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Abstract
This study investigates consumers’ trust mediating role towards consumers’ purchase intention
of halal food offered by the Malaysian halal food producers. Three constructs of trust were
incorporated – namely competence, care and openness – with attitude as the mediating variable
and purchase intention is the dependent variable. A self-completion questionnaire distributed
online using QR code and 401 questionnaires were recorded and analysed. Structural equation
modelling was applied, using SmartPLS 3.0 version, to test the model fit of the proposed
relationships among the causal and outcome variables. Care, Competence and Openness have
significant level of the relationships with Attitude and Purchase Intention. The results show
that the measurement model has sufficient predictive relevance of the constructs, and Attitude's
mediation effect is statistically significant. The findings highlight the importance of
consumers’ trust in order to be successful in the volatile halal food market. The food producers
have to comply with the need of consumers’ trust or they might be overlooked or ignored by
this segment. Thus, Malaysian halal agencies as well as the halal food producers, must
continuously monitor the level of consumers’ trust and adhere to the requirements to maintain
or elevate the level of their trust.
Keywords: Consumers’ Trust, Attitude, Purchase Intention, Halal Food

Introduction
Halal market and halal industry has evolved into halal economy due to its stimulating economic
growth and societal well-being (Kadirov, 2010; Kadirov, Tjiptono & Fam, 2020; Evans, 2010).
Karia and Asaari (2016) postulated that halal service is about behavior, activities, and
operations which are not violated or conflicted with the Islamic thoughts. It operates and
performs with trust, dedication, and honest, and Shariah compliant, as well as minimize
hardship, and generate welfare or benefits to people (society), planet (environment), profit
(economy), and ultimately the desire for Allah blessing (Kadirov, Tjiptono & Fam, 2020;
Kadirov, Tjiptono & Sharipudin, 2020).
Trust signiﬁcantly inﬂuences attitude, satisfaction and loyalty (Sarkar et al., 2020; Hajiheydari
& Ashkani, 2018; Ofori et al., 2018; Wisker et al., 2020). Various food scandals around the
world show that trust influences the consumers’ demand and purchase behavior (Khan et al,
2019). Food scandals scare and affect consumer trust. The food and beverage sector suffered
the biggest decline (Reis et al., 2018). Some examples include Brazil’s rotten meat in 2017 and
salmonella in 2018 (Brooks and Patton, 2017; Reuters, 2018). The 2013 UK’s horsemeat
scandal (Manning et al., 2017) and UK-based Halal meat fraud incident (Fuseini et al., 2017).
When customers lose their confidence, they cannot make informed decisions about their
healthfulness, sustainability, authenticity, and safety of the food products (Mandlik et al, 2021).
Most of the time, food scandals on food adulteration, substitution, and fraud happened because
of manufacturers’ want to increase their profits (Ling & Wahab, 2020; Grimm et al., 2014;
Pejic et al., 2013; Premanandh, 2013).
Elliott (2014) defined food integrity, as ensuring that food offered for sale is safe, with expected
nature, substance and quality and has been ethically sourced, procured and distributed to
consumers. Manzini and Accorsi (2013) address the food trust's complexity from the
perspective of food quality, food safety, sustainability, logistics, and efficiency. According to
Ali et al. (2018), firms that are well equipped in food integrity are better prepared to implement
integrity systems – such as traceability, address the critical points of food production, and track
down possible causes of any incidents. This is because it is a vital factor in consumers’ trust
and safe guarding of food integrity (Ali et al., 2018; Zulfakar et al., 2014; Manzini and Accorsi,
2013). Trust also reduces the adverse eﬀects of risk perceptions (Sarkara et al., 2020, Marriott
& Williams, 2018). Furthermore, trust provides perceived privacy and security (Zoghlami,
Yahia, & Berraies, 2018; Ozturk, Nusair, Okumus, & Singh, 2017).
Some studies confirmed that the lack of information and trustworthiness impede consumers
from buying intention (Sultan and Wong, 2018: Nuttavuthisit & Thøgersen, 2017; MeyerHöfer et al., 2015). Zhang et al. (2018) postulated that trust could increase perceived beneﬁts
and reduce perceived risks. These issues could be applicable toward consumers buying
behaviour of Malaysian halal food products as well. Thus, the need to investigate the role of
trust towards Malaysian halal food products is crucial.

