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ABSTRACT: 

The Indonesian market for halal products, especially meat 
distributed through traditional marketplaces, is characterized by 
notable intricacy. This research seeks to identify the key factors 
influencing consumers’ willingness to purchase halal meat within 
this context. The study is grounded in the Theory of Planned 
Behavior (TPB) and further incorporates elements such as 
individual religiosity and awareness of the halal supply chain. This 
awareness includes knowledge of compliant slaughtering 
procedures, proper handling and distribution practices, and 
labeling standards. A causal, quantitative methodology was 
adopted, with data gathered via an online questionnaire from 403 
participants and subsequently analyzed using SmartPLS. The 
findings reveal that all TPB dimensions—attitude, subjective 
norms, and perceived behavioral control—affect purchase 
intention. Moreover, understanding of halal slaughtering 
practices and logistics management shows a meaningful 
influence, while awareness of halal labeling does not demonstrate 
a statistically significant effect. 
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1. INTRODUCTION 
Indonesian regulatory frameworks emphasize that meat products must meet strict 

quality and religious standards. As outlined in the Regulation of the Minister of Agriculture 
No. 413 of 1992, all meat sold in markets must fulfill the ASUH principles—being safe, 
wholesome, unadulterated, and permitted under Islamic law. This requirement highlights the 
importance of ensuring halal compliance in meat production and distribution. Additionally, 
Law No. 33 of 2014 concerning Halal Product Assurance mandates, especially in Article 4, that 
all goods and services entering and trading within the country must be certified as halal. 
Further details are provided in Government Regulation No. 39 of 2021, Article 135, which 
states that halal certification also applies to various service activities, including slaughtering, 
processing, storage, packaging, distribution, marketing, and product presentation. The 
authority responsible for overseeing this certification process is the Halal Product Assurance 
Organizing Agency (BPJPH). According to Article 1, point 10 of Law No. 33 of 2014, a halal 
certificate is an official endorsement issued by BPJPH, based on a formal fatwa declared by 
the Indonesian Ulema Council (MUI), confirming that a product complies with halal 
requirements. 

Halal certification is usually recognized by the presence of an official halal symbol on 
product packaging (Fataron & Rohmah, 2019). This labeling significantly impacts how 
consumers view a brand and plays a key role in shaping their purchasing choices for halal 
products (Hidayati & Sunaryo, 2021; Millatina et al., 2022). Previous research has also shown 
that halal labeling can enhance a positive brand image. Besides labeling, implementing clear 
principles in halal supply chain management is crucial to ensure products stay halal until 
consumption. Tieman et al. (2012) highlight that proper halal logistics and supply chain 
practices are essential for maintaining halal integrity at every stage, from production to final 
use. In this context, the halal supply chain helps ensure compliance throughout the entire 
process. Additionally, effective supply chain management (SCM) is vital for organizations 
aiming to stay competitive in international markets and improve their financial performance 
(Kuo, 2016). 

The halal food supply chain is critically important not only to Muslim consumers but also 
to businesses operating within the halal industry. Its key components involve maintaining 
halal authenticity across multiple aspects, including ingredient selection, cleanliness, safety 
standards, nutritional value, and overall product quality. It also includes compliance with 
Islamic requirements for animal slaughtering, as well as proper handling during logistics and 
marketing activities such as storage, transportation, and the separation or display of halal and 
non-halal goods (Omar & Jaafar, 2011). Öztürk (2022) finds that consumers’ understanding of 
halal products, their awareness levels, and perceived psychological risks all have a significant 
positive effect on their attitudes toward halal poultry. This suggests that purchasing decisions 
are heavily influenced by how well consumers understand the halal supply chain. Specifically, 
knowledge about production methods, distribution systems, and storage practices can build 
trust and, in turn, increase the likelihood of selecting halal products. 

