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MARKETING | RESEARCH ARTICLE

Religiosity, halal food consumption, and physical 
well-being: An extension of the TPB
Shahida Suleman1, Amena Sibghatullah2 and Muhammad Azam3*

Abstract:  This research used the Theory of Planned Behaviour (TPB) theoretical 
framework to extend and contribute to prior research on halal purchase behaviour. 
The main purpose of this study is to contribute to the literature by focusing on the 
relationship between religiosity and physical well-being and identifying the med-
iating halal-food consumption that affects on physical well-being. We applied non- 
probability convenience sampling to administer questionnaires among 315 
Pakistani Muslim and Non-Muslim respondents currently living in Pakistan, the USA, 
Canada, Australia, and Germany, during the winter of 2019–2020. The study used 
a partial-least-squares structural-equation-modeling (PLS-SEM) technique to inves-
tigate the data, which provides evidence of reliability and validity. Further, we used 
the PLS-SEM technique in investigating the relationship among religiosity, halal-food 
consumption, and physical well-being. The results show that the behavioural 
intention to buy halal food mediated the relationship between religiosity and 
physical well-being. Halal-food consumption mediated the relationship between 
subjective norms and physical well-being. However, it did not mediate the rela-
tionship between attitude and physical well-being, perceived behavioural control, 
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and physical well-being. Further, this study also found that behavioural intention to 
buy halal food has a significant direct positive relationship with religiosity, attitude, 
subjective norms, and perceived behavioural control. The findings have important 
implications for food manufacturers and marketers in devising a policy on market-
ing campaigns to attract very health-conscious customers.

Subjects: Consumer Psychology; Business, Management and Accounting; Marketing; 
Religion  

Keywords: religiosity; halal food consumption; theory of planned behaviour; physical well- 
being

1. Introduction
The term “Halal” is an Arabic term derived from the Arabic language, meaning “permitted or 
legitimate.” Muslims have significant awareness regarding necessities for devouring only Halal 
food (Ali et al., 2017). All religion restricts food choices in some way. For example, all major 
religions, including Islam, Hinduism, Judaism, Jewish, Buddhism, and Christianity, create influential 
and effective roles for prohibiting specific foods (Sack, 2001). For a Muslim community, Halal food 
and its consumption pattern have become significant (Bonne et al., 2009). Religious perception is 
an essential fact that influences consumption (Essoo & Dibb, 2004). In numerous communities, 
religion plays a significant role in molding food choices (Dindyal, 2003; Musaiger, 1993). Food 
consumption and religion’s impact depends on the individual and on how many individuals 
interpret, practice, and comply with or follow the teaching of their faith (belief) (Sack, 2001).

Previous studies suggest that individuals consume healthy food to support their physical well- 
being (Dixey et al., 1999; Zulkiple & Nur Salimah, 2006). There is a strong relationship between 
religion and halal food (Ahmed et al., 2014; Bonne et al., 2007). Ahasanul et al. (2015) suggest 
a strong correlation of perceived behavioural control and subjective norms with halal-food con-
sumption. Sawari et al. (2020) indicated that halal-food consumption could influence spiritual and 
physical well-being. The above discussion suggests the need to link all these variables in such 
a way as to examine the relationship between the religionist, halal-food consumption, and physical 
well-being.

Our study incorporates three TPB elements: subjective norm, attitude, and perceived behavioural 
control, and one aspect of religiosity. We treat them independently to examine their effects on 
halal-food consumption and physical well-being. Overall, this study thereby contributes to the 
literature by focusing on the relationship between religiosity and physical well-being and identify-
ing the mediation by halal-food consumption that impacts physical well-being.

2. Research hypothesis and theory
The theory of planned behaviour (Ajzen, 1985, 1991) is set by attitude, subjective norm, and 
perceived behavioural control. Attitude is a psychological drift shown by assessing specific entities’ 
point of likes and dislikes (Eagly & Chaiken, 1995). Subjective norm is social pressure on people to 
execute or not execute bound behaviour. Perceived behavioural control delineates perception to 
the extent that the behaviour is considered controllable (Liou & Contento, 2001). This study 
predicted that the longing to consume halal food and stay healthy could influence individual 
perception and belief (Honkanen et al., 2005; Verbeke et al., 2004).