Literature Review
According to Morgan & Hunt (1994), trust is consumers’ confidence towards a brand, product
or organization’s reliability, integrity, honesty, competence, benevolence. Various studies
found that trust could influence consumer attitudes, satisfaction, loyalty, and behavioural
intentions (Raju et al. 2021; Sarkara et al., 2020; Beza et al., 2018; Hajiheydari & Ashkani,
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2018; Ofori et al., 2018, Said et al. (2014). Trust is crucial in the selling and buying processes
(Hartmann et al., 2020; Hartmann, Wieland, & Vargo, 2018; Arli et al., 2018; Sheth & Sharma,
2008). The consequence of trust could lead to higher buyer commitment, higher word-ofmouth, higher sales revenue, higher economic (and non-economic) satisfaction and lesser
supplier switching (Wood et al., 2014; Said et al., 2014; Friend, Hamwi, & Rutherford, 2011;
Hansen & Riggle, 2009). Gaining the trust of Muslim migrants (Krisjanous and Kadirov,
2018), interregional migrants (Kadirov and Triveni, 2010), and other groups with specific
needs (Krisjanous et al., 2021) is important.
Macready et al. (2020) and Jonge et al. (2008b) identified three types of trust, namely
competence, care and openness. Competence is defined as the ability of the producer to act in
a manner that warrants trust. Care is when the producer is motivated to act in a trusting manner
– also refers as integrity or benevolence. Openness refers to the producers’ transparency in its
food productions and traceability of the food supply system (Macready et al., 2020; Wang et
al., 2017). Food systems must be monitored by authorized regulatory institutions or be more
transparent (Galvez et al., 2018). Thus, this study investigates consumers trust towards
Malaysian food products and determine if trust influences their purchase intention.
According to Macready et al. (2020), consumer trust in the food chain needs continuous
monitoring to track their conﬁdence in the food. Consumers need to trust the farmer, food
manufacturer, relevant authorities and the supply chain. Claims on health, sustainability, the
authenticity of their food products are confusing and difficult to verify by the average consumer
(Simeone et al., 2015; Parkes et al., 2010). Extensive studies have looked into food trusts such
as farmers (Moore, 2006), food manufacturers (James, 2006), retailers (Rampl et al., 2012) and
government (Omari et al., 2017), or food safety (Chen, 2013; Liu et al., 2013) and country
differences (Hartmann et al., 2018). Wang et al. (2017) conclude that food integrity is a
summary construct that consumers have for food products. This study looks at the effect of
consumers’ trust on Malaysian halal food products and their influence on purchase intention.
The violation of trust would influence negative consumption behaviour (Omar et al., 2017),
consumers satisfaction and loyalty (Sarkara et al., 2020; Wang et al., 2019; Berraies, Ben, &
Hannachi, 2017; Jimenez, San Martin, & Azuela, 2016). Furthermore, service quality
determines users’ trust and perception of the service provider competency (Ofori et al., 2018;
Silic & Ruf, 2018; Puriwat & Tripopsakul, 2017). A study by Omar et al. (2017) on trust
recovery and negative consumption behaviours on halal products has concluded that brand
image directly and positively affects consumers’ brand trust.
Purchase intention has become a vast research area of its own (Ummah et al., 2021; Rahman
et al., 2015; Awan et al., 2015; Teng and Wang, 2015; Ahmed et al., 2014). The research works
on halal food focused on both Muslim and non-Muslim consumers (Ali et al., 2018; Ali et al.,
2017; Ahmed et al., 2014; Said et al., 2014; Mukhtar and Butt, 2012; Ireland and Rajabzadeh,
2011). The behavioural intention has been proven signiﬁcantly predicted by attitude (Asif et
al., 2018; Tarkiainen & Sundqvist, 2005; Armitage & Conner, 2001). According to Ajzen
(1991) higher attitudes lead to a higher behavioural intention. Scalco et al. (2017) postulated
that attitudes reﬂect the preferences to perform or not to perform a behaviour (Meier, Dillard,
& Lappas, 2019; Giampietri et al., 2018). Thus, this study also investigates the mediating role
of attitude towards purchase intention of Malaysian halal food products.
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Methodology
This study investigated the influence of consumers’ trust towards their purchase intention of
halal food products offered by halal food producers. There are seven hypotheses identified for
this study based on the research framework depicted in Figure 1.
Figure 1 Research Framework

A self-completion questionnaire was distributed using both online and offline methods among
international postgraduate students using QR Code scanning, and 401 questionnaires were
analyzed. The data were analyzed using structural equation modelling – SmartPLS 3.0 version
– to test the model fit of the proposed relationships among the causal and outcome variables.

