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Abstract This study investigates the direct effects of purchase intention and consumer confidence towards halal product
actual purchase based on Theory of Planned behavior (TPB). Four antecedents of actual purchase are identified: purchase
intention (4 items), consumer confidence (7 items), perceived behavioral control (7 items), subjective norm (7 items) and
actual purchase (8 items). Using primary data collection method, 200 questionnaires were distributed to target respondents
comprising of international graduate students studying at five universities in Malaysia. The responses collected were 120
completed questionnaires representing 60% percent response rate. The data were analyzed using Structural Equation Mod-
eling (SEM) via AMOS 18. This study proposes four direct causal effects and two mediating effects in the structural model.
The findings indicate that the TPB is a valid model in the prediction of actual purchase of halal products. Goodness of fit for
the revised structural model shows adequate fit. Two of the hypotheses are substantiated: subjective norm is found to be
positively related to confidence (= 0.400, CR=2.302, P<0.021), and perceived behavioral control was also positively related
to the intention (f= 0.831, CR=3.958, P<0.001). The paper extends the understanding of TPB to newly emerging contexts
such as halal products usage intentions and confidence.
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1. Introduction

Today, the halal logo (LDA) on products is no longer just
purely a religious issue. It is becoming a global symbol for
quality assurance and lifestyle choice in the realm of busi-
ness and trade[1]. Halal is an Arabic term meaning “per-
missible”. In English, it most frequently refers to thing that is
permissible according to Islamic law. In the Arabic language,
it refers to anything that is permissible under Islam[2]. It is
usually used to describe something that a Muslim is permit-
ted to engage in, e.g. eat, drink or use. The opposite of ralal
is haram, which is Arabic for unlawful or prohibited. Ac-
cordingly, Halal products are those that are Shariah com-
pliant, i.e. do not involve the use of haram (prohibited) in-
gredients, exploitation of labor or environment, and are not
harmful or intended for harmful use. The realm of halal may
extend to all consumables such as toiletries, pharmaceuticals,
cosmetics, etc. In addition, it encompasses a wide range of
industry sub-sectors with elements of religious, political and
financial dimension in it.

Muslim consumers are very similar to any other consumer
segments, demanding healthy and quality products, which
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must also conform to Shariah requirements[3]. The halal
certificate or logo not only guarantees Muslims what they
consume or use is according to the Islamic laws but also
encourages manufacturers to meet the halal standards[4].
Thus, halal certificate can play an important role to assure
consumers that the product has got the necessary conditions
of halal product.

The expanding halal products market represents a sig-
nificant opportunity for international products companies,
not only in Muslim countries but also in Western markets
with significant and growing Muslim populations among
whom halal observance is on the increase[5]. According to
Alam and Sayuti[6], there are altogether more than two
billion Muslim populations in the world spreading over 112
countries, across diverse regions such as Organization of
Islamic Conference Nations (1.4 billion), Asia (805 million),
Africa (300 million), Middle East (210 million), Europe (18
million), and Malaysia (16 million) (www.mida.gov.my).

The global halal market is estimated to be worth US$580
billion a year. According to global group High Beam Re-
search, cited in the Halal Journal[7], the current estimated
value of the total halal market is US$150 billion a year, but
this has the potential to rise to US$500 billion by 2010,
driven by the increasing value and diversity of the consumer
market, combined with strong demographic trends across the
world[8]. Extra levels of quality certification have attracted
an unprecedented demand for Muslim and non-Muslim
consumers[9]. This means that Halal products and services
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should be developed and promoted for the Ummah rendering
the halal industry as a new dynamic source of economic
growth.

On the other hand, Halal is essentially an Islamic phe-
nomenon, so, it is good to highlight the benefits of Islam to
all mankind. It is inevitable that Muslim become more par-
ticular on the type of products and services that they use as
they have become more knowledgeable of their religion[10].

Thus, the objective of this study is to examine the causal
relationships of several antecedents of actual purchase of
Halal product based on TPB model. In particular, this study
has four specific objectives: 1) to identify the direct influ-
ence of perceived behavior control and subjective norm on
purchase Intention; 2) to identify the direct influence of
perceived behavior control and subjective norm on consumer
confidence; 3) to identify the direct influence of purchase
intention on actual purchase; 4) to identify the direct influ-
ence of consumer confidence on actual purchase;

This paper is structured as follows. First, we review the
marketing literature on the antecedents of actual purchase:
purchase intention, consumer confidence, perceived behav-
ior control, subjective norm and Theory of Planned Behavior
(TPB). Next, we present the research framework, methods,
measures and findings. Finally, the results were discussed in
terms of its contribution to the upgrading of manufacturers
and marketers and recommendations for future research.