Purchase intention represents the phase in which consumers compare available 
alternatives and ultimately choose the product or brand they find most favorable. This 
intention is shaped by multiple factors, including individual awareness, personal attitudes, 
social influences, and perceived control over the purchasing behavior (Bashir, 2019). Previous 
research highlights that marketing approaches and branding strategies centered on halal 
attributes significantly affect consumer decision-making in this domain (Awan et al., 2015). 
Evidence from studies conducted in Taiwan involving non-Muslim participants shows that 
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halal certification labels can influence buying interest, with religiosity identified as an 
important contributing factor. Furthermore, Pratama et al. (2023) demonstrate that religious 
values act as an intermediary in the relationship between consumers’ understanding of halal 
products and their intention to purchase them. Taken together, the literature indicates that 
purchase intention toward halal products, including meat, is driven by an interplay of 
elements such as awareness, attitudes, subjective norms, perceived behavioral control, halal-
focused marketing and branding, and religiosity. These findings offer valuable insight into the 
main factors shaping consumer behavior in the halal food market. 

Previous research, especially that based on the Theory of Planned Behavior (TPB), 
offers a solid framework for explaining consumers’ willingness to buy halal products. Factors 
such as the level of consumer knowledge, personal evaluations or attitudes, and the 
availability of halal options are all critical in shaping such intentions. Building on this 
foundation, the present study seeks to provide a deeper and more holistic insight into the 
multifaceted nature of Indonesia’s halal market. 

 
2. LITERATURE AND HYPOTHESIS DEVELOPMENT 

2.1 Theory of Planned Behavior (TPB) 
In studies of food consumption, various attitudinal frameworks have been applied to 

explain key variables. One of the most influential is the Theory of Planned Behavior (TPB), 
introduced by  Ajzen (1991) as an extension of the earlier Theory of Reasoned Action (Ajzen, 
1985). TPB, rooted in social psychology, is widely used to explain and predict human behavior. 
It proposes that three main components are: attitude (ATT), subjective norms (SN), and 
perceived behavioral control (PBC), collectively shape an individual’s intention to perform a 
behavior, such as making a purchase. Within this model, intention is viewed as the immediate 
precursor to actual behavior. 

A substantial body of research indicates that attitudes are a key determinant of 
consumers’ intentions to purchase halal meat. Positive attitudes toward halal products are 
associated with greater purchase intentions (Rachbini, 2018). Attitude is generally defined as 
a psychological predisposition to evaluate an object or behavior favorably or unfavorably (Icek 
Ajzen & Fishbein, 1975). Individuals may hold positive, negative, or neutral views toward a 
behavior, and these evaluations influence their intentions. As attitudes become more 
favorable, the likelihood of engaging in the behavior increases. Numerous studies have 
examined the relationship between attitudes and intentions in the context of halal food (Ali 
et al., 2020; Fuadi et al., 2022; Shah Alam & Mohamed Sayuti, 2011), consistently finding that 
attitudes significantly affect purchasing behavior. Based on this evidence, the following 
hypothesis is proposed: 

 
H1: Attitudes toward purchasing halal meat have a positive effect on purchasing intentions. 

 
Subjective norms, often referred to as social norms, represent the perceived social 

pressures that encourage or discourage individuals from performing certain actions (Ajzen, 
1991). These norms reflect the extent to which a person believes a behavior is accepted or 
expected within their social environment. Influences from close circles such as family, friends, 
and parents, as well as broader institutions like religious and cultural groups, play a central 
role in shaping these perceptions. The impact of subjective norms on behavior increases as 
an individual's perception of societal approval increases.  
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Empirical studies, including those by Aslan (2023), Khan et al. (2021), and Shah Alam 
& Mohamed Sayuti (2011), highlight the significant role of subjective norms in shaping 
consumer purchase intentions. In this context, it is expected that subjective norms will be 
positively associated with the intention to purchase halal meat. Social expectations—
particularly those stemming from family, peers, and religious communities have been shown 
to strongly influence consumers’ decisions to buy halal products (Fuadi et al., 2022). 

 
H2: Subjective norms have a positive influence on the intention to buy halal meat 

 
Perceived behavioral control, as defined by Ajzen (1991), refers to an individual’s 

perception of their ability to perform a particular behavior and the extent to which they feel 
it is within their control. This concept involves two key aspects: the degree of control a person 
believes they have over their actions and their confidence in carrying out or avoiding a 
behavior. When individuals perceive a behavior as easy to manage, their level of perceived 
control increases; conversely, it declines when they feel limited in their ability to act. 

Previous research has identified perceived behavioral control as an important 
determinant of halal food purchasing intentions (Shah Alam & Mohamed Sayuti, 2011; Damit 
et al., 2019; Suleman et al., 2021). Recent findings further suggest that both the willingness 
and the perceived capability to regulate one’s actions play a significant role in shaping 
intentions to purchase halal meat. Based on this reasoning, the following hypothesis is 
proposed: 

 
H3: Perceived behaviour control has a positive effect on the intention to buy halal meat. 