Findings
401 data for this study was collected from 401 international students and expatriates and their
friends and families who are studying, working or residing using convenience sampling and
snowballing methods. Table 1 depicts the demographic profile details. The majority of the
respondents are aged between 20 and 50 years old. More than 50% have Bachelor’s degree,
and another 21% are Master degree graduates. There are slightly higher male respondents
(54.1%) than females (45.9%).
Table 1 Demographic Profile of the Respondents
AGE GROUP
Less than 20 years old
20 to 35 years old
36 to 50 years old
51 to 60 years old
Above 60 years old
GENDER
Male
Female
OCCUPATION
Self-Employed
Working for organization
Students
Unemployed
Others

f
41
124
148
71
17
f
217
184
f
75
233
78
11
4

%
10.2
30.9
36.9
17.7
4.2
%
54.1
45.9
%
18.7
58.1
19.5
2.7
1.0

EDUCATION
Diploma
Bachelor
Master
PhD/DBA
Others
INCOME RANGE
No Income
Below US$1,000
US$1,000 to US$4,999
US$5,000 to US$9,999
Above US$10,000

f
98
202
84
14
3
f
53
91
166
78
13

%
24.4
50.4
20.9
3.5
0.7
%
13.2
22.7
41.4
19.5
3.2

More than 50% of them are employees working in various organizations, and about 19.5% are
currently pursuing their education. More than 40% are earning a monthly salary between
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$1,000 and $5,000. There are about 23% getting less than $1,000 a month. Almost 20% are
earning between $5,000 and $9,999.
Table 2 below shows the results of the measurement model’s reliability and validity show that
all five constructs in the model meet the threshold values for the convergent validity and
average variance extracted. All the CR results are above 0.7, and the AVE results are above
0.5, which meets the threshold as suggested by Ramayah et al. (2018) and Hair et al. (2017).
Table 2 Reliability and Validity Results
CONSTRUCTS
Competence

Care

Openness

Attitude

Purchase
Intention

ITEMS

LOADINGS

CPT1

0.931

CPT2
CPT3
CR1
CR2
CR3
OPN1
OPN2
OPN3
AT1
AT2
AT3
AT4
INT1
INT2
INT3

deleted
0.938
0.869
0.894
0.887
0.911
0.930
0.925
0.892
deleted
0.908
0.910
0.905
0.907
0.908

CR

AVE

0.932

0.873

0.914

0.781

0.945

0.85

0.93

0.816

0.933

0.822

The inner VIF values for all the independent variables are less than 5.0, indicating no lateral
collinearity concern in the measurement model. Competence is the most important exogenous
construct in predicting Attitude with 0.436 scores. Care (0.267) comes second, and Openness
(0.241) is the third most important. Meanwhile, Attitude (0.694) has a strong effect on the
endogenous construct, Purchase Intention.
T-statistics measure the significant level of the relationships between the constructs. The
bootstrapping results show that all four relationships t-value are more than 0.645. These figures
mean that the relationships are significant at 0.5 of significance (Ramayah et al., 2018).
From Table 3A, Competence (p < 0.01), Care (p < 0.01) and Openness
(p < 0.01) are positively related to Attitude and explains 75.9% of variances in
Attitude. Thus, H1, H2 and H3 are supported. Meanwhile, Attitude (p < 0.01) is
positively related to Purchase Intention, which explains 48.1% of the variance in Purchase
Intention. This result supports H4.
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Table 3A Summary of Hypotheses Testing
HYPO
THESES

RELATIONSHIPS

STD.
BETA

STD.
ERROR

TVALUE

PVALUE

DECISIONS

H1

Competence -> Attitude

0.436

0.053

8.159

0.000

Supported

H2
H3
H4

Care -> Attitude
Openness -> Attitude
Attitude -> Purchase Intention

0.267
0.241
0.694

0.055
0.050
0.030

4.853
4.800
23.283

0.000
0.000
0.000

Supported
Supported
Supported

The f2 results from Table 3B show that Competence (0.251) has a medium effect size of
producing the R2. Whilst Care and Openness have small effect sizes at 0.087 and 0.092,
respectively. According to Hair et al. (2017), Q2 value of higher than 0 indicates the
measurement model predictive relevance of the construct. From the blindfolding procedure,
both Attitude (0.610) and Purchase Intention (0.393) have a Q2 values higher than 0. Thus, the
model has sufficient predictive relevance
Table 3B Summary of Hypotheses Testing
HYPO
THESES

