CHAPTER ONE

INTRODUCTION 3 )
1.1 Introduction Y\.,
This research focuses on predicting Musli m@:at')n toward

goat milk purchasing behaviour in Malaysiazand investigates emteYﬁect

S
between intention and purchasing beha in the context’ of (goaNnilk in
Malaysia. Furthermore, this study identm bt'sek Musli@!onsumers’
intention toward goat milk purcas be t*u?

y investigated

factors influencing Muslim consu intention
behaviour. Next, this st@xam% iSten&@“of Muslim consumers
toward goat milk purchas ehav’m:%:;vi‘(‘)u G&ies stated that consumers
are influenced by m ctors’and pr@sive intention and purchasing
behaviour mod%alasi{b&;z%%geveloped (Kamarubahrin et al.,
2019a; Kam@thin@:han@l{, 2016; Siew et al., 2016; Rani et al.,
2016). Nfor isstudy &e%b to make further contribution to this
Si area of goat ili c&n&umer behaviour. This chapter explained the
S

:ww of tﬁi d& whigh consists of the introductory, background of the

N
\ y, problem statem'e‘Q, research objectives and questions, theoretical and

—

.=

conceptual framework of this study, limitation and ethical issues.



1.2 Research Background

“O you who have believed, eat from the good things which We \Q

have provided for you and be grateful to Allah if it is [indeei‘ﬁ

Him that you worship”.
(Quram; Al;Bagarah 2:172)

Good things (halal and thoyibban) is a con Xhin 'he Islamic faith

that comes from the teaching of the Quran,athe Ha itw Prophet

‘cmjx;ods

Y
iop; and\a?ﬁoted by

prohibited to a Muslim and those acce%. consum
the Prophet in the Hadith, Allah pr(% ods(,\ha good@person (Al-
Teinaz, 2020). The surah a hrly sta at céumers especially

Muslim need to find good S wW h| \e\ﬁlal apd“thoyyib (wholesome,
healthy, safe, nutritiou;éf g dod q ) f@ (Hasuna et al., 2021;

Muhammad (pbuh), and the Sunnah. Thes e give direc io's

Baharuddin et al., 2015)%The ust‘ryé recelved special attention
worldwide as Zthe mlst P teritnj}usmesses to be explored and
developed an fr(i imat &3’[’8 billion Muslims throughout the

world hw ea ial door- o r for Halal industry (Yusuf et al., 2017;

Yunus%, 20 4) T d'anac-l}('ah International Markets Bureau reports an

% nal alal f ’d rad@ $150 billion a year (Kabir, 2014). Moreover,

e global market vahe?fbr trade in halal food and non-food products is

stimated at USD 2.3 trillion annually with the global Muslim spend reaching

%USD 3.7 billion by 2020 and its one of the world’s fastest growing market
Q (HDC, 2016). According to Mubbsher et al. (2017), Muslims’ purchasing

power is also increasing at a rate of almost USD 1.4 billion daily (USD$ 500



billion annually). One example of good things in halal and thoyyib foods are
the prophetic foods. Prophetic foods include barley, honey, dates, goatYH(
and others, which have been mentioned in the holy Quran and @o be
beneficial to health (Rani et al., 2016). Prophetic foods are ﬂkthat have
been appraised in the Al-Quran and Hadith and have proveg to have many

benefits (Rani et al., 2016). It is also recommended by.‘he}hﬁhet Muhammad
9

(pbuh) for a better and healthier living among Mu ra'et al., 2021). In

Malaysian context, the Islamic values directly indi ecWences the
L ]

Muslim consumers’ lifestyle and food %}tion h e# @0'16;
Hassan et al., 2016; Aniza et al., 2013).auli it% ent,.Qs/%'eneficial
to the human body, goat milk wggw:ad\to cons by Muslim
consumers’ due to its nutritio&%\s and be S to@%‘lth (Hipni et al.,
2020; Aziz et al., 2020; Um(ajl., 2007

o >

o
Increased Musk%%mm%}mne@ealthy lifestyle (Amina,
2018; Wilson, 201Wnso‘, & nb..@@ has changed consumers’

-
7y

intention and behaviours and® uently induced purchasing decisions on

goat milk &}.et @Cha

2003). N ingreasin Warere;f)sﬁmong Muslim consumers have made the
ma@zrow teadil bog&iﬂg the demand for imported dairy products.
6‘@ VA

&

al., 2016; Siew et al., 2016; FAO,

%

ia impor iry products for the year 2015 is about RM3,496.79

g

> x
\ lion (DOS, 2016). ‘nc@mWS the significance of demand for dairy products

market and room for promoting goat milk consumption in the local market.