 
2.2 Knowledge of Halal Supply Chain Activities (Halal Slaughtering, Halal Storage & Logistics, 

Halal Labelling)  
Understanding the different components of the halal supply chain—such as slaughtering 

practices, storage and logistics, and product labeling—is essential in shaping consumers’ 
intentions to purchase halal food. Hamdan et al. (2013) examined factors influencing Muslim 
consumers’ decisions regarding processed food and found that product attributes, 
recognition of halal labels, and knowledge of halal-certified processed foods are key 
determinants. Their findings highlight that consumer awareness and familiarity with such 
products play a central role in purchasing decisions. Their research indicates that the primary 
determinant of Muslim customers' purchase choices is their level of awareness or familiarity 
with the processed product.  

Frameworks developed by Omar & Jaafar (2011) and Yusoff et al. (2015) incorporate 
dimensions related to awareness of the halal supply chain. Among Muslim consumers, halal 
food is commonly associated not only with permissibility but also with standards of 
cleanliness, quality, and humane treatment of animals during preparation (Ireland & 
Rajabzadeh, 2011). Saidin et al. (2017) further stress that selecting halal animal-based food 
requires attention to multiple factors, including the animal’s origin, feeding practices, and 
slaughtering methods. However, traditional halal guidelines have often focused more 
narrowly on slaughtering procedures and production processes (Tieman et al., 2012). 

 
2.3 Halal Slaughtering  

Competence in performing halal slaughter has been recognized as an important factor 
influencing consumers’ intention to purchase halal meat. This process must comply with 
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Sharia guidelines, which include using a sharp instrument and reciting the appropriate prayer 
before slaughter (Yusoff et al., 2015). Islamic law outlines clear requirements for slaughtering, 
as noted by Al-Qardawi (1995), including that the act must be carried out by a Muslim, 
performed with a sharp knife, and accompanied by the recitation of tasmiyyah (“In the name 
of Allah”). 

In addition, Islamic teachings place strong emphasis on animal welfare, both before 
and during slaughter. Proper treatment includes ensuring that animals are well-fed, rested, 
and provided with adequate water before the procedure (Bonne & Verbeke, 2008; 
Hajimohammadi et al., 2014). Consumers who possess greater knowledge and understanding 
of these halal slaughtering practices tend to show a higher inclination to purchase halal meat 
(Yusoff et al., 2015). The use of a sharp blade is intended to allow effective blood drainage, 
which is a key requirement in halal slaughter. Overall, awareness of these procedures 
increases the likelihood that consumers will prefer halal food products. Therefore, the 
following hypothesis is proposed: 

 
H4: Knowledge of halal slaughter has a positive effect on the intention to buy halal meat. 

 
2.4 Halal Storage & Logistics  

The halal supply chain ensures that animals are provided with permissible feed, 
treated humanely, and that halal and non-halal products are strictly separated throughout 
distribution. Knowledge of halal storage and logistics has been identified as a key factor 
influencing consumers’ intentions to purchase halal food (Yusoff et al., 2015). Consumers 
tend to respond more positively to businesses that consistently apply halal-compliant 
practices, particularly in storage and handling processes.  

From the perspective of producers, adopting halal-oriented operations often reflects 
a strong awareness and understanding of proper handling and storage requirements, which 
encourages the implementation of such practices (Ngah et al., 2015). Research by Tieman et 
al. (2013) indicates that Muslim consumers in Malaysia place great importance on clear 
segregation between halal and non-halal products at both logistics and retail stages. The 
findings also reveal that consumers are willing to pay a premium when there is assurance that 
halal integrity is maintained through proper separation. Therefore, the following hypothesis 
is proposed: 

 
H5: Knowledge of halal storage and logistics has a positive effect on the intention to purchase 

halal meat. 
 
2.5 Halal Labelling  

Halal labeling plays a vital role within the halal supply chain by informing consumers 
about a product’s compliance with halal standards. Greater awareness and understanding of 
such labels can enhance consumers’ intentions to purchase halal food (Yusoff et al., 2015). 
Consistent with this, Awan et al. (2015) found in a study conducted in Pakistan that consumers 
show a stronger preference for products that clearly display halal certification on their 
packaging. Similarly, Millatina et al. (2022) reported that halal labels significantly influence 
purchase intentions for halal food items. 

