Intention to Purchase Halal Products
Abstract
Purpose – This study focused on the consumerism of Halal products, which to be at specific, it is to understand the relationship of the factors, like religiosity, price sensitivity and personnel responsiveness on the purchase intention of the Halal products.

Design/methodology/approach – Muslim consumers were used as the sample study through area sampling method, which conducted in the cross-sectional basis with a non-contrived setting. Analysis was conducted on a survey data of 300 respondents in one local supermarket in Perlis. Multiple regression analysis is used to test the hypotheses of the study.

Findings – The results revealed that religiosity and personnel responsiveness were positive and significantly related to the purchase intention of Halal products. However, price sensitivity had a non-significant and negative relationship on purchase intention of Halal products. In addition, it is a new finding that religiosity is found out to be the most influencer on the purchase intention of Halal products.

Conclusion – These findings indicate that, in order to satisfy and retain Muslim consumers, the factors like religiosity and personnel responsiveness are among the factors that taken into consideration in their purchase intention of Halal products. Several recommendations are thrown out to be practiced in the retail industry. Interpretations of results, implications and future research are discussed too.
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Introduction
It is known that all major religions attach symbolic meanings to food and drinks by creating rules regulating their consumption, and often by including them in religious rituals. That is why certain religions forbid the consumption of certain foods completely or restrict them at only specific time (Aliman and Othman, 2007). It will surely affect their purchase intention as it affected their consumption on certain items. It is supported by previous studies done by Chaudry (2001) revealed that the Muslims have to adhere to their religious requirements in relation to food consumption. In Islam, there are two terms that denote Islamic prohibitions or restrictions on food, which are ‘Haram’ means unlawful or prohibited, and ‘Halal’ means lawful or permitted. According to Halal Malaysia (2010), under the Islamic Law, all sources of food are lawful and permitted except the following sources, including their products and derivates, which are considered as unlawful:

Food of animal origin: (1) Pigs and boars, (2) Dogs, snakes and monkeys, (3) Carnivorous animals with claws and fangs such as lions, tigers, bears and other similar animals, (4) Birds of prey with claws such as eagles, vultures and other similar birds, (5) Pests such as rats, centipedes, scorpions and other similar animals, (6) Animals forbidden to be killed in Islam, such as ants, bees and woodpecker birds, (7) Animals which are considered repulsive generally like lice, flies, maggots and other similar animals, (8) Animals that live both on land and in water such as frogs, crocodiles and other similar animals, (9) Mules and domestic donkeys, (10) All poisonous and hazardous aquatic animals, (11) Any other animals not slaughtered according to Islamic Law, (12) Blood.

Food of plant origin: Intoxicating and hazardous plants except where the toxin or hazard can be eliminated during processing.

Drink: (1) Alcoholic drinks, (2) All forms of intoxicating and hazardous drinks.

Food additives: All food additives derived from item 1, 2 or 3.

Today, the Muslim consumers have become more conscious and sensitive towards Halal requirements. Muslim consumers are looking for specific products tailored to meet their religious and community needs. They have begun questioning and avoiding goods which were not certified as Halal and which do not have the Halal sign (Sadek, 2001). However, Al-Harran and Low (2008) stated that if the consumers are unable to locate the Halal sign, they would read its ingredients, to seek for the Halal-ness of the products to be consumed. Therefore, majority of the mainstream supermarkets and retailers started to embrace and reach out to this growing community which unequivocally defines itself by faith. This is due to the reason as stated by Suwanvijit and Promsa-ad (2009) which convinced that the study of consumer lifestyles and purchasing behavior can help a company in gaining a better understanding and planning on doing business in order to obtain a critical strategic advantage over the rivals. This study will explore the intention to purchase Halal products as it can guide the retailers as well as the marketers to reach out for the community. Blackwell, Miniard, and Engel (2001) stated that although we cannot control consumers upon their intentions, we can control or at least aware of the factors that influence the consumer intention; which is important as it can lead to a success of a company (Liaw, 2008) by obtaining satisfaction among consumers (Espejel, Fandos and Flavián, 2008). It is known that satisfied customers will spread positive word-of-mouth as well as re-patronage or repurchase the products. With such findings, it is hoped that the key factor that leads to customer purchase intention towards Halal products could be explored and discovered to provide a real understanding to the phenomena that are always changing in the consumer market environment. The study also can be used to provide an understanding on such factor to the industry as well as to the academicians. Specifically, this study is attempted to determine the relationship between religiosity, price sensitivity and personnel responsiveness with the intention to purchase Halal products.
Literature review
Purchase intention