Q Despite huge numbers on imported dairy products, there is an issue

among consumers especially to Muslim consumers who still do not purchase

w



and consume goat milk widely (Rani et al., 2016; Siew et al., 2016) even if it is
a Sunnah practised by the Prophet Muhammad (pbuh). One of thw
reasons for low consumption of goat milk is a low demand fror(g}mers
(Siew et al., 2016). Some reasons why Muslim consumers do nﬁ%hase and
consume goat milk is because of its strong odour and tasteyhigh price and

unavailability in urban areas (Paska$ et al., 202(}l et al., 2013).
r

Moreover, goat milk is not promoted as a func inkg or health food

(Yangilar, 2013; Ozawa et al., 2009). Consume ay so.‘o\idlenced by
L ]

ilk consu icﬁ:@ssive

media articles presenting negative effects of

creation of sputum, formation of ac
digestion, lactose intolerance, e

inception of various other hea@

(Frolkovicova & Bukovsky, , Furin \2 &

@
Following the{ of lit re ddre&ﬁ&consumer intention and
behaviour, the lack Wrmaion a cep (Perez & Salmones, 2016),

even though goat milk has W t value only few consumers have

recognize eﬂ@, consu@rs are more familiar with cow milk
comp M

h goat (Utac@}ZOM) Therefore, determination of the
'

int Muslim tonsum oward goat milk purchasing behaviour are
rtant. It MJ'ng 1rq-severa1 researches that consumers’ behaviour is
\Aong the major fac*t;’ influencing purchasing goat milk (Kurajdova &
Petrovi¢ova, 2015; Jerop et al., 2014). Thus, attitude, subjective norm,

Q perceived behavioural control, motives, and demographic profiles are factors

that needs to be analysed to get better insight of Muslim consumers’ intention



towards goat milk purchasing behaviour in Malaysia. Armed with the
knowledge of what is lacking in Muslim consumers’ intention towar?ut
milk purchasing behaviour, the policy makers will be able tofdesigh and
implement effective programs to educate consumers regardind'&hy issues
on goat milk consumption. In short, the aim of this study i§ to investigate
Muslim consumers’ intention towards goat milk p chM behaviour by
applying the Theory of Planned Behaviour (TPB) &/o.rk, Thus, the TPB

could be employed to provide researchers an actiti nw a better
L ]
ey 9
ntentions t ar‘ls ‘@’ milk
ges{ ing @gies for
: ?‘(‘
ik
&

die@ecause it contains

understanding by predicting Muslim consum

purchasing behaviour in Malaysia

attracting Muslim consumers in co

Consuming milk is vema t
significant amount of sat gﬂ)ﬂt, Rr%a ciu&%ﬂd as well as vitamin.
The recommended da@ p@%ﬁclﬁdi oat milk consumption is
about 200-400 ml fo?ﬂls ani 600480 mI.@}children and pregnant women
(Miller et al., mea & A 1 ?.al %ilk products including goat milk

N\’ O

is a highI&- us anim oduct-@at milk is known as a nutritious food

/s
=
=

milk (Yangilar, 2013). Consuming goat milk is one of the trends in consumers’
behaviour (Utami, 2014), and is starting to be well known among Malaysians

especially Muslim to follow Prophet Muhammad (pbuh) Sunnah (Rani et al.,



2016). Due to its high nutrition and health benefits, goat milk has also been
suggested in the Al-Quran and Hadith. Goat milk is a highly valued w

food, beneficial to health with the appropriate nutritional behavﬂy?& help

improve quality of life (Turconi et al., 2013). *

Thus, the main purpose of this study is tq%;gate Muslim

consumers’ intention toward goat milk purchasing four in Malaysian
context. The objective of the study is specifically to ify W‘at is the motive

