CHAPTER FOUR

DATA ANALYSIS AND RESULT

4.1 Introduction Yv

This chapter discuss on the process of da alysi aWsult. The first

L ]

part covers on the process of data examinatio h as Qa&@tlier, and

normality test. The second part covers on Sis \akh%'h discuss on
X

the level of variables of attitude (AT) W : pe&ived behavioural

CQ X
control (PBC), health, nutrition, r&' , tast : in@ion and demographic
~

as moderating effect. Last par; % exa@ﬁn
L
n

Least Square - Structural KO Modellin

4.2 Data Scregnin
E s ’
NS @)
The rp% on olr screening c@ﬂa is to check whether the data have been
\

correctly er@hat heﬁ 9(5 ing values, it is free of outliers and to confirm
that t@buti(}n ft rift%'s} is normal. The data cleaning process requires
care&l sideration”as It

;;gess demands consisten&checks and treatment of missing data (if required). The

S

N
€Y

e

v;@fsignificantly affect the final statistical results. The
C.)
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overarching objective of handling of all screening activities is to avoid failure of the

model estimation and crashing of fitting programs (Kline, 2005). Hence th%etails of

the process are discussed in this section. : (o}

4.2.1  Assessment of Missing Data ? '

Missing data commonly occurs in research stuWhen respondents fail
to answer one or more items in the survey. Accokdingito Cohen and £€ohen (1983),
.. . . @ .
up to 10% missing data may not cause any seri@us problem in 'nte‘[f)&'atlon of
A
the findings. However, prior studies have stiggested ,th t ssinggzdata requires
N

\SSf missing values. One of

appropriate treatment and must be basw e pa

the solutions recommended by @ick an
missing values. For this study, @%rvey \Ifedv 9~\éuestionnaires distributed,
N

436 set of questionnaires Wéurne& By er&éﬁhe data, 16 questionnaires

showed missing valu }incl e resg?és. Therefore, all these 16
guestionnaires W% ted.: fter, olele'bh the completed and usable

‘&
questionnaires i 0. Tf]e
requirement roportio

le siz% as valid due to reach a minimum
’

7) is removing the

&

Per Q?‘_}respondents according state in Malaysia.

2.9
Thus, thg=sample size fo study_is appeared to be sufficient. Furthermore, Table
: e distf.ibbfz?of sagaple in this study.

S
S
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Table 4.1: Sample of distribution

Item Frequent Perce %)
Sample Distribution 500 0
Return 436 ;
s l 3

Incomplete 16 .
Used in Analysis 420 84.0

Furthermore, to confirm the accuracy in the data _entry process, another
procedure was performed using SPSS 24.0. The data eWied case-by-case and
further checking was conducted by using descripti atl tic@ng frequency
distribution, maximum and minimum values, t ean and standar (ﬁevi&i'on. The

<,

results yielded no missing values in the data e process nd nsur@at the data
gv N
were 100% accurate. In this study,, missing \ol~all items were defined

according to frequency distributic\ esults in a can be looked via

missing data imputation methodfas_in the @;Q%Fi A

.g,x;plete data |:| Incomplete data
S

%\ Figure 4.1: Results of missing data analysis
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4.2.2  Assessment of Outliers

Checking for outliers is important, as outliers can affect \Xity of
the data which could then distort the statistical results (Hair et a teﬁTabachnick
& Fidell 2007). Detecting outliers can be performed from a un’?ﬂe bivariate and
multivariate perspective. Since this research uses PLS- SE ultivariate test for
outliers was adopted to investigate if there were any scclres for two or more
variables (Kline, 2005). Tabachnick and Fidell ecornm hat cases with

values larger than 1 are a potential problem @hrmme if s'amirmltlvarlate

outliers, the researcher identifies the criti squa\ usm‘gj:e number of

independent variables as the degre edom ssessé\ he extent of the

dissimilarity of each case across a s constructs urthe@)re a D? value larger

than the critical chi-square dl% Sestn;ée of multivariate outliers.
d

Examination of D? values es thatthe amgé-m D? value is 49.67574, which

far exceeds the criti epicts a list of critical value for
evaluating D2. )

‘@/

Critical Value of ¥?

10.83
13.82
16.27
18.47
20.52
22.46
24.32
26.13
27.88
29.59
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Source: Pearson & Hartley (1972); Tabachnick & Fidell

V‘ZOO?)
Further analysis was performed using Cook’s Distance t N hether
this outlier has an undue influence on the results. Referring abachnick and

Fidell (2007), cases with values larger than 1 are a potential pw. Based on the
results in Table 4.3, the maximum of Cook’s Distance V&MO.4066, suggesting

that no cases indicated the presence of an outlier, a 20 fases were retained

. .

&

for further analysis.

. | &
Table 4.3: Multivariate outliers a ok’s di‘gt ce fest re@s
o

Case

o
N
(J'IN

w
o\.
Slo
o | =
3|2

QO
>
O
D

1 4 .
2 ¢, 7 03696
3 \& 580 ()" 033%
4 8 2 03210
5 0)38.823%;T A 02885
6 3499853 o 02768
7 3477677 43: 02480
8 A 02412
9

= =
— O
%
e
W W W
¢ g w
3
o -
I\)Ob
O OO
NN DN
B P W
NN
O = O

F‘c’?‘o
Z\_/-
L ANA
J‘ngg
N

o
wW N OO

o P
O OO
[ gy
¥
N OO

t)
~§h_
Z‘
g
e E =

important early step in almost every multivariate

A |

. Normality can be\examlned at both the univariate and multivariate level.

%ﬂecking{n mdrity

istributed across the population sample and that there are no excessively high or

§nentioned by Hair et al (2022), normality measures the data that is normally
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low scores from a few respondents which can then skew the overall result. Lack of

normality will adversely affect the suitability indices and st@d\g errors

(Baumgartner & Homburg, 1996). Two components’ values usshssess data

normality are, skewness and kurtosis. Skewness judges the symmetry of the
distribution, whereas kurtosis assesses the peakedness of a.distribution. A positive
skew represents a distribution that is shifted or ske eowﬁe left and a negative
skew reflects a distribution skewed to the right. Kk t!)3|s lue denotes a
flatter distribution, whereas a positive kurtosisyVvalue reveals ;jealie‘;xar taller
distribution (Tabachnick & Fidell, 2007) D dlstrl |th er a highly

skewed nature or with high kurtosis % S r%n aI|t |ch has random

effects on specification or eshmaﬂ\ﬁ@ & Wa 5). Q

Hair et al. (2014b) s t t \Snesegalues should fall within an
acceptable range of -1 to \ houg a qu&ﬁJe of skewness 1.0 or lower
indicates that the d |3Wally istri t d, fxﬁﬁe sample size is greater than 200,

the absolute skewness could i !' 8Awang, 2015). On the other hand, the

value of the @set@s index;should be within the range of -3 to +3

(Kline, 20 absolut gk!es urtosis index from about 8.0 to over 20.0

@

have scr1 as ca@ “extreme” kurtosis or may suggest a problem

s
(De Io, 1977). For this s@)d3~the normality test result is presented in Table 4.4.
NS

sults demonstrate that all values for the items fall within the acceptable range

skewness +1 to —1 and meet a lenient +3 to —3 range of kurtosis. Therefore, the
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empirical measures of skewness and kurtosis for all constructs from the

questionnaires confirm no issues of multivariate non-normality in the %%t.

Table 4.4: Results of the normality distribution Aj

First-order construct n Skewness T Kurtosis
Attitude 420 -.989 .629
Subjective Norm 420 -.235 \) -.767
Perceived Behavioural
420 ? - -.357
Control
Health 420 574
Nutrition 420 ‘\d 817
Religion 420 ‘;39
Taste 420
Price 420 ! -\.060
Intention 420 \T.OSY
Purchasing Behaviour 420 - -1.176

Further testing was conK chec 8date normality via a

residuals test. The residuals ots appe rTaI r}:\he regression when no

N,
significant deviations fro |ty ceur the@esent data (Pallant, 2011).
\ss i
Details of the results are_discussed - ctio‘néeA.
( : ’ |
424 Residuals Te '-

4
BJ\ N
| %
_ &
In orm Ilp/ zimec‘ng:,n is important to check the normality of

residuals®§he other st?s ess {the multivariate normality is via a residuals test.

Thi w perfor -Ey rqg-ressmg each variable in the model on all other
od

in the model arih checking whether all residuals of the variables are

aIIy distributed (Garson, 2012). The normal probability plots were used to see

QY there are deviations from normality. Some of the deviations reflect the presence
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of outliers, mixtures in the data or truncation in the data (D’Agostino et al., 1990).
In the normal probability plot, the points are the observed residualqns the line

represents the normal distribution. In this study, the plots appﬁf(ﬂ)e close to

normal. As shown in Figure 4.2, all dots were situated straight along the line,
indicating that the residuals had been perfectly normally,distributed. Thus, it is

assumed that the distribution of data was normal. ! Y‘

i &

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: PurchasingBehaviour
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@ NO'rrwlng f Muslim consumer intention toward goat milk
: urchasing behaviour

Assessment of M}tlcolllnearlty

The next assumption is the multicollinearity problem. Multicollinearity

can be defined as the extent to which any variable’s influence can be explained by
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other variables in the analysis (Hair et al. 2022). The ability to specify and further

define any variable’s effect will become more difficult as m%ﬁiiineaﬂty

increases. With multicollinearity, the variables are identified as hi\ﬁﬁ) very high
Fide

correlation, with a value of 0.90 and above (Tabachnick , 2007). The

variables probably are redundant or one of the variables issg combination of two or

more of the other variables. High multicollinearit che both logical and

l

statistical problems (Kline, 2005; Tabachnik & Fi 007). \d
a3

Assumptions for multicollinearity d via cor tlbn_@atrlces and
co-linearity diagnostics. For this study, atlon{a were. calculated for

attitude (AT); subjective norm (SN)e ived b iobiral ggé}ol (PBC); health,

nutrition, religion, taste, price, int & aviour. Overall, the

correlation values between COEG@ fa}Ii IWYO r@dling values, ranging from

(7]
0.154 to 0.890 as shown 4 endix™5._In jthis @ no items were found to be
highly correlated atWe at’ove ﬁtatmg that the data has no
multlcolllnearlty proble 44,
és'

Col can eJ be determined by noting tolerance values

—

n{ar(_)/arlance inflation factors (VIF). Low-tolerance

|nd|cate that multiple correlations with other

‘é/sis indicate that the tolerance values for all items range from 0.349 to 0.724,

o/hich are above 0.20 as suggested by Hair et al (2014). These results confirmed

that the assumption has not been violated. The other value given is VIF, which is
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the inverse of the tolerance value. VIF values above 5 would be a concern,

indicating multicollinearity. VIF values for this analysis are range K& 104 to

4.015, indicating no possibility of multicollinearity. Hence, this x free from

T

multicollinearity.

4.3 Demographic Information of Respondents
The section described the profile of sljch distribution
according state, age, gender, education Ievel onthly oc?:u@non and
marital status were explained in this se h‘g em graptg%c profile of
respondents who participated in the surve«}%rese ISS ﬁah
&
43.1 Respondent by State O
\ A
A
Respondents involve study ca roqnﬁ}'s states in Malaysia and 3
federal territories, which eI eri bilan, Melaka, Johor, Perak,

\

Pahang, Kelantan, Cerf% nu, Perli Ked@} Pulau Pinang, Sabah, Sarawak,
ual

Federal Territor eral efritory Putrajaya and Federal Territory

Labuan. The er age i |on et_s?e?dlng to states are presented in Table 4.5
with the were f 0 Se'ar@?(l? 9 %); Negeri Sembilan (3.8 %); Melaka
J I';

(3.8 or (10.
W

4 %); Federal T@er Kuala Lumpur (4.3 %); both Federal Territory

:Pera& 6 %); Kedah (8.3 %); Pulau Pinang (4.0 %);

aya and Labuan (0.5 %); Pahang (6.9 %); Terengganu (5.7 %); Kelantan (8.3
; Sabah (11.9 %) and Sarawak (4.5 %). The following Figure 4.3 shows the

proportion of sample size according state in Malaysia among respondents.
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Table 4.5: Proportion of sample size according state in Malaysia

Item Category Frequent Percentage (%)
Selangor 75 c

Negeri Sembilan 16

Melaka 16 A
Johor 44 10 5
Perak 32 Y‘ 7.6
Kedah 35 8.3
Pulau Pinang 17 \’ 4.0
Perlis Y' 1.4
State W.P. Kuala 1 ' 43

Lumpur
W.P. Putrajaya %

W.P. Labuan 2 '
Pahang 6.9
Terengganu 24 »p 5.7

4

*F. T = Federal Territory

/&

Kelantan Y' 5\ Y' 8.3

Sabah \, 0 {\ 11.9

Sarawak 9 2. 4.5
o

Figure 4.3: Respondents state chart
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432 Age
As shown in the descriptive statistic in Table 4.6, the rGS\Ents age

ranged from a minimum of 18 years to the 50 years old and aboS.(W)r regard to

the age group, the majority of respondents were aged between 26 to 33-year-old
which is 126 (30.0 %) of respondents. The second 4largest age group was
respondents 117 (27.9 %) aged 18 to 25-year-old y: rsvhen followed by 80
(19.0 %) respondents, whose age fell between 3 1 year Id 79 (18.8 %)
where respondents were between 42-49 years The smallest eicer@;n)g~ 18 (4.3
%) was the respondents of age 50 years oId bovg he Ilowqu Figure 4.4

shows that distribution of age between espo en

Table 4.6: PN? respond S by @

Item Cat %&u&[&\ Percentage (%)
lde

18 -25 27.9
26 —, ars oI 30.0
Age 34 - 19.0
ear oId 18.8
& s and &\ 18 43
.‘ B
[30.0 % | |190%| [18.8 % | ?

