CHAPTER TWO

As
LITERATURE REVIEW A
N3

2.1 Introduction Y’

This chapter reviews the literatures relateelyto thr Wics which

literature r ietm@gted
ion, @ ew@ journal

BT 20. I@&;\tlon from
corporations, government and% :robanizatio re aeéﬂncluded in these

literatures review. \?

&
TV S
2.2 Consumers ar\ lim rs AQ/
N
The ter( c‘jxmers" efers’ tol m@t pes of consuming units, final
consumers’ nd

al"&bik con(}r@rs The final consumers’ (an
individu@ﬂy

hold ers from the organizational consumers’
(a bu&) org izati

% tion) ’n er b@vlour and the factors affecting it (Schiffman et
E 07). Final conSunee%:;Ts any individual that purchases goods or services

are motive, intention, and religious influenc

of masters and doctorate thesis and

articles, book published between, 19/0s

O

g

l
%ilanment agency and a non-profit making

ither for his own personal use (e.g., clothes and dental treatment) or for his

0% family use (food items and carpets or curtains for the house) (Schiffman et al.,

2007). In other words, the purchase goat milk is to satisfy a need or wants of

his own or of his family members.
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Furthermore, the consumers’ looks for a certain product or service to
buy, evaluates it, owns and uses it, or disposes of it or the restY'ﬂ.
Accordingly, a consumers’ may or may not be a regular custom@tore.
Consumers’ make decisions by allocating their scarce incﬁkcross all
possible goods in order to obtain the greatest satisfaction%nwhile, the
organizational consumers’, includes commercial, ind%igﬂ and agricultural
firms, governmental agencies, and non-profit itution

1 (e.g., charity

societies, orphanages, relief organisations, res rM‘es). The

Y
organizational consumers’ does not purchas product f hd @ﬁp}nse of

individual or family consumption, bv the{ f oc:q;:izational
&

&

n Kgrs who are only

consumption.

Consumers are viewed a ational\d

concerned with self-inte:%?@ffn}?n%w
to Investorwords (201Q§\c sumweqd@% an individual who buys
products or ser 'ce%erso al u lnolo.\for manufacture or resale. A
consumers’ 1S s%e w}% e"t(h:e}Qecision whether or not to purchase

an item a@re, r‘d sormeone @ can be influenced by marketing and
B

adver(%s. nys tim iplneo;%—'goes to a store and purchases goods, or

se, they aking;that decision as a consumer. Walters (1974)

an;%.e
! et
rovides such a'@efiflition By stating that a consumers’ is an individual who

&Y

w chases, has the capﬁy to purchase, goods and services offered for sale by

7,@ han 1992). According

marketing institutions in order to satisfy personal or household needs, wants,

Q or desires. The “consumers” more generally refers to anyone engaging in any

of the activities (evaluating, acquiring, using or disposing of goods and
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services) used in the definition of consumers’ behaviour (Schiffman et al.,

2007). Y-
Meanwhile, according to the estimates revealed by Centr:i%e)igence

Agency (CIA) in 2004, Muslims is the second largest community in"the world

after Christians (Hackett & Grim, 2012). Muslim popw@ in the year of

2020 was estimated at 2,050,085,347 billion people I?\v\t & Grim, 2012;
Kettani, 2010). The biggest crowd was seen@in ALia with 985.53
million people. Middle East and the northern continent of aswith~the

o)
strength of 317.07 million people, pla n the secon otﬁapulated
s b 4§

Muslim in the world. The third IargWsl'N unity@és in sub-
Saharan Africa which is a ho N48.110\mi i peﬁxe\.These huge

population segments have beemonwzrr to as@ billion segments.

In addition to China and | T ea:h%eily@an mentioning Muslim

E e X 4 .
consumers as a poten& tion tosthe list. Th slim consumers’ segment

is the largest that h identifie far@ estimates of its size ranging
(
between 1.5 and™1.8 billion co s’ %I ipedia, 2011a, b). Moreover, the

Muslim p@&}ﬁw is }orec to g@at about twice the rate of the non-
nti

N
0- I(.aNerage annual growth rate of 1.5 percent,

Muslitwati u
co@ 0 only 0.7)pe ent\@r’ non-Muslims (Pew Research Centre, 2011).

: e/numbers arlf shov.z-t e massive size of the Muslim consumers’ group

R
N

omparison to the oﬁ’r(e'?three segments.
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Table 2.1: Estimate of the World Muslim Population

Muslim Population

Continent . Muslim (%
(billion)
Asia 1,148,173,347 69

Africa 447,042,815 2 %

Europe 49,545,642 4&
Americas 9,704,062 0.59

Oceania 475,708 .03

World 1,654,941,394 9100

saha! Kettani (2010).

From Table 2.1, it is estimated that Musli 2 cduntries are 1.65

A iaM&at ich
Ay

billion with the largest Muslim population is
amounting 69 percent out of total Muslim&orld. Iths f wgd-b(PAfrica
_ _ 4 b %

continent which have 27 percent of MW. Terbl% SO s@gﬂs that the
Muslim population in the worlcwlting Oﬁig <§

\ ated to.ncrease by 1.71%
annually (Kettani, 2010). %‘ue a l@ﬁ' and Ldihu'e for a Muslim world

[} A

where every single COK r’s prf%is}eedl egally permit by Shariah
for consumption su eat, poultey, raw ]‘@ cosmetics, pharmaceuticals,
Muslim cﬁh@s’ carl be ntifie@any society. Islamic culture is one of
the mo Went yste yal@hich sculpts a momentous road map for
¢
w;

Notﬂé\mention, the
population growth of Muslims | orld is esti
A
R A\ ¢ N |
hospitality, ins inancep bankings teg m, supply chain and many more.
S in r;?o al Iijé_,Marketers in Malaysia started to realize that

cou{ii.. be used as the purchasing attribute that can

uence the Muslim mcﬁ?umers’, especially in Malaysia.

‘é As will be noted from the definition above, referral is made to an

individual. Therefore, one should first focus on human behaviour, since

consumers’ behaviour, according to Walters (1974), represents a subset of
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human behaviour. Human behaviour, therefore, refers to the total process

whereby the individual interacts with his environment. Y-
2.3 Consumers’ Behaviour 3 ’

This topic covers the literature discussion on the conc consumers’

behaviour, Muslim consumers’ behaviour, and purchase Wour.

Y,
Consumers’ behaviour represents one,o0f main; com r’ent§:§~ the
. | A
human ecology. An individual needs certaiyset ofptangi and\"rntanglble
N
\‘he stud consumers’
the80 of marketing. It

products that are essential in his d% Rece
owa.of information, wide

behaviour is becoming more a u% acute

was due consumers thinki h Z

competitive offer of alternh?roducts igh nological advancement
ali

)
became the dominant M et w&é‘firmly hold a power over a

=

market in his I'€ds gd have yvp @)out what should be produced
and offered w a IS re‘z‘aegv, it is the consumers’ who know a
secret reoM su a there@he knowledge about consumers’ and
their @Jr r pré% m!e(cff}‘main ingredients for their accomplishment.

&,’ungpr tandin cc@ners’ and their purchase behaviour is a very

b

X'

icated. \,T
S

\? The concept of consumers’ behaviour (CB) has been explained in many

Q perspectives. The study of consumers’ behaviour presents an ideal avenue for

gaining insight into underlying human motivations. How different people

2.3.1 The Concept of Consumers’ Behaviour

=

SEOr

ACD

allocate their limited resources in different circumstances can tell us a great
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deal about which needs people prioritize. Researcher agreed, understanding of
evolutionary needs can provide insight into consumers’ preferenc
decision processes. For example, some people happily spend their@}rned

money on ultra-expensive luxury goods with no survival or why

people make seemingly irrational choices by seeking to av osses rather

than acquire gains. An evolutionary perspective qffers powerful new

framework with a host of implications for theory research in consumers’

behaviour. \d
@
N4

Walters (1974) defines consumer: aviour asl'th rocesewhereby
4

individuals decide whether, what, th wher W and fﬁ@' whom to
purchase goods and services. Be{de\lit, c nos& behaviour al

defined as the mental and emotio rocesses e cl{ able behaviour of

consumers’ during searc 'C'Br, R\%ga?an(zép’%st consumption of a

product or service ( %ﬂ., . nqa@], consumers’ behaviour

refers to the pur haswﬁ%avii.lr of lfig.l‘é}sumers’, which is individuals
)

and household bu aad %rvices for personal consumption

S @
(Howard, & oudon & Bitta, {%@) This parallel with Bennett (1995)

N

WhiChSNOH umers }Hav'@gaés the actions and decision processes of

so can be

0 purchase Jgo and services for personal consumption.

e

\ where to purchas%nd how much to purchase. Mowen (1993) provides a

: { ﬂ
wers’ decides \R’hat tqurchase, for whom to purchase, why to purchase,
V

different definition by explaining consumers’ behaviour as the study of the
purchasing units and the exchange processes involved in acquiring,

consuming, and disposing of goods, services, experiences, and ideas. This
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definition focuses on purchasing units in an attempt to include not only the

individual but also groups that purchase products or services. YV

In addition, other definitions are emphasised that &c sumer
behaviour is a mental, emotional, and physical processes and needs and wants,
as well as the influence of perceived risk (Arens, 1999). @’ behaviour
Wnisaﬂons and the
sevof rJducts services,

Y

experiences or ideas to satisfy needs and the impacts that r eSsevae
S

on the consumers’ and society (Hawkins ., 2001). This initic‘ﬂzﬁsontains

a sequential process involving different ?ivllti be in(t}énce to the

consumers’ in a number of wa@/ on,_S¢hi ne a'1x~ (2007) define

consumers’ behaviour is the behavieur that c

for, purchasing, using, ev;aﬂa aw% of <p’«;cz ucts and services that
)

they expect will satis& sumers™peeds an Qc??;]ts. According to Sonali

(2016), consum rs’Wiourlis t efg@ that consumers’ display in
[
piurca’s

searching for, ing aﬂjz@g and disposing of products and

can be defined as the study of individuals, groups

processes they use to select, secure, use and

/&

services that the xpecl will Satisfy umers’ needs and wants. To elaborate

N
furthe Mse on ho i‘gdiv'géa.ls make decisions to spend their available
Sﬂ@l

re ime, money, effor, (orfconsumption related items.
’

: The understanq'_i:@/ on consumers’ behaviour continuously been

“
2 |

iscussed by scholars. The discussion on consumers’ behaviour continuously

QE grew gaining attention amongst the researchers where it was discussed and

prolonged from various angle and roles. In parallel with the earlier finding,

Batra and Kazmi (2004) define consumers’ behaviour is mental and emotional
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processes and the observable behaviour of consumers’ during searching
purchasing and post consumption of a product and service. Similarly, I’:Y!l
al (1990) refers consumers’ behaviour is the action and decisio(@ss of
people who wants to purchase goods and services for personaICA@nption. If
these defining criteria are already observed, it is evidentfthat analysing

consumers’ decision-making process is the founda'qimntire notion of
Among others, the American marketing Association r & _Otson,
| | - | S
2009) defined consumers’ behaviour as namic interaction of ‘asﬁect and
’ b 4§
cognition, behaviour and environmenR even

\bgk hich r@an beings
conduct the exchange aspect of ﬂ(lNIf i manQng Kanuk (2000)
assumed that consumers’ behehis how)

resources including peri%gmhe, k%yw

consumers’ behaviour.

—

ak;@ice to spend their
wez)&g n items. Also, these

4]

on selecting, obtﬁﬁa, using, and removing of

goods and services erceptions mee@eir satisfaction, including the
'S
ion

purchasing decis hat prefa dn‘fqllgw these actions (Solomon et al.,

@)
2006). T c ume‘s’ behaviour,<is™defined as the study of individuals,
N
groupgwni tions (} lhe@'gaéesses they use to select, secure, use, and

di products, service ,(eafperiences or ideas to satisfy needs and the
VAR

actions are directly conge

i that th pfscesgs have on the consumers’ and society. It blends
: § N
\ ents from psycholegy, sociology, social anthropology, marketing and

N

economics.

