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Abstract:

This study aims to identify and analyze the key factors influencing purchase intentions among consumers
in halal-certified stores located in a non-Muslim country. A quantitative research design was employed,
utilizing a structured closed-ended questionnaire distributed to a sample of 384 consumers who had
previously shopped into halal-certified stores. The data were analyzed using an analytical hierarchy process
(AHP) framework and statistical methods, including descriptive statistics, to identify the key factors of
halal-certified store purchase intentions. The results reveal that the finding reveal that product quality
(score = 4.41), halal awareness (score = 4.31), and halal certification (score = 4.27) are the top three factors
influencing customer purchase intention for halal-certified stores in non-Muslim countries. This study
provides valuable insights for retailers and marketers in non-Muslim countries seeking to enhance the
appeal of halal-certified stores. Focusing on improving product quality, halal awareness, and halal
certification. businesses can better cater to consumers’ needs and preferences. This study contributes to the
existing literature by exploring the dynamics of halal consumption in non-Muslim contexts, highlighting
the importance of understanding consumer behavior in multicultural environments.
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1. Introduction

The global halal market has witnessed substantial growth over the past
few decades and has emerged as a significant segment of the retail sector
(Salaheldeen et al., 2024). Valued at approximately two trillion dollars (Statista,
2024), the halal market now engages an increasing number of non-Muslim
consumers drawn to the health benefits, ethical standards, and quality assurance
associated with halal-certified products (Carrasco et al., 2022). While the primary
consumer base for halal products comprises Muslim individuals, the increasing
interest of non-Muslim consumers in the health and ethical aspects associated
with halal products has prompted retailers to cater to this diverse demographic
(Nugraha et al., 2021). This study focuses on understanding the key factors
influencing customer purchase intentions in halal stores located in non-Muslim
countries. By employing the Analytic Hierarchy Process (AHP) framework, this
study aims to systematically identify and prioritize these factors, thereby
contributing to the body of knowledge on consumer behavior in multicultural
settings.
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Understanding customer purchase intention is crucial for retailers,
especially in non-Muslim countries, where halal products are relatively new and
often misunderstood (Al-Ansi et al.,, 2022). Purchase intention refers to the
likelihood that a consumer will buy a product, influenced by various factors
(Wilson et al., 2019; Keni et al., 2021; Novita & Rowena, 2019) such as perceived
quality, brand trust, and ethical considerations (Alcantara-Pilar et al., 2024). In
the context of halal products, these factors become even more nuanced owing to
cultural differences and varying levels of awareness among non-Muslim
consumers. Thus, exploring these diverse motivations can provide retailers with
valuable insights into effectively marketing halal products to a broader audience.

While much research has focused on halal supply chains in Muslim-
majority countries (Kurniawati & Cakravastia, 2023, Ali & Suleiman, 2017), there
is limited exploration into the key factors that influence purchase intentions in
non-Muslim regions. This study aims to fill this gap by identifying the main
factors shaping consumer purchase behavior in halal-certified retail outlets in
non-Muslim countries. Using the Analytical Hierarchy Process (AHP), a
structured decision-making tool, this study breaks down complex choices into
simpler elements, enabling better prioritization of influential factors. The AHP
framework helps systematically assess the significance of each factor, allowing
stakeholders to make more informed decisions. The primary objective of this
study is to identify the most significant factors that affect consumer purchase
intentions in halal-certified stores located in non-Muslim countries. This study
addresses the following question: What are the key factors influencing consumer
purchase intentions in halal-certified retail outlets in non-Muslim countries?

By applying the AHP methodology, this study highlights the relative
importance of different factors that guide consumer decisions. These findings
provide practical insights for retailers and policymakers to enhance their
marketing approaches and address the specific challenges of promoting halal-
certified products in areas where knowledge of halal concepts may be limited.

2. Literature review

The global halal market has experienced significant growth, evolving from
a niche segment primarily catering to Muslim consumers, to a substantial
industry that attracts a wider audience (Izberk-Bilgin & Nakata, 2016). This trend
presents both opportunities and challenges for retailers in non-Muslim regions
where halal offerings may be unfamiliar and misinterpreted (Al-Ansi et al., 2022).
Understanding the consumer dynamics within this expanding market is crucial
for developing effective strategies. While Muslims continue to be the primary
consumers of halal products, research shows that a growing segment of non-
Muslims are motivated by factors such as health consciousness, ethical sourcing,
and perceptions of quality (Aslan, 2023). Many non-Muslim consumers view
halal products as safer and healthier alternatives (Bashir et al., 2018). Studies
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suggest that halal certification serves as a quality assurance signal, with
consumers linking it to higher hygiene standards and better processing
practices—an important consideration in non-Muslim markets that is
increasingly concerned about food safety (Aslan, 2023; Farhan & Sutikno, 2022).

Ethical considerations further influence non-Muslim consumers’
preferences. As awareness of ethical consumerism grows, individuals seek
products that align with their values, including the humane treatment of animals
and sustainable practices (Rejeb et al., 2021). Research indicates that non-Muslim
consumers often perceive halal products as embodying ethical principles, which
drives demand not only among Muslims, but also among those prioritizing
health and ethics in their purchases (Fajriyati et al., 2020). However, the
expansion of the halal market in non-Muslim countries faces challenges,
including misunderstandings and a lack of knowledge about halal concepts
(Jeaheng et al., 2019). Many non-Muslims are unaware of halal certification and
its benefits, which can lead to skepticism regarding the authenticity of halal
products (Akhtar et al., 2020).

Retailers can leverage this opportunity by emphasizing the health and
ethical aspects of halal products in their marketing strategies (El-Bassiouny,
2015). Community outreach and educational campaigns can enhance consumer
awareness and foster trust in halal-certified goods (Olya & Al-Ansi, 2017). Clear
communication regarding halal values, such as transparency in sourcing and
ethical practices, can demystify halal concepts for non-Muslim consumers,
encourage initial purchases, and promote customer loyalty (Ali & Suleiman,
2017). Additionally, the competitive landscape in non-Muslim markets
necessitates halal retailers to differentiate their products. As competition
intensifies, highlighting unique selling points, such as quality, safety, and ethical
sourcing, becomes vital for attracting non-Muslim consumers (Al-Ansi & Han,
2019). A nuanced understanding of their specific tastes and motivations is crucial
to creating effective marketing strategies that resonate with this diverse
demographic.