2. Literature Review

Ajzen and Fishbein[11] define actual purchase behavior as
an “individual's readiness and willingness to purchase a
certain product or service”. Past studies have identified
several predictors of actual behavior: intention, intention and
perceived behavior control[12],[13],[14],[15], subjective
norm[16].

2.1. Theoretical Underpinning of Study

The Theory of Planned Behavior (TPB), first proposed by
Ajzen[11] suggests that intention is determined by three
factors: attitude, subjective norm, and perceived behavioural
control. Behaviour, on the other hand, is determined by the
individual’s intention to perform the behavior[17]. This
study adds the consumer confidence as an immediate ante-
cedent of actual purchase of halal product[30]. Each rela-
tionship with its criterion variable is discussed subsequently.

2.2. Purchase Intention and Actual Purchase

Elbeck and Mandernach[18] described the readiness of
potential customers in terms of purchase intention about a
product. This means purchase intention is a prediction about
consumers’ attitudes. Ajzen and Fishbein[19], define inten-
tion as a person's location on a subjective probability di-
mension involving a relation between himself and some
action. In addition, Armitage and Conner[20] stated that
intention is recognize as the motivation for individuals to
engage in a certain behavior. Purchase intention can affect

the buying decision of customers in the future. Moreover,
based on various previous theories, purchase intention can be
considered as the predictor of future purchase decisions[19].
Furthermore, according to the TPB model, behavioural in-
tention is an immediate antecedent of behaviour[21]. Thus,
Behavioral intention is defined as the individual's subjective
probability that he or she will engage in that behavior[19].

2.3. Subjective Norm and Purchase Intention

In the theory of planned behavior (TPB), the second de-
terminant of behavioral intention is subjective norm. Sub-
jective norm is defined as ‘the perceived social pressure to
perform or not to perform the behavior’’[22]. Subjective
norm is the function of how a consumer’s referent others
(e.g., family and friends) view the regarding behaviour and
how motivated the consumer is to comply with those be-
liefs[23].

Theory of planned behavior (TPB) holds that subjective
norm is a function of beliefs. Beliefs play important roles in
forming the intention of customers[24]. Beliefs that under-
lie the subjective norm are called normative beliefs. Thus, if
a person believes that the most important referents or indi-
viduals to them think that the behavior should be performed,
then the subjective norm should influence the intention of the
person to perform the behavior in question. For instance, if
consumers believe that significant others think Halal prod-
ucts are good; consumers will have more intention to buy
these products. Therefore, this shows that subjective norm
influences intention to perform a particular behavior. Leo
and Lee[25] support the definition from TPB by defining
subjective norm as "one's perception of whether people im-
portant to the individual think the behavior should be per-
formed". In previous studies of buying intention and be-
havior toward organic food, the role of subjective norms was
not clear, especially with regard to their effect in forming the
behavior[17]. Magnusson et al.[26] did not use subjective
norms in their research whereas Sparks and Shepherd[27]
did, but the significance of this factor is not strong.

2.4. Perceived Behavior Control and Purchase Intention

Perceived behavior refers to the degree of control that an
individual perceives over performing the behavior[28]. In
addition, according to[22], "perceived behavior control is the
extent to which a person feels able to engage in the behavior".
Moreover, according to Ajzen[22] perceived behavior con-
trol can account for considerable variance in behavioral
intention and actions. Providing that when people believe
they have more resources such as time, money and skills
their perceptions of control are high and hence their behav-
ioral intentions increase[29]. Therefore, it is assumed that
intention to purchase Halal is higher when consumers per-
ceive more control over buying these products.

2.5. Consumer Confidence and Actual Purchase

Muslim consumers do not have other means to determine
whether the manufactured products are Halal or not, except
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by referring to the halal logo that has been entrusted in the
packaging of the products[30]. Badari et al.[31] say that
average respondent from the study states that authentication
of organic food labels mean, trademarks and logos which
means confirmed, guidelines, standards and regulations. This
means that logos are important resources for the clearance of
consumer confidence on products. Thus, Halal certification
provides for greater consumer confidence as it allows con-
sumers to make an informed choice on their purchase[32].
However, the lack of enforcement in monitoring the usage of
certified Halal food has caused the public to question the
validity of some products that were claimed to be Halal[30].