of Muslim consumers’ intention toward goa: milk purchasing w'ou\?-The

second objective is to examine factors influence] M@§fim' cohsumers’
’ Y

intention towards goat milk purchasiWaviN aIayQ'?\.’The third

objective is to study the modera%\ﬁ@ct d : rﬁ&;s of Muslim

X

consumers’ intention towards g ilk_purchaSing behaviour in Malaysia.
The fourth objective is t &”theﬂ I%S s'émn consumers towards
goat milk purchasing %r in*Mala iaﬁ@dy highlighted the TPB
based on attitude, s e n<'rm, r eive@havioural control, motives as
the extension from t the% é{}ﬁ: profiles as the moderator. Goat

milk cons;@m amo‘g lim co@mers in Malaysia need to be analysed

N
to hav, Ngtter inﬂ\g? on m&)‘@ters and policy makers to develop this
i a

'
thi\(MII be an initiative to promote healthy food

in n top of
s s *5 . . .
consumption arpong Muskrm in Malaysia. There is a need to look at
4
\Asumers’ behaviour?é?lnd ways to promote goat milk consumption. Hence,
identifying motives factors driving Muslim consumers’ intention towards goat

Q milk purchasing behaviour will be supported by conceptual framework

develop for this study based on the TPB.



The decision to conduct this research on Muslim consumers’ intention
toward goat milk purchasing behaviour in Malaysia is to support govern?!'s
effort in promoting healthy lifestyle (MOH, 2016). In addition, th@s sive
introduction of dairy farming has placed emphasis on consum&&n market
development of milk that can influence the success of a daierrise (ETP,
2012; Jerop et al., 2013). Malaysia is a multiracial countrywhere Muslims
constitute the majority population with two si Yr;n'rity groups of
Chinese and Indians. Irrespective of their rcligious riw; today’s
ic, ratignal_i diii(@with
ag ire | ng r{lg?on, state

o

ral so@y representing

, 20 %ts these criteria

consumers tend to view themselves as dem

rights as well as responsibilities in faci

and dynamics of the market. Muslimis,in

60.4% of the nation’s popula\ iYaanis &

and conducting the study ir(Msaysia w %ed Q@'the ideal alternative
}y N

for undertaking this s&%hemﬁre, t
&
Malaysia is a ‘sleepi nt r g0 %ﬂk investors, suppliers and
local dairy gD#f to" plo }a‘n@omoting healthy lifestyle. The
remainderg;Qchaptf \hﬂe tes @is topic is worth studying and the
implicaL%Kt can 'fronéc“n a study. The next section presents the
¢
, W héo&cr?the issue related to the research context
Y

that d%hed the research questions and objectives. The

@sequent section the@rflains the significance of the research.

t Muslim population in




1.3 Problem statement

The motives of purchasing have been discussed many ti esWe
marketing literature. The first discussion is on the motive slim
consumers’ intention towards goat milk purchasing behaviour. |\e term of

purchasing motive has been defined as a drive or an urngor which an

-

individual seeks satisfaction (Durmaz & Diyarbakirlt 11). Consumers’

purchasing motive is a process by which individ ides| whether, what,

when, from whom, where and how much to“purch eM@ %_90

Bandura, 1991). It comprises of mental a@al actiyiti J caé'amers

The two aspects of individual behaV| n{u d bgﬁe'rnal and
h it 18 chal Ing, motive is

external factors (Becker, 1990). Tﬁw, tho
an important issue that was COM In thls stu O

Previous study hi ed @nany motives c%'at lead on consumers’
q

intention and behawoﬁ\g urchas as Wm al, emotional, rational,

patronage, and jasyc oglcal and a' 1 andura, 1991). According to
Utami (2014 , mota N‘é ers"é')tentlon and behaviour towards goat

milk pur ng is |sed con ers characteristic such as age, job,

——Q_é‘f

educa others. ?c,es somal economic factors also become

r con me and behaviour towards goat milk purchasing.

chers recently haukj("tarted to be interested in how, what and why

Musllm consumers mte\nd to purchase goat milk (Chang et al., 2016: Siew et

‘é , 2016). However, limited attention and findings from researchers showed
Q inconsistency on motives towards goat milk purchasing (Kurajdova et al.,

2015; Kuradjova & Petrovicova, 2015; Santoso et al., 2012; Siew et al., 2016;



