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The consumption behavior of Muslims toward halal products has garnered 

considerable attention in recent years. While halal traditionally referred to 

permissible food and beverages, its scope has significantly broadened to 

encompass various sectors, including financial services, logistics, cosmetics, 

pharmaceuticals, and nutraceuticals. Among these sectors, nutraceutical 

products have grown in popularity due to their perceived health benefits and 

natural origins. Despite the rising popularity of nutraceuticals, existing research 

on halal predominantly focuses on food products, leaving a notable gap in 

understanding Muslim consumer behavior in this area. Therefore, this 

research aims to bridge this gap by investigating Muslim consumer behavior 

regarding halal nutraceutical products.  

In Islam, it is compulsory for Muslims to consume halalan tayyiban products. 

Therefore, choosing nutraceutical products that align with Islamic principles is 
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crucial. However, there are concerns regarding the halal status, safety, and 

legal issues of nutraceuticals, emphasizing the need for empirical research in 

the field. Hence, the primary objective of this research is to examine the 

determinants influencing Muslim consumer behavior when selecting halal 

nutraceutical products. This study also intended to analyze the impact of the 

halal logo as a mediator between the independent variables and consumer 

behavior towards halal nutraceutical products. This study adopted the Theory 

of Islamic Consumer Behavior (ICB) and Stimulus Organism Response (SOR) 

as the underpinning theory. The research framework for this study consists of 

two dimensions, which are the Shariah and legal dimensions. The Shariah 

dimension encompasses several factors, including religious commitment, 

maqasid al-Shariah, Islamic values, perceived safety, perceived quality, 

perceived benefits, and halal literacy. Meanwhile, the legal dimension consists 

of legal literacy and trust in government. This study applied a quantitative 

approach that used a cross-sectional survey method. The probability sampling 

method was utilized, and a multistage proportional stratified random sampling 

approach was employed. Data from 400 samples from Muslim nutraceutical 

consumers in Malaysia were gathered and analyzed using descriptive analysis 

and Structural Equation Modeling (SEM). 

The findings of this study revealed that perceived safety is the main 

determinant of consumer behavior toward halal nutraceutical products, 

followed by Islamic values, religious commitment, trust, maqasid al-Shariah, 

and halal literacy. Although perceived quality and perceived benefits were not 

directly influenced consumer behavior, they did have an indirect relationship
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with consumer behavior through the halal logo. The findings also 

demonstrated that the halal logo fully mediated the relationship between halal 

literacy and consumer behavior. In addition, the halal logo also partially 

mediates the relationship between Islamic values, religious commitment, trust, 

and perceived safety towards consumer behavior. Overall, the result provided 

substantial support for the model.  

In conclusion, this study significantly contributes to the empirical research on 

halal within Shariah and the legal field of study. The findings revealed that 

Muslims' behavior toward halal nutraceuticals was strongly influenced by their 

understanding of halal and the level of their religious commitment and practice. 

Additionally, the study highlights the importance of the halal logo as a trusted 

indicator of halalan tayyiban standards, emphasizing its role in helping Muslim 

consumers make informed choices of nutraceutical products.  

Keywords: consumer behavior, halal, Muslims, nutraceuticals 

SDG: GOAL 12: Responsible Consumption and Production
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Tingkah laku penggunaan pengguna Islam terhadap produk halal telah 

mendapat perhatian yang besar sejak beberapa tahun kebelakangan ini. 

Walaupun halal secara tradisinya merujuk kepada makanan dan minuman 

yang dibenarkan, namun skopnya kini telah meluas dan merangkumi pelbagai 

sektor termasuk perkhidmatan kewangan, logistik, kosmetik, farmaseutikal 

dan nutraseutikal. Di antara sektor-sektor ini, populariti produk nutraseutikal 

telah melonjak naik disebabkan oleh manfaat kesihatan yang ada padanya 

dan bersumberkan bahan semula jadi. Walaupun produk nutraseutikal 

semakin melonjak naik, namun penyelidikan sedia dalam kajian halal lebih 

tertumpu pada produk makanan, dan meninggalkan jurang yang ketara dalam 

memahami tingkah laku pengguna Muslim dalam bidang ini. Oleh itu, kajian 

ini bertujuan untuk merapatkan jurang yang sedia ada ini dengan mengkaji 

tingkah laku pengguna Islam berhubung produk nutraseutikal halal. 
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Dalam Islam, adalah menjadi kewajipan bagi individu Muslim untuk mengambil 

produk yang halalan tayyiban. Oleh itu, pemilihan produk nutraseutikal yang 

selaras dengan prinsip Islam adalah amat penting. Walau bagaimanapun, 

terdapat kebimbangan mengenai status halal, keselamatan dan isu undang-

undang berkaitan dengan produk nutraseutikal, menjadikan penyelidikan 

empirikal di lapangan mengenai topik ini adalah merupakan satu keperluan. 

Maka, objektif utama kajian ini adalah untuk mengkaji faktor penentu tingkah 

laku pengguna Islam terhadap produk nutraseutikal halal. Kajian ini juga 

bertujuan untuk menganalisis peranan logo halal sebagai pengantara antara 

pembolehubah bebas dan tingkah laku terhadap produk nutraseutikal halal. 

Kajian ini menggunakan teori Tingkah Laku Pengguna Islam (ICB) dan Tindak 

Balas Organisme Ransangan (SOR) sebagai teori asas. Kerangka kajian bagi 

kajian ini terdiri daripada dua dimensi, iaitu dimensi Syariah dan perundangan. 

Dimensi Syariah merangkumi beberapa faktor yang dinamakan komitmen 

agama, maqasid al-Syariah, nilai Islam, persepsi keselematan, persepsi 

kualiti, persepsi manfaat dan literasi halal. Manakala dimensi perundangan 

pula terdiri daripada literasi undang-undang dan kepercayaan kepada 

kerajaan sebagai faktornya. Kajian ini menggunakan pendekatan kuantitatif 

yang menggunakan kaedah tinjauan keratan rentas. Kaedah persampelan 

kebarangkalian telah digunakan, dan pendekatan persampelan rawak 

berstrata berkadar pelbagai peringkat telah digunakan. Data daripada 400 

orang sampel pengguna nutraseutikal Muslim di Malaysia telah dikumpul dan 

dianalisis menggunakan analisis deskriptid dan Pemodelan Persamaan 

Struktur (SEM). 
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Dapatan kajian ini mendedahkan bahawa persepsi keselamatan merupakan 

penentut utama bagi tingkah laku pengguna terhadap produk nutraseutikal 

halal, diikuti oleh nilai Islam, komitmen agama, kepercayaan, maqasid al-

Syariah, dan literasi halal. Walaupun persepsi kualiti dan persepsi manfaat 

tidak mempengaruhi tingkah laku pengguna secara langsung, ia mempunyai 

hubungan tidak langsung terhadap tingkah laku pengguna melalui logo halal. 

Hasil kajian juga menunjukkan bahawa logo halal menjadi pengantara 

sepenuhnya hubungan antara pengetahuan halal dan tingkah laku pengguna. 

Selain itu, logo halal juga sebahagiannya menjadi pengantara hubungan 

antara nilai Islam, keagamaan, kepercayaan dan persepsi keselamatan 

terhadap tingkah laku pengguna. Secara keseluruhan, hasil kajian menyokong 

model yang telah digunakan. 

 

Kesimpulannya, kajian ini menyumbang secara signifikan kepada kajian 

empirikal berkaitan halal dalam bidang Syariah dan undang-undang. Dapatan 

kajian menunjukkan bahawa tingkah laku Muslim terhadap produk 

nutraseutikal halal sangat dipengaruhi oleh pemahaman mereka tentang halal 

serta tahap komitmen dan amalan agama mereka. Di samping itu, kajian ini 

juga menekankan kepentingan logo halal sebagai simbol yang boleh 

dipercayai bagi piawaian halalan tayyiban, dan membantu pengguna Islam 

membuat pilihan terbaik bagi produk nutraseutikal halal.  

 
Kata Kunci: halal, Muslim, nutraseutikal, tingkah laku pengguna 
 
SDG: MATLAMAT 12: Penggunaan dan Pengeluaran Bertanggungjawab 
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CHAPTER 1 

1INTRODUCTION 

This chapter begins with the research background that presents the overview 

of halal nutraceuticals and their issues. Then, the problem statement 

addresses the factors that influence Muslims  behavior toward nutraceutical 

products and the gaps identified for the study. The chapter then presents the 

research questions that guide the inquiry and the objectives that the study 

seeks to achieve. Additionally, it articulates the hypotheses formulated to be 

tested. The scope of this study and its contributions are also highlighted. 

Conceptual and operational definitions of key terms are provided to ensure 

clarity and precision. Finally, the last section provides the organization of this 

thesis. 

1.1 Research Background 

The word Halal originates from an Arabic word ل-ل-ح  or  ّحل, which means to be 

or become lawful, legal, licit, legitimate, permissible, permitted, allowable, 

allowed, admissible, unprohibited and unforbidden (Al-’Ayid et al., 1989; Al-

Jallad, 2008). From the Islamic point of view, Al-’Izzi (1989) explained halal as 

anything that is allowed and not being punished for doing so. Meanwhile, Al-

Qaradawi (1999) defined halal as something that is permissible, with no 

restrictions, and is something Allah has authorized. In brief, halal refers to 

anything permissible according to Islamic law.  
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The opposite word of halal is haram. It is derived from the phrase م-ر-ح , which 

means to forbid, prohibit, interdict, proscribe, ban, bar, outlaw, declare 

unlawful, taboo, and make illegal (Al-Jallad, 2008). In Islamic law, haram can 

be defined as anything that Allah prohibits, and anyone who commits it can be 

punished by legal punishment in this world as well as by Allah in the hereafter 

(Al-Qardawi, 1999). In essence, the term haram denotes any form of conduct, 

communication, clothing, demeanor, or behavior that is proscribed by Islamic 

law. This includes the consumption of any food or drink that is considered 

unlawful. 

According to Saadan and Zainal Abidin (2014), the concept of halal and haram 

aims to preserve the basic things essential for the human being, namely 

preserving religion, mind, life, property, and lineage, as well as maintaining 

integrity and dignity. These five objectives are also known as the five 

fundamental needs, or ‘ad-dharuriyat al-khams,’ and one part of the maqasid 

al-Shariah. Generally, all the halal and haram in Islamic law are derived from 

the Quran, Sunnah, Ijma’, or Qiyas. For Muslims, adhering to halal dietary 

guidelines is of utmost importance as it is a divine mandate from Allah SWT 

and a part of the fundamental aspect of their Islamic faith. The consumption of 

haram, or forbidden food and drink, is considered a transgression against Allah 

SWT and can hinder the acceptance of prayer and admittance into Paradise 

in the hereafter. This is highlighted in the hadith by Ka’ab bin Ujrah, who 

relayed that the Prophet Muhammad صلى الله عليه وسلم  said: "A body that is nourished with 

haram will not be permitted to enter Jannah” (Tirmidhi). 
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In the Quran, Allah emphasizes the importance of halal in multiple verses. 

Interestingly, the term halal is always accompanied by the word ‘tayyib,’ which 

can be translated as good or wholesome. One such verse can be found in 

surah al-Baqarah, specifically in verse 168, “O humankind, eat from whatever 

is on earth [that is] lawful and good, and do not follow the footsteps of Satan. 

Indeed, he is to you a clear enemy.” 

According to Ibn Kathīr (2000),  in this verse, Allah has allowed His followers 

to consume any food as long as it is halal and ‘tayyib’. The term ‘tayyib’ denotes 

food that is wholesome, healthy and not harmful. This proves that Islam has 

always emphasized the importance of good health and well-being. It is 

reflected in the Islamic dietary laws prioritizing prevention over cure by 

prohibiting harmful products and promoting the consumption of safe and 

beneficial ones with the halalan tayyiban concept. Therefore, Muslims must be 

mindful of consuming not only halal but also high-quality, safe, and beneficial 

products and services, including foods, cosmetics, pharmaceuticals, and 

nutraceuticals. 

1.1.1 Nutraceutical Products in Malaysia 

In Islam, living a healthy lifestyle is considered essential, as health is a great 

gift from Allah SWT to all human beings. The Prophet Muhammad صلى الله عليه وسلم has 

highlighted the importance of good health in a hadith reported by Abu Bakar, 

“After certitude, no one has ever received a blessing greater than health and 

wellbeing” (Sahih al-Bukhari). 
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The above hadith emphasizes Muslims preserving their health to gain Allah’s 

blessings. In recent years, many people, including Muslims, have consumed 

numerous nutraceutical products throughout recent years to improve their 

health. These amazing products are used to enhance their bodily functions, 

boost their mental performance, and facilitate weight loss. As a result, there 

has been a rise in the demand for nutraceutical products. The global demand 

for these products reached USD 429.5 billion in 2021, and it is expected to 

grow at a steady rate of over 4% during the forecast period of 2022-2030 

(Market Watch, 2022). 

Nutraceutical products have grown in popularity among Malaysian consumers 

due to their beneficial health effects, and these products are common among 

Malaysians (Institute for Public Health (IPH), 2017). Herbal nutraceutical 

products have been gaining market share, and their consumer base is 

expanding. Among the well-known Malaysian companies in this industry are 

DHerbs, VAsia, Vida Beauty, Seri Ayu, Mustika Ratu, Orang Kampung, Nona 

Roguy, Dunia Herbs, White Pearl, Jamu Ratu Malaya and many more. 

The term ‘nutraceutical’ was introduced by Stephen DeFelice in 1989, which 

came from the combination of nutrition and pharmaceuticals. He defined 

nutraceutical as “a food, or parts of a food, that provide medical or health 

benefits including the prevention and treatment of disease” (DeFelice, 1997). 