The above discussion shows that the definition of consumers’

behaviour was vast depend on the viewpoint of researcher. Amongst others,
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previous literatures define the consumers’ behaviour is the study of the
processes involved when individuals or groups select, purchase, use or ?!E
of products, services, ideas or experiences to satisfy needs @swes
(Solomon et al., 2006). Meanwhile, Schiffman et al (2007)'&a similar
approach in defining consumers’ behaviour. The behaviochonsumers’
display in searching for, purchasing, using, evaluating, ‘and disposing of
products and services that they expect will sa % eds. It blends

elements from psychology, sociology, social ropo gWeting and

economics. _\L}

}mq behan}"‘Z~ dealing

med in"‘the mind of the

Qawour may be

In marketing, however, the analy co
primarily with preferences and hc@dren S
consumers. Marketing appro% to\
distinguished as cognl iv be ha%’. 0
can be defined COnsul\ eha\%}e a ies that people engage in
when selecting, w , and usi ro u%& and services to satisfy needs
and desires. %Uw e‘m@tal and emotional processes, in

addition t Xal a@anoll aspetti, 2002). In order to understand

t rs are,int stdd ag-phrchasmg a product, it is necessary to

the atur} (f(nallsed purchasing decisional process and,

e of Wh th& Wam"or try to achieve through the purchase (Smith &

&

r cognitive perspective,

myard 1999). Th?t?leld of consumers’ behaviour is enormous and

‘éhlghlights the importance of the customer at the centre of the marketer's

Q universe. Each consumers’ is unique with different needs and wants and

purchasing choices and habits and choice that are in turn tempered by
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psychological and social drivers that affect purchase decision processes.

(Brassington & Pettitt, 2000). Yv
Consumer behaviour in purchasing activity is assumed & :'caswtent

with intentional behaviour in the purchase food. It provides_an insight into
human behaviour. The concept of studying consumer@u.r is derived
from behavioural science (Craig-Lees et al., 2008),,wh omplex (Walters,
1974), and a multidisciplinary approach wit contri t'on of different
social sciences (von Alvensleben, 1997). Fhere are t eM‘ naqrely,
emotions, motives, and attitudes, that he basic [ forCes o’f ‘ebnsumer

4
behaviour (Schiffman et al., 2007). AtthesI 0 EK thin m@*lduals and

can determine general behaviour and en an r b@ our (Schaffner

et al., 1998). One of the attitude medels, of ¢ er c@ce is the Fishbein
\Ot FYy
model (Ajzen, 1991). Thissnod ha% g’n?elaborated by Fishbein
and Ajzen (1975) an ibed deI f\&nsumer behaviour. They

noted that beha |0UYWewed’as a'flo g.@hawoural dimension. Initially,
[

beliefs precede the attlt ' t"T‘tEﬁ intentions are the immediate

S, @
consequeg& tltudls Finally, t tentions can perform the behaviour.

This as er vebp@d Ajzen and Fishbein (1980) as the theory

of action. T ﬁv(cussmn shows that consumers’ behaviour has

Wefmltlo d I{ean,V{rdepends on the subject of study focusing.
: S \/
E\ 3.2 Muslim Consumers Behaviour

J‘

Preceding research like Bonne and Verbeke (2008); Regenstein et al
(2003a; 2003b) affirmed that religion do influence consumers’ preferences in

their daily purchasing activities. A source of reference to personal
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consumption and choice behaviour may come from religious group where a
person is affiliated with (Siguaw & Simpson, 1997). Wilson (2012) adw
the real need to explore Muslim consumers’ behaviour seems to lﬂ%&mate

and widely opened as this is still a relatively new area. A

For example, in terms of Muslim consumers’ zr, the Muslim

consumer should follow their own affordability and n?!n not be blinded

by desire. It is clear as the word of Allah s.w.t:
N
“O Children of Adam! Take your ado@by wearing youp _\g}
clean clothes), while praying [ ingraround ‘&e]fva N
of) the Kaabah] and eat @I

extravagance, certainly }-\g@ likes n e <*’waste

r—r-

Ste no

by extravagance”. c I(\
& \

“ Surah Al-A’raf (7): 31).

\
Literat stat that NL ha\@ollow a set of laws (laws by
an

Allah throug AI ec e a ifestyle and culture for a Muslim world

i"

where ev pro is needed to legally permit by Shariah
for co on uch a ga , try raw food, cosmetics, pharmaceuticals,
h s m;u f| an@anklng tourism, supply chain and many more

c fman et al., 2007 eanwhile, in other study, Islam has provided a

\:omplete guideline on consumers’ behaviour for Muslims to be more
‘é motivated to achieve well-being not only of the world but also for the hereafter
Q (Mustafar & Borhan, 2013). Moreover, for any international and local

marketers, these Muslim consumers’ present a huge opportunity that could
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yield significant benefits. Forbes, for instance, reported that the global Halal
food market was worth US$580 billion annually in 2007 (Carla & | is,
2007). Yet marketers have limited understanding of Muslim @ners’
behaviour. In addition to China and India, researchers y began

mentioning Muslim consumers’ as a potential addition t&he list. Thus,

Muslim consumers’ intention towards goat milk pqicm behaviour are

need to investigates in terms of marketers in Malaysia Started to realize that

Muslim consumers’ behaviour also could be use@as th pw attribute
[ ]

Yv

that can influence the Muslim consumers’, es ly in Mala ' _\‘-}

’ b 4§
2.3.3 Muslim Consumers’ BehavioRio'w N chasin@foods and

Milk (\/, q\ A
Consumer is one of @ aspects t \nsqﬁo /@dressed to achieve the

| . SN |
goal of becoming a ped“'country., In nventional economics,

&

consumers’ behaviour refess to er alloeates an amount of money on

RS

various combifiationsyof goods o sér@ in order to maximize their
4 2
satisfaction. %sli ci) \Lnﬂq are éﬁ& similar to any other consumers’
segment@din @and (@L&)lty products, which must also conform
!
¢
to Sh%requ' em%(&l-Hdcﬁhn & Low, 2008). However, Islam as a
way bf}e acté”}) control and restrict human behaviour as
b4

Sns mers’, to achievqj_)s;;perity, peace and happiness in this world and
\

\ereafter (Mustafar & Borhan, 2013). According to Suki and Suki (2016),

QE research on food consumption is widely explored in consumers’ settings in

North America and Europe while too few research studies deliberate on

religion and green food consumption, specifically differentiating between the
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behaviour of Muslim and non-Muslim consumers in the context of Asian

countries. Yv

In other study, Mustafar and Borhan (2013) highlighted (eﬁaaviour
that should be considered by every individual Muslim in selecting, purchasing
and using the products or services of any kind. They &ned among

those are referring to the priority of needs, preserving wping the magasid

al-shari’ah, complying with the principles al'"Wan ,hara ’, quality

consumption, celebrating individual and society maslahah an pfacﬁge of
| y | &
moderation. In addition, the aspect o nsumers’ Behaviour §ﬁ'eu|d be
4
emphasized in a more detailed manner Wrt MQ the ul@fﬁte goal of

economics success in Islam whicﬂi\h!isu cess i e W @md hereafter.

Meanwhile, Bourdieu (1984) Med s@'

practiced through differe aa, di’s\t'n%y ?hisc%%'er argues that Muslim
‘%a :

o
consumers’ psyche K g %gem ff}gjmption will be better
ietydthat i

understood in th co?ﬁyf as’) @ern, cosmopolitan, plural and
‘ 2 [
at the same time pre minw

!
set of %/ la ir:te dito aé\ance their well-being, in addition to the five

%' N
itl Islam. These d eta.é‘laws or prescriptions determine which foods are
I

5 al'(i.e. permitted) ford%&s.lims. It was estimated that 75% of Muslims in the
\

\Jnited States follow their religious dietary laws (Hussaini, 1993) meaning that

QE even after having emigrated most Muslims still eat halal. Assuming that this

percentage can be extrapolated to immigrated Muslims in Europe, this would

yield a potential halal food market of about 10 million European consumers.
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For example, a recent study revealed that 84% of Muslims in France always
eat halal meat (Bergeaud-Blackler & Bonne, 2007). Factors expw
differences in adherence to religious dietary prescriptions pertain a@thers
to social structures, e.g., origin, immigration, and genera ifferences
(Ababou, 2005; Bergeaud-Blacker, 2001; Bergeaud-Blackler'& Bonne, 2007,
Limage, 2000; Saint-Blancat, 2004). However, not Nigious motives
determine food consumption, but also health, res %ﬂ al welfare and

social issues, such as religious identity and degr acc ItWBergeaud-

'Y
Blackler & Bonne, 2007; Bonne & Verbel@ Bonng et 2(107_{—}
4

According to Razzaque and W\r ‘(20.]& it is;prortant to
understand how Muslims perceiv@wgce acros andsQng to what extent
their religious commitment is anteced o_@ level of brand

involvement. For examplg ow’n m}y

3r aé)éhd to cater specifically
9 Q
to Muslim consumers?, € if i ed Jnot %Qaalal or to display ideals
congruent with IsW'Ean 1nly dg\ned following an in-depth
q : [
examination of bran involv\ (rigyer, religious commitment appears

to be an cedent to l/lusll cons s’ involvement in the brand decision

20

: s N .
but no mpro uct de I‘gh. Mﬁ;ﬂm consumers develop favourable attitude

in iZing stores that'sh \a&a‘lgh degree of halal images, feel very pleased
’ é\
w that eac |te!ﬁ ava'QabIe in the store is a confirmed halal and decide to
>

$Jatronize the stores more often as they practicing the Islamic teaching by

supporting Islamic-based retail shops (Suki et al., 2014).

Q Otoum and Nimri (2015) based their definition of the actual purchase

behaviour on defined the consumers’ behaviour as his willingness to conduct
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actual behaviour toward Halal food. The halal food market alone was worth
around US$635 billion in 2010 representing about 16 percent of ﬂ?ﬂ!l
global food industry (Meat Trade News Daily, 2011). Most import@}wing
to the relatively higher birth rate in the Muslim world, this “M arket” is
fast expanding making it attractive to large multi-nationaWpanies. But
marketers need to understand that succeeding in this M\ay not be easy
as the traditional, secular analysis of consu %-harlour may not

necessarily be appropriate for the Muslim con udles that

exclusively focus on Muslim consumers appe e descriptiv; a'd@w in
scope as they deal either with the con i o\ djg or with
post-purchase behavioural effects. & d"ttle i kno&ut Muslim
mi@‘airy roducts in

)d‘hls research marks a

consumers’ intention toward ng and

developing countries (Rahr%& Rz@;&%O

sharp departure from end ﬂas itpempir investigates Muslim

%/

consumers’ intentio MS g, urch behaviour in Malaysia.

24  Theoryof In nthm a?/

I@lnln @tlon(;@ between Muslim consumer intention

towar hasi Be iQur 6%%9 the related theories are Stern (2000)
I elief )\I rm odel,@\shbeln and Ajzen (1975) Theory of Reasoned
!tl n and Theory of ned Behaviour (Ajzen, 1991), which the model

\Xplalned how consumers’ form behavioural intention since it widely use in

Q% literature for analysing consumers’ behaviour.
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2.4.1 Theory of Value-Belief-Norm

Few studies have focused on how individual consumer values vary 4 rezion

to early adoption behaviour. As a result, researchers have called for mor

(¢]

research in this area (Daghfous et al., 1999; Steenka et al., 1999).
Consumer values can be viewed as being at a higher leygl than consumption
level attitudes that are closer to the innovation adopti aviour (Wang et
al., 2008). By definition consumer values are @athwkh?bjectively
determined by externalities (Corfman et 1991). Therefose, valL{Yand
attitudinal factors are important for dra onclusions that are nfa'l-(? stable

4 b ¥
across life-cycle changes. According to %ngI e ), In tl@‘lght of the

aI™~(20!
prominent status of attitudes in c@ﬂ%

o

sea;\cﬁh, it is surprising

that only a few studies investi t rela?' hig\QNeen values and
innovation adoption. One Ecepa)nli\s%yt at f@ values (empathy and
o
n

hedonism) to be signiK relate consumefs’ inclination for adoption of

electronics (Da fo?’al., 1}99). acS.o@}nce, Stern (2000) argues that
i : [

attitudinal factors, nsis% Iubsc@eliefs, and norms, have a causal

S @
relationshm nvir(lnmen Iy s@'lcant behaviours. A framework based

N
on thi N angd suita "fér ining the influence of pro-environmental
va@havi urs,jis eéé&’theory (Dietz et al., 1998; Stern, 2000).
N2
In VBN theory, e theory (Schwartz, 1992), norm activation theory
\
\Schwartz, 1977), and the new ecological paradigm (NEP, Dunlap et al., 2000)
Q are incorporated as the fundamental building blocks. The VBN theory

postulates that the relationship between values and actual behaviour is

mediated by factors other than consumption specific attitudes. These factors

36



are behaviour-specific beliefs and personal moral norms that guide the
individual’s actions. The first building block of VBN theory is Value?'lt
has been found that three value orientations are related to pro- er@ental

behaviours primarily biosphere, altruistic, and egoistic (de @;\and Steg,

2008; Hansla et al., 2008). Q

Individuals with a bio spheric value orient ion?‘l'vase their decision

to act green mainly on the perceived costs an

its¥for ‘Q’?/stem and
biosphere as a whole (de Groot and Steg, 2008). Individuals wi an‘akna'rstlc

orientation base their green consumer ions on ‘per

‘. ived t%sts and

c alue o@iation will

ur for them personally

benefits for other people. Individuals
mainly consider the costs and be \J reen he

which indicates that if the percel bem‘{se t eggrceived costs they

will behave in an enwron;?falb frﬁ% nd

and bio spheric value& o
reas isti es have been found to have a

o
been d o ha positive association with
green consumer eh?ﬂs wh
‘ E [

negative influence (Nordlund.a Ml(l(fpoz, de Groot and Steg, 2008).