AHP serves as a robust decision-making tool that helps structure complex
problems into a hierarchy of more manageable sub-problems (Karasan et al.,
2022). This methodology has gained recognition in consumer behavior research,
particularly in the analysis of factors that influence purchasing decisions. AHP
enables researchers to prioritize various influencing elements based on their
relative significance. By breaking down intricate choices into simpler
components, AHP provides a systematic framework for evaluating consumer
preferences and motivations (Tsai et al., 2023).

Several studies have successfully employed AHP to explore the
purchasing intention context. For example, Kumar et al. (2017) used AHP to
prioritize customer retention factors at authorized workshops, ranking them
based on expert and customer input. This helps to identify key areas for
improvement, guide strategies to enhance retention, and optimize AMC

77



Maliki Islamic Economics Journal (M-IEC Journal) MALIKI

Volume 4 (2), December 2024 _ :35 LAMIC
P-ISSN: 2798-0383; E-ISSN: 2797-8125 CONOMICS
JOURNAL

offerings. Gupta et al. (2024) employed the Fuzzy Analytic Hierarchy Process
(FAHP) to prioritize barriers to metaverse adoption in the service sector. The
FAHP ranks six key barrier categories, with Security and Privacy identified as
the most critical. By quantifying expert insights, FAHP helps prioritize
challenges, guiding firms to address key issues for successful metaverse
implementation.

Researchers have successfully employed AHP to explore diverse contexts,
including sustainable consumer choices. For example, Huang et al. (2024) applied
Fuzzy AHP to identify key factors influencing consumer behavior related to
environmental labelling, highlighting product attributes and marketing as
critical drivers. Additionally, Fuzzy WASPAS emphasizes eco-friendly
packaging and product labelling as key strategies. These techniques help
prioritize seven factors, twenty-one sub-factors, and six strategies, offering
actionable insights for improving green marketing and promoting sustainable
purchases. Additionally, AHP has been successfully employed to explore service
quality assessments in several studies; for example, Kavus et al. (2022) employed
the Interval-Valued Neutrosophic AHP to evaluate the newly identified
dimensions of airline service quality within an extended SERVQUAL framework.
By establishing a hierarchical structure of criteria through the Modified Delphi
method, AHP allows for a detailed assessment of each dimension's importance,
enabling airlines to prioritize the critical factors that enhance service quality and
meet customer expectations effectively. Nojavan et al. (2020) presented a hybrid
fuzzy approach for evaluating educational unit performance based on service
quality by integrating the SERVQUAL, AHP, TOPSIS, and DEA methods. This
involves assessing gaps using fuzzy SERVQUAL questionnaires, determining
weights via fuzzy AHP, ranking units with fuzzy TOPSIS, and evaluating
efficiency through fuzzy DEA. Applied to eight Iranian higher education
institutions, this approach enhances the accuracy of service quality evaluations.

Several studies have successfully employed AHP in the halal market
context, and Lari et al. (2020) used AHP to prioritize service quality dimensions
in UAE theme parks from an Islamic perspective. It identifies four main criteria
and 24 sub-criteria, with consumables quality and physical environment quality
as the top factors, and halal food availability ranked highest. This study
highlights the importance of Islamic attributes in managing the service quality of
theme parks. This methodological approach allows researchers to quantify and
compare the importance of various factors that affect consumers” decisions. The
application of AHP in this research will enable a comprehensive understanding
of consumer behavior dynamics in multicultural settings. Identifying and
prioritizing these factors are crucial for retailers and policymakers seeking to
enhance their marketing strategies. AHP facilitates informed decision-making by
systematically assessing the significance of each factor (Lahane & Kant, 2021).
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3. Research Methods

This research methodology used a quantitative design method utilizing
the AHP framework to determine the factors influencing purchase intention in
halal-certified stores in non-Muslim majority countries. In this study, variables
from the halal purchase intention model from Aziz and Chok (2012) were used
as the parameters of purchase intention in halal stores, as this model was
specifically designed to measure halal-related factors influencing customer
purchase intention. AHP has the ability to present various scenarios in the Multi
Criteria Decision Making (MCDM) process qualitatively and quantitatively by
conducting evaluations based on established criteria (Kriswardhana et al., 2025;
Ksissou et al., 2024). In addition, AHP can provide a clearer picture of the priority
factors in decision-making (Ho & Ma, 2018; Rozga et al., 2021). AHP is also
effective for qualitatively understanding expert opinions qualitatively (Zhou et
al.,, 2023). In addition, AHP can also minimize inconsistent assessments in
qualitative arguments so that the decisions taken will be more reliable (Salomon
& Gomes, 2024; Wiejak et al., 2023).

This model comprises of five factors. First, Halal awareness, namely,
understanding and positive perception of halal principles and products,
significantly influences consumers' intentions to choose and purchase halal
items. Second, Halal certification is an official acknowledgment that food
products comply with Islamic dietary laws, ensuring proper preparation and
handling and signalling quality and safety to both Muslim and non-Muslim
consumers. Third, product quality, namely the physical attributes of the product,
such as taste and appearance, serves as a crucial differentiator in the competitive
market, influencing customer satisfaction and purchase intentions. Fourth,
marketing promotion, namely various strategies, including promotional offers
and packaging design, is aimed at enhancing brand awareness and stimulating
purchase intentions. Fifth, brands embody consumer perceptions and
sentiments, influencing preferences and purchase intentions through quality
cues and value alignment, such as halal considerations.

