CHAPTER FIVE T
DISCUSSION, RECOMMENDATION AND CONS‘@\N

5.1 Introduction \)

This chapter focused on the discussion relat ;he fiﬂdin s of the study

and subsequently proposed several recommendations? The ch

also Q-iscussed

N
some limitations faced by this study and 4i suggestions*for 'fu‘tﬁ(:g research.
P 4

Y-
Overall, this chapter is divided into six su%ecti \cQQ stin @'ub-section 5.1

Introduction, 5.2 Overview of the 8@3 of t esearch Findings,

5.4 Hypothesis Testing, 5.5 Dis %f &Q o,

.6 _Qontribution of Research,
2? A
5.7 Limitations, 5.8 Implicati -9 Ruture ear&lﬁss.lo Recommendation and
7]
% RN
\

/

5.11 Conclusion.

5.2 Overview% tUdy"bj;-Q/o'
The &obje 1 his(J Y was to investigate Muslim consumer’
!
intention t®90 mil Lb'chafﬂ;rig behaviour in the Malaysian context. Four

speci% tive bre_}}t in 0@ to achieve the main objectives.
b 9

N
\A The first obj ectiv&as to identify motives of Muslim consumers’ intention
rd goat milk purchasing behaviour in Malaysia. The second objective was to
oxamine factors that influence Muslim consumers’ intention toward goat milk

purchasing behaviour in Malaysia. The third objective further studied the
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demographic profile of Muslim consumers as moderating effect toward goat milk

purchasing behaviour in Malaysia and the last objective was to stud antentlon
of Muslim consumers toward goat milk purchasing behaviour in &S@

The first objective was achieved by identifying the ewﬂam determinant

motives of Muslim consumers’ intention toward goat milk pusghasing behaviour in

Malaysia which were attitude, subjective norms, d t‘ehavioural control,

i
chi ngnd‘gld third

CON
objective, the researcher explored the facto @\nflue es us’huﬁa)nsumers’
hic r6'f| f M‘?fﬁ;n consumers

r%} order to further
&

understand the intention of MUS|I rd @ milk purchasing on

health, nutrition, religious, taste and price. In orde

intention and the moderating effect of de

Z

toward goat milk purchasing behayio

attitude, subjective norms, e (Eantrol health, nutrition,

religious, taste and prlce rmore ctars su age, education and level of

l
the dependent varlabl e!' “The last objective was achieved by

conducting a& A ent \@Xables for intention toward goat milk

purchasmg@our ‘-' (')O

\Q—'
n rderft outllned objectives, library research, including

m} \/ : i
t\ ebsite, journal, g&?ernment reports and field research which involved

income were Iooket int |ther’enh c o rease the effect of predictors on

‘%ctlng data using questionnaires were utilized. Firstly, the researcher underwent

0 process of conceptual development through Focus Group Discussion (FGD) and

by reviewing the literature on Muslim consumer intention toward goat milk
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purchasing behaviour in Malaysia as well as other countries. Based on previous
studies, the Theory of Planned Behaviour (TPB) was proven as @ished
theoretical framework in predicting human intention includin G\Oehavioural

intention in goat milk purchasing. According to the TPB, th

variables, namely attitude, subjective norms and perceivew ioural control are

independent

influential predictors of human intention to perfor aWiour. Therefore, the

TPB was used as a conceptual framework to in the ;i{ryn of Muslim
@

consumers toward goat milk in Malaysia. ' Y'
-\

By conducting the Focus Group |on£é d remewmg previous
studies, five other important pre wereﬂld fled explam Muslim
consumers’ intention toward goat m rchasm? Mala Wthh were health,
nutrition, religious, taste an C e t r identified as one of the

motives for Muslim cons inten toward &g‘a—t milk purchasing behaviour

in Malaysia. Throu thm co uct % various literatures, it was found
that goat milk contalns &@Thls study found that health was one

of the motiv& mer ntentlon toward goat milk purchasing

behaviour. @IS Iom ﬁ'il\/‘-é'/o found that there was positive significance

O

of he o ve :o @Sumer’ intention toward goat milk purchasing

beh a&o in Malaysia. Thli\;§~due to previous studies which identified goat milk

ble to prevent and reduce several types of illness such as diabetes (Malik et

0& 2012) and high blood pressure (Nguyen et al., 2013; Reuser et al., 1994).
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Furthermore, nutrition was also one of the factors influencing Muslim

consumers’ intention toward goat milk purchasing behaviour KQ!alaysia.

Nutritional contents of goat milk attracted people to consume Ss@lk as they
believed that the nutrition from goat milk have a positive irqeact on their health.

Goat milk plays an important role in nutrition and socim ic wellbeing of
developing and underdeveloped countries, where i pw basic nutrition and

subsistence to the rural people (Park & Haenleiny2007). %Ik is also an

L

important nutrient for humans, especially @e whaq are e?sitiveXfo other

-
animals’ milk product. Goat milk is compose different ugable ert-rients which
Y
are important to humans. Among those im rtarg\ 1ents th e found in goat

milk are fat, protein, lactose, vi@nzyme mi@&l salts. Most of the

components of goat milk are g@sr than vth ,@Ik producing animals. In

this study, analysis via PLS%
Muslim consumers’ int@ ilk @asing behaviour in Malaysia.
|

On top of the aIthQ |t'624j)otive, religion was also identified as

one of the pre@ct |

N
Islam as @h /oo'd. rﬂerlﬁé’é, a number of research have shown an

O
impo@é’of‘pl giop' i fo@onsumption. Religion in this study refers to the
1 4

religsis ommitment whi Yomprises of two dimensions which are Islamic
~N

N,
itioqﬁ@as a positive significance to

—

as o the fact that goat milk is prescribed in

Nview tawhid paradigm or Islamic belief and Islamic worldview and religious

oésonality or the practices of a Muslim in his or her daily live. The role of religion
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of Muslim consumers in the intention toward goat milk purchasing behaviour was

explored in order to achieve the objective of this study.

Besides that, regardless of the rising consumers’ &; for health

benefits from food such as goat milk, taste is still amongwost significant

influencers in a consumers’ decision-making proces pson & Moughan,
2008). Consumers’ perceptions of dairy product qu e CC'mpIex and involve
much more than sensory attributes such as taste mel (w et aI 2000).
According to Nagyova et al. (1998), the maj n forjpu sfng@k Is taste
and its wide usage in household (for rposQ okin Y-Furthermore,
according to Alwis et al. (2009), w am(??'g ke{é}tors determining
purchase of fresh milk. Anothe ted that t was@ong the key factor in

determining fluid milk cons : n aﬁ*ﬂ‘ QZOOB)

4@
Price was alsq_con erI %jof téhemotlves for Muslim consumer
intention toward g iz purchasing elﬁa\c@r in Malaysia. Goat milk price is
’ &y
expensive in M wdue lo
However, fom,so M

:
of pr fuction and unavailability in urban areas.
¢

nsu , price is not comparable to the health

2.9

goa@_mllk Thus, a higher price point may not affect

benefits 'n

their ision m{; sing ,@ milk. This was in line with the FGD, where
N

nt stated that due\(@ its health benefits, prices were not considered and

SIS from PLS-SEM also found there was significance effect of price on

b/lushm consumers’ intention toward goat milk purchasing behaviour in Malaysia.