2.6. Subjective Norm and Consumer Confidence

Athiyaman[33] pointed out that the subjective norm refers
to one's perception of social pressure to perform or not to
perform the behavior under consideration. Consumers’ con-
fidence in halal product is shaped by numerous factors.
These include advertising, information on product ingredi-
ents and announcements, various salal claims, and warnings
on non halal product products which carry a halal logo[34].

Consumer behaviour is very complex and it is determined
by emotions, motives and attitudes[35]. Under the theory of
reasons action (TRA) attitudes and belief play a fundamental
role in a consumer’s behaviour because they determine
consumer disposition to respond whether positively or either
negatively to an institution, person, event, object or prod-
uct[35],[36]. According to the researchers, the link between
the altitudinal characteristics and behaviour suggests that
consumers are more likely to engage in the behavior they feel
to have control over and prevented from crying out behavior
which they feel they have no control over. Meanwhile,
control factors such as the level of confidence and the level
of religiosity may facilitate or inhibit the decision in pur-
chasing halal products.

2.7. Perceived Behavior Control and Consumer
Confidence

Perceived behavioral control reflects beliefs regarding the
access to resources and opportunities needed to perform a
behavior[22].The perception of volitional control or the
perceived difficulty towards the behaviour will affect in-
tent[37]. Unless control over behaviour exists, intentions
will not be sufficient as the predictor of the behaviour[38].
Where, perceived behavioral control is defined as an indi-
vidual’s confidence that he or she is capable of performing
the behaviour[21]. According to Ajzen[21], perceived be-
havioral control has two aspects, (1) how much a person has
control over behavior, (2) how confident a person feels about
being able to perform or not perform the behavior. As an
illustration, when an individual feels that he/she has more
control about making halal products purchases, the more
likely he/she will be to do so.

3. Methodology

When this research framework is translated into the hy-
pothesized model (see Figure 1), the manifesting variables
are drawn with the error terms for each latent variables. The
two exogenous variables of perceived behavioral control and
subjective norm each one contains seven manifesting (ob-
served) variables.
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Figure 1. Hypothesized Model

For structural equation modeling, the error of each item is
drawn as unobserved variables in round circles and labeled
e8 to el4 for subjective norm and e37 to e43 for perceived
behavioral control. For endogenous latent variables Halal
product purchase intention, consumers’ confidence and
Halal product actual purchase, the manifesting variables are
four, seven and eight respectively. The subsequent error
terms are labeled as in the diagram. Each endogenous vari-
able is attached with a unique error.

Item-Total Statistics

No. C
Variable of Std. Corrected ron-
Mean .. bach's
Name Item Deviation  Item-Total
X Alpha
Correlation
Subjective 7 05259  0.16485 0.708 0.717
Norm
Perceived
Behavioral 7 0.5358 0.16204 0.623 0.744
Control
Consumers 7 05259  0.16485 0.708 0.717
Confidence
Effect of
Consumers’ 4 0.5350 0.22135 0.432 0.825
Intention
Halal
Product 8 0.5284  0.14960 0.498 0.781
Actual
Purchase

Total items 33

3.1. Sampling

The sample in this study was the international Muslim
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consumers in several universities in Malaysia, University of
Utara Malaysia (UUM), Universiti Kebangsaan Malaysia
(UKM), Universiti Sains Malaysia (USM), Universiti Putra

Malaysia (UPM), and Universiti Teknologi Malaysia (UTM).

Respondents consist of the student’s, lecturer, and adminis-
trative staff of these universities in Malaysia. It has distrib-
uted 200 questionnaires to target respondents. Finally, 120
respondents completed and returned the questionnaires,
which represents about 60% response rate.

3.2. Instrument

For examining the questions of study and testing the hy-
potheses, this study used questionnaire, as a medium to ob-
tain the data needed, which was developed depending upon
the previously instrument as follows: perceived behavioral
control, subjective norm, purchase intention and actual
purchase measures were adopted from[22] and[39]. While
consumers’ confidence measures were adopted from[30].

The questionnaire was divided into 2 sections. The first
part consists of 3 questions about the respondents’ demo-
graphic characteristics and personal information which use
ordinal and nominal scale such as age, gender and education.
A part 2 consists of 7-point Likert scale to evaluate the level
of agreement of respondents with the 4 factors considered:
consumer confidence (7-item), subjective norm (7-item),
purchase intention (4-item) and actual purchase (8-item).