Further research by Hidayati & Sunaryo (2021) highlights that halal labeling not only 
affects purchase intention but also shapes consumer attitudes and strengthens brand image, 
thereby amplifying positive perceptions of halal products. Label-related elements, including 
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ingredient details and brand information, are also important considerations (Yusoff et al., 
2015). In addition, a study focusing on small-scale food enterprises in predominantly Muslim 
regions found that attitudes toward halal-labeled products and perceived behavioral control 
significantly affect purchase intentions. It also revealed that the perceived importance of halal 
labels mediates the relationship between emotions, perceived behavioral control, and 
intention to buy (Silalahi, 2024). Overall, the presence of halal certification on product labels 
tends to increase consumers’ willingness to purchase, particularly among Muslim buyers. 
Therefore, the following hypothesis is proposed:  

 
H6: Knowledge of halal labeling has a positive effect on the intention to purchase halal meat. 
 
2.6 Religiosity  

Religion plays a crucial role in shaping consumer behavior, especially in the context of 
food selection (Butt et al., 2017; Ireland & Rajabzadeh, 2011; Sherwani et al., 2018). However, 
the degree of this influence depends on how strongly individuals adhere to their religious 
values (Bonne et al., 2007). Religiosity refers to the level of an individual’s commitment to 
their faith and the extent to which religious beliefs guide their actions (Abd Rahman et al., 
2015; Iranmanesh et al., 2020).  

Consumers with a high level of religiosity tend to align their purchasing decisions with 
religious teachings, ensuring that their choices are consistent with their beliefs (Vanany et al., 
2020). Numerous studies have confirmed that religiosity significantly affects consumer buying 
behavior (Butt et al., 2017; Iranmanesh et al., 2020; Nurhayati & Hendar, 2020; Suhartanto et 
al., 2019; Vanany et al., 2020). It has also been shown that religion influences preferences 
across various types of products (Abu-Alhaija et al., 2018). Mukhtar & Butt (2012) found that 
higher levels of religiosity are associated with more positive attitudes toward purchasing halal 
products. Consequently, consumers with strong religious orientations are more likely to 
choose halal options and avoid products that conflict with their religious principles (Schneider 
et al., 2011). Based on this perspective, the following hypothesis is proposed:  

 
H7 : Religiosity has a positive effect on the intention to purchase halal meat 

 
The research model is presented in Figure 1. 
 

 
 

Figure 1. Research Model 
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3. METHODS 

The study focuses on the demographics of Muslim individuals who purchase beef in 
traditional markets. Therefore, this research uses purposive sampling: Muslim consumers of 
traditional market beef who have made at least one purchase. Purposive sampling is widely 
used when researchers need participants with specific characteristics, experiences, or 
knowledge relevant to the research objective. Studies on halal food consumption and Muslim 
consumer behavior consistently justify purposive sampling because it ensures respondents 
meet religious, behavioral, and experiential criteria, which are essential for valid insights. It is 
especially appropriate when studying purchase decisions, perceptions, and motivations, 
where not all members of the population are equally relevant. When determining the sample 
size, the researchers referred to the findings of Hair et al. (2017), which suggest that the 
minimum number of samples can be determined by multiplying ten times the number of 
construct arrows on the model route or ten times the number of indicators. Furthermore, the 
sample size meets the standard of 360 samples with a margin of error of 5% and a confidence 
level of 95% (Saunders et al., 2009). This research was conducted through a survey of 
respondents by distributing questionnaires to those who had at least once purchased meat 
at a traditional market. 

The instrument developed was the result of the elaboration of several previous studies, 
which include Attitude, Subjective Norm, Perceived Behavior Control (PBC), Religiosity, and 
Purchase Intention, which were adapted from Amalia et al. (2020). Halal Slaughtering and 
Halal Storage & Logistics were adapted from Yusoff et al. (2015), and Halal Labelling was 
adopted from Arifitria et al. (2023) and Yusoff et al. (2015). 