Therefore, this study incorporated health, nutrition, religious, taste and price into
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the TPB objectively to acquire a better understanding of factors influencing Muslim

consumers’ intention toward goat milk purchasing. Hence, this s mecluded

additional dimensions and contributed to the development of t S consumer

Yw

As there were no established complete questlon und to be used in

behaviour.

this study, the researcher constructed his own questi i s': on the ‘six steps

idelin swstmctlng the

questionnaire’ provided by Ajzen (2012). S ems int ulst_& aire were

of punch in developing questionnaires’ and

adopted from previous studies. The ques ire w< tded mto/flve different

sections, which measured demogra kgr5ﬁnd tltud ubjectlve norms,

perceived behavioural control, heal tlon, reli J\t@ price, intention and

behaviour. Data was ethically | | ;Iec‘gé*from samples which were

identified by stratified randK mpli lﬂm consumers in Malaysia. 500

questionnaires werg, di ted II und Malay5|a and 420 completed
'S

questionnaires were collgcted

d anal{sed
Slai
The~§tr ent‘l P te@“ﬁmd underwent the reliability and validity
testing. items v#re 0 (f'ta(;l)ave a high alpha coefficient ranged between
0.74 %3, ergwg‘ratl@ good internal consistency of the instrument. The
t validity was a{&? confirmed as all variables in the analysis had
%rablllty value. The results of Fornell-Larcker Criterion were greater than other

OOrrelation value between latent variables. Meanwhile, Heterotrait Monotrait Ratio

(HTMT) did not exceed the value 0.9 and cross-loadings were above 0.5. PLS-SEM
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analyses were employed to answer the research questions, to accept or to reject null

In this study, 420 respondents involved where 5% ere consumers of

hypotheses and finally, to achieve the objectives of this study.

53 Summary of the Research Findings

goat milk in Malaysia, were analysed through of a nine-page self-

the instnvﬂr
administrated questionnaire. In general, the resp@re IIEdO inantly young
respondents in the age group of 26 to 33 y old (30%) wi 'lgﬁg)(ﬁducation

ea
level of Bachelor Degree (61.2%). From the@cy ?n ysis, the Qla income of
NV

most respondents was below RM1,500.00 E%.oo . \s*ides that, the occupation of

marital status of respondents,

existing consumer base for

Besides that, fr D condueted and-hterature findings, there were five
'S
motives identified for i ers’

8’ dntention toward goat milk purchasing

\, @)
behaviour in W N z‘dditi to t@tablished Theory of Planned Behaviour

(TPB) Wh@' \ny ed?v‘al'ia including attitude, subjective norm and

perceiv&kavi:)‘uvljn ol (Jresearcher included five additional motives
g

whi health, nutritiocn.ﬁrigion, taste and price to predict Muslim consumer

N
Mon toward goat milk purchasing behaviour in Malaysia. Thus, this study
%ployed PLS-SEM to analyse and investigate Muslim consumers’ intention
towards goat milk purchasing behaviour in Malaysia.
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Therefore, the objective of this study was to: (i) to identify motives of
Muslim consumers’ intention towards goat milk purchasing behavim{% alaysia;

(i1) to examine factors that influence Muslim consumers’ intenjhwards goat
milk purchasing behaviour in Malaysia; (iii) to study derr%a.ﬂh ¢ of Muslim
consumers’ as moderating effect towards goat milk [wfk ing behaviour in

Malaysia; and (iv) to study the intention of Musli cmr towards goat milk

purchasing behaviour in Malaysia. .l\d
Y~

Based on the Theory of Planned B iour (TPB), thi sluquroposed a
conceptual framework for Muslim co {e toWaE goat milk

purchasing behaviour in MalaysiEMde s ve nﬁ and perceived

behavioural control were already es under e TP@Therefore this study

proposed five other motive US|I er ﬁ'entlon toward goat milk
purchasing behaviour whi e zﬁjntlﬁéﬁmglon taste and price. The
conceptual framew e %test 10 developed hypotheses in

W stu s
order to answer the f eéign questions, which were: (i) factor

influence Mus)@su ntlo ards goat milk purchasing behaviour in
Malaysm 1] ers‘-‘%émographlc as moderate have any effect
towa mllb ur as g@hawour in Malaysia; and (iii) the intention of

mc nsumer towards qp)qi mllk purchasing behaviour in Malaysia.
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54 Hypothesis Testing

study was to develop and evaluate a framework of Muslim sa&

h&n this

The main objective of using structural equation modelling%

r intention

toward goat milk purchasing behaviour. The results indicate@fthe framework

was capable of explaining Muslim consumer intention towwat milk purchasing

behaviour in Malaysia. Below Table 5.1 is the interp&(of r'ypothesis:
Table 5.1: Presents the summary of thegesult for h p:)t\gesgi\ny
]

" < Results

Research Questions %heses
Attitude will ha ignifi

H1

¥

eck}?“

ntenti
%%urch é‘&- Supported

i
uslim

n

jecti
H2 on

What are the factors
influencing Muslim

consumers’ inten \ I"
towards goat mj

purchasing behaviouwin

Malaysia? c

\ behaviour in Malaysia.
Taste will have a significant effect on
0 H7 Muslim consumers’ intention towards

t
sumer i \ﬁi.qr%o ~ggoat milk Supported
%uasi jour indValaysia.
rceived Behayioural~Control will
have assignificant t on Muslim Not
k co intention towards goat
) r'\r;Ik hasi behaviour in Supported
RQ2: laySSJI N
yéaly/\{vll QM a significant effect
\% Muslim, consumer intention Supported
ards..~goat milk purchasing pp
ehavidurin Malaysia.
Nutrifion will have a significant
¢ .’efféo on Muslim consumers’ S ted
iftention  towards goat  milk upporte
Q’ ) ﬁtchasing behaviour in Malaysia.
% ’“g/f ;(eligionwill have a significant effect
on Muslim consumers’ intention
A @ towards goat milk purchasing Supported
goat milk purchasing behaviour in Supported
Malaysia.
H8  Price will have a significant effect on ~ Supported

247



Research Questions Hypotheses Results

Muslim consumers’ intention towards
goat milk purchasing behaviour in ?
Malaysia. ,\

RQ3: \j
Does Demographic D hi fil M
Profile of Muslim eémograpnic - protiie ot iu
consumers as Moderating cONSUMETs as moderator W'I.I 2 Not
H9  significant effect between intention S ted
avidur upporte

have any Effect between and goat milk purchasin h
Intention and Goat Milk 9 p Y

Purchasing Behaviour in in Malaysia

Malaysia?

RQ4: 1]

What are the intentions of Intention  will fect

Muslim consumers Muslim consumers’

towards goat milk H10 goat milk purchasing behaviour@in 'S{onrted
purchasing behaviour in Malaysia. ; ’ _{‘)
Malaysia?

