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Abstract 
This research is designed to get the analysis of purchase intension of the customer for the 
local community-based products in Kelantan with focus on the impact of products halal 
certification and product hygiene on the consumers purchase intention. 100 respondents 
were recruited in convenient sampling. This quantitative study using survey and 
questionnaire as a tool of data collection. Results found that the purchasing intention of the 
Muslims regarding the local community-based halal products is dependent mainly on the 
halal logo and certification and also the hygienic factor. This study addresses an important 
knowledge gap in the local community-based product literature, proposing and clarifying the 
relationship between Halal logo and certification, hygienic factors and purchase intention. 
Keywords: Halal Product, Halal Certification, Hygienic Factor, Purchase Intention 
 
Introduction 
As per academic literature, community-based entrepreneurship is gaining significant 
popularity because researches been done in this domain have been increasing (Pierre et al., 
2014). Reason behind that the community-based entrepreneurship represents that strategy 
which could help to foster the local development in the long run. In terms of 
entrepreneurship, communities are generally been treated as an exogenous part of the 
environment (e.g. Ardichvila, Cardozo, & Ray, 2003; Borzaga and Defourny, 2001). The study 
related to this domain by Dana (2008) suggest that economic goals is one of the expressions 
of local based entrepreneurship (based on traditional values of mutual support, collective 
action, social responsibility and environmental stewardship).  
To support the local community-based products, consumers need to play their role but other 
than consumers, buyers need to do their job well too by having enough knowledge about the 
products like: either they have halal certification or not, how hygienic these products are so 
hat then can convey this information to the potential and current consumers. This ease for 
the consumers by the buyers can help in increasing the sales. Consumers do want to buy the 
local community-based products but the main gap in the market is unawareness of the 
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consumers regarding the products which has led to the lack in confidence in buying these 
types of products even there is will to buy them. The reason behind this lack of information 
is that the seller or manufacturer has not conveyed the required information. The information 
been communicated through signs of halal certification on packaging is very important. The 
absence of such signs can cause doubts in the minds of customers while buying such products. 
This research is designed to get the analysis of purchase intention of the customer for the 
local community-based products in East Peninsular Malaysia with focus on the impact of 
products halal certification and product hygiene on the consumers purchase intention. 
The aims of this paper are: 

• To identify the factors influencing purchase intention of the customer for the local 
community-based products 

• To examine the relationship between the halal certification and product hygiene on 
consumers purchase intention 

 
Literature Review  
Several descriptive researches have been done which were specifically focused on the 
community-based product like as Lotz (1989) discussed the rise of the ventures (such as 
community development corporations, worker-owned business, and regional development 
councils) due to crisis in the delivery of service. Torri (2010) a study been conducted on herbal 
community-based enterprise in India which emphasized on the importance of observing 
entrepreneurial activity with a more complex and holistic view then been done in the previous 
years through conventional methods for example entrepreneurial activity, participative 
approach in the decision-making process, and promoted other social outcomes. Furthermore, 
a study in Belarus, Ivanova (2004) focused and observed at the entrepreneurial activities in 
an unfriendly environment. This paper is focused on the purchase intention of community-
based enterprise product considering two variables one is the halal certification and the other 
one is the hygiene in scope of Malaysia.  
 
Purchase Intention 
Customers do find it difficult to get the products from the market due to the product shortage 
and besides this problem marketers or retailers are not much familiar about the purchase 
intension of the consumers of the local community-based products.  Purchase intention is 
defined by Fandos & Flavian (2006) as an implied commitment to one’s self to avail or 
purchase when the ability to do so arises. This variable is of significant importance for the 
businessmen because with this variable buying behaviour is positively corelated which means 
if the customer has the intention to buy there are chances of more sales and vice versa 
(Morwitz & Schmittlein, 1992). Hussein (2015), in his study he explained that the common 
effective measure is the purchase intention which is normally been used to estimate the 
response behaviour which explains the behaviour tendency of a customer who wants to 
purchase a product. Therefore, the discernment of purchase intentions is the critical element 
for the local based-community product to survive in the present hyper competitive 
environment.  
As per the teachings of Islam it is prohibited for the Muslims to consume non-halal food 
products that is the reason the demand for the halal products in the market is majorly due to 
the Muslim consumers. But availability of halal products in the markets is not that easy due 
to their shortage or low supply by the sellers. Eddie, Rezai, Nasir, and Zainal (2009) in their 
study they analysed the human buying behaviour and suggested that the halal-labelled 
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products have impact on the buying process of the customers because of the influence of the 
signs of halal certificate. Muslims select and buy the food items by identifying halal logo and 
certification at the food packaging or the premises. In Malaysia, to capture the bigger market 
of 60.4% of Muslims, halal logo on packaging attracts a lot of purchases. (Ardyanti et.al, 2013). 
Several researches have addressed the causal mechanisms of purchase intentions and to 
survive in this hyper competitive environment it is importance for community-based product 
to continuously understand the importance of logo of halal certification and its presentation.  
 