RELATIONSHIPS

H1
H2

Competence -> Attitude
Care -> Attitude

H3
H4

Openness -> Attitude
Attitude -> Purchase Intention

R2

F2

Q2

q2

EFFECT
SIZE

0.610

0.118
0.038

small
small

0.393

0.041
0.393

small
large

0.251
0.757
0.480

0.087
0.092
0.928

Ramayah et al. (2018) and Hair et al. (2017) postulated that the q2 values indicate the predictive
relevance effect size of the endogenous constructs. The results from Table 3B shows that
Competence (0.118), Care (0.038) and Openness (0.041) have small q2 effects on Attitude.
Meanwhile, Attitude (0.393) has a large q2 effect on Purchase Intention.
The bootstrapping analysis measured the significant level of Attitude’s mediation effect of all
three relationships. Table 4 shows that and indicate its
significance with t-values of 5.068, 6.965 and 4.490. The indirect effects 95% confidence
interval bias-corrected scores [LL=0.123, UL=0.248], [LL=0.240, UL=0.383] and [LL=0.104,
UL=0.223] do not straddle a 0 in between, thus the mediation effects are statistically
significant.
Table 4 Summary of Hypotheses Testing on Mediation
HYPO
THESES

H5
H6
H7

RELATIONSHIPS

Care -> Attitude -> Purchase Intention
Competencies -> Attitude -> Purchase Intention
Openness -> Attitude -> Purchase Intention
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STD.
BETA

CONFIDENCE
INTERVAL (BC)
LL
UL

STD.
ERROR

TVALUE

0.185

0.002

5.068

0.123

0.248

0.303
0.167

-0.005
0.003

6.965
4.490

0.24
0.104

0.383
0.223
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Discussion and Conclusion
Customer’s trust is now a prevalent research area due to its importance in the food system and
tremendous effect on consumer purchase intention. It also affects consumer conﬁdence and the
demand for halal food products – since it is associated with healthfulness and sustainability.
The study aimed to find out the mediating role of customer’s trust towards their purchase
intention of Malaysia halal food products. The finding of the study shows that there is a
significant positive mediation effects among the three elements of customer’s trust and their
purchase intention. A higher level of trust encourages buying because it influences oﬀerings,
knowledge, and solution. Small and medium enterprises make purchase decisions based on
trust since they are inexperienced and lack negotiating power and knowledge (Hartmann,
2020). The findings of this study emphasized the crucial three factors that could instill and
enhance consumer trust. Thus, companies need to address these factors, namely Care,
Competence and Openness, when formulating their business dealings and marketing strategies.
Macready et al. (2020) indicates that a producer who has a higher level of care will act and
conduct business dealings with integrity and benevolence. For example, indicating whether the
source of ingredients is Syariah compliance or halal. Competence is the ability of the producer
to act in a manner that warrants trust, such as Gardenia supporting the Malaysian Consumers
Associations through advertising and knowledge sharing session on the major player of bread
producers in Malaysia. Openness is when the producers are transparent about its food
production and traceability (Wang et al., 2017; Brereton, 2016) – such as microbial/plant
derivative rennet for cheese processing. Intensive advertising and promotion could spread the
trustworthiness of companies’ policies, operations and conducts. However, word-of-mouth
(WOM) is more effective to instill trust among the customers. WOM could influence
customers’ attitude, and attitude has a significant effect on their purchase intention.
This study was tested among the Middle Eastern of six nationalities and mostly are expatriates
and students and their friends and families who are working, studying and residing in Malaysia.
Thus, the findings may not be generalized. The concept needs further testing to ensure its
stability. The constructs were selected based on the relevancy of the study, testing other
constructs – such as ethnocentrism, spiritual intelligence et cetera – should be able to strengthen
the model better. Another possible research area is on the moderating role of trust towards
purchase intention.

References
Ahmed, Z.U., Al-Kwifi, O.S., Saiti, B. & Othman, N.B. (2014), “Consumer behavior
dynamics of Chinese minorities”, Journal of Technology Management in China, 9(1),
pp. 6-23.
Ajzen, I. (1991), “Theory of planned behavior”, Organization Behavior and Human Decision
Process, 50(2), pp. 179-211.
Ali, A., Ali, A. & Sherwani, M. (2017). Shaping Halal into a Brand? Factors Affecting
Consumers’ Halal Brand Purchase Intention 29 (3) 2017
Ali, M. H., Ismail, A., Alam, S. S., Makhbul, Z. M., & Omar, N. A. (2018). Exploring the
theory of planned behaviour (TPB) in relation to a halal food scandal: the Malaysia
Cadbury chocolate case. International Food Research Journal, 25, S79-S86.