The five factors above were broken down to determine specific attributes
that can be used to measure purchase intention in halal-certified stores through
a literature review. The identified attributes were then used as questionnaire
items to collect the consumer perception data. The data were collected using a
questionnaire survey with a 1-5 likert scale (1 = very not important, 5 = very
important) from 384 Halal-certified store customers in Hungary, Central Europe.
The sample size was calculated using the lemeshaw infinite population formula
with a 95% confidence level and a 50% proportion that is normally used for
perception analysis (Lwanga & Lemeshow, 1991; Nurfikri et al., 2024).
Additionally, confirmatory factor analysis, Cronbach’s alpha, and convergent
validity were used to assess the validity and reliability of each factor used in this
research. The data collected through the questionnaire were then used to
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determine the importance level of each factor. The factors with the highest mean
score are the priority.

4. Finding and Discussion

The data from 384 respondents showed diverse demographics; 53.6%
were male, and 46.4% were female. The sample was dominated by the age group
of 30-39 years (58.3%). The majority of the respondents (75.8%) had a university
degree, as presented in table 1.

Table 1: Survey respondent demographic

Demographic variables Frequency Percentage
Male 206 53.6
Gender Female 178 464
22-29 117 30.5
Age 30-39 224 58.3
8 40-49 34 8.9
>50 9 23
. University Degree 291 75.8
Education Highschool or less 93 24.2

Statistical analyses were used to evaluate the reliability and validity of the
survey items, utilizing Cronbach's alpha scores between 0.74 and 0.81. These
scores surpassed the acceptable threshold (Malkewitz et al., 2022). Convergent
validity was demonstrated through factor loadings, all of which exceeded the
minimum requirement of 0.50. Additionally, composite reliability (CR) values
range from 0.72 to 0.84, while the average variance extracted (AVE) values fall
between 0.55 and 0.61. Discriminant validity was also supported, as the square
root of each construct's AVE was higher than its correlations with other
constructs, as outlined by Hair et al. (2019).

As outlined in the methodology, this study adopts the model of Aziz and
Chok (2012) to examine the factors influencing purchase intentions in halal-
certified stores. Five key factors were identified through literature review, and
their respective items were coded and referenced, as detailed in Table 2.

Table 2: Halal-certified store purchase intention factors

Factors Item Item code Reference
Un(?lerstandlng of ha%al pr.maples HA1 Demirci et al. (2016)
with emphasis on significance.
Knowledge of health benefits .
Halal associated with halal consumption. HA2 Herdiana et al. (2023)
awareness Fanuh.arlty .w1th the halal HA3 Marzuki et al. (2014)
certification process.
Recognition of the variety of halal .
products available in the market. HA4 Ambali & Bakar (2014)
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Willingness to choose products .
based on halal certification status. HCL (Tedjakusuma etal. (2023)
Trust in the authority that issues
Halal halal certifications. HE2 Aslan (2023)
certification Belief that halal certification HC3 Herdiana et al. (2023)
ensures product safety.
Importance of certification in .
influencing food choices. HC4 Ghazali et al. (2021)
Satisfaction derived from the taste
of halal products. PQ1 Rahman et al. (2016)
Consistency obser\.zc?d in the quality PQ2 Rahim et al. (2016)
of halal-certified items.
Product ; -
uality Comparison of the quality of halal
4 products with non-halal PQ3 Farouk et al. (2014)
alternatives.
Importance of product origin in
assessing quality attributes. P4 Khatun et al. (2021)
Impact of social media campaigns MP1 Sandikei et al. (2024)
on awareness of halal products.
Effectiveness of packaging design
Marketing in communicating halal attributes. MP2 Yeoetal. (2016)
promotion Relevance of marketing messages MP3 El-Bassiouny (2015)
to consumer values.
Role of advertising in conveying .
benefits of halal options. MP4 Ghazali et al. (2021)
Recognition of specific halal brands .
within the market. Bl Lubis et al. (2016)
Trust in brar.lc.l Clélms re.ga.rdmg B2 Aslan (2023)
halal certification validity.
Brand Influence of brand reputation on
. P B3 Agmeka et al. (2019)
purchasing decisions.
Association .of brands with high- B4 Lubis et al. (2016)
quality standards.

This study employs a factor importance score to evaluate the significance
of each factor in influencing purchase intention in halal-certified stores. The top
three factors with the highest scores were considered the most influential. The
results showed that product quality (score = 4.41), halal awareness (score = 4.31),
and halal certification (score = 4.27) were the top three factors influencing
purchase intentions. This suggests that consumers, particularly in non-Muslim
countries, place considerable importance on the intrinsic qualities of halal
products, their awareness of halal principles, and the credibility of halal
certification when making purchase decisions. The importance scores of the
factors and items are listed in table 3.
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Table 3: Importance score and rank of the factors
Factors Item code Item importance score | Factor importance score | Rank
HA1 4.42
HA2 4.34
Halal 431 5
awareness HA3 4.21
HA4 4.26
HC1 414
HC2 432
Halal 4.27 3
certification HC3 4.36
HC4 4.28
PQ1 4.38
PQ2 4.47
Product Q 441 1
quality PQ3 443
PQ4 437
MP1 3.88
i MP2 391
Marketl.ng 404 5
promotion MP3 4.25
MP4 411
Bl 4.04
B2 4.26
Brand B3 381 4.12 4
B4 4.35

The highest factor scores of 4.41, product quality emerged as the leading
determinant of purchase intention. Consumers associate halal-certified products
with superior sensory and functional attributes such as taste, consistency, and
authenticity. This finding reflects the importance of maintaining high production
standards to build trust and foster loyalty. Aligning with the findings of Rejeb et
al. (2021), this study confirmed the significant role of perceived quality in driving
halal-related consumer trust.

The second most critical factor (score = 4.31) was consumers' halal
awareness. This factor underscores the importance of educating consumers on
halal principles, benefits, and processes. Non-Muslim consumers often require
clarity to bridge gaps in understanding and overcome potential misconceptions.
These findings align with those of Aslan (2023), who established a direct link
between consumer knowledge and purchase intention. This suggests that
targeted marketing and educational initiatives can broaden the appeal of halal-
certified products.