J.\o_/ oy
5.5 Discussion of the Result C}Y-? QQ\Y‘
e

The modified framew&k in this rqu d_\on eleven (11) variables
&
il

related to Muslim consumg% illgy purchasing b@Raviour in Malaysia. These
‘&
variables tested the approw e A&Zn a\cNaining Muslim consumer goat
@ more in their intention. The first
:

ey a é‘édents that affect Muslim consumer

—h
o

milk purchasing belaviourin MalIsia

:
two variables wege note \h{
N

intention. Fiye additio les Ci%g? affected Muslim consumers’ intention.
B

|
These in % positiv: f@ct@‘?urchasing behaviour. However, one variable
N
testedédi t sighi Jy afg;&intention and one variable did not significantly
aﬁh&urchasing behavic@/The model was tested at Muslim consumer in

@sia, and the empirical findings provided interesting insights and results for
Ulscussion.

o
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Table 5.1 shows that the constructs in the model to prove the relationship

between the variables. The significant results among the specified {Rle were

discussed in the following subsections. :(’)

55.1 Research Question 1: Motives of Muslim consum ention toward
goat milk Purchasing behaviour in Malaysia. \)
It was important for this study to i ate” th lnoti of Muslim

because at the present, there is limited of li

consumer intention toward goat milk purchasing behaviour in a’aysinr‘his was
%)
erature and‘,st dies foun motive of
‘ é o

\@behavigl]?rn Malaysia. As
m Zo%aantoso et al., 2012);

Muslim consumer intention toward goat milk,pur

compared to other countries such R sia
India (Kumar & Babu, 2014; Pakhretia & Pilta, 2

Ozawa et al., 2005), Afric@ et @l.,

2020; Guney, 2019; Kuradjo &L

2013) and United %cAllen d
4 F &
relating to their %ns’ II[lO Nwarc&&éntion on goat milk and other animal

0}), Japan (Ozawa et al., 2009;
A

N .
: E@e countries (Paskas et al.,

2@; lancu, 2014; Guney & Ocak,

S

6ar®2012) for example, have studies

. . &
dairy purcha & N
( L # .,' C—g')
i that, unlike o (Jfood purchasing motive, there is a specific

goat milk urchac') behaviour especially for Muslim consumer. Studies

e a specific motive for consumer intention toward goat milk purchasing

&yl
e

haviour in Malaysia included, Kamarubahrin et al., 2019a; Kamarubahrin, 2019b;
U

mar et al., 2017; Rani et al., 2016; Siew et al., 2016; Chang et al., 2016. In
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addition, there was only limited studies that had been conducted on consumer
intention toward goat milk purchasing behaviour in Malaysia (Kamaub\Wet al.,
2019a; Kamarubahrin, 2019b; Rani et al., 2016; Siew et al., 2 hang et al.,
2016). Among these limited studies on consumers’ intention toward goat milk
purchasing behaviour in Malaysia, there was only one stu bk:narubahrin et al
(2019a) and Kamarubahrin (2019b) that related togamo f Muslim consumer

intention toward goat milk purchasing behavi n a%herefcre, by

e
identifying Muslim consumer intention towar at milk purc irg @)ﬁﬁ/iour in

-
Malaysia, it definitely added to the body o owledge, e eciakter- on Muslim

NV
consumer study. T \ 3
VAP S

&
The result from this study ed that he wa@ntified as the motive

\ K'Y
for Muslim consumer intenti S@d ggv ;rc@?mg behaviour in Malaysia

]
by four (4) out of ten of gsz p@ants. Previous researchers
\
(Kamarubahrin et al Zmam ruba?iI , @b) found that health is the motive
of Muslim consumer iantion{ gﬁefjmilk purchasing behaviour Malaysia.
Meanwhile, R@ | (2016),.Siew @(2016) and Chang et al (2016) found

P
health as %\f ]ctbr i én&n(i) consumers’ intention toward goat milk
O
purchzi&;@%avjp i Ia)@\e? According to Yangilar (2013), goat milk is a
al'f

functignal*food and it now @&; a part of the current trend to healthy eating. These
A NS

=D

ings are supported by the current study findings, which revealed that health was

0 motive of Muslim consumer intention toward goat milk purchasing behaviour in
M

alaysia.
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Meanwhile, one (1) of the FGD participants recognized nutrition as his
motive on the intention toward goat milk purchasing behaviour. V@udies
have identified that nutrition can influence consumers’ consum&@haviour in
relation to goat milk and dairy animal products (Paskas et al.,.2020; Guney, 2019;
Kuradjova & Petrovicova, 2015; lancu, 2014; Jerop et@ Utami, 2014;
Guney & Ocak, 2013; Santoso et al., 2012; Ozawa e al.w Ozawa et al., 2005).

Furthermore, previous studies (Chang et al., 20 et I.', 2016; Rani et al.,

2016) reported nutrition is a major factor M@ consumers einﬁ/d;gf(ed into
when making the decision to consume goat™milk pred J hisv}#dicates that
ition.aé&?lae of the goat
iIl@ﬂh due consideration

Malaysian consumers are quite conscious outﬁ u

milk and have shown their readin\(b‘@nsume

to health consciousness (Chan@bal., 2 ~Jhe t study also mentioned
-, . - - - - \ - -
nutrition as a motive for onstimer int t|c<)Q ard goat milk purchasing

behaviour in Malaysia. %utr i&%{@ motive for Muslim consumer

intention toward go% urch g?jggkzv in Malaysia.
Besi(&l, two_(2) of the participants identified religion as their

N

motive tov%\ﬂten,orf 0 ga't itk purchasing behaviour. Muslim consumers
O

identifi &Iﬁion as thelr o@on the intention toward goat milk purchasing.

%, g b4

in

Acc to their belie \Q‘gnsuming goat milk was practised by Prophet

N
mad (pbuh) sunnah (sunnah is a type of act/behaviour by the Prophet

0 hammad (pbuh) as mentioned in Al-Quran and Hadith). Literatures
(Kamarubahrin et al., 2019a; Kamarubahrin, 2019b; Rani et al., 2016; Chang et al.,
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2016; Siew et al., 2016) have identified that goat milk was listed as a prophetic

food. Muslim consumer realised that consuming goat milk not only %We.many

health benefits to their body, but they also consume goat milk %Taat in the

hereafter by following and practicing Prophet Muhammad (p sunnah. This can
.

be seen as religion commitment by Muslim consumer.{U re, this scenario

indicated that religion played an essential role as a anot Muslim consumers’
intention toward goat milk purchasing behaviousgin=Mal ysi\lrharesent study's

*
results were consistent with those of other reSearchers, who rid r&"ﬁi'on as a
ardsgoat

AN
motive for Muslim consumer intention tow mjdk ur, asirq-behaviour in
~
Malaysia. \3 M S?
- - Q

Furthermore, one (1) of the particip identified taste as her motive

T ) A&

on the intention toward goat %rcr}ia i i0 he present findings were
consistent with those of @eeﬁ#ﬁo 'Qc—)vered taste as a factor for
consumer to purchase ng'nilk fnd 0 els '\él dairy products (Paskas et al.,
2020; Guney, 2014;%&0\4&&%' a, 2015; lancu, 2014; Utami, 2014,
Jerop et al., 20@%%@, ZOJ@%antoso et al., 2012; Ozawa et al., 2009;

Ozawa et ao\s&).lhese ‘u'shévged that the texture of goat milk is viscous and

=

&

G

produ %‘Hour‘,t ts Iate@ﬂlluslim consumers to consume and purchase it.
b4

Therefore; this scenario indi ‘Ed that taste has an essential role as a motive on

N

im consumers’ intention toward goat milk purchasing behaviour in Malaysia.
0 us, the current study's result also indicated that taste was the motive of Muslim
consumer intention towards goat milk purchasing behaviour in Malaysia.
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Lastly, two (2) FGD participants stated that price was their motive toward
intention on goat milk purchasing behaviour in Malaysia. The prese&ﬂings are

consistent with those of other researchers, who found that prEgg\ factor to
(6]

consumers’ intention toward goat milk and animal dairy ﬁ: ducts purchasing

behaviour (Paskas et al., 2020; Kar et al., 2018; Kuradjow& etrovicova, 2015;

Jerop et al., 2013; Boniface & Umberger, 2012; Van , 2000). These result
showed that Muslim consumer consider goat mi e eIiWy with health

benefits offered by goat milk. Therefore, th%rio indlcate T‘t’ Q‘f‘-)&c’f qoat
A

ers’ gntenti towgrd goat milk
N
\ede & Kinoti, 2016; Rani et

rtedé&t price as the factor

iYg ,(\milk. The current study's
N,

milk played an essential role for Muslim co

slix@)nsumers’ intention toward
&
goat milk purchasing b?\a r ’F e, h sﬂ%l nutrition, religion, taste and
price were identiﬁe% tives 'g M 13;n 4(:;;Qumers’ intention toward goat milk
purchasing be'h@ in Ma\a_ A@rﬁatic analysis was applied and these
&/
themes wer ﬂd@t i to@ transcribe report from the FGD session
é; 2.9

conductQH' ce, b?es of @lim consumers’ intention toward goat milk
purfé@ehavgu Malayé\ were health, nutrition, religion, taste and price.