2.1. Religiosity and behavioural intention to buy halal food
Consumers with religious perceptions will prefer and buy more halal food, and they will resist 
getting involved in those activities against their religion’s teaching and guidelines (Masnono, 2005; 
Schneider et al., 2011). Many researchers suggest that it is a religious duty to consume goods 
under Islamic jurisdiction and only permissible by God (Borzooei & Asgari, 2013; Hanzaee & 
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Ramezani, 2011; Wilson et al., 2013). As a religion, Islam teaches its devotees to consume only 
halal foods (Riaz & Chaudry, 2004; Tieman & Hassan, 2015). The above discussion suggests that 
religiosity influences the behavioural intention to buy halal food (Essoo & Dibb, 2004; Mukhtar & 
Butt, 2012). In this regard, the following hypothesis about behavioural intention to purchase halal 
food is proposed: 

H1: Religiosity is positively related to behavioural intention to buy halal food.

2.2. Attitude and behavioural intention to buy halal food
A study by Golnaz et al. (2010) found that consumer attitudes towards halal food are the most 
important, compelling predictor of intention. Khan and Azam (2016) reported that the attitude 
used to be the most significant factor in predicting the choice of purchasing halal food. Many 
previous studies suggest or conclude that halal food attitude affects consuming halal food (Afendi 
et al., 2014; Lada et al., 2009; Mukhtar & Butt, 2012). Choo et al. (2004) also found a positive 
relationship between the innovation-oriented consumer and purchase intention. In this regard, we 
propose the following hypothesis: 

H2: Customer attitude is positively related to behavioural intention to buy halal food.

2.3. Subjective norm and behavioural intention to buy halal food
Subjective norms and intention to choose halal products have a positive relationship (Lada et al., 
2009; Shepherd & O’keefe, 1984; Shimp & Kavas, 1984; Tarkiainen & Sundqvist, 2005; Vallerand 
et al., 1992). A study by Karijin et al. (2007) found that regarding attitude towards halal-meat 
purchasing in France, social norms, perceived behavioural control, and attitude have a significant 
relationship to consume halal meat. Alam and Sayuti (2011) argue that subjective norms signifi-
cantly impact Malaysian consumers’ halal-food-buying behaviour. Bonne et al. (2007) also found 
and confirmed that social norms, attitude, and perceived behaviour have significance for consum-
ing halal meat. In this regard, the following hypothesis is proposed from the perspective of 
subjective norm and halal-food-purchase intention. 

H3: Subjective norm is positively related to behavioural intention to buy halal food.

2.4. Perceived behavioural control and behavioural intention to buy halal food
Kim and Chung (2011) found that perceived behavioural control is an essential predictor with 
a significant impact on intention. Perceived behavioural control is the degree to which individuals 
perceive engaging behaviour (Liou & Contento, 2001). It has two discrete parts: how much 
jurisdiction an individual has over behaviour and how confident individuals feel about acting or 
not acting out particular behaviours. If an individual feels more likely to control behaviour about 
the decision to buy halal food, the more likely it is that the individual will do so (Ajzen, 1991). Many 
scholarly circles also confirm this relationship (Karijin et al., 2007; Liou & Contento, 2001; Yang 
et al., 2012). As discussed, we thus propose the following hypothesis: 

H4: Perceived behavioural control is positively related to behavioural intention to buy halal food.

2.5. Halal-food consumption and physical well-being
Many researchers suggest that healthy food improves physical well-being (Dixey et al., 2006; 
Zulkiple & Nur Salimah, 2006). Ghazali and Sawari (2015) explain that halal-food consumption 
relates to spiritual and physical well-being at various places in his manuscript. Moreover, Boyle, 
Whitted & College (2009) found that human body energy, esteem level, and negative mood 
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variation occur because they take unhealthy food. Halal food has quality, safety, and hygiene, so 
consumers buy and consume halal food (Vogt et al., 2012). There is a strong relationship between 
religion and halal meat, making this decision more important for Muslim consumers and leading to 
a different decision-making process (Ahmed et al., 2014; Bonne et al., 2007). The above discussion 
suggests a need to link all these variables in such a way as to examine the relationship between 
halal-food consumption and physical well-being. In this regard, the following hypothesis about 
physical well-being is proposed. 

H5: Halal-food consumption is positively related to physical well-being.

