purchase

Intention

Collective behavioural belief originates personal attitude in human beings. As described in
Theory of planned behaviour, it is a relevant element that influences behavioural intentions.
Positive beliefs and thoughts will lead an individual towards positive outcome. On contrary to
that, adopting and implementing negative perceptions on a particular matter will result into

negative or unfavourable results. The commonly perceived negative thoughts that influence

32



eating habit of Malaysian customers are that principal tenets related to Halal slaughter. The most
believed thoughts in order to avoid Halal meat are quality of meat, religious issues and animal
welfare. Several demographic factors like education, religion and country are responsible
provide negative or positive attitudes towards purchasing intention of Malaysian customers.
Perfect knowledge about process of slaughtering Halal meats many times influences customers
for purchasing Halal meats. Lack of appropriate knowledge regarding techniquehused in
slaughtering Halal meat may result in emergence of negative thoughts onicustomersaHalal meats
mostly originated from an ethnic community (Ab Talib et al. 2016). Henee, ather communities
or religions perceive negative thoughts for them. It is deliberately accepted by aforementioned
ethnic communities for some religious reason while communities othér than that particular ethnic
community have a tendency to not accept that. Ethnic communities belief positively and they
thought that Halal meat is prepared in respect 10’ their religion. On the other hand, others feel
difficulty to accept that. In many of@ountries, it is believed that Halal meat slaughtering does not
allow stunning of animals. Stunning“s a'method of slaughtering animals in which those animals
are subjected to unconscious orimmehile-at time of bleeding. It allows meeting Halal criteria by
keeping that animal alive andfusable. Lack of stunning knowledge may influence negatively in
Malaysian cdstomers (Fathi et al. 2016). Customers, who belong to group of animal lovers,
usually {perceive negative thoughts on process of eating meat. Hence, those customers will never
intent to purehase Halal meat from Malaysian market or anywhere else. Lack of proper education
may leaveycustomers unknown about appropriate techniques that are used in preparation of Halal
meat. Hence, this triggers in generating negative perceptions.

H1: There is a strong and realistic relationship between buying intention of Halal Meats with

aversive personal attitudes.
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2.4.2 The relationship between lacks of brand Trust among the Consumers and

Customer’s Purchase Intention

In this modern era, brand trust is very crucial in retention of customers or attracting customers to
purchase Halal meats. In Malaysia or other countries customers have a tendency to trust on
particular brands. This tendency may be perceived from popular thoughts, netions, or beliefs.
Some popular beliefs, along with quality of services and products determines‘ate of customer
purchase (Farhan and Andriansyah 2016). Ambience of those .erganisationsyalse” makes a
standard that indirectly brings valuable customers to that brand:yWhen%a brand has gained
customers’ trust, consumers become loyal to that organisation,for purchasing. Other factors that
act as determinate in generating buying intention of customers are budget.

Whether Halal meats are budget friendly orot greatly affects purchase intention of Malaysian
customers. There seems to be a distinet, relation between brand loyalty and profile of buyers.
Sellers that are more intended to, sell, Halal ‘should invest profoundly to increase brand factors
and loyalty among custometsy(Bashirtet ak,2019). The reason is that brand loyalty, brand trust,
brand satisfaction, brand “perceived“quality significantly indicates orientation of customers
purchasing intent of\Halal meats. Purchasing intensity from particular ethnic communities may
be higher than, sellers fromgother ethnic communities. As concept of Halal meats are originally
comes from a partieular ethnic community. Customers in general may possess trust or belief to
sellers,who beleng from that ethnic community.

H2: Theredis a strong and realistic relationship between customers purchasing intentions and

brand trust in customers.
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2.4.3 Relationship between decrease in customer loyalty over Halal Organisations and

purchasing intention of customers

The reason that influences customers to approach towards a particular brand and purchase Halal
meat on Malaysia depends on loyalty of persistent customers. Customers whether belonging
from ethnic community or non-ethnic community will hinge on Halal organisatiens due to some
factors. Factors are hygiene maintenance during slaughtering procedure ofianimals and“whether
stunning has been performed at time of slaughtering. Other factorsqsare priceef Halal meat that
they demand over purchase. Taste quality and efficiency ,of preparinghHalal foods greatly
influence in creating loyal customers. There are alsogsome, s@asoned factors that are often
attached with customer loyalty and satisfaction (Lee et'al. 2016), Aset of notions that customers
perceive in their mind before purchasing #alal meat orients their loyalty to Halal brand.
Theoretical paradigms of purchasing dntention can thus outline initial context of customer
behaviour through concepts of food“and buying certifications. Purpose of these certifications in
the Malaysian food retail industrysissto verify processes or products that can satisfy standard
requirements. Due to quality, andysafety issues, retailers can provide information to consumers
prior to their purchases..Additionally, discussion on significance of food certification in supply
chain can alsgyhighlight theirneed for buying Halal or non-Halal meat.

When a particularbrand or Halal organisation sell their products in decent manner, customers
imprinta’goodgimage on their mind and chance of repeat purchasing enhances significantly. On
the basis of tangible features of a brand product like Halal meat in this case is very difficult to
segregate (Fathi et al. 2016). In that particular situation customer’s loyalty to a particular Halal
organisation of Malaysia helps a lot. A particular brand image of Halal organisation carries

experimental benefits, functional benefits and symbolic benefits. As per Ali et al. (2018), people
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are usually tended to lean towards to a well known brand. Sometimes customers judge brand
value of Halal meat by following masses. They prefer a Halal organisation irrespective of its
quality only based on popular thoughts and notions. That is the reason behind decreasing
customer’s loyalty on Halal organisations. Purchase frequency, customers loyalty are variable
factors. These factors greatly vary with brand power and positive attitudes towards tRat brand. As
opined in theory of planned behaviour, decision making procedures of customers can be,directly
predicted by desires and respective behaviours of a customer of Malaysia®™A slight,decrease in
brand loyalty can cause switching of customers from one brandtto other, Cempetitiveness is
constantly increasing in business environment. Hencej, creating “am® affecting customer
relationship is very crucial in keeping customers loyalty oversHalahorganisation or brand.

H3: There is a strong and realistic relationship between decrease in customer’s loyalty over

Halal organisations and purchasing intention,of'customers.

2.4.4 The relationship betweentendency toeat or habit to buy non-Halal or Halal meat

among the customers and Customer’s Purchase Intention

Halal meat can be (definediasfa“type of meat that is slaughtered based on law of a particular
ethnic community. This word Halal is an Islamic word. Halal food is prepared by slaughtering
animals(through ‘a,simple incision in windpipe, carotid artery and jugular vein. Perfect and right
way,of Halal meat slaughtering also suggests that animals that are being slaughtered should be
healthy band alive. According to Mirabi et al. (2015), all amount of blood secreted at the time of
slaughtering must be drained through carcass. This process will be conducted when a dedication
will be recited by a member of that particular ethnic community. On contrary to that, animals
when slaughtered devoid of aforementioned rules and laws of that ethnic community are called

as non-Halal food. Halal meat is generated from thoughts and beliefs of a religious and ethnic
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community. Hence, it is preferable in that community without a point of doubt. On the other
hand, it is seen that people who do not belong to that particular ethnic community remain
confused whether to have Halal meat or not. It has also been observed in many countries that,
individuals do not have a proper knowledge about procedures of slaughtering Halal foods.

In case purchasing, people who belong to ethnic communities lean towards buyingyHalal foods
as they are well aware of that slaughtering procedure. It has also been observed that many Halal
organisations mix non-Halal meat with Halal meat to decrease product priceslnithisiway, quality
of that meat is hampered. It is a major reason behind people is distrusting Halal organisations
now-a-days (Dehghani and Tumer 2015). Ethnic communities those are“more prone to buy and
eat only Halal meat prefers not buy processed productssthat centain non-Halal meat. Other
important factor that significantly affects customers”purchase itention of Malaysia is displaying
of Halal or non-Halal meats. People who are weli*aware of type of Halal foods are very efficient
to identify between Halal or non-Halal meathA group of people have notions that Halal meat are
cleaner that non-Halal meat. Hence, they tend towards eating and purchasing Halal meat.
Individuals who are moreshealthiyconseious and have proper knowledge about Halal slaughtering
techniques tend to buy Halalymeat:

H4: There is a strong and realistic relationship between habit to buy or tendency to eat non-

Halal or Halal, meat among the customers and buying intention of consumers.

2.5 Summary

The chapter has mainly focused on the various factors that develop the customer’s intentions to
buy Halal Meat in Malaysia. In order to do this the study has focused on the factors separately

and developed the independent variables with proper definitions and overviews. After the
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description of each independent variable or factors, the dependant variable that is customer’s
Purchase intention has also been described properly. The study has also focused on the structure
of the research and also used various theories so that the effect of the factors on the buying
intentions of the customers can be explained properly. Further, the study has tried to develop

proper relationship among all the independent variables with the dependant variable separately.

This has been done so that the relationship between each factor and dep variable can be
established properly. %

N
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CHAPTER 3: Research Methodology

3.1 Introduction

Research Methodology is done so that the approach towards the research can be justified by the
researcher. In this portion of the study, the researcher has discussed about the various points
related to Research Purpose and Research Approach. The chosen methods have been“sgparately
mentioned in the justification section of each part. Further, the researcher has alsoddiscussed
about the sampling techniques, the population of the study and the data celleéetion methods that
are available. The data that have been collected have been analysedg with the help of the

techniques in the Data analysis method.