Data analysis is the systematic search and compilation of data from surveys, 
interviews, and documentation by categorising the data into categories and units and 
synthesising it to create a summary (Ahyar et al., 2020). A complete multivariate statistical 
approach capable of assessing all relationships between constructs within a theoretical 
framework, including measurement and structural components, the PLS-SEM analysis 
method was used in this research (Hair et al., 2019). PLS-SEM analysis consists of two distinct 
sub-models: the measurement model and the structural model. 
 

4. RESULTS AND DISCUSSION 

4.1  Respondent Profile 
The number of respondents obtained in this research was 403 people who met the 

research criteria. The criteria for respondents were that Muslims had at least once purchased 
meat at a traditional market. Table 1 presents all the characteristics of the 403 respondents 
in this research and the corresponding percentages for each criterion. 

 

Table 1. Characteristics of Respondents 

Description Freq % Description Freq % 

Gender Last Education 

Man 194 48.0% Junior High School 9 2.3% 

Woman 209 52.0% Senior High School 248 61.9% 

Age D3 2 0.5% 

<17 years 9 2.4% D4/S1 119 30.0% 

18-25 years_old 75 18.6% S2 25 5.3% 
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Description Freq % Description Freq % 

26-33 years_old 86 21.3% Income Per Month 

34-41 years_old 133 33% <IDR2,000,000 129 32.0% 

>42 years 100 24.7% IDR2,000,000-IDR4,000,000 127 31.4% 

Occupation IDR4,000,000-IDR 6,000,000 114 28.2% 

Student/Students 70 17.3% >IDR6,000,000 33 8.4% 

Housewife 151 37.4% Meat Purchase Frequency 

Self-employed 35 8.7% 1-3 times 371 92.0% 

Government employees 85 21.0% 4-6 times 32 8.0% 

Private employees 44 10.9% more than 6 times 0 0 

Work alone 18 4.7%       

 

4.2 Measurement Model 

The measurement model empirically calculates the relationship between indicators and 
their constructs (Hair et al., 2019). This research uses a reflective model to conduct 
measurement analysis using internal consistency, convergent-validity, and discriminant-
validity (Hair et al., 2017). 

 
Table 2. Measurement Model Analysis Results 

Construct OL CA CR AVE 

Attitude   0.833 0.901 0.754 
Consuming halal meat is a desirable thing for me. 0.908       
Consuming halal meat is a positive thing for me. 0.912       
I believe that halal meat is clean. 0.778       
Subjective Norm   0.852 0.894 0.745 
My friend influenced me to consume halal meat. 0.965       
The mass media influences me to consume halal meat. 0.957       
The government influences me to consume halal meat. 0.625       
Perceived Behavioral Control   0.882 0.914 0.680 
Halal meat is available in traditional markets. 0.835       
It's easy to find halal-meat in traditional markets. 0.837       
I have time to consume halal-meat. 0.763       
I have opportunity to consume halal-meat. 0.803       
I have the money to consume halal-meat. 0.880       
Halal Slaughtering   0.731 0.881 0.788 
I know that the slaughterer has a healthy body and soul. 0.890       
I know that the knife used must be sharp and clean. 0.885       
Halal Storage & Logistics   0.599 0.787 0.653 
I know there is a halal meat warehouse. 0.689       

I know that the means of transportation are only for halal meat. 0.912       

Halal Labeling   0.618 0.830 0.711 

Halal labeling reduces doubts when purchasing a product. 0.751       

Meat labeled halal provides high value at a fairly affordable price. 0.926       

Religiosity   0.773 0.867 0.685 
I am a consumer of halal-meat. 0.801       
Eating halal-meat is an important part of my identity. 0.819       
I would feel a loss if I couldn't consume halal-meat. 0.863       
Purchase Intention   0.830 0.887 0.662 
I agree to pay more to consume halal-meat. 0.777       
I will only buy meat that is labeled halal. 0.825       
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Construct OL CA CR AVE 

If available, I intend to buy halal meat. 0.870       

I will make sure the meat is labeled halal before purchasing it. 0.780       

Note: OL= Outer Loading; CA= Cronbach's Alpha; CR= Composite Reliability 

 

The findings of this study's measurement model analysis are shown in Table 2, which 
displays the values for OL, CA, CR, and AVE. The variables and indicators in this research will 
be valid and reliable if they have an outer loading, a Cronbach's Alpha value of >0.7, and an 
Average Variance Extracted value of >0.5 (Hair Jr, J. F., Babin, B. J., & Krey, 2017). All indicator 
items in this study have an OL-value of >0.7, a CA-value of >0.7, CR >0.7, and an AVE-value of 
>0.5. Therefore, several indicator items from this research are valid and reliable. However, 
halal labeling and halal storage & logistics have a CA- value of less than 0.7, namely halal 
storage & logistics (0.599) and halal labeling (0.618). 

