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INTRODUCTION 

Halal certification has become an essential 
criterion for selecting packaged food 
products for Muslim consumers. There 
is a huge demand for halal certified food 
products in Muslim majority countries like 
Malaysia and Indonesia. Some companies 

ABSTRACT

The primary aim of this research was to measure the influence of religiosity on the 
intention of Indian Muslim to purchase halal food products. An extended version of 
the theory of planned behaviour was used as a framework. Apart from Religiosity, the 
influence of subjective knowledge of halal was also tested. Data was collected from the 
Muslim consumers of six districts of Uttar Pradesh, India. The result of structural equation 
modelling (SEM) showed that religiosity had an indirect influence on purchase intention 
and subjective knowledge had neither direct nor indirect influence on the purchase intention 
of Indian Muslims. Except for self-efficacy, all other antecedents of TPB (Theory of 
Planned Behaviour) had a positive influence on the purchase intention. This is the first 
study conducted so far on Muslim consumers of India related to halal certified packaged 
food products. Policy implications have been discussed.
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offer Halal certified food products in 
Muslim minority countries as well. Halal 
certification offers a huge opportunity 
for markets all over the world for both 
domestic niche markets and for exporting to 
Muslim majority countries. A recent study 
commissioned by the government of UAE 
and conducted by Thomson Reuter estimates 
that food sector will grow at the rate of 10.8 
percent annually from the US $ 795 billion 
in 2014 to US$ 2.5 trillion in 2019 and will 
constitute the 21.2 percent of global food 
expenditure.  

There can also be a great demand for 
halal products in the domestic market in 
India as well, mainly due to its huge Muslim 
population, which presently stood at 172 
million (Census, 2011). Despite such a 
huge potential, there is a lack of popular 
halal certified food products in India. Many 
companies are getting halal certification for 
exporting to Muslim countries but seem to be 
reluctant in offering halal certified products 
in the domestic market. Halal certification 
is seemingly a missed opportunity in India. 

Researchers investigating the halal 
food purchase behaviour have focused 
mostly on halal meat (Bonne et al., 2007). 
However, there are studies, which have also 
investigated halal food purchase behaviour 
for other than meat products (Abu-Hussin et 
al., 2017; Rahman et al., 2015; Sahlan et al., 
2019). Previous researchers have applied two 
main approaches. Some authors have tested 
a proposed model based on independent 
constructs identified through literature 
review but without applying a priori theory 
or Model (Aziz & Chok, 2013; Shaari & 

Arifin, 2010). While many other authors 
have tested existing theoretical model (like 
TRA and TPB) by adding some additional 
variables (Bonne et al., 2007; Khan & Azam, 
2016; Mukhtar & Butt, 2012) or sometimes 
only using original models without adding 
new variables (Alam & Sayuti, 2011; Lada 
et al., 2009). Even though such studies have 
also been conducted in Muslim countries 
like Malaysia, Indonesia, Saudi Arabia, 
Pakistan we need further evidence from 
countries like India where Muslims enjoy a 
unique position (Ahmad et al., 2019; Ali et 
al., 2018; Bashir et al., 2019; Elseidi, 2018; 
Ismail et.al. 2018). In India, Muslims are 
regarded as a minority. However, Muslims 
constitute a significant number in India 
amounting to 170 million.  There is a vast 
potential for halal certified products. 

Existing literature indicates that 
religiosity has inconsistent results in 
influencing the purchase intention of halal 
products. Although many studies have 
found a significant influence of religiosity 
on attitude and intention, there are studies 
in contrast as well. While many studies 
concluded that religiosity is important in 
halal purchase behaviour (Mukhtar & Butt, 
2012), many others have reported that 
religiosity is not a significant predictor in 
purchase behaviour of halal certified food 
behaviour (Khan & Azam, 2016). Adding 
to this, Mukhtar and Butt (2012) had also 
concluded that only intrinsic religiosity was 
significant while extrinsic religiosity was 
not significant, in influencing halal food 
purchase behaviour. Therefore, the present 
study tests the direct and indirect influence 
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of religiosity and subjective knowledge of 
halal on TPB variables. 