3.2 Research Purpose

3.2.1 Exploratory

Exploratory Research enables,the ‘Résearcher to develop ideas over topics that have not been
researched much by other,pegpleAs per the view of Van Dun et al. (2017), exploratory research
depends on the power,of.exploration of the researcher and the amount of research the researcher
can do about'the topic. This'form method usually includes studying of secondary data related to
the topic and reaching justified conclusions. With the help of Exploratory Research, the most
appropriate Research-Designs and the best Data Collection Methods can be achieved. The
research method also focuses on the detailed discussion with the people so that detailed

knowledge about which the research is being done can be gained properly.
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3.2.2 Explanatory

Explanatory Research is done by researcher when they have to develop proper ideas about
certain factors that influence a particular variable. There are certain procedures followed in this
method that is able to measure the impact of a particular factor or independent variable on the
dependant variable. This method separately analyses the impacts of the factorseandeontrols the
influence of the other factors during times of measurement. This is a complexyresearchymethod
and the conclusions that are achieved are never completely accurate,andhStandson hypothetical
results. With the help of this research method the cause-effect relationshipyameng the variables

in established.

3.2.3 Descriptive

Descriptive research design enables the researcher to develop detailed ideas over the topic and
the subjects that are being researghedy By, following this method the researcher can easily
develop over the characteristics andysituations of the population that is being discussed in the
study. With the help of RescriptivesResearch Design, the researcher can easily be able to develop
ideas over the carious dependant'and’independent variables and apply them in the contexts of the
research. Further,ideas relatedto the application of theories can also be done by the researcher
as per its apphicability:

Justification

The researcher has chosen the Explanatory Research Design for the conduction of this research.
This is done so that proper details of the various factors or independent variables can be
discussed in the research. Further, the research has also been able to focus on the impact of the
factors separately on the dependant variable that is customer purchase intention of Halal Meat in

Malaysia as this Research Design is followed.
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Explanatory Exploratory

Descriptive

Figure 3.1: Research Purposes

(Source: created by Researcher)

3.3 Research Approach

3.3.1 Quantitative

Quantitative Research Appreach refers tosthe collection of data and information related to the
research from informativesand “educated people. Further quantitative research approach also
involves implementation_and application of various separate variables so that the views of the
respondents ‘can Be measured. Further, it is also seen that the data that is collected from the
respondents can,beyused to measure and analyse the results and reach logical conclusions. With
the help®f Quantitative Research Approach, various people of the selected market region can be
accessed and their views can be noted down so that it can be used for future research purposes.
As per the view of Creswell & Creswell (2017), Quantitative Research Approach is one of the

best methods as it gives proper and accurate results of the research.
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3.3.2 Qualitative

Qualitative Research Approach is used by Researchers where they have to remain dependant on
the amount of explanatory research that has been followed. Qualitative research refers to the use
of the data and information that has been collected from mainly textual sources and other
published secondary sources to reach sustainable conclusions. According te,Quinlan et al.
(2019), Qualitative Research sets the focus group that has to be researched<and‘then collection of
detailed information about the focus group is done. Further, the researcher trigsyto achieve rich

data sets with this form of research approached as published data already has credibility.

3.3.3 Mix Method

In the Mixed Research Approach, the researcher tries to develep idea over the research with the
help of both qualitative and quantitative typesof research. The researcher tries to focus on target
groups so that they can be surveyed@nduintervieweddor collection of data related to the research.
Further, background information of the target group and the research Variables is also done with
the help of data collectedyfrom the published articles regarding the topic.

Justification

In this study«@ mixed method of research approach has been followed by the researcher. This has
been done southatithe*wiews of the customers regarding Halal Meat in Malaysia can be obtained
properly. Furtherjinterviews can be conducted on the managers of the organisations that sell and
process the meat. Apart from these, information related to the background of Halal Meat and its
connection to the Islamic Religion can also be accessed from the data sources of researches. Data
related to certain Laws like Shariah Law that is followed by the Muslims of Malaysia have also

been discussed in this study.
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Figure 3.2: Research Approaches x
(Source: created by Researcher) Q
3.4 Unit of Analysis and Population Q&

3.4.1 Population

Population refers to the people who have,beeninvolved for conduction of the research and have

been a part of the surveys and interv at een conducted. In this research it is seen that
the main population of the ple of Malaysia who consume Halal Meat. These
consumers are surveyed t theirviews related to their purchase intentions can be known.

Further, the manage taffs of the organisation are also interviewed so that their approaches

towards satis ustomer‘needs can also be checked.

ysis

3.4 Un
The questignnaires that are set for the population contain various questions related to their age,

Choice and personal decisions. The units of analysis are set accordingly so that they are able to

develop proper results for the set of questions for the questionnaires. Further, it is also seen that

the unit of analysis is applicable only for the quantitative research approach and is not required
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much in the qualitative research potion of the study. As per the view of Neuendorf (2016), unit
of analysis enables the researcher to reach justifiable conclusions related to the research properly

by analysing views of respondents.

3.5 Research Technique, Size and Sample Frame

3.5.1 Sampling Frame

Sampling Frame refers to the area from where samples for the stgdyacanybe egliected and the
researcher can get access to all required information relateddo the research, The sample frame
can be said to be effective if it is closely associated with" indiyviduals, their households and the
organisations that are involved so that proper data can be cellected. This sample frame is
effectively chosen so that there are efficient means“ef collecting data and there is a proper
population that is properly related to ‘the reSearch and survey can be conducted on them.
According to Tsitsvero et al. (2026), Random sampling, cluster sampling and stratified sampling
are among the few sampling‘methods. T.hese methods are classified as relatively specific in case

of sampling frame methods.

3.5.2 Sampling Technique

Sampling techniques are important as they help in deciding the ways in which the samples of the
researchseambe dealt with properly. In this research, random sampling technique has been used
so that increased amount of people of all range of ages and managers of organisations in the
Halal meat Industry can easily be surveyed. Malaysian employees and Malaysian customers are
served through questions so that their views can be achieved and answers related purchase

intentions of customers can be achieved.
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3.5.3 Sample Size

Sample size refers to the amount of people who have been surveyed and questioned in the
procedure so that answers related to customer purchase intentions could be achieved. In this
research, 250 people of the age range of 15-64 have been surveyed and their answers have been
recorded so that factors of the independent variables can be linked with the dependant variable
properly. Apart from that, 5 managers of different organisations selling Halal"Meat in Malaysia

have been interviewed.

3.6 Data Collection

3.6.1 Questionnaire Design

The questions have mainly been designed for the pegple of age range of 15-64 and their
responses are collected as per their knowledge range about the topic. The questions of the survey
have been set in such a way so that they/are able to provide specific answers to them. This has
been done with the help of ‘close-ended, questions. Managers are interviewed with the help of
open-ended questions.so that'details about the choices and views of customers and their views

can also be collected.

3.6.2 Measurement

Measurementwefers to the sources from where knowledge related effect of independent variables
on the dependant variables have been achieved and understood. In this study, the four
independent variables have been thoroughly analysed and the textual sources from where the
ideas related to the variables have been mentioned. In the following table the reliability of the

knowledge gathered and the sources from where they have been collected have been mentioned.
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Variables

Questionnaire

Sources

Negative Personal Attitude

The chosen article has

focused on the various
attitudes of the customers
those results in the negative
intentions of customers over
Halal

buying Meat in

Malaysia.

Ali et al. (2018)

Lack of brand Trust among

the Consumers

With the help of datafronuthe
chosen article, the ‘researcher
has been able®™ to collect
infarmation®about® lack of
trusthover, Halal meat Brands
in Malaysia. The effect of less
trust over Halal Meat
Organisations have also been
covered and discussed by the
researcher with the help of

this article.

Awan et al. (2015)

Decrease in customer loyalty

Reasons towards decreasing

loyalty among the customers

Bashir et al. (2019)
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have been accessed with the
help of this article. This

article  provides  detailed

information related to the
reasons as to why there are
decreasing customer loyalties

in the organisation selling

Halal Meat.

Tendency to eat or habit to
buy non-Halal or Halal meat

among the customers

The article specifies. the
details of the advantageSyand
disadvantages of Halahkg,and
non-Halal\meat “andhus the
cheice'ef customers are easily
accessedh, The advantages and
disadvantages are also known
and thus the purchase
intentions of customers can be

accessed properly.

Fathi et al. (2016)

Table 3.6.2: Measurement of collected data Sets

(Source: created by Researcher)
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3.6.3 Procedure

The data have been collected from the customers of Malaysia by conducting open road surveys
and asking the customers about their choices and views with the help of the set questionnaire. On
the other hand, the organisations have been visited by the researcher and the managers have been
interviewed. All answers have been recorded and have been analysed i@, reach proper

conclusions.