N, |
I@naﬁ \@Iues&%\/BN theory in the next step shows that
!

: s ’ [ .
spe0|f efs affect t a |%?r of green consumers. Consequently, it has

% nd that D) mdivj.@\'al is aware of the environmental consequences
SC 0

f a certain form‘g;}.hawour and ascribes responsibility ascription of

"%versa. Thus, altruistic

N

D

esponsibility (AR) to themselves for taking preventive action, a pro-

Q% environmental norm develops that has a high potential to affect actual

behaviour (Stern, 2000; Bamberg and Schmidt, 2003). AC and AR have been

found positively associated with green consumer behaviours such as the
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acceptance of energy policies (Steg et al.,, 2005), recycling behaviour

(Guagnano et al., 1995), and the reduction of car usage (Tanner, 1999). Yv

The last building block of VBN theory, and thus the att!uélna factor

that is the most closely related to actual behaviour, is the Stern, 2000).

PNs, experienced as feelings of a moral obligation to acty,create a willingness

to act pro-environmentally. PNs have been found to be

green consumer behaviour in many contexts. Wi 19@3 that PNs

influenced the willingness to pay higher prices for prorenvi eﬂtal‘tood,
S

and Thegersen (2002) found that PNs p ly influenged the purch'asing of

b &
effec@f the use of

N ZQ%, Nordlund and

sful predictors of

organic wine. PNs have also been found?ha've

environmentally friendly travel Wun ck
Garvill, 2003). A study by hmand ose 7) _{Qfocused on green

N

purchasing behaviour sho g@[ Pa\la%t d teﬁ‘rchases of a collection
of low involvement n@e ﬁ%;p?ogc%—ﬁe results lend support
to the assertion thm infllence len e@»\sumer behaviours in low- to
medium involvm:ont Xts? Ji&i@%nclusive evidence suggests that
PNs ann&NESN @

a \@fe are related to adoption in a high

B
involv Nont Xty ! (,)(J
) O
ofal @ other altruistic considerations are the key to

%}7 coptrast
%

Nde standing conservztfj’sn behaviour, according to the value-belief-norm
N

w

ha |

VBN) framework (Stern, 2000b). Stern, Dietz, Abel, Guagnano, and Kalof

QE (1999) believe their VBN model to be the best explanatory account of acts of

mundane environmentalism that currently exists. Evidence has shown that,

depending on the type of behaviour (i.e., private-sphere behaviour, policy
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A@r

support action, or environmental citizenship), the VBN model explains 19% to
35% of its variance (Stern et al., 1999). These are numbers t

considerably (3% to 10%) higher than the corresponding fig@m 3

comparatively tested alternative value-based models (see Stern 999). At
the same time, though, explained variances between 19@ 35% look

strikingly similar to the average 25% to 30% that ca,q Nected from the

TPB (e.g., Ajzen, 1991). '

N

PERSONAL NORMS ]

\

[ BEHAVIOURS ]

/ VALUES BELIEFS

Activism

Biospheric
values

Non-activist
public-sphere
behaviour

Adverse
consequences of
valued objects

Perceived
ability to
reduce threat

Sense of obligation to
take pro-environmental
actions

Altruistic
values

Ecological
worldview

J

H

JLE 1

Public-sphere
behaviours

Egoistic
values

Behaviours in
organisations

(

i

-

fﬁ"%é

I 0, Source: Stern (2000)

:Pj“
\es?\ 4 The%&}f Value-Belief-Norm

&
J'AC &J}
O

\action (TRA) recognizes the role of subjective

3
S

24.1 0 Rgas

in guiding intenti

.

and subsequent behaviour. It precisely measures

\)eliefs and social motivations and leads to explanations and predictions of

N

consumers’ attitudes. Attitudes can help to predict behavioural intentions and
even approximate behaviour itself (Foxall et al., 1998). Broadly speaking, the

TRA model explained how consumers’ form behavioural intention.
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Consumers’ intention can perform or not in a certain way based on two parts.
First, the personal component or the attitude component consists of?ﬁs
(information) and evaluation. This stage refers to the individ lxtude
toward purchasing behaviour and his or her beliefs about thengquence of

this action. Second, social components or subjective norms aré¢omposed of an
Nply with other

influence of other people in society and motivatio
lcercet'ves the attitude

Mvidual to
"X
comply with that attitude (Parthasarathyé\m%; ch & @ante,
in

1998). Kotler (1997) categorized factor i g@ s’ behaviour into

fereng@;gjps, family,
le, (@?pation, economic

cultural (culture, subculture, and soﬂ\clj S),

roles, and status), personal (ag\%in the li
circumstances, lifestyle, p(ﬁgylity, an\Se.l co c,e@: and psychological

N,
(motivation, perception%, anahattitu S). TI@odel is shows in Figure
N &
2.2.

Attitude toward
the behavior

(Attitude) \
Behavioural

Intention Behavior

Subjective Norm
(sN)

N
0% Source: Ajzen and Fishbein (1980)

Figure 2.2: Theory of Reasoned Action

40



2.4.2 Theory of Planned Behaviour

The theory of planned behaviour is an extension of the \z

Reasoned Action (TRA) and thematic-attribute attitude model K: a 1991;
Fishbein & Ajzen, 1975). One of the earliest and widely app%jmodels, TRA

was introduced by Fishbein and Ajzen (1975) and as at individual

behaviour can be controlled at will. However, TRYHNnot fully explain
human behaviour since, in reality, different@ﬁ ect beghavioural
intentions. In order to address these limitatigns, Ajzen (1991 nﬂedQFRA
and proposed theory of planned behavio B) as a jlch‘&n more
accurately predict and explain human Y@w’aw theory,-0f planned
behaviour (TPB) suggests that th@ ood
predicted by the 1nd1v1dua1’s®10n to p
1991). Intention captures c'a)tl a\%\yc
e.g., to purchase goat *‘%

consumers’ behavio obb*

planned behaw%B) s of e‘b&studied and applied theories in the
human be \ml re@aul &QQ/E!’, 2002). Furthermore, the TPB is used

N

to ex in intention ndlco&%vhptlon behaviour of consumers in many
en e#Z P:&&i et al., 2021; Sabina Del Castillo et al., 2021;
et al., ﬁystragd & Olsen, 2020; Ali et al., 2018; Pham, 2009).

ording to Stern (2&85) TPB is considered as one of the most useful

cular b aV|our can be
@ehavmur (Ajzen,

orsct%% influence behaviour,

Vi tob %ccessful analysis tool for

n et al., 2013). The theory of

‘%frameworks in explaining human behaviour in the wide range of fields and
Q more specifically it has great applicability in the field of environmental

psychology. It is important to observe whether factors of TPB and the
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extended variable help in explaining the intention toward goat milk purchasing
behaviour in a country where Muslims are in the majority. Theref?ﬂe
conceptual framework for this study was formed based on the TPﬁgj er to

investigates Muslim consumers intention towards goat rchasing

behaviour in Malaysia. Q

The TPB, developed from Theory of Re sorvtion (TRA), is a
otivati a‘ influences on
individual behaviour. It has been widely used to" pre iMa{i@uraI
intentions and actual behaviour of a pers@ & Fi Al 80,&‘;/I)adden
et al., 1992). TPB further expands TRAWon I T

e factqu PBC, in
addition to individual attitude towar rformi

prevailing theory that explains and reveals

rtic Iafsbehaviour and
0 t&@haviour (Ajzen &

the subjective norms of social pressure wi

&
Fishbein, 1980). TPB h;c@ wid%gp

consumers’ behaviow\
Castillo et al., le&g et

2018). Thanks to itsi'superi
@

attention @ns tolcomp hend iety of human behaviours (Mullan et

g
al., 2018; Wen & Noor, i3) c—§-’
Y
%, mongst' t ’| stifications of TPB identification in this study is

Eco ding: i) to test an Q%SE:Q theory for its applicability in a different context
\

\rom the one where the theory was developed (e.g., in a different country or

QE culture, or in a different organisational or business context); ii) to modify an

existing theory to account for new insights gained from literature review or

"\he research field of

&y

Pan et al., 2021; Sabina Del

\nd & Olsen, 2020; Ali et al.,

ility, the TPB has received great

X

experience; iii) to test a new extended theory have developed; iv) a theory
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encompasses relevant constructs or variables and postulated interrelationships
(usually presented in diagrammatic format), which are translated into ?ﬂs

of hypotheses that are formally tested with a survey instrument. ('}

The first antecedent of intention is the attitude towﬁ the Behaviour,
h

refer to the individual evaluation to the particular behaviw er it positive

Ozyfﬂalso refers to the

plw fifty per

cent of the variance in intentions (Krueger etal., 2000). According to"TPB;-the
oo vatines n memion FUIRG T o

attitude is not only including on the affe like |‘t.,| [ ractw@but also

evaluate considerations (it has advantageS)’(Lina EN;Q ,2009)?5’

Secondly, the subjecti\@N refe n iré‘dual’s perception

on certain behaviour which™ influence qs J'{\es, either he or she
5. 0

should perform or not‘% eh&Viour; S st of two, a normative
&)
N @

belief; and the motivatio j beliefs (Ajzen & Fishbein, 1980).

Normative beli€fs Zern the per |véd@bility that important referent

4
i \apm e or @}ét a given behaviour. They set the

<

'eé}&ehould behave. The second component,

or negative to perform the behaviour (D'Souza,

personal desirability to performing the behavi

N

individuals roups

norm th& ifies

c
K=}

: ¢ -
motiv omply, re n’s willingness to conform to these norms,

@v behav. D%)
rticular, SN would
& g

\pprove of the decision intention to purchase goat milk or not (Ajzen, 2001;

QE Linan & Chen, 2009). Among others it also could be parents, friends, any role

model, or mentor and network member (Krueger et al., 2000).

s

AN : N
ngéb the expectations of significant others. In

=

to the perception that reference people would

2
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Thirdly, Perceived Behavioural Control (PBC) refers to people’s
perception of their ability (ease or difficult) to perform their behavioqud

also, the perception about controllability of the behaviour (Ajzen@ Th

combination of all these elements leads to the formation OF;Qghavioural

D

intention (Ajzen, 2002). The people having a higher degrle control over
them are more likely to have strong intention to perfor Ncular behaviour
(Yadav & Pathak, 2016). Meanwhile, behaviou 'nZntioT is defined as

individual's readiness to perform a certain behaviur an it\&qﬁned as an
@

Yw
m of

immediate antecedent of the actual behavio jzen, 1991) he’ di
TPB and the brief explanation are show ure{ \Y
a . 0(\ _X\
Attitude toward
the behavior
(Attitude)
Subjective Norm Behavioral .
. Behavior
(SN) Intention
Perceived
Behavioral
Control
(PBC)

O
NS

i I ) &~
AQ’k ’ V/: Vlg\ Source: Ajzen (2002)
\

N

Figure 2.3: Theory of Planned Behaviour

Literatures had viewed the finding of above theories in few studies. For
examples, in comparing TPB and TRA. The TPB is suited to predicting

behaviour and retrospective analysis of behaviour and has been particularly
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widely used in relation to health (Armitage & Conner 2001; Taylor et al.,

2007). Evidence suggests that the TPB can predict 20-30% of the vari
behaviour brought about via interventions, and a greater p@n of
intention (Morris et al., 2012). Strong correlations are reﬂﬁk between
behaviour and both the attitudes towards the behavioury¢and perceived
behavioural control components of the theory. To dat Mak correlations
have been established between behaviour and s Y:n

c'rms. However,

both studies agreed that both theories are equally u ededressing

consumers’ intention. é ' _\(—}
4 %

include the feeling of being able @& a similargeoncept stch as theory of

reasoned act (TRA) by Ajzen F@ Qtude toward the

AL

behaviour and subjective ®agrm )mdnp%iteh@ur control in TPB by
CS h

o
Ajzen. However, the K ighlighted by TPB<differs from others because
it includes not nIWeelir}; of e ngsab-;F}, but also the preparation of
0; t’é

[
controllability bw A!]zeQ,/ 2002; Linan & Chen, 2009).