2.6. Mediating effect of behavioural intention to buy halal food
The intention is a manifestation of an individual’s inclination to act out specific behaviour. Several 
studies have examined intent as a robust estimator of behaviour (Taylor & Todd, 1995). The 
intention is the dependent variable predicted by an independent variable, such as attitude, sub-
jective norms, and perceived behavioural control (Jahya, 2004). Ali et al. (2017) investigate the 
determinant of halal-meat consumption within the international Muslim student population in 
China by using planned behaviour theory. Bonne et al. (2007) suggest that the halal-food-purchase 
intention mediates the relationship of religiosity, attitude, subjective norm, and perceived beha-
vioural control to physical well-being. As discussed above, we thus propose the following 
hypotheses: 

H6-a: Halal-food consumption will mediate the relationship between religiosity and physical well- 
being.

H6-b: Halal-food consumption will mediate the relationship between attitude and physical well- 
being.

H6-c: Halal-food consumption will mediate the relationship between subjective norm and physical 
well-being.

H6-d: Halal-food consumption will mediate the relationship between perceived behavioural control 
and physical well-being.

3. Conceptual framework
A theory of planned behaviour (TPB) (Ajzen, 1985, 1991) was used to propose a research model. 
The present study explains how people’s desire to perform their buying behaviour determines their 
perception. Ahasanul et al. (2015) report a strong correlation of perceived behavioural control and 
subjective norms towards halal-food consumption.

Religion can also influence food-buying behaviour and attitude (Delener, 1994; Pettinger et al., 
2004). Our study incorporated three TPB elements: subjective norm, attitude, and perceived 
behavioural control, and one aspect of religiosity.

Figure 1 shows the proposed structural model, comprising three types of variables, including four 
predictors (i.e., religiosity, attitude, subjective norms, and perceived behavioural control), one 
mediator variable (behavioural intention to buy halal food), and one dependent variable (physical 
well-being). Each component of the model was based on the literature review. Overall, this study 
thereby contributes to the literature by focusing on the relationship between religiosity and 
physical well-being and identifying the mediating halal-food consumption that impacts physical 
well-being.
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4. Data and methodology
The present research applied a convenience sampling technique to administer the questionnaires 
among 315 Pakistani Muslims and Non-Muslims respondents currently living in Pakistan, the USA, 
Canada, Australia, and Germany during the winter of 2019–2020 self-administered method. 
Tabachnick and Fidell (1996) suggested that the sample size, N, should equal or exceed 50 + 8p, 
where p equals the number of predictor variables. The present study applied a partial-least- 
squares structural-equation-modeling (PLS-SEM) technique to investigate the data, which provides 
evidence of reliability and validity. According to Henseler et al. (2009), Smart PLS is a statistical tool 
with the competence to achieve an elevated level of statistical power, even in the study of a small 
sample. Further, the PLS-SEM technique was used to investigate the relationship between religi-
osity and physical well-being and identify the mediating halal-food consumption that affects 
physical well-being.

4.1. Measurement (Questionnaire and scaling)
A five-point Likert scale ranging from “Strongly Disagree” (1) to “Strongly Agree” (5) was adopted 
for this study. An English-language survey questionnaire was prepared. The first part of the 
questionnaire briefly explains the research purpose and guidelines for filling out the questionnaire 
and relation to socio-demographic information. Questions included the respondent’s age, marital 
status, gender, region, occupation, and education. The second part, for the development of the 
model structure, consisted of multiple-choice-item scales.

4.1.1. Attitude 
Based on previous studies, the attitude was measured through the statement, “Halal meat is 
important to me” (Bissonnette et al., 2001; Magnusson et al., 2001). Four items were measured 
(see Appendix A) by using a five-point Likert scale ranging from “Strongly Disagree” (1) to “Strongly 
Agree” (5).

4.1.2. Subjective norm 
Subjective norm consisted of multiple items to assess the motivation to abide by how much you 
take encouragement to consume halal meat from the following institution and people into con-
sideration (Conner & Sparks, 1996)? Choices were ranked on a five-point scale ranging from 
“Strongly Disagree” (1) to “Strongly Agree” (5) for religious authority, friends, family, partners, 
children, and the Islamic community in general.

Figure 1. Conceptual 
Framework of the study.
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4.1.3. Perceived behavioural control 
This study adopted perceived behavioural control from a previous study (Conner & Sparks, 1996). It 
measured how much control individuals have overeating halal meat, using a seven-point scale 
ranging from “Strongly Disagree” (1) to “Strongly Agree” (5).

4.1.4. Religiosity 
This study adopted religiosity from previous work by Salman and Siddiqui (2011). Six measurement 
items were used to measure religiosity by employing related questions, using a five-point Likert scale.