 
Table 3. Heterotrait-Monotrait Ratio (HTMT) Results 

  ATT LBL SL STR PBC PI RG S.N 

Attitude 0.868               

Halal Labelling 0.483 0.843             

Perceived Behavioral 
Control 

0.175 0.525 0.824           

Purchase Intention 0.529 0.496 0.561 0.814         

Religiosity 0.648 0.426 0.298 0.576 0.828       

Halal Slaughtering 0.419 0.432 0.577 0.341 0.289 0.888     

Halal Storage & Logistics 0.192 0.305 0.665 0.478 0.312 0.464 0.808   

Subjective Norm 0.519 0.505 0.235 0.362 0.427 0.138 0.307 0.863 

 

The HTMT value must be ensured to be below 0.90; therefore, it can be said to exist 
reliably (Hair Jr, J. F., Babin, B. J., & Krey, 2017). As Table 3 demonstrates, every HTMT value 
of the constructs is <0.90; therefore, the indicators created in this research are accurate. With 
relevance to all the explanations above, it may proceed to the subsequent phase of the 
examination, namely, the investigation of the structural model. 
 
4.3 Structural-Model-Results 

A structural model is a calculation that examines the relationship between constructs and 

tests the relationship between constructs and indicators (Hair Jr, J. F., Babin, B. J., & Krey, 

2017). The R² coefficient indicates the extent to which the independent variable explains 

variation in the dependent variable. Its magnitude is typically interpreted using three 

categories: weak (0.19), moderate (0.33), and strong (0.67) (Chin et al., 2008). As presented 

in Table 4, the R² value for the purchase intention construct is 0.578, indicating that variables 

such as attitude, subjective norms, perceived behavioral control, halal slaughtering practices, 

halal storage and logistics, halal labeling, and religiosity collectively explain 57.8% of the 

variance in purchase intention. In contrast, the other 2% is influenced by different factors not 

included in this study. Based on Hair Jr, J. F., Babin, B. J., & Krey (2017), the R² value of this 
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research has a moderate effect. This research has predictive power because it has a predictive 

relevance (Q²) calculation result of more than 0, namely 0.362. 

 

Table 4. Structural Model Analysis Results 

Construct AVE R² Q² 

Attitude 0.754     

Subjective-Norm 0.745     

Perceived-Behavioral-Control 0.680     

Halal-Slaughtering 0.788     

Halal-Storage & Logistics 0.653     

Halal-Labelling 0.711     

Religiosity 0.685     

Purchase-Intention 0.662 0.578 0.362 

Average 0.710     

AVE x R² 0.410     

GoF √(AVE x R²) 0.640     

 

Three kinds of f2 values exist: small (0.02), medium (0.15), and large (0.35) (Hair Jr, J. F., 
Babin, B. J., & Krey, 2017). As shown in Table 5, halal labeling has a value of 0.010, and the 
subjective norm has a value of 0.012, indicating that they have the least influence on purchase 
intentions. Attitude has a small influence with an f² value of 0.135, halal slaughtering of 0.063, 
halal storage & logistics of 0.029, and religiosity of 0.059. Apart from that, with an f² value of 
0.162, the perceived behavior control variable moderately influences purchase intentions. 
 

