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Abstract 
This paper further extends the purchase intention study on Halal food at restaurants by 
applying the Theory of Planned Behaviour (TPB), thus contributing to the body of knowledge 
and literature on Halal food study. The main objective of this paper is to investigate the effect 
of knowledge, food safety, and lifestyle in influencing individuals' intention to purchase Halal 
food at restaurants. A survey was conducted on 362 Muslim and non-Muslim customers in 
Klang Valley. The data analyzed made use of the Statistical Package for Social Sciences (SPSS) 
and Partial Least Square – Structural Equation Modeling (PLS-SEM) using SmartPLS 3.0. The 
result revealed that knowledge, food safety and lifestyle were significant and positively 
affected one's intention to purchase Halal food at the restaurant. The implication of this study 
benefits marketers and restaurant owners or managers as the findings would help them 
formulate and pursue relevant marketing strategies for their restaurant promotional 
activities. 
Keywords: Food Safety, Halal, Lifestyle, Knowledge and Theory of Planned Behaviour. 
 
Introduction 

The word Halal originates from an Arabic word that means 'allowing' or 'permitted' by 
Islamic law or Syara'. Halal is defined as permissible and lawful, while the opposite of Halal is 
Haram, which is defined as prohibited. There is another term, "Shubhah" which means 
questionable; for example, when a person does not know the ingredients and how it is 
processed, the food then falls under the "Shubhah" category. In Islam, it is advisable to avoid 
things that are "Shubhah".  The use of Halal is commonly related to food wherein Halal point 
of view, the food that is meant for consumption must be free from pork or alcohol, and 
animals such as cattle, chicken, and lamb should be slaughtered by following the Islamic 
principles (Rahman, Asrarhaghighi & Rahman, 2015). Apart from that, another category 
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"Thoyyiban" is defined as cleanliness, safety, nutrition, good quality and authenticity (Shaikh, 
2006; Mariam, 2006). In further deliberation, Halal food is consumable but if it has health 
implications, it is considered non-Thoyyiban, particularly junk food. 
Halal food products have grown in popularity among non-Muslims worldwide, as the term 
Halal is consistent with what is good, healthy, safe, and of high quality. Malaysia announced 
its intention years ago to become a global centre for the manufacturing and distributing of 
Halal goods and services. The government believes that more commercial opportunities are 
available with Halal products and services. Hence,  Malaysia has developed the  Halal Industry 
Development Corporation (HDC) to show its commitment to play a leading role in the 
Halal industry. Malaysia, as a Muslim majority country, has a sizable home market for Halal 
food. Malaysia is well-positioned to serve as an international Halal food hub for the branding, 
processing, and marketing of Halal goods to Muslim populations due to the recognition given 
worldwide as a modern Muslim nation. 
Additionally, Malaysia developed its Halal standard (MS 1500:2004) in 2004, satisfying both 
Muslim community criteria as well as international health and safety norms. As a result, 
Malaysia regards its certification standard as a competitive advantage and expects it will be 
acknowledged as the worldwide standard's baseline. To reinforce all rules and processes, the 
Ninth Malaysia Plan includes a section on the growth of the Halal business (2006-2010). One 
of the primary goals is to develop Malaysia into a centre for Halal product manufacturing and 
distribution as well as to modernize the essential infrastructure to attract additional traders 
and investors. Additionally, with the growing Muslim population globally, which now 
numbered around 1.8 billion, the Halal food business has enormous potential. 
Furthermore, the term Halal does not only refer solely to food, but also cosmetics, 
pharmaceuticals, apparels, financial services, and even trip packages. From a global point of 
view, the expenditure in lifestyle sectors was worth USD2.1 trillion in 2017 and projected to 
be worth $3 trillion by 2023. Meanwhile, Muslims globally spent USD1.3 trillion on food and 
beverages, representing 61.9% of the total of $2.3 trillion of Muslim consumers' global 
spending in 2017. The spending on Halal food by Muslims is expected to grow to $1.86 trillion 
by 2023, a growth of 6.1% from 2017 to 2023 (Reuters, 2019). This highlight the demand for 
Halal food that is trending all over the world. With the growing awareness of Halal food in 
Malaysia, the Malaysian government continues to encounter troubling difficulties with the 
idea of Halal, in particular misconduct and unethical behaviour; including hygienic practices, 
certificate modification, and certificate expiration (Shaari, Ottot, & Kermin, 2013). In addition, 
the lack of awareness and information about the benefits of the Halal procedure leads non-
Muslim customers not to practise Halal food consumption daily (Golnaz et al., 2010). 
Therefore, the knowledge and awareness of Halal products and services still lack and confuse 
the consumers (Maichum, Parichatnon & Peng, 2017). Thus, it is important to investigate the 
consumer behaviour on Halal products. The fundamental Theory of Planned Behaviour 
applied in this study is to understand the knowledge, food safety and lifestyle towards 
consumers' intention to purchase Halal food at restaurants. 
 