34 - 41 42 — 49 50 years
vears old years old and above

18 — 25 26 - 33

years old years old

(//l//) .

Figure 4.4: Age chart
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4.3.3 Gender

As we can see in Table 4.7, majority of respondents wer{%les 247

(58.8 %) as compared to 173 (41.2 %) males. This result lead tos%lusion that

female is the majority who participated in this study and they also purchase goat
milk. The following Figure 4.5 shows that distribution of rJr:s’ gender.

Item Category
Gender Male
Female

5: Gender chart
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4.3.4  Education Level

The respondents had been asked about their level of educatiwgﬁgwn in
Table 4.8. Majority of respondents 257 (61.2 %) have Bachelor@&s@ follow by
Master’s Degree 61 (14.5 %) and STPM/STAM/Diploma/Matrices 59 (14.0 %).
Other percentages according to levels of education of respendents were: MCE/SPM
25 (6.0 %), Philosophy Doctorate Degree 13 (3.1 %), ers 3 (0.7 %) (such as
Sekolah Pondok or Madrasah) and LCE/SRP/P belo 2'(0.5 ). This result

lead to a conclusion that Bachelor Degree is t ajority of gr p'ed‘ts;ﬁon level
—~
rede o

in purchasing goat milk in Malaysia compa thers. The ollow'@g Figure 4.6
Y

s\ents. Q\T

ndents cat@‘level
N Percentage
Item >7T C?:q\tjent (9%6)
2 0.5
d
S?;' 25 6.0
Education tric‘e% 59 14.0
257 61.2
Level ’ S 61 14.5
i e 13 3.1
3 0.7

ter’s Degr

ers
N
l’. MCE/SPM LOpRrrR

S
V(=
D
O

Figure 4.6: Distribution of education level respondents
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4.3.5  Monthly Income
Table 4.9 shows the distribution monthly income of respond@ority

of respondents 126 (30.0 %) earn below RM1,500 per month. S&@ed by 115
(27.4 %) respondents who earn RM3,001 to RM4,500 per maoanth.
24

86 (20.5 %) respondents earns RM1,501 to RM3,000

ile a total of

(17. 6%) earn

RM4,501 to RM6,000 monthly. Finally, 19 (4.5 %) odeents earn RM6,001

and above per month. This result leads to usion t the majority of

respondent involved in this study earn below 1,500 per m I-, H ver, this
A

does not prevent Muslim consumer to purchas at mi J( aysmz-Furthermore

the following Figure 4.7 shows the dis% om%ﬂgspondents

Table 4.9: Profile \&wwdents thlb‘#come

Item Category \\\E‘rﬂqu ni, Percentage (%)
Below @ 126' D 30.0
RM1,501 OO 20.5
Moty Rz, 0L R 27.4
RM4 17.6
ove? %19 45
l
| Below RM1,500 | | RM3,001 - RM4,500 |

BE®
S e e

| RM1,501 - RM3 000 | RM4,501 - RM6,000 | | RM6,001 and above |

Figure 4.7: Distribution monthly income of respondent
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4.3.6  Occupation

Table 4.10 shows the distribution of occupation among re N;s. Take
into consideration of the occupation of the respondents, majorit he respondents
137 (32.6 %) are work in Government Sector. Furthew followed by

respondents who are work in Private Sector 128 (30.5 % Npondents in second

phase. While the number of 100 (23.8 %) respo t thl are still Students
(including standard and high school, undergradua dp szam.i‘m‘ students) in

N
third phase. Followed by Others 47 (11.2 9 8 (1.9 % f"eg@hdents are
Unemployed. This result lead to a conclu?&at t mem\;gctor workers

X
is the most group that able to purch Mmilk.WTh Ilomﬁigure 4.8 shows

the distribution of occupation in this )

A
Table 4.10: Profi nts cupation
mﬂ z@ p

Item atec F@Yent Percentage (%)
%\100 23.8
Governm o, 137 32.6
Occupation ivate Sectors” » &¢ 128 30.5
n 5/ =8 1.9
JK\ loth ~ 11.2
-~ NG
\ Others
(q 5 | Unemployed |
[ Gover s |

Private Sector

Student

Figure 4.8: Distribution of occupation
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4.3.7 Marital Status

Table 4.11 shows the distribution marital status of ret&g: It is
e

evident that the number of married respondents 236 (56.2 resents the
majority in this study. Followed by single respondents 181?1 %) in second

phase. While the number of divorced respondents 3 (0.7 %) ry small participate

in this study. This result lead to a conclusion tha d rlespondents are the
purchase of goat milk comparing to other marital | ng |gure 4.9
\
shows the distribution of marital status of res@ ' _{‘)
Table 4.11: Profile of respo ent | al st UQ*
Item Categor ehu L, Percentage (%0)
Marrie O\’ 56.2
Marital Status Single 43.1

D 3) A 0.7
ey S

- Divorce 0.7%

Single 43.1%

Married 56.1%

v

\\ Figu?:zl.Q: Distribution of marital status
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4.4 Descriptive Analysis

The main idea of this section was to analyse the general info%%n about

goat milk purchasing in Malaysia. The descriptive analysis S&aed of the
information on the total frequent and percentage of data Whiﬁ obtained from the

Statistical Package of The Social Science for Windows (SQQ)/ rsion 24.0. Table
4.12 shows the information related to goat milk pur asW'oTMuslim consumer in

Malaysia. l

\d.
g
Table 4.12: Information related to (@Mk PurJna’?z (A:Ago)
9 v

Item Category requent D-‘ Percentage (%)
Do you buy goat Yes Z ¥ 581

milk? No “17 é\ 41.9
Health re% v C‘Sﬁ 23.1

Nutritional con 14.0

Why do you buy Religionfreason \T41 /;\. 9.8
32 7.6

goat milk? Delicious taste o
Aff rice” u 1:{9 0.2
Fami actice é@ 3.3
onsuffie

17.1

6.7

Please specify th 7.9
reason why yo 4.8
not buy goat 2.9
(,} ,n 2.6

% ? I (4E6er@ 5 1.2

t easttgﬂce per 34 8.1

Me uent do ek '
0

uy goat At |€ast once per

\K milk? month 148 3.1
At least once per

57 13.6

year
Q How much Less than 250ml 38 9.0
251 - 500ml 109 26.0

quantity goat milk
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Item Category Frequent Percentage (%)

bought for each 501ml - 1 litre 70
purchase? More than 1 litre 27

Table 4.12 shows from 420 Muslim respondents invo &‘D this
study, 58.1% was purchase goat milk and 41.9% are not purchase. Muslim
respondents who are purchase goat milk has stated the reasens of'beyond their
purchasing. 23.1% of Muslim respondents stated th re&?'lﬂ their purchase
goat milk because of health; 14.0% because of nuigitional actqr!\;f)?@ due to

religion; 7.6% stated because of delicious; 3.3%,due to famil rixcﬁ and
: -
le ce.

rest 0.2% stated because of affordab Ijur er ore,\ZMuinm
~

respondents who involved in this stUd%Z;sk%\ \rtheir on of not

purchasing goat milk. Descriptive& condu d t@‘most state their

reason of not purchasing goat W@Secaus gd r}@consume goat milk
N

(17.1%). These was foIIow%e redson ofsé pe%n@ of goat milk (7.9%);

unavailability (6.7%); s%doj .8%); b%@te (2.9%) and goat milk
was purchase by @ ily ? m 6242% Table 4.5 also shown the

¥

qgoa@ilk at least once per month (35.1%).

frequency of I\'/Ig7 respan \on purehasing goat milk. Most of Muslim
d
(.)

respondents ﬁ{
Meanw?%a% jt eﬁ_purchase goat milk at least once per year,
this f Iowinf; at' lea ~qce per week (8.1%) and 1.2% of Muslim

N
QK r respondent has\(;?ated their purchase goat milk every day. In

Yy

-5
S%s

‘%ﬂon, Muslim respondents was asked about total quantity bought for each

Ourchasing of goat milk. From 58.1% of Muslim respondents who are
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purchasing goat milk stated that they bought about 251 - 500ml for each

purchase (26.0%). This was following by 16.6% of Muslim res@

bought about 501ml - 1 litre; less than 250ml (9.0%) and las A% of
Muslim respondents who participate in this study stated the* bought more

than 1 litre of goat milk for each purchasing.

4.5 Motives of Muslim Consumer Intention 0 t' ilk Purchasing

Behaviour in Malaysia

u§|i sumj~ ntention
beha@r in Malaysia?

slln@nsumer intention

t Wo M ehaviour in Malaysia.
0 Co

The main idea om ec 0 |de&§|%/ Muslim consumer intention

toward goat milk eurii ng be avi r li ay5|a In order to achieve this
ive anal

objective, a quall

Research Questions 1

Research Objectives 1

sed t identify the Muslim consumer intention

toward goat ocui~§rbup Discussion (FGD) were conducted to

identifie 1ves ‘u 'n;CC(]jRner intention toward goat milk purchasing
beha Mal@s&idlt@ly, focus group research is “a way of collecting

ve data, which esse@lly involves engaging a small number of people in an
1 al group discussion (or discussions), ‘focused’ around a particular topic or

Oet of issues” (Wilkinson, 2004). FGD are less threatening to many research

participants, and this environment is helpful for participants to discuss perceptions,
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ideas, opinions, and thoughts (Krueger & Casey, 2000). Researcher have used focus
groups to capture data for the thematic analysis. Theoretical themati&&‘sis was
conducted by relying on the theory of planned behaviour model. | cﬁ@e thematic
analysis gave way for other dimensions like health, nutritio@on, taste and

price that evolved out of the themes. \/

Motivation offers a potentially powerful cz for' understanding the
driving forces of consumers’ actions (Solomon et al:#2006) Wm motive is
: N
the reason why the customers purchase th . Motive ing force
behind to purchase the goods. Motlvatlon st B'e ur (‘)?gc; consumers’
why they are going to purchase usé’\ser iges. ﬁasing motive is
{? &
h

concerned with the reasons that ex e consu s to @e the decision for the

action. It motives the consu§%t eg:)%le to several reasons such
O

as pride, fashion, fear s&
economy. The term fp%m
se&

ve and,af ctloﬁmfort and convenience and

'mti asS&r defined as a drive or an urge for

: I'l'&pomes a purchasing motive when the
individual see@s acti rt throdgh th\ rchase of something (Chaubey & Tariq,

which an individual sa

2010). Me \E tive i Lr‘nrklgﬁ)rge that moves or prompt a person to some

O
action mg}o D(#t anthAthanasios (2002), purchasing motives are those

.

influépce "or consideration @1 provide the impulse to purchase, include action
~N

etermined choice in the purchase of goods and services. Therefore, the

mary aim of this analysis is to identify the motives of Muslim consumer intention

otoward goat milk purchasing behaviour in Malaysia.
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From the FGD, participants agreed that their intention to purchase goat

milk is due to health reason. They also know that goat milk con}{?a lot of

nutrition benefits to human body. Participants has stated religio!ig@ motive on
their intention toward goat milk purchasing behaviour. Lastlyﬁese intention of taste

and price are the factors considered as a motive by Muslim_conSumer toward goat

milk purchasing behaviour. Therefore, these vari IesYe% tested to the TPB

model. Previous studies were proved others vari co tritkdathe consumer

intention toward goat milk purchasing (Kurajdowa & Petroyicov 2,()15c'~§'ru etal.,
A

2016; Chang et al., 2016; Umar et al., 2017). mentioned garly, tbe question is
Y/

{

rd g@&%ilk purchasing

what is the motives of Muslim cons% en
ssié*and finding had been

behaviour in Malaysia. Based on 's&?tion, t

organized. c \T ,<\
N
& 4 é@?
Table 4.13: Demogr. rofiles\of foeus greup discussion participants
Kf AN

Code Gender o Age
FGD1- A z Female ™" 35
FGD1-B % 2 e 39
FGDl-f\ Y Fe BF" 45
FGDl& i Female 30
FGD1 - ale 27

¢ | male 29
/ 4 (_/ Male 31
"~ Male 30

1)) S

Male 34
\T Female 34

The FGD conduc@ in this study involved ten (10) participants of Muslim

: D2 -
0‘€onsumers and divided into two group as shown in Table 4.13. A summary of their

background, including gender, age and occupation is presented as follows: the age
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of participants ranged from 27 years old (the youngest) to 45 years old (the oldest).