3.7 Data analysis method

3.7.1 Reliability

Reliability test is required to maintain proper research fonexamining gather knowledge and data.
It helps to analyse internal consistency byl measuringhdata in a decent manner. As stated by
Haque (2015), reliability test for examineyframeworkais separated to different appreciation such
as internal consistency, test-retest reliability,sparallel forms as well as split-half reliability
analysis. Cronbach’s Alpha testused\tomeasure the reliability test with its standard range of 0.7
to 1. Cronbach’s alpha measure how closely connected a set of items are as a group. It is
calculated to be a measure'ef scale reliability. A high amount of alpha does not indicate that the
measure dsyunidimensional. (Bashir, 2019) note this procedure is most commonly used when a
survey have multipledquestions. In order to maintain its reliability, the value of coefficient should
be close to +1. Hence, by initiating a reliability test, it is advantageous to maintain firmness of

research method.
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3.7.2 Normality

Normality structure is defined as a perfectly-structured modelling approach. Shapiro-Wilk (SW)
and Kolmogorov-Smirnov (KS) test are used to measure normality test. Shapiro-Wilk test has a
high power compared to rest of the tests for normality. Kolmogorov-Smirnov test is suitable for
small samples which justifies its usage for the present analysis. By implementing normality test
for gathered data sets, it is fully possible to understand whether data points,areyplaced imynormal
distribution or not (Ismail, 2018). Normally tests are generally usedwtoydetérmine the
appropriation of data set. If data set is well-modelled by a normaltdistributionsthan to compute
how useful it is for a random variable. On the other hand, Awan, Siddiquei and Haider (2015)
argue a nonparametric test lead to recognising cumulative distribution. KS analysis is undertaken
for the non-parametric test to evaluate the nopmality“ef situation. In relation to present scenario,
data distribution and data analysis technigue helps to formulate the intention trends for customer
purchase of Halal meat through cumulative distribution. P value must be below 0.5 for rejecting

null hypothesis by acceptingsalternative hypothesis.

3.7.3 Validity

Validity of reSearch method)is separated for different assessment like criterion validity, content
validityfand structure™alidity. As opined by Haque (2018), criterion validity measure how a
measurement related to outcome of another measurement. Content validity defines how much a
measure epresents every facets of a construct. Structure validity has facilitated this test by
providing a degree to measure the entire claim of a test that promotes transparency of the results.
KMO Barlett’s analysis is used to analyse validity test, which having a standard value in between
0.6 to +1. In repercussion to that, Ismail (2018) has considered that if value is relatively close to

+1, then is described to have an important and exact research outcome. KMO Barlett’s analysis
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used to point the stability of data for structure detection in purchasing intention of ethnic
customers in Malaysia. Bashir (2019) state that the test measure sampling adequacy of each
variable of the model and for the complete model. The analysis is the measure of the proportion

of variance among variables.

3.7.4 Analysis technique (Multiple regression and correlation)
\\

Reliability

Normality

Validicy

Muldilple regression

Bivariate correlation
\‘
Figure 3.7.1: Data analysi \

(Source: created by ‘Researc

e is mainly affined to two major expectancies such as correlation as well as
sis. Durbin-Watson analysis having sigma value less than 0.05 is used
ssion analysis model. In collation, bivariate correlation is also useful for
maintaining transparency of research framework. According to Haque (2015), it aids in
addressing correlation among all dependent and independent variable by pretending its linearity

as well as co-linearity. Bivariate correlation gives researches a vital tool to examine relationships

between variables. This analysis helps to identify the quantity of the relationship between the
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variables. This appraisal can further aid in the study of impact of buying behaviour of the

customers based on their insights towards Halal meat.

3.8 Chapter Summary

In the above section, different types of methodological techniques are highlighted. Which are
used for collecting, interpreting, evaluating related informational knowledge cencerning,of brand
loyalty. It is overviewed that an appropriate measurement of gathered'data, and knowledge has
significantly depended on hypothesis and implemented research 'questions. “tn relation to that,
sampling technique, data analysis technique, data examining processuisgplayed major role in
research framework. On that note, primary quantitative approachy.exploratory research purpose,
random probability sampling has been engaged “in thisycontext. These approaches are the
backbone of entire research framework. Overall @ methodical approach is undertaken to justify

the processing of the research.
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CHAPTER 4: FINDING AND ANALYSIS

4.1 Introduction

Different factors of data analysis program can influence the retention of stakeholders to
enhance business growth rate in challenging market. In addition, researcher has to supply
adequate information about different types of data analysis to introduce effective “marketing
decision regarding meat industry. This chapter delivers different data analytical factofs such as
reliability, validity, and normality to maintain consistency of different process. Reliability can
measure efficiency of separate business frameworks for high productivesperformance of internal
process. Moreover, normality may help managementsto ‘eenstructieffective structural framework
of different distribution process. This is also useful for, cumulative distribution for several
business parameters. Researchers also represents@ppropriate validation test for data analysis for

enhancement of research outcome far customer retemtion in halal industry.

4.2 Response rate

Response rate determines,completion or return rates of information accumulation in the
chosen populatien. The factorsithat readily influence response rates can be distribution protocols,
responsg’ time, and ‘sample population. Hence, it is essential for the researcher to obtain a
clarified survey design that can be completed less than three minutes (Ab Talib, Motivations and
benefits'ef halal food safety certification. , 2017). In a primary study, it is seen that response rate
greater than 85% can be owed to distribution methods initiation on the data collection approach.
This reduces incomplete or inaccurate data collection for the survey procedure. Overall
distribution of 25 questionnaires has included information from 300 data sets while 35 were

discarded and 7 failed to reply. Survey questions were filled with 300 to initiate an overall
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distribution. Hence, response rate of data collected is around 90.01%. Hence, the data collection

is appropriate with higher than expected response rate from the samples.

4.3 Demographic profile

4.3.1 Gender

Frequency | Percent | Valid Percent | Cumulative Percent

Valid Male |176 58.67 | 58.67 47.8

Female | 124 41.33 |41.33 100.0

Total | 300 100.0 |100.0

Table 4.3.1: Gender percent

(Source: Created by the researcher)

Both male and, femaleeandidates were selected for this study. Each and every respondent were
potential _buyers of halal or non-halal meat. Community population was approached near any
halal meat,shop, in supermarkets where halal food items are sold. From various researches it has
been seen that gender become important issues for researcher by segregating men and women in

particular studies other than various aspects related to biology. Identity of gender can have
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noticeable impact on the decision of everyday living (Ab Talib, Ai Chin, & Fischer, Linking

Halal food certification and business performance., 2017).

Gender

N9
Figure 4.3.1: Gender percent Q
(Source: Created by the researcher) \
%rlo factors on their process of taking a decision

ared with man. Women can pull out various different

As an example, women
which is highly complicated
ecision. From past research it has been seen that men are

with thel roaches of decision making. They use short amount of time and

conside ile purchasing halal meat. From the study it has noticed that people who
arefbelo %

noted that they mainly tends to thinks cultural and sociological aspect of this country before they

emale gender are thinks every aspects before they buy halal meat. It has been

buy halal meat. On the other hand, male people of Malaysia do not think think much before

going to buy halal meat. This also helps researcher to understand the psychology people.
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4.3.2 Marital status

Marital status is considered as a societal status of an individual person, whether that
person is married or single. Marriage can be seen as an person legally engaged with another
person. However, there is not much evidence regarding to relevance of marital status towards
purchase behaviour of an individual. Whereas, it can be seen from real life experience that single
people are tend to spend more money towards several purchase. On théyother hand, “married

persons like to save money for future references or tend to spend on.their family,

Frequency | Percent | Valid Pereent™ | Cumulative Percent

Valid | Single 69 23 23 23
Married | 231 L7 77 100.0
Total

Table 4.3.2: Marital statds

(Source: Created by theyesearcher)

This statement has been made based on the analysis of people on relation of their marital
status with» spending of money as well as buying intentions. According to statistics, 300
individual people have taken part in the survey procedure. There is a table developed here to
show the noticeable differences on marital status of sample size. Around 231 people or about

77% respondent is married here whereas remaining 69 people or 23% is single.
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W Married
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Figure 4.3.2: Marital status
(Source: Created by the researcher) :\

4.3.3 Age
Age is considered one o aimyfactors while considering behavior on purchase intention of
people. This factor% researcher to gather information from various age groups (Ab

Talib, Md %u amid, & Ai Chin, 2016). The range of age that was selected for
w udy ranges from 15 to 50. Different age level can lead to variation of results

due t avioural changes of people over different period of time. As an example, people who

are relatively younger in this sample size have less experience about society of Malaysia.
Therefore, the point of view given by relatively younger people can be considered as immature

among the older age people.
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Frequency | Percent | Valid Percent | Cumulative Percent
Valid | Below 15 yearsold | 125 41.67 41.67 41.67
15-25 years old 50 16.67 16.67 48.4
26-35 years old 75 25 25 85:3
36 to 50 years old 50 16.67 16.6% 100
Total 300 100.0 100.0

Table 4.3.3: Age percentage

(Source: Given by researcher)

have more knowledge abeut the seclety.” Therefore, opinion given by them consider as more
suitable in order to apply infthesstudy (Aden, 2017). In this study age group that has been
considered into Syparts. this ranging from below 15 years, 15-25 years, 26-35 years, 36-50 years.