&’

o
o
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5.5.2 Research Question 2: Factors influence Muslim consumer intention

towards goat milk purchasing behaviour in Malaysia. q

(—)

This research question intended to answer the second raikch objective of
the eight-key antecedent’s relationship with Muslim cons%?intention. The
experiential results showed that the Muslim consumers’ me, subjective norm
(i.e., the antecedents of the TPB model), health, nu 'Y:Iigiion, taste and price
positively influence their intention toward goat “milk purc behawour in
Malaysia. Meanwhile, antecedent percel avioural t'ol_\‘Was not a
significant influence Muslim consumer lnt \/

X~
The PLS-SEM analysi ed t Wre Ions between attitude,

subjective norm, health, nutrltl , e nd) price toward intention. The

A
perceived behavioural co as Aot signific a@oward Muslim consumer
&
intention goat milk purchasi beT Malaysia. Therefore, H3 was rejected.

:
significant pO‘sKm effect atgde subjective norm health, nutrition

The present findin% onsistént with 'th@of other researchers, who found a

(Paskas et al

Gun Rab al., 2016; Chang et al., 2016; Siew et al.,
2Q_)’3 Guney & Ocak, 2013; Santoso et al., 2012),

:201 Kamarubahrin et al., 2019b), taste and price

)
et al., 2020; Gunb§',72019; Kuradjova & Petrovicova, 2015; Iancu, 2014;

%wi, 2014; Jerop et al., 2013; Guney & Ocak, 2013; Santoso et al., 2012; Ozawa

ot al., 2009; Ozawa et al., 2005) toward intention.
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These results showed that when Muslim consumers in Malaysia intent to
purchase goat milk, these criteria influenced them. Therefore, {Rscenario

indicated that attitude, subjective norm, health, nutrition, religio!,g!@ and price
at

has an essential role for Muslim consumer intention toward milk purchasing
behaviour in Malaysia. These results showed that Mushim consumers intention
toward goat milk purchasing behaviour, which ca resWW their positive future
behaviour by improving the general elements 0 I! and adding some

e
elements. Thus, a better and advanced undem@ of these el (ints C"s)jﬁportant
S

in developing marketing strategies to encotiigge mer slim gonsumers to

Y/
purchase goat milk. T \ X~
N 3\

Hypothesis 1 (H1), which ents the r tlons between attitude and

intention. The hypothesis wa ﬁfp}te

ind ngi) tsupported Hypothesis 1
are as follows: The PLS- alys1 0 Mﬁim consumers’ attitude toward

intention (Table 5.1 Tmmgs er n%&t with those of previous research,
a po er

which determined e.l\ ﬁﬂ(tiq,een attitude and intention (Siew et al.,

2016; Chan ). Given that Muslim consumer attitude
is an esse |s‘fa 'h'as ﬁé’wnl continue to significantly influence the
intent c ns , goat milk purchasing behaviour must be
ian by attitude Whlcllgaffect intention.

% The context of this study's subjective norms refers to hypothesis 2 (H2) as

bhe perceived social pressure on the intention and behaviour of individuals who

perform or not (Ajzen, 1991, p. 462). A Muslim consumer who receives positive
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social pressure from those who are important or close to himself/herself will make a
positive decision. The PLS-SEM analysis showed that subjectiven@s' were

positively associated with Muslim consumer who have intentions&@chase goat

milk in Malaysia. These findings were consistent with those_of previous studies
(Kamarubahrin, 2019a; Siew et al., 2016; Chang et al., 6; Jerop et al., 2013),
which determined a positive relationship between s bj&??norms and consumer
intention. The current research proved that subjeetive norms, which are essential

components of Muslim consumer intention &:ontm to aye ziggt')stantlal

influence on behavioural. Y-

AN

Hypothesis 3 (H3) was perc M ich describes the

knowledge and experiences of per the @iings. These findings
revealed that the perceived gfa)lo r "E‘;i msignificant to Muslim
consumer intention on |Ik p asing @our in Malaysia. Previous

\
research described if e5|s’as W 5 and experiences" of performing
the behaviour (Ajzen, 1. p{ e"é}etlon of H3 does not support Hessup
(2010), Baker S’OO |Ch et 006), Conner and Abraham (2001), The

current stu@\ fs‘d rgup‘pgr'{ this of Cheng et al. (2006) regarding the
relatio s%‘&weﬁ%}

O
per.
thE tions develop fo@wledge and experiences. These questions may not

d@avioural control and intention, probably because
gween constructed in a valld context for goat milk.

/

The PLS-SEM analysis showed the relationship between health and

intention. The received support from the analysis is significant, therefore,
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hypothesis 4 (H4) was supported. The present findings were consistent with those

of other researchers, who found a positive relationship betwee w and

consumer intention (Kamarubahrin, 2019a; Umar et al., 2017, aga al., 2016;
=

Siew et al., 2016; Chang et al., 2016). These results showe,q that
k, his/

is/her intention is

hen Muslim
consumers have a good healthy body by consuming goat4milk,
high. Therefore, this scenario indicated that health has aWntial role for Muslim
consumers’ intention and affects goat milk p in be@ain Malaysia.

Previous studies (Khuong & Duyen, 20 &to 2015; nF ’eL\)g' 2014;

Leelayouthayotin, 2004) reported a significant, relationship etwevr health and

consumer intention in other field of ud on o

rchagg‘ﬁ)ehawour. The

current study's result also mentio o%nlflca ion@& between health and

intention toward goat milk asmg r rKMalaysia. Thus, Muslim
consumer believed the heal its fl%m g t(mlll«;f_}

The experigntiahgesults s’owe that h%ﬁutrltlon positively influence the
Muslim consumer %{)n t at" E‘rj],k purchasing behaviour as expected.
Therefore, hy 5 supp@ These results were as reliable as those
of preV|ou et aI‘*&le Siew et al., 2016; Rani et al., 2016;

Prathir; &‘Afﬂ? rd a 2(2@’ These results showed that Muslim consumer

re&a and believed th@;ﬁf itional contents offered in goat milk and thus led to
intention, which can result in their positive future purchasing behaviour.