Halal Logo and Certification 
For steady, growth it is important for community-based product to establish strong base into 
halal food and drinks market. Naqiuddin and Raufu (2012) in their paper propose that halal 
products or foods are now of great importance in the worldwide discussion and one of the 
reasons is that the halal food is safe, is of good quality and more hygienic. There are certain 
requirements which needed to be met to make food the halal one as per Islamic Law and 
those do not just bring the safe food but also social justice, animals’ welfare and sustainable 
environment. Because of the Islamic obligation to eat halal food, the availability of local base 
food product in the market is the need of the Muslim customers. The logo which declares that 
the food is halal gains the trusts of the people especially of Muslims who can consume the 
food without any doubt (Tumin, 2004). It symbolizes religious compliance and quality (Al 
Harran and Low, 2008). The Halal logo and certification is a significant way to reassure their 
target consumers that their products are Halal and Shariah compliant, specifically to the 
Muslim consumers (Shafie et al., 2006). 
The food choices by the Muslims been made by identifying halal logo and certification at the 
food packaging or premises. The major customers of halal food are the Muslims and they are 
also the majority population of Malaysia. Majid, Abidin, Majid, Chik (2015) keeping Scope to 
Malaysis, review the issues and challenges of halal food implementation and identified “the 
problem from the food manufacturers side include inadequate understanding of halal 
procedures, incomplete documents, defrayment of certification fee in abeyance and 
incognizant of information to be submitted. While the internal problems identified are lack of 
expertise because new staffs have little knowledge which slows the halal certification process, 
unsystematic filing system, premise inspection which required more than a day and delay in 
receiving lab test result. Being the less tapped market, the enforcement is not that strong as 
compared to the other food laws and there is no such comprehensive halal act that rise under 
halal governance”.  
Moreover, a research by Ardyanti, Nashril, &Helmi (2013), identified another behaviour that 
is that the Muslim customer more likely choose food outlet based on taste and price instead 
of halal certification and logo. It means m that price and taste are the factors of their priority 
rather than the halal food. Based\]1 on above issues it is vital for this study to research the 
concept of halal on the community-based product in Malaysia on purchase intention. 
 
Hygiene Factor 
Halal certification is not the only determinant for Muslims to purchase halal food. Research 
by Bonne and Verbeke (2006) show that in Belgium, Muslims customer instead of buying food 
with halal certification buy the non-halal food which claims through information on packaging 
that the due care been given to hygiene of the food. This information is not been provided by 
the Islamic butcher which is the main reason for the Muslims reluctantly to buy that halal 
meat. Further, another study by Mohamed, Rezai, Shamsudin and Chiew (2008) that the 
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purchase behaviour is also dependent on the list of the ingredients although the product has 
been Halal certified. The consideration of food hygiene is also due to the consumer lifestyle 
and their concern on the food hygiene and food safety. For Muslim customers, food safety 
and food hygiene are also important to be considered in making decision to purchase. Food 
hygiene, safety, and food quality are among the determinants that will be looked before 
consumers make their purchasing decision (Ardyanti et.al, 2013).Therefore, this study will 
also adopt hygiene factor as a factor to customers purchase intention.  
 
Method 
This quantitative study recruited 100 respondents who are Muslims from various socio 
economic background  in Kelantan. Kelantan was selected due to the religious commitment of 
Muslim population in the state. Convenience sampling was used to select the sample size. 
They were selected randomly to answer the survey. The questionnaires were distributed to 
them and took around 20 minutes to complete. The consent was obtained from the 
respondents before starting the survey to ensure the ethical conduct was taken into 
consideration. The questionnaire consist of four sections include profiling, halal logo and 
certification, hygiene and purchase intention. Data collected was analysed using SPSS version 
20 focusing on Pearson correlation and regression analysis.  
 