Literature Review 
Purchase Intention 

Intention is described as a statement of a person's motivation to engage in a particular 
behaviour (Ajzen, 2002). It is assumed to reflect the motivating variables that impact 
behaviour, and it indicates how far someone is willing to go and how much effort one intends 
to expend to achieve the behaviour (Ajzen, 1991). The concept of purchase intention may 
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apply to understand an individual who has the intention to purchase Halal food at the 
restaurant. The intention has come before an individual behaviour, which is deciding to buy 
the product. The Theory of Planned Behaviour, attitude, subjective norms, and perceived 
behaviour control are the determinants commonly used to investigate consumer behaviour 
(Ajzen, 1991). When a person has a buying intention to dine at a restaurant, the person is 
almost certainly implicated in the business purchasing behaviour. The more vigorous the 
intention to engage in the behaviour, the more likely its performance should be. Intention 
varies throughout time, and as the time interval between actions increases, the correlation 
between intention and action decreases (Ajzen & Fishbein, 1977). As shown by the TPB model, 
the intention to conduct an inevitable action increases as the individual's attitude and 
subjective norms become more favourable (Ajzen, 2002). Davis, Bagozzi, and Warshaw (1989) 
as well as Taylor and Todd (1995) discovered that intention is a significant predictor of 
consumer behaviour. Consumers' intention to purchase Halal food increases when they think 
they have more influence over buying them (Khairi et al., 2012). 
 
Knowledge 

Knowledge is considered an attribute that reflects the consumer’s decision to 
purchase a product that could be influenced by product properties and user experience (Kim 
et al., 2016). It is one of the major factors influencing consumers' decision in purchasing a 
product (Othman, Shaarani & Bahron, 2016). There are three categorizations of knowledge: 
subjective knowledge, objective knowledge and prior experience (Brucks, 1985; Piha et al., 
2018). Subjective knowledge refers to what the consumers perceive that they know. In other 
words, it is called self-rated knowledge. It represents the confidence of an individual about 
his knowledge. The low level of subjective knowledge results in a lack of confidence 
(Chryssochoidis, 2000; Padel & Foster, 2005). Objective knowledge is what the consumers 
know. Meanwhile, prior experience is defined as what the consumers have experienced 
before (Brucks, 1985). O'Donoghue, Perchoux, Mensah, Lakerveld, van der Ploeg and Nazare 
(2016) defined consumer knowledge as storing of information about the products in memory 
or identifying through thoughts, making the consumer find out the more convenient or easier 
way in the purchasing process. A consumer finds product information through his related 
memory or experience to purchase the product.  