The concept of nutraceuticals emerged due to the evolution and link between 

‘nutrition’ and ‘health.’ Nutraceutical products are often classified into four 

categories: dietary supplements, functional food, medicinal food, and 

pharmaceuticals. Table 1.1 provides the nutraceutical categories in detail. 
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Table 1.1: Nutraceutical categories 

Category Items 
Dietary 
supplement 

i) Nutrients (vitamins, minerals, amino acids, fatty acids, 
and antioxidants) 
ii) Herbal and botanical products (Herbs or botanical 
products as concentrates and extracts such as Aloe Vera, 
Chamomile, Garlic, Ginger, and Ginko). 
iii) Phytochemicals (polyphenols, isoflavonoids, 
anthocyanidins, phytoestrogens, carotenoids, phytosterols, 
terpenoids, glucosinolates, limonoids, and 
polysaccharides). 
iv) Probiotics and prebiotics. 
v) Nutraceutical enzymes. 
vi) Dietary fibers.  

Functional 
food 

Food, whether it is natural or processed, may contain 
biologically active components that are either known or 
unknown (such as Milk enriched with vitamin D, cereal flour 
added with fiber and folic acid, and orange juice fortified 
with calcium). 

Farmaceutical/ 
Recombinant 
Nutraceuticals 

Farmaceutical is a combination of "farm" and 
"pharmaceuticals," which refers to the medically useful 
substances obtained from genetically modified crops using 
biotechnological techniques. 

Medicinal 
Food 

Medicinal foods are meant to be consumed with the 
guidance of a physician. They are created to manage 
certain diseases or conditions that have unique nutritional 
needs, as determined by medical evaluation. 

(Adapted: Nawsheen Bee & Rahmanpoor, 2019; Sreeramya et al., 2018) 

According to Food and Drug Administration (FDA) regulations, most 

nutraceutical products are considered dietary supplements. These products 

may contain extracts, concentrates, or combinations of vitamins, minerals, 

botanicals, herbs, or other dietary substances that are used to supplement the 

diet by increasing total dietary intake (How the FDA Regulates Nutraceuticals, 

2019). Based on the National Health and Morbidity Report of 2017, two out of 

five adolescents in Malaysia have reportedly consumed vitamins, minerals, 

and food supplements (Institute for Public Health (IPH), 2017). Berita Harian 

(2018) reported that approximately 80% of Malaysians are believed to 

consume nutraceutical products at certain times in their lives. This is consistent 
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with the data obtained by Rakuten Insight in July 2022 regarding dietary 

supplements in Malaysia, which found that most respondents across older and 

younger age groups believed that dietary supplements were effective (Statista 

Research Department, 2022). These supplements can include nutraceuticals 

like herbs and botanicals, minerals, and vitamins. 

1.1.2 Nutraceutical Products Issues 

In recent times, various issues have arisen, causing nutraceutical products to 

be the precedence in this study. This study has identified three crucial 

nutraceutical concerns: halal status, safety, and legal issues.  

Halal Issues  

Nutraceutical products are generally created from botanical and plant extracts. 

Numerous botanical and herbal extracts, like lingzhi, long jack, and turmeric, 

have been developed into nutraceutical products. The use of animal-derived 

ingredients in the formulation of nutraceutical products should be avoided. Its 

important to remember that while some ingredients may be halal, others used 

for flavoring, stabilizing, or coloring might not be. These non-halal ingredients 

often come from sources such as pork, improperly slaughtered animals, 

genetically modified organisms, ethanol extraction, or blood (Alzeer et al., 

2020). So, it is essential to double-check the source of all the ingredients 

before consuming them. Table 1.2 summarizes the potential non-halal 

ingredients used in nutraceutical products.  
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Table 1.2: Potential of non-halal ingredients in nutraceutical products 

Ingredients Comments 
Flavors and 
colorants 

Might have hidden alcohol or ingredients of haram animal origin, 
such as civet oil, ambergris, and castoreum, in the formulations. 

Gelatin Capsule production often uses gelatin, which can be derived 
from animals, particularly pigs. However, halal gelatin or 
alternative substances such as cellulose or starch can be used 
instead to avoid using non-halal gelatin. 

Glycerin It is used as a laxative and made from tallow, a type of beef. It 
is also used in the production of capsules and other products. If 
glycerin is derived from plants, it is considered as halal. 

Stearates It possesses qualities that can serve as effective free-flow 
agents in powders or tablet aids in tablets, offering binding and 
lubricating properties. In the case of halal products, 
manufacturers have the option to utilize plant-derived stearates 
instead of those obtained from animals. 

Tweens It is employed to coat and polish tablets. In halal products, it is 
preferable to utilize tweens derived from vegetables rather than 
those derived from animals. 

Ethanol To enhance the therapeutic benefits of herbal extracts and 
extend their shelf life, they are often used as preservatives. Any 
ethanol produced through anaerobic fermentation, with alcohol 
content between 1% to 5%, is considered haram. On the other 
hand, ethanol produced naturally through fermentation, with 
less than 1% alcohol content, is permissible and halal. 

(Adapted: Alzeer & Hadeed, 2020; Riaz et al., 2019) 

According to Mariod and Adam (2013), several nutraceutical products utilize 

gelatin for producing both soft and hard shell capsules, as well as for tableting, 

granulation, tablet coating, encapsulation, and microencapsulation purposes. 

Gelatin is beneficial as it helps prevent oxidation, makes it easier to swallow, 

and masks unpleasant flavors, resulting in a more palatable product (Uddin et 

al., 2021). Usually, gelatin is manufactured by specifically breaking down 

collagen sourced from animal remains like skin, hides, white connective 

tissues, and bones (Abdullah Amqizal et al., 2017). For halal consumers, it is 

advisable to use gelatin that is derived from slaughtered cattle’s bones and 

skins. There are also alternative halal gelatine options derived from seaweed 

(Adam et al., 2020) and fish (Karim & Bhat, 2009). 
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Alzeer and Hadeed (2020) reported that the halal status of gelatin is highly 

critical as it may be derived from a non-halal source. It is important to note that 

there is a substantial amount of gelatin derived from pork on the market, which 

makes it unsuitable for Muslim consumers. As stated by Demirhan et al. 

(2012), approximately two-thirds of edible gelatin in Europe is derived from pig 

skin. Alarmingly, an overwhelming majority of gelatin found in food and 

pharmaceutical products, including nutraceuticals, is derived from pigs, with 

over 90% (Erwanto et al., 2018). Moreover, Sultana et al. (2020) also 

discovered that of 35 halal-branded supplements, two were positive for porcine 

species.  

Apart from gelatin, other ingredients that are commonly found in most capsules 

and tablets, like glycerine, stearates, and tweens, can also be considered non-

halal. Glycerine serves as a carrier in numerous medications and as a 

plasticizer in gelatin capsules (Stout & McKessor, 2012). Meanwhile, tweens 

are utilized for coating and polishing tablets (Riaz et al., 2019) and function as 

a lubricant to enhance tablet brittleness (Paul & Sun, 2017). These three 

components are typically derived from plant and animal sources, making their 

halal status a concern for Muslim consumers (Alzeer & Hadeed, 2020). 

Nevertheless, it is advisable to avoid animal-based ingredients to ensure that 

they do not originate from non-halal sources. 

Additionally, alcohol is another ingredient with a highly critical halal status used 

in the nutraceutical industry. There are numerous liquid formulations that utilize 

ethyl alcohol (ethanol) as a preservative or solvent (Ismail & Ehsan, 2008). The 

halal status of ethanol remains a controversial topic among Muslim scholars. 
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While some consider it non-halal, recent studies have found that its halalness 

depends on the source and concentration. Alzeer and Abou Hadeed (2016) 

state that ethanol produced through anaerobic fermentation with a 

concentration between 1% and 15% should not be considered halal. 

Meanwhile, ethanol produced through natural fermentation with a 

concentration below 1% is classified as a preserving agent and considered 

halal. In a recent study by Qomariah et al. (2021), six of 18 herbal products 

sold in the Indonesian market contain high amounts of alcohol, making them 

non-halal. In the nutraceutical industry, liquid formulations, particularly in 

herbal products, have been found to contain high alcohol content, which may 

render them non-halal. This poses a challenge in ensuring that such products 

meet the dietary and religious requirements of Muslim consumers. 

It is also possible that some flavorings and colorants used in nutraceuticals 

may contain hidden alcohol. This includes artificial flavors and colors, vanilla 

extracts, and vanillin extracts (Chaudry et al., 2000). However, the use of 

industrial ethanol as a flavor extractor is acceptable, with an amount of less 

than 0.5%. (Riaz et al., 2019). Additionally, colorants and flavorings such as 

oleoresins, glutamic acid, civet oil, ambergris, and castoreum may also be 

derived from haram animals (Chaudry et al., 2000; Riaz et al., 2019). Hence, 

animal-based ingredients should be avoided unless those ingredients have 

been certified as halal. Muslim consumers need to be mindful that nutraceutical 

products containing ingredients that might come into contact with non-halal 

should be steered clear of.  
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Safety Issues 

Despite the benefits of nutraceuticals, there were also many safety issues 

related to these products. Berita Harian Online reported that dozens of 

chemical compounds in herbal-based health supplements were produced and 

sold in the market. Some have not been clinically tested and do not have 

approval from the Ministry of Health (MOH) (Berita Harian, 2018). In 2018, a 

73-year-old man passed away due to acute drug liver failure caused by 

drinking thirteen 1.5-liter bottles of herbal mixture for three months. The herbal 

practitioner who created the concoction claimed that her blend of 33 herbs 

could cure various illnesses, ranging from the flu to cancer, in a herbal 

magazine. However, the herbs consumed by the man affected his health and 

caused liver failure (The Star Online, 2018). Therefore, not all nutraceutical 

products are safe to consume. 

According to a study by Geller et al. (2015), there were more than 20,000 

emergency department visits annually in the United States from 2004 to 2013 

due to adverse events caused by dietary supplements. These visits often 

resulted in hospitalizations and were primarily linked to cardiovascular issues 

related to weight loss or energy herbal products consumed by younger adults. 

Additionally, unsolicited child ingestions of dietary supplements were also a 

common cause of emergency department visits. These findings emphasize the 

severity of the safety concerns associated with these products. 

According to Nasri et al. (2014), people have been consuming thousands of 

species of plants for many decades in order to meet their basic nutritional 
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needs. Nevertheless, only a limited number of them have received significant 

safety studies. According to Gupta et al. (2018), many nutraceuticals are 

derived from plant extracts, making them likely to become contaminated with 

other plant alkaloids, metals, pesticides, and mycotoxins. Some popular 

nutraceutical ingredients, like St. Johns wort, goldenseal, and Ginkgo biloba, 

have the potential to be toxic. There are a number of toxic contaminants that 

can be found in both foods and nutraceuticals, including phytotoxicants, 

metals, mycotoxins, pesticides, radiation, and therapeutic drugs. When these 

contaminants are present at high levels, they can cause serious health 

problems or even death. It is important to note that vulnerable subpopulations 

like pregnant women, children, and the elderly are at greater risk if exposure 

to these contaminants exceeds safe levels. 

Another primary concern is the possibility of them being mixed with illegal 

substances or drugs. In 2017, the National Pharmaceutical Regulatory Agency 

(NPRA) banned 162 products that contain illegal substances and scheduled 

poisons. Note that 78 of these products were in nutraceuticals categories (Aziz 

et al., 2020). A recent study by Nounou et al. (2021) found that six male 

enhancement nutraceuticals claiming to be 100% natural are adulterated, poor 

quality, and hazardous. Furthermore, interactions between herbal medicines 

and prescribed drugs can occur and may lead to severe clinical consequences, 

including death (Anadón et al., 2021). For example, Hypericum perforatum (St. 

Johns wort) has been discovered to decrease the blood concentrations of 

certain medications, including ciclosporin, midazolam, and digoxin. This can 

have implications for the effectiveness of these medications and may lead to 

organ rejection or other adverse effects (Hu et al., 2005). Moreover, Salvia 
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miltiorrhiza (danshen) has been associated with enhanced anticoagulation and 

bleeding when taken with long-term warfarin therapy. Allium sativum (garlic) 

has been found to interact with medications such as saquinavir, warfarin, and 

chlorpropamide, affecting their plasma concentrations and potentially leading 

to adverse effects (Hu et al., 2005).  

Therefore, consumers must be extra careful and consult healthcare 

professionals when considering nutraceuticals, especially in specific 

populations or individuals with underlying health conditions. In addition, to 

guarantee the safety of nutraceuticals, it is imperative to establish well-defined 

regulations and standards. A regulatory framework can assist in tackling the 

difficulties associated with substantiating safety and health claims (Santini et 

al., 2018). Nevertheless, there are also legal and regulatory concerns 

regarding nutraceutical products in Malaysia, which will be explored in the 

following section. 

Legal Issues 

The previous studies have highlighted several issues concerning the 

regulation of nutraceutical products in Malaysia. One of the most significant 

issues related to nutraceutical regulation in Malaysia is the definition of 

nutraceutical under Malaysian law. Nutraceuticals fall into a gray area between 

pharmaceuticals and food, posing challenges in regulation and safety (Ismail 

et al., 2020). Until now, this term has yet to be appropriately defined (Daud et 

al., 2017). Due to that reason, the legal system in Malaysia is still unclear 

related to the regulation of nutraceutical products (Safuan et al., 2020). 
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Therefore, nutraceutical products may be regulated by different regulatory 

bodies, such as the NPRA or the Food Safety and Quality Division (FSQD).  

Both NPRA and FSQD are departments under the Ministry of Health (MOH). 