Jerop et al., 2013). Due to inconsistent agreement between previous
researchers, it is significant to explore motive factors of Muslim cons

intention towards goat milk purchasing behaviour in Malaysi@ this
research focused on Muslim consumers’ intention toward goat rchasing
behaviour, thus, understanding the factors that drive consumer choice or

motives is one of the major challenges for marketi mnsumer studies

(Spinelli et al., 2014). For the measure of effecti er cr the choice or
motives, a wide range of factors were exami such SM of dairy

"y
products, emotional experiences, the amo@dividu Is reheﬁ well
as other social and economic variable% aIi% e va@'les were
discussed and explored in this stud nc

w
The second perspective\

on, the

consumers’ intention to

Understanding and prﬁ
goat milk indus (@,’2014’ Jeropre al.b-%\ﬁ; Chang et al., 2016; Siew et
é : [

al., 2016). According to I\Kﬁ’ ecnyfIPlanned Behaviour (TPB), factors

such as a hubj@rm, p@ved behavioural control and motives
N

will i m purchasing, inten '({nfln the planned behaviour (Ajzen, 1991,

Ku@a et al.} 2015). Wit ards to this study, the factors influence was
S

d. In regard 16 the‘ip'ehaviour, only few consumers’ have recognized

8
-
«‘3//
=
@,
7
=.
(@]
g
!
<
ey
[X)
«
@,
o

>
\ t milk benefit. In\(gct, consumers are more familiar with cow milk

‘écompared with goat milk (Utami, 2014). The factors influencing Muslim

Q consumers’ intention towards goat milk purchasing behaviour in Malaysia

were not properly studied and documented. Factors influence towards intention



to purchase goat milk are small (Santoso et al., 2012). Despite low
consumption of goat milk among Malaysians (MOH, 2016; Siew et alv
Klesges et al., 1999), Malaysia is among the highest country on |rr®da|

products including goat milk such as shown in Table 1.1. T e several
factors that contribute to the low consumption of goat milk Yy consumers in
Malaysia; the main constraints to purchase goat milk ewrlce premiums,
unavailability and to a lesser extent, lack of infor mk of trust in term
of halal certification and unpleasant odour fr oat (M 2016

Bihagi & Jalal, 2010). According to Gottsch d LeiStne 013) ‘tk first

criterion that plays a significant role i or% asmg‘/Goat milk

products is the consideration of p sumTrS buy V{:o seek best

(lowest) prices and in general chasmg e

siv@Qms. Other studies

have reported that the stro our an Yf a()s\milk prevent people
N

from purchasing the "%kas gt al., @‘?tor influence is a good

predictor of actual r, r] ithou é@ examination ofthe values, it
is still unable% 1l p tufe customer mind on consumers’

L
purchase diw (S% Kargal%?). Hence, this study was set to

Identlfy L@(o predict Muslim consumers’ intention

tmi pur siﬁge} viour in Malaysia. Therefore, there was a
e stres§ .on ‘5 stu about Muslim consumers’ intention based on

itude, subjective @ perceived behavioural control, motives and

%\emographlc profiles as moderator towards goat milk purchasing behaviour.

10



Table 1.1: All Dairy Products in Malaysia
Production, Imports, Exports and Total Market

Size (USD)
. 2
Market Size 2014 2015 2016 (I%ate d)
Local
Production 180,700 151,200 177,560 _&2,370
Imports 1,304,500 1,008,100 1,058,200 Yﬂ,124,300
Exports 4,300 4,407 451 i 4,653

TotaISil\Z/Iearket 1,480,900 1154893 o 1322017

Source: Departmer@?aw ervices (2013).
The third perspective was on demographic rMﬁ W&Iim
N

consumers’ intention towards goat milk&ing behavigur !n"ﬂia aysia.