0 us, a better and more advanced understanding of nutrition motive is important in
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developing marketing strategies to encourage more consumer to consume and

purchase goat milk in Malaysia. \q

The PLS-SEM showed that religion was a significantl sitive effect on
the intention toward goat milk purchasing behaviour in Mala&‘l’ he experiential
results showed that religion positively influence the MusMnsumers’ intention
toward goat milk purchasing behaviour as expected. Xr:stilts corresponded to
those of previous research on consumer behaviour hra etM?; Mukhtar &

N9
Butt, 2012; Lada et al., 2009; Bonne & 3@2& o l&\Dibb, 2004;
fh

Assadi, 2003; Delener, 1990; Hirschm resuks‘oz;howed that

T
,ﬁch can result in
&

positive purchasing behaviour. Thu a better and farther L@rstanding of religion

\ Y
element is important in devel ark al%a glg‘s';fo encourage more Muslim

consumers to consume cha%ﬁjmllk us, hypothesis 6 (H6) was
supported. The current rch }3 |g|0n which was an essential
component of uslla ns enﬂ |II continue to affect goat milk
purchasing beb‘wr | 5

\ §

e P) s It o showed that taste was significant to Muslim

religion of Muslim consumers can M

cons nt| r,d go |Ik purchasing behaviour in Malaysia. Therefore,
is 7 (H7) was Sbfﬁborted The findings were consistent with those of
ous research, which determined a positive relationship between taste and
tentlon (Hung et al., 2016a; Shan et al., 2016; Tobin et al., 2014; Jerop et al.,

2013). These results showed that taste was among the most significant influence in
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a Muslim consumers’ decision-making process toward goat milk purchasing
behaviour. Given that taste is an essential component, this factor{%nd will

continue to significantly influence intention. Thus, taste must 5 ded as an

T

The findings of hypothesis 8 (H8) revealed that tWe of goat milk was

influence factor component that can affect intention.

significantly associated with the Muslim consumersWint tior] toward goat milk

purchasing behaviour in Malaysia. The current studys fin inwgrted those of

g
Priyajor et al (2018), Hsu and Pham (2015), and Giz Zbl_zgz,‘)]erop et al
(2013), Santoso et al (2012), Cazacu et al reg cﬁ’n relationship between

price and consumer intention. This i Mly bgfau f cofiSumers’ willingness

to pay due to health benefits offere nsumin} at mi@Given that price is an

\ Y
essential influence compone (@fa%m%a d \@*continue to significantly
%f

o
influence intention. Thus,q& go il muxﬁ%—regarded as factor influence
\

that can affect intention.
X~ | S
’ F &
55.3 Resei@msticin \Bemogr ic Characteristics as moderate have
effect on le ns i entitfé()ward goat milk purchasing behaviour
SN E S
. . ’ 4
in Malaysia. @)
N $
Q* $oty

IS researc quesﬁ@fintended to answer the third research objective of

S
raphic profile as moderating effect on Muslim consumers’ intention toward
at milk purchasing behaviour in Malaysia. The experiential results showed that
the demographic profile as moderating effect was insignificant to intention and goat
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milk purchasing behaviour. The rejection of the Hypothesis 9 (H9) does not support
Lobb et al (2007) findings where demographic profile positively aﬁﬁ nsumer
intention. The current study's findings was unable to support al (2007)
regarding the relationship between demographic profile, intention and purchasing
behaviour as the respondents in their study were mostly fiom developed countries
and did not focus on goat milk. By contrast, the p ticw of the current study
were local and Muslim. This study also focus ly“on ithe goat milk sector.

However, this study’s findings were similar %udy by Ma c’:hi‘&‘gl' (2008).
A

They found no relationship between demographic charact isticvariables and
Y

consumers’ trust in food safety inform%z j \ E\T

&
55.4  Research Question 4: wn@ Im c@umer towards goat

A
milk purchasing behaviour ':%ra)ys'it%

N

1

. O

Previous researchersvAzi : 20§m & Suh, 2005; Grewal et al.,

1998) found that i Zntion [f c sdm®' was also a powerful factor for
’ &

purchasing ber;{j& ééel (2001) concluded that intention was

the motivaticn{r i

includec@antio t ﬁ'oz(_gnilk purchasing behaviour in Malaysia. These
findi e
i \

in a certain behaviour. This concept also

positively affebtbl\/luslim consumers toward goat milk purchasing

%viour in Malaysia. This study stated that Muslim consumers have more positive

Qﬂtention toward goat milk purchasing behaviour for a better healthy lifestyle.
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5.6 Contribution of Research

The findings of this study provided important theoretictN;racticaI

contribution. The contribution derived from the findings were di% as follows.

5.6.1 Theoretical Contributions \,z

This study contributed to the Ajzen’s Theotyaof @nnid Behaviour (TPB)

from the dimension of Muslim consumers’ intentiomytowar: g‘b&{élk purchasing
"X

(S@erceived

d p@ rarely to be
v

eé%e empirical data

&

elements was significant. The ngs rt ci)éind meaningful, adding to
6
the numbers of consumer iour :%@s‘.‘ Lh@ﬁ'nding of this study showed
on

that intention significan uenged t s@rs’ behaviour toward goat milk
(S
purchasing. Thus, the

Gﬁm@e used as the foundation to future

N aie
research. ,&\ Q 5

1 O
¢
e pirifl in ng’ ofd‘g]?s research has several significant theoretical

N
enci‘l'%\lntention to purchase goat milk were investigated

u*&nsumer behaviour\ﬂ%éry which was Theory of Planned Behaviour (TPB).

\Lﬁverall results indicated that the theories provide a good understanding of these
ozctors and may contribute to people’s intention to purchase goat milk. An

important theoretical contribution of this study was that it helps to understand the
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importance of variables on consumers’ intention toward goat milk purchasing

behaviour. By integrating these variables simultaneously, this stud){g able to

discover the relative significance of attitude, subjective S&\@ perceived

Yw

From a theoretical standpoint, these results coWed to the existing

behavioural control, health, nutrition, religion, taste and price.

literatures in several ways. The findings of this res pp(irted the Theory of

Planned Behaviour (TPB) which indicates th eha ioWelttitude IS a

g
determinant of intention towards goat mi urehasing b iJuL\c@s well as
predicting intention. Moreover, some stu nt '?h emographic variables
such as: gender, age, marital status,s edlfqati

and el of income etc.,

have an influence on moderating e ward goatamilk p@hasing behaviour. As

an argument for those studi:(f)sio ur'r; conls)i\ rs several issues before

.
opting to purchase goat mi A%
ltk\ ’ S
Based on ings of the ‘(%Jﬁl} ‘stuay', attitude, subjective norm, health,
é Y
e beeh.id

nutrition, religme an(i W é entified as key factors in determining

Muslim cons%s inte‘Qard eié( milk purchasing behaviour. As suggested

by Ajze %a corlu m:grg@i(‘)?influenced by subjective norms of influential
Shet A

peop. oup belo . The point is that consumer’s perception of the
> .

t\ f those around th(é?n: parents, friends, colleagues, partners etc. would

‘éence their intention toward goat milk purchasing behaviour because they prefer

0@ purchase products that benefit them and have a sense of belonging among the

peer group or society. In addition, TPB were carried out using personal component,
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specific behaviour component and social component. These factors serve as key

determinants of attitude toward intention which influenced behaviour. q

Thus, the findings of this empirical study iIIustrateA{t ;Le Muslim

consumers segment hold favourable intention toward gcwvmk purchasing
behaviour which were sufficiently noticeable to endorse retailers and goat milk

producers. Increasing the awareness of Musli%&m rbout the positive,

negative, direct and indirect effects of their purc gb hwg the healthy
Y
impacts is absolutely necessary to encour. these practi c‘ng&hptions by

Muslim consumer to purchase and consum milig@ querﬂ&v
X
Finally, these finding als@ valtiable fore%&on for retailers, goat
Musl

milk farmers and investors o m ‘hsxkn?rs gqerns. The demographic

inferential analysis reveale emale co %ers@ hold a higher education
&

level have more favouraaﬁﬁnteit' ard @t milk purchasing behaviour.