 
Previous studies showed that knowledge is important in creating the behaviour of 

actual consumer purchase intention, especially towards Halal products such as Halal food 
(Derahman, Takrim & Rahman, 2017; Othman et al., 2016; Maichum et al., 2017; 
Simanjuntak & Dewantara, 2014). Derahman’s et al. (2017) findings showed that awareness 
which is the knowledge or understanding of a subject or situation, is one of the determinants 
in consumers' purchase intention. Another study by Othman et al. (2016) on the level of 
knowledge of the food industries reported that the level of knowledge is still good. Therefore, 
this study suggested the following hypothesis: 
 
H1: Knowledge has a positive effect on consumers' intention to purchase Halal food at 
restaurants. 
 
Food Safety  

According to the Australian Institute of Food Safety (2019), food safety is defined as 
the practice of handling, preparing and storing food which lowers the risk of people getting 
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sick from foodborne illnesses. Food safety also covers the familiarity of consumers on the 
ingredients, quality and safety of the food. Wandel (1997) stated that consumers are serious 
to know what kind of food they consume, hence they commonly get information from the 
labels. Thus, knowledge on food ingredients is important for consumers to make purchase 
decision.  

When relating food safety with Halal, its principles strictly preserve the hygiene and 
cleanliness of Halal food. These principles are increasingly being used as guideline in food 
safety globally. The strict process of preparing Halal food and the procedures to control the 
overall operations is important in order to maintain the hygiene and safety of the food for 
consumers' consumption. This can be also known as Good Manufacturing Practice (GMP) and 
Good Hygiene Practice (GHP) in Malaysia, which are the manufacturing and quality control 
procedures to ensure the products are consistently manufactured according to the 
specification and prescriptions given in the Malaysian Standard (MS1514:2012) regulated by 
the government. Moreover, the Malaysian Standard on Halal Food (MS 1500:2019) complies 
with both the international standards of Good Manufacturing Practices and Good Hygiene 
Practices. The former also prescribes practical guidelines for the food industry on the 
preparation and handling of Halal food (including nutrient supplements) based on quality, 
sanitary and safety considerations and serves as a basic requirement for food products and 
food trade or business in Malaysia.  

Past studies showed the importance of food safety in consumers' consumption and 
purchase decision. Wallace, Yee, Yeung and Morris (2005) stated that consumers are equally 
concerned on the physical risk in their food, whereby their concern begins from the farming 
stage, namely on the types of chemicals, fertilizers, additives and preservatives used to 
produce the food. In a study by Phan and Mai (2016), they stated that it is essential for all 
fast-food restaurants in Binh Duong province to focus on the level of food safety which is the 
first consideration of students' purchase intention through the study. In fact, food safety is 
also a fundamental principle to attract customers and to build the reputation for any food 
restaurants. Another study by Quantaniah, Noreina, and Syakinah (2013) found that non-
Muslim students are more concerned on health, safety and quality aspects in their food 
selection. The study also concluded that religious values, health, safety and quality are 
significant factors in explaining the consumption of food products in Malaysian societies. Next 
is a study done by Ismail et al (2016) which found that there is significant relationship between 
food safety and Halal purchase intention among Muslim consumers. Padel and Foster (2005) 
added that food safety can become an indicator as consumers' motivation towards 
purchasing products and the relationship between food safety, attitudes and purchase 
intention has not been formally modelled yet. Therefore, this study suggested the following 
hypothesis:   

 
H2: Food safety has a positive effect towards consumers' intention to purchase Halal food at 
restaurants. 
 
Lifestyle 

There are several definitions of lifestyle. The term lifestyle refers to a person's way of 
living and has been used primarily for examining the living patterns and mobility of various 
social classes (Bei, 2000). Lifestyle is a pattern of life that is expressed in a state of 
psychographic (Kotler & Armstrong, 2005). Lazer (1963) defined lifestyle as a systemic 
concept, attributing this special model to the gathering of people and their development in a 
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dynamic society. Another definition of lifestyle is to show how people live, how they spend 
money, and how they allocate time (Mowen & Minor, 2002).  