In this study 125 peoplerbelonging in the rage of 15 years or below, 50 people in 15-25 years, 75

people in,range of 25-35 years, 50 people over 36 to 50 years.
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Figure 4.3.3: Age percentage

(Source: Given by researcher)

4.3.4 Educational background

In this part researcher will disc h ic qualification of sample size. in the past
few researcher it has been that hi education leads to high desire of learning, keep an
open mind towards new a ing proper skill sets to solve problem in effective manner

(Aditami, 2016). A as been provided below to show statistic of sample size to different

level of aca ualificati
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Frequency | Percent | Valid Percent | Cumulative Percent
Valid | School 33 11.0 11.0 11.0
Graduation 35 11.67 11.67 21.8
Post graduation | 97 32.33 32.33 58.8
PHD degree 134 44.6% 4467 98.0
Others 1 0.3 0.3 100.0
Total 300 100.0 100.0

Table 4.3.4: Educational Background

(Source:"Given by researcher)

From the table it shows total 300 people who belongs to different occupation. There are
around 134 people who are holding a PHD degree. 97 people are counted here for holding post

graduation. On the other hand, 35 people have completed graduation level education and
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remaining 33 people has completed school education. 1 of this sample has completed some other

educational qualification.

1a0
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graduation

Figure 4.3.4: Educational Bac Q\
(Source: Given by researeher)

4.3.5 Household inco

eVerno C

to understand the purchasing power of that individual and various wants which is closely related

also plays a crucial role in this research study. Income level helps to

determin | status of an individual in the society (Aisyah, 2017). This enable researcher

to finance.
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Frequency | Percent | Valid Cumulative
Percent Percent
Valid | RM 1500 and less 93 31.0 31.0 56.9
between RM 1500-2500 85 28.33 28.33 62:33
RM2500 to RM4000 41 13466 13.66 25.8
more than RM4000 81 27.0 27.0 100
Total 300 100.0 100.0

Table 4.3.5: Household Income

(Source: Given by reseateher)

According tosthis table, information shows that most of the people have income less than
RM1500. 93 people of sample are belonging to this category. 81 people in this study belonging
to the category'whase income is more than RM4000. Statistics shows that 85 people belonging in
the range’of " RM1500 to RM2500 and 41 people belongs in the group ranging from RM2500 to

RM4000.
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4.3.6 Food preference

Frequency | Percent | Valid Percent | Cumulative Percent
Valid | Continental Dishes | 14 4.67 4.67 96.3
Spicy Food 95 31.67 31.67 67.6
Italian Food 22 7.33 7.33 373
Thai Dishes 139 46.33 46:33 48.9
Chinese Cuisine 30 10.0 10.0 100.0
Total 300 100.0 100.0

Table 4.3.6 Food preference

(SourcegGiven hy researcher)

Foad preferencesialso have some huge influence on the preferences of Halal meat on Malaysian
people."Reople love to eat different kind of food belonging to various regions and according to
those food preferences people buy meats according to their needs. From the study it has been
seen that 14 people love continental dishes which is 4.67% of total sample. 95 people love spicy
food which is 31.67% of total sample. Additionally, 22 people loves Italian food which 7.33%

and Thai dishes are preferred by 139 people which are 46.33% and Chinese Cuisine is preferred
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by 30 people of the sample size of research which is 10% of sample size. From the study it has
been seen that people who love Thai foods are mainly preferred Halal meat whereas who love
continental foods try to refrain from this meat. Psychology is a huge factor which plays a key

role among these people.

\
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sample population that was selected by the researcher are mostly efficient buyer of
Halal and non Halal meat. The population was selected randomly with exclusion criteria of the
basic knowledge about Halal meat and related items (Al-Ansi, Olya, & Han, 2018). Before
answering respective questions it was confirmed that they have efficient knowledge about the

concept of Halal meat. In addition to those questionnaires involving in the survey method also
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contains relevant questions and ethnic beliefs of no one have been deviated. Hence from the

above explanations, it is distinct there is no potential question regarding reliability of the data.

4.4.1 Normality test

Normality tests through Kolmogorov-Smirnov are suitable for symmetricalidistributions
(Ali, Ali, & Sherwani, Shaping Halal into a brand? Factors affecting constmers’ Halal brand
purchase intention, 2017). The null hypothesis of this research study“issthatthe“population is
normal. On the other hand, alternative hypothesis entails that the p@pulation iSynot normal. In the
above chart D refers to difference. df denotes degree 0f freedom™and P is the statistical
significance. In this chart the average value of P is higher.than 0:054This indicates that the test
population is normal and it is normally distributed:S\ln case, of«@ny missing in the collected data
sampling, the missing data need to be erased or excluded in order to perform Kolmogorov-

Smirnov normality test.

Kolmogorov-Smirnov? Shapiro-Wilk
Statistic df Ppig. Statisti |df [Sig.
c
Reactiontime  |114 6 [000° [969 |6 [001
1. Lilliefors Significance Correction

Table 4.4.1: Normality test

(Source: Created by the researcher)
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The columns show mean deviation to be 0.114 and 0.969 respectively for variables and
rows show average reaction time. In this particular research study the researcher has followed K-
S normality test (Ali, Ali, Xiaoling, Sherwani, & Hussain, 2018). On contrary to that,
Kolmogorov-S normality test is non-parametric in nature. In this research sig is statistical
significance that is nearly 0.000 and df denotes degree of freedom which is 6. This indicates that
the test population is normal and it is normally distributed. In case of any misstg in the'eollected
data sampling, the missing data need to be erased or excluded in order to,perform Kaelmogorov-

Smirnov normality test.

4.4.2 Reliability test

Parallel forms reliability usually evaluates consistency @rreliability of two tests that were
conducted similar way and from similar content.domain (Aden, 2017). Dimensionality can also
be measured through the method of €xpleratery factor analysis (Aisyah, 2017). Cronbach’s alpha
test is not considered as statistical\tests rather it can be coefficient of consistency or reliability.
The formula of Cronbagh’s test 1Sywrittén in terms of functions related to number of testing
factors. It also considers averageninter correlation between two or more than two items. In this
research study Cronbach’s alpha model has been utilized for the purpose of checking reliability
of the collected data.

It i1s\a type of scale reliability test. The results of this test come in terms of the value of
alpha. Ayhigher alpha values do not indicates the measure to be one-dimensional. Some
additional analysis need to be performed in order to be one-dimensional of the questionnaires.
The current reliability test of 300 sample populations has been performed using SPSS. Factor
analysis process also measured in order to perform dimensionality of scale (Ab Talib, Md.

Sawari, Abdul Hamid, & Ai Chin, 2016). The resulting o coefficient value of reliability varies
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from 0 to 1 (Ab Talib, Motivations and benefits of Halal food safety certification. , 2017). A total
of 5 variables in forms of questions have been selected in this research study. The data were

subjected to analysis in SPSS and the outcome that was derived was as follows.

Variable No of Items | Cronbach's Alpha
Personal attitudes 5 0.805
Brand trust 5 0.707
Habit 5 0.711
Brand loyalty 5 0.707
Customers’ purchase intention | 5 0.704

Table 4.4.2: Reliability Statistics
(Source: Created by the researcher)

The value of alpha coefficient for seleeted five sets of question is 0.805, 0.707, 0.711,
0.707, and 0.704. The value suggests,thatithose selected items pertains respectively high internal
consistency. The data aboveawvhichireliability coefficient is considered as acceptable and reliable
is 0.70. Hence, this data isyeryamueh, reliable and consistent as a result of analysis. From the
above analysis it can,be coneluded’that the result that have been found in this Cronbach's alpha

test can be truly reliable.

4.43 Validity test

Validity is relatively complex to analyse than reliability. It is conducted to determine the
validity of the collected data. Factor analysis has been represented in this research study. In order
to find validity of the opted outcomes descriptive statistics have been followed. There are several

methods are available to determine validity of a research project, these are content validity
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criterion related validity and construct validity. The main concept that needs to be understood

that for a particular data to be valid at first it needs to be reliable.

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. |.847

Bartlett's Test of Sphericity  |Approx. Chi-Square  |1365.04Q

df 300

Sig. .000

Table 4.4.3: KMO and Bartlett’s Test
(Source: Created by the researcher)

When the value is 0, rejection of null hypothesis occurs, From the below test of KMO
and Bartlett it is clearly visible that sampling.adequacyyvalugiis 0.847 which is highly acceptable.
The sampling adequacy is only accepted whemthe value ranges from 0.7 to 0.8. The degree of
freedom is also showing a value“ef 300 Wwhich “signifies that all the accumulated data is
valid. The communalities table indicates‘the degree of variance present among variables. It is
accounted in terms of extractedyfactors. Value over 0.5 is generally considered for further
analysis. In this casepmajority of the data are around 0.5. The component matrix shows a total of
seven components (Ali, Xiaoling, Sherwani, & Ali, Antecedents of consumers’ Halal brand

purchase intentign:'an integrated approach, 2018).
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4.5 Exploratory data analysis