Halal certification ranked third, with a score of 4.27, indicating its role as
a critical trust signal for consumers. This assures consumers of product safety
and adherence to halal standards. This finding aligns with that of Halim et al.
(2024), who found that halal certification instills confidence among consumers
regarding product safety and compliance with dietary laws. In a multicultural
environment where consumers may not share the same religious or cultural
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background, establishing trust through credible certification is essential for
influencing purchase decisions. The emphasis on certification also suggests that
regulatory bodies should ensure transparency and consistency in the halal
certification processes to foster consumer confidence.

This study contributes to the existing literature by providing a nuanced
understanding of consumer behavior in multicultural settings, particularly
regarding halal products. It extends the knowledge base by demonstrating how
factors typically emphasized in Muslim-majority contexts are also relevant in
non-Muslim countries, albeit with varying degrees of influence. This study
highlights the dynamic nature of halal consumption, suggesting that retailers
must adapt their strategies to cater to diverse audiences, taking into account both
cultural differences and consumer motivations. Moreover, the methodological
approach of utilizing AHP offers a structured framework for prioritizing factors
influencing purchase intentions, contributing to the body of knowledge on
consumer decision making. The systematic assessment of these factors can aid
stakeholders in making informed marketing decisions, particularly in non-
Muslim contexts where halal products are still gaining traction. The AHP
framework used in this study is presented in Figure 1.

Halal-certified store purchase intention factors

Halal awareness Halal certification Product quality 1;/1{21;(2225 Brand
] HAI I HC1 — PQ1 > MP1 - Bl
= HA2 > HC2 > PQ2 > MP2 . B2
— HA3 - HC3 - PQ3 - MP3 | B3
Ly HA4 L HC4 L, PQ4 — MP4 — B4

Figure 1: AHP framework of halal-certified store purchase intention
5. Conclusions

The results of this study provide valuable insights into the key factors
influencing consumers' purchase intentions in halal-certified stores, particularly
in non-Muslim countries. The findings emphasize the critical roles of product
quality, halal awareness, and halal certification in shaping consumer behavior.
These elements are essential for businesses that aim to enhance the appeal of their
halal offerings and effectively reach a broader customer base.
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Among the identified factors, product quality is the most influential. This
indicates that consumers prioritize attributes, such as taste, appearance, and
overall satisfaction, when making purchase decisions. This highlights the
importance of retailers maintaining high standards for the quality of their halal
products. Ensuring superior product quality not only attracts Muslim
consumers, but also appeals to non-Muslim buyers, fostering long-term trust and
loyalty across diverse customer segments.

Halal awareness emerges as the second most important factor, pointing to
the significant impact of consumer knowledge and perception of halal principles
on their purchasing decisions. Retailers are encouraged to invest in educational
marketing strategies to explain the benefits and significance of halal products. By
increasing awareness, businesses can challenge existing misconceptions and
broaden the appeal of halal offerings, making them attractive to a wider
multicultural audience.

Halal certification ranks third in the hierarchy of influencing factors and
underscores its importance in building consumer confidence. The
trustworthiness of halal certification bodies plays a vital role in consumer
assurance of product safety and quality. Retailers must ensure the credibility and
transparency of their certification processes to maintain consumer trust and drive
purchase intention. Genuine and trustworthy certification not only reassures
Muslim consumers but also boosts confidence among non-Muslim buyers
seeking reliable and ethically produced products.

The findings of this study offer significant implications for retailers and
marketers operating in non-Muslim markets. By focusing on improving product
quality, raising awareness of halal principles, and ensuring the credibility of halal
certification, businesses can meet the needs of both Muslim and non-Muslim
consumers more effectively. These factors are not only crucial for satisfying
current consumer expectations but also contribute to the growth and mainstream
acceptance of halal products in diverse multicultural markets. Further research
could expand these findings by exploring the influence of cultural factors,
socioeconomic status, and regional differences on halal product purchase
intentions. Additionally, studies examining the long-term impact of halal
awareness campaigns and the evolving role of halal certification in global
markets could provide deeper insight into how these factors interact over time.

This study enhances the understanding of consumer behavior in the
context of halal-certified stores in non-Muslim countries. By identifying the key
factors influencing purchase intentions, this study provides a clear view of how
cultural and contextual elements shape consumer decisions. The application of
AHP offers a structured method for prioritizing these factors, contributing to the
theoretical frameworks surrounding halal consumption and marketing
strategies. The findings suggest that cultural awareness and perceptions of
quality are crucial for understanding consumer motivation in multicultural
settings.
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The insights from this study can guide retailers in non-Muslim countries
on how to improve their halal-certified product offerings. Focusing on product
quality is essential because consumers prioritize taste and satisfaction when
choosing halal items. Retailers should also invest in marketing efforts to enhance
consumers’ awareness of halal principles and benefits. Educational campaigns
can clarify the significance of halal certification and help address misconceptions.
By ensuring transparency in their certification processes, retailers can build trust
in consumers and encourage higher purchase intentions.

The findings highlight the need for policymakers to support halal market
growth in non-Muslim countries. Establishing clear guidelines for halal
certification can enhance credibility and foster consumer trust. Policymakers
should also promote initiatives to educate consumers about halal products and
their benefits. Collaborating with halal certification organizations can facilitate
better communication and understanding among consumers, ultimately leading
to increased acceptance of and demand for halal-certified offerings.

Future studies should investigate additional factors that may influence
purchase intentions in halal-certified stores, such as demographic differences and
regional and cultural influences. Research could also focus on the impact of
marketing strategies, particularly digital marketing, on consumers’ perceptions
of halal products. Longitudinal studies may provide insights into how consumer
attitudes evolve as the awareness of halal principles increases. Additionally,
exploring the role of social media and word of mouth in shaping consumer
opinions about halal certification can offer valuable information for retailers and
marketers.