4.1.5. Behavioural intention to consume halal food 
According to Ajzen (1991), intention is a motivating factor that influences behaviour. This shows how 
firmly the individual is willing to make an effort and how much endeavour they plan to practice to act 
out the behaviour. This study focuses on the actual behaviour of halal-food consumption. Behavioural 
intention to consume halal food was measured by using a five-point Likert scale.

4.1.6. Physical well-being 
Physical well-being relates to psychological function, which relates to positive social engagement, 
feelings, thoughts, competence, and purpose of life (Lucas & Diener, 2009). Utz (2011) briefly 
describes human psychology as consisting of the study of “soul (ruh) physical body, behaviour 
emotion, and thought.” This study measured physical well-being by employing related questions, 
measuring six-item scales using a five-point Likert scale.

5. Results and discussion

5.1. Characteristics of the respondents
Table 1 represents demographic information, including gender, age, education level, marital 
status, and occupation. The respondents are largely female (63.8 percent), with the overall 
dominance of private-sector employees (52.7 percent) and non-married respondents (64.4 per-
cent). Respondents with the highest education level hold a master’s degree (46.3 percent). 
Regarding age, our respondents are mainly in the “18–25” category (45.1 percent) and the “26–35” 
category (39.7 percent).

6. Analysis and results
For examination of validity and reliability, the PLS-SEM statistical technique was used to measure 
the model. The data were analysed using smart PLS 3.0 (Ringle et al., 2015). As suggested by 
Anderson and Gerbing (1988) and Henseler et al. (2009), a two-stage analytical procedure was 
adopted. Internal consistency, reliability, discriminant, and convergent validity were tested in the 
first stage. The second stage involved estimating the mediation model and testing the hypotheses.

6.1. Measurement model assessment
For the assessment of the measurement model, factor loading, Cronbach’s alpha, composite 
reliability, and average variance extracted (AVE), and discriminant validity were estimated. The 
measurement model has been analysed based on partial-least-squares structural-equation- 
modeling, with the help of smart PLS 3.0 (Ringle et al., 2015). Figure 2 and Table 2 show the 
results of the assessed measurement model.

Table 2 manifests the composite reliability (CR) exceeded the recommended value of 0.7 (Hair 
et al., 2012). The results show that the average variance extracted (AVE) is higher than the 
recommended value of 0.5 by Fornell and Larcker (1981). Overall, these results provide adequate 
support for the soundness of scale structures.

Table 3 shows that AVE’s value for each latent construct is more than 0.50, resulting in good 
convergent validity (Hair et al., 2010). According to Fornell and Larcker (1981) criterion, AVE’s 
square root is greater than each construct’s inter-construct correlation. As shown in boldfaced 
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items in diagonal in Table 3, the AVE’s square root for all variables exceeded the intercorrelation, 
indicating sufficient discriminant validity (Fornell & Larcker, 1981; Hair et al., 2010).

7. Structural model assessment
With the help of Smart PLS 3, a structural model was applied to assess the measurement model. The 
direct and indirect effects were examined for this purpose (see Figure 1). This study has five direct 
hypotheses, as shown in Figure 1 and Table 4. All direct hypotheses (H1, H2, H3, H4, and H5) were 
accepted, as the p-value was less than 0.05. Moreover, PLS-SEM bootstrapping was applied to 
examine the mediation effect (Hair et al., 2014). According to (Ringle et al., 2015), assessing the 
t value with the bootstrapping technique’s help could occur by re-sampling five hundred samples. 
Rigdon (2016) also confirmed the use of small sample sizes in applying PLS-SEM latent variable scores 
in subsequent analysis and endeavouring to overcome factor based SEM’s limitation.

Table 1. Demographic profile of the respondents
Frequency Percent Frequency Percent

Gender Occupation

Male 114 36.2 Self-employed 61 19.4

Female 201 63.8 Public sector 22 7.0

Private sector 166 52.7

Age Other, please 
specify

66 21

18 yrs.—25 yrs. 142 45.1 Marital status

26 yrs.—35 yrs. 125 39.7 Single 203 64.4

36 yrs.—45 yrs. 41 13 Married 110 34.9

46 yrs.—55 yrs. 5 1.6 Divorced 2 0.6

56 yrs. or older 2 0.6

Education

Bachelor’s 121 38.4

Master’s 146 46.3

Any other 48 15.2

Figure 2. A two—step partial 
least squares assessment pro-
cess (Henseler et al., 2009).
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Table 5 shows the results of the mediation analysis. Two mediating effects (H6-a and H6-c) were 
accepted, as their significance values were less than 0.05. Hence, halal-food consumption med-
iates the relationship. The remaining two (H6-b and H6-d) were insignificant Figure 3.