4.5.1 Correlations

Multiple regressions can be expressed as extension of linear regression in a complex way
to evaluate or predict different variables. Several variable is depends on prediction,of targeting
and outcome. Seller of Halal meats has to analysis different regression vaeiables toyexamine
consumptions and interest of their customers to purchase. Multiple regressions ‘¢ontribute on
determination process to evaluate variances of performance enhancementpragram of customer
interest for relevant marketing strategies (Ali, Xiaoling{.Sherwani,“&g#Ali, Antecedents of
consumers’ Halal brand purchase intention: an integratedyapproach. 42018). Sellers also have to
develop quick regression process for multiple regression statisties for valid assumptions based on

the descriptive statistics given below.
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vV1 1V 2 1V 3 1V 4 DV 1
V1 Pearson Correlation 1 -126" |-.012 -.066 -.041
Sig. (2-tailed) .029 .838 257 AT75
N 300 300 300 300 300
1V 2 Pearson Correlation -126" |1 .076 -.01% -.005
Sig. (2-tailed) .029 .187 .848 .927
N 300 300 300 300 300
IV 3 Pearson Correlation -012 |.076 1 -.158™ |-.028
Sig. (2-tailed) .838 187 .006 .634
N 300 300 300 300 300
IV 4 Pearson Correlation ~066 ¥1-011 |-.158" |1 017
Sig. (2-tailed) .257 .848 .006 .765
N 300 300 300 300 300
DV 1 Pearson‘Corkelation -.041 -.005 -.028 .017 1
Sig. (2-tailed) A75 .927 .634 .765
N 300 300 300 300 300

Table 4.5.1: Bivariate Correlations

(Source: Given by Researcher)
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Halal meat production organisation or sellers have to check different regression process
of SPSS through collection of effective data. In case of multiple regressions, it is essential to
choose several assumptions to check different work progress in meat production industry. SPSS
can deliver data analysis process to sellers of halal meat productions. Similarly, sellers have to
assume various processes to overcome different risk or influences in customer purchase
intentions. This analysis of correlation aids the researcher to understand every variable which
possess strong impact on research outcome. Judging from data the correlation, ofsindependent
variables, it can be seen that the information is ranging from the values 0§,0.01 to 0.1. There is
only one value which is perceived excluded in variables (Mamman, Ogunbado, & Abu-Bakr,
2016). In the correlation, if the information betweenyinfluences efdshopping characteristics of
halal meat gets higher influence of variable become‘greateritowards the behaviour on duty shop
which is free of cost. When sigma value_ becomesflower than 0.05 or equal to 0.05 then it helps to
develop the correlation of variables@nd can he defined as positive.

The correlation between behaviousof shopping of Halal meat and its quality is shown by
Pearson correlation throdgh evaluatien,of 0.126. Therefore, it can be said that these two variables
have a moderate relationshipdbetween them. P value is lesser than equals 0.05 that means that
there is noticeable correlation between these two variables. Shopping behaviour of people and
their perceived, price 1 in positive relationship. Pearson correlation showed that the value is
0.006 whichyis highly significant value of perceived price and also below 0.05. This means that it
has significant relationship (Mullin & Harper, 2016). After this, correlations of gathered data of
shopping behaviour and mixture of product also have the correlation association where the
Pearson correlation value is 0.06. Finally the last data shows that there is no positive correlation

between perceived value and shopping behaviour.
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4.5.2 Multiple regression

Each and every variable of multiple regressions are correlated to each other which has
vital role in customer purchasing retention. Based on SPSS data analysis, sellers understood
different problems regarding contribution of their employees in halal meat. Multiple regression
guided sellers to detect different issues in Halal meat production industry tesdeliver quality
service to consumers. Multicollinearity inspection has been analysistvarigus intesrelated
determination statistics for regression of different problems. Multiplesregresstensicanbe referred
to an extended part of linear regression. It is mainly used by the researcher to understand value of
variable driven by multiple variables (Kusumawardhinias& SRI4RHH, 2016). The variable here
which researcher wants to predict is called the dependent variable.

The variables which are used heredo prediet thenvalues of dependent variables are
referred to independent parameters. This isalso referred to as the predictor, repressor or
explanatory variables. Researcher, used multiple regression process to analyse evaluation process
and its predictions based onprevisionitimey, anxiety of test and gender of Malaysian people. In
addition to that, it also helps,to umderstand the quantity of Halal meat consumption on the basis
of age, income and gender differences among the sample size that have been considered here. It
also allows ‘te evaluate @werall model variance and relative predictor contribution in total
variance.

Therenissstrong relationship between different independent and dependent variables of
SPSS software for progression of grapes to create collective plots. Since, the scatter plots are
displayed in SPSS software, thus, sellers might understand the linearity of plot for creation of
partial regression plot. Furthermore, sellers checked interpretation of different scatter plots of

SPSS software to implement using statistics of different variables. On the other hand, sellers may
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assume appropriate variances to introduce regression guided principles to collect faith of
consumers regarding Halal meat. Predictive values have been calculated by sellers to guide their
process according to SPSS statistics. Similarly, information of customer data has been analysis

through several data analysis methods for success in competitive meat production industry.

Model [R R Square |Adjusted R Square |Std. Error of the |Durbin-Watson

Estimate

L 393% (155 075 838 2.041

Table 4.5.2: Multiple regression analysis

(Source: Given by Researcher)

These assumptions have been based, on‘the“egression of datasets achieved through statistical
analysis. Dependent variables of ‘multiple, regressions such as performance, intelligence, and
duration of time have been, measured, by application of linear scale. Moreover, seller has to
implement ordinal regression 1f they want to measure dependent variables ordinal scale. SPSS
can guide sellers regardingdmplementation of products to enhance customer intention. There are
two types of wartables for Halal meat which are ordinal and nominal variables for several
processes Inwmeat production industry. Gender, physical activity level, and ethnicity are in
nominal variables, thus sellers should understand impact of different factors for implementation
of effective marketing techniques. Similarly, different Halal meat producers can uses Durbin-

Watson statistics to introduce test to check observation of which are collect from SPSS software.

73



According to Durbin-Watson statistic, appropriate procedure is required to guide multiple

regression guides for retention program.

Model Unstandardized Standardized t Sig. | Collingarity
Coefficients Coefficients Statisties
B Std. Beta Jolerance | VIF
Error
1 | (Constant) | 4.035 [ .690 5.848 | .000
V1 -.104 .046 -.135 - .025 | .879 1.138
2.247
V2 -.067 .046 -.085 - 51 | 917 1.090
1.440
IV 3 +033 047 -.043 -719 | .473 | .905 1.105
IV 4 1028 .046 .036 .612 541 | .904 1.106

Table 4.5.3nCoefficient test
(Source: Given by Researcher)

The given equation is given in the type of regression forms chosen with the independent
predictors in this study. DV=4.035+ -.131VV2-0.0431V3+ 0.0361V4

IV1: Personal attitude
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IVV2: Brand Trust
IV3: Customer Loyalty
IV4: Purchasing habit and intention

Sellers has been determining different performance measurement program to observe
representation techniques for their halal meat production process to deliver according to their
consumer interest. SPSS reflected on different unusual points as well as, outlined appropriate
points for classification of several negative influences in customer intentiony,SRSS "also detected
accurate ways for Halal meat production to attract their customers,through multiple regression
methods. Similarly, buyers apply various practical approaches to deal with several influencing
factors. In order to access success in challenging meat preduetion ndustry, sellers of different
organisation should involve in determination process,to evaluate significant outlier. As well as,
sellers collected interest score of their employees to determine dispute areas in halal meat
production industry.

From this coefficient tableytus deduced significant variables are given in this table. The
principles are mainly follewed t, which P value shows lower value than 0.005. The information
stated as P value isian independent variable includes customer perception, loyalty, brand image
and habit. Whereas, looking'towards another data which helps researcher to define the multi-co
linearity issueybysproper analysing VIF (Variance Inflation Factor). Value of VIF should low
thamyl0 to make sure that there is no problem among multicollinearity in the research. Therefore
the result'ef VIF on every variable showed the number that is all above 10. This means that the

data available for further analysis in future.

75



4.6 Hypothesis

Hypothesis testing refers to statistical analysis method which involves a systematic
theoretisation of analytical tests. As seen in this study, the researcher has proceeded with 4
hypotheses. The assumptions have been developed in the presence of sequential population
indicators. This methodology that has been employed by research analyst is driventby the data
and its respective nature. Hypothesis testing can be utilised in relevance to,infer the hypothesis
results that has been performed on the sample information colleeted“from, larger populace
(Briliana & Mursito, Exploring antecedents and consequences ofylndonesian®Muslim youths'
attitude towards halal cosmetic products: A case study n Jakarta, 2017). In the present
hypothesis testing, analysis of statistical samples of “gustomers who are inclined to purchase
Halal meat has been utilised. The goal of thi® hypothesis development is to accept or reject an
influential null hypothesis.

The table given below shedslightion the fact that three of the hypotheses developed have
been accepted. On contrary,ghe test ingludes the first hypothesis that has been rejected owing to
the significance level amoumting'to mere than 0.05. The analysis of the present hypothesis has
helped to underminesthe.truth of primary hypothesis (Fathi, Zailani, Iranmanesh, & Kanapathy,
2016). As seen below, thregfout of four hypotheses are true. Hence, it can be stated that primary
hypathesis formedyin this research has been accepted (Ali, Xiaoling, Sherwani, & Ali,
Antecedénts “ofgconsumers’ Halal brand purchase intention: an integrated approach., 2018).
Statistical “appraisal through Pearson’s correlation can be considered through appropriate
measurement and examination of random population sample being analysed. The researcher has
thus rejected the null hypothesis based on the sample of random population. In order to appraise

contrasting hypotheses, null and alternative segments have been presented through comparative
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parameters. The hypothesis testing can be beneficial in this area as it helps to understand the

parameters that post significant impact on the buying behaviour of customers in Malaysia.