Most gender of participants involved in FGD is female (7) and renﬂ%re male

(3). Participants are come from various occupation background SG@St working
in private sector (e.g., banker and administrator) and goquimen sector (e.g.,

researcher, lecturer and teacher). While remains of partﬁ@ involved in this

focus group discussion is postgraduate student in puhlic Wsity.

l

451 Health
O \Y
. 1
Participants were asked to prow eir motl es in % on toward

purchasing goat milk. In general, the moties sh M the pa |pants namely

nts vdgw health is the main

O

factors of intend for them to p hase go Ik n h(eégodern society, health is

one of the central values. Con rs @re incr sm ware that food influences

health, nutrition, religion, taste an rst

health condition (Youn , 2 . Fi m t@cgtudy similar to findings from

Leipamaa-Leskine@ that health la portant motivating factor in food
:

purchasing. The Iowmg ’il D1-A that explain further motives of

Muslim con er te 'ard Ei}éﬁasmg goat milk due to health reason.
2>

y p r%) &gﬁg experience, health factor is the first
SQ: ,

out in m mmd when | go to purchase or consumed goat milk,

S’

because it contains r%ny benefits to human body. For example, when |

0& consume goat milk | am easily digest. This is different when | consumer

cow milk, it not shows any drastic significant effect to human body.
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Thus, from my point of view | can said that goat milk is good to human

health” (Female, aged 35). \

The statement form above participants is in line with th%;; by Jasinka

(1995). This is a key reason why goat milk is considered morew digestible than
cow milk. A softer casein curd with smaller flakes could besgxpected to result in

more rapid digestion of milk proteins, and this w zirme'd in vitro. Human

casein was completely hydrolysed, compared with 96% of goa n‘and 76-90%
g
of cow casein. This was attributed to the rfevel of b ca‘selé‘)and lower
4 h

level of alpha-s1-casein, in human and gow casein. dditi%s;m FGD1-B has

agreed with the statement made frontwrticip?é'nt

benefit to human. The following sta

goatTilk contents health

tis descri

“Goat milk is good a@iaﬂo h 2}1 he \.Thus, it become my
&
ﬁzygo@milk products. From my

intention and motivate hT
t

experience or% ing go

digestion

'.Qkitalsq
effect,%n e{gu‘
(F 9).

i
A at milk conta

in
S

contains. Recent research published in February, 2003 has implicated the

N
myéa.betes level. Since | noticed this

sumed~goat milk to control my diabetes”

Beta-Casein, not the Al Beta-Casein that cow’s

otein Al beta-casein as a trigger for Type 1 diabetes and other health issues
(F

ebian et al., 2020). According to Malik et al (2012), the number of people
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diagnosed with type 2 diabetes has risen steeply recently exhausting the ability of
health care systems to deal with the epidemic. Seventy-five percent Qaple with

diabetes live in low- and middle-income countries. Comﬂﬁﬁ)forces of
C

governmental health care, charities and donation of pharrqe eutical companies
would not be able to cope with the financial demands neei@ medicaments and
treatments for these people. There is a traditional eIiWhe Middle East that

regular consumption of goat milk helps in the pr n and aorll{oaf diabetes.

e
Yq
Besides that, goat milk plays an@ant role i cdnt_@'}ng blood

pressure (Nguyen et al., 2013; Reuser et al?ﬁﬂ). I fe'lr at m"zrﬁgégularly may

nsivéﬂpa' t. G(dfi\milk components

such as sodium, potassium, calCium, and m esiu@have been studied

AN
substantially in the past de . ov'\: J;»ogca%@m either due to dietary

(7]
deficiencies or altered QK Nm,@ been linked by several
epidemiological an Iamy st'dies?olhi ﬁ)lood pressure, or hypertension

ccarron, , IVIorr. u : us, Toliowing statement from -
(McC 2003; Morri &Re{ 9% followi from FGD2

E described tha@nil lay importa. le in controlling her blood pressure:
N, al B
“I have a) h bl odzr sure \Q_u; uncontrol consume of food. Previously,

oniﬁng medicine from hospital. But, it just to

be could reduce blood pressure in w

epentfe

-~ s | > : :
\ uce my blood pﬁ@ure. After few suggestions from friends and
advise from the doctor, they suggested me to purchase and consume

0 goat milk as an alternative for me to control the blood pressure. It was

really affect and control my blood pressure after regularly consume of
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goat milk. Thus, to recover it | choose to purchase and consume goat

milk regularly. Because it beneficial to my health” (Female, ag \&

Furthermore, recent years, the increased consumer a esS on healthy
food consumption and interest on traditional foods has affecte?fm milk and goat
milk products demand positively (Guney, 2019). Consume otives to purchase
also related to health awareness. Aarker (1991) fou hat fonsumers consider
before they purchase products is health awarene oci cs studles on

motives indicate that people were willing t@&imon o]¢ L‘n@a product

perceived to have good quality charact (C Ios 1., 2@3% Thus, the

following passage from FGD2-A |IIu heal‘ﬂp IS

“Awareness on health ca make m s e }}ih;egularly purchase
N,

goat milk. Because, g IS !'etter ot ypes of milk. And as

what | know about goa |ka the% after breast milk. Before

purchase and e foo! I I aw)-emlnd myself to get health
:

mformat@s er S to hasmg goat milk, I have noticed
it contains health hu@?&’body from my reading information

ab g milk. <Th r te dte, my awareness on consuming healthy
2:% S
4@; (Fental a0 30}

o

Thus, this statement is definitely similar with Ministry of Health Malaysia

vealed about goat milk is the nearest composition to breast milk (MOH, 2016).
E

arlier studies indicate that consumers’ behaviour, knowledge and awareness
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towards consuming goat milk and its products differ according to several factors
including gender, age, environment, income and educational level mag others

(Bongard et al., 2012; Guney & Ocak, 2013; Tuan et al., 2013). TE(&‘E@e, health is

one of the factors of Muslim consumer motives in intention _toward goat milk

purchasing behaviour in Malaysia. Consequently, health influence Muslim
consumer related decision in purchase goat milk. A oonosition of goat milk

lead to the health of human. Thus, Muslim con who c%and purchase

goat milk identified health as their motive. o
e
s b 4

45.2 Nutrition Y.
Participants also ident@
[

purchasing of goat milk. Health is not nl tive of consideration when
purchasing foods. There is a s matives signific ﬁ& for many people such as

con&\ﬁ\l, convenience, natural content,

4
7

=

thatcgcontribute in their

sensory appeal, price, ethi%nc
l.’

familiarity and ot 14).@at milk is composed of different

:
usable nutrients 4xhich ar t to%(t}llr young and humans. Among those
important nu@ hat 'd in@jﬁt milk are fat, protein, lactose, vitamins,
¢
%ner salts €st®‘nhe component of goat milk are greater than
S

enzymes !
other%; anim k Fo&r tance, goats milk contains 25% more vitamin B6,

)
4Are vitamin A andc\‘l'.B% more calcium than cow’s milk (Getaneh et al,,
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Nutritional of goat milk directly impress Muslim consumers motive
toward intention in purchasing. More specifically, nutritional and hea{Wits of
goat milk are related to a number of medical problems of peopl q@nost being
food allergies with cow milk proteins the dominant food caus %r, 1964). This
in line with the statement from participants of the FGD, wh&chasing of goat

milk due to the nutritional contents. The following p s@m FGD1-d illustrates

l

on motive of purchasing goat milk: \d
Yq

]
“Most people when they sick, they Wi@w alternati o'cu JThis
4

not point forward to others, but to mwt hap@ e previously. |
T

am skin allergies when consu W‘nilk. 4@ lergies and

show the red symptom when ink a Q tk. Tl@ore, avoid such

this happens | find the ﬁﬁ@tivﬁ%xsetﬁhh our environment
]

after a cow milk is tl&a milk. goa ﬁk is easy to find. Thus,

N

I tried goat mi foirst’ime. d ﬁ%several time consuming it,
'S
gies

my skin aller e n% ed. fbelieved, nutritional contents of

\1 @
goat mil&: a !ne anti\ going strong” (Female, aged 27).
\ P ' (‘)(J
Qcoaing to Kaisex ( 9@ the prevalence of cow milk allergy varies with
counw age"o?w??ple, @\exact data are lacking partly because differential
N
d@ic methods are difﬁ%@llt to perform in the apparent absence of standardized

ens and because cow milk contains 18 different proteins against which
bntibodies in animal experiments have been demonstrated (Hanson and Mansson,

1961). R-Lactoglobulin is not present in human milk and has therefore been
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assumed to be the most offending protein in cow milk, however comparative studies

showed no difference between the allergenicity of B-Iactoglobuli&ﬂ caseins

(Buergin-Wolff et al., 1980; Taylor, 1986). In actual clinical skin.:g%ests on 21

adult and 13 infant patients with suspected cow milk allergies, 3-lactalbumin caused
the most positive skin reactions. Ten of the 13 infants SW ositive reactions,

while only 5 of the 21 adults reacted (Kaiser, 1990). ftwe? adults, only one had

l

a weak 1gG-titer (ELISA) against B-lactalbumin.

Goat milk is high nutritious ammal@& compare |ti‘ C&&Dmﬂk goat

milk has more benefited, such as hlgh whn'sty us useful to

improve the body protection systertwk, 1‘%99 d cdﬂél\ ts of capric and

caprylic acids as anti-microbe (m et al., 19 Go@mllk does not cause

1 A
allergy. It is assumed that goa onsi ricas %roteln ¢ si-CN and y-CN
B S

than cow milk, while protei N is higher eba , 2008). Fat form of goat milk

are smaller and so w'lgo c+3|st S@'short and medium chained fat
ilk ing

compared to cow m ig@?) This fact is assumed because goat

milk easier to@ by@oody erefore, it does not cause allergy. Goat
&)

milk is als Iy nsat e'd'fat@y)iuds could reduce the cardiovascular disease

O
(Catt %l’ @
% R
> : . : :
Moreover cow ?&m( allergy is considered a common disease with a
%ﬂlence of 2.5% in children during the first 3 years of life (Businco and Bellanti,

0993) occurring in 12-30% of infants less than 3 months old (Lothe et al., 1982),

with an overall frequency in Scandinavia of 7-8% (Host et al., 1988), even as high
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as 20% in some areas (Nestle, 1987), and reported in Italy in 3% of children under 2
years of age (Bevilacqua et al., 2000). Treatment with goat milk res@ween
30 and 40% of the problem cases, and in one particular study 55 treated
children benefited from treatment with goat milk. To strengthen the statement from
these participants and literature, a researcher has conducted the”interview session
with local nutritionist. Researcher has meet and in rvmith Dr. Nur Syazana

Umar from Universiti Sains Islam Malaysia whi e perw nutritionist.
@

From the statement of nutritionist: \Y'
| &
? \ §

“One of the most important contyﬁms ﬂf\g ilk “t0" human
\&

nutrition is the calcium and We th plitzi.@uman milk

ourt@ much calcium

contains much less of minera h only 0

and one-sixth as much Q@hatﬁe.% ;)a ﬁﬂk provides a great
]

excess of Ca and P \%IOH to“ener to&&m n infant, both calcium

\
and phosphorus of mllk re a lrb@the human infant. The soft
|Ik;a

curd of goat m né@or adult humans suffering from

gastrom@wt@ and\ rs. High buffering capacity of goat

mHk@ t:Zbe'us ,Ilor (-rga?{ment of gastric ulcers. Goat milk has
? O
%&fomp ded a a@stitute for patients allergic to cow milk.
e

S tween 40-100% of gg’{x'nts allergic to cow milk proteins tolerate goat

E\mﬂk.” (Nutritionist)

This was supported with a literature (Getaneh et al., 2016; Haenlein, 2004)

found that goat’s milk is the most complete food known which is highly compatible
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and nourishing natural food. It is highly nutritious that it can actually serve as a
substitute for a meal. It is also preferred due to its low-fat content ant{@bility
to neutralize the acids and toxins present in the body. It differs fr or human
milk in higher digestibility, distinct alkalinity, higher buffering capacity, and certain
therapeutic values in medicine and human nutrition. T :gp;nal and health
benefits of goat milk are related to a number of me 'canems, foremost being
food allergies and also a substitute for those ffer fr nll cow milk allergy
(Getaneh et al., 2016). Besides that, other partiGigants have stat 'ffaf_g)ﬁr motives
on their intention to purchase goat milk. 2 Y:\
453  Religi Y- e Q\VP/
5. eligion

AT

Studies in the marketirehirfbggs t t’EQgion is a key element of

Ny

culture, influencing both behavi ndfpurc Ing dzﬁsons (Essoo & Dibb, 2004).
&
The influence of religion mcie & sys@ and the effect of these value
systems on consun%xiour Jnno be restimated (Delener, 1994). Thus,
$ &y

Sis rgged on purchasing and consuming foods.