O

Furtherm Mn’s ”IIPB has wid %eptance in many behavioural science

N
studie Ndic ing an }ﬂde@éhd behavioural intentions. The TPB was
rer@ asa Qo istent-odel in predicting the consumers’ behaviour
i esl"predmor of any planned behaviour in the study by Wen

_ ’
n and th
QN 2
\ Noor (2015), Ve?;%ir and Verbeke (2008), Arvola et al (2008). For

example, a study by Vermeir and Verbeke (2008) used TPB to investigate the

determinants of sustainable food consumption intentions among young adults

in Belgium. They found that about 50% of the variance in consumers’
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intention was explained by TPB. The TPB has been found very useful in
predicting consumer intention and behaviour in a wide range o?ﬂs
(Mathieson, 1991) and has also been applied successfully in foo \ and
behaviour, more specifically in context of goat milk. Iﬂé@ition, the
commonly used theories to explain purchase behaviour argfthe Theory of
Planned Behaviour (TPB) (Sentosa & Mat, 2012) and furtherto illustrates how
multi-group Partial Least Square - Structural Equa del (PLS-SEM) can
be powerful tool to provide such evidence in va field of stud ‘herefore,

TPB is proposed to understand Muslim co ers’ intenti tﬁw@ goat

milk purchasing behaviour in Malaysia \j("

4
2.4.2.1 Conceptual Framework %\) ? Q%\
N, X O

-

Attitude

Subjective Norm

Perceived
Behavioural Control

\W#

Motives: Intention Purcha§ ing
Behaviour
* Health
* Nutrition | ‘ ‘
| Age | |lncomc ‘ | Occupation |
* Rehgion
| Gender | | Education | Marital

+ Taste——— Status

+ Price

P
\? Source: Author

Figure 2.4: Research Framework

The theory of planned behaviour (Ajzen, 1991) will be applied in this
study. Meanwhile, as shown in Figure 2.4 the conceptual framework helps to
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explain the relationship that proposed to be tested in this study (Sekaran,
2003). The current study is focused on Muslim consumers’ intention tv'!s
goat milk purchasing behaviour in Malaysia context. Wit \d to
consumers’—related, from a social-psychological perspectlve‘* heory of
Planned Behaviour (TBP) states that consumers’ behml intention
including food purchase intention can be predicted by_the onal attitude to
the behaviour, the subjective norms (perceived s yY;uT) to perform or
not to perform the behaviour) and the perceivedabgehavi uw)l (Ajzen,

@

1991). A few studies employed TBP to tand con e{s’_\ ntion

towards purchasing healthier food su% m@r products

(Guardia et al., 2006). Since the CLW dythen to in\@gates Muslim
consumers’ intention towards\alk purch i be@%ur in Malaysia,

TPB is adopted as the ba3| he stu '}mstness in predicting

consumers’ behaviour %43 studies alafat@ al., 1999). Though the

model specified by OO eive ch empirical support, based

on literature re archer Wt bthbarlables must be added to better

understand sumers goat milk purchasing behaviour

comprel@&/ \:;exteg”the model by examining the potential

ante &Bof tlves 'PE’B(J‘-?dlscussed Moreover, there were important
S

at ?n the$ onsumers’ intention and the actual consumers’

aviour such as Atti uﬁg’/subjectlve norm and perceived behaviour control.
25  Attitude

Attitude refers to the degree to which a person has favourable or

unfavourable evaluation or appraisal of the behaviour in question (Borriello et
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al., 2022; Zhou et al., 2022; Ogiemwonyi, 2022). Jose and Sia (2022) defined
attitude as a mental state of readiness learned and organlzed

experience, exerting a specific influence on a person's response t@ple
objects, and situations to which it is related. This is in line wuﬂ;zgn (1985),
who mentioned that one with positive attitudes toward an acmmore likely
to perform that action. Consumers with a positive attitude*toward a product
tend to buy the product (Astrini et al., 2022; Clos LY.li) According to
Siew et al (2016), consumers’ factual purchasi as direc enced by
customers purchasing attitude. According t et all (2 )ﬁt _@}been
discovered that attitude has been re S redw@?towards

ilk. H@Xthe positive

attitude, consumers’ have a t goat mi |gh@1e|r intention to

intention of eating organic food for tance lik

consume the product. Th ude ex he I)kl idual evaluation of

\
particular behaviour (Di% 2025. In this st(z/u% a factor of believe that

influence Muslim J( ention @ds goat milk purchasing
behaviourinr\/% ill be upy

» &
Attitude ppea‘ based on p@s behavioural believe (Ajzen, 1991).

N
Cons Neli eJdn a roduct\'gm contribute to purchase behaviour (Joshi

4
i flicts of safe andVQeneflt in their consumption (Hassan et al., 2016).

\ ording to Ajzen \(Qll) attitude alone is often a poor predictor of

& ZO{Eyn m Q—belleve about foods are constructed between
ty

‘é behavioural intention or marketplace behaviour. Attitude was a significant and
Q positive determinant of purchasing intention in many cases such as novel food

enriched with omega-3 fatty acids (Srdjan et al., 2020), organic food (Su et al.,
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2022; Kabir & Islam, 2022; Loera et al., 2022; Dangi et al., 2020) herbal tea

(Astrini et al., 2022), and green packaged food (Amin & Tarun, 2022; w

etal., 2022; Pan et al., 2021; Suki, 2016). (}

A survey by Zine-eddine et al. (2021) of milk dri revealed that
those consuming goat’s milk did so for medical reasons et al. (2012)

made similar conclusions on a survey among onw of goat’s milk.
According to Souza et al. (2019) and Jerop 13), Consumers were
willing to pay higher prices for goat’s milk. Ehis implies that Cbr)\WﬁerS

@?‘”
of Islamic religion,
g9

ided an

ive thanks to
Allah (Bonne & Verbeke, 2008).

A
stores because they beli c@ rod%’ res fe and free infection
Y g @

(Muhammad, 2013). NK er, m 0 the @arch on attitude intention

towards purchasing pro+cts re -%lnvestlgate the relevance of
1H

believe in dlctatlng such a |t a(@n & Low, 2008; Lada et al., 2009).

This study, |II estlg‘zte theyrole o ‘Qieve in predicting Muslim consumers’

intenti Na goat |Ikl p smg behaviour in Malaysia. Given the
ab iterature, ca?b s&ﬁ,{sued that:
!%&ttltude will hav S|gn|f|cant effect on Muslim consumer intention

N

wards goat milk purchasmg behaviour in Malaysia.
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2.6 Subjective Norm

Second antecedent of intention is subjective norm (SN), whio\eKRs to

an individual’s perception on certain behaviour which influence Se s decision
on certain behaviour (Chen et al., 2022; Pandey et al., %‘_Sabina Del
Castillo et al., 2021; Huang et al., 2020; Nystrand %I , 2020). The

influence and the approval are from the reference peo

& Chen, 2009). Among others literatures_hi e% friends,

colleagues, employer (Bosma et al, 2012); and siblings and s e (T &
N LS

Kara, 2007). In general, human behavio mflue‘gc byithe e tations

NCQ et aI.,@QZ; Pandey
et al., 2021; Sabina Del Castillo %\621; Huan aI.,& 0; Nystrand &

Olsen, 2020; Ali et al., 2018; moﬂ t al.
positive and significant re onaip RS%Q
h .

o
and their subjective nﬁ ean iﬁ& 2008; Thggersen, 2007;

Vermeir & Ver ekew. Asla prédo i@} Muslim country, Malaysia is
i : [

apparent as a colle ivis% i .Werp people perceive themselves as

O

interdepe hﬁth thetr society an expectations of others in the society

N
are i m to pthem. h‘yl, &-&tudy would like to further explore the
inf@mc su ecti’e oﬁﬂ encouraging Muslim consumers’ intention
i

jzen, 2001; Linan

—+

of others, such as friends, family and socRaI nor.

6). @al studies show a

A

sulp'%xs intention to purchase

s

wa goat mi pufchamg behaviour in Malaysia. This study will test the

S
\ owing hypothesis: N

H2: Subjective Norm will have a significant effect on Muslim consumer

intention towards goat milk purchasing behaviour in Malaysia.
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2.7 Perceived Behavioural Control

The third antecedent is Perceived Behavioural Control (PB(&RS to
people’s perception or believe of their ability (ease or difﬁcu!: ;0 ,erform
f

their behaviours; and also, the perception about controllabiliﬁ the behaviour

(Ajzen, 2001). Prior study by Hill and Lynchehaun (20% d that product

knowledge is a key influencer in the consumers’ in and purchasing

products. Moreover, consumers’ Who have hi t We rely on
intrinsic product characteristics to judge product quality and functior. ral

p judge p qudlity q Q}SWE
researchers have concluded that the c ers’ product owe‘cz@e has a

(Chen@“al., 2022:

Pandey et al., 2021; Sabina De o et_all, ; H@ et al., 2020;

&_@biz, 2011; Lin &

te@)q . Moreover, there is a

significant positive impact on the purchasing &ﬁ's’Q

Nystrand & Olsen, 2020; Ali et aly, 20:% i

Chen, 2006), including c umas’ Ru%v

o
high awareness amon& mers’ darry nﬁ(t}—ms a high calcium content

(Bus & Worsley ZOWUS, t},ere [ hzge.%h\at consumers’ have also good
‘ E [
oa

knowledge of g K, that aﬂt%strong purchasing intention

O

e (p{éﬁous purchasing behaviour) also consists
in PB%cord' g‘to
%ced gfi Ki ,g

Eilk Xpressed a vague @%s:lzt:ation and minimal understanding of drinking goat
\

!
alva é’?l (2009), 30 percent of respondents have

at.@.k and those with experience in drinking goat

\nilk. Though the consumers’ have the positive perception towards goat milk

QE due to past experience, it is necessary that they should be taking some concrete

effort and initiation to purchase and consume the product (Cazacu et al., 2014).

Therefore, it is suggested that PBC which consists of knowledge and
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experience (previous purchasing behaviour) and this study has an interest to
examine the relationship of knowledge and experience with the intenfvyf

Muslim consumers’ towards purchasing goat milk in Malaysia.@, the

next hypothesis is proposed as follows: A

H3: Perceived Behavioural Control will have a signifieant effect on Muslim

consumers’ intention towards goat milk purchasin beWr in Malaysia.
2.8  Motives ‘é .\d
"y

o | | LS
This topic will cover the literatu cussion oh thérrelateehstudies-

4 b3
based consumers’ motives towards irWn to\p,w e an@ionsumers’
motives towards intention to puréWgoat ilk o This s(e;ta\ reviews the

motives of consumers’ and Mus nsumers’ @special IQI also provides an

\‘W e
overview of relevant mo fra a d@md in the existing of
@

. : : q
motives consumers’ Puirc literature in @rder td@t’)pt or adapt the study.

N
Motive factorse purehase had bee disc@ many times in the marketing
hari g

literature (Buk al 2 ivar ﬁ%t al., 2021; Ahmad et al., 2020;

Qe

Y
Ly

Ngarmwi et al»202 The&gs discussion is on motives of Muslim

0 O

consu 2 Thtentiof t S g%m milk purchasing behaviour in Malaysia.

er in ;Me M%?D'm consumers’ intention towards goat milk
’

sing behaviour i@ayga' Motive refers to the reason or the “why”

¥

T

Aur

\he action was happened (Ahmad et al., 2020). As a background, motive comes

Q& before intent. Motive can be determined, but its existence does not exactly

prove. Motive is an initial factor but not a conclusive action to link a person to

L

the action (Bukhari et al., 2022). The term of purchasing motive has been
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defined as a drive or an urge for which an individual seeks satisfaction. It
becomes a purchasing motive when the individual seeks satlsfactlon

the purchase of something (Brunin et al., 2022). Meanwhﬂ@ and
Rodrigues (2022) define motive of purchasing as an inner ur moves or
prompt a person to some action. Motives also can be defmetR;h'e inner state

that energizes, activates or moves and that directs or Cc nels behaviour

towards goals (Berelson & Steiner, 1964). Accor rur’n et al. (2022),
purchasing motives are those influence or co ratio owde the
impulse to buy, include action and determine ice in the h‘se oods

and services.