Retailer, dairy goat znd investor can simply trace this segment as their target
’ &
market to incrwr ma[ \rs.r s. Given that potential Muslim consumers now
rchase

increasinglyﬁk g ik, re H%(s, dairy goat farmers and investors can
* 27 S

begin to gof HK ra"cti{;ej not only as temporary strategies, but rather as

fund motiva frat i@ed government agencies. Researchers agreed that

>4 . .
consumers are hlg‘I{';Pconcerned about the goat milk benefits.

)
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5.6.2 Practical Contributions

The research findings added helpful explanations cN;nificant

antecedents leading to Muslim consumers’ intention toward g purchasing
behaviour in Malaysia. This research also provided practical Wutions to more
accurately understand Muslim consumer intention regardin portant dimension

of goat milk. In this research, the methods (qualitati qualititative) were seen

as complementary. Since qualitative findings wer r quantitative

research, the mixed methods contributed @weral fi ds _kﬁa practical
" °i

implications of this research.
First, this research demo
intention toward goat milk pur h UTN ?Qhealth, nutrition, religion,

taste and price. The resear sthed atti : subjective norm, health,

T

ves Muslim consumer

o

\en W
nutrition, religion, taste, pricesand r were@nificant antecedents of Muslim
consumer intentio d goat IkI asmg behaviour in Malaysia.
2o’ ¢4,
Furthermore, s\searcp ed t perceived behavioural control was

insignificant n usI ume %tention toward goat milk purchasing

i
¢ R S

behaV|o e o0 the ewer(_l)e supporting factors and the many inhabiting
facto h |nd|€| Mlll rceive themselves as difficult to perform the

r This implies Mu%'ﬁm consumer control belief in this study did not have

%ﬂrable toward intention on purchasing goat milk. Hence, detailed explanation

bf this can be explore further in future in-depth studies using a qualitative approach

for examples interviews. Besides that, demographic profile of Muslim consumer as
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moderate did not have any effect between intention and purchasing behaviour.

Thus, the government can apply these findings to develop Iong-tern‘{%gies for
developing a goat milk consumption culture, considerin%(m'e) following

implications:
X"

I. The cost of goat milk purchasing is not just ndent on healthy
consumption but also economic and social, in maisive impacts to the
quality of life. To minimise unhealthy co pti nW\‘ernment can
implement social marketing campai ise awar s'amﬁ%g Muslim
consumers or Malaysian’s 1nv01ve ith 1’ issues. 'Fhe‘zzhallenge for

policy makers is to find w, e addre slim “€gnsumers’ religion

perspective whereby impro eir purch Ing a@consumptlon practice

of goat milk toward hé%“m% ll etlng campaigns need to

develop a clear vi asso slnﬁe%sumers with health benefits
and religiou eI i g&na?enhancmg the distinction of goat
milk to cons%for g'iggtter quality of life.

i. It can e not S att and subjective norm were found to be
3|g ec'ts ' consumer intention toward goat milk

p smg‘, e research context of Malaysia, attitude and
S&(ectlve norm mvgj;@‘;;ent are important to promote goat milk purchasing
behaviour. Musllm consumers are more likely to purchase goat milk when

§ they believe the effects and quality functioning of the products. In case the
government fails to do so, the alternative way to facilitate behavioural
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change could be through policy changes, which do not encourage other

dairy animal products. Therefore, to develop a goat miKﬁrchasing

behaviour culture in Malaysia, the desirable images of goit(ﬂ@ as well as

dairy goat farmer should be projected on a national scaﬁ:

Secondly, businesses can apply factors of rellgl and taste in their

marketing communication to enhance positive pub ges'of goat milk. The
message should project goat milk as a desirable ial ima etlng a mass
market, and not just a niche market. As r@konsu er pfeg{? desire to
purchase and consume goat milk, the pro of y sho't:&lg~ be enhanced

ger s@Thls will impact

t mH@nd thereby increasing

by scientific lab testing to increase th Mtlon%p
;I

the reduction of price and mcrease

AN
the purchasing behaviour of ﬁ 51 cg_«)%umers.

%
Finally, this researc a] d m.@ context of Muslim consumers

in Malaysia as th% tliandombnt, consisting of young Muslim
:
d an

consumers Wh e WeII ave healthy consumption practices.

Therefore, theresearch re é&‘éable to the emerging market which share
g\ rcy
similar itions i KQ}J ation sizes and fast changing consumption

patte Musl‘r wme@ dominant, the potential positive effects of goat
rchasmg behawour((éan be far reaching, should goat milk consumption
‘ére be built and enforced. The future of goat milk consumption in this country

bould begin within the private-sphere of consumer behaviours such that consumers

purchase fast-moving products with eco-friendly characteristics.
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5.7 Limitation

The researcher strongly believes, undoubtedly that thi %&; will

contribute to the field of consumer behaviour theory and practi diScuss earlier
or at least contributing to the body of research and Iite% on consumer
behaviour. However, this study has its limitations, as does a t all other research
empirical or non-empirical. Although efforts were m X;ur'e the validity of the

results from this study, several limitations existed“that sWt‘ed for when

Y.
interpreting these findings. Limitations in@eas of s Iiﬁg_\fﬁ\bthod and

experimental design and suggestions for to grc thesa%mitations in

N~
further research will be discussed hert.\) W

&

Firstly, respondent’s p ho \asQ ec }&kdifﬁcult to obtain. Some

of the respondents were avq@o pafticip nd »n were not. In addition, the

sample of the study ma %e a‘ pres%Q\mtion of the Malaysian Muslim

consumers due to Ceratio of Jpotential respondents as well as time and
’ &

financial constr N:urthi e C(Q&mience sampling process may limit the

generalizability of the fi

the @t(‘fe population.
l
C) 2.9
%ﬂdly‘5 yn' gé@ level of intention and goat milk purchasing
g
behﬁ'o the analysis indic'c%t%' that a majority of respondents fall within the high

e
ory of intention and goat milk purchasing behaviour. This shows that, the
%D

ondents are devout Muslim consumers, trying their best to follow the Prophet

Muhammad (pbuh) sunnah. This model represents the relationship of intention and
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goat milk purchasing behaviour of Muslim consumers who are committed with

Islamic value. However, in reality, there are Muslims who are no{ievout in

practising the values of Islam in the daily life. In order to under!tg'ﬂ)he varying

level of Muslim consumer, more respondents from different bﬁg d are needed

in future study. The convenience sampling mentioned aw n help to include

varying groups. Y'
Thirdly, the intention before purchasi MQIH%JS very

N
important for Muslims. Intention is dlffICU| easure, beca |t'|s_f\fé‘lhted to the

heart and sincerity of each individual. Th y o erv aII le of Islamic

understanding in explaining the pur tentl : refo addltlonal Islamic

&

perspective can be added as elemen intention as.an e@smn of this model in

future studies on the dimensi P rcr}\aihptﬁn 0}&
‘é ‘&

Besides that, Mala I-ethnfe*population and therefore, may

h %
tation o Ejjeémbfalres Thus, the accuracy of data
resp

obtained depe n the h ‘)

have a different i

ﬁ‘

nts in giving their opinions.