Sometimes religiots tra bit the use of certain goods and services

:
religion motives wncet‘j\'ﬁﬁh
' en

¢
altogether(€.Q. Islar/fo i ﬁ:e @c‘i?]g of pork and Hindus do not consume beef).
N

There%) o mai ?Jecti‘r: religious affiliation and religious commitment.

RAS affiliation is th@erence of individuals to a particular religious group

@religious commitment, often termed religiosity, is the degree to which beliefs

041 specific religious values and ideals are held and practiced by an individual.
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Studies in the marketing literature argue that religion is often a key
element of culture, greatly influencing behaviour, which in turn affegs\ﬁrchasing

decisions (Hirschmann, 1981; Delener, 1990). According to H r&)lQSG) this

influence takes two forms. The first is through the direct i ﬁ of religious

codes of conduct on personal choice. The second is indirtwkng to religion’s

influence on attitude and value formation (especia tw?which are concerned

with economic issues). Bailey and Sood (1 .328) IAarI highlight the

connections between religion and consumer%@ur in their ine’rls‘)g%out the
A

effects of religious beliefs and practices: ‘Promingnt examples dre the"\importance of
Y

fasting and feasting to patterns of food purchases, e\\ tabcg&? clothing styles

and activities of women, practic\gmrsona ne 6&ed to purchases of
toiletries and cosmetics, and i%nces 0 %n a@\entertainment patterns’.
o
do oug

During the discussion, FG borate th ts:
N AQ’
. N
“As we know Wn require l1ni$d things in this life. There
d ta

are many goo \ﬁﬂ(dj@uch as to take care on health,

Goat mi@ of %
and i@urfr th .o& tl@hgﬁjs. In addition, goat milk is halal and

o5

e farm it is fresh g_n’d?zasty. Thus, as religion require me to keep
& S
\healthy and goat milk practice is part of it, | have purchase goat milk”

QE (Male, aged 30).

=T

ices that can take care of our health

(@]

) w

@fv

B/ &
<
o
=

(@]
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Various studies have examined religion’s influence upon people’s values,
habits, attitudes and behaviour. Religion is one of the fundamenta{Wts of
social behaviour and has been studied from various, often contr g@theoretical
perspectives (Berger, 1961; Gleason, 1969; Gurvitch, 1 .'%erton, 1937).

o

Pargament and Hahn (1986) indicate that religion helps pew rstand and cope
with life events by offering guidance, support and pe milar view is offered
by Spilka et al., (1985), who see religion as providing a fra !)f reference to help

individuals understand, predict and control events and mainta eIf a&"em For

Gorsuch and Smith (1983), religion affects indi ‘WI al mterwet problems,
while religious beliefs and practices nel\p, soI s. According to
Peterson and Roy (1985), rellgl n@&ng and purpose for

people; it makes life understan and i %(qbl @Nglon fosters established
practices and provides a f {8 ues for social behaviour
(Hawkins et al., 1980, an &#& . As the links between dietary
practices and thelr% healt |mp cag{lo'fbhave emerged, individual attitudes

&
and beliefs tow ealth Iha come{gyﬁortant factors in food purchasing and

consumptlo ||o s\? 'S|m@ FGD1-E turns to followed religion

ic Prq@et Muhammad (pbuh) sunnah. Thus, following

commlt ts :)?
pass FGD1Ese |on hasbelow

E “As a Muslim, I practlced the sunnah of Prophet Muhammad (pbuh).
0 Goat milk is part of the prophetic foods which has consume by the
Prophet as far as | know. By following Prophet Muhammad (pbuh)
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sunnah, we as Muslim will be guided and protect from all the bad

things. Thus, in order to get barogah in this life and hereafter thse
).

to followed this sunnah by consumed it regularly” (Female, f%

Furthermore, goat milk is one of the sunnah foods, \WMS consume and

likely by the Prophet Muhammad (pbuh). Following hadw clearly mentioned

about goat milk: s z l
“Abu Bakr Siddiq reported: As we we g with I.Ia\QetstEr

nt@long wit
| &S
(pbuh) from Mecca to Medina, we pa by a ’sh pherd and, Allah's

5\1@?1) said: |

milked for him a small quantit i d brought it to

him (the Holy Prophet), acg? ﬁery happy.” (Imam
Muslim, translation b id Siddi \olume: The Book of

(1]
[%2]
[%2]
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b 9
Aleave behind me b@%ings, the Qur'an and my example, the Sunnah

and if you follow these you will never go astray.” (Hadits Shahih

0 Lighairihi, H.R. Malik; al-Hakim, al-Baihaqi, Ibnu Nashr, lbnu Hazm.
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Sahih by Syaikh Salim al-Hilali in the Chapter at 7a zhim wal Minnah

fil Intisharis Sunnah, Pages. 12-13). \q

To describe above hadith and both FGD passages, res er ‘had conduct
interview with expert in religion matters. The expert in rw about sunnah
practice is Ustaz Mohd Aizuddin Abdul Aziz a Director of leks Islam Tuanku

Muhriz and also as a senior lecture at Centre of C tcieslin Universiti Sains
hoPbi

Islam Malaysia. Thus, following passage from s ter ev.v\&dr‘ify ‘%gat milk

: . N
as sunnah foods and as a good choice fo m consu 1‘) _&fm:hase and
consume it regularly has illustrated: d \‘f
VWY

“Muslim was guided by to hath Prophet Muhammad
r lﬂe,l\/luslim will never

(pbuh), ijma’ and gias. By-followin
N

aradise - all, [your

go astray. Allah S

é‘p}

descendants] bein en\eNesT %
your guidan M:}f;ﬁvﬂo@ follows My guidance will
’ F &
neither K&y [irl rid] éﬁr/suffer [in the Hereafter]. And
whoeveg, turns aw M embrance - indeed, he will have a
> il e (i1
de&alife,lan

(Qu(a urah ﬁl, Chapter 20, Verses 123-124). Thus, a

N
L >4 . . .
\ cific guidance ha%’ been given to a Muslim accordingly. By

% consuming goat milk is one of the good things for healthy and religion
0 practice, for sure we will be reward by Allah SWT according to our

intention.” (Expert)

ther.ZAnd if there should come to

ﬁvi&_gather him on the Day of Resurrection
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According to Delener (1990), religiosity (the degree to which individuals
are committed to a particular religious group) is one of the most impgrt\aq cultural

forces and a key influence in buyer behaviour. This is becaiga:urchasing
decision can be categorised according to how much consumers adhere to a
particular faith. Thus, by following the Prophet Muhammad (pbuh) practice as a
sunnah and guidance for every Muslim. Furthermor otWrticipants have stated

l

different motives on their intention to purchase g k. .\d
@

45.4 Taste

Muslim consumers to purchase @
major reason for purchasing goé milk
the purpose of cooking). Besih ath li

purchase if taste is not bein

et al., 2016; Tobin%;

said motive of hiu@ntlon|
2.9

C%ik haéye n@'é compared to others milk. The texture is
b 4

&s and p du{e s@ﬁé odour that stimulate me to consume goat
A &)

\milk frequently. Th& it is motive me to purchase goat milk twice a

0& week. | had purchased a 1 litre bottle for every purchasing. So, basically

a week | had consumed about 2 litre of goat milk.” (Male, aged 34).
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According to Durling (2019), the biggest differentiator in goat milk taste

and consistency is the percentage of butterfat. Goat milk taste can vgkgpending
on the breed and Alpine breed considered watery with a strongersgﬁ)n the field

of studying and examining motives of milk purchase and con tion was realized
a number of scientific studies and researches. Nagova et ah@gg';revealed that the
top stated reason for purchasing milk by Slovak co suRs'Were taste. Mannerbo
and Wallin (2007) examined determinant of a p of ec I!bel ilk. Based on

L
their research results, perceived taste was fOund to be; statisti allyégsfﬁnificant

<
motives leading consumers of Stockholm towards a pugchase 0f ecozlabelled milk.
Y
nsu n of fresh milk

Alwis et al (2009) did an analysis of factors flug{l 1
among consumers of Sri Lanka %Ied tha ha@ositive (stimulating)

impact on consumer decision t{wschasem . j@lar to already mentioned

N
motives came also other es“;ﬂi et .((20<l§gvho identified taste as the

most important motives \ekcti Iry eve@.
|
455  Price

7

cow milk. proJ Jestimv d from the number of milking does each year is

fer to five thousano\@s per year compared to approximately a million tons

@W milk produced per year, goat milk production is only 0.35% of cow milk.

ohe price of raw goat milk in 2017 was around 7.00 Malaysian Ringgit (MYR) per

250ml which was approximately 3.3 times higher than that of cow milk (5.00
196



MYR). The prices of goat milk range from 5.00 to 7.00 Malaysian Ringgit for every
250ml in recent years (Department of Veterinary Malaysia, 2019). h&%llowing

quote illustrates such price experiences for the FGD2-B: :(‘)

“The price of goat milk is considered affordable for mer ght goat
milk at the farm which in front of the farm have a Mop sale goat

milk product. The farm was near with my eCt Fiajam Negeri
Sembilan around 1 kilometre. The price of g ik sw M5 50
for 250ml. I’ve purchased goat mll@ single’ w ‘*b_{@very

purchased, a total quantity I bough ound\ for\hQYJsehold

consumed. It became a routine fam| t nsurﬂé}oat milk in
&
I

every morning. Even for som e they c ared@ce of goat milk

with others milk such a nd i e peL\;But if we look again
on the benefits gal it om@o money we spend. It
was good for Wend urpose of health benefits.
Thus, it becor% t./ n in purchasing goat milk.”

(Male, a& ; | '*Q%

AN
\ @ C-)(J
als &t /nt ﬂ'a@th Jerop et al. (2013), consumers were willing
ng)goat

to pa%er prlé @lk. This implies that many consumers of goat’s
)
@ not mind the prie&bf the milk, possibly because of the additional health

%ﬁts of goat’s milk. In line with this statement, FGD1-C had expressed his

oxperlence on motive of goat milk purchasing.
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“Goat milk price for 250ml per bottle around RM5.00 to RM6.50

depends on area of sale; it is affordable to purchase and with nt&ﬁus
contents and beneficial to health it is reasonable.” (Female, 3&'3

Moreover, the above quote from FGD1-C also iIIustrﬁ'ﬂat price of goat
milk is considered reasonable due to its luxurious fits. A study by
Kulsatapornchai (2007) revealed that consumers in IYIetropolls revealed

that the significance level of factors price was mo ly i Whus it should

be noted that further analysis of the FGD su at health tr‘tlgﬁsl religion,
taste and price triggers further action in alysns\ |f|ca|=a§effects More

specifically, it was found that mostp ants wh h‘@u and nutritional
motives on their intention toward go % beh@)ur Although, within

the context of a qualitative study, the exwky? Egcausal relationship cannot

be further substantiated, rovi imulus @rther quantitative research.
Based on the above atew'ffrorr’all I g@pams the study identified health,
nutrition, rellglon tast ives of Muslim consumer intention

toward goat w& asi |our®alay5|a

| O
cuc)wal f ti {/Ii(?_g(‘l?mg (SEM)
E ’ <

e next step is an@ sis according to answers of respondents through a
Illng technique. The observed variables are the answer to phrases in the
estionnaire. In this section and following sub-section the observed variables are

he items of the questionnaire. As found in previous section, the results show that
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each variable consists of specific number of factors, and each factor consists of

specific number of observed variables (items), which are called inrﬁiﬁs of the

factor. : (ﬂ)

The study used Statistical Program for the Social Sc (SPSS) version

24.0 and Partial Least Square - Structural Equation ang (PLS-SEM) to

execute the data analysis. Firstly, the database was |ng'SPSS in which all
the variables (dependent and independent) were co he program in
the same was as if using SPSS solely @ ysis pro ’(@e 2011).
Furthermore, a new graphic was created b rti oretrcg.l%ramework of

to _draw th sted model in the

=9

the study to graphic in PLS-SEM. Irtwoolba

study, boxes shape indicates obse arra ble le the.circles indicate latent

3 A
variables. Since this study IS n th ectcgfmdependent variables on

dependent variables, arr ir n ndent variable towards the

d
dependent variables AWe c#je la e data filed created in SPSS is
M ;

selected in PLS-SE d staksfr esf are directly conducted (Sarstedt et al.,

2021; Peredar o, 01&9 40%
&

4.6.1 | o/ f6
b 4

usrng S gEhCE\'s an analysis tool for this study, there are two

<)
rtant models that need\to be reported which are (i) measurement model; and
éri structural model. The measurement model is referred to an analysis that has

Qeen done in order to examine to what extent items used in the study measure what
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supposedly needs to be measured, the accuracy of items in representing the
construct and further fulfil validity and reliability standards. M arw, the
structural model is referred to as an analysis that has been done i.rﬁ@o examine
the relationship between variables in the study which also known ‘as hypothesis
testing. Therefore, this section focuses on both measurement and structural model

analysis.