Intentions can change over time, so it is important to measure them as close to behavioral observation as possible to ensure accurate prediction (Padgett, 2009). According to Shaari and Mohd Arifin (2009), there are nine dimensions of Halal purchasing intention, which are solidity, certainty, universal, brand association, purity, conformity (quality), Halalness, placement and distribution and knowledge. A firm will be at a competitive advantage when it understands on what influence consumers in term of their purchasing intention in buying Halal product, which will contribute to a better meeting of needs and expectation. Purchase intention among Muslim consumers can be explained by Islamic economists, which cited by Hasan (2005) regarding the verses from the Qur’an that stated a believer is not to be miser or extravagant in spending his wealth; he is to follow the middle path, or known as moderation.

Religiosity

Religiosity is an intricate concept and a variegated human phenomenon, and seems to cover considerable ground such as behaviors, attitudes, beliefs, feelings and experiences (Mokhlis, 2009). Wilkes, Burnett, and Howell (1986) reached a significant conclusion that religiosity influences several aspects of consumer’s lifestyle, which eventually may affect choices and/or choice behaviour. Besides, it is said that consumers with a high degree of cognitive religious commitment viewed sales personnel friendliness, shopping efficiency, and product quality as being of greater importance in selecting a retail store than did those low in cognitive religious commitment (McDaniel and Burnett, 1990). As cited by Mokhlis (2009), when age, income and sex were controlled, the researchers found that people with a higher degree of religious commitment tend to be satisfied with their lives as well as their consumption pattern. Previous study by Muhamad (2009), found that education stream is able to influence the religiosity commitment among Muslims and consequently, it will affect their purchase intention in the future. Previous study conducted by Bailey and Sood (1993) found that Muslim consumers were relatively more impetuous shoppers but less likely to be informed or risky shoppers, compared to other religious groups. It has been argued that religion is highly personal in nature and therefore its effects on consumer behavior depended on individuals’ level of religious commitment or the importance placed on religion in their life (Mokhlis, 2009). Essoo and Dibb (2004) found out that consumers having different level of religiosity differ notably in their shopping behavior, as well as their purchase intention (Lada, Tanakinjal, and Amin, 2009).

Price sensitivity

According to study conducted by Mokhlis (2009), the price consciousness variable was highly significant, indicating strong differences in the level of price consciousness among the religious groups. To add up, Porter (1985) has defined two primary types of competitive strategy that can provide a source of competitive advantage: differentiation and low cost strategy, as cited by Santonen (2007). By practicing low cost strategy, a firm is able to maintain the continuity of competitive advantage. It is supported by the results of a study conducted by Aliman and Othman (2007) revealed that price is one of the most important attributes in purchasing goods, or daily consumption. Therefore, price sensitivity will surely give certain effect to purchase intention. In today’s market, price is often a dominant factor guiding choice (Smith and Carsky, 1996). It is proved by Guadagni and Little (1983) that understanding the role of price in general and determining its effect on consumer brand choice has been the cornerstone of brand choice research. In addition, Aliman and Othman (2007) cited that Assuncao and Meyer (1990) believed that the consumers will look at the price, then their purchasing power, and followed by brand or quantity, in making a buying decision of a product category, in order to maximize immediate utility.

Personnel responsiveness

Reynolds and Beatty (1999) stated that the relationship between consumer and retailer is enhanced by the service provision includes “moments of truth” with personnel, such as information enquires, guidance to the location of goods, cashiers, and others. It is proved true by Guenzi, Johnson, and Castaldo (2009) that the strong relationships between customers and service personnel give positive impact on customer-to-firm relationships. In addition, Ahmed (2008) found that Muslim consumers preferred for “the personal touch” where they ask for what they want and then their orders are packed according to their requirements, as it is known that “personal touch” refers to how personnel response to their consumers. In the context of retailing, research finds that salespeople' responsiveness increases customers' perceptions of value (Naylor and Frank, 2000), and that customer relationships are primarily with the salesperson rather than with the firm itself. Thus, Guenzi et al. (2009) supported the fact by stated it have a substantial impact on important relational outcomes for the firm, as it promotes customer satisfaction, commitment and trust in the supplier, as well as purchase intentions and willingness to recommend the provider to other potential customers. Therefore, high service quality, as viewed by the customers, often leads to favorable behavioral intentions while a low service quality tends to lead to unfavorable behavioral intentions (Olorunniwo, Hsu, and Udo, 2006), as it increased the consumers' positive buying experience, and further affected future behavior in terms of repeat visits (Reynolds and Beatty, 1999). Overall, based on the above arguments, religiosity, price sensitivity and personnel responsiveness have effects on the consumer behavior, which will be faced and experienced equally by the Muslim consumers in their purchase intention of Halal products.