Table 5. Effect Size (f²) Analysis Results 
 

 ATT LBL SL STR PBC PI RG SN 

Attitude           0.135     

Halal Labelling           0.010     

Halal Slaughtering           0.063     

Halal Storage & Logistics           0.029     

Perceived Behavioral Control           0.162     

Purchase Intention                 

Religiosity           0.059     

Subjective Norm           0.012     

 

4.5 Path Analysis 

Structural path modeling was applied to evaluate the proposed hypotheses and examine 
the interconnections among the variables. A relationship is considered statistically 
meaningful when the t-statistic exceeds 1.96 and the p-value falls below 0.05, based on a 5% 
significance threshold. (Hair Jr, J. F., Babin, B. J., & Krey, 2017). 
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Table 6. Path Analysis Results 

Hypotheses ß t-value p-value Results 

H1 ATT→PI 0.383 7,856 0 Accepted 

H2 SN→PI -0.094 2,305 0.022 Accepted 

H3 PBC→PI 0.432 7,075 0 Accepted 

H4 SL→PI -0.230 4,12 0 Accepted 

H5 STR→PI 0.157 3,544 0 Accepted 

H6 LBL→PI 0.091 1,734 0.084 Rejected 

H7 RG→PI 0.218 4,313 0 Accepted 

 

In this research, the 7 hypotheses were generated. Considering Table 6, the path 

coefficient show that 6 hypotheses are accepted and 1 hypothesis is rejected. Attitude (ATT) 

has a significant influence on purchase intention (PI) (ß = 0.383, t = 7.856, p = 0.000) and has 

a positive direction, so H1 is accepted. Subjective Norm (SN) also positively and significantly 

influences purchase intention (PI) (ß = -0.094, t = 2.305, p = 0.022), so H2 is accepted. 

Perceived Behavior Control (PBC) has a significant influence on purchase intention (PI) (ß = 

0.432, t = 7.075, p = 0.000), so H3 is accepted. Furthermore, the Halal Slaughtering (SL) 

variable has a significant effect on purchase intention (PI) (ß = -0.230, t = 4.120, p = 0.000). 

The Halal storage & logistics (STR) variable also has a significant effect on purchase intention 

(PI) (ß = 0.157, t = 3.544, p = 0.000). These two variables also have a positive direction, so it 

can be concluded that H4 and H5 are accepted. However, H6 was rejected because halal 

labeling (LBL) did not have a significant effect on purchase intention (PI) (ß = 0.091, t = 1.734, 

p = 0.084). Finally, the religiosity variable (RG) has a significant effect on purchase intention 

(PI) (ß = 0.218, t = 4.313, p = 0.000). The relationship between variables (see Figure 2). 

 
** Significant-at-p<0.01, - - - - -➤ not significant 

Figure 2. Relationship Between Variables 

 

 

p = 

0.0

84 
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5. DISCUSSION 

This research applies the Theory of Planned Behavior to examine consumers’ intentions 
to purchase halal meat in traditional market settings. The following section presents the 
results of the analysis. The findings confirm support for H1, demonstrating a positive 
relationship between attitude (ATT) and purchase intention (PI) toward halal meat products. 
This aligns with research conducted by Rachbini (2018) and research by Ali et al. (2020). 

Following research expectations, attitude significantly predicts intention to purchase 
halal meat in this study. This shows that respondents have a preference and desire to 
consume halal meat. When individuals' attitudes towards halal meat are positive, they are 
more likely to have a strong desire to purchase it. They also see consuming halal meat as 
something that provides benefits or has a positive impact on themselves. A positive attitude 
towards halal-meat can strengthen the belief that consuming halal meat is a good action. The 
belief that halal meat is clean highlights aspects of an individual's belief in the quality and 
cleanliness of halal meat. When individuals believe that halal meat is clean and conforms to 
halal principles, they tend to have a positive attitude toward it. 

Furthermore, the research results show that H2 is accepted, which means that subjective 
norms positively influence the intention to purchase halal meat. This aligns with research by 
Aslan (2023) and Khan et al. (2021). Social influences from various sources are essential in 
shaping subjective norms related to halal meat consumption. Encourage social groups, 
including friends and family, to support the consumption of halal meat. This can be done 
through a persuasive approach, open discussion, or even forming a community that shares 
the same values regarding the consumption of halal meat. Utilizing mass media to 
disseminate information that supports halal meat consumption. Clear regulations and 
support from the government can strengthen subjective norms related to halal meat 
consumption. 

Third, perceived behavioral control positively affect the purchase intention of halal-meat. 
This aligns with research by (Damit et al., 2019; Suleman et al., 2021). Product availability is 
an important aspect that influences purchasing intentions. If halal meat is readily available on 
the market, the level of perceived behavioral control will increase because consumers feel 
more able to obtain it. If finding halal meat feels easy and doesn't take time, consumers will 
tend to buy it. The perception of having enough time will also increase their behavioral control 
in purchasing halal meat. Sufficient financial capability also raises the possibility of consumers 
purchasing halal meat. 