’v
5.8 | ‘,l O

\
esul pre@ study provided insights into future directions for

Mt\Aconsumer behavm@“'research
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5.8.1  Policy Development

The results of the present study have shown that perceitﬁoural
e

control and demographic profiles were not strong enough to inf e intention
of Muslims consumers toward goat milk purchasing behavw.'Therefore, this

study implies a possible scenarios, ease and difficulty to\p&oﬁase goat milk and

factor do not influence the intention of Muslim S er' toward goat milk

is n.&\gdily available,
@
Y
expensive and has a strong odour. Thus, INr consume m&y@ have an
v, P
invsla Y
W >
Therefore, it is recomnm\e)w\é the~gov nm%ginitiate programmes
ed an

Muslim consumers can be rea@ RQTm t'oqburchase goat milk. This
could be done by engagi imficon rs @esigning the government
&/

initiatives that suit their ch cteIi i

purchasing. This is probably because of goat

interest to purchase it, even though itisat

att them to purchase goat milk.

Promotion and publici uld al erence of Muslim consumers. It is

o suit tHe
’ F &
also important ilize tf]e riateésdium of communication, for example
social mediaw the i con@%rs and attract them to purchase goat milk.
¢
Moreov thezovefm ﬁ'ld(i_t)volve public and private universities in their

% NS
awan&@ ograt‘ﬁ T tor ex@?le, organizing events to increase awareness of the

Qe In addition, hardly any of earlier researches deliberated on the

government’s initiatives to encourage goat milk purchasing by providing reliable

269



information and knowledge. Thus, it is recommended that policy makers in the
government, research centres and universities allocate more funding for reSearchers
in this field. This is to enable more in-depth studies to be condu tga@ consumer
behaviour toward goat milk purchasing in Malaysia. Hence, t '% enhance the
strategies and policies of the government on consumer behaviour toward goat milk

purchasing, for Malaysia to achieve its aim of becomi gwﬁobal Health Society.

l

5.8.2 Practice

] \Y-
| O
The findings of the present study e shoxyn that' attitude; subjective

S .
variablesthat determined

in%haviour in Malaysia.

This implies that Muslim contmer coul irTu ced. if they understood and

practise Islam as their way g@vaveﬁ pos att@b towards goat milk and are

surrounded by people whhourr 0 pu@ase goat milk. Religious factor

norm, health, nutrition, religion, taste and price were.t

N

Muslim consumers’ intention tow, r&? milk

was one of the d inants. As hal éo@mption is a part of the religious
’ &

obligation in Ij@ indil/ \hw th maflefate or high religiosity would consume

halal food in4heir PS' itcg%(nportant to educate Muslim consumers on

ily
ig n\(j_r;gs on food purchasing.

<

4 . . . -
the me@é of attitude was also important in determining

the concﬁ of alal B/d

4

:%condly,
im consumer intention toward goat milk purchasing. The attitude of Muslim
nsumers toward goat milk purchasing covers the advantages of goat milk itself,

Qor example the aspects of its benefits. If someone has low religiosity and does not
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practice Islam as their way of life, they could still purchase goat milk if they have a
positive attitude about goat milk, especially if they know the advangg{ghat goat

milk could provide. It is important to highlight to Muslim consuEw goat milk

has many advantages, especially goat milk that is cert'(led ith the halal

certification. This is because the halal certification ensur at oat milk products
have met the standard of halal, hygiene and safety. fact, JAKIM’s halal
certification complies with the HACCP and A&en orsement. It is also
important to inform consumers about the benéfits that isfensu d by 8 JAKIM
certification, as this would change the way view jh\lvﬁlcaizen and could
eventually develop their positive attltl% oa urth an(re as proven in

previous researches, positive attlt e t hala oulaﬁﬁlluence non-Muslim

consumers to consume haIaI fo ubs qﬁ; tﬁ‘d increase the halal trade

and consumption in the co Aj
The third n dete’ t'w

min I @bjectlve norm. According to the
result of this study, faa/ and{ cd'tﬂgunfluence Muslim consumer intention

toward goat n@as@usl@\onsumer meet with people from different

backgroun da7 m‘%da’ly , they are influenced by the way their friends
@,

purchase mll‘k. they o@e with friends who purchase and consume goat

e

milk,%there is high p033|blg§3t.hat they too would purchase goat milk, and vice
A NS

Adding to that, it is recommended that families be the platform to educate

0 ir family members on goat milk purchasing. The importance of goat milk
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purchasing should be highlighted in Muslim household, so they can educate their

families about goat milk in the future.

The results of the moderating effects of demographic & Eetween the
intention and goat milk purchasing behaviour among Musllm mer suggested

that there was no interaction of demographic profile bet\w intention and goat

milk purchasing behaviour. This implied demogra f|| dld not affect the
intention of Muslim consumer and did not contr| to the I purchasing
N
behaviour. ! _{’3
&y
5.8.3  Marketing T

This study investigated Ng consum Int@)n toward goat milk

purchasing behaviour in Ma Th Xg ing on this study is that
c.)
several similarities and nces Be n intention and purchasing

behaviour. Thus, prod and'n S i \Oat milk industry can develop

1/

l
marketing plans a ategies” dingly based on the Muslim consumer

behaviour. '&\ | &é-/

y

the a aviol ’thus
N

ar |ver more stable@ as attitude, subjective norm, perceived behavioural

rfre(j%ortant in marketing because they determine

e relevant for market segmentation. Some factors

| and so on. The five motives of intention can be viewed as basic segments
at can be used in conjunction with demographic profiles. Marketers could design

product or communication strategies specifically to target these segments.
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Advertisements targeting Muslim consumers from factual and value-oriented

segments, for instance, could focus on the products’ key nutrition Vg;e, taste

(ingredients) and price aspects rather than trying to convey an imaSe&gnotion.

Marketers can also use socio-demographics to ident arket segments
through a target group for their goat milk brand or product.“§he issue with socio-
demographics is surrogating the cultural influ n 'I\/Iuslim consumer

purchasing behaviour. Therefore, marketers can c di ew’mercials and

Yw
advertisement for different age groups. é J ’ _\c}
s \/Y'

To maintain a competitive advant%e, c \aﬁes owgf' milk suppliers

>

can use the information on MUSK mer i n on‘goat milk purchasing
behaviour which are collected te-plan and-desi T %.market approaches, seek
methods of positioning goa roddcts within ta \markets and even develop
_ _ & _
new goat milk products_an t dl)f arkg&astly, findings from this study
may be used to cre% eting ¢om nlcatb'l channels from the perspective of
’ F &
Muslim consu . To i] i megage across to consumers effectively,
&

companies OIKat ilk i nee@ create marketing communication in such a
¢ ? L)
way that.eonsumers [can-learn abgus goat milk’s prices, health benefits, nutrition,
f

NS
relig'w and ths ir@s showed that social media was one of the major
. . > 4 . : :
ngs that provides afdbod source of information for Muslim consumers.