The NPRA oversees quality control for pharmaceutical products, while the 

FSQD coordinates food quality control activities. In Malaysia, most 

nutraceutical products fall under the category of food products and are 

registered under the FSQD. When a product is registered under the FSQD, it 

must comply with the provisions of the Food Act 1983 and not be subjected to 

the strict registration requirements enforced by the Control of Drugs and 

Cosmetics Regulation 1984. As a result, the manufacturer may not have to 

undergo rigorous clinical evaluations, which could result in inaccurate health 

claims on product labels and advertisements (Safuan et al., 2020), and the 

product can be sold freely on the market.  

Furthermore, Daud et al. (2017) claimed that nutraceutical products often 

assert that they are capable of treating, reducing, or even preventing serious 

illnesses like high blood pressure, asthma, and heart disease. It should be 

noted that not all nutraceutical products have been registered as 

pharmaceuticals. Most nutraceutical products currently available on the market 

are categorized as food products. Following the guidelines in Section 17(1) of 

the Food Act of 1983, it is considered illegal to make health claims on food 

products. In 2017, D'Herbs Holdings (M) Sdn Bhd, a well-known seller of 

nutraceutical products in Malaysia, was penalized for promoting two products 

through misleading advertisements. The company falsely asserted that its 

products could enhance immune function and blood circulation. However, this 
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statement goes against Section 17(1) of the Food Act of 1983, and the 

Magistrate's Court imposed a fine of RM11,000 on the company for this 

violation (Daud et al., 2017). Unlike pharmaceutical products, nutraceutical 

products that are registered as food are not mandated to undergo clinical 

testing to prove their effectiveness. Thus, it is improbable that the health claims 

made by the manufacturers are true, and their products may even contain illicit 

substances or poisons that can cause harm or even death. Consequently, 

consumers may be exposed to health risks due to false health claims made by 

the producer. Therefore, some researchers urged the authorities to establish 

stricter regulations and standardized nutraceutical definitions (Daud et al., 

2017; Ismail et al., 2020; Safuan et al., 2020). However, until the existing 

regulations can be improved, nutraceutical products will be readily available 

for purchase in the market. Therefore, consumers must protect themselves by 

making well-informed choices when selecting these products.  

1.1.3 Muslim Consumer Protection 

Despite the issues of nutraceuticals, their demand is rapidly growing, 

underscoring the urgent need for comprehensive consumer protection 

measures. Fortunately, there are dedicated organizations and regulatory 

bodies that are actively involved in developing and enforcing laws and 

regulations pertaining to halal products in Malaysia (Anis Najiha et al., 2018). 

Since 1974, the halal affairs have been fully managed by the JAKIM, MAIN, 

and JAIN with support from other government agencies in enforcing halal laws 

such as the Ministry of Domestic Trade and Costs of Living (KPDN), 

Department of Malaysian Standard (DSM), Ministry of Health (MOH), 



© C
OPYRIG

HT U
PM

 

15 
 

Department of Veterinary Services (DVS), Royal Malaysian Customs (RMC) 

Department, and the Local Authority (Hamid et al., 2018; Soraji et al., 2017).  

These entities work tirelessly to promote transparency, integrity and safeguard 

the rights and interests of halal consumers. However, this study only 

emphasizes three main agencies that govern laws and regulations related to 

halal nutraceutical products in Malaysia, which are JAKIM, MOH and KPDN. 

In the context of nutraceutical products, JAKIM plays a central role in 

overseeing halal certification processes to ensure that the certified halal 

products adhere to Islamic dietary regulations and standards (Muhammad et 

al., 2020). The MOH is accountable for ensuring that all registered 

nutraceutical products meet high safety, effectiveness, and quality standards. 

Meanwhile, the KPDN is responsible for safeguarding consumers from 

deceptive or potentially harmful nutraceutical products. Table 1.3 lists the roles 

and responsibilities of these three government agencies. 

Table 1.3: Halal authorities in Malaysia 

Authority Role and Responsibilities 
Department 
of Islamic 
Development 
Malaysia 
(JAKIM) 

• The main regulatory body that is responsible for 
developing and promoting the halal industry in Malaysia.  

• Oversees the halal certification process and sets halal 
standards and guidelines on halal matters to ensure that 
halal products are safe and authentic for consumers. 

Ministry of 
Health 
(MOH) 

• Regulate and monitor food safety and hygiene.  
• Responsible for regulating pharmaceutical products in 

Malaysia.  
• To ensure that all registered products are safe, effective, 

and high-quality.  
• Conducts inspections and enforces food and 

pharmaceutical product regulations, including halal 
certification requirements.  

• Ensure that consumers have access to safe and authentic 
halal products. 
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Table 1.3: Continued 

Ministry of 
Domestic 
Trade and 
Cost of 
Living 
(KPDN) 

• Formerly known as the Ministry of Domestic Trade and 
Consumer Affairs (KPDNHEP). 

• Responsible for enforcing consumer protection laws in 
Malaysia, including those related to halal products.  

• Conducts inspections and investigations to ensure that 
businesses comply with halal standards and supports 
consumers who have been misled or harmed by false 
claims about halal products to ensure that consumers are 
protected from fraudulent or harmful products. 

 

In Malaysia, the government takes halal consumer protection very seriously 

and has implemented strict legislation and regulations to ensure the 

authenticity and integrity of halal products. Various regulations and standards 

are in place to protect Muslim consumers rights  and interests in Malaysia (see 

Table 1.4). These regulations and standards cover every aspect of the 

production, processing, and distribution of halal products, from the source of 

ingredients to the labeling and packaging of the final product. They are 

designed to uphold the highest standards of halal certification and assure 

consumers can purchase products that comply with halal requirements. 

Additionally, these regulations are regularly updated and enforced to ensure 

that they remain current and effective in maintaining the integrity of halal 

products. Furthermore, it also helps to build trust and confidence in halal 

products and services among consumers, which is essential for the growth and 

sustainability of the halal industry. However, there are no specific halal 

standards governing nutraceuticals. At this time, halal nutraceutical products 

must comply with either MS1500:2019 for halal food or MS2424:2019 for halal 

pharmaceuticals to meet the halal requirements. Aside from standards, there 

are also several laws and regulations that must be followed, such as the Food 
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Act of 1983, Food Hygiene Regulation of 2009, Food Regulation of 1985, 

Poisons Act of 1952, Sales of Drugs Act of 1952, and other relevant guidelines 

and regulations (JAKIM, 2020). 

In order to safeguard consumers’ health and ensure compliance with halal 

standards, regulatory bodies must take a proactive approach to monitor the 

production and distribution of halal-certified nutraceutical products. The current 

legal framework necessitates that authorities play a key role in upholding 

consumer safety and preventing any potential harm caused by non-

compliance or substandard products. Therefore, the authorities must remain 

vigilant and enforce strict regulations to ensure the availability of safe and halal 

nutraceutical products in the market. 

Table 1.4: Regulation and standards related to halal in Malaysia 

Regulation & Standards Related to Halal Authority 
Halal Regulations 
1. Consumer Protection Act 1999 

KPDN 
2. Trade Description Act 2011 
3. Trade Description (Definition of Halal) Order 2011 
4. Trade Description (Certification and Marking of Halal) 

Order 2011 
5. Food Act 1983 

MOH 
6. Food Regulation 1985 
7. Food Hygiene Regulations 2009 
8. Poisons Act of 1952 
9. Sales of Drugs Act of 1952 
10. Manual Procedure for Malaysia Halal Certification 

2020 JAKIM 
11. Malaysian Halal Management System Manual 2020 
14. Animals Act 1953 (Revised 2006) Department of 

Veterinary 
Services 

(DVS) 

15. Abattoirs (Privatisation) Act 1993  
16. Animals Rules 1962 
17. Animals (Importation) Order 1962 
18. Local Government Act 1976 Local Authority 
19. Fatwa The State 

Fatwa Council 
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Table1.4: Continued 

Halal Standards 
1. MS1500:2019 Halal food – General requirements 

(Third revision) 

Department of 
Standard 
Malaysia 
(DSM) 

2. MS1500:2009 Halal food – Production, Preparation, 
Handling and Storage – General guidelines (Second 
revision) 

3. MS1900:2014 Shariah-based quality management 
system – Requirement with guidance (First Revision) 

4. MS2200:Part 1:2008 Islamic consumer goods – Part 
1: Cosmetic and personal care – General guidelines 

5. MS2200-2:2013 Islamic consumer goods – Part 2: 
Usage of Animal Bone, Skin and Hair – General 
guidelines 

6. MS2300:2009 Value-based management system – 
Requirement from an Islamic perspective 

7. MS2393:2013 Islamic and halal principles – 
definitions and interpretation of terminology 

8. MS2400-1:2019 Halal supply chain management 
system – Part 1: Transportation – General 
requirements (First revision) 

9. MS2400-2:2019 Halal supply chain management 
system - Part 2: Warehousing - General requirements 
(First revision) 

10. MS2400-3:2019 Halal supply chain management 
system - Part 3: Retailing - General requirements 
(First revision) 

11. MS2424:2019 Halal pharmaceutical – General 
requirements (First revision) 

12. MS2565:2014 Halal packaging – General guidelines 
13. MS2594:2015 Halal chemical for use in portable 

water treatment – General guidelines 
14. MS2610:2015 Muslim-friendly hospitality services – 

Requirements 
15. MS2634:2019 Halal cosmetics – General 

requirements (First revision) 
16. MS2636:2019 Halal medical device – General 

requirements 
17. MS2691:2021 Halal profession – General 

requirements 

Furthermore, it is also important to note that consumers can take proactive 

steps to safeguard themselves against fraudulent activities, scams, and other 

forms of exploitation that could lead to financial losses and negative outcomes 

that may adversely affect their health, safety, and overall quality of life 
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(Muhammad Arif et al., 2021). This aligns with the National Consumer Policy 

(NCP), which prioritizes consumer self-protection and aims to equip 

consumers with the necessary knowledge and tools to make informed 

purchasing decisions. Therefore, consumers must be aware of their rights and 

responsibilities. In halal nutraceutical consumption, consumers must also be 

informed and knowledgeable about halal products. Hence, consumer literacy 

is crucial as it enables consumers to be more aware of halal products, 

understand their rights and responsibilities, identify potential risks, and make 

informed purchase decisions (Donoghue et al., 2016). 

Consumers need to be extra cautious when purchasing products that claim to 

be halal. Some products may use terms like ‘halal-friendly’ or ‘halal-like,’ which 

can be misleading. Therefore, they are responsible for ensuring that the 

products they purchase and consume meet their standards for halal 

compliance (Maison et al., 2019). They must also read the products labels and 

check for halal certification logos, indicating that it has been inspected and 

approved by a recognized certification body. In addition, it is highly beneficial 

for consumers to become well-versed in differentiating between halal and non-

halal ingredients (Karimah & Darwanto, 2021). This knowledge can prove 

invaluable when it comes to making informed choices about the products they 

use and consume. Therefore, taking the time to educate oneself on this subject 

can be a wise and empowering decision. 

In case of any concerns or complaints, consumers should contact the relevant 

certification organization or a government agency to report the issue and seek 

resolution. If consumers come across products claiming to be halal but not 
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meeting the necessary standards, they should report them and seek legal 

recourse if they have been harmed or misled by false halal claims or products 

(Ruslan et al., 2018). This can help to ensure that halal products are authentic 

and meet the necessary standards. Consumers are the key players in the 

market and play a vital role in the growth and success of halal nutraceutical 

products. By being aware of their rights and responsibilities, they can protect 

themselves and positively impact the industry. Consumers need to educate 

themselves on halal knowledge, understand the ingredients used in the 

product, and be aware of any potential ethical or environmental concerns. With 

this knowledge, consumers can make informed decisions and support the 

growth of the halal market. 

1.2 Problem Statement 

Islam places a great deal of importance on the maintenance of good health 

and well-being as part of its religious obligation. One of the ways to achieve 

this is by consuming nutraceuticals, which are recognized for their ability to 

preserve and enhance health. The nutraceutical market has seen a significant 

surge in growth as more and more people become health-conscious and seek 

natural and healthy alternatives (Ashraf et al., 2020). Recently, various issues 

have arisen, causing nutraceutical products to be the precedence in this study. 

This can be a real concern for Muslim consumers who want to make sure they 

are getting the best for their health. Hence, they are strongly encouraged to 

consume halal-certified nutraceutical products to overcome those issues. Halal 

certification ensures that the products adhere to Islamic dietary guidelines and 

meet safety and cleanliness standards during the processing process (Afendi, 
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2020). However, halal certification is not mandatory for all producers under the 

law (Abdullah et al., 2018; Soraji et al., 2017). Therefore Hence, Muslim 

consumers should be particularly careful when consuming halal nutraceutical 

products. Furthermore, there is a pressing need to closely examine consumer 

behavior toward halal product consumption to understand the underlying 

factors that shape their choices and preferences.  

In the past, scholars have extensively studied consumer behavior by 

combining various research streams to obtain a comprehensive 

comprehension of consumer choices. They reflect consumer behavior as the 

choices made by consumers over time regarding acquiring, using, and getting 

rid of goods and services through the decision-making processes (Hoyer et al., 

2023; Stephen, 2017). Additionally, some researchers include the motives 

behind consumer behavior, such as to satisfy their own or someone else’s 

personal needs (Schiffman & Wisenblit, 2019; Solomon & Russell, 2023) and 

wants or to solve personal marketplace problems (Lantos, 2015).  

However, the definition provided by Western scholars could be considered too 

narrow and not fully applicable to the Muslim consumer context. Muslim 

consumption ought to serve a higher purpose beyond mere self-gratification. 