As stated by Chin et al. (2003), PLS can give more accurate estimates of mediating effects by 
accounting for the error that attenuates the estimated relationships and improves the validation 
of theories (Helm et al., 2010; Henseler & Chin, 2010).

Table 6 revealed the value of R^2. It stipulates placing all control constructed injunctions that 
demonstrate a propensity for influencing and variation on the dependent variable given in Table 6. 
In addition, Table 7 revealed that the output of f^2 shows the effect size off

the square. According to Cohen (1988), the value of f^2 reflects strong when the value of 
f square 0.35 strong, moderate 0.15, and value of 0.02 reflects is small. In this study, the value 

Table 2. Internal Consistency, Convergent Validity, Composite Reliability, and AVE
Construct Indicators Loadings Composite 

reliability
AVE

Attitude (AT) AT1 0.913 0.908 0.768

AT2 0.915

AT3 0.795

Subjective Norm 
(SN)

SN1 0.895 0.885 0.720

SN2 0.853

SN3 0.794

Perceived 
Behavioural Control 
(PBC)

0.862 0.677

PBC1 0.748

PBC2 0.834

PBC3 0.881

Religiosity (R) R1 0.742 0.903 0.608

R2 0.760

R3 0.735

R4 0.785

R5 0.847

R6 0.804

Behavioural 
Intention (BI)

BI1 0.839 0.939 0.756

BI2 0.843

BI3 0.885

BI4 0.897

BI5 0.884

Physical Well-Being 
(PWB)

0.892 0.673

PWB1 0.823

PWB2 0.845

PWB3 0.810

PWB4 0.805
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Table 3. Discriminant Validity
Latent 
variables

AT BI PBC PWB R SN

Attitude (AT) 0.876
Behavioural 
intention (BI)

0.483 0.870

Perceived 
behavioural 
control (PBC)

0.344 0.527 0.823

Physical well- 
being (PWB)

0.464 0.500 0.377 0.821

Religiosity (R) 0.336 0.546 0.428 0.434 0.780
Subjective 
Norm(SN)

0.75 0.628 0.534 0.429 0.400 0.848

Table 4. Structural Model Assessment (Direct Effect Result and Decision)
Hypo 
thesis

Relati 
onship

Original 
Sample 

(O)

Sample 
Mean (M)

Standard 
Deviation 
(STDEV)

T Stati 
stics |O/ 
STDEV|

P-value Decision

H1 R- >BI 0.288 0.292 0.054 2.536 0.012 Accepted

H2 AT- > BI 0.137 0.131 0.086 4.022 0.000 Accepted

H3 SN—> BI 0.345 0.344 0.070 4.954 0.000 Accepted

H4 PBC—> BI 0.172 0.173 0.071 2.420 0.016 Accepted

H5 BI—> PWB 0.210 0.203 0.085 2.488 0.013 Accepted

Table 5. Structural Model Assessment (Indirect effect results and decisions)
Hypo 
thesis

Relati 
onship

Original 
Sample 

(O)

Sample 
Mean (M)

Sland 
ered 

Deviation 
(STDEV)

T Stati 
stics |O/ 
STDEV|

P-value Decision

H6-a R-> BI -> 
PWB

0.061 0.058 0.025 2.457 0.014 Mediation

H6-b AT-> BI -> 
PWB

0.029 0.027 0.017 1.656 0.098 No 
Mediation

H6-c SN-> BI -> 
PWB

0.073 0.071 0.037 2.070 0.039 Mediation

H6-d PBC -> BI -> 
PWB

0.036 0.035 0.022 1.679 0.094 No 
Mediation

Table 6. R square Value (R2)
Variables Variance R2 Adjusted R2

Behavioural Intention of Buying 
Halal Food (BI)

0.531 0.525

Physical Well-Being (PWB) 0.349 0.339
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of f square for variables such as Religiosity, Attitude, Perceived Behavioural Control, and Subjective 
Norm is little and f square for variables Behavioural Intention of Buying Halal Food and Religiosity 
are strong, more than 0.35, as stated by Cohen (1988).