LITERATURE REVIEW

Theory of Reasoned Action (TRA), 
Theory of Planned Behaviour (TPB)

Theory of reasoned action (TRA) proposes 
that subjective norm and attitude can predict 
behavioural intention, while behavioural 
intention can predict behaviour. Ajzen 
(1985, 1991) extended TRA by adding 
the variable of “perceived behavioural 
control”. Theory of planned behaviour 
(TPB) postulates that all three components, 
attitude, subjective norms and perceived 
behaviour control predicts behavioural 
intention, and in turn, behavioural intention 
predicts the actual behaviour. Thus, the 
theory of planned behaviour is essentially 
an extension of the theory of reasoned 
action. Ajzen (1991) suggested that many 
background factors might also influence 
behavioural intention and behaviour. In 
line with his suggestions, many researchers 
have added contextual variables, depending 
upon the specific research requirement and 
country of research. Similarly, in the case 
of halal purchase behaviour, researchers 
have also incorporated many other relevant 
variables dependent upon the need of the 
study. 

The TPB model has been widely 
employed in food purchase intention studies 
and has produced decent prediction ability 
(McDermott et al., 2015; Riebl et al., 
2015). TPB has been applied to range 
food products, which include organic food 
purchase behaviour (Yadav & Pathak, 2016), 

green food purchase behaviour (Yadav & 
Pathak, 2017), sustainable food purchase 
behaviour (Vassallo et al., 2016), genetically 
modified food products purchase behaviour 
(Wunderlich et al., 2017). In context of halal 
TPB has been used by previous researchers 
in many countries like Malaysia (Ismail et 
al., 2018), Pakistan (Ahmad et al., 2019), 
South Africa (Bashir et al., 2019), China 
(Ali et al., 2018), Indonesia, UK (Elseidi, 
2018). Figure 1 shows the hypotheses 
proposed in this study. Following section, 
provide the development of the hypotheses. 

Attitude

Attitude towards behaviour is the consumers’ 
evaluation of the behaviour. Fishbein and 
Ajzen (1975) defined Attitude as “a learned 
predisposition to respond consistently in a 
favourable or unfavourable manner with 
respect to a given object”.  In context of 
TPB based studies on halal food purchase, 
attitude has emerged as the best predictor of 
purchase intention (Alam & Sayuti, 2011; 
Ali et al., 2017; Al-Otoum & Nimri, 2015; 
Hussain et al., 2016; Khan & Azam, 2016; 
Öztürk et al., 2015). However, there are 
some pieces of evidence in contrast also, 
for instance, Omar et al. (2012) found that 
attitude was not significant in predicting 
halal purchase intention. On the other hand, 
Afendi et al. (2014), Hall and Sevim (2016), 
and Khalek and Ismail (2015) had found 
attitude as a significant antecedent of halal 
purchase intention. However, the relative 
importance of attitude among TPB variables 
was varied. Attitude was the second-best 
predictor in case of Khalek and Ismail 
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(2015), Lada et al. (2009), Mukhtar and 
Butt (2012), and Hall and Sevim (2016). 
However, in case of Afendi et al. (2014), 
it was third in relative importance. Hence, 
following hypothesis is presented.