It should be guided by the Shariah satisfaction standards, which ultimately 

leads to obtaining Divine approval (Adnan et al., 2017). Hence, the Muslims 

consumption is closely linked to the concept of halal and haram. As such, any 

discussion on Muslim behavior should be determined within the Islamic 

framework. 
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Despite the vast amount of research conducted on Muslim behavior, there is 

still a dearth of empirical studies that employ an Islamic framework as their 

basis. As a result, there is a pressing need to conduct further research in this 

area to gain a better understanding of the subject matter. Muslims consider 

several factors when deciding to consume halal products. Numerous studies 

have revealed that consumers behavior towards halal products is mainly 

influenced by their attitudes and social norms (Adil et al., 2020; Ahmadova & 

Aliyev, 2020; Amalia et al., 2020; Che Shalifillizam et al., 2018; Kassim et al., 

2018). However, most of the research in this area has centered around 

marketing strategies to improve halal product sales. There is a pressing need 

for more comprehensive studies from a Shariah and legal perspective to 

improve Muslim consumer behavior and help safeguard their interests. This is 

because Shariah law is an integral part of the Islamic religion and governs 

various aspects of Muslim life, including their dietary practices, which is halal 

consumption.  

Many studies have explored the relationship between the Islamic religion and 

Muslim behavior (Iranmanesh et al., 2022). Most of the studies only focused 

on consumer religiosity, which covered Islamic beliefs and practices, leaving 

other significant factors related to the Islamic religion unexplored. These 

factors include Islamic values and maqasid al-Shariah, which require further 

examination, particularly their impact on consumer behavior. Although some 

studies have touched on these factors (Amin, 2021; Shompa et al., 2019), 

there is still a need for more comprehensive research, especially in halal 

studies. 
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Allah SWT specifically commands Muslims to consume halal and tayyib 

products in several verses of the Quran (al-Baqarah:168; al-Maidah:88; al-

‘Araaf:157; an-Nahl:114). Halal ensures that products are religiously 

permissible, while tayyib emphasizes their wholesomeness, safety, and quality. 

The combination of halal and tayyib ensures that the nutraceutical products 

are not only religiously permissible but also meet specific health and nutrition 

standards. It is generally acknowledged that Muslim consumers always 

prioritize products that meet halal standards in their purchase decisions 

(Iranmanesh et al., 2019). However, the role of tayyib in the Muslim behavior 

model is still not well established. Therefore, it is important to examine the role 

of tayyib elements (safety, quality, and benefits) in predicting Muslim behavior 

towards halal products. 

From the legal perspective, the government of Malaysia, acting as the 

regulatory body, has implemented several regulations and standards to ensure 

the safety and halal compliance of nutraceutical products for Muslim 

consumers. They have also introduced a halal logo that consumers can look 

for to identify products that have been certified as halal. The halal logo is 

important, considering consumers do not always trust the producers and 

require a credible certification body to ensure halal products (Elistina et al., 

2017). To ensure these standards are upheld, the government has established 

a number of departments, including the Department of Islamic Development 

Malaysia (JAKIM), the Ministry of Health (MOH), and the Ministry of Domestic 

Trade and Cost of Living (KPDN). These agencies work together to monitor 

the market and ensure that only safe and halal products are sold. Muslim 

consumers are expected to trust these authorities, but it remains uncertain 
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whether this trust truly affects their decision for halal nutraceutical 

consumption. Hence, there is a need to confirm the influence of trust on 

consumer behavior. 

Moreover, legal protections for consumers in the halal industry are also 

addressed through legislation, such as the Consumer Protection Act 1999, 

Trade Description Act 2011, Trade Descriptions (Halal Definition) Order 2011, 

Trade Descriptions (Certification and Marking of Halal) Order 2011, Food Act 

1983, Food Regulation 1985 and Local Government Act 1976 (Ab Halim & 

Mohd Salleh, 2020). These laws are designed to inform and safeguard 

consumers, ensuring they can make well-informed decisions and avoid 

deceitful practices. It is crucial for consumers to have adequate knowledge of 

these laws so that they can fully exercise their rights and reap the benefits they 

deserve. Jariah, Sharifah Azizah, et al. (2013) claimed that if consumers are 

not aware of their rights, they are less likely to comprehend their 

responsibilities as consumers. This lack of understanding can impede their 

capacity to safeguard themselves (Nurazlina et al., 2015). In the context of 

halal nutraceuticals, consumers must also have halal knowledge to raise 

awareness of halal products (Nurhayati & Hendar, 2019). According to Maryam 

and Sumar’in (2022), halal literacy will significantly impact the use of halal 

products if halal awareness is well established. Currently, there have been 

limited studies that focus on the legal and halal literacy of Muslim consumers, 

specifically when it comes to nutraceutical products. Thus, this study 

addresses this gap by assessing legal and halal literacy levels and their 

relationship with consumer behavior.  
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It is interesting to note that most legal and Shariah studies on halal 

nutraceuticals tend to focus on the legal analysis or Islamic perspective (Abdul 

Aziz, 2015; Alzeer & Hadeed, 2020; Daud et al., 2017; Mohamad et al., 2018; 

Umar et al., 2016; Zhari & Abdul Halim, 2008). However, there is a gap in 

research when it comes to using an empirical approach. It is also vital to 

consider the socio-legal studies that can help empower consumers and gauge 

their understanding of Islamic and public laws (Helveston, 2016). Therefore, 

this study used a quantitative approach to examine Muslim behavior towards 

halal nutraceutical products. Unlike most previous studies in halal product 

research that adopt the Theory of Planned Behavior (TPB) as their 

underpinning theory (Iranmanesh et al., 2022), this study combines several 

theories in the research framework. It is important to note that a single theory 

cannot fully explain consumer behavior. Several factors may contribute to the 

observed actions, and a comprehensive understanding will require thorough 

analysis and consideration of various perspectives (Ruiter & Crutzen, 2020). 

Furthermore, conventional marketing theories may not fully capture the Islamic 

perspectives of consumer behavior (Amin et al., 2014). It is essential to merge 

several theories, including Islamic theory, to increase the accuracy of 

explanations and predictions (Abutaleb et al., 2023). Therefore, this study 

adopts the Theory of Islamic Consumer Behavior (ICB) and Stimulus Organism 

Response (SOR) as the underpinning theories.  

To sum up, it can be inferred that nutraceutical products pose significant 

concerns for consumers, necessitating them to be more mindful and informed 

when consuming these products. To ensure the highest standards of Muslim 

consumption, it is imperative to conduct empirical research, utilizing multiple 
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theories to gain a comprehensive understanding of their behavior towards 

halal nutraceutical products in Malaysia. This research should enable Muslim 

consumers to make informed and intelligent decisions when purchasing 

nutraceutical products, leading to a safer and healthier lifestyle. 

1.3 Research Questions  

The research questions in this study focused on: 

1. What is the level of halal and legal literacy of Muslim consumers in 

Malaysia? 

2. What are the factors that influence Muslim consumers' behavior 

towards halal nutraceutical products? 

3. What is the primary factor that influences Muslim consumers’ 

behavior toward halal nutraceutical products? 

4. Would the halal logo mediate the relationship between the predictors 

and Muslim consumers' behavior towards halal nutraceutical 

products? 

1.4 Research Objectives 

The research objectives of this study: 

1. To measure the level of halal literacy and legal literacy among 

Muslim consumers in Malaysia. 



© C
OPYRIG

HT U
PM

 

27 
 

2. To examine the factors that influence Muslim consumers' behavior 

towards halal nutraceutical products. 

3. To identify the primary factor influencing Muslim consumers’ 

behavior toward halal nutraceutical products. 

4. To analyze the role of the halal logo as a mediator on Muslim 

consumers' behavior toward halal nutraceutical products. 

1.5 Research Hypotheses 

A hypothesis is typically derived from research objectives and is presented as 

a declarative statement that predicts the outcomes. The present study has two 

main hypotheses to achieve the second and fourth objectives of this study: 

H01: Muslim consumers’ behavior toward halal nutraceutical products is not 

influenced by halal literacy, legal literacy, Islamic values, religious 

commitment, maqasid al-Shariah, perceived safety, perceived quality, 

perceived benefits, and trust. 

H01a: Religious commitment does not influence Muslim consumers’ 

behavior toward halal nutraceutical products.   

H01b: Maqasid al-Shariah does not influence Muslim consumers’ 

behavior toward halal nutraceutical products.   

H01c: Islamic values do not influence Muslim consumers’ behavior 

toward halal nutraceutical products. 
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H01d: Perceived safety does not influence Muslim consumers’ behavior 

toward halal nutraceutical products.   

H01e: Perceived quality does not influence Muslim consumers’ behavior 

toward halal nutraceutical products.   

H01f: Perceived benefits do not influence Muslim consumers’ behavior 

toward halal nutraceutical products.   

H01g: Halal literacy does not influence Muslim consumers’ behavior 

toward halal nutraceutical products. 

H01h: Legal literacy does not influence Muslim consumers’ behavior 

toward halal nutraceutical products. 

H01i: Trust in the government does not influence Muslim consumers’ 

behavior toward halal nutraceutical products. 

H02: The halal logo does not mediate the relationship of halal literacy, legal 

literacy, Islamic values, religious commitment, maqasid al-Shariah, trust, 

perceived safety, perceived quality, and perceived benefits on Muslim 

consumers’ behavior toward halal nutraceutical products. 

H02a: Halal logo does not mediate the relationship between religious 

commitment and consumer behavior towards halal nutraceutical 

products. 
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H02b: Halal logo does not mediate the relationship between maqasid 

al-Shariah and consumer behavior towards halal nutraceutical 

products. 

H02c: Halal logo does not mediate the relationship between Islamic 

value and consumer behavior towards halal nutraceutical products. 

H02d: Halal logo does not mediate the relationship between perceived 

safety and consumer behavior towards halal nutraceutical products. 

H02e: Halal logo does not mediate the relationship between perceived 

quality and consumer behavior towards halal nutraceutical products. 

H02f: Halal logo does not mediate the relationship between perceived 

benefit and consumer behavior towards halal nutraceutical products. 

H02g: Halal logo does not mediate the relationship between halal 

literacy and consumer behavior towards halal nutraceutical products. 

H02h: Halal logo does not mediate the relationship between legal 

literacy and consumer behavior towards halal nutraceutical products. 

H02i: Halal logo does not mediate the relationship between trust in the 

government and consumer behavior towards halal nutraceutical 

products. 

1.6 Research Scope and Limitation 

The concept of halal is not just limited to food and drink but encompasses all 

aspects of life, including permissible actions, behaviors, and products that 
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abide by Islamic principles and values. However, this study specifically focuses 

on the factors contributing to Muslim consumers’ behavior toward halal 

nutraceutical products in Malaysia. Hence, it is important to note that this study 

exclusively concentrates on halal nutraceutical products and does not 

encompass other halal products in the market. 

Since this study is in the field of Shariah and law, this study does not include 

any variable related to the marketing and management field like most previous 

halal studies, such as customer satisfaction, loyalty, product availability, brand, 

place, price, and packaging. This study has identified nine independent 

variables that are related to legal and Shariah perspectives. The variables that 

relate to legal perspectives are legal literacy and trust. Meanwhile, the 

variables related to the Shariah are halal literacy, religious commitment, 

maqasid al-Shariah, and Islamic values. In addition, this study also added 

three variables related to tayyib elements, which consist of perceived safety, 

quality, and benefits.  

In addition, this study only involved Muslim consumers who experienced 

consuming or purchasing nutraceutical products. This is due to the fact that 

only experienced consumers have valid reasons for consuming those 

products. This study also focuses on the role of the halal logo as the mediator 

in influencing consumer behavior. As this study is restricted to Muslim 

consumers of nutraceutical products in Malaysia, the findings and conclusions 

drawn from this study solely reflected Muslim behavior towards halal 

nutraceutical products in Malaysia. 
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1.7 Research Contribution 

The most important of this research are as follows: 

1.7.1 Academic Contribution 

The significance of this particular study in the realm of Shariah and halal law 

lies in the fact that most nutraceutical research in this field has been conducted 

using qualitative methods. However, this study has utilized a different 

approach by employing a social-legal method, which is based on empirical 

data. The variables used in this study were based on Shariah and legal 

aspects. Furthermore, this is the first study that combines a few variables 

related to Islamic religion, such as maqasid al-Shariah and Islamic values, in 

halal research. This study's findings also contribute to the theoretical 

development of Islamic consumer theory by adopting the Theory of Islamic 

Consumer Behavior (ICB) as the main underpinning theory. The results of this 

study served as a valuable addition to the existing body of literature on factors 

contributing to halal nutraceuticals, the importance of the halal logo, and halal 

consumption behavior. It provides a useful reference for future researchers, 

academicians, and students who are interested in this research area. 

1.7.2 Muslim consumers 

This study explored how the consumer behaves in accordance with the 

Shariah principle. Furthermore, this study examines whether the halal logo has 

an impact on consumer behavior toward halal nutraceutical products. In 

addition to its primary findings, this study has yielded valuable information 
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regarding the level of halal and legal knowledge of Muslim consumers in 

Malaysia, as well as the driving factors behind their choices regarding halal 

nutraceutical products. This study can potentially increase awareness among 

Muslim consumers about the significance of halal principles in their everyday 

lives. 

1.7.3 The government of Malaysia 

Government agencies such as JAKIM, MOH, and KPDN could discover the 

extent of consumer trust in them for regulating and monitoring halal products. 

These agencies are responsible for ensuring the safety and integrity of halal 

products and play a very important role in protecting Muslim consumers in 

Malaysia. Furthermore, the information gained from this research also 

provides insight into Muslim consumers perception of the halal logo. It 

demonstrates the importance of the halal logo on nutraceutical products. The 

government could also enhance the perception of the halal logo by improving 

existing halal policies since the halal logo influences Muslim consumers 

behavior toward halal products. 

Besides that, this study delves into halal and legal literacy among Muslim 

consumers to assess their knowledge and understanding in these areas. 

Through careful analysis of the gathered data, the study has uncovered 

valuable insights that can immensely help the government enhance consumer 

literacy. The recommendations drawn from the study include strategies such 

as consumer education programs and increased awareness campaigns about 

halal products. These interventions can play a significant role in boosting the 
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level of consumer literacy, which in turn can lead to better-informed choices 

and an overall improvement in consumer welfare. 