4
According to Bandura (1990) and Bandw \l'NQ aces @"among the
factors that affects the consumer(v’vaur hasin

characteristics such as age, g%race{uca ' o_c\ tion, income and

living places are the influ 0 co‘? in onﬁdng goat milk (Utami,
o
2014). Besides that, K%s suc e ar@cycle stage, occupation,

economic circumst , Iifeiy 1 c@ﬂ\ies, interests, opinions and

©

progél s. Consumers’

demographics),%nality 2 If}bQQgept are among the factors that

influence @ers’ blshaw rin @ming goat milk (Jerop et al., 2013).
N

Anoth wy Isg shewed &guthere are a few demographic profile
'

dif; in yrs Iméép'tions towards purchasing milk. The study

wd that enand ell;‘derly people more frequently consume milk due to
N

%enthood (Bus & V\/bl%?ey, 2003). However, there are only a few literatures

available which studies Muslim consumers’ demographic characteristics as

moderate towards purchasing goat milk in Malaysia. An important question

arises, ‘Do the demographic profiles have any effect towards Muslim

11



consumers’ intention towards goat milk purchasing behaviour in Malaysia?’

Many aspects were debated in the discussion as there is a necessity to

this issue on a more serious note. Thus, this study looked into the @phic

profiles of Muslim consumers’ intention towards goat rchasing

behaviour in Malaysia. Q

Given the above issues, Malaysian governmen

of Action for Nutrition of Malaysia Thi
supplementary feeding programmes such as, School S
(SSF) and School Milk Programme (SMP@ vital

4 X
According to the Ministry of Health W' under@ﬁ( Malaysia
school-based nutrition survey, chi@d a iIan{dairy products
consumption showed that abom copsum

servings per day. Mean ie, haIMu
ion s

o
dairy products cons

low (Qrecommended 1-3
AN

I\@;hion Survey milk and

ho at 73%6% consumed below the
N

recommendatio ofWVing} per (M0~ » 2016). Thus, this became the
o:ndu, the '

|
motivation to ¢ studl onﬂe{{p encourage Muslim consumers to

N O

purchase @sum@nilk \@ is known to provide nutrition and
N
health M to the}u‘?a; boqé.Besides, this study promotes and supports

str or the practice of hy eating under the National Plan of Action

’ 4
laysia 2 6-!'025WOH, 2016). The policy will integrate and

>4
\ ergize efforts from™relevant stakeholders in planning, implementing and

‘é evaluating food and nutrition programmes that are effective and sustainable.

N



1.4 Focus of the Study

The intention of this study focused on the issue of Muslim cﬂ ers’
intention toward goat milk purchasing behaviour in Malaysia. he: taory of

planned behaviour (Ajzen, 1991) was applied. Meanwhilg, _the conceptual
pr

framework in Figure 1.1 helps to explain the relationslw osed that was

tested in this study (Sekaran, 2003). hY'

'

Attitude

Subjective Norm

Perceived
Behavioural Control

. . ] Purchasi

Motives: Intention . urchasing

Behaviour
* Health
* Nutrition | ‘ ‘
| Age | |Income [ | Occupation |
= Religion
| Gender | | Education | Marital

. Tastei Status
* Price——

> 4 "
\V é—’ Source: Author
&)

e' 1.1: earch Framework

a@ esearch Questions
N

: The pri ipaf' a@'of this research was to investigate Muslim
\: sumers’ intention Sw')ards goat milk purchasing behaviour in Malaysia.

Research map of this study is shown in Table 1.2.

Q Therefore, the research aim can be achieved through the specific

objectives listed below:

13



1. To identify the motives of Muslim consumers’ intention toward goat
milk purchasing behaviour in Malaysia.

2. To examine the factors that influence Muslim consumegx’ntion
toward goat milk purchasing behaviour in Malaysia.

3. To study the demographic profile of Muslim consumers as moderating

effect between intention and goat milk puicw behaviour in

4. To study the intention of Muslim co ers toWoat milk

purchasing behaviour in Malaysia. % | _\C}
’ Y
h qu

Based on the above research obm, e\rQ c 2 Qﬁéns of this
study are listed below: C\,

Malaysia.

1. What are the motives ¢f Muslim ¢ \nne%’
o . S
purchasing behavi alaysia? “« Q
What are the fac%hat i M i
[

goat mil&%
3. Do M‘%
4.