Motive is inner urge that ro erfo ome action. It

can be a strong desire, feeling, a m or w n Vl{ plays a role in the
a er

consumers’ decision to p Bukhari et al., 2022).
Consumers’ has a mo purch rodié&lotlve is a strong feeling,
urge, instinct, Wotlo that a es th&uyer to decide to buy (Ahmad
et al., 2020). %a& o'th@ are defined as influences or
con3|dera ch 'owde he i pa’Se to buy, induce action or determine
ch0|c reghase 0 oddsg'gsérwce (Senyuz & Hasford, 2022; Cannon
& 202 M?er , 2021; Halwani, 2021). These motives are
4

ly contr ed"by Qconomlc social, and psychological influences.
\&nsumers purchaswb&?notlve is a process by which individual decides
whether, what, when, from whom, where and how much to buy (Lang &

Q Rodrigues,2022). It comprises of mental and physical activities of a consumers

(Brunin et al., 2022). Individual behaviour is also influenced by internal and
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external factors. There is drastic change in the attitude and behaviour of

consumers. Yv

A purchasing motive is the reason why the customersqpurchase the
goods. Motive is the driving force behind to purchase the éo, motive
refers to thought, urge, feeling, emotion and drive those make the buyer to
react in the form of a decision (Senyuz & Hasford, Zwﬁannon & Rucker,
2022; Drejerska et al., 2021; Halwani, 2 \Y% icL explains the

ey b(!rthe
Iog’ic‘:z~ i For
ting tc@rchase the
new clothes etc. Purchasing motie'%Mcer :c'hw' he rgzs ns that explain

the buyer to take the decision for thesactian. It r? es &sttomers that may

be affected due to several soa su‘t\:h%ve fas@, fear, safety, love and
nél

behaviour of the buyer why they are goinggto buy“the good

goods due to several motives such as ec , social, psy

' 4

example: In festival seasons or occasiong"we a ‘qu

4]

ience e nom&‘&

N
Accordi Ctrick, ere Jarel two"elassifications. First is, primary

4 2
purchasing WS hl ﬁfe\r ated t@ thie basic needs of human being such

as hung@, sl

purch&v good. I\’Ie
%’hnce(}b t ‘go ie@ere he/she is born and lives. It is created after
If

! illing the basic neggjs./ These motives are comfort, security, love and

&
‘é\ﬁection.
S

affection, comfort and

(o Duﬁﬁo these needs people get motivated to

!
Ifle,éje%bndary purchasing motives are those, which

According to Kumar and Finance (2012), recent study suggests that
intrinsic factors play more important role in driving consumers’ intention

towards private brands. These conflicts occur mainly due to the different
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product categories, geographical limitations, and attitude differences between
household and industrial consumers. Gilboa et al (2012) conclud?ﬂt
household consumers’ intentions are more influenced by the extrﬁj}ctors
while agriculture consumers’ give more importance to the i ic factors.
Increasingly, consumers are looking at food by considering '@ broader set of
attributes when making their food purchasing decisionﬁ~ ock et al., 1999;

l

Labrecque et al., 2006).

In case of milk, we could identify feur essential motives (réasoms or
| | o v Ll
drivers) of milk consumption. The first IS its nutritional co‘giposmon.
4

QA

S 1‘6221 d for growth,

mplex?\nd balanced

Milk is considered to be one of the chriti

foods “containing a wide rangefof nti

development and overall heam wellbei i

(The National Dairy Couneil, 2 8;0T i 0 AI’ 2014; Dairy Council
o

of California, 2015). k ond is™ |tive1§dp<§ct on health preservation

and various di eaWeven’ion, .d. hé\pleasurable impact of milk
niﬁe’

consumption o i

>

oughout one’s life cycle.

reventi sttop@osis (Deakin University Australia,

2013), thedreduction o‘ bloo pressg:}and the reduction of type 2 diabetes

occurr: Nhe airy }rlcilc')\él), the occurrence of breast cancer, colon
car@ rectum cancer .(&’Dairy Council, 2014; Kajaba et al., 2007),
wening{:cyni{re t&miour (William Reed Business Media SAS, 2013)
éimproving the quzfl‘lci? and texture of skin (Dallmeier, 2012). Last two

possible motives that may bring, especially Slovakian consumers to the

Q consumption of milk are mutually interconnected, tradition and utilization.

Beginnings of the milk products production and consumption in Europe date

=
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back to the Middle Ages (Mlieko, 2014), where sheep milk was the first kind
of milk in Slovakia. Today’s most popular kind of milk is CO\VMK
(accounting for 98 % of Slovak milk consumption) started to be pﬂg}i and
consumed several years later (Ministers of Republic Slovakla'%) Such a
long tradition has left consequences in Slovak culture and e Y-ny in Slovak
national gastronomy. As evidence of that could be cor%r- he fact that one

of the essential ingredients, from which most o vak national meals are

prepared, is milk and products made from it (SACR,, 2015). .\d

In the field of studying and exa otlves f purehase and

Nagyové et al (1998) revealed th@p s tuli ns f {rchasing milk
by Slovakian consumers were e, h@ i}@ habit, product’s

availability and its utll a o%yxa 1%00 and Wallin (2007)

examined determinant urcha abe ﬁ Based on their research

results, percelve: ta d att'udes flim S@nt people to consumers’ (i.e.,

family and friends) were fouff eo'S Qﬁtlcally significant motives leading

QO
consumer §&kh @rds a ase of eco-labelled milk. Alwis et al

N
(2009 i an ysis 0 ctbrsb) encing consumption of fresh milk among

co of Sja nivé#ealed that taste and nutritional content have
S; (stimul ng)’lmpazl'and conversely health problems, price level and

duct’s avallabllltyﬁcﬁ?/e negative (dissimulating) impact on consumers’

§ decision to purchase fresh milk.

Similar to already mentioned motives came also other authors Kresiti et

al (2010) who identified taste, health and price as the most important motives
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for selecting dairy beverages; then Santoso et al (2012) who found health;
Boniface and Umberger (2012) nutrition and Senadisai et al (2014)?!&,
proportion between price and quality and knowledge about m@main
motivational factors influencing the purchase behaviour of owever,
there exist also some discouraging factors that conversely Cgeate barriers to

milk consumption and its purchase. Consumers’ may be infldenced by media

“excessive creation of

sputum, formation of acne, increase of weig robl deigestion,

'Y
lactose intolerance, emergence of aIIerg%\tate cancer,_or ln@n of
various other health problems caused i on% i (Fro@Vibové &
Bukovsky, 2009, Furindova, 201 ever, these negé\‘: views are
currently being more and mo |spa/ ici st@ents of domestic
and foreign doctors, nutriti(ﬁhsand ot \xp‘r

N,
California, 2015; Mil ore.%rg, ).% des motivation human

articles presenting negative effects of milk consu

I)QI&eld (Dairy Council of

behaviour is deterr% Iso € eo@c, demographic and social
environment ir‘%\ row liPl S@ environment influences man’s
g <Q

personal de Weedsl
an impa & con

T
S0

the most 'sign canli@'nd substantial influence on purchase behaviour of

>4
élsumers’ and consa}c;l?ently transform them into segmentation variables,

‘éacting as baseline criteria through which businesses determine potentially
0 attractive groups of consumers to address via their product portfolio. In

marketing literature, the most popular classification of segmentation variables
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is the one recognizing four groups of segmentation variables, namely
behavioural, demographic, geographic and psychographic group (Fe

Hartline, 2014) but could be simplified and divided into two mair@\y&: the

group of profile-related and the group of behaviour-relat entation

variables. q

is?'ﬂentify motives of
op@sed, motives, and its
relationship to the previously-defined categogisations, ar ejpl\"ii'h c\h@pter
5. Frameworks and reference models are%ly used i an)'/ ‘%‘gc?plines
to explain phenomena and to provide strugture t st%@ example,

consumers’ motives for consump(cw oat e maintenance of good
health and the awareness of Mnt tqh

Urala, 2005). s ) >y S
( ) o ; c}
% &

The motivatiom ber%j‘ror@arying perspective. Among

hological p,@ess that act as a driving force to

The existing literatures used in this stud

purchasing goat milk. The development of

f

others, been defined asythe psy
. NG T, .
achieve needwx ectr \NL som%@y g (Ryan & Deci, 2000), the degree

to whic %div'

¢ ! Ca
behav% MotivationJoffers @ entially powerful source for understanding
Y

%&'ng fgfc Ds.)"cons s’ actions (Solomon et al., 2006). Researcher
Vi b

S ew of the Iiterature}nelded the studies specifically reporting data on
\

\notives of consumers’ intention towards purchasing food products. A

QE purchasing motive is the reason why the consumers’ purchase goods. Motive is

the driving force behind to purchase of goods. Motive refers to thought, urge,

t a%ej\@ecided to engage in certain specific

feeling, emotion and drive those make the consumers to react in the form of a
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decision. Consumers’ purchase the good due to several motives such as
economic, social, and psychological. For example: In festival seaswvr
occasions consumers are motivating to purchase the new clothe(‘M}over,
motives of consumers’ that may be affected due to several @Aq; such as
pride, fashion, fear, safety, love and affection, comfort and eonvenience and
economy. The review of literature suggests that further¥investigation of
motives for consuming goat milk is required. 'scus'sed previously,
research is needed to more fully understand th&yimpor nt Muslim
consumers’ intention towards goat milk @ing behavi ﬁ‘@aysia.
Motives such as price, taste, health % 20% i, ZO%Wnutrition
(Miller et al., 2015), religion (Kam dip’& Kﬁnar in, 2 ,Vgobokhonov
& Brito, 2015) on Muslim co ers’intention rds@‘t milk purchasing

behaviour in Malaysia are %to b@%T ;Q%Ye, the current study
s gl
: .

attempts to focus on of Muslim consumers’

intention towards goﬁ%pur’
2.8.1 Health ’

n Malaysia.

enviroga\ an a‘ni J\le@c@ besides food safety in terms of food

%'. NN
C g methods nnova.@e food technologies and chemical substances in
0

5 ds such as pesticidgé;,‘ti).xins and food additives (Boaitey & Minegishi,
\
020; Stanton et al., 2012; Borin et al., 2011; Hansen et al., 2011). In the

QE modern society, health is one of the central values. Consumers are increasingly

aware that food influences health condition. Nagaraj (2021) viewed health

consciousness as inner status of a person health. Nagaraj conceptualized it as a
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psychological variable consisting of four dimensions namely health alertness,

health self-consciousness, health involvement, and self-monitoring o?!s

health. @

People nowadays are not only concerned about th ration of their
lives, but also about the quality of their lives, including health state (Yassine et

al., 2021). Health awareness is not only represe te?ﬁhe active cure of

! cia\iie? concept,
with a direct impact on attitudes and behaviours of people’s 1cfbaﬂQn in
P
health activities (Yassine et al., 2021). ding to Rahman e a‘h\(2021),
’ b 4§
people who have a high level of health var'en

s\e&d "well@ﬁ-oriented"
lifestyle. Consumers’ usually p%m attenti
stress. Consumers tend to tahons’ ilit

healthy products and servi c@wman%y
‘é g .« &
™ &
Consumers are aware ct of{é&mg habits on health-related
S

problems like gbesity, diabete yOha@ases (Ersan et al., 2020). This
'3
rch

4
M asing’ patterns and eating habits towards

<

and ne@u'al food such as good milk for their own

@)

!
béne i%s')because they are exposed to changes in

illness but is also a concern during daily life.

a

¢
consurgﬂ,x and heal

I@k stanga 0 }v'ng,é%\tes and preferences and have higher purchasing
W

N (Ersan et al., 20 x addition, several factors have been identified to
\

ffect the intention to purchase functional foods, such as belief in health

QE benefits of functional foods (Febian et al., 2021; Xin & Seo, 2020; Verruck et

al., 2019; Rezai et al., 2017; Labrecque et al., 2006; Verbeke, 2005; Urala,
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2005). Health aware consumers’ usually search for natural, organic products

that can satisfy their nutritional and health needs (Febian et al., 2021). T

"