1.7.4 Nutraceutical manufacturers and entrepreneurs 

Nutraceutical manufacturers and entrepreneurs in Malaysia can benefit from 

this study by knowing the most critical factors contributing to nutraceutical 

purchase behavior. Hence, they can improve their product quality and sales. 

Additionally, the outcome of this study will demonstrate the utmost significance 

of obtaining halal certification in the nutraceutical industry. With a positive 

outlook, this research has the potential to raise the level of consciousness 

among manufacturers and entrepreneurs regarding the crucial role of 

certification in the nutraceutical industry. 

1.8 Conceptual and Operational Definition 

The operational definition of terminologies used in this study is summarized in 

Table 1.5. 

Table 1.5: Operational definition 

Terms Conceptual Definition Operational Definition 
Halal That which is permitted, 

with respect to which no 
restriction exists, and the 
doing of which the Law-
Giver, Allah, has allowed 
(Al-Qardawi, 1999). 

Something lawful, permitted, 
and recommended by the 
Shariah (Islamic law) to be 
used or consumed by Muslims. 
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Table 1.5: Continued 

Nutraceuticals Food, or parts of a food, 
that provide medical or 
health benefits, including 
the prevention and 
treatment of disease 
(DeFelice, 1995). 

Any type of dietary supplement, 
traditional herbs, and functional 
foods product that offers 
medical or extra health benefits 
apart from their basic nutritional 
value, for example, to improve 
health, delay the aging process, 
prevent chronic diseases, 
increase life expectancy, or 
support the structure or function 
of the body. 

Consumer 
behavior 

The study of Muslim 
consumers and the 
processes they 
undertake when 
selecting, purchasing, 
and consuming products 
(Solomon, 1995). 

Individuals' actions and 
decision-making processes as 
they select and purchase halal 
nutraceutical products. This 
behavior can be evaluated by 
assessing the extent to which 
consumers agree with 
statements about their 
nutraceutical product selection 
and purchasing approaches. 

Halal literacy The ability to distinguish 
permissible (halal) and 
forbidden (haram) goods 
and services, which is 
based on a better 
understanding of Islamic 
laws (Shariah) 
(Salehudin, 2010). 

The degree of consumers’ 
knowledge of halal and haram 
according to Islamic principles. 
Consumers' level of halal 
literacy is determined by their 
ability to accurately answer 
questions related to halal and 
haram products and 
ingredients. 

Legal literacy Consumers’ ability to 
know and be aware of 
their rights and 
responsibilities under 
Malaysian law 
(Norhafifah et al., 2020). 

The degree to which individuals 
know their rights and 
obligations as consumers. 
Consumers' legal literacy level 
is measured by their ability to 
accurately answer questions 
about Malaysia’s consumer 
laws and halal regulations. 

Religious 
commitment 

The degree to which an 
individual’s adherence to 
particular religious 
values, beliefs, and 
practices (Worthington 
et al., 2003). 

The degree of Muslims’ 
commitment to their religious 
practice. This level of 
commitment is assessed by 
examining the extent to which 
they agree with statements 
related to their daily religious 
routine. 
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Table1.5: Continued 

Maqasid al-
Shariah 

The objectives that are 
determined by Shariah 
to realize benefits for 
humankind (Al-Raysuni, 
1992). 

The degree to which 
consumers agree that 
purchasing halal nutraceutical 
products could achieve the 
objectives of Shariah in 
preserving faith, life, intellect, 
property, and lineage. 

Islamic values A set of ethics or good 
values grounded on the 
basis of the Quran and 
Prophetic traditions, 
which permeates all 
spheres of human life 
(Ishak & Osman, 2016). 

The degree of Muslim morals 
and ethics based on Islamic 
teaching affects consumers’ 
behavior. These values are 
measured based on the extent 
to which individuals prioritize 
and uphold specific Islamic 
ethics in their daily lives. 

Trust in 
government 

People’s willingness to 
rely on government in 
the management of 
products’ risks (Earle & 
Cvetkovich, 1995). 

The consumers’ confidence in 
government agencies that 
manage and monitor halal 
products for consumer 
protection. The level of trust is 
measured by evaluating the 
consumers’ confidence in 
JAKIM, MOH, and KPDN. 

Perceived 
safety 

Consumers’ perception 
or belief toward the 
product being safe and 
not harmful to people’s 
health (Chang & Wong, 
2015). 

The degree to which 
consumers believe that halal 
nutraceutical products are safe 
in terms of source, process, 
and free from any 
contamination 

Perceived 
quality 

Consumers’ perception 
of the overall quality or 
superiority of a product 
relative to other 
alternatives (Zeithaml et 
al., 1988). 

The extent to which consumers 
believe that halal nutraceutical 
products meet their 
expectations in terms of their 
superior quality compared to 
non-halal products. 

Perceived 
benefits 

Perceived benefit refers 
to the perception of the 
positive consequences 
that are caused by a 
specific action (Leung, 
2020). 

The extent to which consumers 
believe that halal nutraceutical 
products have many benefits in 
improving health and 
preventing serious illness. 

Halal logo The degree of 
consumers’ perception 
toward the halal logo. 

The extent to which consumers 
acknowledge the importance of 
a halal logo in halal 
nutraceutical purchase 
decisions. 
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1.9 Structure of Thesis  

The first chapter contains an overview of this thesis. Chapter two presents an 

overview of halal and consumer behavior towards halal products. A discussion 

on the underpinning of the theories of consumer behavior and the conceptual 

research framework is explained in the same chapter. In chapter three, the 

reader is provided with a clear explanation of the methodology used in 

conducting the study. Chapter four reveals the overall results from analyzing 

the respondents’ feedback. The last chapter concludes with the research 

summary, contribution, limitations, and recommendations for future research. 

The thesis layout is illustrated in Figure 1.1. 

 
Figure 1.1: Thesis layout 
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Ibn Kathīr, A. al-F. ‘Imād ad-D. I. ibn ‘Umar. (2000). Tafsir ibn Kathir. 
Darussalam. 

Ibrahim, A. H., Rahman, N. N. A., Saifuddeen, S. M., & Baharuddin, M. (2019). 
Maqasid al-Shariah Based Islamic Bioethics: A Comprehensive 
Approach. Journal of Bioethical Inquiry, 16(3), 333–345. 
https://doi.org/10.1007/s11673-019-09902-8 

Ibrahim, H., & Ismail, H. (2015). A generational cohort study of the relationship 
between religious intensity and religious assurance for the purchase of 
non-food products. International Journal of Economics and Financial 
Issues, 5(2), 330–334. 

Ibrahim, N. H. (2022). Halal policy in Brunei Darussalam. Journal of Halal 
Science and Technology, 1(1), 86–91. 

Ilah Hafiz, A. (2018, September 12). Suplemen “beracun” di pasaran. Berita 
Harian Online. 
https://www.bharian.com.my/bhbongkar/2018/09/472657/suplemen-
beracun-di-pasaran 

Illiyyina, I., & Kriswibowo, A. (2022). Respon industri kecil menengah (IKM) di 
provinsi Jawa Timur pada kebijakan sertifikasi halal. Jurnal Ilmiah 
Universitas Batanghari Jambi, 22(2), 1183. 
https://doi.org/10.33087/jiubj.v22i2.2378 

Institute for Public Health (IPH). (2017). National Health and Morbidity Survey 
2017: Adolescent Nutrition Survey. 

Iranmanesh, M., Mirzaei, M., Parvin Hosseini, S. M., & Zailani, S. (2019). 
Muslims’ willingness to pay for certified halal food: an extension of the 
theory of planned behaviour. Journal of Islamic Marketing, 11(1), 14–30. 
https://doi.org/10.1108/JIMA-03-2018-0049 

Iranmanesh, M., Senali, M. G., Ghobakhloo, M., Nikbin, D., & Abbasi, G. A. 
(2022). Customer behaviour towards halal food: a systematic review and 
agenda for future research. Journal of Islamic Marketing, 13(9), 1901–



© C
OPYRIG

HT U
PM

 

279 
 

1917. https://doi.org/10.1108/JIMA-01-2021-0031 

Irsyad al-Fatwa Series 265: The Ruling of Collagen Injections to Appear 
Beautiful in Front of Husband. (2018). Mufti of Federal Territory’s Office. 
https://muftiwp.gov.my/en/artikel/irsyad-fatwa/irsyad-fatwa-umum-
cat/2723-irsyad-al-fatwa-series-265-the-ruling-of-collagen-injections-to-
appear-beautiful-in-front-of-husband 

Irsyad al-Fatwa Series 281: Islamic Ruling on Placenta Injections. (2019). Mufti 
of Federal Territory’s Office. https://muftiwp.gov.my/en/artikel/irsyad-
fatwa/irsyad-fatwa-umum-cat/3002-irsyad-al-fatwa-series-281-islamic-
ruling-on-placenta-injections 

Isa, R. M., Man, S., Rahman, N. N. A., & Aziz, A. (2023). Determinants of 
consumer adoption of halal cosmetics: A systematic literature review. 
Journal of Cosmetic Dermatology, 22(3), 752–762. 
https://doi.org/10.1111/jocd.15486 

Ishak, A. H., & Osman, M. R. (2016). A systematic literature review on Islamic 
Values applied in quality management context. Journal of Business 
Ethics, 138(1), 103–112. https://doi.org/10.1007/s10551-015-2619-z 

Ismail, A. (2022). Why should you use registered medicines? MyHealth Portal 
- Ministry of Health. http://www.myhealth.gov.my/en/why-should-you-use-
registered-medicines/ 

Ismail, I., Nik Abdullah, N. A., Ahmad, Z., & Sidek, N. L. (2018). Halal principles 
and halal purchase intention among Muslim consumers. Proceedings of 
the 3rd International Halal Conference (INHAC 2016), November, 131–
138. https://doi.org/10.1007/978-981-10-7257-4_12 

Ismail, R. M., Mustafar, M., Yaacob, N. A., & Yamin, F. M. (2020). Trend 
analysis on 13 years of halal research; Investigation on halal food 
research. International Journal of Supply Chain Management, 9(3), 1092–
1096. https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85087787427&partnerID=40&md5=373354858ce746702da59a78277c4
c6e 

Ismail, S. F., Daud, M., Abd Ghani Azmi, I. M., Abd Jalil, J., Ida Madieha, A. 
G. A., & Juriah, A. J. (2020). Enhancing regulation of nutraceutical 
products in Malaysia: Lessons from Japan. IIUM Law Journal, 28((S1)), 
351–372. https://doi.org/10.31436/iiumlj.v28i(s1).589 

Ismail, S. H. . (2010). Etika Penjawat Awam dari Perspektif Islam. Dewan 
Bahasa dan Pustaka. 

Ismail, W., Fabil, N., Isa, M. H. M., Ismail, R., & Azizan, N. (2018). Industri 



© C
OPYRIG

HT U
PM

 

280 
 

Halal Teknologi dan Pengurusan Maklumat. Penerbit USIM. 

Jacoby, J. (2002). Stimulus-organism-response reconsidered: An evolutionary 
step in modeling (consumer) behavior. In Journal of Consumer 
Psychology (Vol. 12, Issue 1, pp. 51–57). 
https://doi.org/10.1207/153276602753338081 

Jadhav, H. B., Sablani, S., Gogate, P., Annapure, U., Casanova, F., Nayik, G. 
A., Alaskar, K., Sarwar, N., Raina, I. A., Ramniwas, S., & Mousavi 
Khaneghah, A. (2023). Factors governing consumers buying behavior 
concerning nutraceutical product. Food Science and Nutrition, 11, 4988–
5003. https://doi.org/10.1002/fsn3.3518 

Jaiyeoba, H. B., Abdullah, M. A., & Dzuljastri, A. R. (2020). Halal certification 
mark, brand quality, and awareness: Do they influence buying decisions 
of Nigerian consumers? Journal of Islamic Marketing, 11(6), 1657–1670. 
https://doi.org/10.1108/JIMA-07-2019-0155 

JAKIM. (2020). Manual Prosedur Pensijilan Halal Malaysia (Domestik) 2020. 

Jariah, M., Mohamad Fazli, S., & Sharifah Azizah, H. (2013). Cabaran 
pengguna luar bandar. In Malaysia Negara Maju: Realiti & Cabaran 
Pengguna (pp. 54–57). Persatuan Ekonomi Pengguna & Keluarga 
Malaysia (MACFEA). 

Jariah, M., Sharifah Azizah, H., & Laily, P. (2013). Realiti keupayaan pengguna 
Malaysia. In Malaysia Negara Maju: Realiti & Cabaran Pengguna (pp. 21–
27). Persatuan Ekonomi Pengguna & Keluarga Malaysia (MACFEA). 

Johari, A., Hj, B., Rahim, A., & Hamdan, B. (2006). Pengaruh Pengetahuan 
Agama ke Atas Amalan Agama dan Gaya Hidup Mahasiswa Islam 
Universiti Teknologi Malaysia. National Student Development Conference 
(NASDEC) 2006. 

Jumani, Z. A., & Sukhabot, S. (2020a). Behavioral intentions of different 
religions: Purchasing halal logo products at convenience stores in Hatyai. 
Journal of Islamic Marketing, 11(3), 797–818. 
https://doi.org/10.1108/JIMA-07-2018-0112 

Jumani, Z. A., & Sukhabot, S. (2020b). Identifying the important attitude of 
Islamic brands and its effect on buying behavioural intentions among 
Malaysian Muslims: A quantitative study using smart-PLS. Journal of 
Islamic Marketing, 12(2), 408–426. https://doi.org/10.1108/JIMA-09-2019-
0196 

Kahf, M. (1978). The Islamic Economy: Analytical of The Functioning of The 
Islamic Economic System. Muslim Students Association of U.S. & 



© C
OPYRIG

HT U
PM

 

281 
 

Canada. 