S )
RN,

Significance of*&& Study

0& This study intends to contribute to the body of knowledge and

theoretical framework and be able to fill some of the knowledge gap on

consumers’ behaviour. In the effort to investigate the factor that influence

14



Muslim consumers’ intention towards goat milk purchasing behaviour in
Malaysia, there are several factors that were obtained from Iit?’s
(discussed in detail in Chapter 2). This study also seeks to achieve@arch
objective and used a mixed-method study approach. The th planned
behaviour was used to examine attitude, subjective normiand perceived
behavioural control of Muslim consumers’ intenti%lrds goat milk

purchasing behaviour in Malaysia. Meanwhile, derator of Muslim

consumers’ demographic profiles was explore thei ewards goat
[ ]

owledge depivel L@Y'this
ially thosesinvélve | roducing
o\ Vz@

p etter éﬁcy. Another
important contribution of thi ay )/as cha to @academic world.

This study was able to aid ontribu\ﬁ\(g

levels and be used as of ﬁfere ubesides’ giving a path to future
N RN
researches. , NS

N | s
1.7 Structure of the Study “<</

ve ch%lers, which are explained as follows:

)

4 . .
on. CDhe introductory part highlighted the

trodu
N
’ our@ the study, problem statement, focus of the

SO I N
study,@arch objectives, research questions, significance of

the study, ethical issue, and limitation of the study.

Q Chapter 2: Literature review. This chapter discussed on previous

literature reviews on consumers’ behaviour (CB). A review on

milk purchasing behaviour in Malaysia. T

study is important to the stakeholder

goat milk and government ageneies

15



Chapter 3:

Chapter 4:

Muslim consumers’ intention towards goat milk purchasing
behaviour was explored. It also briefed on attitude, su

norm, perceived behaviour control, health, nutrlt»@g
taste, price, intention, purchasing behaviour a ographlc
profiles as a moderator. It also discusse WTheory of

Planned Behaviour (TPB) used in thi tud addition, these

variables were elaborated to the ' knowledge in
consumers’ behaviour. .\d

Research methodology. ntent oft is pte! fésused on
the methodology used stu rther %ﬂoration of

rese @design, data

ort fi@ngs. This chapter

the study was ﬁw inc

collections, data ysiw
also inclu Gﬁaimim%ﬁrls
6
AnalyN] S cha&ﬁ' covered the result of the
ﬁe SPSS

ve § 24.0 was used to analyse data

L) this study.

e galyms
|n e ond @ demographic data analysis, and

esc ive aIys;{Q esides that, Partial Least Square-
ructu ?quaﬁﬂ)w Model (PLS-SEM) was used to analyse

I| ty @rellablllty of model; and hypothesis testing.

Rewex@'f the original research questions were addressed.
The theoretical and practical implications were discussed and
the main contributions to the body of knowledge on Muslim
consumer intention toward goat milk purchasing behaviour

were detailed. The research limitations were acknowledged

16



and future research directions were identified. Finally,

concluding remarks closed the thesis.

1.8  Limitation of study 3; ,

While conducting this research, a few obstacle?&urred. The
researcher strongly believes undoubtedly that this rw was able to
contribute to the field of consumer behaviour the ndypractice as discussed
earlier or at least add to the numbers of rese nd literatues @A’ consumer

L ]
behaviour. However, this study has its hrn@ws similar to otrei\ (&grch
empirical or non-empirical. Although efforts Were mdde_to sure\)e validity
of the results from this study, seve@k;ogf \edste@e‘g accounted

for when interpreting these Ks. Limitat tk@&eas of sampling
method and experimental d@n)and S [ $ f ’@ys to overcome these
_ N

e. &
&
X
?ﬂ i‘l ipati specially difficult to obtain.
[ %

Some of them Were availabley igipate While some of them were not. In
addition, K le Oi the\dy m{i,%(ﬁét be an exact representation of the
Malay 'st i con d u&)@on-cooperation of potential respondents,

% '
tin’@" ancial const ints.éwrthermore, the convenience sampling process
Wthe geneimja;ilit he findings to the entire population.
N
AN S

\ Secondly, concerning the level of intention and goat milk purchasing

Q& behaviour, the analysis indicated that a majority of respondents fell in the high

category of intention and goat milk purchasing behaviour meaning, the

g

o

respondents are good Muslim consumer, trying their best to follow the Prophet

17



Muhammad (pbuh) sunnah. This model represented the relationship of
intention and goat milk purchasing behaviour of Muslim consumers

committed with Islamic value. However, in reality, there are Ies@hslim
practising the values of Islam in the daily life. In order to tand the
varying level of Muslim consumer, more respondents%from different

background are needed in the future study. The cMence sampling

mentioned above can help to include the varying g z '