H1: Attitude has a positive influence 
on purchase intention 

Subjective Norms

Ajzen (1991) defined subjective norms as 
“the perceived social pressure to perform or 
not to perform the behaviour”. It is evident 
from the literature that subjective norms play 
a significant role in influencing the intention 
of consumers. Some notable studies in case 
of halal food products purchase intention 
are of Alam and Sayuti (2011), Lada et al 
(2009), Khan and Azam (2016), and Aziz 
and Chok (2013), and some other important 
examples from other food purchase studies 
are Johe and Bhullar (2016), Fang and 
Levy (2015), Rodríguez (2012), and Kim 

(2014). Earlier studies have established 
that engaging in religious groups can create 
powerful bonds with society (Regnerus 
& Elder, 2003). Families are given more 
value than individuality in Islamic societies 
(Hameed and Al-Sheikh, 1978; cited in Al 
Jahwari, 2015). Further, in countries like 
India, which are called collectivist societies, 
subjective norms should be considered as an 
important socio-psychological parameter. 
Hence, following hypothesis is presented. 

H2: Subjective norm has a positive 
influence on purchase intention   

Perceived Behavioural Control

Perceived behavioural control (PBC) refers 
to the amount of easiness or difficulty that 
individuals recognise in performing a given 
behaviour. The probability of performance 
of the behaviour is high when individuals 
believe that they have sufficient resources 
needed to perform that behaviour.  These 

Figure 1. Proposed model 
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resources can be internal or external.  
Internal resources pertain to the individuals’ 
self while external resources pertain to 
the environment. Thus, one kind of PBC 
refers to individuals’ judgments of how 
easily (or with difficulty) they can perform 
a behaviour. We may refer to this as PBC-
Self efficacy (PBC-SE) And, another kind of 
PBC is the amount of control from external 
elements (such as availability). Controls 
beliefs may depend on past background with 
the behaviour, however, sometimes also get 
influenced by secondary information about 
the behaviour, from experiences of others 
which may include, friends, family and 
colleagues. This study has operationalized 
the concept of PBC following Ali et al. 
(2017) and Bonne et al. (2007, 2009), 
where PBC has been considered as a two-
dimensional construct.

PBC has been a significant predictor of 
halal purchase intention (Alam & Sayuti, 
2011; Ali et al., 2017; Khan & Azam, 2016). 
However, it has been the weakest predictor 
in many halal food-related studies based on 
the TPB model. For example, in cases of Ali 
et al. (2017), Hall and Sevim (2016), and 
Khalek and Ismail (2015) found PBC as the 
third best predictor of halal food purchase 
intention. Alam and Sayuti (2011), and Khan 
and Azam (2016) found PBC as the second-
best predictor of halal food after attitude. 
Afendi et al. (2014) and Omar et al. (2012) 
also found as second best in the prediction of 
halal food but after subjective norms. Thus, 
following hypotheses are proposed

H3: PBC (Self-efficacy) has a positive 
influence on purchase intention   

H4: PBC (Availability) has a positive 
influence on purchase intention

Religiosity 

Religiosity is an important constituent 
of subculture and has been defined as 
the degree of commitment towards one’s 
religion, which can also be understood as the 
level of confidence in the religion (Gallagher 
& Tierney, 2013). Religiosity is the chief 
source, which nurtures personal values (Fry 
et al., 2011, cited in Graafland, 2017), and 
values are amongst the most critical factors 
in the formation of attitudes (Fishbein 
& Ajzen, 1975; Graafland, 2017). It is a 
fundamental and underlying factor which 
shapes individual decision-making and can 
affect individuals’ attitude and behaviour 
(Delener, 1990; Islam, & Chandrasekaran, 
2015; Wilkes et al., 1986).  In the context 
of halal purchase studies, several studies 
have investigated the role of religion and 
religiosity. Mokhlis (2009) contrasted 
shopping behaviour among various religious 
groups. Bonne et al. (2006, 2007), and 
Bonne et al. (2008) had studied the role of 
religion about halal food products. Bonne 
et al. (2007) investigated the halal purchase 
intention of French Muslims and found 
interesting insights into how religious 
identity might produce differential effects 
in antecedents of purchase intention. Based 
on above discussion, following hypotheses 
are proposed

H5: Religiosity has a positive influence 
on purchase intention
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H6: Religiosity has a positive influence 
on attitude