Kamaruddin, A. R. (2009). Religiosity and cross-cultural analysis of shopping 
behavior among Malaysian and Thai consumers. 2nd International 
Conference on Marketing & Retailing. 

Kar, P., Meena, H. R., & Madhav Patnaik, N. (2018). Factors influencing 
consumers purchase intention towards organic and cloned animal food 
products. International Journal of Current Microbiology and Applied 
Sciences, 7(1), 1–9. https://doi.org/10.20546/ijcmas.2018.701.001 

Karbownik, M. S., Paul, E., Nowicka, M., Nowicka, Z., Kowalczyk, R. P., 
Kowalczyk, E., & Pietras, T. (2019). Knowledge about dietary 
supplements and trust in advertising them: Development and validation of 
the questionnaires and preliminary results of the association between the 
constructs. PLoS ONE, 14(6). 
https://doi.org/10.1371/journal.pone.0218398 

Karim, A. A., & Bhat, R. (2009). Fish gelatin: properties, challenges, and 
prospects as an alternative to mammalian gelatins. Food Hydrocolloids, 
23(3), 563–576. https://doi.org/10.1016/j.foodhyd.2008.07.002 

Karimah, N., & Darwanto, D. (2021). Effect of halal awareness, halal 
certification, food ingredients composition, halal marketing and religiosity 
on purchase intention of imported food products. Al-Kharaj : Jurnal 
Ekonomi, Keuangan & Bisnis Syariah, 3(2), 177–191. 
https://doi.org/10.47467/alkharaj.v3i2.319 

Karoui, S., & Khemakhem, R. (2019). Factors affecting the Islamic purchasing 
behavior – A qualitative study. Journal of Islamic Marketing, 10(4), 1104–
1127. https://doi.org/10.1108/JIMA-12-2017-0145 

Kassim, E. S., Hakimi, R., & Othman, A. K. (2018). Halal nutraceutical 
products : What determines consumers ’ intention to purchase? Journal of 
Islamic Management Studies, 2(1), 68–78. 
http://publications.waim.my/index.php/jims/article/view/122/33 

Kenny, D. A., & Judd, C. M. (2014). Power anomalies in testing mediation. 
Psychological Science, 25(2), 334–339. 
https://doi.org/10.1177/0956797613502676 

Khairul Effendi, H., Mohd Amzari, T., & Nasharuddin, M. (2022). Elements of 
food product safety and its relationship with the concept of preserving life 
in Maqasid Shariah. Journal of Contemporary Islamic Studies, 8(3), 1–12. 
https://doi.org/10.24191/jcis.v8i3.5 

Khairul Effendi, H., Nasharuddin, M., Rafeah, S., & Muhammad Nazir, A. 



© C
OPYRIG

HT U
PM

 

282 
 

(2022). Pensijilan Halal Malaysia Dalam Memenuhi Penjagaan Hifz Nafs 
Dan Peranan Pengusaha. International Journal of Humanities Technology 
and Civilization, 7(2), 10–18. https://doi.org/10.15282/ijhtc.v7i2.8783 

Khairulyadi. (2016). A quest for Islamic paradigm: Towards the production of 
Islamic knowledge. Jurnal Sosiologi USK (Media Pemikiran & Aplikasi), 
10(2), 69–87. 

Khan, A., Azam, M. K., & Arafat, M. Y. (2019). Does religiosity really matter in 
purchase intention of Halal certified packaged food products? A survey of 
Indian Muslims consumers. Pertanika Journal of Social Sciences and 
Humanities, 27(4), 2383–2400. 

Khan, F. M. (2021). Preferences and constraints on an Islamic consumer: An 
analysis from Islamic perspective. Journal of Humanities, Social and 
Management Sciences (JHSMS), 2(1), 85–94. 
https://doi.org/10.47264/idea.jhsms/2.1.8 

Khan, G., & Khan, F. (2019). Ascertaining the “Halalness” of restaurants – 
scale development and validation. Journal of Islamic Marketing, 10(2), 
426–439. https://doi.org/10.1108/JIMA-04-2018-0067 

Khan, M. F. (2013). Theorizing Islamic economics: Search for a framework for 
Islamic economic analysis. Journal of King Abdulaziz University, Islamic 
Economics, 26(1), 209–242. https://doi.org/10.4197/Islec.26-1.10 

Khan, M. F. (2014). The framework for Islamic Theory of Consumer Behaviour. 
Journal of Islamic Business and Management, 4(1), 17–54. 
https://doi.org/10.12816/0019134 

Khan, M. M., Asad, H., & Mehboob, I. (2017). Investigating the consumer 
behavior for halal endorsed products: Case of an emerging Muslim 
market. Journal of Islamic Marketing, 8(4), 625–641. 
https://doi.org/10.1108/JIMA-09-2015-0068 

Khan, S., Khan, M. I., & Haleem, A. (2019). Evaluation of barriers in the 
adoption of halal certification: a fuzzy DEMATEL approach. Journal of 
Modelling in Management, 14(1), 153–174. https://doi.org/10.1108/JM2-
03-2018-0031 

Khasanah, M., Dharmmesta, B. S., & Sutikno, B. (2023). Halal food literacy : 
Conceptual framework, dimension, and scale development. Jurnal 
Ekonomi & Keuangan Islam, 9(1), 74–90. 

Khatijah, O., Suhailiza, M. H., Mashitah, S., Marina Munira, M., & Roslizawati, 
R. (2018). A philosophy of maqasid shariah underpinned Muslim food 
consumption and the halalan toyyiban concept. AL-ABQARI: Journal of 



© C
OPYRIG

HT U
PM

 

283 
 

Islamic Social Sciences and Humanities, 13, 75–86. 

Kim, H.-Y. (2013). Statistical notes for clinical researchers: assessing normal 
distribution (2) using skewness and kurtosis. Restorative Dentistry & 
Endodontics, 38(1), 52. https://doi.org/10.5395/RDE.2013.38.1.52 

Kline, R. B. (2016). Principles and Practices of Structural Equation Modelling. 
In Methodology in the Social Sciences (Fourth Edi). The Guilford Press. 

Kreiner, S. (2013). The Rasch Model for Dichotomous Items. In Rasch Models 
in Health (pp. 5–26). https://doi.org/10.1002/9781118574454.ch1 

Krejcie, R. V, & Morgan, D. W. (1970). Determining sample size for research 
activities. In Educational and Psychological Measurement (Vol. 38, pp. 
607–610). 

Ladik, D. M., & Stewart, D. W. (2008). The contribution continuum. Journal of 
the Academy of Marketing Science, 36(2), 157–165. 
https://doi.org/10.1007/s11747-008-0087-z 

Lantos, G. P. (2015). Consumer Behavior in Action: Real-life Application for 
Marketing Managers. Routledge. 

Larasati, A., Hati, S. R. H., & Safira, A. (2018). Religiusitas dan pengetahuan 
terhadap sikap dan intensi konsumen Muslim untuk membeli produk 
kosmetik halal. Esensi: Jurnal Bisnis Dan Manajemen, 8(2), 105–114. 
https://doi.org/10.15408/ess.v8i2.7459 

Lawshe, C. H. (1975). A quantitative approach to content validity. Personnel 
Psychology, 28(4), 563–575. 

Lee, C. N., Wetschler, M. H., Chang, Y., Belkora, J. K., Moy, B., Partridge, A., 
& Sepucha, K. R. (2014). Measuring decision quality: Psychometric 
evaluation of a new instrument for breast cancer chemotherapy. BMC 
Medical Informatics and Decision Making, 14, 1–11. 
https://doi.org/10.1186/1472-6947-14-73 

Lestari, F., Kurniawan, R., Arifin, J., Yasir, M., Muhammad Saleh, M., & 
Akbarizan. (2021). An integrated framework for the measurement of halal 
good manufacturing practices on the case of SMEs in the food sector. 
Journal of Islamic Marketing, 14(1), 82–105. https://doi.org/10.1108/JIMA-
04-2021-0105 

Leung, Y. (2020). Perceived Benefits. In Encyclopedia of Behavioral Medicine 
(pp. 1643–1644). https://doi.org/10.1007/978-3-030-39903-0_1165 

Linacre, J. M. (2022a). Winsteps Help for Rasch Analysis. 



© C
OPYRIG

HT U
PM

 

284 
 

http://homes.jcu.edu.au/~edtgb/%5Cnpapers3://publication/uuid/D56B72
4A-62FF-4D00-84E1-ECC888298B70 

Linacre, J. M. (2022b). A User’s Guide to Winsteps Ministep: Rasch-Model 
Computer Programs. https://www.winsteps.com/a/Winsteps-Manual.pdf 

Lindamer, L. A., Wear, E., & Sadler, G. R. (2006). Mammography stages of 
change in middle-aged women with schizophrenia: An exploratory 
analysis. BMC Psychiatry, 6, 1–8. https://doi.org/10.1186/1471-244X-6-
49 

Long, C., Bansilal, S., & Debba, R. (2014). An investigation of mathematical 
literacy assessment supported by an application of Rasch measurement. 
Pythagoras, 35(1), 1–17. https://doi.org/10.4102/pythagoras.v35i1.235 

M. Fahim Khan, & Noor Muhammad Ghrifari. (2006). Syatibi’s objectives of 
Shariah and some implications for consumer theory. In Reading in Islamic 
economic thought (pp. 176–202). Longman Malaysia. 

Mabillard, V., & Pasquier, M. (2015). Transparency and Trust in Government: 
A Two-Way Relationship. Yearbook of Swiss Administrative Sciences, 
6(1), 23. https://doi.org/10.5334/ssas.78 

Mahbubi, A., Uchiyama, T., & Hatanaka, K. (2019). Capturing consumer value 
and clustering customer preferences in the Indonesian halal beef market. 
Meat Science, 156(May), 23–32. 
https://doi.org/10.1016/j.meatsci.2019.05.012 

Maisarah, A., Suhaila, A. K., & Nurul Azida, S. (2013). Perceptions and 
behavior’s of Muslims and Non-Muslims towards halal products. Journal 
of Social and Development Sciences, 4(6), 249–257. 
https://doi.org/10.22610/jsds.v4i6.759 

Maison, D., Marchlewska, M., Syarifah, D., Zein, R. A., & Purba, H. P. (2018). 
Explicit versus implicit “Halal” information: Influence of the halal label and 
the country-of-origin information on product perceptions in Indonesia. 
Frontiers in Psychology, 9(MAR), 1–7. 
https://doi.org/10.3389/fpsyg.2018.00382 

Maison, D., Marchlewska, M., Zein, R. A., Syarifah, D., & Purba, H. (2019). 
Religiously permissible consumption: The influence of the halal label on 
product perceptions depending on the centrality of religiosity. Journal of 
Islamic Marketing, 10(3), 948–960. https://doi.org/10.1108/JIMA-07-2018-
0119 

Malhotra, N. K., Nunan, D., & Birks, D. F. (2017). Marketing Research: An 
Applied Approach. In Pearson Education Inc (Fifth). Pearson Education 



© C
OPYRIG

HT U
PM

 

285 
 

Limited. https://doi.org/10.4324/9781315890005 

Mariod, A. A., & Adam, H. F. (2013). Review: Gelatin, source, extraction and 
industrial applications. Acta Scientiarum Polonorum, Technologia 
Alimentaria, 12(2), 135–147. 

Market Watch. (2022). Nutraceuticals Market Size, Demand, Share, Key 
Players, Growth, and Forecast 2030. Market Watch. 
https://www.marketwatch.com/press-release/nutraceuticals-market-size-
demand-share-key-players-growth-and-forecast-2030-2022-12-
14?mod=search_headline 

Maryam, A., & Sumar’in, S. (2022). Analysis of halal literacy level on halal 
awareness and use of halal products. IQTISHODUNA: Jurnal Ekonomi 
Islam, 11(1), 85. https://doi.org/10.54471/iqtishoduna.v11i1.1004 

Masillo, A., Day, F., Laing, J., Howes, O., Fusar-Poli, P., Byrne, M., 
Bhattacharyya, S., Fiori Nastro, P., Girardi, P., McGuire, P. K., & 
Valmaggia, L. R. (2012). Interpersonal sensitivity in the at-risk mental 
state for psychosis. Psychological Medicine, 42(9), 1835–1845. 
https://doi.org/10.1017/S0033291711002996 

Matulidi, N., Jaafar, H. S., & Bakar, A. N. (2016). Halal governance in Malaysia. 
Journal of Business Management and Accounting, 6(2), 73–89. 
https://doi.org/10.32890/jbma2016.6.1.8838 

Maulani, M. R., Nuryakin, N., & Hidayah, N. (2022). Purchase Intention of Halal 
Cosmetics: The Mediating Role of Attitude. ETIKONOMI, 21(2), 383–398. 
https://doi.org/10.15408/etk.v21i2.24131 

Maya Adiba, E. (2019). Consumer purchasing behavior of halal cosmetics: A 
study on generations X and Y. Journal of Islamic Monetary Economics 
and Finance, 5(1), 169–192. https://doi.org/10.21098/jimf.v5i1.1052 

Md Dahlal, N., & Ahmad, F. A. (2018). Beyond halal in food product: Present 
and future of halalan tayyiban. Review of Integrative Business and 
Economics Research, 7(2), 276–289. 

Mehrabian, A., & Russell, J. A. (1974). An Approach to Environmental 
Psychology. MIT Press. 

Mei Mei Chu. (2018). Don’t just fully trust the promise of absolute cure. The 
Star Online, 2018–2021. 
https://www.thestar.com.my/news/nation/2018/11/26/dont-just-fully-trust-
the-promise-of-absolute-cure/ 

Memon, M. A., Cheah, J. H., Ramayah, T., Ting, H., & Chuah, F. (2018). 