3.3. Data Analysis Procedures

The data was analyzed using Structural Equation Model-
ing (SEM), AMOS 18 version. Confirmatory factor analysis
of measurement models indicate adequate goodness of fit
after a few items was eliminated through modification indi-
ces verifications.

4. Findings

4.1. Demographic Profile of the Respondents

The respondents’ ages ranged from nineteen to forty-six
years old averaging 31 years old. The male respondents were
86.9% and the female respondents were 13.1%. Most of The
respondents were full-time students (54.2%) followed by
part-time students (25.2%) and lecturers (20.5%). Their
education varies from Master’s degree (48.6%), Bachelor’s
degree (18.7%), PhDs (30.8%) and others were (1.9%).

The findings of this study indicated that the TPB is a valid
model in the prediction of the consumers’ confidence and
halal product purchases’ intention to choose halal products.
Where; subjective norm was found to be positively related to
confidence, with confidence being the more influential pre-
dictor (B= 0.400, CR=2.302, P<0.021), perceived behavioral
control was also positively related to the intention to
choose halal products at (B= 0.831, CR=3.958, P<0.001).
The paper extends the understanding of TPB to newly
emerging contexts such as Halal products usage intentions
and Confidence.

The finding supports six hypotheses (H2, H4, HS, H6, H7,
and H10) and rejects four hypotheses (H1, H3, H8, H9).
Consumers’ confidence and purchase intention were found
to be mediators.

4.2. Goodness of Fit of Structural Model

To arrive to the structural model, confirmatory factor
analysis (CFA) was conducted on every construct and
measurement models. The goodness of fit is the decision to
see the model fits into the variance-covariance matrix of the
dataset. The CFA, measurement and structural model has a
good fit with the data based on assessment criteria such as
Goodness Fit Index (GFI), Comparative Fit Index (CFI),
Tucker Lewis Index (TLI), Root mean square Error Ap-
proximation (RMSEA) (Bagozzi & Yi, 1988). All CFAs of
constructs produced a relatively good fit as indicated by the
goodness of fit indices such as CMIN/df ratio (<2); p-value
(>0.05); Goodness of Fit Index (GFI) of >0.95; and root
mean square error of approximation (RMSEA) of values less
than 0.08 (<0.08) (Hair et al., 2006). Finally, the goodness of
fit of generated or revised model is achieved. GFI of revised
structural model is 0.916; Root mean square Error Ap-
proximation (RMSEA) is 0.026; p-value is 0.317, cmindf
ratio is 1.074. (See Table 1).

Table 1. Goodness of Fit Analysis-Confirmatory Factor Analysis (CFA) of
Models (N=33)

Finals Models Hypothesized Model Revised Model
Items remain 33 14
CMIN 1078.394 73.013
Df 485 68
CMIN /df 2223 1.074
p-value 0.000 0.317
GFI 0.615 0.916
CFI 0.490 0.983
TLI 0.445 0.977
PNFI 0.333 0.607
RMSEA 0.107 0.026

5. Conclusions

This study has established four direct causal effects: 1)
perceived behavioral control and halal product purchase
intention; 2) subjective norm and consumers’ confidence; 3)
halal product purchase intention and kalal product actual
purchase; and 4) confidence and halal product actual pur-
chase. Interestingly, this study also manages to present first
time findings on two mediating effects: 1) halal product
purchase intention mediates the relationship between per-
ceived behavioral control and halal product actual purchase;
and 2) consumers’ confidence mediates the relationship
between subjective norm and actual purchase. (See table 2)
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Table 2. Regression Weights (Group number 1 - Default model)

Estimate S.E. C.R. P Label Status
Intention Subjective 239 296 807 420 par 12 Notsig
norm
Confidence Subjective 709 332 2.136 033 par 13 Sig
norm
Confidence P Behavioral 311 223 1.396 163 par_15 Not sig
Intention P Behavioral 1.228 319 3.846 HHE par_16 Sig
Actual purchase Intention -.041 .081 -.503 615 par 9 Not sig
Actual purchase Confidence .103 102 1.002 316 par_10 Not sig
Actual purchase Subjective .034 .057 .601 .548 par 11 Not sig
norm
Actual purchase P Behavioral .062 127 487 .626 par_14 Not sig
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