References

Agmeka, F., Wathoni, R. N., & Santoso, A. S. (2019). The Influence of Discount
Framing towards Brand Reputation and Brand Image on Purchase Intention
and Actual Behaviour in e-commerce. Procedia Computer Science, 161, 851-858.
https:/ /doi.org/10.1016/j.procs.2019.11.192

Akhtar, N., Jin, S., Alvi, T. H., & Siddiqi, U. L. (2020). Conflicting halal attributes
at halal restaurants and consumers’ responses: The moderating role of
religiosity. Journal of Hospitality and Tourism Management, 45, 499-510.
https:/ /doi.org/10.1016/j.jhtm.2020.10.010

Al-Ansi, A., Chua, B, Kim, C, Yoon, H.,, & Han, H. (2022). Islamophobia:
Differences across Western and Eastern community residents toward
welcoming Muslim tourists. Journal of Hospitality and Tourism Management,
51, 439-450. https:/ /doi.org/10.1016/j.jhtm.2022.04.018

Al-Ansi, A., & Han, H. (2019). Role of halal-friendly destination performances,
value, satisfaction, and trust in generating destination image and loyalty.
Journal — of  Destination  Marketing &  Management, 13,  51-60.
https:/ /doi.org/10.1016/j.jdmm.2019.05.007

85


https://doi.org/10.1016/j.procs.2019.11.192
https://doi.org/10.1016/j.jhtm.2020.10.010
https://doi.org/10.1016/j.jhtm.2022.04.018
https://doi.org/10.1016/j.jdmm.2019.05.007

Maliki Islamic Economics Journal (M-IEC Journal) MALIKI

Volume 4 (2), December 2024 _ :35 LAMIC
P-ISSN: 2798-0383; E-ISSN: 2797-8125 CONOMICS
JOURNAL

Alcantara-Pilar, J. M., Rodriguez-Lépez, M. E., Kalini¢, Z., & Liébana-Cabanillas,
F. (2024). From likes to loyalty: Exploring the impact of influencer credibility
on purchase intentions in TikTok. Journal of Retailing and Consumer Services,
78,103709. https:/ /doi.org/10.1016/j.jretconser.2024.103709

Ali, M. H., & Suleiman, N. (2017). Eleven shades of food integrity: A halal supply
chain perspective. Trends in Food Science & Technology, 71, 216-224.
https:/ /doi.org/10.1016/].tifs.2017.11.016

Ambali, A. R., & Bakar, A. N. (2014). People’s awareness on halal foods and
products: potential issues for policy-makers. Procedia - Social and Behavioral
Sciences, 121, 3-25. https:/ /doi.org/10.1016/j.sbspro.2014.01.1104

Aslan, H. (2023). The influence of halal awareness, halal certificate, subjective
norms, perceived behavioral control, attitude and trust on purchase intention
of culinary products among Muslim costumers in Turkey. International
Journal of  Gastronomy  and  Food Science, 32, 100726.
https:/ /doi.org/10.1016/].ijgfs.2023.100726

Aziz, Y. A., & Chok, N. V. (2012). The role of halal awareness, halal certification,
and marketing components in determining halal purchase intention among
Non-Muslims in Malaysia: A Structural equation Modeling approach. Journal
of International Food &  Agribusiness — Marketing,  25(1), 1-23.
https:/ /doi.org/10.1080/08974438.2013.723997

Bashir, A. M., Bayat, A., Olutuase, S. O., & Latiff, Z. a. A. (2018). Factors affecting
consumers’ intention towards purchasing halal food in South Africa: a
structural equation modelling. Journal of Food Products Marketing, 25(1), 26—
48. https:/ /doi.org/10.1080/10454446.2018.1452813

Carrasco, C., Pérez-Palacios, T., Luengo, L. M., Gémez, S., Fajardo, M., De Los
Angeles Gémez, M., & Rodriguez, A. B. (2022). Nutritional quality and
physiological effects of halal meat: A pilot study in non-Muslim consumers.
Food Bioscience, 49, 101935. https:/ /doi.org/10.1016/j.tbio.2022.101935

Demirci, M. N., Soon, J. M., & Wallace, C. A. (2016). Positioning food safety in
Halal assurance. Food Control, 70, 257-270.
https:/ /doi.org/10.1016/j.foodcont.2016.05.059

El-Bassiouny, N. (2015). Where is “Islamic marketing” heading? Journal of
Business Research, 69(2), 569-578.
https:/ /doi.org/10.1016/j.jbusres.2015.05.012.

Fajriyati, I., Afiff, A. Z., Gayatri, G., & Hati, S. R. H. (2020). Generic and Islamic
attributes for non-Muslim majority destinations: application of the three-
factor theory of customer satisfaction. Heliyon, 6(6), e04324.
https:/ /doi.org/10.1016/j.heliyon.2020.e04324

Farhan, F., & Sutikno, B. (2022). The acceptance of halal food products among
Non-Muslim consumers in Indonesia. Journal of International Food &
Agribusiness Marketing, 36(2), 125-146.
https:/ /doi.org/10.1080/08974438.2022.2067281

86


https://doi.org/10.1016/j.jretconser.2024.103709
https://doi.org/10.1016/j.tifs.2017.11.016
https://doi.org/10.1016/j.sbspro.2014.01.1104
https://doi.org/10.1016/j.ijgfs.2023.100726
https://doi.org/10.1080/08974438.2013.723997
https://doi.org/10.1080/10454446.2018.1452813
https://doi.org/10.1016/j.fbio.2022.101935
https://doi.org/10.1016/j.foodcont.2016.05.059
https://doi.org/10.1016/j.jbusres.2015.05.012
https://doi.org/10.1016/j.heliyon.2020.e04324
https://doi.org/10.1080/08974438.2022.2067281

Maliki Islamic Economics Journal (M-IEC Journal) MALIKI

Volume 4 (2), December 2024 _ :35 LAMIC
P-ISSN: 2798-0383; E-ISSN: 2797-8125 CONOMICS
JOURNAL