© C
OPYRIG

HT U
PM

 

286 
 

Mediation analysis issues and recommendations. Journal of Applied 
Structural Equation Modeling, 2(1), I–IX. 
https://doi.org/10.47263/JASEM.2(1)01 

Miftahuddin, M. A., Adawiyah, W. R., Pradipta, R., & Wihuda, F. (2022). 
Examining the effect of halal perceived value and perceived risk on 
purchase intention: A mediating role of halal trust. Innovative Marketing, 
18(4), 62–73. https://doi.org/10.21511/im.18(4).2022.06 

Millatina, A. N., Hakimi, F., Alirasta, R., Budiantoro, & Arifandi, M. R. (2022). 
The impact of halal label in halal food buying decisions. Journal of Islamic 
Economic Laws, 5(1), 159–176. 

Moghaddam, H. K., Khan, N., Tan, B. C., & Khan, S. (2022). Consumer attitude 
toward Halal food in the case of the United Kingdom: the role of product 
attributes and marketing stimuli. Food Research, 6(6), 136–142. 
https://doi.org/10.26656/fr.2017.6(6).861 

Mohamad, A. A., Baharuddin, A. S., & Ruskam, A. (2018). Healthy lifestyle 
education from halal nutraceutical concept. UMRAN - International 
Journal of Islamic and Civilizational Studies, 5(1), 58–73. 
https://doi.org/10.11113/umran2018.5n1.182 

Mohamed, Z., Golnaz, R., Mad Nasir, S., & Eddie, C. F. C. (2008). Halal logo 
and consumers ’ confidence : What are the important factors ? Economic 
and Technology Management Review., 3, 37–45. 

Mohammad Amir, W. H. (2016). Model halalan tayyiba ̄ berdasarkan tafsiran 
istilah sarjana mufasir al-Quran. Sains Humanika, 8(3), 13–20. 

Mohammadi, P., Kamarudin, S., & Omar, R. (2020). Do Islamic values impact 
social entrepreneurial intention of university students in Malaysia? An 
empirical investigation into the mediating role of empathy. International 
Journal of Economics and Management, 14(3), 365–378. 

Mohayidin, M. G., & Kamarulzaman, N. H. (2014). Consumers’ preferences 
toward attributes of manufactured halal food products. Journal of 
International Food and Agribusiness Marketing, 26(2), 125–139. 
https://doi.org/10.1080/08974438.2012.755720 

Mohd Dali, N. R. S., Yousafzai, S., & Abdul Hamid, H. (2019). Religiosity scale 
development. Journal of Islamic Marketing, 10(1), 227–248. 
https://doi.org/10.1108/JIMA-11-2016-0087 

Mohd Sirajuddin, M. D., & Mahaiyadin, M. H. (2022). Tayyib from the 
Perspective of Qur’anic Thematic Analysis: Proposing New Insights for 
Best Practice in the Global Halal Industry. Global Journal Al-Thaqafah, 



© C
OPYRIG

HT U
PM

 

287 
 

1(Special Issue), 108–118. 
https://doi.org/https://doi.org/10.7187/gjatsi062022-11 

Mohd Suki, N., & Abang Salleh, A. S. (2016). Does Halal image strengthen 
consumer intention to patronize Halal stores?: Some insights from 
Malaysia. Journal of Islamic Marketing, 7(1), 120–132. 
https://doi.org/10.1108/JIMA-12-2014-0079 

Mohd Suki, N., & Abang Salleh, A. S. (2018). Mediating effect of Halal image 
on Muslim consumers’ intention to patronize retail stores: Some insights 
from Malaysia. Journal of Islamic Marketing, 9(2), 338–355. 
https://doi.org/10.1108/JIMA-02-2017-0014 

Mohd Syamir,Alias & Mohd Shukri, H. (2015). Ibn Al-Haytham’s philosophy on 
scientific research applied in Islamic research methodology: Analysis from 
tasawwur, epistemology and ontology perspectives. International Journal 
of Business, Humanities and Technology, 5(1), 83–93. 

Moldes, A. B., Vecino, X., & Cruz, J. M. (2017). Nutraceuticals and Food 
Additives. In Current Developments in Biotechnology and Bioengineering: 
Food and Beverages Industry. Elsevier B.V. https://doi.org/10.1016/B978-
0-444-63666-9.00006-6 

Morris, R. L., Soh, S. E., Hill, K. D., Buchbinder, R., Lowthian, J. A., Redfern, 
J., Etherton-Beer, C. D., Hill, A. M., Osborne, R. H., Arendts, G., & Barker, 
A. L. (2017). Measurement properties of the Health Literacy Questionnaire 
(HLQ) among older adults who present to the emergency department after 
a fall: A Rasch analysis. BMC Health Services Research, 17(1). 
https://doi.org/10.1186/s12913-017-2520-9 

Muflih, M., & Juliana, J. (2020). Halal-labeled food shopping behavior: the role 
of spirituality, image, trust, and satisfaction. Journal of Islamic Marketing, 
12(8), 1603–1618. https://doi.org/10.1108/JIMA-10-2019-0200 

Muhamad, N., Leong, V. S., & Md Isa, N. (2017). Does the country of origin of 
a halal logo matter? The case of packaged food purchases. Review of 
International Business and Strategy, 27(4), 484–500. 
https://doi.org/10.1108/RIBS-06-2017-0049 

Muhamad, N., Leong, V. S., & Mizerski, D. (2016). Consumer knowledge and 
religious rulings on products: Young Muslim consumer’s perspective. 
Journal of Islamic Marketing, 7(1), 74–94. https://doi.org/10.1108/JIMA-
08-2014-0056 

Muhamed, A. A., Ab Rahman, M. N., Mohd Hamzah, F., Che Mohd Zain, C. 
R., & Zailani, S. (2019). The impact of consumption value on consumer 
behaviour: A case study of halal-certified food supplies. British Food 
Journal, 121(11), 2951–2966. https://doi.org/10.1108/BFJ-10-2018-0692 



© C
OPYRIG

HT U
PM

 

288 
 

Muhammad Arif, A. M., Abu Bakar, E., Daud, N. A., & Osman, S. (2021). Legal 
Protection for Online Consumers and Online Shopping Self-Protection 
Practices among Malaysian Higher Education Institution Students. 
International Journal of Academic Research in Business and Social 
Sciences, 11(12). https://doi.org/10.6007/ijarbss/v11-i12/11885 

Muhammad, M. A., Elistina, A. B., & Ahmad, S. (2020). The challenges faced 
by halal certification authorities in managing the halal certification process 
in Malaysia. Food Research, 4, 170–178. 
https://doi.org/10.26656/fr.2017.4(S1).S17 

Musa Damiri, M., & Muhammad Qazwini, Z. (1937). Hayat al-hayawan al-
kubra. Matba’at Mustafa Muhammad. 

Muslichah, M., Abdullah, R., & Abdul Razak, L. (2019). The effect of halal foods 
awareness on purchase decision with religiosity as a moderating variable: 
A study among university students in Brunei Darussalam. Journal of 
Islamic Marketing, 11(5), 1091–1104. https://doi.org/10.1108/JIMA-09-
2017-0102 

Mussadiq Ali, K., Sharizal, H., & Muhammad Yaseen, B. (2021). Factors 
affecting brand relationship quality of halal food and the mediating role of 
halal literacy. International Journal of Academic Research in Business and 
Social Sciences, 11(14), 314–329. https://doi.org/10.6007/IJARBSS/v11-
i14/8576 

Mustafar, M. Z., & Borhan, J. T. (2013). Muslim consumer behavior: Emphasis 
on ethics from Islamic perspective. Middle East Journal of Scientific 
Research, 18(9), 1301–1307. 
https://doi.org/10.5829/idosi.mejsr.2013.18.9.12113 

Mutmainah, L. (2018). The role of religiosity, halal awareness, halal 
certification, and food ingredients on purchase intention of halal food. 
Ihtifaz: Journal of Islamic Economics, Finance, and Banking, 1(1), 33–50. 
https://doi.org/10.12928/ijiefb.v1i1.284 

Naimat, N., Abu Bakar, E., & Muhammad Arif, A. M. (2022). Liability of the 
manufacturer under tort of negligence on the issue of halal. Malaysian 
Journal of Social Sciences and Humanities (MJSSH), 7(10), e001808. 
https://doi.org/10.47405/mjssh.v7i10.1808 

Nasri, H., Baradaran, A., Shirzad, H., & Kopaei, M. R. (2014). New concepts 
in nutraceuticals as alternative for pharmaceuticals. International Journal 
of Preventive Medicine, 5(12), 1487–1499. 

Nasution, M. D. T. P., & Rossanty, Y. (2018). Country of origin as a moderator 
of halal label and purchase behavior. Journal of Business and Retail 
Management Research, 12(2), 194–201. 



© C
OPYRIG

HT U
PM

 

289 
 

https://doi.org/10.24052/jbrmr/v12is02/cooaamohlapb 

National Pharmaceutical Regulatory Agency. (2017). Senarai Produk Dikesan 
Mengandungi Bahan Terlarang Yang Diterima Melalui Pelaporan Kesan 
Sampingan Ubat. National Pharmaceutical Regulatory Agency. 
http://npra.moh.gov.my/index.php/recent-updates/adulterated-products-
unregistered 

Nawsheen Bee, T., & Rahmanpoor, H. A. (2019). Nutraceuticals: Nutritionally 
Functional Foods – an Overview. Biomedical Journal of Scientific & 
Technical Research, 15(4), 11480–11482. 
https://doi.org/10.26717/bjstr.2019.15.002728 

Ngah, A. H., & Ali, M. H. (2019). Halal transportation adoption among 
pharmaceuticals and cosmetics manufacturers. 
https://doi.org/10.1108/JIMA-10-2018-0193 

Ngah, A. H., Hanafiah, R. M., Talib, M. S. A., Zulfakar, M. H., & Asri, N. M. 
(2020). Mediating effects of attitude towards willingness to pay for halal 
transportation. Malaysian Journal of Consumer and Family Economics, 
24(S2), 60–74. 

Nor, M. R. M., Latif, K., & Ismail, M. N. (2016). Critical Success Factors of Halal 
Supply Chain Management from the Perspective of Malaysian Halal Food 
Manufacturers. Nigerian Chapter of Arabian Journal of Business and 
Management Review, 4(1), 1–23. https://doi.org/10.12816/0031515 

Nor Sakinah, M., & Wan Mohd Khairul Firdaus, W. K. (2018). The concept of 
halalan tayyiba in food according to mufassir. International Journal of 
Academic Research in Business and Social Sciences, 8(11), 902–909. 
https://doi.org/10.6007/ijarbss/v8-i11/4967 

Norhafifah, S. (2016). Domain dan Indikator Literasi Undang-undang 
Pengguna di Malaysia. Universiti Putra Malaysia. 

Norhafifah, S. (2021). Literasi Undang-undang dalam Kalangan Pengguna di 
Malaysia. Universiti Putra Malaysia. 

Norhafifah, S., Elistina, A. B., Zuroni, M. J., & Afida Mastura, M. A. (2020). 
Personal and environmental determinants of consumer legal literacy 
among Malaysian consumers. Malaysian Journal of Consumer and Family 
Economics, 25(S1), 27–40. 

Norhafifah, S., Elistina, A. B., Zuroni, M. J., Afida Mastura, M. A., & 
Norhasmah, S. (2016). Tahap pengetahuan undang-undang pengguna di 
Malaysia. Jurnal Pengguna Malaysia, 27(3), 42–58. 



© C
OPYRIG

HT U
PM

 

290 
 

Norhafifah, S., Elistina, A. B., Zuroni, M. J., Afida Mastura, M. A., & 
Norhasmah, S. (2018). Domains and indicators of consumer legal literacy 
in Malaysia. Pertanika Journal of Social Sciences and Humanities, 26(2), 
659–674. 

Nounou, M. I., Eassa, H. A., Hadeer, H. A., Helal, N. A., AboulFotouh, K., 
Mansoor, I., Latz, I. K., Zheng, C., Mohamed, D., Huynh, D. M., Wiss, A. 
R., Sweeney, J., Oakes, M. T., Mikhail, M. M., Amine, N., Kaur, H., 
Echeverry, N., Orzechowski, K., & Szollosi, D. (2021). The safety, efficacy 
and pharmaceutical quality of male enhancement nutraceuticals bought 
online: Truth versus claim. Journal of Integrative Medicine, 19(3), 232–
242. https://doi.org/10.1016/j.joim.2021.02.003 

Nugroho, A. P., Atmaja, F. F., Mutaalimah, S., Andriansyah, Y., & Achiria, S. 
(2021). The effect of price, product quality and religiosity on purchasing 
behavior of halal-labeled Sariayu beauty products. Advances in 
Economics, Business and Management Research, 168, 348–352. 

Nugroho, I. I., Fahma, F., & Damayanti, R. W. (2022). The effect of SNI 6729 : 
2016 on organic vegetables purchase intention and purchase behavior 
(Case Study : PT Rumah Roti Indonesia). Jurnal Teknik Industri, 24(2), 
95–104. https://doi.org/10.9744/jti.24.2.95-104 

Nunnally, J. C., & Bernstein, I. H. (1994). The assessment of reliability. 
Psychometric Theory, 3, 248–292. 
https://cir.nii.ac.jp/crid/1571135649891537024 

Nurazlina, D., Elistina, A. B., & Aini, M. S. (2015). Consumer legal literacy, 
values and consumerism practices among members of consumer 
association in Malaysia. Asian Social Science, 11(12), 189–199. 
https://doi.org/10.5539/ass.v11n12p189 

Nurhasanah, S., & Hariyani, H. F. (2018). Halal Purchase Intention on 
Processed Food. Tazkia Islamic Finance and Business Review, 11(2). 
https://doi.org/10.30993/tifbr.v11i2.142 

Nurhayati, T., & Hendar, H. (2019). Personal intrinsic religiosity and product 
knowledge on halal product purchase intention: Role of halal product 
awareness. Journal of Islamic Marketing, 11(3), 603–620. 
https://doi.org/10.1108/JIMA-11-2018-0220 

Nurrachmi, I., Setiawan, & Saripudin, U. (2020). Motivation for Purchasing 
Halal Products: the Influence of Religiosity, Trust, and Satisfaction. 
Humanities & Social Sciences Reviews, 8(5), 210–218. 
https://doi.org/10.18510/hssr.2020.8520 

Omar, E. N., Jaafar, H. S., & Osman, M. R. (2019). Halal supply chain: 



© C
OPYRIG

HT U
PM

 

291 
 

Assessing the Islamic values of the poultry industry. International Journal 
of Supply Chain Management, 8(2), 1191–1199. 