Journal of Halal Service Research, Volume 3, Issue 1, 2022

16

Arli, D., Bauer, C., & Palmatier, R. W. (2018). Relational selling: Past, present and future.
Industrial Marketing Management, 69, 169–184.
Armitage, C.J. & Conner, M. (2001), “Efficacy of the theory of planned behaviour: a metaanalytic review”, British Journal of Social Psychology, 40(4), pp. 471-499.
Asif, M., Xuhui, W., Nasiri, A., & Ayyub, S. (2018). Determinant factors inﬂuencing organic
food purchase intention and the moderating role of awareness: A comparative
analysis. Food Quality and Preference, 63, 144–150.
Askari, H. & Mohammadkhan, H. (2016), Islamicity Indices: The Seed for Change, New
York: Palgrave Macmillan.
Awan, H.M., Siddiquei, A.N. & Haider, Z. (2015), “Factors affecting halal purchase intention
– evidence from Pakistan’s halal food sector”, Management Research Review, 38(6),
pp. 640-660
Berraies, S., Ben, Y. K., & Hannachi, M. (2017). Identifying the eﬀects of perceived values
of mobile banking applications on customers: Comparative study between baby
boomers, generation X and generation Y. International Journal of Bank Marketing,
35(6), 1018–1038. https://doi.org/10.1108/IJBM-09-2016-0137.
Beza, E., Reidsma, P., Poortvliet, P. M., Misker, M., & Sjors, B. (2018). Exploring farmers’
intentions to adopt mobile Short Message Service (SMS) for citizen science in
agriculture. Computers and Electronics in Agriculture, 151 (June), 295–310
Brereton, P., 2016. Assuring the integrity of the food chain: ﬁghting food fraud. Program and
book of abstracts. In: Pulkrabová, J., Tomaniová, M., Hajšlová ,J., Brereton ,P. (Eds.),
Introduction to Food Integrity Czech Republic, Prague.
Brooks, B., Patton, D., 2017. China, EU cut imports of Brazil meat amid scandal. 20.03.
2017. Reuters Business News.<https://www.reuters.com/article/us-brazilcorruptionfood/china-eu-cut-imports-of-brazil-meat-amid-scandalidUSKBN16R1MH>.
Chen, W., 2013. The eﬀects of diﬀerent types of trust on consumer perceptions of food
safety. China Agricultural Economic Review, 5 (1), 43–65. https://doi.org/10.1108/
17561371311294757.
De Jonge, J., Van Trijp, J.C.M., Goddard, E., Frewer, L., 2008b. Consumer conﬁdence in the
safety of food in Canada and the Netherlands: the validation of a generic framework.
Food Qual. Prefer. 19, 439–451. https://doi.org/10.1016/j.foodqual. 2008.01.002.
Delgado-Ballester, E. (2003), ‘‘Development and validation of brand trust scale’’,
International Journal of Marketing Research, 45(1), pp. 35-53.
Elliot, C. (2014) Elliott Review into the Integrity and Assurance of Food Supply Networks –
Final Report: A National Food Crime Prevention Framework, HM Government,
London, UK [online]
https://www.gov.uk/government/uploads/system/uploads/attachment_
data/file/350726/elliot-review-final-report-july2014.pdf (accessed 17 March 2018).
Friend, S. B., Hamwi, G., & Rutherford, B. N. (2011). Buyer-seller relationships within a
multisource context: Understanding customer defection and available alternatives.
Journal of Personal Selling and Sales Management, 31(4), 383–395.
Fuseini, A., Wotton, S. B., Knowles, T. G., & Hadley, P. J. (2017). Halal meat fraud and
safety issues in the UK: a review in the context of the European Union. Food
ethics, 1(2), 127-142.
Galvez, J.F., Mejuto, J.C., Simal-Gandara, J., 2018. Future challenges on the use of
blockchain for food traceability analysis. TrAC, Trends Anal. Chem. 107, 222–232.
Giampietri, E., Verneau, F., Del Giudice, T., Carfora, V., & Finco, A. (2018). A Theory of
Planned behaviour perspective for investigating the role of trust in consumer
purchasing decision related to short food supply chains. Food Quality and Preference,
64, 160–166.