Farouk, M., Al-Mazeedi, H., Sabow, A., Bekhit, A., Adeyemi, K., Sazili, A., &
Ghani, A. (2014). Halal and kosher slaughter methods and meat quality: A
review. Meat Science, 98(3), 505-519.
https:/ /doi.org/10.1016/j.meatsci.2014.05.021

Filimonau, V., Matute, J., Kubal-Czerwirniska, M., & Mika, M. (2023). Religious
values and social distance as activators of norms to reduce food waste when
dining out. The Science of the Total Environment, 868, 161645.
https:/ /doi.org/10.1016/j.scitotenv.2023.161645

Gaikindo. (2023). Indonesian automobile industry data. GAIKINDO.
https:/ /www.gaikindo.or.id/indonesian-automobile-industry-data/

Ghazali, E. M., Mutum, D. S., Waqas, M., Nguyen, B., & Ahmad-Tarmizi, N. A.
(2021). Restaurant choice and religious obligation in the absence of halal logo:
A serial mediation model. International Journal of Hospitality Management, 101,
103109. https:/ /doi.org/10.1016/j.ijhm.2021.103109

Gupta, R., Rathore, B., Biswas, B., Jaiswal, M., & Singh, R. K. (2024). Are we ready
for metaverse adoption in the service industry? Theoretically exploring the
barriers to successful adoption. Journal of Retailing and Consumer Services, 79,
103882. https:/ /doi.org/10.1016/j.jretconser.2024.103882

Hair, ]J. F., Sarstedt, M., & Ringle, C. M. (2019). Rethinking some of the rethinking
of partial least squares. European Journal of Marketing, 53(4), 566-584.
https:/ /doi.org/10.1108/ ejm-10-2018-0665

Halim, N. R. A., Mutalib, S. A., Ghani, M. A., & Hashim, H. (2024). Non-
conformance report (NCR) on Malaysia halal certification: A case study
among small-medium scale food enterprises (SMEs) in Malaysia. Food
Control, 160, 110298. https:/ /doi.org/10.1016/j.foodcont.2024.110298

Herdiana, Y., Sofian, F. F., Shamsuddin, S., & Rusdiana, T. (2023). Towards halal
pharmaceutical: Exploring alternatives to animal-based ingredients. Heliyon,
10(1), e23624. https:/ /doi.org/10.1016/j.heliyon.2023.e23624

Ho, W., & Ma, X. (2018). The state-of-the-art integrations and applications of the
analytic hierarchy process. European Journal of Operational Research, 267(2),
399-414. https:/ /doi.org/10.1016/j.ejor.2017.09.007

Huang, L., Solangi, Y. A., Magazzino, C., & Solangi, S. A. (2024). Evaluating the
efficiency of green innovation and marketing strategies for long-term
sustainability in the context of Environmental labeling. Journal of Cleaner
Production, 450, 141870. https:/ /doi.org/10.1016/j.jclepro.2024.141870

Izberk-Bilgin, E., & Nakata, C. C. (2016). A new look at faith-based marketing:
The global halal market. Business Horizons, 59(3), 285-292.
https:/ /doi.org/10.1016/j.bushor.2016.01.005

Jeaheng, Y., Al-Ansi, A., & Han, H. (2019). Halal-friendly hotels: impact of halal-
friendly attributes on guest purchase behaviors in the Thailand hotel
industry. Journal of Travel & Tourism Marketing, 36(6), 729-746.
https:/ /doi.org/10.1080/10548408.2019.1631940

87


https://doi.org/10.1016/j.meatsci.2014.05.021
https://doi.org/10.1016/j.scitotenv.2023.161645
https://www.gaikindo.or.id/indonesian-automobile-industry-data/
https://doi.org/10.1016/j.ijhm.2021.103109
https://doi.org/10.1016/j.jretconser.2024.103882
https://doi.org/10.1108/ejm-10-2018-0665
https://doi.org/10.1016/j.foodcont.2024.110298
https://doi.org/10.1016/j.heliyon.2023.e23624
https://doi.org/10.1016/j.jclepro.2024.141870
https://doi.org/10.1016/j.bushor.2016.01.005
https://doi.org/10.1080/10548408.2019.1631940

Maliki Islamic Economics Journal (M-IEC Journal) MALIKI

Volume 4 (2), December 2024 _ :35 LAMIC
P-ISSN: 2798-0383; E-ISSN: 2797-8125 CONOMICS
JOURNAL

Karasan, A., Ilbahar, E., Cebi, S., & Kahraman, C. (2022). Customer-oriented
product design using an integrated neutrosophic AHP & DEMATEL & QFD
methodology. Applied Soft Computing, 118, 108445.
https:/ /doi.org/10.1016/j.asoc.2022.108445

Kavus, B. Y., Tas, P. G., Ayyildiz, E., & Taskin, A. (2022). A three-level framework
to evaluate airline service quality based on interval valued neutrosophic
AHP considering the new dimensions. Journal of Air Transport Management,
99, 102179. https:/ /doi.org/10.1016/j.jairtraman.2021.102179.

Keni, N, R, L. A., Pamungkas, A. S., & Wilson, N. (2021). An integrated analysis
of factors affecting consumers’ purchase intention toward batik: a
comparative study between Indonesia and Malaysia. International Journal of
Management Practice, 15(1), 87. https:/ /doi.org/10.1504/ijmp.2022.119924

Khatun, M. A., Hossain, A., Hossain, M. S., Munshi, M. K., & Huque, R. (2021).
Detection of species adulteration in meat products and Mozzarella-type
cheeses using duplex PCR of mitochondrial cyt b gene: A food safety concern
in Bangladesh. Food Chemistry  Molecular  Sciences, 2, 100017.
https:/ /doi.org/10.1016/j.fochms.2021.100017

Kriswardhana, W., Toaza, B., Esztergar-Kiss, D., & Duleba, S. (2025). Analytic
hierarchy process in transportation decision-making: A two-staged review
on the themes and trends of two decades. Expert Systems with Applications,
261,125491. https:/ /doi.org/10.1016/j.eswa.2024.125491