4.6.2  Factor Analysis
’ . 9
| &

In order to explore the construct dimensions, Explor, oryﬁctor Analysis

tor s%gares are indeed

théﬂnmpal components
A
A

(EFA) was first conducted to check if the ‘pro

consistent with the actual data. @as ru

extraction method with varlma ion. T

0 S
L
The results from onfi e neecﬁt% remove one item from price

\
(P1). Items has be re ed frorl th ana@? construct with the factor loading

:
lower than 0.5. AU*he en] rty $ htitems carried forward to the analysis

are having ng‘&ttor anal s%/value of greater than 0.5 and loaded as
predicted welr m ns. T@j?actor structures suggested by the EFA match
the o{&ed in earch&odel

The items that are used to measure the dependent, independent and
Q%derator variables were entered into a single exploratory factor analysis. In order
to determine the degree of relationship between the variables, the factor loading for
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each dimension is examined. The results of the exploratory factor analysis are

Under the measurement model, several tests wew n order to satisfy

shown in Table 4.14.

4.6.3 Measurement Model

the goodness of data. Basically, the measurement madel anolving both construct

validity testing (a combination of converge discrimina alidity) and

@
reliability testing (a combination of internal rehability and co prsitqgl'iability)
A
17T

(Chin 1998; Hair et al. 2014; Hair et al., 20 he measur, erlt\‘grodel for this

\VingF e 4.10.
& T

study developed by using PLS-SEM isghowrwin t

-
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4.6.3.1 Validity Testing

Under validity testing, there are two tests that need to be ¢ &mvhich
are: (i) convergent validity; and (ii) discriminant validity. For ergent validity,
this test is conducted in order to identify whether a set of itemw!fassumed to the
same construct either they are inter-correlations at least rate in magnitude

(Kline, 2016; Henseler et al., 2015). The sta@%ete[ used to measure

convergent validity is loadings, composite and average v iawgcted (AVE).

Y.

: : . . ! N
As mentioned in the previous chapter, this ploys lo gt v_\xﬁh the score
0.5 or above, composite with the score 0. vewa@ witm?a(:score 0.5 or
above. c\} W 43\

Meanwhile, discriminﬁt validit MTU e,ein order to measure the

inter-correlation of the inter- ct. Discrimipant @Ddlty can be achieved when

&
the measurement is free fromwedu ms (l@e 2016; Henseler et al., 2015).

S

For this, FornelI-L%Ziterionwoﬂra@onotrait Ratio (HTMT) and cross-
ure

’ &
loadings are us N&ordeq

% iminant validity. For Fornell-Larcker
Criterion, thQQ anc

&
‘
root Aﬁ IS 1;reat r tha
rait

or ee?_:)h variable is when the value of the square
S'th(r_,correlation value between latent variables.
Meal ey for H’e

NS
M\ﬁtrait Ratio (HTMT), the accepted value is not
oV
g 0.9 for each van@e (Henseler et al., 2015). Last but not least, for cross-

‘%ings, the acceptance value for each variable is when the value for each variable

Qs greater than other variables values in that specific variable construct.
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Based on Table 4.14, the results of convergent validity testing conducted

on data collected for actual survey shows that all loadings, compoﬁ%d AVE

values exceed the threshold value set. However, there are 4 iteﬁg@need to be

removed as their loadings are under 0.5 for this study.

Table 4.14: Results of convergent validity

~

N v s
Variables Items Loadings AVE Composite
ATT1 0.931 {)‘
. ATT2 0.968 \d
Attitude ATT3 0.972 .8 oO&l
ATT4 0.905 l R\
SN1 0.932 P X
o SN2 0.9 N
Subjective SN3 .94? S é\‘? 0.960
Norm
SN4 %SQO )
SN5 Cb)sl &
PBC1 \o‘.'ss\ J
Perceived PBC2 (,) 08 T A\
Behavioural PBC3 : .;&68 0.943
Control PBC 8729 4 Q-
PB : f‘/
RS
HE 960 §
Health (? 7 A1, 0.890 0.976
4 =Y 0.960)
A&\ Hs | 0:880
’\ : 0961
N2 972
Nutri / N‘?" 6’0.972 0.929 0.985
7 0.941
Yy 7 v-dyj ,_‘é\ 0.971
R1 ' 0.941
ion RAD 0.941 0.899 0.964
R3 0.963
$ T1 0.955
\ Taste T2 0.947 0.877 0.955
\’ T3 0.905
Price P2 0.892 0.784 0.935




Variables Items Loadings AVE Composite

P3 0.903

P4 0.937 q
P5 0.804 \
INTL 0.938
INT?2 0.935

INT3 0.939
. INT4 0.965 0.893 ? 0.985
Intention INT5 0.939 \,
INT6 0.955
INT7 0.938 ?
INTS 0.949 }

. BHV1 0.082 \
Purchasing BHV?2 0.983 . sfs #0.

Behaviour BHV3 0.967 ‘h
. Age 1.00
De?r(c))%r Iae;;hlc Education 1.
Gender 1.00
Income Sggg
Occupation %

Marital Status 1<000

*Loadings:>0.t' *Co p& .

Next, for discriminan?' ityp Table 4.1
f ghst:

\‘?\

of all discriminant validity a :
shows the value of th are root AVEl i ater than other correlation value

between latent \Q@Ie fi)
values are m'\e&din :

4

:
-Lar@ criterion. Meanwhile, all variables’

ugg for Heterotrait Monotrait Ratio (HTMT)

!
s{ ttér/glue of cross-loadings for each variable tabled

NS
tha%l'%ther variables values in that specific variable
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Table 4.15: Results of discriminant validity testing (Fornell-larckerseriterion)
o
Variabless AGE ATT EDC GEN HLT INC INT MS NUT OCC PBC PRC BHV RLG SN TST
AGE 1.000 ol
ATT 0.235 0.945 Yv
EDU 0.197 0.154  1.000 \,
GEN  -0.141 0.015 0.018 1.000 T I
HLT 0.162 0.804 0.091 0.018 0.943 '\d
INC 0.715 0.224 0.321 -0.144 0.156 1.000 é J I .'\C}‘Z'
INT 0296 0.709 0.107 -0.098 0.706 0.283 0.945 P e
MS -0.638 -0.179 -0.159 0.095 -0.172 -0.566 -0.225 1.000 Y' i N, %’
NUT 0.144 0.770 0.069 0.050 0.889 0.133 0.636 —0.&)N.96ﬂ é\
occ 0.385 0.032 0.028 -0.153 0.000 0.391 0.071 M 0.016 .006
PBC 0268 0.804 0.185 0.014 0.789 0.260 0.697 C,5242 %@T ,@ 0.877
PRC 0.073 0.595 0.071 0.036 0.641 0.038 0.61%0.079 9 \.063 0.655 0.885
BHV 0.297 0531 0127 -0.121 0525 0.325 o.?bs, -Q. .427-\&00.118 0578 0.415 0.978
RLG 0.183 0.706 0.126 -0.034 0.759 0.15 &5 -&?,0@ 0.050 0.671 0.612 0.526 0.948
SN 0.308 0.702 0.112 -0.099 0.686 0.32%78 pd £ 0636 0144 0709 0547 0711 0.624 0.910
TST 0.248 0.684 0.135 -0.037 0.688 9@\0.\712? .21}“%(6.659 0.068 0.725 0.651 0.610 0.697 0.692 0.936
- Y
5378
g l) &
&) ?
A\ S
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Table 4.16: Results of discriminant validity testing (Heterotrait monotrai

io - HTMT)

o

Variables AGE ATT EDU GEN HLT INC INT MS NUT OCC PBC PRC BHV RLG SN  TST
AGE -
ATT 0241 2
EDU 0197 0.158 Y,
GEN 0141 0028 0018 q
HLT 0164 0836 0092 0033 '
INC 0715 0228 0321 0144 0.157 .\d.
X
INT 0.298 0.730 0.108 0.099 0.721 0.285 é | _f)
MS 0638 0184 0159 0095 0174 0566 0.227 2 e
NUT 0146 0796 0069 0051 0914 0134 0648 0.143 ? ., VP’
OCC 0385 0033 0028 0153 0013 0391 0071 0 No.ozﬂ\ é\
PBC 0277 0854 0193 0035 0.836 0268 0.728 0.792 .076‘
PRC 0074 0636 0075 0041 0682 0047 0.650+ 0.076 “D: q %s 0.711
BHV 0300 0546 0128 0122 0534 0329 07 ;3.295 485 @419 0603 0440
RLG 0188 0741 0129 0035 0793 0.156 Q\m 0163 07704052 0718 0657 0547
SN 0319 0733 0118 0.104 0710 0.337 : 0656 0149 0755 0587 0738 0.660
TST 0258 0723 0140 0038 0723 0. 755 .22? [ 0070 0779 0708 0639 0743 0.738
E i "‘DJ ¥
NP
N
e S W g
2 .9
O
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Table 4.17: Results of discriminant validity testing (Cross-loadf?s)