Proposed theoretical framework

The theoretical framework is proposed based on the previous studies, which lead to the hypotheses of the study conducted (Figure 1).

Hypotheses

H1: There is a positive relationship between religiosity and purchase intention of Halal products.

H2: There is a positive relationship between price sensitivity and purchase intention of Halal products.

H3: There is a positive relationship between personnel responsiveness and purchase intention of Halal products.
Methodology
Sampling

The survey was conducted at the payment counters of the main supermarket branch of Hafifah Frozen Sdn Bhd, Kangar, Perlis in March 2010. In the process of collecting data, area sampling methods were used, and respondents' participation is based on voluntary basis (self-administered). In more detail, the respondents were asked whether they would participate or not in study, in order to fill in the questionnaire. Once they had agreed the researcher then handed over the questionnaire to be answered on the spot, or filled it at home, and then, the questionnaire was collected once it has completed.

Data collection and Measures

A total of 300 responses were received from a total of 350 questionnaires distributed, which gave a response rate of 85.71 percent (Table 1). The questionnaire items were extracted and adapted from selected studies (Shaari and Mohd Arifin, 2009; Ting, 2008). The respondents were required to rate their level of agreement with statements given using five-point scales ranking from “Strongly disagree” (1) to “Strongly agree” (5). The questionnaire was written in English and Malay. Back translation was used for the translation of the language in the questionnaire (de Run and Ting, 2006). Prior to the actual survey, 30 questionnaires were provided in order to facilitate a pilot study to be conducted among Muslim consumers at the actual spot. The pilot study is vital in order to detect any difficulties relevant to the instrument used for the study. Fortunately, all respondents to the test commented that the questions were easily understood.

Data analysis

Analysis of the data will be done using the ‘Statistical Package for Social Science’ (SPSS/PC+ 16.0) for Windows or SPSS. The data will be computed and recorded through the range into same variables. Then, by using the SPSS software, all the research questions will undergone certain analyses, such as the Descriptive analysis, Reliability analysis, Pearson Correlation analysis and Hypothesis testing by using Multiple Regression analysis. The Descriptive analysis is used to understand the characteristics of the respondents of variables of interest in the situation (Sekaran, 2003), while the Cronbach’s Alpha of the Reliability analysis is adopted to determine the reliability of the instrument or questionnaire used in the study. Then, the Pearson Correlation coefficient used to determine the strength of relationship between two types of variables, which are dependent variable (purchase intention) and independent variables (religiosity, price sensitivity, and personnel responsiveness). Last but not the least, the Multiple Regression analysis is used to determine whether the independent variables explained in a significant relationship of the dependent variable, or not, as well as to identify whether to accept or reject the hypotheses of the study.
Findings
Descriptive analysis

Demographic profile

In this study, descriptive statistic is used to determine the demographic factors and also the religiosity level of the respondents. These factors include gender, age, marital status, education level, monthly income and religiosity level. The profile of the respondents is summarized in the form of frequency distribution (Table 2) as well as the descriptive for the major variables (Table 3).

Reliability analysis

From the Reliability analysis, all factors including independent and dependent variables were found to be good reliability (Table 4) with all the Cronbach's Alpha result are of above 0.7 as suggested by Nunnally (1978).

Pearson Correlation analysis

The result of the Pearson Correlation analysis showed that there were significant positive relationships between variables studied as the overall significant level are below 0.01 at one-tailed significance. However, there are differences in term of relationship strength that existed between variables studied. Based on Table 5, the relationship between purchase intention and religiosity is very strong as it is r = 0.807, which is above 0.7. While, the relationship between purchase intention and price sensitivity (r = 0.573), and the relationship between purchase intention and personnel responsiveness (r = 0.661), are considered as having strong relationships due to their coefficients are above 0.5.