Results 
Socio Demographic Information 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Out of 100 samples, 28 are male respondents (28%) and 72 are female respondents (72%).The 
group of age which has highest percentage is 31-40 years old which is 60% and the second 
highest is between 21-30 years old which is 25%. The following group is between 41-50 years 
old which is 8% and the lowest percentage is 2% for the age group of 18-20 years old.  In terms 
of the level of education, majority of the respondents having secondary education which is 

Demographic / 
Social Variables 

Categories Frequenc
y 
N=100 

(%) 

Sex Male 
Female 

28 
72 

28 
72 

Age (Years) 
 

18-20 
21-30 
31-40 
41-50 
51-60 

2 
25 
60 
8 
5 

2 
25 
60 
8 
5 

Level of education Primary 
Secondary 
Tertiary 

1 
75 
24 

1 
75 
24 

Marital status Single 
Married 

22 
78 

22 
78 

Level of income 
(RM) 

<2000 
2001-3000 
3001-5000 
>5000 

30 
32 
28 
10 

30 
32 
28 
10 
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75%, followed by tertiary education which is 24% and only one respondent is having primary 
education (1%).  Majority of the respondents are married (78%) and 22% are single. For the 
income level, most of the respondents are having the income between RM2001-RM3000 
(32%), followed by income level of less than RM2000 which is 30%. The lowest number of 
respondents fell into the group of more than RM5000 income level (10%).  
 

Model 
 
 

Unstandardize
d Coefficients 

Standardized 
Coefficients 

t Sig. 

B Std. 
Error 

Beta 

 
 
 
 
1 

(Constant) .600 .710  .845 .400 

Halal Logo .562  .163 .339 3.459 .001 

Hygienic 
Factor 

.321 .114 .283 2.815 .004 

a. Dependent Variable: Purchase Intention 

 
According to the result above, halal logo and hygienic are significant with consumer purchase 
intention by having a p-value = 0.001 and .004 respectively. The result also found that hall 
logo is the most important factor that contributes to consumer intention with the highest 
value of β = 0.339 compared to hygienic factor with β = 0.283. The results indicate that they 
have a positive relationship between each other. The relationship can be defined by when a 
factor goes up 1%, and consumer attraction also increases by β% while other variables held 
constant. 
 
Discussion 
The result of this study shows that the purchasing intention of the Muslims regarding the local 
community-based products is dependent mainly on the halal logo and certification. This in 
line with research found by Shaari and Arifin and Golnaz et al. (2010), it has been found that 
the halal purchase intention can help in understanding the expectations and needs of the 
customers. In this regard, evaluating the considerable constructs to boost the purchase 
intention would be another stream that local community-based industry must pay attention 
to make a superior purchase intention.  
A "Halal Certified" stamp on a label is often taken by Muslim customers as a sign of a genuine 
product or trustworthiness. Malaysia consumers today are aware and have knowledge about 
Halal food and they are living a more holistic Halal way of life. Malaysian consumers can at 
any time get information about Halal products and check the originality of Halal logo and 
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certification from the websites. It showed that Malaysian have good understanding on the 
concept of Halal Food and appreciate the concept of Halal product to meet the demands of 
the religion. Understanding the concept of Halal Food means personal knowledge and belief 
that associates with Halal food consumption issues. By having such understanding and 
knowledge, the consumer will have a better picture of what is Halal food consumption. As per 
the study (Ahmad, 1996), the consumer while buying the local community-based product will 
be able to make an intelligent decision according to their preferences and faith.  
The result of this study shows the importance for local community-based product to reinforce 
hygiene in their production to influence customers purchase intention. The consideration of 
food hygiene is due to the consumer lifestyle and their concern on the food hygiene and food 
safety.  
 
Conclusion 
This paper addresses an important knowledge gap in the local community-based product 
literature, proposing and clarifying the relationship between Halal logo and certification, 
Hygiene factors and purchase intention. Therefore for Muslim entrepreneurs of halal food 
products, they have to educate Muslim consumers by enlighten the advertorial about their 
halal products so that they are always in concern and have positive perception towards the 
halal food products in order for the customers to purchase their products. In conclusion, this 
paper contributes to the additional variables to be added in the theoretical framework of local 
community based product and these factors are important elements to be considered 
especially in the Muslims population and culture.   
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