o

VRB  ATT SN PBC HLT NUT RLG  TST PRC INT BHvY AGE EDU GEN INC MS ocCcC
ATT1 0931 0678 0.759 0715 0.672 0652 0.660 0533 0.692 0.563 70136 -0022 0260 -0.183 0.048
ATT2 0968 0.677 0773 0777 0757 0696 0.659 0585 0.693 0.497 g& 0.132 0.033 0.181 -0.147 0.003
ATT3 0972 0683 0.755 0.772 0749 0.692 0.656 0.590 0.692 0.5 \.’204 0.150 0.015 0.210 -0.162 0.014
ATT4 0905 0.611 0.751 0.780 0.738 0.626 0.606 0.541 0.596 J%.O.ZZC% 0.167 0.032 0.193 -0.190 0.059
SN1 0.702 0932 0.703 0.672 0.635 0576 0.644 0531 0.715 3 .'232 0.077 -0.047 0.254 -0.199 0.099
SN2 0.680 0955 0.677 0.667 0.625 0584 0.662 0.513 0.747 682 &Sﬂ, 1 -0.080 0.309 -0.251 0.154
SN3 0.675 0942 0.687 0675 0628 0605 0.661 0.527 0.75@.690 q _\C\@\OSS -0.096 0.246 -0.231 0.125
SN4 0.628 0930 0.644 0620 0572 0555 0.632 0482 0.70 0.667 343~ 0.141  -0.107  0.344 -0.300 0.159
SN5 0494 0.781 0.498 0469 0410 0.516 0. 8;?} 0.145 -0.128 0.337 -0.239 0.118
PBC1 0.715 0579 0.865 0.755 0.759 0.608 49 0.154 0.078 0.129 -0.146 0.045
PBC2 0.698 0.644 0.887 0.637 0577 0.545 .258 0.166 -0.002 0.253 -0.216 0.048
PBC3 0.732 0.623 0912 0.773 0.757 0.664 7, 0253 0156 0.032 0.208 -0.229 0.077
PBC4 0.718 0.613 0872 0.661 0.609 0.594 0204 0.161 -0.016 0.229 -0.202 -0.010
PBC5 0.659 0.645 0.845 0.642 0.603 0.529 0305 0.176 -0.019 0.311 -0.262 0.120
H1 0.781 0.667 0.770 0.956 0.823 0.719 0.165 0.096 0.003 0.169 -0.159 -0.009
H2 0.777 0.604 0.752 0.960 0.862 0.739 0.134 0.092 0.044 0.125 -0.143 0.004
H3 0.768 0.623 0.757 0.957 0.886 0.722 .6 06 0630 0446 0140 0073 0.031 0132 -0.153 0.014
H4 0.781 0591 0.740 0.960 0.887 0.72 \9.627| 6 Q&{M 0.421 0.133 0.080 0.045 0.118 -0.149 0.013
H5 0.683 0.735 0.697 0.880 0.741 O. 6&0.6 66(\%{).707 0625 0.186 0.086 -0.030 0.182 -0.203 -0.019
N1 0.735 0.629 0.718 0.853 0.961 .649 ‘9'62@‘) 0.617 0416 0131 0.078 0.041 0.135 -0.112 0.009
N2 0.746 0598 0.727 0.866 0.972 £.6 O@ 0.607 0391 0102 0.084 0.040 0.087 -0.106 -0.008
N3 0.770 0588 0.735 0.873 0.972 1739 ¥ 0 %45 0.608 0375 0129 0.077 0.069 0.104 -0.122 -0.011
N4 0.714 0.641 0.701 0834 0941 0.694 0.633’\@.}? 592 0622 0445 0149 0.036 0.042 0.155 -0.158 0.046
N5 0.748 0606 0.733 0856 0971 0.717 0.642 0624 0611 0428 0.184 0.056 0.053 0.160 -0.183 0.044
R1 0.629 0578 0.593 0.688‘¢'7 0941 0624 0555 0.630 0499 0.168 0.088 -0.023 0.118 -0.145 0.065
R2 0.670 0.588 0.637 0@ 709 0941 0.662 0584 0.652 0459 0.153 0.144 -0.044 0.162 -0.141 0.035
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VRB ATT SN PBC HLT NUT RLG TST PRC INT BHV AGE EDU GEN INC MS OCC
R3 0708 0608 0675 075 0732 0963 0695 0600 °81 (o537 0.20%\&5 0030 0152 -0165 0.044
T1 0687 0651 0716 0676 0652 0693 0955 0616 0703 0597 0.2&%.137 0029 0199 -0185 0.052
T2 0626 0674 0658 0634 0603 0647 0947 0576 0672 0.602 0102 -0075 0236 -0198 0.062
T3 0605 0619 0662 0622 0593 0616 0905 0638 0651 0512 0%35 0139 0000 0233 -0227 0076
P2 0508 0487 0585 0555 0548 0573 0608 0892 0535 0392 “Sob62 0060 0037 0021 -0.049 -0.085
P3 0521 0558 0567 0572 0582 0552 0577 0903 0565 O0M05( 0089 0040 -0.003 0061 -0.068 -0.012
P4 0606 0504 0657 0635 0648 0606 0625 0037 0596 0862 0093, 0082 0043 0061 -0.075 -0.049
P5 0464 0376 0500 0499 0511 0421 0486 0804 0473 006 | 0004, 0070 0055 -0017 -0.065 -0.084
INTL 0731 0689 0705 0704 0647 0675 0690 0624 0938 “0.601| 0J8Q (@143 -0O6L 0241 -0203 0046
INT2 0710 0711 0673 0687 0637 0647 0685 0605 0935 059 027130101 -0.08 0239 -0.04 0.066
INTS 0628 0752 0643 0638 0573 0642 0688 0521 0939 G767 0312 0102 -0.101 0308 -0.252 0.116
INT& 0691 0763 0685 0696 0628 0668 0702 0586, 0965 *|0§ 0270 0082 0103 0262 -0217 0075
INT5 0665 0738 0661 0665 0593 0.665 0.688 o.m& 0.939 7 ~6259 0096 -0091 0251 -0212 0.048
INTE 0643 0756 0637 0645 0574 0638 0675 0550 0955 0.§9% 0284 0107 -0100 0293 -0.212 0.070
INT7 0616 0760 0605 0639 0565 0613 0.648 0938 10661 0292 0076 -0129 0292 -0.226 0.080
INTS 0677 0723 0666 0666 0597 0650 0.677 14 0949 (665 0266 0101 -0096 0253 -0178 0.033
BHVL 0496 0684 0548 0492 0395 0494 058104 w—‘ﬁb’m: 0982 0279 0124 -0107 0313 -0.256 0.109
BHV2 0496 0700 0546 0500 0404 0501 #0582 = 0.385 0,67$ 0984 0291 0137 -0103 0331 -0264 0.116
BHV3 0563 0700 0598 0546 0450 0545 0624 0430/ 0724 0967 0300 0111 -0.144 0309 -0.249 0.120
AGE 0235 0308 0268 0162 0.144 0.15Q0.24® 3 é@% 0297 1000 0197 -0141 0715 -0.638 0.385
Sy, o7 70107
EDU 0154 0112 0185 0091 0069 Q1 1355 lora§ 0127 0197 1000 0018 0321 -0.159 0.028
GEN 0015 -0099 0014 0018 0.0523&4 . fog 6 009% 151 0141 0018 1000 -0.144 0095 -0.153
f;
INC 0224 0325 0260 0.156 0.13 0152 0237:0.038 0283 325 0715 0321 -0144 1000 -0566 0391
<
MS 0179 0267 -0242 -0472 QM1 -0150 0217 -0073 025 0262 0638 -0159 0095 -0.566 1000 -0.317
OCC 0032 0144 0062 o.oc‘)ﬁ\som 0050 0068 -0063 991 0118 0385 0028 -0153 0391 -0.317 1.000

NI

209



4.6.3.2 Reliability Test

Reliability Testing — under reliability testing, the ﬁ:tests

that need to be conducted which are: (i) internal reliability i) composite
reliability. For internal reliability, this test is conducteo&ﬁder to measure

Mtic parameter used

). Als mentioned in the

the capability of items to measure the construct.

to measure internal reliability is Cronbach’s a

previous chapter, this study employs the acCeptance va 5 C‘anbach’s

N
alpha 0.6 (Sekaran & Bougie, 2010). é ' -{')
4 X

Y
ctedé\%.rder to estimate

t ilésators share in their

;n\éﬂtioned in the previous

/.

to the extent which the s\%tent co
measurement construct (Q%Et aﬂ)‘A
chapter, this study em% Wi

N
R with t scorqu:? or above. Based on Table

\fm &
4.18, the results o% ity testin ond@ on data collected for the actual
survey show% 1 Cronbac s}alﬁg and composite reliability values

exceed tmd(@' %C/Q
&
S
(} I @ !18c§e’su|ts of reliability testing

i
. Cronbach’s Alpha Composite Reliability
Vel 2 (0> 0.6) (CR>0.7)
S’ Attitude 0.960 0.971
Subjective Normw=> 0.947 0.96
\ Perceived Behavioura 0.925 0.943
Control
Health 0.969 0.976
0 Nutrition 0.981 0.985
Religion 0.944 0.964
Taste 0.929 0.955
Price 0.834 0.888
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Cronbach’s Alpha Composite Reliability

VEIEISIER (0> 0.6) (CR>0.7)
Intention 0.983 sx
Purchasing Behaviour 0.977

AGE 1.000 000
EDU 1.000 -\],ooo
GEN 1.000 1.000
INC 1.000 Y.l.OOO
MS 1.000 \/ 1.000

ocC 1.000 1.000
46.4 Structural Model z '

Once the measurement model analysis is gomp t'd,fc‘he)s'the next

step is to assess the structural model b to an‘gw rt hprt—}ésis testing.
¥~ N

This involves examining the model’s e caﬁ'ﬂiﬁes and the

relationship between cons cgyere several tests that need to be
conducted including: (i) (‘efﬁcie t rT %(RZ); (i) effect size ().
The measurement mo@ i dy

1C

\y using SmartPLS-SEM is
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Figure 4.11: Structural model (Inner model)
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4.6.4.1  Coefficient of Determination (R?)

Coefficient of Determination (R?) — In a simple&@sz is a
measure of the model’s predictive accuracy (Hair et al. ZOMkhe R? value is

range from O to 1, where the higher value means highe?ﬂctive accuracy.

In order to evaluate the level of predictive accurac Ne structural model
az be

developed for this study, the predictive accur falculated based on

the following formula: .\d, o

Based on the

4.19 highlights the |@ y Chin (1998).

vau® NV (¥ Level
’Q 67 I\P ~ High
&
%!g : O Moderate

R%2>0.6 I
Q P
2>0.19 .é\\(d Low
\ % o
f_}f Source: Adapted from Chin (1998)
§ This study specifically set the number of re-sampling

(bootstrapping) of 420. Based on the results, the structural model for this
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study has moderate predictive accuracy values which are R? = 0.716 for
intention variable and R? = 0.52 for purchasing behaviour %Qle This

means that R? value proposed that 61.5 per cent of vanancng@ explained

by independent constructs toward moderating construct :nd per cent of
ct

variance can be explained by moderating cons&, ward dependent

construct, which shown in the previous Figure .11.Y'

l

4642  Effect Size (P) \d
@
3

)

Effect Size (f?) — Another ct that needs o b e_viewed is the

Y-
\dﬁ an arlable can be

T

e: (i)Asmall (0.020-0.150); (ii)

effect size (). The impact of a vari@ble t

examined by looking with @! (2

based on three 2 categogies valle h

ect QZe can be identified

medium (0.150-0.350); a 1) tng (> 0. ) @1 1998). The results of the
, &/
effect size (f°) are sho in t T@e 4.20.

able ‘{1 0:Re @effectsue ()

Varlables 2 Value Category
Mde -Wn @ 0.014 No Effect
i tlve n&) 0.234 Medium
In? 0.000 No Effect
% rfo n nt| 0.016 No Effect
#I te 0.019 Small
% n- Int 0.029 Small
- s Taste >|n 0.032 Small

Price -> | r}entlon 0.022 Small

\ Intention -> Purchasing Behaviour 0.783 Big
Age Moderating -> 0.001 No Effect
Purchasing Behaviour

Education Moderating ->

Purchasing Behaviour 0.001 No Effect
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Variables 2 Value Category

Gender Moderating ->

Purchasing Behaviour 0.003 ct
Income !\/Ioderatm_g -> 0.008 XEffect
Purchasing Behaviour

Marital Status Moderating -> 0.005 A No Effect

Purchasing Behaviour
Occupation Moderating ->

Purchasing Behaviour 0.002 \’K No Effect
Based on Table 4.20 above, it shows twmention to purchasing

behaviour has the biggest effect size > = . ex(&k?tive norm to
intention has medium effect size 2 = 0.2 utrition to in t,on’pg&'a small
ti

effect size 2 = 0.019; religion to inten ave asmeall gffect stz-e 2 =0.029;
Y,
s pric intention have a

j' tc@%ention (f> = 0.014);
perceived behavioural co@bto mte%fw: ;@O); health to intention (f?
= 0.016); age as mq%g efféct t rc%\g behaviour (> = 0.001);
education as mod%ﬁe tﬂ%hja;s@’ehaviour (f> = 0.001); gender as
moderating e% urchz?lwg i}g(/iob'(fz = 0.003); income as moderating

&
effect to '[Qh@ing th\m (f° = 8); marital status as moderating effect

taste to intention have a small effect s

0@‘5); and occupation as moderating effect to

@,@2) have no effect size when their effect size is

pu@' behaviour (f?

w than Gf()ﬁ)[;hereféi it can be concluded that there is a big impact by
)

Aention toward pura;’sing behaviour.
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4.7 Hypothesis Testing

effect and

Under this section, the presentation of findings wiIEﬁXe'd into

three sub-sections, which are: (i) factors influence; (ii) mod%

(iii) intention. There are eight independent variables, omendent variable

and one moderating variable involve in this stuwplanations of the
relationships between these variables are as %{ l

4.7.1 Factors Influence .\d‘

N

|5

Research Question 2 : Whati or infll u% consumer
inte@f war \‘milkg@asing
b@? in ? &
Research Objective 2 N m'gm::t that @uence Muslim
cjnsumer entio
urchasin avnqcfr’ln Malaysia.

tcﬁ\a'rds goat milk
i"

ve Research Question 2 (RQ2)

This SLTIOH
LSy
and Research%tlve 2 (RO .]ihev in idea of this sub-section was to

@
examine &%&that influ\e M%us@1 consumer intention towards goat milk
purcrﬁmeh iour &Iatsgaz

'

Q- &
% By Usi LS.@SM, the relationship between variables can be

X
&amined in structu@ﬁodel evaluation. In this case, the structural model

%\consists of the arrow (directed point) that give the meaning of the relationship
0 between a construct to other construct (hypothesis relationship) with consists

of Beta value (B) for hypothesis testing and T statistics (t-value). The strength
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relationship value between construct was measured by Beta value, while the
significant of the relationship value between construct was %Red by t-

value. Therefore, a summary of the findings for hypothesiS ggg between
factors influence and intention for this study is preseqiid in the following

Table 4.21.

Table 4.21: Findings on hypothesis testm@% dfnt variables to

mediating var

Beta  Standard

Hypothesis Value Deviation Results
B (STDEV) Statlstlcs Values

pp Atitude > op d?- 2030, 0453» Supported

Intention
N%o* Supported

SN -> %iﬁ&
2" Intention 0410 C)

PBC -> \o Not
H3 Intention 0.002 OGKT 35 0972 Supported

Health -> @%5 0.017*  Supported

Ha Intention 0- R
ps Nutrition -> \&51 A‘Moe 0.021*  Supported

Intention

H6 Fe“g'_on g YE155' % 2.692 0.007*  Supported
ntentlo%

Taste -> .
mt(;gK | ﬁﬁé 0@_5}' 3151  0.002* Supported
Priceé,-> .