H7: Religiosity has a positive influence 
on subjective norms

Subjective Knowledge 

Our knowledge helps in developing 
competence for taking or not taking action 
(Stehr, 1994). Knowledge refers to the 
understanding of a specific subject and 
its possible implication (CheAhmat et 
al., 2011).  Knowledge is commonly 
referred to as “awareness, consciousness, 
or familiarity gained by experience or 
learning”. Knowledge plays a vital role in 
human behaviour specifically in the area 
of consumer behaviour. Only a few studies 
(e.g. Aziz & Chok, 2013; Hamdan et al., 
2013; Salehudin & Luthfi, 2013) have 
investigated the influence of subjective 
knowledge of halal on purchase intention. 
However, there are many studies related 
to other food purchase behaviour, which 
have investigated such a relationship. 
Specifically, studies concerning organic 
food purchase behaviour have investigated 
this relationship. Aertsens et al. (2009) 
in a review of organic purchase intention 
reported subjective knowledge as an 
essential factor in determining organic food 
purchase. Further, Aertsens et al. (2011) in 
an empirical study found a significant and 
positive relationship between subjective 
knowledge and attitude toward organic food 
products. Therefore, following hypotheses 
are proposed.

H8: Subjective knowledge of halal has 
a positive influence on purchase intention 

H9: Subjective knowledge has a 
positive influence on attitude 

H10: Subjective knowledge has a 
positive influence on subjective norm

MATERIALS AND METHOD

A structured questionnaire consisting 
of 22 items were used to measure seven 
latent constructs; adapted from the existing 
literature. All items were measured using 
a seven point Likert scale ranging from 
strongly agree (7) to strongly disagree 
(1). Please refer to the Table 1 for the 
measurement Scales and their sources.

The data were analysed in three steps. 
First, data cleaning was done by removing 
missing values and unengaged responses 
(Sekaran & Bougie, 2016). In the second 
step, the measurement model is tested 
applying confirmatory factor analysis (CFA). 
Then finally, a multilevel structural model 
(SEM) is examined using the hypotheses 
testing. AMOS 21 software was used 
for conducting CFA and SEM. To meet 
the assumption of SEM, we checked for 
linear relationship using curve estimation, 
multicollinearity using variance inflation 
factor (VIF), and deviation from normality 
using Skewness and kurtosis. Through 
curve estimation in SPSS, it was inferred 
that all relations were linear as the value 
of F statistics was highest and value of 
R-squared is sufficiently high and significant 
in the linear models (Hair et al., 1998). This 
step was repeated several times to check all 
paths specified in the structural model. For 
checking multicollinearity, it was assured 
that all values of VIF were less than 10 
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Table  1
Measurement scales and their sources

Coding Scale and Items (statements) Supporting Literature
Purchase Intention Ajzen (1991, 2002), 

Kim (2014), Lada et al. 
(2009) and Venkatesh 
and Davis (2000)

PI1 If these products were available in the shops, I 
would buy them.

PI2 I will make an effort to buy these products.
PI3 I will buy these products even if they are slightly 

expensive.
Attitude	

Ajzen (1991, 2002), 
Chung et al. (2012), 
Taylor and Todd (1995), 
and Yadav and Pathak 
(2016, 2017)

ATT1 Halal certification is a practical idea.
ATT2 Halal certification a beneficial for consumers like 

me
ATT3 Halal certification is necessary for consumers like 

me
ATT4 Halal certification is helpful for consumers like me
Subjective Knowledge Flynn and Goldsmith 

(1999) and Salehudin 
and Luthfi (2013)

KNW1 I am confident in my knowledge of halal and 
haram

KNW2 I believe that my knowledge about halal and 
haram is above average.