Lifestyle is also described as a consumer's way of living by laying emphasis on values 
and actions in a social culture (Wells & Prensky, 1996). There are two concepts of lifestyle, 
the first is the model of lifestyle and the second is the market segmentation, which every 
element in the system such as activities, interests, opinions and demographic variables being 
used to understand the whole market (Plummer, 1974). Furthermore, there are two methods 
to apply lifestyle into the market segmentation, which are general lifestyle research and 
specific lifestyle research.  General lifestyle research focuses on the personal activities, 
interests and opinions of consumers in their daily lives, whereas specific lifestyle research 
emphasizes on the responses of consumers pertaining to a certain product. Hawkins, Roger 
and Kenneth (2000) regarded lifestyle as the embodiment of self-concept and considered it 
to be shaped collectively by past experience, intrinsic features and the circumstances at the 
time, referring to how people live their lives and generate different lifestyles through different 
ways of living. 

Previous studies done by Nora and Minarti (2016); Lin and Shih (2012) as well as 
Jayasree (2011) prove that lifestyle has an influence towards purchase intention. One of the 
studies was carried out with a survey towards a total of 289 female university students 
wearing hijab, in order to find out their perception towards hijab fashion. As a result, lifestyle 
also significantly influenced purchase intention when attitude acted as mediating variable 
(Nora & Minarti, 2016). While the research focussed on female respondents, Lin and Shih 
(2012) focussed on finding determinants of purchase intention between university students, 
distributed questionnaires and got a feedback from 449 respondents from ten universities. 
As a result, even though it is found that lifestyle influences purchase decision of university 
students, their different type of lifestyle will still be affecting their decision whether to 
purchase an item or not. Another study conducted by Jayasree (2011) used Activity, Interest, 
Opinion (AIO) measures in order to identify the lifestyle dimensions of consumers. The study 
used survey method by distributing questionnaire to a total of 711 respondents. This study 
confirmed that there is a significant relationship between consumers' lifestyle and the 
product's brand that is used by them. Below is the following hypothesis suggested for this 
study. 
 
H3: Lifestyle has a positive effect towards consumers' intention to purchase Halal food at 
restaurants. 
 
Research Framework 
Based on the literature review above, several hypotheses have been postulated. Referring to 
the hypotheses, this research has suggested a framework based on TPB as shown in Figure 1. 
The figure illustrates the consumers' intention to purchase Halal food at restaurants as 
dependent variable and three independent variables which are knowledge, food safety and 
lifestyle which determine consumers' purchase intention of Halal food at restaurant. 
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Figure 1: Proposed Research Framework 

 
Methodology 

The purpose of this study was to predict the effects of knowledge, food safety and 
lifestyle that influence consumers' inclination to purchase Halal food at restaurants in Klang 
Valley. The purposive sampling used to identify a sample from 420 working adults who had 
eaten Halal food at a restaurant. A total of 420 questionnaires were distributed to 
respondents, and 362 questionnaires were returned, a response rate of 86.12%. In this study, 
most of the respondents were female (51.4%), and the majority of the respondents were from 
age 31 to 40 years (32%) and 21 to 30 years old (25.4%). In addition, most of the respondents 
were Malays (62.4%) and Chinese (23.8%), they have Bachelor's degree as their highest 
education background (51.9%) and have a salary range of RM3001 to RM4500 (30.1%).   

This study adopted the quantitative approach. In addition, a self-administered 
questionnaire was chosen as the main research instrument. Meanwhile, a 10-point Likert 
scale, ranging from 1 to 10 showing 1 for "strongly disagree", 2 for "disagree", 3 for 
"moderately disagree", 4 for "slightly disagree", 5 for "mildly disagree", 6 for "mildly agree", 
7 for "slightly agree", 8 for "moderately agree", 9 for "agree", and 10 for "strongly agree", 
were used to measure the proposed constructs in this study. The scales were used to assess 
knowledge, food safety and lifestyle adapted from Shaari et al., (2013); Rahman, 
Asrarhaghighi and Rahman, (2015); Jamal and Shaifuddin, (2015); Khalek and Ismail, (2015); 
Maichum et al., (2017). The data were analyzed using the Statistical Package for the Social 
Sciences (SPSS) and Partial Least Squares – Structural Equation Modeling (PLS-SEM).  