Hypothesis Significant Result
H1: There is a strong and realistic relationship between buying | 0.993 Not
intention of Halal Meats with aversive personal attitudes. Supported
H2: There is a strong and realistic relationship between customersyf 0.008 Supported
purchasing intentions and brand trust in customers.
H3: There is a strong and realistic relationship between,decrease ing 0.019 Supported
customer’s loyalty over Halal organisations and putchasing intefition
of customers.
H4: There is a strong and realistic relationship between habit to buy | 0.038 Supported

or tendency to eat non-Halal or Halal ‘meat among the customers

and buying intention of cQnsumers,

Table 4.5.4: Hypothesisragceptance and rejection

(Source: Givenby Researcher)

4.7 Summary

Based on the above discussion about data analysis for development process, different

influences have major impact on customer purchase intention for organisational growth in

competitive market. Chapter 4 analysis provides attitude of employees to increase customer
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interest to purchase meat in competitive food industry in Malaysia. Management of several food
organisations have to implement effective data analysis techniques for analysis of several
business information through appropriate management strategies. It can be summarised that, this
study analysis different brand management techniques through analysis previous purchase

information of customers to deliver loyalty program for meat industry.
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CHAPTER 5: DISCUSSION

5.1 Introduction

This chapter has aimed to evaluate aspects of branding and customer demand of halal
meat in Malaysia. There are several factors that are affecting branding and customer’s mindset
for sales of halal meat. It has been mentioned that halal meat is very ‘popular product in
Malaysian food industry. However there are several factors that are “affecting market
consumption and business expansion that is related to concerning food product. In this regard,
cultural aspects like sharia law are significant factor and aceording to thathalal meat has gained
popularity in Malaysian market. This chapter hasediseussed aboub factors that are making
negative impact on customer’s mind, absence of brand trust, ine€oncerning business and effect of

this absence on customer’s mindset.

5.2 Discussion of the study

Attitude of any individualeoplenor a group of people depends on beliefs, attitudes and
various action tendencies. @bjeets and ideas become associated in the mindset of an individual
person of thesseciety of Malaysia. Mindset of this country people have negative effect on
purchasing of Halal"meat and factors that are generating this attitudes are discussed below. In
every society ofiMalaysia there are some people who want to live a harmonious life. Those
people Want to avoid any conflicts with other people that are quite unnecessary. These people
tend to develop positive attitudes most of the issues and objects. Therefore most of the people do
not want to buy halal meat as it can give rise to cultural conflicts in the society.

These attitudes can help people to develop positive attitudes towards most of the issues

(Aslan & Aslan, 2016). It can be seen that social roles and norms have strong influence on
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attitudes of Malaysian people. This social role can be related to how people can behave towards
a particular issue to avoid any potential social and cultural conflicts. Sometime direct instruction
can influence the attitude of Malaysian people towards purchasing Halal meat. As an example, if
people see the halal procedure then sometimes those people do not want to eat that because of
psychological stress. This can generate negative attitude towards halal meat in futute. Family is
an influential source in formation of attitudes among Malaysian people. Parents,and other family
members mainly provide helpful information about halal meat that can semetimes have adverse
impact on the purchasing halal meat.

Attitudes developed by a Malaysian individual can“he positive ‘@rfnegative and that are
result of family influence (Balogbog, 2018). Howeverythisasshighlypowerful as well as difficult
to change and have long term effect on the psychology of people. Proper formation of an attitude
may get influenced by prejudice. Sometimes peaple of this country prejudice halal meat without
considering evidence that is unbiased. Prejudices are'specific ideas that are previously conceived.
This generates attitudes towards objeets or.an issue. If people of Malaysia prejudice against halal
meat then negative attitddes cambesdeveloped that is regardless of proper evidence. Also these
prejudices can be developediin faveur of this halal meat. Personal expression of an individual has
strong influence on development of attitude. These attitudes can be formed when this personal

experience is assoeiatedhwith some emotional factors (Benabdallah, 2017).
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Social factors

Direct instruction

Family

Prejudice

Personal experience “

T\
—————

Educational and religious factors

Figure 5.2.1: Factors behind negative attitudes in éensu
(Source: Given by researcher)
Halal procedure can gener noyadverse emotional issues while an individual is

experiencing that and it results negativesattitudes towards purchasing it in future. Media is a
mode of communicatio% as strong influence on the attitude of people. Way of

showing an issue in‘media shape opinions and belief of people. Any bad news on halal meat

tive attitudes towards buying on that product in the society of Malaysia.
eligious factors also have strong effect on people motivation. Education and
religieu evelop understanding and various moral concepts that have impact on attitudes
of people."Rroper understanding of good and bad can be obtained from religious information.
Attitudes of customers are consisting of customer belief, feelings and various behavioural

intentions towards purchasing halal meat in Malaysia. These all components are seen together as

they are independent (Borzooei & Asgari, 2016). However, this together represents an effective
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force that has strong influence on consumer buying behaviour. Some consumers holds strong
negative believe towards halal meat. This negative believes depends on the individual or
situation that they have experienced. Beliefs that hold by the consumers also need not to be
accurate and some of them developed upon rigorous evaluation. Sometimes consumers hold
many beliefs that have huge adverse impact on the purchasing of halal meat whethet,the product
is good or bad for health. Feeling of the consumers of Malaysia is based on beliefs towards halal
meat (Briliana & Mursito, Exploring antecedents and consequences “@fwlndenesian” Muslim
youths' attitude towards halal cosmetic products: A case study in Jakarta, 2017)

However, there are also some beliefs irrespective of personal Beliefs. As an example,
extreme vegans of this country beliefs that animalSyin“thisseruel #vhy is morally wrong and
generate conflicts in the society which results inycultural 'and societal unrest. Behavioural
intention is the plans that consumers do withyreSpect to a particular object. This is sometimes
having logical consequences of belief. However it'¢éan sometimes reflects other various factors.
As an example some consumers downotilike halal meat however when they are attending any
social gathering then thatsindividuahkperson can consume that meat. Behavioural intentions are
closely related to the prejudice ofsa customer. Consumers of Malaysia mainly do not consider
halal meat because of some prejudices that has already been developed due to family and society
(Borzooei & Asgaxi, 2026). Changing attitudes is also a significant factor that has adverse impact
while considering halal meat. In order to maintain cultural harmony some people of Malaysia do
not consider halal meat nowadays.

Change in society also have an impact of buying intention of this product as change in
belief can took place due society. Emotions are also related with the negative attitudes towards

buying halal meat. Experiencing halal procedure may generate negative emotions among the
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people which have long term impact on the psychology of the people. According to Functional
Theory of Attitudes ego defensive function also have negative impact on purchasing halal meat.
Some people of Malaysia feels that purchasing and consuming halal meat might have impact on
the self image. This attitude is highly difficult to change as according to human psychology
individuals deny their own unsettling aspects. According to ABC Model of Attitudes behaviour,
cognition and affect has high impact on buying halal meat (Briliana & Noviana, The antecedents
and outcome of Halal cosmetic products: a case study in jakarta indonesia.,»2016). Personal
knowledge, feeling and doing also have impact on the purchasing of this product from Malaysia
market. Affect is the feeling of the customer regarding to“a, particular‘product. In this present
context, this affect represent emotion as well as personal opinien about the halal meat.

Behaviour towards this product is response oficustomerithat developed from cognition of
that individual. Behaviour of consumers shews’ intention whereas cognition is belief of an
individual person of Malaysia or particulan knowledge about this specific product. Purchase
intention of Malaysian people is thedikelihood of an individual of purchasing a product. It can
also be the need of produet that\drives people to buy them. Customer intention of buying halal
meat has huge impact towards selling rate of this product. Consumers have their own ideas and
experiences @n What they intend to buy. From the perspective of business purchasing intention of
consumers oftMalaysiaris something that has significant impact on the sales (Fakih, Assaker,
Assaf, & Hallak,2016). Purchase intention of consumers is one of the influential factors that can
make sureylong life span of a business. As long as consumers want to buy halal meat from
market, business can have a change to stay alive with steady rate of growth that is irrespective of

availability of products.
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Purchase intention of consumers also highly dependable on different variables. These
factors can sometimes have adverse impact of the business. These factors can have a chain
reaction on purchasing intention of customers. Social image has strong impact on the selling rate
of halal meat. Uniqueness of product also have influence in the selling rate as particular group of
people always intend to buy that specific product from the market. This can hayve impact on the
business. Proper development of face for brand needs effective planning and“implementation of
efficient strategies has impact on the selling rate of products. Marketing,campaigns can be
introduced to share information on halal meat which is a huge partito generatestrust towards this
product (Fakih, Assaker, Assaf, & Hallak, 2016). An effective media face"should be developed
in Malaysian market in order to increase the r\sales rate ofshalal, meat. Emotional factors towards
these products should be considered and effectivesplanning“should be done according to it.
Without proper commercialisation awareness eould not be generated which may increase adverse
affect towards selling rate of product.