In the context of healthy foods, health consciousness and, preventative
health behaviour were identified as positively influencing,their acceptance
(Pferdekamper, 2003; Labrecque et al., 2006). Additionally, Verbeke’s

research (2005) reports that trusting the health benefit could result from

inamt (Qc?products’

k et al. (2019) tHaQ@alth
(.)

improvement and health risk prevention h suitable dietary o@ns have

been suggested as being the most SIYP }eeio behiwl\fgoat milk

ben fﬁé\such as health

using functional foods could be a major

acceptance. The results of a study by Verr

d beﬁd@urs according to foods importance to
health%ociat d wit |@Lr(f-}|c§ consumption (Trondsen et al.,2004; Olsen,
@c'corgin b.to};'n a e@ZOlS), health interest positively influenced the

A&)n ion to try soy pr%bngThus, the result is in accordance with the theory

f contradictions in food consumption (health vs. indulgence) developed by

Q% Leipamaa-Leskinen (2007) and it supports the whole theoretical knowledge

that health is an important motivating factor in food consumption. Health is

also recognised as one of the most important determinants of food choice in
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Verbeke’s (2005) and Steptoe et al (1995) research. However, health is not the

only factor people consider when choosing their food. There is a set of

significance for many people such as sensory appeal, price, ethl@

weight control, convenience, natural content, familiarity, et i¢ et al,

2014). According to these findings, the hypothesis can be statgas follows:

H4: Health will have a significant effect on M; sliWsumers intention

towards goat milk purchasing behaviour in M . '

O
2.8.2 Nutrition L}Y'
.\

In the 20" century, the advanceHV'H res utrlt@j’l;covered

the required nutrients for the de Wﬂ growthg and m nance of the

human body. Goat milk plays m tant role i utrit_i\(@nd socioeconomic

wellbeing of developing a rdev snt I here it provides basic

@
nutrition and subsiste e the ru eople, wmg?'are the majority of their

populations (Park Ieln 007 Itho goats produce approximately
2% of the worl annu? il SWQIZ/;;AO 1995), their contribution to

the nutriti N ecohom Wellbmég. of mankind is tremendous in many

parts Worl , n] trfg\_/ledlterranean countries and in the Middle

0 0 echa, @2 Park & Haenlein, 2007). Goat milk is
rlzed m| y small milk fat globules widely referred to as

An "}’
ogenized goat milk,“less curd yield, and weaker curd firmness which
‘étogether aid digestion. The milk fat has significantly higher contents of short

Q chain, medium chain and polyunsaturated fatty acids than cow milk and its

cheeses. Goat milk exceeds cow milk in monounsaturated, polyunsaturated

fatty acids and medium chain triglycerides all of which are well known to be
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beneficial for human health, especially for cardiovascular conditions

(Haenlein, 2004). Y-

Consumers have begun to think of their diets from differ t:an&s. For
Miller et al (2015) nutrition knowledge could support th%o nutrition
information on food label use in at least three ways. Rirst, prior knowledge

could enable consumers to pay attention to impo tanWation on a food

reflect,salient nutritional
cof V;prior
)

mo’r@er, food

label nutrition information. Third, priorWo ge cou&?&upport the

matij ﬁ food choice.

fo oice. Therefore, a

label, and to ignore marketing features that

qualities, which in turn minimizes information “overload.

nutrition knowledge can facilitate comp ion of, and

Qeason for a person’s

ey know eﬁ(}—the relationship between

food and nutrition (W!nen 1( N
Iotws:,

A %S.@?Hence, the next hypothesis is
proposed as fol

/o
Ry
&

\ Religion is a system of practices and beliefs that guide groups of

people to respond to its teachings as a result of interpretations of its principles
(Johnstone, 1975). Religion is the most significant identity of a person and it

governs his behaviour and lifestyle. In fact, almost every individual is
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affiliated to a certain religion and makes decisions based on religious teaching,
belief or values. Depending on the individual’s level of religiosity, h1s?!r
attitude and behaviour are normally shaped by this set of bellefs@}lues.
The impact of religion on the consumption of food depends onﬂ&gchmgs of

the religion itself to the individuals who follow that rellg ada et al.,

‘S

2009). Religion can influence the attitudes of consu rs and‘their behaviours

(Delener, 1994). Religion plays an important role aping the lives, beliefs,

and attitudes of people (Rehman & Shabbir, 20 eligi u.?‘sq@mrs often
X
ts baskd gnltntir fe feligious

piety, especially in the consumption p odfic nn@Verbeke

2008). The role of religion is ew ica i fluen@hln consumer
behaviour, and it is worthwhlw closer at eﬁ@n the purchasing

Q@t Moreover, Mukhtar

N,
and Butt (2012) conclu%consﬁmers heose<food products according to

&
their interest in rell@fac‘, is a @or in deciding the choice of

make purchasing decisions and form eatin

intentions of consumers to e produ %

halal and non- ucts and s c,'e an individual (Rahim & Junos,

2012; Shaar aI . 2011) (./

%
dm researche hive‘_%plored the role that religion plays in

@ purchasi Delener (1994) finds that individuals have
'
rel

t levels |osﬂ>rdnd can be divided into four categories: the most
gious, the modere?fés the less religious and the non-religious. Their
consumptlon behaviours seem to vary according to their degree of religiosity.

Q For the less religious, the religion factor is not taken into consideration nor has

a weak influence on consumption decisions. Religion may require that
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individuals follow a certain lifestyle and influences their beliefs and values,

including their clothing habits, their diets and their economic affairs.

Y

consumers’ IS not as straightforward as it might seem. Being a Mu |\b|rth
does not necessarily signify that a person does actually seard‘l& adopt or
consume products that are Shariah-compliant. For many <¥~mers goods
(e.g., food and clothing), Islam encourages or for s certain choices and

significantly influences attitudes, either negativel o cts or services

are forbidden by Islam (i.e., haram), or positi if t ywwed (i.e.,
0) highlig lh@lglon
impacts Muslim consumers’ likes I ikeﬂ \A@}~ consider

purchasing the products if the prodw tvi?lat cont@h their sacred
ideas. \) é
\$ Y
In most of the Muslim _countri ole o&)&% igion in consumption

world is not only a\ of a“personal r@,@ s commitment but also

conformance to_the v’laws’(Mu tar %@t 2012). The laws affecting

Muslim’s consumpti a -gox@}ned by the Quranic philosophy of

what is pem&xe (Hfial) and wha %ot permissible (Haram) for a believer

(Elias mgst rdllgtgs’ have sets of laws that affect everyday
nd h

us adherent, the first important step that they

halal). In other study, Rehman and Shabbir

4
qU|re before &artlmnythlng is the intention to do something, either

\ d or bad. Rellglon%c;é’ known as the key element from the culture that had

‘%the good influence on behaviour or decision that related with purchase

Q included consumers’ choices in purchase behaviour (Essoo & Dibb, 2004). As

religion has significant influence on consumers’ behaviour, a better
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understanding of religion and consumers’ purchasing behaviour relationships
is likely to allow the development of more effective strategies for dw
religious or national markets (Bobokhonov & Brito, 2015). Accor@mng
and Lee (2014), religious reasons are the principal motivatio eople to
choose products that adhere to objectives and values such as goat milk wealth
nutrition and benefit. Religion determines the intenti§t0~ nsume products

(Soesilowati, 2010).

Mokhlis (2009) reports that the pukchasing be av.io\z‘Muzﬁms

| &
gravitate around the culture, norms, atti and values i uence‘gi*by their
4

religion in their study of food, clothing and cars,i ough there

are few empirical studies in the ljter re

purchasing decisions and the conSémaption pr

the_EQan implicit belief
that religion should posi iy ,ffecti%n an Sovide tangible results
Mu

0 o
(Delener, 1990). Mea wuu %) claim religion is one of
the prominent p edi@f a +tter ersb.a@t\ng of consumers’ intention to
‘ : (
choose Shariah compliant prod dte?\y, how religion become a motive in

consumer@lasi@on& rally, is established in the extant

NG

literat maguddin :Kan(z;()ubddin, 2009; Siguaw & Simpson, 1997;
D 90, 1994 Essoo ’é-‘bibb, 2004). TPB is considered one of the

theorie or‘gtu'd\yF'g human behaviour. As religion influences and
éates one’s daily thac;g?hts and behaviour, it is fitting to study religion and
Muslim consumer intention using TPB. In this study Muslim consumer
intention toward goat milk purchasing behaviour, religion motive is an

important factor for Muslim consumer; therefore, its influence on their motives



of intention can bring very meaningful results, and accordingly researcher

hypothesize that, Y'
H6: Religion will have a significant effect on Muslim consuﬁrs la‘entlon

towards goat milk purchasing behaviour in Malaysia. ‘
2.8.4 Taste

The global food market has experienced m an f matlons due to
changes in lifestyle, taste and preferences, r incom edu ion
levels (Latif et al., 2014). This has al ulted |n S tgwé:? more

nutritious, higher-quality, and mor Wenle f pro@_vts among
i theﬁsxt\e

consumers. Many consumers are wo pu is not being

significantly compromised (Hun ., 20164;
2014). Regardless of the on; ggtx health benefits from
food, taste is still a ‘%mo signi ic‘a‘mt uencers in a consumers’
decision-making pr Th rr’ pson ou@h, 2008). A conventional food
can be “freely%ted on she . Good taste is an essential
characterls ny f od\uct &éﬁ & Lahteenmaki, 2007). Taste has
been r d as tro ﬂue&({)@on purchasing intention (Poulsen, 1999).
M@ seve tors h@ been identified to affect the intention to

efunc{lo f&)ds h as taste (Urala, 2005; Verbeke, 2006).

N
\C-j

Based on several studies (Annunziata & Vecchio, 2011; Poulsen, 1999;

Qe Verbeke, 2006; Siro et al., 2008; Jonas & Beckmann, 1998; Urala &

Lahteenméki, 2004), one of the major factors for acceptance of functional

foods is taste. Indeed, evidence suggests that taste is more important compared
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to a products’ functional benefits (Jonas & Beckmann, 1998; Verbeke, 2006).
Consumers’ respond positively and accept products with high quality. Iw
of food, quality is defined by its cleanliness and freshness. In ord@leve
this, food processing methods are vital in sustaining the iness and
freshness of the food and directly affect the nutritionalY;ﬁty of food
consumed. Food quality can also be used to determine food“safety. Grunert et
al (1996) highlighted that “hedonic quality” is rel mscry pleasure and
is therefore mainly linked to taste, smell, and a rance. A n Grunert
et al (2000) discuss that consumers’ percept f dainy pr q_LéBIy are
complex and involve much more than ttr as taste or smell,

health-related, convenience-related d ocesire MQ@'Ver study on

brand of coffee related to tast %\ explore th@‘nsllm consumers’

and fulfil the changing Ilfes th Ma QQL
q
According to a et a th&ﬁmjor reason for purchasing
milk is taste an usaie in se for the purpose of cooking).
Added on, according to AlM {2 ), taste is among the key factors

\

determini Nase c‘f fresh milk. ‘I%bther study stated that taste is among

N
the ke Ms termi %flu@%&ilk consumption in Taiwan (Hsu & Lin,

20 Ides tha g s determining demand for eco-labelled milk
’
t (I\/én

attribu nefbro & Wallin, 2007). In addition to this, it was
A} oM
\ wn that the taste™was considered to be the most important motive

stimulating the intention to purchase and consumption of dairy beverages

Q (Kurajdova & Petrovicova, 2015). Thus, taste could be an obstacle in intention
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towards goat milk purchasing behaviour in Malaysia context. In this context

and based on the discussion given, it is hypothesized that: T

H7: Taste will have a significant affect on Muslim consumxs intention

towards goat milk purchasing behaviour in Malaysia. \

285 Price \)
Most of consumers are intent to p@ prid;- IS not being
significantly compromised (Hung et al., 2016; Shanvet al., Mbinq.al.,

- - o craoduo
2014). Besides that, few studies had sho existence of ffice’ elements to

4
intention towards purchasing milk pro?l!.’Suc or amplqz\ljumar and
Babu (2014) realized research on W

eference tomerssatisfaction and

r
influencing factors regarding y _produc purc@e behaviour in

\ Y
Pondicherry State, India. ng f efi
é, 6 e,

dlﬁgs it was obvious that
o

price is the factors in K sing daity products. @is et al (2009) stated that

X

factor determining e ofrresh Kk is e. Hatirli et al (2004) agreed
[

that the factor%ing flujd mi pu@}gi.ng is price. Besides that, few

studies ha@w the e‘(isbof pEQ('g factor towards purchasing milk and

milk p M ( gyo e}gl.,cl')@). According to Bingham et al (2014),
luenci
g

S

am key factars i nédemand for brand-level milk is price. Among

wtors fr'l cih hase intention of lactose-free milk is price
N

nadisai et al., 2014)@'ice is the factors that influencing milk consumption

X

‘éof rural household in northern Vietnam (Trung et al, 2014). Added on, price is
Q the key factors affecting packed and unpacked fluid milk purchase. Kresiii et al
(2010) mentioned that the factor determining purchase of dairy beverages is

price. Moreover, the most important motive stimulating the purchase and
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consumption of dairy beverages is price (Kurajdova & Petrovi¢ova, 2015).