H8 | ienti ™~ 51 2287  0.022* Supported
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Hypothesis 1 : Attitude will have a significant effect on Musli nsumer

intention towards goat milk purchasingﬁq iour in
Malaysia. :(‘)

H1: B =0.125, +=2.003

Attitude Intention

Wil
Figure 4.12: Hypothesis testing model of atti 0 inthwqéds goat
S

milk purchasing behavieur in Malaysia '

Based on Table 4.21 and Figure 4.12, the following results on
Y

hypothesis tested on the relatior%gtwqgin\'mde a@ﬁention towards
goat milk purchasing behavi\smalaysia fo@%

AN
Hypothesis 1: The rel G@p# zjtitu@and intention is positive

7
significant with thetwyalue (B =40,124, t 1 03, p = 0.045). Therefore,
N

hypothesis 1 (K1 ted.
ypothesis )Worbjlo

’ &
N @)
Hypothe& ; Slej e No@ill have a significant effect on Muslim
\ / ¢

.

r @ntion towards goat milk purchasing
in"Malaysia.

H2:p3 =0.410, £=7.799

\
=
E\ Subjective Norm Intention

Figure 4.13: Hypothesis testing model of subjective norm on intention
towards goat milk purchasing behaviour in Malaysia
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Based on Table 4.21 and Figure 4.13, the following results on

hypothesis tested on the relationship between subjective norm andiintention
towards goat milk purchasing behaviour in Malaysia are as fslg@
Hypothesis 2: The relationship between subjective n?’nd intention is

positive significant with the value (B = 0.410 N.?QQ, p = 0.000).

Therefore, hypothesis 2 (H2) is supported. z l

N
Hypothesis3 . Perceived Behaviou@ntrol ill a\'e:{.\);zg;nificant
effect on Muslim consumer i‘nte tio towqtds goat milk
purchasing beha\Wn \Iagq . Yy
A\ "\MS S

H3: 3 =0.002, =0.035

Perceived
Behavioural Intention
Control
Q/‘
Figure 4.14; Hypethesis teiling odel rceived behavioural control on
inten rds goat mi Jp’u ing behaviour in Malaysia
s &
ed on| 21 a igure 4.14, the following results on
hypothw ed ilatio@sjhyp between perceived behavioural control

¢
an 'c@on fw ggat\g;i?k purchasing behaviour in Malaysia are as
VA

)
A\ S
\Hypothesis 3: The relationship between perceived behavioural control and

QE intention is positive significant with the value (B = 0.002, t = 0.035, p =

0.972). Therefore, hypothesis 3 (H3) is not supported.
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Hypothesis4 : Health will have a significant effect on Musli nsumer

intention towards goat milk purchasingﬂ iour in
Malaysia. :(‘)

H4: B = 0.171, £ =2.395

Health Intention

:\' l
Figure 4.15: Hypothesis testing model gf health on anNa(-‘de goat

milk purchasing be%gin Malaysia ' _\c\f
Based on Table 4.21 an% e 4.15, the Aollowing results on
hypothesis tested on the relatio% twe?n\fth agﬁ;ention towards

goat milk purchasing behavwaalaysia a fo@‘
NS

Hypothesis 4: The relati ipﬂ e eaLﬁS\and intention is positive

“ &

significant with the\g‘ ( );J t 3424395, p = 0.017). Therefore,

N

hypothesis 4 (4) isSupported. [ 0
c'bja' &
N O

Hypoth&S\: Q@ Wi %ve a significant effect on Muslim

\ ,CO untrc‘gn}ention towards goat milk purchasing
) /)e viour in Malaysia.

HS: B3 =-0.171, t=2.306

Nutrition Intention

Figure 4.16: Hypothesis testing model of nutrition on intention towards goat
milk purchasing behaviour in Malaysia

K
S
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Based on Table 4.21 and Figure 4.16, the following results on

hypothesis tested on the relationship between nutrition and int Rtowards
goat milk purchasing behaviour in Malaysia are as follow :(’)

Hypothesis 5: The relationship between nutrition a Wlon IS positive
significant with the value (B = -0.171, t = 2. 30 021). Therefore,

hypothesis 5 (H5) is supported.

‘

Hypothesis6 : Religion will have |gn|f| nt ffe':t a%r Muslim
consumer |ntent|on wards mlltg~ purchasing
behaviour in Mal |a T
A °\ é*
H6: B =0.155, ¢ =2.692
Religion Intention

Figure 4.17 gHypothesis te

i ing oqiel}?ligion on intention towards goat
ik pu'uc as q‘b@Q our in Malaysia

on [I'a |gure 4.17, the following results on

hypo test Iat |p between religion and intention towards
ilk"purchasi hav Gur in Malaysia are as follow:

S%gthesw 6: The r ?(.)nshlp between religion and intention is positive

N o
{Ai’

ignificant with the value (B = 0.155, t = 2.692, p = 0.007). Therefore,

QE hypothesis 6 (H6) is supported.
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Hypothesis 7 . Taste will have a significant effect on Musli nsumer
intention towards goat milk purchasing ﬂ?iour in

Malaysia. : (’)

H7:B=0.162, t=3.151

Taste Intention

will
Figure 4.18: Hypothesis testing model of taste @p intentio ards.goat milk
purchasing behaviolmin Malaysia ' c\).
A

Based on Table 4.21 and Figure 4.18, the following results on
Y

hypothesis tested on the relationship b eq\ \nd inteéntion towards goat

milk purchasing behaviour i@ia are a W:dﬁ
\x A
Hypothesis 7: The r n ipn asé}nd intention is positive
7]
significant with thetwyalue (B =70,162, t 1&51, p = 0.002). Therefore,
hypothesis 7 (K7) t N
othesis IS@Supported.
yp Yﬁp Dj‘ S
Hypothe@:

N
2.

-
;\ Price Intention

I ha@significam effect on Muslim consumer
t(@‘rds goat milk purchasing behaviour in

¢

H8: B =0.116, r=2.287

Figure 4.19: Hypothesis testing model of price on intention towards goat milk
purchasing behaviour in Malaysia
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Based on Table 4.21 and Figure 4.19, the following results on
hypothesis tested on the relationship between price and intentiort&ﬂrds goat

milk purchasing behaviour in Malaysia are as follow: :(‘)

Hypothesis 8: The relationship between price and WOI’I IS positive

significant with the value (B = 0.116, t = 2.287,pV0.022). Therefore,
hypothesis 8 (H8) is supported. ? z l
4.7.2 Moderating Effect .\d’
e
onsum og@ic profile as

Research Question 3 . Does i
mo r’;ﬁe ct betwgen intention and
@pur hazkgr(in Malaysia?
Research Objective 3 N udy d aphie./ profile of Muslim
%nsurr%& Ty

@ effect between intention
nd ﬁbat ik purehasing behaviour in Malaysia.
N LY |

This s on resses the @eve Research Question 3 (RQ3)
IS

and Research tive 3 (RO .]ihgy in idea of this sub-section was to
sy O _

study d& hic bro s of zgasllm consumer as moderating effect

AN
betw Nnti nan }tlmi}_léwrchasing behaviour in Malaysia.

x =
% vaIga%dt% hype@eses, a multigroup analysis is performed. The
b 9

&jective is to verif@e’ moderating effect between intention and goat milk

%\purchasing behaviour in Malaysia. According to Henseler et al. (2016a),
0 before proceeding to perform the multigroup analysis, it is necessary to study

the MICOM. The objective of this MICOM study is to confirm that the
223
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differences between the two groups are, in fact, due to differences between
the latent variables and not to other issues. In other words, the ({Ws are
only due to differences in the structural model and not i@asurement
model (Henseler et al., 2016a). MICOM is a three-stage process that includes:
(1) configuration invariance (Step 1); (2) compositiepal invariance (Step 2);
(3) the equality of composite mean values a v&rﬁes (Steps 3a and 3b)
(Henseler et al., 2016a). Based on the resul [!artl measurement

invariance is established (Table 4. 22)§s a major r ulrerQ%Efprlor to

perform MGA (Henseler et al., 2016a)

X

Firstly, the configuration in w assessmentlis pef%r‘:ed In this case,

it is verified that the correspo model for nde_r\@e education, monthly

income, occupation a@@xa% th;V on rg’bratlon The second step is
nv.

to study the composnk ariance, |cr£§§tabllshed when the scores of

a composite u gw\ﬂelgh* of t e phlc variables do not differ from
usma

those created !' @Je to verify composite invariance, the

original A@ par ith the 5%- quantile of Cy. Since C is
alwa@l ta of gr. er théﬂ%ﬁe 5%-quantile, the composite invariance is

gge 4 @' To complete the next step, first researcher

a ines the equalltycgtmeans and, subsequently, the equality of variances

\usmg the non- parametrlc permutations test. In this case, the equality of means

§ and variances could not be verified (see Table 4.20), so the measurement
invariance is partial.
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After the consideration of measurement invariance, researcher proceed to

assess whether there are significant differences between @p of
demographic profiles (gender, age, education, monthly in G@occupation
and status) using two nonparametric methods: the .&ons test and
Henseler’s MGA (Henseler et al., 2016a). The m i:%analysis results
indicate that the differences in p-values are not ig@ﬁt for H9a, H9b, H9c,
H9d, H9e and HOf. Therefore, hypotheses 90, H c! H9dy H9e and HOf

adopted for this study cannot be supporte the restlts o a’ne?da)&'nce, the
: <\
IS"het

moderator role of demographic profile propes e Talqte 23 to Tabel
Y
\/: NI

28).

—=
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Table 4.22: Measurement invariance result using permutatioQ test

Compositional Invariance Correlation = 1

Equal Mean Assessment

» .Y Equal Variance Assessment
e

Partial Difference 95% Di Full
1 (0)
Construct Confl_gure c=1 95% Measur_ement of Mean | Confidence Equal _he 95% ClI Eq_ual Measur_ement
Invariance Cl Invariance Value Interval Mean riances Variance Invariance
Established alue Established
0.983- -0.234— ) -0.277-
ATT Yes 0.994 1.000 Yes -0.268 0228 No \/ 0.234 0249 Yes No
0.993- -0.229- -0.304—
SN Yes 0.999 1.000 Yes -0.33 0.236 ‘ i ' 0.611 0.272 No No
0.997- -0.221- -0.298—
PBC Yes 0995 | 000 Yes -0.25 0299 0’ S0065 o | "o Yes No
0.999— -0.224_1"F ’ [ -0.27-
HLT ves | oge2 | 0% Yes 025 0.221‘£ No 7) 0078 | oy | Yes No
0.997- -0.281= T N -0.238—
NUT ves [ 0999 | %D Yes 0.27 0_!22 wQQ 003 o Yes No
0.993— 04| Ly -0.277—
REL Yes 0.998 1.000 Yes -0.33 \0.216 o(,SQ 0.034 0.249 Yes No
0.993- g -0.304—
PRC Yes 0.996 1.000 Yes -O.ZSAO‘ 0 T E}Q\ 0.234 0272 No No
0.999— ” ®.221 =) -0.298—
TST Yes 0.995 1.000 Yes (@ \Q@j“ <$No 0.065 026 Yes No
0.997— N 20.229- -0.27-
INT Yes 0.995 1.000 Yes w 3 36\% No 0.076 0257 Yes No
0.997— » Dj)d’z »T -0.238—
BHV Yes 0.991 1.000 Yes " .Si\.“ .2%5, No 0.611 0223 Yes No
NI
N
N O SO
2 9
&
:b), <
Y—
S’
AN
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Table 4.23: Assessment of age group difference

Std Beta Values SE Values t-Values . % z Path p-Values

Hypothesis Relationship Coefficient Henseler . Supported
1 2 3 4 5 1 2 3 4 5 1 2 3 ]’5 Differences MGA Permutation
Hoa INT- BHV %‘21 0.183 | 0.185 | 0.186 | 0.188 %51 0187 | 0.188 | 0.189 | 0.189 %‘é 0.184 | 0185 | 0.186 | 0.188 |  -0.039 0.418 0.493 No
Note: 1 = 18-25; 2 = 26-33; 3 =34-41; 4 = 42-49; 5 = >50 -
Note: * p < 0.05, ** p < 0.01_
Table 4.24: Assessment of gender gro (ﬂenfg
_ o Std Beta Values SE Values t-Values \Va_ﬂn_ X p-Values
Hypothesis Relationship Male Female Male Female Male emale J? g&: s Hméier Permutation Supported
Hob INT-BHV 0.186 0.312 0.119 0.312 1.070 29874 [ J 0087 0.285 0.499 No
i*p< * | il ¢
Note: * p < 0.05, 0l &
Table 4.25: Assessment of @n e o%j;fference
_ ) ) Std Beta Values SE Values \\\? A_\ t-Values Pa_th_ p-Values
Hypothesis | Relationship .'-—-1 ' N Coefficient |~Henseler ] Supported
1 2 3 4 5 1 2 3 ® > % o 3 4 5 Differences MGA Permutation
HY 0.1 0.1 y 0.1 &t
c INT- BHV go | 0183 | 0185 | 0.186 | 0.188 | oo | 0.187 | 0.183%,0189, 5 0.184 | 0.185 | 0.186 | 0.188 0.096 0.074 0.483 No
Note: 1 = <RM1,500; 2 = RM1,501-RM3,000; 3 = RM3,001-RNI4, cl =RM4,501-RM6,000; 5 = >RM6,001
p <0.05 % 0.01
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Table 4.26: Assessment of education level group difference

Std Beta Values SE Values t-V; Path p-Values
) W Coeffic | Hens
Hyp'ot Rela'tlo | ient eler | Permut Suppo
hesis | nship | 1| 2 | 3 | 4 |5 |6| 7| 1|23 |4|5]|6|7|1]2]| 34 5 | 6 | 7| e | e | P ed
nces A

0. 0. 0. 0. 0.
INT- | 3| 03| 01 | 01101 | 10101 01|01 | 1]01 01|01 |01l 1q0L}0L |01 011

H9d | v | 8|83 |85 |86 |8 |8 |87 |8 |8 |8 |8]|84]ss5| g6 V gg | g | 0017 | 06401 0477 1 No
2 5 3 5

85 86
Fw
= '3 achelor Degree;

8
Note: 1 = <LCE/SRP/PMR; 2 = MCE/SPM; 3 = STPM/STAM/Diploma/Matr '
4 = Master’s Degree; 5 = Philosophy Doctorate Degree; 6 = Others
0.