The accepted hypothesis H4 states that halal slaughtering positively influences the 
purchase intention of halal meat. Aligns with research conducted by Yusoff et al. (2015). 
Ensuring the butcher has a healthy body and mind is key to halal slaughtering. Therefore, it is 
advisable to carry out regular health checks on the butchers involved in this process. A sharp 
and clean knife is an absolute requirement for halal slaughter. To ensure the cleanliness and 
sharpness of knives, it is recommended that strict procedures be implemented regarding the 
maintenance and sanitation of slaughter equipment. Apart from that, it is also important to 
increase transparency in the halal slaughter process for consumers. Information about who 
performs the slaughter, the procedures followed, and the food safety measures taken can 
build consumer confidence and increase their intention to purchase halal meat. Obtaining 
official halal certification from a trusted authority can also increase consumer confidence. 
This certification guarantees that the slaughter is carried out in accordance with religious 
principles and relevant authorities. 



Istivani, et al. Determinants of Halal Meat Purchase Intention: Extending the Theory of…| 108 
 

DOI: http://dx.doi.org/10.35313/jmi.v6i1.444| 
e-ISSN 2807-8365 | 

 

Fifth, the research results show that the adoption of H5, which states that halal storage & 
logistics favorably impact the intention of purchasing halal meat, has been accepted and 
aligns with research by Tieman et al. (2013) and Yusoff et al. (2015). This means that 
awareness of halal-meat warehouse storage and transportation, specifically for halal meat 
without mixing, is a significant variable in forming intentions to purchase halal meat. Ensure 
that halal meat is stored and transported transparently and responsibly. Consumers must be 
given access to information about how halal meat is stored and transported. 

On the other hand, the research results show that hypothesis H6, which says that halal 
labeling has no meaningful impact on the intention to purchase halal meat, was rejected 
because no meaningful connection was found between the two variables. It was in line with 
a study conducted by Aspers & Corte (2019). They deny that halal labeling guarantees 
consumers that the product meets the halal standards set by the relevant authorities. 
Respondents have doubts about the validity of halal labeling on the market. A lack of 
guaranteed compliance with applicable halal standards or cases of counterfeiting of halal 
labels could cause this. There is a perception that halal meat products labeled halal do not 
provide significant added value in terms of quality and price. 

Finally, the findings reveal that religiosity has a statistically significant effect on 
consumers’ intention to purchase halal meat, indicating that individuals with stronger 
religious commitment are more likely to choose halal meat products.. This aligns with the 
findings of Iranmanesh et al. (2020) & Suhartanto et al. (2019). These individuals prioritize 
consuming products that are based on the principles of their religion or beliefs. In this case, 
the research results confirm that a person's level of religiosity influences their consumption 
choices, with a tendency to choose halal products. 
 

6. CONCLUSION 

The significant positive impact of attitude on purchase intentions suggests that consumers 
with a favorable attitude toward halal meat are typically to buy it. This suggests that if 
consumers believe halal meat is beneficial, healthy, or morally right, they are more inclined 
to buy it. Perceived-behavioral-control has a strong positive influence: This factor has the 
most potent positive effect on purchase intentions. It implies that when consumers feel they 
have the capability, resources, and opportunities to purchase halal meat, their intention to 
buy increases. Elements including product availability, cost considerations, and accessibility 
are key determinants. Subjective norms demonstrate a significant but negative effect on 
purchase intention, suggesting that perceived social expectations or external pressures may 
discourage certain individuals from choosing halal meat. This pattern may arise in 
environments where consuming halal products is not widely practiced or supported by peers 
or society. 

Knowledge about halal slaughtering processes positively impacts purchase intentions. By 
effectively educating consumers about halal slaughtering processes. This strategic focus on 
consumer knowledge can lead to increased market share and consumer loyalty within the 
halal meat industry. Proper knowledge of halal storage & logistics positively influences 
purchase intentions. Halal labeling insignificant influence on purchase intentions. This 
suggests that while labeling is recognized, it is not a major deciding factor for consumers. 
Religiosity significantly influences purchase intentions, meaning that more religious 
consumers are more willing to buy halal meat. This is due to halal meat aligning with their 
religious beliefs and practices. 
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