Hroncovd (2011) found that upward consumption trend was cau

decreasing price of milk products that stimulated consumers t@&thelr

higher purchase. *
Nowadays, a number of factors are taken int%;eratlon when

deciding on a purchase. Price is among the factars wmced the decisions

made in the marketplace (Liana et al., 2010). ing to WI (2013),
’s milk S nﬂbl\é?‘that

many consumers of goat’s milk did not the price jof m11k“¥05s1bly
4

consumers were willing to pay higher pricesgor go

because of the additional health bene 0 go M In CO@ﬁCtion the

United States Department of A(\Nje ( QB)A veal&ﬁat Malaysian

consumers are also becoming m prlcw

products (Liana et al., 201 her 3%7
M

uslimscon meriﬂé,u#chasmg decision of meat.

vaIue-for-money
3a ea&)l, 010) found that price
remain an important f
Most barbecue r staw{!chan'ed t mcIude non-meat dishes and
lower their prices to alt@K caﬂsu@er base (Ono & Stecklow, 2001).

Accordin xds@ow) P&e is important than other attributes in

beef . oIn }tlar)(_gohe previous research that studied the

per on fresh meat n Germany found that more than 50 per cent
%ﬁmdent{ r ardg thegprlce as not being significant (Becker et al., 2000).
étudy on factors Infm'ancmg consumers’ purchase decision of formula milk
in Malang City with results showing all of the tested variables except price

Q having positive influence on choice of formula milk and cultural factors

(Religion, occupation, education, income) taken in to account been the most
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dominant factors (Suroto et al., 2013). Meanwhile, highly significant among
factor affecting consumer intention to purchase milk and dairy proaTs
price (Bytyqi et al., 2010). Muslim consumers today are more ﬁ%&d in

credence quality attributes such as price. In line with thlfégrch, it is

hypotheses that: Q

H8: Price will have a significant affect on M:; sliWamers’ intention

towards goat milk purchasing behaviour in M :
NY.

2.9  Moderating Effect ’_\L}

It gathers empirical ewdenth t of@nographic
characteristics factors as moderat\ﬂt [ cons(i@s’ choice for

different food attributes, classm @ in the following
are), food safety and

categories: ethics (organi tra '
health (food safety, h |Edlet5 etic nodifi n, and irradiation), local

X
and typical produce, |ty, 'nd eniente™ Lobb et al (2007) found that
[ Q
age, income anb ion h%v%\jr;n@ impact on trust in information as
provided Nnatlv‘e sources, Whﬂ]\&JMaZZOCChI et al (2008) found no
relatlo bet é_;characterlstlc variables and consumers’
tru f safety info atl 5..Accord|ng to Bus and Worsley (2003), there
d Qo Ies differences in the consumers’ intention
N

ew
A/ards purchasing nﬁl&"The study revealed women and elderly people are

‘% more frequent on consumption milk due to parenthood. Despite the efforts of
Q large, costly campaigns designed to increase milk consumption, self-reported

milk consumption in young adults is extremely low.
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Meanwhile, a study on population of Air Force recruits regarding milk
consumption and demographic and health-related factors that may predw
consumption. Results shown in terms of milk consumption, 5@1‘ the
respondents reported intake of fewer than 1 serving per dﬂ%y 17.9%
reported intake of 3 servings or more per day. Milk inta Was positively

associated with body weight and fruit or vegetable_inta and negatively
eZte

associated with age, education level, reported strlc distress,

physical activity level, dieting frequency, and ern Wt Gender

rities repo Iﬁw‘@take)

on, Of pond\g{*, 16.1%

i tress,@grates varied
10é$for younger non-

Hispanic white men to 60.4 oIder Aé\mg ) 's\ges etal., 1999).

? @
Demographics descripti ber@ characteristics of a

population (Solomo , 20 6),

(women reported lower intake) and ethnicity

were independently related to milk c

education. Demogr h|c n@/ influence  consumers’ habits,

preferenc nd, nseqlrentl purc ehaviours. Different age groups have
very ne ds, an regard to food (Solomon et al., 2006).
Po arke;r?a t depend on the number of people who want

|t and r ourt'es thﬁl"needed to purchase them. Therefore, we need to

ss demographic facs?ors of current and potential buyers of markets.

‘é Demographic factors are the favourite parts of marketers that discusses about

0 their demographic aspects and characteristics and these characteristics include

age, gender, education, income, occupation, number of children, place of
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residence and etc (Blackwell et al., 2006). Even though one study (Niva &
Mékel&, 2007) challenges all the findings above, implying that demog

have poor explanatory power, because of the multldlmen@y of
acceptability”. From this literature review, it is suggested that ers differ
in behaviours and attitudes and one of the factors respensible for this

difference is demographics. It is therefore neces investigate the
tpe

moderating effect of demographic factors (age, g Ff employment,
marital status and income) on customer purchasi ehavi u.?.\tndaccording
@

to the previous literatures, the suggested that

graphic ¢ ckrij\ﬁgz;)lay
I eha@'r toward
{\T

a role as the moderator for Muslim co

goat milk in Malaysia and the followi

H9a: Age of Muslim consumer%m
goat milk purchasing beh M
‘é %
&

H9b: Gender of Musllm Su derat@effect between intention and

goat milk purc% awourw Q/s

H9c: Inco 0 sllmlcon ersa deratmg effect between intention and

goat cha ng b our E)@alaysm
'
O

catlj;n shm @umers as moderating effect between intention
b4

t milk purcha3| haviour in Malaysia.

\<9e Marital status of Muslim consumers as moderating effect between

QE intention and goat milk purchasing behaviour in Malaysia.
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HOf: Occupation of Muslim consumers as moderating effects between intention

and goat milk purchasing behaviour in Malaysia. T
2.10 Intention 3 :' )

According to Merriam (2015), intention means “wh intends to
accomplish or attain”. Added on, Cholil (2015) statedwhe intention is

reflected on the accuracy of motivation, obséssi nz, and , seriousness in

l

preparation. Besides that, few studies had d the iw Such for
L ]
example, Armitage and Conner (2001) foun intention as th’ n:{%v tion

for individuals to engage in a certain behaviouv. It asstimes tth{)ﬁbbability

c I n\Erform (Chang &

of performing an act is a functiog_of Imten

Cheung, 2001). Moreover, ir@ a stat
perform the behaviour, ancﬁt is consi \ed\a?

_ _ P N
behaviour (Ajzen, 198 tionfis ere@ precursor to and best
&

predictor of behaviour%sen, . cordi‘@lo Alam et al (2011) among
s a better

the TPB constructs, i tion p@ictor of behaviour.
v/

Int N a st‘te 0 person%willingness to perform the behaviour,

&
and it 'Wi er, d‘as me&)@ antecedent of behaviour (Ajzen, 1985).
% '
By% e TPB asaf nda@u, several researchers agreed that the intention
w ase n@&g; anv;ﬁvidual human belief to purchase foods. For

N
\Atance, a Muslim co er has an intention to purchase which presented at

(@]

‘éthe point of purchase displays (Aziz & Vui, 2012; Grewal et al., 1998; Jin &
Q Suh, 2005). This direct measure provides a guideline to predict human social
behaviour. In addition, another researcher also concludes that

“conceptualizations of TPB presented by Ajzen imply a causal relationship
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between these four variables, namely: beliefs, attitudes, intentions and

behaviour”. Yv

Based on the Theory of Planned Behaviour (Ajzen, 199 ,:'| P} deals
with the antecedents of attitudes, subjective norms and perceived behavioural
control. These elements are used in an attempt to underst% le’s intention

to involve directly or indirectly in a number of actiyiti as willingness to

0 tr'e TPB model,

behavioural intention is an immediate antegedent of behavi iSth{m &

| | ~ | &

Ajzen, 1975). Intention can affect the pu g decisian of custo in the
4 %

M ers’ f@é purchase

ts, tﬁ\ﬂe refers to an
dva_&@s of performing a

—*

vote and giving (Hrubes et al., 2001).

future. Therefore, intention is prediction’abou

decisions. In a direct measureme@&e
evaluative judgement about th%tag and

QS
behaviour, while subjecti cn'o)nsﬂreléw
pressure to perform th@ur Me}‘v avioural control refers to
an individual’s em?& co'flden lin th%c\apability of performing the
behaviour (Fish%Aj% & 5 400.

3

eﬁénrchase among consumers’, TPB theory

eri%'&% perception of social

ion é_/
ely used f &59 it was developed until today. In a deeper

%1 ar}d sage, TPB \ry has also been used by various researchers in

b
Seas ring people’s intél%t;‘o:l to purchase, consume and accept halal food
N

\roducts (Rahim & Junos, 2012). By using the TPB as a foundation, several

QE researchers agreed that the intention to purchase indicates an individual human

belief to buy halal food product. For instance, a Muslim consumer has an

intention to purchase halal food product which presented at the point of
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purchase displays (Aziz & Vui, 2012, Grewal et al., 1998, Jin & Suh, 2005).
This direct measure provides a guideline to predict human social behaviQur:
addition, another researcher also concludes that conceptualizati@}TPB

presented by Ajzen imply a causal relationship between thes variables,

namely: beliefs, attitudes, intentions and behaviour. Q

This study will use the TPB, which Ajze (1mentioned that the

intentions to perform behaviours of different ki e ellicted with high

accuracy by attitudes toward the behaviour,Eubjec ve norm d pe@ed

behavioural control. Within these three nts (attitude, bjectféa norms

s b 4§
and perceived behavioural control). \Wt \(’SQ{ found@’fat attitude

(health consciousness, knowled@per al s) obwiously showed
positive impacts on Chinese ccmrs’ ward3 chi food. Meanwhile,
aci’ail %’A
9 Q#
(2011) indicated that ignific flue@ he purchase intention of
food products. AWdon’ by aiQ.Q\OG) in Malaysia shows that
‘ E [
consumers’ intention/to cc& oﬁeiej foods was strongly influenced by
subjectivc@folI(@perce@susceptibiIity to illness, health value,

N

attituchrd behaviour lar@%-ﬁnally, perceived behavioural control.
i illbb

Th@, intention e.ﬁdw an attention in the study due to it linkage
£ . .
e actual b avisur t milk purchasing).
N
N 9

Grewal et al (1998) defined intention as a probability that lies in the

other study by Chen (20 gistris,_(2008) and Kim et al

QE hands of the customers who intend to purchase a particular product.

Meanwhile, Zeithaml (1988) and Schiffman and Kanuk (2009) discovered that

customers decision to buy a product (intention) depended largely on the
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products value and recommendations that other consumers’ have shared.
Consumers’ intention was found to have a direct significant ef

consumers’ behaviour. This means that if the consumers hav(;}itive
intention this will lead to purchasing dairy products, this i orted by

numerous past studies (Ajzen, 1991; Cazacu et al., 2014). indicates that

marketers should develop an effective marketing prog(erMide consumers’

intentions positively which will directly reflect isypurchase behaviour.