Ksissou, K., El Kadri, A., El-Khodary, M., & Trid, S. (2024). The tourism
attractiveness of the Moroccan archaeological site of Volubilis: An analysis of
the determinants through analytic hierarchy process (AHP). International
Journal of Geoheritage and Parks, 12(4), 606-620.
https:/ /doi.org/10.1016/j.ijgeop.2024.11.007

Kumar, A., Luthra, S., Khandelwal, D. K., Mehta, R., Chaudhary, N., & Bhatia, S.
(2017). Measuring and improving customer retention at authorised
automobile workshops after free services. Journal of Retailing and Consumer
Services, 39, 93-102. https:/ /doi.org/10.1016/j.jretconser.2017.07.007

Kurniawati, D. A., & Cakravastia, A. (2023). A review of halal supply chain
research: Sustainability and operations research perspective. Cleaner Logistics
and Supply Chain, 6, 100096. https:/ /doi.org/10.1016/j.clscn.2023.100096

Lahane, S, & Kant, R. (2021). Evaluating the circular supply chain
implementation barriers wusing Pythagorean fuzzy AHP-DEMATEL
approach.  Cleaner  Logistics and  Supply  Chain, 2, 100014.
https:/ /doi.org/10.1016/j.clscn.2021.100014

Lari, L., Jabeen, F., & Iyanna, S. (2020). Prioritising theme park service quality in
Islamic contexts: an analytic hierarchy process approach. International Journal
of Culture Tourism and  Hospitality =~ Research, 14(2), 225-237.
https:/ /doi.org/10.1108/ijcthr-10-2018-0147

Lubis, H. N., Mohd-Naim, N. F., Alizul, N. N., & Ahmed, M. U. (2016). From
market to food plate: Current trusted technology and innovations in halal

88


https://doi.org/10.1016/j.asoc.2022.108445
https://doi.org/10.1016/j.jairtraman.2021.102179
https://doi.org/10.1504/ijmp.2022.119924
https://doi.org/10.1016/j.fochms.2021.100017
https://doi.org/10.1016/j.jretconser.2017.07.007
https://doi.org/10.1016/j.clscn.2023.100096
https://doi.org/10.1016/j.clscn.2021.100014
https://doi.org/10.1108/ijcthr-10-2018-0147

Maliki Islamic Economics Journal (M-IEC Journal) MALIKI

Volume 4 (2), December 2024 _ :35 LAMIC
P-ISSN: 2798-0383; E-ISSN: 2797-8125 CONOMICS
JOURNAL

food analysis. Trends in Food Science & Technology, 58, 55-68.
https:/ /doi.org/10.1016/].tifs.2016.10.024

Lwanga, S. K., & Lemeshow, S. (1991). Sample size determination in health
studies: a practical manual. https:/ /iris.who.int/handle/10665 /40062

Malkewitz, C. P., Schwall, P., Meesters, C., & Hardt, ]J. (2022). Estimating
reliability: A comparison of Cronbach’s a, McDonald’s wt and the greatest
lower bound. Social Sciences & Humanities Open, 7(1), 100368.
https:/ /doi.org/10.1016/j.ssaho.2022.100368

Marzuki, S. Z. S., Hall, C. M., & Ballantine, P. W. (2014). Measurement of
Restaurant Manager Expectations toward Halal Certification Using Factor
and Cluster Analysis. Procedia - Social and Behavioral Sciences, 121, 291-303.
https:/ /doi.org/10.1016/j.sbspro.2014.01.1130

Nojavan, M., Heidari, A., & Mohammaditabar, D. (2020). A fuzzy service quality
based approach for performance evaluation of educational units. Socio-
Economic Planning Sciences, 73, 100816.
https:/ /doi.org/10.1016/j.seps.2020.100816

Novita, N., & Rowena, J. (2019). Determinant factors of Indonesian people’s fish
purchase intention.  British  Food  Journal, — 123(6), 2272-2277.
https:/ /doi.org/10.1108 / bfj-01-2019-0067

Nugraha, W. S., Chen, D., & Yang, S. (2021). The effect of a Halal label and label
size on purchasing intent for non-Muslim consumers. Journal of Retailing and
Consumer Services, 65, 102873.
https:/ /doi.org/10.1016/j.jretconser.2021.102873

Nurfikri, A., Kesa, D. D.,, Wu, M., Roselina, E., & Hidayat, A. (2024). Public
awareness, attitudes, behavior and norms building green hospitals” power.
Heliyon, e39336. https:/ /doi.org/10.1016/j.heliyon.2024.e39336

Olya, H. G., & Al-Ansi, A. (2017). Risk assessment of halal products and services:
Implication for tourism industry. Tourism Management, 65, 279-291.
https:/ /doi.org/10.1016/j.tourman.2017.10.015

President of the Republic of Indonesia, (2019). Acceleration of the Battery Electric
Vehicle Program for Road Transportation, Presidential Regulation No. 55 of
2019.  https:/ /peraturan.bpk.go.id/Details /116973 / perpres-no-55-tahun-
2019)

Rahim, Z. A., Voon, B. H.,, & Mahdi, R. (2016). Exploring the Dimensions of
Contract Manufacturing Service Quality for the F&B Industry. Procedia -
Social and Behavioral Sciences, 224, 76-83.
https:/ /doi.org/10.1016/j.sbspro.2016.05.403

Rahman, A. A,, Singhry, H. B., Hanafiah, M. H., & Abdul, M. (2016). Influence of
perceived benefits and traceability system on the readiness for Halal
Assurance System implementation among food manufacturers. Food Control,
73,1318-1326. https:/ /doi.org/10.1016/j.foodcont.2016.10.058

Rejeb, A., Rejeb, K., Zailani, S., Treiblmaier, H., & Hand, K. J. (2021). Integrating
the Internet of Things in the halal food supply chain: A systematic literature