KNW3 I know a lot about of halal slaughtering (zahbiah).
Subjective Norms ( 3 items) Ajzen (1991, 2002), 

Cook et al. (2002), Lada 
et al. (2009), Shakona 
(2013), and Venkatesh 
and Davis (2000)

SN1 My family members will approve if I buy certified 
halal Products

SN2 Friends who are important to me would ……… 
certified halal Products

SN3 Overall most people who are important to me 
would certified halal Products

Perceived Availability Ajzen (1991, 2002), 
Alam and Sayuti (2011), 
and Hansen et al. (2004)

AVLB1 Halal certified products are available in most of 
the shops

AVLB2 Many options are available in halal certified food 
items

AVLB3 Information on halal certified products is clear
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(Hair et al., 1998). Criteria of Skewness 
(±2) and kurtosis (±3) were utilised to 
assess the deviation from normality (Kline, 
2011).  	

RESULTS

Demographic Profile

We targeted Muslim consumers who 
were above 18 years of age and had some 
experience of using packaged food products. 
Data were collected from the six districts 
of the state of Uttar Pradesh. The data 
were collected by self-administering the 
questionnaire. Total 350 questionnaires 
were found useful after removing missing 
values and unengaged responses from a 
set of 600 questionnaires distributed to 
the respondents. The sample consisted of 
slightly higher proportion (n=182, 52%) of 
male respondents. About one third of the 
respondents were between 18 to 24 years 
of age (n=120). About 17 percent (n=60) 
were between 25 and 34. Moreover, roughly 

39 % were between 35 to 54 years of age. 
Majority of the respondents (67%) were 
either graduate or above. Only 4 percent 
are high school or below while 29 % are 
intermediate. Please refer to the Table 2 for 
the demographic profile of the respondents. 

Confirmatory Factor Analysis (CFA)

The measurement model was tested 
conducting first order confirmatory factor 
analysis (CFA) by employing the maximum 
likelihood estimation method in AMOS 21 
software. The model exhibited sufficient 
level of model fit: CMIN=376.817, DF=188, 
CMIN/DF=2.01, CFI=0.942, SRMR=0.046, 
RMSEA=0.054, PClose=0.217 (Gaskin & 
Lim, 2016). The composite reliability (C.R.) 
indices were above 0.70 thus, fulfilling the 
recommended criterion (Hair et al., 1998). 
The value of C.R. ranged from 0.754 (for 
PBC-SE) to 0.873 (for attitude). To confirm 
the validity of measurement constructs both 
convergent validity and discriminant validity 
were assessed. All regression loading in 

Table  1 (Continued)

Coding Scale and Items (statements) Supporting Literature
Self-Efficacy Ajzen (1991, 2002), 

Hansen et al. (2004), 
and Taylor and Todd 
(1995)

PBC1 I have enough time to choose the best option for 
purchasing halal packaged food items

PBC2 I have enough knowledge of ingredients labels for 
purchasing halal packaged food items.

PBC3 I have enough money to choose the best option for 
purchasing halal packaged food items

Religiosity Alam et al. (2011) and 
Rehman and Shabbir 
(2010)

RELG1 I regularly offer prayers five times a day
RELG2 I regularly fast in the month of Ramadan.
RELG3 I pay (will pay) Zakat every year If I meet the 

prescribed criterion.
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CFA ranged from 0.584 to 0.912 (> 0.50) 
and all values of average variance extracted 
ranged from 0.510 to 0.634 (> 0.50) thus, 
establishing convergent validity (Fornell 
& Larcker, 1981). Further, the discriminant 
validity was assessed using the Fornell 
and Larcker (1981) criterion, i.e. values of 
the square root of AVE’s should be greater 

than the corresponding pair of squared 
correlation between the constructs. In all 
cases, the value of AVE was greater than 
the value of squared correlation, exhibiting 
that each construct is distinct. Please refer 
to the Table 3 for regression coefficients for 
CFA and Table 4 for discriminant validity, 
AVE, and CR. 