Although consumers’ intention of food been stu in th pw is known
.y

about Muslim consumers’ intention towards ilk purchasing ﬁe@ur in

Malaysia context. Thus, this study ta c% inv@'@'ates this
T
issue. In line with this research, follui@ ypodi\esis S beené‘e/elop:
H10: Intention will have a signifigant eﬁ@%g@ milk purchasing
behaviour in Malaysia. ' ) 0>7 c‘}&
% Q

Y
&
2.11  Purchasing Bhﬁ)ur A} \‘A

l Q
Based 0 PB (Ajzen %%I is found that behaviour can be

predicted &m@entiohs heliabl.éﬂ'gnner. Some researchers have found
that thEMOns |p‘be
tl

'int@s of purchasing food and the behaviour

'
is itive*and significant (Géoia & de Magistris, 2008; Saba & Messina,

N
cerned about theirt@ryday eating habits and purchasing decisions due to

:%Tarkia{n & Sw@ist, 2005). Consumers are becoming more

‘éconcerns about health, food safety, and quality and environmental protection
Q (Rezai et al., 2014). Consumers’ behaviour in purchasing or consumption
activity is assumed to be consistent with intentional behaviour in purchasing

goat milk (Utami, 2014). Broadly speaking, the TPB model explained how
77



consumers’ form behavioural intention. Consumers’ intention can perform or
not in a certain way based on three parts. First, the personal componen?m
attitude component consists of believe (information) and evaluatio(;}stage
refers to the individual’s attitude toward purchasing behaviou&e believe
about the consequence of this action. Second, social componefts or subjective

norms are composed of an influence of other people i sWand motivation
GK h

to comply with other people’s views. This stage r or/ the individual

perceives the attitude of the importance of othe le dwwation of

o g
sarathy et al 1@9&@hutte

% ' to\lzmividual's

beha;@rx~ This stage
aint@‘%ertain degree of

the individual to comply with that attitude
& Ciarlante, 1998). Meanwhile, thi
perceived ease or difficulty in pe

represents opportunity arises;

actual control in order to %

behavioural intentions (%

either satisfaction mm

observing or tracking ‘the pur ﬂreq@ﬂcy of these foods but also by
F &

repeat purc&&in the I : z&#onsumers’ repeat their purchase of

goat miIQ futumg feel ta-)&*fied and vice versa (Utami, 2014).

(ﬁ i

reovef, in t (ATTS, SN and PBC have shown significant
' 4

Won behaliourdl intention, several studies have recommended adding

N
éer variables to enhaﬁbc?the predictive power of the TPB (Mondéjar-Jiménez

i e,z@*in carrying out the
N,
ion will yield outcomes of

be measured by not only

et al., 2016; Russellet al., 2017). Fishbein and Ajzen (2010) suggested that

Q future studies should extend the original TPB developed by Ajzen (1991).
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Such modifications to expand this theory have improved our ability to predict

human behaviour in various contexts. Y-
Consumer behaviour in purchasing activity is assumed & :'casistent

with intentional behaviour in the purchase food. Consumer behaviour is the
behaviour that consumers display in searching forg, purchasing, using,

evaluating and disposing of products and services hat??'expect will satisfy

: oware more
the*food! producers Whowwvant
lp o

consumer needs and wants (Schiffman et al
informed and more demanding so consequentl

to survive on the market should take sp are about the onsumbﬁon and

in dai@\uf)urchasing

ore<<t$sra\n half of the
S ik;@hasing fresh goat

purchasing behaviour of their consumersYTthe'
(Kresiii et al, 2010). Accordin%\ém'

respondents (56%) had experienc m 1 to 2

milk and its processed roabctshh%n '.c‘?reanwhile, Norwegian
o
%y pre d rkei@s which is supermarkets

and grocery st es??the ost en§\ﬁasing milk and other dairy
[
products (Miﬁ%og). The ve‘(lafgn many studies conducted about
consumer @ur, plefere ces, a@ractors effecting the consumption of
N

consumer when purc

milk N preducts }slpet')(&’ Kaleli 2002; Hatirli et al 2004). Thus,

M nsumers’ Jntenti n&téwards goat milk purchasing behaviour in
PAVAGE

ia conte are"expl&(ed due to contribute to a better understanding of

)
\ slim consumers’ deh;%d toward this food.

QE 2.12  Summary

In summary, the review literatures in this chapter discusses about the

concept of the consumers’; consumers’ behaviour; Muslim consumers’
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behaviour. The literatures showed that motives of Muslim consumers’
intention are health, nutrition, religion, taste, and price. Besides that, li
on Muslim consumers’ and non-Muslim consumers’ shows the @ce in
terms of intention to purchase in influencing their decision to oat milk
purchasing. Meanwhile, factors influencing Muslim conW’ intention
towards goat milk purchasing behaviour, literatures highlighted the influence
of attitude, subjective norm (SN), perceived beh r%:o trol (PBC) and
motives. Nevertheless, demographic characteris lay awr:loderator
rds goat milk/ p_;&;%sing
iteratar t re@ga to the

M@K consumers
)

for examine Muslim consumers’ intention

behaviour in Malaysia. The summari

=5
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Table 2.2: Summary of literatures for factors influencing Muslim consumers’ intention towa}drs"goat milk purchasing behaviour

No. Variable Literature

Zine-eddine et al. (2021); Harden & Hepburni{2011); Santoso et al (2012); Jerop et al (2013);
1.  Attitude (ATT) Cazacu et al (2014); Yang et al (2014); Regzai et al (2014); Sharifuddin et al (2014); Singh &
Verma (2017).

Ajzen (2001); Linan & Chen (2009); Bosma' et aI (2012); Rahim & Junos (2012); Van Hooft et al
2. Subjective norm (SN) (2006); Haris et al (2017); Rahnama & Rajabpour (2017) Yadav & Pathak (2016); Justin et al
(2016); Rezai et al (2014); Huan et al (2017) ) |

Ozawa et al (2009); Hassan et alg (2016) Hith-& Lynchehaun (2002); Shirin & Kambiz (2011); Lin
3. Perceived behavioural control (PBC) and Chen (2006); Bus & Worsley (2002); Cazacu ét al (2014); Singh & Verma (2017); Sharifuddin
et al (2014); Yadav & Pathak (2016) Huan et aI (2017).

Gagic et al (2014); Verbeke s (2006)F Steptoe et al (1995); Leipamaa-Leskinen (2007); Trondsen
et al (2004); Olsen (2003);Annaet gl (2015) Han & Chung (2014); Dardak et al (2009); Xie et al
(2015); Yin et al (20%0); Verruck &t 4l (2019); Pferdekamper (2003); Labrecque et al (2006);

4.  Health Febian et al. (2021); Urala (2005); Ersan et al. (2020); Ersan et al (2020); Rahman et al. (2021);
Yassine et al. (2021) Young (200Q); Nagaraj (2021); Hansen et al (2011); Stanton et al (2012);
Borin et al. (2011); Rahnama& Rajabpour (2017); Singh & Verma (2017); Rezai et al. (2017); Xin
& Seo (2020) -

Park & Haenlem (2007) FAO (1995) Amigo & Fontecha (2022); Haenlein (2004); Miller et al

5 Nutrition (2015) Honkanen & Frewer (2009); Boniface & Umberger (2012).

Kamaruddln & Kamaruddm (2009); Siguaw & Simpson (1997); Delener (1990, 1994); Essoo &
6.  Religion Dibby(2004); Mukhtary& Butt (2012); Hong & Lee (2014); Mokhlis (2009); Soesilowati (2010);
Bebokhonov & Brito (2015); Eliasi (2002); Rehman & Shabbir (2010); Yunus et al (2014).

7. Taste : Kaurajdova & Petrovi¢ova (2015); Mannerbro & Wallin (2007); Hsu & Lin (2006); Alwis et al.
“. J(2009); Nagyova et al. (1998); Grunert et al (2000); Grunert et al (1996); Jonas & Beckmann
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No.

Variable

Literature

(1998); Verbeke (2006); Urala & L&hteenméki (2004; 2007); Annunziata & Vecchio (2011);
Poulsen (1999); Siro et al (2008); Urala (2005); Réw Hitiative on Food and Biotechnology (2007);
Thompson & Moughan (2008); Hung et al (2016a); Shan et al (2016); Tobin et al (2014); Latif et
al (2014); Gagic et al (2014); Rahnama & Rajabgour (2017).

Price

Becker et al (2000); Davidson et al (2003);7@n0 & Stecklow (2001); Liana et al (2010); USDA
(2006); Jerop et al (2013); Kurajdova \&Petrqvicova (2015); Kresiii et al (2010); Trung et al
(2014); Senadisai et al (2014); Nagyowa et al (1998); Bingham et al (2014); Hatirli et al (2004);
Alwis et al (2009); Kumar & Baby (2014); Hgohcova-(2011); Hung et al (2016a); Shan et al
(2016); Tobin et al (2014); Gagic.gtal*(2014); Hung &t al (2016b); Hyun (2016); Singh & Verma
(2017); Rahnama & Rajabpour (2017).

Table 2.3: Summary of literatures intention, purchasing Betraviourand demographic characteristics as moderate

No.

Variable

Literature

Intention

Ajzen (1991); Zeithaml (1988); Schiffiman & Kanuk (2009); Grewal et al (1998); Chen (2007);
Gracia & de Magistris%2008); Kim etal (2011); Yang et al (2014); Jin & Suh (2005); Aziz & Vui
(2012); Rahimg& Junos (2012); Alam & Sayuti (2011); Fishbein and Ajzen (2005); Ajzen &
Fishbein (1975)7Hrubes et al/(2001); Merriam (2015); Cholil (2015); Armitage & Conner (2001);
Chang & Cheung (2001): Ajzen-(1985); Utami (2014); Chiew et al (2014); Rezai et al (2014);
Yadav & Pathak (2016);dustinet al (2016); Huan et al (2017).

Purchasing Behaviour

Utami (2013); Parthasarathy‘et al (1994); Schutte & Ciarlante (1998); Ajzen (1991); Chiew et al
(2014);sirgh & Verma (2017)

Demographic (Moderator)

Lobb et al (2007) Mazzocchl et al (2008); Bus & Worsley (2003); Klesges et al (1999); Solomon

gtwal (2006); Blackwell et al (2006); Niva & Mikela (2007); Hassan et al (2016); Singh & Verma
«(2017).
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Table 2.4: Summary of hypothesis develop v_
a

Number of hypotheses

Statement (,) y

Hypothesis 1 = H1

Attitude will have a significant effect on Muslim consumer'%ention towards goat milk purchasing behaviour
in Malaysia.
o

Hypothesis 2 = H2

Subjective Norm will have a significant effect on MW consumer intention towards goat milk purchasing

Hypothesis 3 = H3

behaviour in Malaysia '
]
Perceived Behavioural Control will have a Siim nt ,eﬁ’tesdn %I_uslim consumers’ intention towards goat

milk purchasing behaviour in Malaysia. ‘]3 [ _\c}

Hypothesis 4 = H4

Health will have a significant effect on Mu??co sﬁn@.ﬂ! * inténtion towards goat milk purchasing behaviour
in Malaysia. {\T

Hypothesis 5 = H5

Nutrition will have a significant eﬁ& n Mu @sumers’ intention towards goat milk purchasing
behaviour in Malaysia. : 3 &x

Hypothesis 6 = H6

behaviour in Malaysia.

Religion will have a Slgnlflcaefewﬂu@ consumers’ intention towards goat milk purchasing

Hypothesis 7 = H7

Taste will have a signiﬂc@sﬁect owSlmbconsumers intention towards goat milk purchasing behaviour
in Malaysia.
/\ l\

Hypothesis 8 = H8

Price will have a sig nt &%ﬁ lﬁshm consumers’ intention towards goat milk purchasing behaviour

in Malaysia. (,) l P

Hypothesis 9 = H9

H9a: Demograw rofije ﬁﬂﬂs@ consumer as moderator will have a significant effect between intention
havi

and goat milk asing Q,E{T in Malaysia

Hypothesis 10 = H10

Intention QMave a S|gn|f|cant affect toward goat milk purchasing behaviour in Malaysia.

N



Table 2.5: Definition of Consumer Purchasing Behaviouv~
.

No. Year Authors Definition(,)\v
A\
1. 1970 Walters & Paul ~ People are buying and using the product or service invqlveﬂ‘ln the decision-making and behaviour.
2. 1974 Pratt By cash, check exchange of goods or services necesmecisions referring to the purchasing behaviour.
A v.d
3. 1983 Francken Consumers are satisfied with the product or ser will penerate repeat purchase intention.
Engel, Blackwell ~Consumer buying behaviour is directly related t ptien of products and services which are
4, 1990 . . . . | S
& Miniard triggered by the decision-making process e
—— P
5. 2005 Acton Consumer buying behaviour" which @sﬁ i ‘GFdiLVmeet the needs of consumers.
¢ 4
6 2010 Shiffman &  Performance in the search for, pun@ use an va@ﬁe the behaviour of products and services to meet
' Kannuk the demand. \7 A
\C—) . g
2005 . . N o
7 and Kotler Consumer buying behaviou Wi ualsgroups and organizations to select, purchase, use and
' disposal of products, servigeswideas orgexperience to meet the consumers' demand.
2012 E