N
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5.9 Future Research

As mentioned earlier, goat milk purchasing behaviour ita'iig;t from
other products’ purchasing behaviour. This is because cons ave unique

intention with regards to different product. The current studmoses additional

dimensions, which could lead to new intention. Therefo here is a need to
conduct research on goat milk with new instrume@ ed. '

Even though the purchasing behaviour was able to 'ntﬁgonsumer
segments and compared to different %}Iem‘pg ph va@}ables, little

g- v
consideration was given to whether these segment

stantial, responsive and
stable and therefore can be effec@é ers 6{1 marketers. Further
research is needed to determineghe extent K&Qur differs at the product

RSN
. . N
level, which would give mo ate infor no ci?!entlfylng segments to cater

&
the different needs and wahf eai er s@aent.

ey

S

‘ : z |
In addition, research Ul‘dgﬁe into account in the sample
representative& n t!ed earlier,

urrent research was done for Muslim
consumers(\i’bhwi ight 9;' rmgeéent the overall Malaysian consumers.
Furthe &!onve ence s @J was used, therefore, it is recommended that the
QLo T
ie

stra ndom sampling & dopted in future research to represent heterogeneity

G,

S
;’N@Iaysian population. This should put more emphasis on specific groups rather
n

individuals. As an example, the study on Muslim consumers’ intention

Qetween married and unmarried groups or study on elderly consumers age of 50 or
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60 and above in order to find specific results on trends and relationships for deeper

comprehension. Splitting the sample groups showed that some variatigskg exist in
the reliability of the construct for the groups (younger or older) (ﬁ&@ 2004).

5.10  Recommendation Y‘

There are three aspects of recommendation Y’(ﬂture research to be

conducted. The recommendation of this stu e isgu\sedd!rom several

perspectives as follows. . \Y'
|5
5.10.1 In-Depth Understanding on t rmindn Muslim Consumer
T
Intention toward Goat Milk Purchm& avigur é\
&

nants of Muslim consumer

This study provided sults n d inant i
a
intention toward goat milk pur g in Mala t@ on the statistical point of

o
view. This research has p M mifn‘éerstandmg the intention and
behaviour of Muslifi ¢ aner to ;@

/i

ard goat purchasing. However, in order to

understand Why ome de‘ S v@lgmflcam and some were not an
t

influence in u oat milk purchasing, an in-depth study
could be ugted ti inye géf?e Q}caetermmants of Muslim consumers’ intention.
In- de@%e'rstaﬁ%\gz the odel and variables proposed in this study could
p a comprehenswe@wledge about Muslim consumers’ intention toward

@'ﬂlk purchasing.
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In addition, an extensive study could propose relevant suggestions in

improving practices and policies of goat milk purchasing in Malaysia\;g present

study has shown that attitude, subjective norm, health, nutrition, S‘g@ taste and

price did influence the intention of Muslim consumer toward qeat milk purchasing.
The roles of these seven determinants could be elaborated 4urtherin future in-depth

study. Similarly, as the perceived behavioural contro anWographic profile were

not found to be significant in the present study, tled XDIWf this can be
explored further in future studies using a qualitative approach, s ilS ?@iew&
S
d

5.10.2 The Role of the Marketer arvnver entyri Creaj‘{ Awareness

T
Program to Promote Goat Milk \/ é\
<, )
The role of the goveruz;t I

&
% Futgp researches can focus on

&/

uen f the Islamic studies or other

skim consumer toward goat
milk purchasing was exp

experimental studies whichgok ]t
similar subject tow. ehaviqural ntén@of Muslim consumers toward goat

’ &
milk purchasi:@s Wi‘ \rp\ 0 dgnmine if a particular subject actually
lim

influences M\ onsu >antentionstoward goat milk purchasing. The findings
= |2 Pe S
€

of this fﬁE earch ¢ b'g @_951 by the government and stakeholders in their
plan f sub}g pr@mmes for Muslim consumer. For instance, the

r om this research b&@ld then be utilised to improve or to revise the content

‘éthe learning and teaching techniques in delivering the subject. Similarly, it

OOUId be used to improve any programs related to marketing generally and

consumer behaviour specifically.
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In this study, contents and ingredients in goat milk were the important
factor to Muslim consumers. Marketers can incorporate this segment %?ectlve
marketing plan to promote the health benefit of goat milk. Resear hown that
omega-3 fatty acid found in goat milk can help lower risk o ﬁlsease and is
essential to the growth and development of children (@8; Kompan &

Komprej, 2012). While a marketing effort touti mnal may eventually

convince Muslim consumers to purchase goat mi e ﬂe%meantime the
goat milk producers could try to grab Muslim umers’ aftenti rzlt 'Q:Grlety of
flavour. ‘T

2 Y‘
5.10.3 Further Refine the Conce;%%del of th resen&udy

This study focused t%um uTer 5n<\l,\/lalay5|a The findings
focused on religion for thg@oned‘isco her. \e, it is recommended that

&
future research applies th delyt er §§p of population from different
L fu

religious backgrou tlvely e’r @e the conceptual model developed
in this study rmore |f earc Qam explore the potential and strength of
this model | he ala Ptextcgér'oss the different religion background of
respond I can ur e test \@9 Theory of Planned Behaviour (TBP) as a

ame\ﬁ |t|0nal variable of health, nutrition, religion, taste

conc
@e as proposed in thﬁc:s‘tudy
Qe It is also recommended that future study be conducted to validate this

model by comparing urban and non-urban areas. This could contribute in validating
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the model as a conceptual framework and enhancing understanding of the

determinants influencing Muslim consumer intention toward goat ijk\chhasing

behaviour in. : (’)
5.10.4 Longitudinal Studies Y*

Fourthly, longitudinal studies should be c nd?'in the near future to
enrich or further improve Muslim consumers’ Jintention toward goat milk
purchasing behaviour in Malaysia, since Muglim consu e;s"\'n;{;t&mowards
purchasing are dynamic and can change fre tly. Tt}e for, atio%._%btained can

Y/
be used to deepen other factors that might mfluen im cens{imers’ intention

toward goat milk purchasing beh i%use IIeE%\of providing quality

and good products never ends. Eis will r I?I %anies, the policy makers

to periodically scrutinize @/eakhess str in order to achieve a
&

competitive advantage over eigl Ies a@also to convince the consumer

to patronize their c ion of: Daﬁl-k{ §
&
O
5.11 Conc}@ ® @

N s ) g
r ear(f atte te'd @ji?vestigate Muslim consumer intention toward
$ o
goat % c %ho: fé?

hasin vioursin Malaysia with application of Theory of Planned

ur (TPB) and adda.@mal variables influencing the intention such as health,

n;M on, religion, taste and price. The moderating effects of demographic profile
Qm intention and purchasing behaviour were also considered. Besides that, the

effects of intention on the purchasing behaviour were also included in this study.
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This framework, which was adopted from the TPB conceptual framework, was

developed to determine supportive answers for the research questions{%rdingly,

ten (10) hypotheses were proposed. A qualitative study was cond ccﬂ)dentify the
motives of Muslim consumers’ intention toward goat milk ﬁg behaviour.
An empirical quantitative study was then designed to exa$dy hypotheses.
A questionnaire was developed according to existi IWre review. A total of
500 structured questionnaire were distributed a us |r‘1 consumer all over

Malaysia for the data collection. A total of 42@saccomplished tIOIZfI)Q res were
-\
y

collected. The aggregated data was then anal descriptively and uzﬁerentlally by

PLS-SEM analysis. Results of the an tlc ex

re\QJE~ at the attitude,

ice éﬁlflcantly contributed

ilk“purchasing behaviour in

subjective norm, health, nutrition &@, taste

to the Muslim consumers’ 1n ntion to q
N
Malaysia. The next |mpo dlng"of t qlanchﬁ?ial analysis indicated that
female consumers and rs |g er pri educational levels were more
likely to show hlg}%l ve |n tio BQ{IZQ goat milk purchasing behaviour in
Malaysia. Thes ngs Iend%&ﬁg support for the applicability of TPB
&
in consum a i ur s' 'E)@also provided opportunities for further
' 4
researc gres in hmg&be goat milk purchasing behaviour literature.
AT
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