Table 2
Demographic profile of respondents 

Variable Frequency Percent

Gender Male
Female

182
168

52
48

Age

18-24
25-34
35-44
45-54
55-65
65+

120
60
82
52
16
14

35
17
24
15
5
4

Educational

High School
Intermediate
Graduation
Post-graduation
Ph.D.

13
101
94
122
19

4
29
27
35
5

Employment

Govt. Job
Own Business
Not Working
Private Job
Students

61
76
69
78
66

17
22
20
22
19

Income

less than 2 lakh
2-4lakh
4-6 lakh
6-10 lakh
10 above lakh

128
83
63
59
9

37
24
18
17
3

City

Lucknow
Bahraich
Aligarh
Moradabad
Rampur
Bijnor

60
53
71
67
45
54

17
15
20
19
13
15
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Table 3 
Measurement model. CFA factor loadings

Construct Item
Regression Estimates for CFA
Standardized Unstandardized S.E.

Attitude

ATT5 0.821 1.000 (constrained)
 ATT6 0.870 0.870 0.046
ATT4 0.824 0.863 0.051

ATT3 0.653 0.853 0.067

Knowledge

KNW4 0.820 1.000 (constrained)
KNW5 0.912 1.112 0.065

KNW6 0.611 0.847 0.072

Perceived 
behavioural Control

PBC3 0.825 1.000 (constrained)
PBC1 0.584 0.724 0.076

PBC4 0.714 0.769 0.075

Availability

AVLB2 0.683 1.000 (constrained)
AVLB3 0.794 1.409 0.126

AVLB4 0.743 1.361 0.128

Religiosity

RELG2 0.746 1.000 (constrained)
RELG3 0.709 1.001 0.083

RELG4 0.797 1.000 0.081

Purchase Intention

PI5 0.769 1.000 (constrained)
PI4 0.737 0.874 0.073

PI7 0.725 1.140 0.094

Subjective Norms

SN3 0.762 1.000 (constrained)
SN2 0.711 0.734 0.063

SN5 0.699 0.899 0.078
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Structural  Model  and Results  of 
Hypotheses Testing

 Earlier, the structural model exhibited 
average fit, but the indices were not up 
to the mark. After taking cues from the 
modification indices, the error terms of 
attitude and subjective norms were covaried. 
After this arrangement, the model exhibited 
a reasonably well fit: CMIN=398.066, 
DF=192, CMIN/DF=2.073, CFI=0.937, 
S R M R = 0 . 0 6 3 ,  R M S E A = 0 . 0 5 5 , 
PClose=0.119 (Gaskin & Lim, 2016).

Among the first four hypotheses (H1: 
H4), which were based on the core model 
of the theory of planned behaviour, three 
hypotheses H1 and H2, H4 were accepted.  
Hypotheses H1: H4 postulated that purchase 
intention of halal certified products would 
be influenced by attitudes, subjective norms, 
self-efficacy and perceived availability. 
Thus, the results of the analysis confirmed 
that attitude (H1: beta=0.438, p<0.05) 
towards halal certified products, subjective 
norms (beta=0.258, p<0.05) and perceived 
availability (beta=0.132, p<0.05) would 
influence the purchase intention of halal 
certified products.  As the relation self-
efficacy   purchase intention (H3) was 
not supported, the study contends that there 
is no relationship between self-efficacy 
and purchase intention of halal certified 
products. 

Among six hypotheses based on 
religiosity (H5a, H5b and H5c) and 
subjective knowledge (H6a, H6b and H6c) 
four hypotheses (H5b, H5c, H6b and H6c) 
were supported. Both the hypotheses, based 
on direct relationships, of religiosity with 

purchase intention (H5a) and subjective 
knowledge with purchase intention (H6a) 
were not supported. The relationship, 
religiosity attitude (H5a: beta=0.268, 
p<0.05) and religiosity subjective 
norms (H5b: beta=0.472, p<0.05) were 
supported. Further, the relationship, 
subjective knowledge attitude (H5a: 
beta=0.195, p<0.05) and subjective 
knowledge subjective norms, (H5b: 
beta=0.212, p<0.05) were also supported. 
Figure 2 presents the results of hypotheses 
testing. We also checked the indirect effect 
of religiosity and subjective knowledge on 
purchase intention (see Table 5). We found 
that religiosity had significant indirect and 
total effect on purchase intention while 
subjective knowledge had no indirect 
effect on purchase intention. Thus, we 
can conclude that religiosity has the only 
indirect effect on purchase intention while 
subjective knowledge has neither direct nor 
indirect effect on purchase intention. 