Journal of Halal Service Research, Volume 3, Issue 1, 2022

17

Grimm, J. H., Hofstetter, J. S., & Sarkis, J. (2014). Critical factors for sub-supplier
management: A sustainable food supply chains perspective. International Journal of
Production Economics, 152, 159-173.
Hair, J. F., Hult, G. M., Ringle, C. M. and Sarstedlt, M. (2017). A primer on partial least
squares structural modelling (PLS-SEM). USA. Sage Publication Inc.
Hajiheydari, N., & Ashkani, M. (2018). Mobile application user behaviour in the developing
countries: A survey in Iran. Information Systems, 77, 22–33. https://doi.org/10.
1016/j.is.2018.05.004.
Hansen, J. D., & Riggle, R. J. (2009). Ethical salesperson behavior in sales relationships.
Journal of Personal Selling and Sales Management, 29(2), 151–166.
Hartmann, N. N., Wieland, H., & Vargo, S. L. (2018). Converging on a new theoretical
foundation for selling. Journal of Marketing, 82(2), 1–18.
Hartmann, Plouﬀe, Kohsuwan & Cote (2020) Salesperson inﬂuence tactics and the buying
agent purchase decision: Mediating role of buying agent trust of the salesperson and
moderating role of buying agent regulatory orientation focus. Industrial Marketing
Management, 87 (2020) 31–46.
Ireland, J. & Rajabzadeh, S.A. (2011), “UAE consumer concerns about Halal products”,
Journal of Islamic Marketing, 2(3), pp. 274-283.
James, H., 2006. Trust in scientists and food manufacturers: implications for the public
support of biotechnology. Journal of Agribusiness, 24(2), 119–133.
Ling, E. K., & Wahab, S. N. (2020). Integrity of food supply chain: going beyond food safety
and food quality. International Journal of Productivity and Quality
Management, 29(2), 216-232.
Liu, R., Pieniak, Z., Verbeke, W., 2013. Consumers’ attitudes and behaviour towards safe
food in China: a review. Food Control, 33(1), 93–104. https://doi.org/10.1016/j.
foodcont.2013.01.051.
Kadirov, D. (2010). Sustainable marketing systems. Saarbrücken: VDM Verlag.
Kadirov, D., Bardakcı, A., & Kantar, M. (2018). The impact of linguistic proximity and
diglossia on brand name and slogan extension tendencies in the Turkish, Russian and
Arabic contexts. Journal of Brand Management, 25(2), 147-159.
Kadirov, D., Tjiptono, F., & Fam, K. S. (2020), “Halal Service Research: Definition, Domain
and Dynamics”, Journal of Halal Service Research, 1(1), 1-10.
Kadirov, D., Tjiptono, F., & Sharipudin, M. N. S. (2020), “Halal Service Research:
Challenges of the Covid-19 Pandemic”, Journal of Halal Service Research, 1(2), 110.
Kadirov, D., & Triveni, A. (2010). Customers of place: exploring interregional migrant
collectivities. Journal of Place Management and Development, 3(3), 167-181.
Khan, M.S., Kadirov, D., Bardakci, A., Iftikhar, R., Baran, T., Kantar, M. and Madak, N.
(2019), "Social media analysis of anti-consumption in Turkey", British Food Journal,
Vol. 121 No. 1, pp. 22-34.
Krisjanous, J., Allayarova, N., & Kadirov, D. (2021). Clothing of righteousness: exploring
tensions of halal maternity wear on online apparel websites. Journal of Islamic
Marketing, 13(5), pp. 1125-1142.
Krisjanous, J., & Kadirov, D. (2018). “Migrants Are Splendid Types” The “Beautiful Balts”
Megamarketing Campaign to Boost the Reception of Displaced Persons in Australia
after World War II. Journal of Macromarketing, 38(4), 425-440.
Macready, A., Hieke, S., Klimczuk-Kochańska, M., Szumiał, S., Vranken, L. and Grunerte,
K., (2020). Consumer trust in the food value chain and its impact on consumer
conﬁdence: A model for assessing consumer trust and evidence from a 5-country
study in Europe. Food Policy. https://doi.org/10.1016/j.foodpol.2020.101880.