    
Results and Discussion 
Measurement Model Analysis 
        Convergent validity is the degree to which a measure correlates positively with another 
measure of the same construct (Ramayah & Rahbar, 2013). Establishing convergent validity 
involves satisfying the conditions imposed upon indicators' loadings, composite reliability, 
and the average variance extracted (AVE) (Lee & Kozar, 2008). Based on an established rule 
of thumbs, the indicators' loadings of an item should exceed the threshold value of 0.60 (Chin, 
2010; Gholami et al., 2013), while the cut-off point for both the composite reliability and AVE 
is 0.70 and 0.50 respectively (Hair et al., 2017). The following Table 1 indicates the factor 
loading in the range of 0.843 to 0.967 being greater than 0.60 and explained that all items 
were applicable to this study. The AVE and composite reliability of knowledge (0.872), food 
safety (0.838), lifestyle (0.878) and purchase intention (0.923) were greater than 0.07 which 
explained that the variables have high internal consistency of the study.    
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Table 1: Outer Loading, AVE and Composite Reliability of Constructs 

Constructs Items Loadings AVE CR 

Knowledge 

KN1 0.939 

0.872 0.972 

KN2 0.919 

KN3 0.934 

KN4 0.941 

KN5 0.937 

Food Safety  

FS1 0.843 

0.838 0.954 
FS2 0.931 

FS3 0.936 

FS4 0.948 

Lifestyle 

L1 0.935 

0.878 0.956 L3 0.935 

L4 0.940 

Purchase Intention 

PI1 0.955 

0.923 0.973 PI2 0.967 

PI3 0.959 

 
           Following that, discriminant validity was used to determine the degree to which items 
were distinguished between constructs by assessing the model's correlations. To ensure 
discriminant validity is not affected, items should load more strongly on their own construct. 
The AVE shared between each concept and its measure should be bigger than the variance 
shared between the construct and another construct (Compeau, Higgins & Huff, 1999). To 
determine the discriminant validity of the concept, a Fornell and Lacker (1981) criterion was 
used to assess the correlation between the construct and the AVE values. 
 
Table 2: Fornell-Larcker's Criterion 

 1 2 3 4 

Food Safety 0.915 
   

Knowledge 0.710 0.934 
  

Lifestyle 0.863 0.658 0.937 
 

Purchase Intention 0.866 0.734 0.937 0.961 

 
Structural Model Analysis  

Assessing the structural model involves evaluating R2, beta and the corresponding t-
values (Hair, Hult, Ringle & Sarstedt, 2014). Chin (2010) suggested to do bootstrapping 
procedure with 1000 resamples to gain the t-values. In addition, researchers should also 
report predictive relevance (Q2) and effect sizes (f2) (Hair et al., 2014). The results of the 
structural model analysis in this study are shown in Table 3.   

Based on Table 3, all constructs have significant positive relationship with consumers' 
purchase intention. Knowledge has a beta value of 0.176, t-value of 3.118 and p<0.05, while 
food safety has a beta value of 0.127, t-value of 8.085 and p<0.05, and lifestyle has a beta 
value of 0.711, t-value of 18.099 and p<0.05. All three constructs explained 90.5 percent of 
the variance in purchase intention and Hair et al. (2014) suggested that the R2 value is 
considered substantial. Among the constructs, lifestyle was the strongest predictor of 
purchase intention with a beta value of 0.711, followed by knowledge (0.176) and food safety 
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(0.127). Therefore, all the three hypotheses (H1, H2, H3) were accepted as those constructs 
have significant positive relationship with purchase intention.  
 Next is assessing the effect size (f2). This measure evaluated the changes in R2 values 
when a specified exogenous construct is omitted from the model that can be used to evaluate 
whether the omitted construct has a substantive impact on the endogenous constructs. 
Cohen (2008) stated that the guideline for assessing f2 is the values of 0.02, 0.15 and 0.35, 
representing small, medium, and large effects of the exogenous latent variable respectively. 
Based on the results in Table 3, it can be observed that lifestyle has a large effect size, while 
knowledge has a medium effect size and food safety has a small effect size.  