8. Research findings and discussion
The direct effect of religiosity, attitude, subjective norm, and perceived behavioural control on 
behavioural intention to buy halal food shows t-values of 2.536, 4.022, 4.954, 2.420, and 2.488 with β- 
values 0.288, 0.137, 0.345, 0.172, and 0.210, respectively. These values prove that religiosity, attitude, 
subjective norm, and perceived behavioural control have a significant positive relationship with 
behavioural intention to buy halal food. These results support H1, H2, H3, H4, and H5. Therefore, 
increasing the level of religiosity, attitude, subjective norm, and perceived behavioural control will 
enhance the purchase intention of buying halal food. These findings are in line with prior studies by 
Shaari and Mohd Arifin (2009), Essoo and Dibb (2004), Mukhtar and Butt (2012), and Bashir (2019).

Furthermore, it was found that religiosity has a significant and positive impact on behavioural 
intention to buy halal food. By analysing data, it was shown that the t-value was 2.536, and the β 
value was 2.088. This demonstrates that religiosity has a significant and positive relationship with 
behavioural intention to buy halal food. It means that religiosity shapes specific human attitudes 
and behaviour, to prompt the choice to buy halal food. This finding is consistent with the prior 
study by Shaari and Mohd Arifin (2009).

Moreover, regarding the relationship between subjective norms and halal-food-buying beha-
viour, both have a significant positive relationship with each other, with t-value 4.954 and β value 
0.345. This result indicates that subjective norm is the most important predictor in identifying the 
behavioural intention. It means that people give great importance to social pressure to perform 
a specific type of behaviour. This implies that friends, family members, and colleagues can 
influence behavioural intention to buy halal food. This finding is in line with the prior studies by 
Ahmed et al. (2014), Ali et al. (2017), and Bonne et al. (2007).

Nevertheless, while examining the mediation role of behavioural intention to buy halal food, 
t-values of 2.457, 1.656, 2.070 and 1.679 and β-values 0.061, 0.029, 0.073, and 0.036, respectively, 

Table 7. Effect Size of (f^2)
R—Squared f squared Effect size f2

Attitude—–> Behavioural Intention 
to Buy Halal Food

0.027 Small

Attitude—–> Physical well-being 0.064 Small

Behavioural Intention to Buy Halal 
Food—-> Physical well-being

0.032 Small

Perceived Behavioural Control——- 
> Behavioural Intention

0.042 Small

Perceived Behavioural Control——– 
> Physical well-being

0.006 Small

Religiosity——-> Perceived 
Behavioural Control

0.135 Small

Religiosity——–> Physical well- 
being

0.035 small

Subjective Norm——> Behavioural 
Intention to Buy Halal Food

0.140 Small

Subjective Norm——- > Physical 
well-being

0.001 Small
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were found for religiosity and physical well-being, attitude and physical well-being, subjective 
norm and physical well-being and perceived behavioural control and physical well-being, respec-
tively. The mediating effect was found to be significant, demonstrating that halal-food consump-
tion mediates the relationship between religiosity and physical well-being. Also, halal consumption 
mediated the relationship between subjective norm and physical well-being. These results support 
H6-a and H6-c. However, halal-food consumption did not mediate attitude and physical well-being, 
and perceived behavioural control and physical well-being. These findings did not support H6-b 
and H6-d, consistent with prior studies by Han et al. (2010) and Omar et al. (2013).

9. Conclusion and managerial implications
The main objective of this research was to contribute to the literature by focusing on the relation-
ship between religiosity and physical well-being, as well as identifying the mediating halal-food 
consumption that impacts physical well-being. Cross-sectional data were collected through an 
online survey with 315 Pakistani Muslims and Non-Muslims currently living in Pakistan, the USA, 
Canada, Australia, and Germany, from which we got 201 women and 114 men respondent 
responses, as a result proved that in study women respondent are 63.8% and men respondent 
are 32.2%, it implies that female respondent greater than male. The study used a partial-least- 
squares structural-equation-modeling (PLS-SEM) technique to analyse the data, providing evidence 
of reliability and validity. Further, the PLS-SEM technique was used to investigate the relationship 
among religiosity, halal-food consumption, and physical well-being.