Journal of Halal Service Research, Volume 3, Issue 1, 2022

18

Mandlik, M., Oetzel, J. G., & Kadirov, D. (2021). Obesity and health care interventions:
Substantiating a multi‐modal challenge through the lens of grounded theory. Health
Promotion Journal of Australia, 32(2), 274-284.
Manzini, R. & Accorsi, R. (2013) ‘The new conceptual framework for food supply chain
assessment’, Journal of Food Engineering, 115 (2), pp.251–263, Elsevier Ltd., DOI:
10.1016/j.jfoodeng.2012.10.026.
Marriott, H. R., & Williams, M. D. (2018). Exploring consumers perceived risk and trust for
mobile shopping: A theoretical framework and empirical study. Journal of Retailing
and Consumer Services, 42, 133–146. https://doi.org/10.1016/j.jretconser.
2018.01.017.
Meier, B. P., Dillard, A. J., & Lappas, C. M. (2019). Naturally better? A review of the
natural-is-better bias. Social and Personality Psychology Compass, 13(8), https://doi.
org/10.1111/spc3.12494.
Meyer-Höfer, M. V., Olea-Jaik, E., Antonio Padilla-Bravo, C., & Spiller, A. (2015). Mature
and emerging organic markets: Modelling consumer attitude and behaviour with
partial least square approach. Journal of Food Products Marketing, 21(6), 626–653.
Moore, O., 2006. Understanding post organic fresh fruit and vegetable consumers at
participatory farmers’ markets in Ireland: reﬂexivity, trust and social movements. Int.
Journal of Consumer Studies, 30 (5), 416–426. https://doi.org/10.1111/j.14706431.2006. 00537.
Morgan, R.M., & Hunt, S.D. (1994). The commitment-trust theory of relationship marketing.
Journal of Marketing, 58 (3), 20–38.
Nuttavuthisit, K., & Thøgersen, J. (2017). The importance of consumer trust for the
emergence of a market for green products: The case of organic food. Journal of
Business Ethics, 140(2), 323–337.
Ofori, K. S., Boakye, K., & Narteh, B. (2018). Factors inﬂuencing consumer loyalty towards
3G mobile data service providers: Evidence from Ghana. Total Quality Management
& Business Excellence, 29(5–6), 580–598. https://doi.org/10.1080/
14783363.2016.1219654.
Omar, N., Zainol, Z., Thye, C., Ahmad Nordin, N. & Nazri, M. (2017), "Halal violation
episode: does severity and trust recovery impact negative consumption
behavior?", Journal of Islamic Marketing, 8(4), pp. 686710. https://doi.org/10.1108/JIMA-10-2015-0081
Omari, R., Ruivenkamp, G.T.P., Tetteh, E.K., 2017. Consumers' trust in government
institutions and their perception and concern about safety and healthiness of fast food.
J. Trust Res. 7, 170–186. https://doi.org/10.1080/21515581.2017.1289099.
Ozturk, A. B., Nusair, K., Okumus, F., & Singh, D. (2017). Understanding mobile hotel
booking loyalty: An integration of privacy calculus theory and trust-risk framework.
Information Systems Frontiers, 19(4), 753–767. https://doi.org/10.1007/s107960179736-4.
Parkes, G., Young, J.A., Walmsley, S.F., Abel, R., Harman, J., Horvat, P., Lem, A.,
MacFarlane, A., Mens, M., Nolan, C., 2010. Behind the signs—a global review of ﬁsh
sustainability information schemes. Rev. Fish. Sci. 18, 344–356.
Pejic, V., Gorenak, I., & Orthaber, S. (2013). The role of trust in the food supply
chain. Business Logistics in Modern Management, 13, 33-39.
Premanandh, J. (2013). Horse meat scandal–A wake-up call for regulatory authorities. Food
control, 34(2), 568-569.
Puriwat, W., & Tripopsakul, S. (2017). The impact of e-service quality on customer
satisfaction and loyalty in mobile banking usage: Case study of Thailand. Polish