DISCUSSION

Implications

Understanding halal perceptions of 
consumers can be a principal tool for 
companies to gain a competitive advantage 
in the market (Hussain et al., 2016; Wilson 
& Liu, 2011). These findings have several 
compelling contributions for marketers and 
theory building in the area of religiosity and 
consumer behaviour. First as mentioned 
above we found that religiosity affects 
attitude, companies should advertise their 
products showing religious people as a user 
of these products and they should highlight 
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Halal attribute of the product. Second, 
there is a positive relationship between 
attitude and purchase intention of halal food 
products. In order to promote the purchase 
for halal products, marketers should, 
therefore, try to enforce attitude towards 
halal products. For example, firms should 
give more emphasis on the benefits of using 
halal products. They should use the halal 
logo, labelling highlighting certification of 
the product as halal. Third, finding showed 
subjective norm influences the decision to 
purchase halal food products. The possible 
implication for this study is that a firm 
should promote their halal products as 
socially desirable and can be achieved by 
showing the use of these products by high 
profile people, Ulama (religious scholar and 
preachers), Head of Muslim organisations 
and celebrities. For example, India has some 
Muslim socially respectable celebrities, like 
Zaheer Khan, Irfan Habib, Irfan Pathan 
and Yusuf Pathan, advertisement by these 

celebrities can be useful to make the halal 
products more socially desirable. 

Future researchers should further 
investigate how different sect of Muslim, 
namely Shia, and Sunni respond to halal 
products. This will provide a better 
understanding. Moreover, this should be 
confirmed in different settings. Since in 
European countries Non-Muslim have also 
shown an inclination towards halal products. 
Hence, Indian Non-Muslim should also be 
studied in order to increase the opportunity 
for the halal market. We also support the call 
of Mukhtar and Butt (2012) for the study of 
halal products of specific categories, like 
cosmetics (Rahman et al., 2015), chocolates, 
meat, and cookies.

Limitations

The findings of this research cannot be 
generalised due to the small size of the 
sample. We have used only the sample 
of six Muslim populated districts in the 

Figure 2. Results of hypotheses testing 
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state of Uttar Pradesh, which cannot be 
representative of the whole country. Only 
limited market players are selling halal 
products in India; hence respondents may 
not be aware of the products. We have not 
specified the product category, which might 
have suffered from the lack of specification 
of the object. More specific category of the 
product would have provided better results 
(Ajzen, 1991). Religiosity scale used for 
this study is uni-dimensional, whereas most 
of the previous studies are based on multi-
dimensional, like intrinsic, social extrinsic 
and personal extrinsic religiosity (Baazeem 
et al., 2016), intrapersonal, interpersonal 
religiosity (Mukhtar & Butt, 2012).

CONCLUSION

The current study aimed to contribute the 
understanding of the Muslim consumers’ 
halal food purchase intention with emphasis 
on the roles of religiosity and subjective 
knowledge or subjective knowledge. 
The findings of this study offer several 
implications for policymakers and marketers 
to condition the Muslim consumers 
purchase intention. Of course, the current 
study is not free from the limitations of 
operationalisation the constructs, as this 
study uses a uni-dimensional construct of 
religiosity and subjective knowledge. The 
current study did not measure the influence 
of regional differences. Future researchers 
should also investigate how Non-Muslim 
perceives halal products.
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