Thirdly, the intention before purchasing behaviour or deing afything is
e Lo
very important for Muslim. Intention i cult to measure, bed}bee it is
related to the heart and sincerity. This stw obs
understanding in explaining th@dion

r
perspective can be added as elements of inte as Q extension of this

model in the future study g@men%v’
‘é g .« &
N & _
J in @Malaysmn population, and

There is also MUI
différent i@pretation of the questionnaires.

consequently, %ﬁt hav
a

' g 2
Therefore, wc rai ﬁf\ a on{fﬁéd depended on the honesty of

e, E& itional Islamic

b
.\.%AII data were co&ggd through the distribution of questionnaires from
N

\andom respondents. The data gathered was confidential and not exposed in

Qe this research unless an approval was acknowledged by the respondents. The

questionnaires were developed based on relating to the study without involving

any sensitive issues.

18



1.10 Summary

D

This chapter provided an introduction of this study by COQ th

problem statement, focus of the study which consists tﬁ :'coaeptual

framework as an overview for the further discussion in the_next chapter and
research objectives and research questions. Subsequentlyy chapter two

discussed the framework developed for this study. Y‘

19



Table 1.2: Research Map

A af

Research Objectives

Research Questions

(%Q‘Bthesis
K\

RO1 To identify the motives RQ1 What are the motives
of Muslim consumers’ of Muslim consumers’
intention toward goat intention towards goat T
milk purchasing milk purchasing i
behaviour in Malaysia. behaviour in
Malaysia? q
RO2 To examine the factors RQ2 What are the factor Hypothesis 1: Atti v‘e si mﬁcant effect on Muslim consumers’ intention
that influence Muslim that influence Muslim  toward goat milk purc |ng Malay3|a
consumers’ intention consumers’ intention Hypothesis 2: Sub ive e significant effect on Muslim consumers’
towards goat milk toward goat milk intention towar t m|Ik a5| ehawour in Malaysia.
purchasing behaviour in purchasing behaviour ~ Hypothesis 3: |0u¢a Control will have significant effect on Muslim
Malaysia. in Malaysia? consumers nteglo f gog&ﬂk purchasing behaviour in Malaysia
Hypothesé%ﬂe r'}ﬁ h significant effect on Muslim consumers’ intention
toward ilk purc ing’behaviour in Malaysia.
Hypo I will have significant affect Muslim consumers’ intention
tow rm% behaviour in Malaysia.
%SIS ill have significant affect Muslim consumers’ intention
ﬁn@ur sing behaviour in Malaysia.
Y'po ill have significant affect Muslim consumers’ intention toward
at milk p chasﬁ)g behaviour in Malaysia.
e will have significant affect Muslim consumers’ intention toward
l\ gq ng behaviour in Malaysia.
RO3 To study the RQ3 Does 0 eS| @a Age of Muslim consumers as moderating effect between intention
demographic profile of consumers’ (’f) purchasmg behaviour in Malaysia.
Muslim consumers’ as demographl ea othéus 9b: Gender of Muslim consumers as moderating effect between intention
moderating effect moderate g@t milk purchasing behaviour in Malaysia.
between intention and effect etwee &hesw 9c: Income of Muslim consumers as moderating effect between intention
goat milk purchasing intenti d goat milk al oat milk purchasing behaviour in Malaysia.

behaviour in Malaysia.

purc §Qg behaviour
5 ia?

Hypothesis 9d: Education of Muslim consumers as moderating effect between
intention and goat milk purchasing behaviour in Malaysia.
Hypothesis 9e: Marital status of Muslim consumers as moderating effect between
intention and goat milk purchasing behaviour in Malaysia.
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Hypothesis 9f: Occupation of Muslim{consumers as moderating effects between
intention and goat milk purchasinq tour in Malaysia.
RO4 To study the intention of RQ4 What is the intention Hypothesis 10: Intention will have, significant affect toward goat milk purchasing
Muslim consumers of Muslim consumers behaviour in Malaysia.
toward goat milk toward goat milk Y.
purchasing behaviour in purchasing behaviour \)
Malaysia. in Malaysia?