Trust is viewed as one of, the most important part for developing stable as well as
collaborative relationshipsbetween“seller ‘and consumers. From research it has been seen that
developing an effective trustds highly essential maintaining long term relationship while selling
halal meat. Trustion the market only exists when consumers have confidence on the quality of
products thatWis ‘delivered to them. Trust between sellers and consumers generate positive
intentions among consumers to buy this particular product from the market which make sure
maintenange of productivity. Sellers of halal meat must maintain quality of product in order to
maintain trust which is essential for relationship. Lack of brand trust can have adverse impact on
selling of halal meat. Sellers have to make promise that they fulfil expectation of customers. It is

an important part that makes consumers loyal to the brand (Fathi, Zailani, lranmanesh,
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&Kanapathy, 2016). Without proper trust between consumers and sellers product providers
cannot enter in loyalty test.

In order to build trust important information regarding to halal meat should be provided
to consumers. Consistent demonstration of product quality should be provided to avoid lack of
trust. Sellers of products can also develop emotional trusts if they can convince consumers that
quality test has been done rigorously to supply best possible products. Tust is pesitively
correlated with loyalty and lack of trust can decrease selling rate products. Serviee quality is also
interrelated with trust as bad service quality can results not buying.of same, preducts twice from
market of Malaysia. Service quality of halal meat can be defined as the“ratio between customer
perception and actual product service.

Bad service leads to bad impression generation among customers and this can damage
trust between sellers and consumers (Haro, 2016). Lack of effective strategy for selling halal
meat can leads to decrease in saleséate of product.¥if customer remains happy with the product
quality and service then trust will generate, Therefore sellers of Malaysia always should focus on
providing outstanding quality “products ‘and services to their customers. Sometimes verbal
interactions with the.consumers cam generate trust among them which might reflect on the on the
productivity4 Therefore to avoid lack of trust sellers of halal meat should interact with their
consumers perfectly. Trust is a factor that makes an average consumer of Malaysia believe that
sellers will"provide quality products as they stated. In summary it can be said that relationships
between Ssellers and customers, satisfaction level of consumers and loyalty has huge impact on

trust.
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5.3 Implication of the findings

Brand trust on purchase intention deals with human psychology that induces consumers
to get attracted to a product and purchase. This study has evaluated both brand personality and
brand trust in branding of halal meat in Malaysian context. In order to evaluate this branding,
purchase intention plays other significant role in case of branding and sales,of\halal meat
products in Malaysian context. Brand personality influenced buyer’s motiye and perception in
case of dealing in halal meat business. Brands that are dealing withythisyproeduet 1n"Malaysian
context make note about preference of their customers over halal meats and its impact on
spiritual as well as cultural behalf of society (Hassan &gHanif, 2017). On the other hand, brand
trust has been mentioned as another all metal aspect of dealing th,halal meat.

Brand personality or brand trust defived from five important variables; excitement,
sincerity, sophistication, competence and ruggedness. It can be said after observation that in
regard to halal meat, consumers can be diversified into particular religious community in
Malaysian context. It has been mentionediearlier that Sharia Law has certified halal meats and
they have a different customer base ‘In international market (Hendijani Fard & Seyyed Amiri,
2018). Branding factors.of “halal ‘meat make effective excitement among customer base. In
Malaysian cultural aspect there are a huge number of particular religious communities who have
trust.onthalal meats,and purchase these products according to their need. In due course, some
halal"brands hayve enhanced their price and demand in market due to customer’s faith on their
product. Malaysian market has witnessed highly competition due to existence of different
companies that are operating business in halal meat industry (Hassan & Hanif, 2017).

In case of cultural and religion aspect, it can be stated that religion is the core pillar that

decides social and behavioural attributes of a society. In case of halal meats, marketer primarily
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focuses on religion basis of their customers. In order to observe, that, they first focus on their
local customer and their base. They also focus on scope of international marketing. Intention of
Malaysian companies for expansion in international market is to getting a multinational status
that can be helpful for them to increase price of their products and demand in both local as well
as international market.

According to statistics, maximum companies that are dealing in halahmeat business in
Malaysian market are none certified. Thus, customer loyalty of these“eompanies is being
decreased. Apart from certification, Logistic performance can be ‘pointedyoutyas another major
reason for this decrease. Disability of logistics provider and supplier of meats has been framed as
major reason for poor logistic performance of coneerningmsellersd(Kusumawardhinia & SRI
RHH, 2016). There are five segments of logistic ‘performance that are responsible for poor
logistic performance of halal meat product sellef’in Malaysia are; quality contact, information,
order standard, condition and discrepancys Lagistic‘operation of Malaysian halal meat companies
are based on these variables.

Quality contact iShbasedien eustomer’s feedback depends on quality of halal meats that
has been commercialised by#coneerning merchants. This variable also includes behaviour of
employees and suppliers of €oncerning product business. Malaysian client base has complained
about customer, retention policy and product quality measurements that are being followed by
coneerningtraders (Khan & Haleem, 2016). According to trend of competitive market,
customersyhave authority to purchase meat from their preferred sellers as per spiritual
perspective. Service quality of meat suppliers is another reason for decreasing of customer

loyalty over halal meat companies.
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In case of business expansion in international market, service quality and product are two most
important variables. In case of Malaysian halal meat companies, they are not succeeding to get a
goodwill in customer service quality and product management (Lee, Siong, Lee, & Kim, 2016).
Technical advancement is a prudent factor in this sector for meat processing and preservation. In
case of maintaining international business based on export, Malaysian companies are not
accustomed to maintain scientific tools to preserve halal meats. Therefore, other companies from
different countries have snatched market popularity from MalaySians,companies. These
companies are trying to expand their business in Malaysian market ‘thusyinduce effective
competition into Malaysian halal meat market.

Some market segments of Malaysia has withessedsselling. of non halal meats that are
mainly for people who do not belong from cultural ok spiritual®value that have been followed by
maximum Malaysian inhabitants. In this regardgtabelling process is important for traders who
deal in both halal and non halal meat ‘salevand distribution. In case of halal meat, maximum
people of Malaysia prefer to buy“it*or secio cultural belief. Along with religious perspective,
many environmentalists @eng with*f@ad scientists have stated that halal meat products are more
effective than non halal meats (Haro, 2016). In case of pricing of halal and non halal meat that
halal meats maintain price stability in Malaysian market. Halal meat has a continuous demand in
Malaysian market,duesto socio cultural needs. On the other side, non halal meats are not
available,imevery part of concerning country or market (Mohamed, Rahim, Ma’ram, & Hamza,
2016). Therefore, price discrimination has been witnessed in no halal meat buying habits. Cattles
are primarily being used for both halal and non halal meat buying habits.

Preference of halal meat has been primarily formulated by religion perspective and

seconded by youth population of Malaysia (Pearson, 2016). Therefore, it can be said that youth
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of Malaysian society are also accountable for makin halal meat popular over no halal meat. In
case of trader’s perspective, it can be said that socio cultural notion plays pivotal role in both
halal and non halal traders of meat (Hendijani Fard & Seyyed Amiri, 2018). Halal traders are
being witnessed to share vast communal harmony and equality in socio cultural perspective. On
the other hand, traders who deal in non halal meat are from different socio cultural as well as
spiritual perspectives (Pearson, 2016). Retail shops who operate their husiness in Malaysian
context mostly stock halal meats to maintain growing demand of halal meats\in hothwural as well
as urban sector. Different restaurants and hospitality companies that deal“in cencerning country
also use halal meats to serve their clients. On the other hand, .non halal"meat traders do not
possess equal popularity in concerning market as“halalemeat ‘and relinquished in a remote
markets of concerning economy.
5.4 Contributions of the research

There are different factors that contribute to'this research about halal market expansion in
both national and global makkets “ef Malaysia. Among those factors; population,
environmentalism, peopléss choicejumarket segregation and certification can be mentioned as
prime factors. Population ofyValaysia is a major factor that contributed to this study in case of
expansion of halal meat in markes (Putri, 2018). This study has also contributed through
evaluating performancesof Malaysian population for halal meat market. It has shown that youth
of Malaysiashave made effective focus on halal meats. Both halal and non halal meat once shares
equal salihg importance in Malaysian market (Briliana & Noviana, The antecedents and outcome
of Halal cosmetic products: a case study in jakarta indonesia., 2016). Halal meat only got

importance in rural areas due to religious perspective. However after concerns of
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environmentalists as food scientists people from urban area also show their willingness to
purchase halal meats.

In international market, there are other countries that prefer halal meats due to share same
socio cultural as well as religious perspective like Malaysia. Therefore, Malaysian halal meats
have scope to expand in international market (Rafiki, 2019). Other people, who 'do not share
same socio cultural as well as spiritual belongings like Malaysia, have trendito purchase halal
meats. Environmentalism is another important factor for expansion of halal*meat,inheth national
as per international sector. Environmentalists as well as food scientists have alse stated that halal
meat products are comparatively safer than non halal produets (Aisyah,"2017). National as well
as international food market has tried to follow food, habitssaccerding to health and hygiene.
Therefore it can be stated that halal market has galmed popularity after getting certification of
environmentalists a s well as food scientists (Rejeb, 2018). Halal consisted to cattle flesh apart
from pork and scientists have stated that perk possess worms that can cause internal harm in
human body.

This study contributes toyhighlighting the reasons for expansion of halal meat business
in international market.