Finally, examining Q2 value as an addition to evaluate the magnitude of R2 values as a 
criterion of predictive accuracy (Hair et al, 2017). Q2 value is obtained by applying the 
blindfolding procedure for a certain omission distance (D). This procedure is a sample reuse 
technique that omits every data point in endogenous constructs indicators and estimates the 
parameter with remaining data points (Chin, 2010; Henseler, Ringle, & Sinkovics, 2009). The 
omitted data points are considered as missing value and treated accordingly when running 
the PLS-SEM algorithm using mean value replacement and the results then are used as inputs 
for Q2 measure (Hair et al, 2014). Table 3 shows the Q2 value for the structural model using 
blindfolding technique. Based on Table 3, the Q2 value are 0.839, which is more than 0, thus, 
suggesting a sufficient predictive relevance.  

 
Table 3: Results of Structural Model Analysis 

Hypothesis Relationships 
Beta 
value 

Std 
Dev. 

T-
statistics 

P-
value 

R2 f2 Q2 Decision 

H1 KN --› PI 0.176 0.041 3.118 0.002 

0.905 

0.159 

0.839 

Accepted 

H2 FS --› PI 0.127 0.022 8.085 0.000 0.038 Accepted 

H3 L --› PI 0.711 0.039 18.099 0.000 1.340 Accepted 

 
Discussion 

From the result of this study,  knowledge is found to affect intention to purchase Halal 
food positively. This shows that consumers prefer to know the food and place they dine in, 
hence they have to have more information on the food and the restaurant; that there exists 
higher intention for them to dine in at the restaurant. The findings support those of other 
Halal-related studies (Khairunnisa & Hendratmi, 2019; Fahmi, 2017; Derahman et al., 2017; 
Maichum et al., 2017), which showed knowledge has a positive influence on purchase 
intention. Apart from that, food safety also found to affect consumers' purchase intention 
positively. The result shows that consumers consider and are cautious about what they eat, 
whether the food is safe for them to consume. The findings are aligned with several other 
studies ( Maichum et al., 2017; Ismail, Nik, Ahmad & Sidek, 2016; Majid, Sabir & Ashraf, 2015; 
Mohtar, Amirnordin & Haron, 2014) that food safety has positive and significant influence on 
purchase intention.  Lastly, lifestyle was found to have a significant positive effect with 
consumer purchase intention. It suggested that consumers only purchase Halal food if it fits 
their lifestyle. This is supported by several previous studies (Lin & Shih, 2012; Nora & Minarti, 
2016; Jayasree, 2011), that lifestyle has significant and positive influence on purchase 
decisions.   
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Conclusion and Recommendation 
The major purpose of this study is to investigate the effects of knowledge, food safety, and 
lifestyle in influencing individuals' intention to purchase Halal food at restaurants. The 
findings of this study revealed that knowledge, food safety, and lifestyle have significant and 
favourable effects on purchase intention. The research shows that restaurant owners and 
marketers should develop a business strategy and implement effective marketing techniques 
for their businesses to encourage people to dine in. Government agencies, such as the 
Department of Islamic Development Malaysia (JAKIM) and the Halal Development 
Corporation (HDC) are also urged to strengthen their Halal certification programs. While for 
the restaurant owners, they must ensure emphasis on the safety of the food they provide. 
Thus, it has to align with Halal certification's mission to safeguard food safety and quality. In 
terms of future research, it is recommended that researchers expand their geographical scope 
to other states in Malaysia or to rural areas in order to have a better understanding of 
customers' Halal food purchasing behaviour.  
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