Inferential analysis

The hypotheses generated were tested using the Multiple Regression analysis and the results presented in Table 6 and 7. The results indicated that religiosity positively influences the intention to purchase Halal products (β = 0.723, p<0.01). It was also shown that personnel responsiveness is positively related to the intention to purchase Halal products (β = 0.289, p<0.01). However, price sensitivity was found to be insignificant and negatively related to the intention (β = -0.008, p>0.01). Thus, H1 and H3 of this study are fully supported, while H2 is rejected. A closer scrutiny showed that religiosity is the most significant predictor of intention to purchase Halal products. The R-Square of 0.709 indicates that 70.9 percent of the variation in intention to purchase Halal products can be explained by the independent variables of the study. The coefficient of determination is considered high in terms of behavioral research of this manner, thus giving further support for the proposed model.
Discussion
Different consumers have different beliefs about Halal products, where religiosity and personnel responsiveness plays an important role to form the purchase intention. This study showed in general, intention to purchase a Halal product is determined by religiosity and personnel responsiveness. Therefore, the proposed model is an applicable model of prediction. This model has been shown to have a good explanatory power as high as 70.9 percent. Religiosity has been shown to be the most influential driver of intention to purchase Halal products. This is in line with Mokhlis (2009) and Lada et al. (2009).

There are some rationalizations for the insignificance relationship between price sensitivity and intention to purchase Halal products at the main supermarket branch of Hafifah Frozen Sdn Bhd when the study conducted. First, some customers, or known as Muslim consumers who came to the supermarket may just want to purchase Halal products for their consumption. So, the price of the products will be the least consideration that came to their senses. Some customers may felt that as long as the products are Halal, they will just take them to the payment counter and pay for it, without giving a peek to the price, or they just ignored it. Second, researcher also thinks that, the type of purchasing behavior involved during the transaction plays an important consideration in resulting to the non-significant relationship. Daily transaction occurs in the supermarket as the Muslim consumers done their purchasing for daily consumption. Thus, there is no need for high involvement while making purchase at the supermarket due to the practice of routine buying behaviour. Third, the new types of Halal products introduced by Hafifah Frozen Sdn Bhd at the time of the study conducted also shaped the insignificance. The fact that the payment counters had to deal with price obstacle came from the new kinds of Halal products, which were fresh products, such as vegetables, fruits, chicken, fish and others. The price will be different based on its’ weight, weakened the predicted effects. Previous study done by Kim, Sumeet and Li (2005) also stated that price sensitivity and intention to purchase has resulted a non-significant relationship.

Recommendations

Researcher came up with some recommendations. First, re-brand the current image of Hafifah Frozen Sdn Bhd into Islamic brand. Therefore, by emphasizing on re-branding strategy, the organization is able to signal certain level of quality, or differentiation so that the target market, Muslim consumers are easy to be captured through their purchase intention. For example, the introduction of Mecca cola raised certain awareness among the world consumers and it proved to be success as it is accepted by the world society. Here, we can adapt the strategy into the current organization strategies to excel in the retail industry. It can be achieved as 85.5 percent of Perlis population is consisted of Muslim or Bumiputera, who are in thirst of seeking for a Halal shopping centre, or Halal stop-centre. Second, introduce suitable training programs for personnel of Hafifah Frozen Sdn Bhd to enhance the image of the organization to be suited with the Islamic brand. The personnel are the asset for organization, as they are one part of the resources or input in the business flow. So, it is advised to Hafifah Frozen Sdn Bhd to put some effort in introducing “special” training and educating their personnel in the endeavour of re-branding the organization into Islamic brand of organization. Besides, they will be able to response to the customers’ needs and wants in the consumption of Halal products, as professional as possible. It is proved by Shaharudin, Pani, Wan Mansor and Elias (2010) stated that when the values have been able to be communicated effectively, the consumers will develop positive impression (favorable intention) which eventually could turn into the purchase, satisfaction and loyalty towards the products given, which is the Halal products, in the study context.

Limitations

There are a couple of limitations related to the study to be considered for the generalization of the results. First, this study is covered only Perlis Muslim consumers, and therefore the results cannot be expected to explain the overall behaviour of Malaysian consumers toward the Halal products. Second, since the HaIal products are officially related to religion (Islam), in future the role of religiosity as a moderating factor should be included. Besides, the limitations of time, knowledge and others were affecting the results of the study conducted.

Future research

Future research should focus on a similar study of factors affecting purchase intention towards Halal products with the extended scope to all states in Malaysia. By doing this, hopefully we can get a clearer picture on the tested existing variables and other new variables which can be further examined. Eventually, a comparison can be made between the findings so that such constructible findings and conclusions can be made to the study.
Conclusion
The result of the present study showed that the proposed theoretical framework is an applicable model that can be used to predict intention to purchase Halal products. It was also shown that religiosity and personnel responsiveness are good predictors of purchase intention, with religiosity being the most influential factor, in the Muslim society context in Perlis.