89


https://doi.org/10.1016/j.tifs.2016.10.024
https://iris.who.int/handle/10665/40062
https://doi.org/10.1016/j.ssaho.2022.100368
https://doi.org/10.1016/j.sbspro.2014.01.1130
https://doi.org/10.1016/j.seps.2020.100816
https://doi.org/10.1108/bfj-01-2019-0067
https://doi.org/10.1016/j.jretconser.2021.102873
https://doi.org/10.1016/j.heliyon.2024.e39336
https://doi.org/10.1016/j.tourman.2017.10.015
https://peraturan.bpk.go.id/Details/116973/perpres-no-55-tahun-2019
https://peraturan.bpk.go.id/Details/116973/perpres-no-55-tahun-2019
https://doi.org/10.1016/j.foodcont.2016.10.058

Maliki Islamic Economics Journal (M-IEC Journal) MALIKI

Volume 4 (2), December 2024 _ :35 LAMIC
P-ISSN: 2798-0383; E-ISSN: 2797-8125 CONOMICS
JOURNAL

review and research agenda. Internet of Things, 13, 100361.
https:/ /doi.org/10.1016/j.i0t.2021.100361

Rozga, P., Kraslawski, A., Klarecki, A., Romanowski, A., & Krysiak, W. (2021). A
New Approach for Decision Support of the Selection of Construction
Technology of High-Voltage Substations Based on AHP Method. IEEE
Access, 9, 73413-73423. https:/ /doi.org/10.1109/ ACCESS.2021.3080090

Salaheldeen, M., Battour, M., & Elmashtawy, A. (2024). Halal Entrepreneurship:
Concepts, practices, challenges, and future trends. In Elsevier eBooks.
https:/ /doi.org/10.1016 /b978-0-443-13701-3.00164-x

Salomon, V. A. P., & Gomes, L. F. A. M. (2024). Consistency Improvement in the
Analytic Hierarchy Process. Mathematics, 12(6), 828.
https:/ /doi.org/10.3390/ math12060828

Sandikci, O., Jafari, A., & Fischer, E. (2024). Claiming market ownership:
Territorial activism in stigmatized markets. Journal of Business Research, 175,
114574. https:/ /doi.org/10.1016/j.jbusres.2024.114574

State of Global Air. (2024). A special report on global exposure to air pollution
and its health impacts, with a focus on children's health.
https:/ /www stateofglobalair.org/resources/report/state-global-air-
report-2024

Statista. (2024, September 11). Motor vehicle sales volume ASEAN 2023, by
country. https://www .statista.com/statistics /583382 /asean-motor-vehicle-
sales-by-country/

Surya, I. R. F., (2024, July 17). Indonesia Electric Vehicle Outlook (IEVO) 2023 - IESR.
IESR.  https:/ /iesr.or.id/pustaka/indonesia-electric-vehicle-outlook-ievo-
2023/.

Tedjakusuma, A. P., Yong, H. N. A., Andajani, E., & Mohamad, Z. Z. (2023).
Intention to purchase halal health supplement online: Lessons learned from
the health crisis. Heliyon, 909), €19840.
https:/ /doi.org/10.1016/j.heliyon.2023.e19840

Tsai, P., Chen, C., Hsiao, W., & Lin, C. (2023). Factors influencing the consumers’
behavioural intention to use online food delivery service: Empirical evidence
from Taiwan. Journal of Retailing and Consumer Services, 73, 103329.
https:/ /doi.org/10.1016/j.jretconser.2023.103329

WHO. (2019, July 30). Air pollution. WHO. https://www.who.int/health-
topics/air-pollution

Wiejak, G., Grzelak, M., & Mroczek, R. (2023). Rating of the mobility of Military
Logistic Vehicles Used in the Polish Armed Forces. Advances in Military
Technology, 18(1), 81-88. https:/ /doi.org/10.3849/aimt.01788

Wilson, N., Keni, K., & Tan, P. H. P. (2019). The Effect of Website Design Quality
and Service Quality toward Repurchase Intention in the E-commerce
Industry: A Cross-Continental Analysis. Gadjah Mada International Journal of
Business, 21(2), 187. https:/ /doi.org/10.22146 / gamaijb.33665

90


https://doi.org/10.1016/j.iot.2021.100361
https://doi.org/10.1016/j.jbusres.2024.114574
https://www.stateofglobalair.org/resources/report/state-global-air-report-2024
https://www.stateofglobalair.org/resources/report/state-global-air-report-2024
https://www.statista.com/statistics/583382/asean-motor-vehicle-sales-by-country/
https://www.statista.com/statistics/583382/asean-motor-vehicle-sales-by-country/
https://iesr.or.id/pustaka/indonesia-electric-vehicle-outlook-ievo-2023/
https://iesr.or.id/pustaka/indonesia-electric-vehicle-outlook-ievo-2023/
https://doi.org/10.1016/j.heliyon.2023.e19840
https://doi.org/10.1016/j.jretconser.2023.103329
https://www.who.int/health-topics/air-pollution
https://www.who.int/health-topics/air-pollution
https://doi.org/10.22146/gamaijb.33665

Maliki Islamic Economics Journal (M-IEC Journal) MALIKI

Volume 4 (2), December 2024 > :ES LAMIC
P-ISSN: 2798-0383; E-ISSN: 2797-8125 CONOMICS
JOURNAL

Yeo, B. L., Mohamed, R. H. N., & Muda, M. (2016). A study of Malaysian
customers purchases motivation of Halal cosmetics Retail products:
Examining theory of consumption value and Customer satisfaction. Procedia
Economics and Finance, 37, 176-182. https://doi.org/10.1016/s2212-
5671(16)30110-1

Zhou, M., Luo, H., Hong, J., Gao, D., Shen, Y., & Liang, M. (2023). Establishment
of a value evaluation system for health and wellness tourism resources:

Reflections on China’s official tourism resource evaluation criteria. PLOS
ONE, 18(7), €0288749. https:/ /doi.org/10.1371/journal.pone.0288749

91


https://doi.org/10.1016/s2212-5671(16)30110-1
https://doi.org/10.1016/s2212-5671(16)30110-1