Note: * p < 0.05, ** -
p p c§'
Table 4.27: Assessment of marital Status grou fer e
A w . \ \)
_ _ ' Std Beta Values SE Values '(' - I-Values V- Pa_th_ p-Values
Hypothesis Relationship Married Single Divorce Married Single Divo J MaLrL Sirglst Divorce g?ﬁg‘;‘\ig; H,(\e;éier Permutation Supported
W
Hoe INT-BHV pos 0.183 0.185 P 0.187 0. N oy 0.185 -0.065 0.129 0.455 No
A
Note: * p 5 *x \3 o>
)
Table 4.28: Assessm\ of Won&ﬁup difference
_ o Std Beta Values V?! ,}‘ t-Values Path p-Values
Hypothesis | Relationship 1 2 3 4 5 1 2 ‘ 3 4 g Q 2 3 4 5 g;)figfrlecrlng; H:;]ée'il\er Permutation Supported
01 01 7 ne Y V01
Hof INT- BHV g, | 0183 0.85 | 0186 | 0.188 | o | O }8\ 0188 l m&) g3 | 0184 | 0.185 | 0.186 | 0.188 0.032 0.424 0.499 No
g =

Note: 1 = Student; 2 = Government Sector; 3 = r| e r mployed' 5 = Others

N te: * ;'o *p<0.01
&

: A %é\
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By using SmartPLS-SEM, the relationship between variables can

be examined in structural model evaluation. In this case, the stn{%l model
consists of the arrow (directed point) that give the meaning S(re}lationship

between a construct to other construct (hypothesis relati ip) with consists

of Beta value () for hypothesis testing and T statisti lue). The strength
relationship value between construct was me rmeta value, while the
significant of the relationship value betw ns rchasured by t-

value. Therefore, a summary of the %’fm hypothesis 'tes YE)etween

age, income, occupation as moderator and“purchaging b awg&!{for this study

is presented in the following Tab@- 0\ T

Table 4.29: Flndlngs othesis te§ ( atlng variable)
A
Standard
Hypothesis e Deviation U X Results

Statistics Values

ELTE 0 (STDEV)
H9a Age

Y ' Not
Purc ooslujoto@ 0810 0418 g e

aviou

l'
ff;‘ 3
5 é“b.oss 1070 0285 . Not

Supported

Not
Purcha ngr 0.053 1.791 0.074 Supported

A ; Behaviour 3
\ 9d Education- ~
> Not
0.017 0.037 0.468 0.640

‘% Purchasing Supported
Behaviour
H9% Marital

Not

Stius -0.065  0.043 1518 0129 g e
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s SNGATC
Deviation
Value (B) - sTpey)

Purchasing <'
Behaviour \c'_)
H9f  Occupation —\

T P

Statistics Values <esults

Hypothesis

> Not
Purchasing 0.032 0.040 0.801 Y.i4 Supported
Behaviour )
* p-value is significant at 0.05 \

The explanations for hypothesis chfllerating effect of

demographic characteristic on Muslim consu intentio ards ‘%gat milk

g behaviour in Malays | S
purchasing behaviour in Malaysia are oW. S
P 4
iy

Hypothesis9 : Demographic pro% 0 cons%zﬁ&? as moderator
\7/ etwegzl ntention and goat

will have alsi can
milk purchasing behaviourgn Malaysia

Intention 3

Purchasing
Behaviour

H9: B3 =-0.039, +=0.810

Age

A‘Qv ‘v ¥

igure 4.20: Hypoﬂa&?g testing model of demographic as moderator toward

;\ goat milk purchasing behaviour in Malaysia
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Based on Table 4.29 and Figure 4.20 the following results on

hypothesis tested on the relationship between age as modeuQREetween

intention and goat milk purchasing behaviour in Malaysia ar: &Qlow:

Hypothesis 9a: The relationship between age as moderawﬂ!tween intention
and purchasing behaviour is unsignificant with the e (B =-0039t=

0.810, p = 0.418). Therefore, hypothesis 9a ( tsu')ported

Hypothesis9b  : Gender of Muslim mer
significant affec ween ,i en
purchasing beh &our

r*tcz&c@xl. have a
n aqd goat milk

Q\T

r
. Purchasing
Intention x Behaviour
H9: B =-0.037, t=1.070
Gender
ur Hy t SIS |ng model of gender of Muslim consumer as

tor k?t ee |n en and goat milk purchasing behaviour in Malaysia

Based on ?; 4.29 and Figure 4.21 the following results on

\hypothems tested on the relationship between gender as moderator between

05 intention and goat milk purchasing behaviour in Malaysia are as follow:
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Hypothesis 9b: The relationship between gender as moderator between

intention and purchasing behaviour is unsignificant with the

§ -

0.037, t = 1.070, p = 0.285). Therefore, hypothesis 9b (H9b) 's%upported.

Hypothesis9¢c  : Income of Muslim consumer % rator will have a
significant affect between .intention and goat milk
purchasing behaviour:ﬁﬁ-a '

L V
. Purchasing
Intention 7y Behaviour

H9: B =0.096, t=1.791

Income

g A‘V
| W\' S |
Figure 4.22aHypethesis testin de: ncome of Muslim consumer as
moderator be intention‘and 9@ HK purchasing behaviour in Malaysia
d on | a\4.29 a igure 4.22 the following results on

&

eilatio@lp between income as moderator between

£

N thesis 9c: Thec'j tionship between income as moderator between
\intention and purchasing behaviour is unsignificant with the value ( = 0.096,
0% =1.791, p = 0.074). Therefore, hypothesis 9c (H9c) is not supported.
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Hypothesis9d  : Education of Muslim consumer as moderat ill have
a significant affect between intention gat milk

purchasing behaviour in Malaysia :

Purchasing
Behaviour

Intention

H9: B =0.017, 1= 0.468

Education

N4 e
| o) &
Figure 4.23: Hypothesis tes del of education @\AUS“m consumer as
moderator between intentien and'go Trc asing behaviour in Malaysia
d

Based on Table, 4729 ¢an @' the following results on

hypothesis tested onN P betwe niﬁ’ucatlon as moderator between
intention and go k purc%ﬁndh@ in Malaysia are as follow:
’ &
O

Hypothe sﬁ&Thelrela nship ‘b?!ween education as moderator between

&

mten rcha5| bdh r is unsignificant with the value (B = 0.017,
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have a significant affect between inte n

Hypothesis9e  : Marital Status of Muslim consumer as mo or will
d goat

milk purchasing behaviour in Malays |§

Intention y I];tr}(;:jiihlf
H9: B =-0.065, t=1.518
Marital Status
‘, ~ y
Figure 4.24: Hypothesis te el of m‘w i sta ?:/Iuslim consumer

as moderator between mten an smg behaviour in
Ma
\
Based on 29 de gure the following results on
hypothesis tested re be n marltal status as moderator

between inte% d goa M Bdrg;a'mg behaviour in Malaysia are as
(J

f0||0W'
Hyp 9e He r tp'nsiﬁpgbletween marital status as moderator between
t an? c SI g V|our is unsignificant with the value ( = 0.065,

5 518, p =0.129). al’agefore hypothesis 9e (H9e) is not supported.
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Hypothesis 9f  :  Occupation of Muslim consumer as moderat%. have
a

a significant affect between intention t milk

purchasing behaviour in Malaysia :

Intention Purchasing
Behaviour

H9: 3 =0.032, t=0.801

Occupation
) ~
Figure 4.25: Hypothesis te eI of occ tlon@% uslim consumer as

moderator between mtentIEn and'goat milk T asing ehaviour in Malaysia
Based on a% 9 ﬁ r 4é§' the following results on
hypothesis tested 0 relati ben‘ziéén occupation as moderator

between interﬁon d goat,mll qrc@g behaviour in Malaysia are as

:
follow

Hypctngf T Q;qns \etween occupation as moderator between
n

in@p d Q&i ﬁ\hour is unsignificant with the value (p = 0.032,
4
:WOL p= 4; h‘&efore hypothesis 9f (HOf) is not supported.

/J-|
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4.7.3 Intention

Research Question4  : What is the intention of Muslim M;r
ava |

towards goat milk purchasing b rin

Malaysia?

Research Objective 4 : To study the intention of M?consumer
towards goat milk purcha behaviour in
Malaysia.

This sub-section addresses the a Res arthon 4 (RQ4)

and Research Objective 4 (RO4). The @ha of this s sdct as to the
intention of Muslim consumer toww.qoat has YE)ehawour in

Malaysia. “\

By using Smar, § r?l ship between variables can
be examined in struct ura!? el évaluati case the structural model
consists of the arrochte[

at g@ﬁe meaning of the relationship

on u¢t othe3|s relationship) with consists

between a co% other
of Beta va 0@ orr \he\ s tes ﬁg;and T statistics (t-value). The strength

relationghip Iue
'o{sh@}value between construct was measured by t-

%EE here%yj urr@ of the findings for hypothesis testing between

\A‘entlon and purchas&} behaviour for this study is presented in the following

Ny

con t was measured by Beta value, while the

Table 4.30.
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Table 4.30: Findings on hypothesis testing between intention and purchasing

behaviour v.

Beta Standard T P

Hypothesis Value Deviation -~ Results
(B (STDEV) Statistics Values

Intention -> v
H10  Purchasing 0.689 0.037 18.437 W* Supported
Behaviour \
* p-value is significant at 0.05 N
The explanations for hypothesis Rk;tv'een intention and
purchasing behaviour are as follow: .\d
a3

D | JIS
Hypothesis 10  : Intention will have a“signifi effect toward goat milk

oY)
purchasing behaviour i \Iaysi Q\Y'

{..—L - .
H10: B =0.689, t=18.437

QD

. Purchasing
Intention Behaviour
Figure 4.26: i I een intention and goat milk

:
ased 2 gure 4.26 the following results on

rela@ip between intention and goat milk

I
<k- S
hesis 109Thé reIaqunshlp between intention and purchasing behaviour

5; NV
\ positive significaﬁlbwith the value (B = 0.689, t = 18.437, p = 0.000).

e
eh/vi3ur Ma e/}"é% are as follow:

Therefore, hypothesis 10 (H10) is supported.
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4.8 Summary

This chapter entail of the explanation of the early ;%Nzof data
i

collection, editing, coding. The collected data then were analyse using SPSS for

descriptive analysis, a measurement of validity and reliabw,.and hypothesis

testing. Based on the analysis, all the hypotheses were signi t. The result shown
that the Muslim consumer intention toward goat mil C sin, was influenced by
the attitude, subjective norm, perceived behavi controly I’th, nutrition,
N
religiosity, taste and price. Meanwhil lim con e’ _@nographic
characteristic was moderate the goat ureh@ ehavieur. The most

ings, |m§' tic‘)@d future research are

important finding was intention pew and) diregtly 4i;ﬁences goat milk

purchasing behaviour. DiscussionN

elaborated in the next chapter;c') o >y

4/
X
/[,€
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