Journal of Halal Service Research, Volume 3, Issue 1, 2022

19

Journal of Management Studies, 15(2), 183–193.
https://doi.org/10.17512/pjms.2017.15. 2.17.
Rahman, A. A., Asrarhaghighi, E., & Rahman, S. A. (2015) “Consumers and Halal cosmetic
products: knowledge, religiosity, attitude and intention,” Journal of Islamic
Marketing, 6(1), pp. 148–163.
Raju, S., Rajagopal, P. & Murdock, M. (2021). The moderating effects of prior trust on
consumer responses to firm failures. Journal of Business Research, 122 (2021) 24–37.
Rampl, L.V., Eberhardt, T., Schütte, R., Kenning, P., 2012. Consumer trust in food retailers:
conceptual framework and empirical evidence. International Journal Retail
Distribution Management, 40(4), 254–272.
https://doi.org/10.1108/09590551211211765.
Reis, T.E., Bersoﬀ, D.M., Adkins, S., Armstrong, C., Bruening, J. (2018). 2018 Edelman
Trust Barometer Global Report. Edelman Trust Barometer. pp. 1–61. Retrieved from
https://pt.slideshare.net/EdelmanInsights/2018-edelman-trust-barometer-brasilreport.
Reuters (without author), 2018. Brazil chicken exports slump as EU bans weigh. 21.06.
2018.<https://www.reuters.com/article/brazil-poultry/brazil-chicken-exportsslump-aseu-bans-weigh-idUSL1N1TN0QW>.
Said, M., Hassan, F., Musa, R. & Rahman, N.A. (2014), “Assessing consumers’ perception,
knowledge and religiosity on Malaysia's halal food products”, Procedia-Social and
Behavioral Sciences, Vol. 130, pp. 120-128.
Sarkar, S., Chauhan, S. & Kharea, A., (2020). A meta-analysis of antecedents and
consequences of trust in mobile commerce. International Journal of Information
Management, 50 (2020) 286–301
Sheth, J. N., & Sharma, A. (2008). The impact of the product to service shift in industrial
markets and the evolution of the sales organization. Industrial Marketing
Management, 37(3), 260–269.
Silic, M., & Ruf, C. (2018). The eﬀects of the elaboration likelihood model on initial trust
formation in ﬁnancial advisory services. International Journal of Bank Marketing,
36(3), 572–590. https://doi.org/10.1108/IJBM-02-2017-0038.
Simeone, M., Scarpato, D., Rotondo, G., 2015. Consumer attitudes to food labelling:
opportunities for ﬁrms and implications for policy-makers. Qual. – Access Success
16, 312–319.
Smith, R., Manning, L., & McElwee, G. (2017). Critiquing the inter-disciplinary literature on
food fraud.
Sultan, P., & Wong, H. Y. (2018). How service quality aﬀects university brand performance,
university brand image and behavioural intention: The mediating eﬀects of
satisfaction and trust and moderating roles of gender and study mode. Journal of
Brand Management, 26(3), 332–347.
Sultan, P., Tarafder, T., Pearson, D. & Henryks, J. (2020). Intention-behaviour gap and
perceived behavioural control-behaviour gap in theory of planned behaviour:
Moderating roles of communication, satisfaction and trust in organic food
consumption. Food Quality and Preference 81103838.
https://doi.org/10.1016/j.foodqual.2019.103838
Ummah, M. H., Azmi, N. L., Sharipudin, M. S., Fauzi, M. S., & Abdullah N. A. (2021). The
determinants of purchase intention on Omni channel retailing among young
Malaysian consumers. Journal of Halal Service Research, 2(1), 2021
Wang, C., Van Fleet, D.D. & Mishra, A.K. (2017) ‘Food integrity: a market-based solution’,
British Food Journal, 119(1), pp.7–19, DOI: 10.1108/BFJ-04-2016-0144.

Journal of Halal Service Research, Volume 3, Issue 1, 2022

20

Wang, S. W., Ngamsiriudom, W., & Hsieh, C. (2015). Trust disposition, trust antecedents,
trust, and behavioral intention. Service Industries Journal, 35(10), 555–572. https://
doi.org/10.1080/02642069.2015.1047827.
Wang, W., Ou, W., & Chen, W. (2019). The impact of inertia and user satisfaction on the
continuance intentions to use mobile communication applications: A mobile service
quality perspective. International Journal of Information Management, 44, 178–193.
https://doi.org/10.1016/j.ijinfomgt.2018.10.011
Wisker, Z.L., Kadirov, J., Nizar, J., (2020), “Marketing a destination brand image to Muslim
tourists: Does accessibility to cultural needs matter in developing brand loyalty?”
Journal of Hospitality & Tourism Research, Accessed online. DOI:
10.1177/1096348020963663.
Wood, J. A., Johnson, J., Boles, J. S., & Barksdale, H. (2014). Investigating sales approaches
and gender in customer relationships. Journal of Business and Industrial Marketing,
29(1), 11–23.
Zhang, Y., Jing, L., Bai, Q., Shao, W., Feng, Y., Yin, S., & Zhang, M. (2018). Application of
an integrated framework to examine Chinese consumers’ purchase intention toward
genetically modiﬁed food. Food Quality and Preference, 65, 118–128
Zoghlami, A. T., Yahia, K. B., & Berraies, S. (2018). From mobile service quality evaluation
to E-word-of-mouth: What makes the users of mobile banking applications speak
about the bank? The moderating role of brand reputation. International Journal of EServices and Mobile Applications (IJESMA), 10(2), 36–57. https://doi.org/10.
4018/IJESMA.2018040103.
Zulfakar, M.H., Anuar, M.M. & Talib, M.S.A. (2014) ‘Conceptual framework on halal food
supply chain integrity enhancement’, Procedia – Social and Behavioral Sciences, Vol.
121, pp.58–67, Elsevier B.V., DOI: 10.1016/j.sbspro.2014.01.1108.

Journal of Halal Service Research, Volume 3, Issue 1, 2022

21