We can conclude that religiosity, attitude, subjective norm, and perceived behavioural control 
have a significant and positive impact on behavioural intention to buy halal food. This shows that 
religiosity has a significant influence on shaping consumer attitude and behaviour towards buying 
halal food (Borzooei & Asgari, 2013; Wilson et al., 2013). Furthermore, attitude is an important 
factor in influencing intention to purchase halal-food products (Golnaz et al., 2010; Khan & Azam, 
2016). Moreover, social pressure may play an important role in building an intention to buy halal 
food. In collectivistic cultures, such as the Muslim culture, people tend to strive for their group 
rather than for personal goals. This finding is in line with the prior studies by Karijin et al. (2007) 
and Kamariah and Muslim (2007).

The present study found that halal-food consumption mediated the relationship between reli-
giosity and physical well-being. This study also confirmed that behavioural intention to buy halal 
food mediated the relationship between subjective norm and physical well-being. This finding is 
consistent with previous studies (Zulkiple & Nur Salimah, 2006), in which the researchers indicate 

Figure 3. Direct Effect, 
Structural Model Assessment. 
It mainly demonstrates the 
t value and the path coefficient 
to accept or reject the hypoth-
esis. This Figure shows the 
direct and indirect relationship.
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that healthy food can support physical well-being. Moreover, the previous studies found 
a significant and positive association between religiosity, subjective norm, and halal food 
(Ahmed et al., 2014; Bonne et al., 2007). Previous studies by Rezai et al. (2012, 2015) indicate 
that consumers prefer halal food because quality and hygiene help their physical growth.

This study also offers insightful, practical implications. First, both regulatory bodies and halal-food 
manufacturers should create social expectations for behavioural intention to buy halal food. Second, 
halal-food manufacturers and marketers can devise policy for marketing campaigns to influence 
consumers’ social and religious perceptions regarding purchasing halal food. Third, this research can 
be useful for food manufacturers and marketers devising a policy on marketing campaigns to attract 
those customers who are very health conscious.

9.1. Limitations and future research directions
This study is not without limitations. This study is conducted in the food sector, considered less 
informative than other halal businesses across the globe. Furthermore, the respondents were 
consumers of halal food; it would be interesting to acquire data from other stakeholders, such 
as halal-food manufacturers, marketers, and retailers. Future studies could also add more demo-
graphic characteristics to see halal-food consumption’s effect on consumers’ behavioural 
intention.
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Appendix: Questionnaire
Attitude

(Afendi et al., 2014; Karijin et al., 2007)

● Eating halal food is important to me. (A1)

● Halal food is healthy. (A2)

● Halal food is safe to eat. (A3)

● Halal food is clean. (A4)

Subjective norm

(Karijin et al., 2007)

● Most people who are important to me choose halal food. (SN1)

● People can influence me to eat halal food. (SN2)

● My family members prefer halal food. (SN3)

● My friends think that I should choose halal food. (SN4)

Perceived Behavioral Control

(Karijin et al., 2007)

● It is easy to find halal food in Pakistan. (PBC1)

● There are many choices of halal food at my University. (PBC2)

● I always have a chance to eat halal food. (PBC3)

● The price of halal food is reasonable. (PBC4)

Religiosity

(Salman & Siddiqui, 2011)

● I believe that there is no God except Allah (SWT). (R1)

● I pray regularly five times a day. (R3)

● I pay zakat fitrah every year if I fulfill the prescribed criteria. (R4)
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● I fast regularly in the month of Ramadan. (R5)

● I perform/will perform haj when I can afford to do so. (R6)

● I try to follow Islam in all matters of my life. (R7)

Behavioral intention to buy halal food

(Sawari & Salwa, 2017)

● I will eat halal food only. (BIHF1)

● I will eat in halal food outlets only. (BHIF2)

● I will make sure that the food is halal before I purchase it. (BHIF3)

● I will make sure that the food is halal before I consume it. (BHIF4)

● I will consume the food if it is prepared using halal ingredients only. (BHIF5)

● My behavior relies on my past experiences in the market for my future investment. (BHIF6)

Physical Well-Being

(Sawari & Salwa, 2017)

● I have the energy and vitality to do everyday tasks with ease. (PWB1)

● I am getting good sleep. (PWB2)

● A healthy diet can improve energy, brain, and sleep. (PWB3)

● Halal food promises good health and will keep you protected from diseases. (PWB4)

● Halal food can develop a stronger immune system. (PWB4)

● I am maintaining a healthy weight. (PWB5)

● I am having a healthy lifestyle such as healthy eating. (PWB6)
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