Many other countries who do not share same culture as well as spiritual thought with
Malaysia are%alse, consuming halal meats for its effectiveness. People's choice is another
significant “factor for expansion of halal meat in national market of Malaysia as well as
international market. Two aspects can be depicted here as prime reason of people’s choice;
spiritual aspect and environmentalists concern. Popularity of halal meats in Malaysian market
gains because of religious aspect. Religion that is being Malaysian people has forbidden to intake

meats other than halal (Saifudin, Othman, & Elias, 2017). Conventionally it was only popular in
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rural areas of Malaysia. However, youth of Malaysia have conveyed its effectiveness into urban
lifestyle. Therefore, halal meat has its popularity in both rural as well as urban lifestyle of
Malaysia. On the other side in international market, people of different countries are purchasing
these halal meats for its effectiveness in health.

Market segregation is another prime reason for getting popularity for halal market in both
national and international sector. Market segregation deals with price hikings,and demand and
supply. It has been noticed in Malaysian context that halal market has,pricésstability in both
urban and rural market of Malaysia (Aisyah, 2017). Other factortis supply and demand, halal
meat market deals with cattle animals that are being supplied to,traders«at the time of need. In
case of international market, halal has been preferred by theimbuyers{(Sherwani, Ali, Hussain, &
Zadran, 960-981). Therefore, there market segregation has Yeen based on diversification of
meats. In case of certification, both religious andfeultural aspect of domestic market has induced
popularity of halal meats in Malaysian market.

This study has contributedyte,theyinsisights of environmentalists and food scientists in
case of certified halal meats.

Halal meatsthave a successful client base in Malaysian market. Malaysian meat traders
maintain significant plan for selling halal meats. They planned this business strategy after
observing attitudesof customers in Malaysian market (Sherwani, Ali, Hussain, & Zadran, 960-
981), This“plan/of traders deals with quality of meat, communication with customer and
certification from both religious and scientific perspective.

Product quality is a significant pillar of any business operation. In case of halal meats in
Malaysia, sellers claim about quality of those meats in freshness and effectiveness. In case of

meat business, fresh meats help sellers to conduct selling procedure in a smooth manner. They
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induce scientific technique to keep freshness into those meats (Sherwani, Ali, Hussain, &
Zadran, 960-981). Other than these measurements, they display living cattles into their shops and
prepare halal meats from them. Therefore, customers go to them and collect fresh halal meats.

Communication is other all metal perspective for business operation and a vital part of
their customer retention policy. Traders from Malaysian halal market maintain_communication
with their customers and often provide them door to door service (Aden, 203%). This service is
mainly focus to keep touch with older customer. On the other hand they. Gelléeet feedback from
their clients about their food products (Soon & Wallace, 2017). They also ihaduce suggestions
from their customers to business operations. They also maintain effectivesed@mmunication among
their traders association to perform accordingly and ‘providesbackywup to other traders in case of
business problem.

Traders of Malaysian market_observedchanging market trends driven by product
certification and customer needs.

It has been already mentioned insthis study that most people of Malaysia prefere halal
meat as their preferencet@ecording te xeligion. Previously this trend was being followed in only
rural areas of MalaysiaW(Tieman, 2017). After mentioning statutory declaration of
environmentalistsy, halal meat has got popularity in urban areas of Malaysia. In this regard,
traders have planned to'maintain effective strategy to attract urban people to their product. In this
regard they“have/started to pack their products in attractive module. They follow different style
of performing their trend in rural and urban areas. In rural areas they have effective customer
base. However, in urban areas, dealers of non halal meats are present who induce effective

competition to halal meat traders.
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5.5 Recommendations

Recommendations are given on factors that can have an effect on the selling rate of halal
meat in Malaysian market. These main recommendations involve understanding factors like
needs of family members as an individual. However, negative reviews of consumers have
adverse impact on business to operate in future. Any kind of negative comments regarding to
products can put off those people who have not purchased this specific product yet. Negative
comments can drive away potential buyers which bad while maintainingselfingsate.In order to
make sure that get positive reviews about the products, sellers needmain the quality of products.
Potential studies should form an opinion before consideringhe factors of halal meat as a
purchasing product (Farhan & Andriansyah, 2016). Hence, quality of halal meat is one of the
most influential factors that affect purchasebintention of {Malaysian people. Maintenance of
quality of product is most important than recommendation that product receive (Fathi, Zailani,
Iranmanesh, & Kanapathy, 2016). Ifyconsumers get low quality product from market then they
might not provide a second ehance'to‘the sellers. If suppliers try to compromise with the quality
of meat or going back to'previous,quality after gaining noticeable customers then it will lead to

decrease in selling rate of products.

5.6'Researceh limitations

Major limitations of the study involves that it has not shed light on brand personality and
brand trust that deals with modernisation of customer base. Modification of choices, tastes and
processing’s make impact on brand trust as well as customers purchase intention. In case of

globalise their products, Malaysian halal merchants maintain their product quality and price
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control system to achieving popularity of their product in international market. There are other
countries also who share same religious as well as cultural base like Malaysia and companies
from those countries provide an effective challenge and competition to Malaysian halal meat

merchants.

5.7 Conclusion

Hence, it is concluded that different factors that are affecting™Malaysian _halal meat
industry can be termed as a popular business sector in concerning countty’stbusiness sector. It
has also relevance with islamic sharia law that has been fellowed by“Malaysian society. This
study has evaluated decreased customer’s loyalty over these.companies who deal in Halal meat
products. This chapter has also evaluated relationship thatyis being shared among halal product
sellers and non halal product sellers. Signifigant factors that are responsible for expansion of
halal meat business in domestic marketinyMalaysia as well as international market have also
included in this report. Planned behawviour of different companies that are dealing in halal meat in

Malaysian market has alse beemdiseussed¥in this study.
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Appendices

Section 1

1. What is your gender?
[ Male

(1 Female

2. How old are you?

{1 Below 15 years

(] Between 15- 25 years

3. How far have you studied?

[l Between 26-35 years %
71 Between 36-50 years ®

(] Up to School Level
1 Completed Graduation Q\
[J Completed Post-Gradua
1 Completed PHD
71 Others
%ing month?

I

1 RM 10001-15000

1 RM 15001- RM 25000
[0 RM 25001 and more

5. What are the types of food that is preferred by you most?
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Continental Dishes
Spicy Food

Italian Food

Thai Dishes
Chinese Cuisine

Others
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Section 2

Statement

Strongly
Disagree

1

Disagree

Neutral

Agree

Strongly
Agree

)

Personal Attitude (Yusuf et al. 2016)

11

Digesting Halal meat is easier and it is

my personal choice to buy it

1.2

People of the country have grown a
liking towards the product as it is new

in the market.

1.3

Maintenance of hygiene“anthquality
increases choice of customers. towards

the product

1.4

Unethicalway, of processing Halal
meat hasgresulted in decrease of

customers of the brand

1.5

Customers develop positive Personal

Attitude towards Halal meat due to
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the nutritious value of the product.

2. Brand Trust among the Consumers (Bin et al. 2018)
2.1 |Brand Loyalty is more among
Millennial and thus the marketing
strategies are formed to attract them
2.2 | Advertisements of the products are set
mainly focusing on the advantages of
the products
2.3 | Muslim People choose products that
are permitted by their religion and
develop Brand Trust over HalaldVieat
2.4 |1 have doubt regardingsthe “hygiene
that is maintained Byathemyandithis
fact is forcing me.to.avoid Halal meat
2.5 | Buying, Halalwmeat increases my
social, status, and thus | prefer the
brand over non-halal brands
3. Customer Loyalty over Halal Organisations (Yener, 2015)
3.1 | I prefer buying non- halal meat as my
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family faced health issues after having

halal meat

3.2

I buy both Halal and Non-Halal meat
but my family prefer non- halal meat

so | buy it more

3.3

Increase in competitors in the market
decreases loyalty of customers as they

try to buy products at cheaper rates

3.4

Consumers of Muslim Religion are
instructed by their Religion to
consume Halal Meat and thus they

remain loyal to Halal Organisations

3.5

Negative effects of @advertisements on
the society reduces custemer loyalty

over thegparticular brand

Habit and\customers’ purchase intention. (Mumuni et al. 2018)

4.1

| prefer having other types of food
that contains less amount of
cholesterol and have high nutritional

value
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4.2

Customer’s tend to buy products that
are sold more without much

assumption about its quality

4.3

Halal meat is restricted for me as per
the decisions of my physician due to
increased amounts of cholesterol

present in it

4.4

Halal meat is preferred by Muslim
people mainly because they are
instructed to consume it by the laws

of their religion

4.5

| like to buy Halal meatnasit IS
delicious and | do Nty have “any
religious boundary to\btiy,or eat Halal

meat

Customer’s Purchase Intentions (Lee et al. 2016)

5.1

Cost’ of ‘thedmeat is affordable for the

peoplerof Malaysia.

5.2

Quality of the meat is high and thus

the people are able to gain nutrition
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out of it.

5.3

Advertisements of products by the
concerned organisations are done in a
proper manner, however have scopes

of improvement.

5.4

Halal meat has become popular
among the people of Malaysia after

implementation of Shariah Law.

5.5

Maintenance of Hygiene by the
organisations  selling the food
products is high and thus the quality
of the product is maintained at, all

times.
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