Osman, B. (1991). Tawhid and science: Essay on the history and philosophy 
of Islamic science. Secretariat for Islamic Philosophy and Science. 

Othman, H., Yahya, M. A. Bin, & Wahab, N. J. A. (2021). Consumer Behavior 
in Islamic Perspective. In Modern Perspectives in Economics, Business 
and Management Vol. 4 (pp. 31–39). 
https://doi.org/10.9734/bpi/mpebm/v4/3453f 

Othman, S. H., Yahya, M. A. Bin, Abdul Wahab, N. J., & Sallehuddin, M. Z. 
(2020). The impact of Buy Muslim First (BMF) campaign to young Muslim 
consumer. International Journal of Academic Research in Economics and 
Management Sciences, 9(2). https://doi.org/10.6007/ijarems/v9-i2/7634 

Pallant, J. (2016). SPSS Survival Manual (Sixth edit). Open University Press. 

Pasha, S., Wahab, S. N., & Daud, D. (2019). Purchase intention towards 
Islamic branding. ACM International Conference Proceeding Series, 37–
41. https://doi.org/10.1145/3361785.3361808 

Patrick Meyer, J. (2014). Applied measurement with Jmetrik. In Applied 
Measurement with Jmetrik. https://doi.org/10.4324/9780203115190 

Paul, S., & Sun, C. C. (2017). Lubrication with magnesium stearate increases 
tablet brittleness. Powder Technology, 309, 126–132. 
https://doi.org/10.1016/j.powtec.2016.12.012 

Perdana, F. F. P., Jan, M. T., Altunisik, R., Jaswir, I., & Kartika, B. (2019). The 
role of halal certification on purchase intention towards food products from 
MENA countries: A SEM Study. Journal of Islamic Monetary Economics 
and Finance, 5(1), 63–88. https://doi.org/10.21098/jimf.v5i1.1048 

Pohanka, M. (2016). Toxicology and the biological role of methanol and 
Ethanol: Current view. Biomedical Papers, 160(1), 54–63. 
https://doi.org/10.5507/bp.2015.023 

Pradana, M., Huertas-García, R., & Marimon, F. (2020). Purchase intention of 
halal food products in Spain: The moderating effect of religious 
involvement. International Food Research Journal, 27(4), 735–744. 

Pradana, M., Syarifuddin, S., Hafid, H., Gilang, A., & Diandri, M. (2019). 
Purchase intention determinants of halal food in secular countries. 
International Journal of Supply Chain Management, 8(4), 83–89. 
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85071574624&partnerID=40&md5=4d0f7a7b8a02c07bd7586ca094c3cb



© C
OPYRIG

HT U
PM

 

292 
 

04 

Prasetia, W., & Hidayat, A. (2021). Influence of brand awareness, brand 
association, perceived quality, and brand loyalty on purchase intention. 
Archives of Business Research, 9(12), 132–144. 
https://doi.org/10.14738/abr.912.11374 

Pratama, D. B., & Hartati, N. (2020). Pengaruh literasi halal dan religiositas 
terhadap konsumsi produk halal pada mahasiswa MKS UIN Sunan 
Gunung Djati Bandung. Finansha-Journal of Sharia Financial 
Management, 1(2), 1–12. 

Purnama, S., Wibowo, A., Narmaditya, B. S., Fitriyah, Q. F., & Aziz, H. (2022). 
Do parenting styles and religious beliefs matter for child behavioral 
problem? The mediating role of digital literacy. Heliyon, 8(6). 
https://doi.org/10.1016/j.heliyon.2022.e09788 

Puspita, A. T. (2024). A Scientometric Analysis on Islamic Consumer Behavior. 
Scientometrics Letters, 1(1). https://doi.org/10.58968/sl.v1i1.457 

Qamihah, J. (1996). Nilai-nilai Islam satu pengenalan (M. Rosder & M. Z. 
Abdullah (Eds.)). Bahagian Hal Ehwal Islam Jabatan Perdana Menteri. 

Qomariah, R. S., Anna Priangani, R., & Dedy, S. (2021). Analysis of Alcohol 
Content in A Herbal Medicine of Noni Using Gas Chromatography 
Method. International Journal of Halal Research, 3(1), 1–7. 
https://doi.org/10.18517/ijhr.3.1.1-7.2021 

Quoquab, F., Mohamed Sadom, N. Z., & Mohammad, J. (2019). Driving 
customer loyalty in the Malaysian fast food industry: The role of halal logo, 
trust and perceived reputation. Journal of Islamic Marketing, 11(6), 1367–
1387. https://doi.org/10.1108/JIMA-01-2019-0010 

Qutb, S. (1988). Muqawamat al-Tasawwur al-Islamiy. Dar al-Syruq. 

Rafiki, A., & Wahab, K. A. (2014). Islamic values and principles in the 
organization: A review of literature. Asian Social Science, 10(9), 1–7. 
https://doi.org/10.5539/ass.v10n9p1 

Rahim, A. B. A. (2013). Understanding Islamic Ethics and Its Significance on 
the Character Building. International Journal of Social Science and 
Humanity, 3(6), 508–513. https://doi.org/10.7763/ijssh.2013.v3.293 

Rahman, F. K., Tareq, M. A., Yunanda, R. A., & Mahdzir, A. (2017). Maqashid 
Al-Shari’ah-based performance measurement for the halal industry. 
Humanomics, 33(3), 357–370. https://doi.org/10.1108/H-03-2017-0054 



© C
OPYRIG

HT U
PM

 

293 
 

Rahman, M. M., Minara, M., Rahman, M. H., & Parvin, N. (2014). Food safety 
issues in Islam. Health, Safety and Environment (HSE), 2(6), 132-145–
145. https://doi.org/10.14196/hse.v2i6.144 

Ramadania, Evi Oktaviana, P., & Juniwati. (2018). Intention toward halal and 
organic food: Awareness for natural content, religiosity, and knowledge 
context. KnE Social Sciences, 3(10), 801–810. 
https://doi.org/10.18502/kss.v3i10.3425 

Rashid, N. A., Supian, K., & Bojei, J. (2018). Relationship between halal 
traceability system adoptions on halal food supply chain integrity and 
performance. International Journal of Asian Social Science, 8(8), 569–
579. https://doi.org/10.18488/journal.1.2018.88.569.579 

Retno, S., Suhel, & Imam, A. (2020). Consumer behavior and halal cosmetic 
product : Evidence in Palembang city. MIR (Modernization Innovation 
Research), 11(12), 233–242. https://doi.org/10.18184/2079-
4665.2020.11.2.233-242 

Rezai, G., Mohamed, Z., & Shamsudin, M. N. (2012). Assessment of 
consumers’ confidence on halal labelled manufactured food in Malaysia. 
Pertanika Journal of Social Science and Humanities, 20(1), 33–42. 

Rezai, G., Teng, P. K., Shamsudin, M. N., Mohamed, Z., & Stanton, J. L. 
(2017). Effect of perceptual differences on consumer purchase intention 
of natural functional food. Journal of Agribusiness in Developing and 
Emerging Economies, 7(2), 153–173. https://doi.org/10.1108/JADEE-02-
2015-0014 

Riaz, M. N., Chaudry, M. M. M. M. M., Riaz, M. N., Abbas, S.-, & Chaudry, M. 
M. M. M. M. (2019). Halal Production Requirements for Nutritional Food 
Supplements. In Handbook of Halal Food Production (pp. 221–224). 
Taylor & Francis Group. https://doi.org/10.1201/9781315119564-31 

Richtering, S. S., Morris, R., Soh, S. E., Barker, A., Bampi, F., Neubeck, L., 
Coorey, G., Mulley, J., Chalmers, J., Usherwood, T., Peiris, D., Chow, C. 
K., & Redfern, J. (2017). Examination of an eHealth literacy scale and a 
health literacy scale in a population with moderate to high cardiovascular 
risk: Rasch analyses. PLoS ONE, 12(4). 
https://doi.org/10.1371/journal.pone.0175372 

Rimadhani, M., & Baga, L. M. (2017). Analysis on Muslim consumer behavior 
toward the halal certification of bakery products. International Journal of 
Science and Research (IJSR), 6(7), 1226–1230. 
https://doi.org/10.21275/art20175422 

Rizki, M., & Yusmaita, E. (2021). Pengembangan butir soal literasi kimia pada 



© C
OPYRIG

HT U
PM

 

294 
 

materi ikatan kimia menggunakan model Rasch. Edukimia, 3(2), 121–134. 
https://doi.org/10.24036/ekj.v3.i2.a282 

Rodrigo, P., & Turnbull, S. (2019). Halal holidays: How is value perceived by 
Muslim tourists? International Journal of Tourism Research, 21(5), 675–
692. https://doi.org/10.1002/jtr.2290 

Roscoe, J. T. (1975). Fundamental Research Statistics for the Behavioral 
Sciences (2nd ed.). Holt, Rinehart and Winston. 
https://doi.org/10.2307/2284880 

Rosenstock, I. M., Strecher, V. J., & Becker, M. H. (1994). The Health Belief 
Model and HIV Risk Behavior Change (pp. 5–24). 
https://doi.org/10.1007/978-1-4899-1193-3_2 

Rozikan, M. (2018). Membangkitkan Moral Religiusitas Konselor di Perguruan 
Tinggi. Unit Pelaksana Teknis Bimbingan Dan Konseling \& 
Pengembangkan Karir (UPT-BKPK) Universitas Pendidikan Indonesia 
(UPI), 49–58. 

Ruiter, R. A. C., & Crutzen, R. (2020). Core processes: How to use evidence, 
theories, and research in planning behavior change interventions. 
Frontiers in Public Health, 8(247). 
https://doi.org/10.3389/fpubh.2020.00247 

Ruling on gelatin from cows not slaughtered according to the Sharee‘ah (Fatwa 
No: 275287). (2014). Islamweb.Net. 
https://www.islamweb.net/en/fatwa/275287/ruling-on-gelatin-from-cows-
not-slaughtered-according-to-the-shareeah 

Ruslan, A. A. A., Kamarulzaman, N. H., & Sanny, M. (2018). Muslim 
consumers’ awareness and perception of Halal food fraud. International 
Food Research Journal, 25(December), S87–S96. 

Saadan, M., & Zainal Abidin, Y. (2014). Halalkah Makanan Kita? PTS Islamika 
Sdn Bhd. 

Sadeeqa, S., Sarriff, A., Masood, I., Farooqi, M., & Atif, M. (2013). Evaluation 
of knowledge, attitude and perception regarding halal pharmaceuticals, 
among general medical practitioners in Malaysia. Arch Pharma Pract, 4, 
139–146. 

Safuan, S., Ismail, S. F., Abdul Ghani Azmi, I. M., & Daud, M. (2020). 
Penetapan standard bagi industri nutraseutikal: Melindungi hak 
pengguna. Kanun: Jurnal Undang-Undang Malaysia, 32(2), 177–194. 

Salamon, H. Bin. (2021). Halalan tayyiba: An Islamic perspective on healthy 



© C
OPYRIG

HT U
PM

 

295 
 

food. Revista Gestão Inovação e Tecnologias, 11(2), 1001–1014. 
https://doi.org/10.47059/revistageintec.v11i2.1732 

Salehudin, I. (2010). Halal literacy: A concept exploration and measurement 
validation. ASEAN Marketing Journal, 2(1), 1–12. 
https://doi.org/10.2139/ssrn.2004762 

Salman, F., Mubeen, H., & Siddiqui, S. (2022). Exploring the factors affecting 
consumer behavior towards the purchase of nutraceuticals in Pakistan. 
Journal of Marketing Strategies, 4(2), 263–282. 
https://doi.org/10.52633/jms.v4i2.216 

Santini, A., Cammarata, S. M., Capone, G., Ianaro, A., Tenore, G. C., Pani, L., 
& Novellino, E. (2018). Nutraceuticals: opening the debate for a regulatory 
framework. British Journal of Clinical Pharmacology, 84(4), 659–672. 
https://doi.org/10.1111/bcp.13496 

Sarasati, F. (2018). The role of halal living on Muslim millennial in applying 
halal lifestyle. IJECA (International Journal of Education and Curriculum 
Application), 57. https://doi.org/10.31764/ijeca.v0i0.1985 

Sardiana, A. (2020). Halal Literacy and Halal Product Purchase Dimension: A 
Preliminary Study. Insight Journal, 6(March), 277–294. 
https://doi.org/10.13140/RG.2.2.31540.81284 

Sayogo, D. S. (2018). Online traceability for halal product information: 
perceptions of Muslim consumers in Indonesia. Journal of Islamic 
Marketing, 9(1), 99–116. https://doi.org/10.1108/JIMA-07-2016-0057 

Schiffman, L. G., & Wisenblit, J. (2019). Consumer Behavior (Twelfth Ed). 
Pearson Education Limited. 
http://localhost:8080/xmlui/handle/123456789/339 

Schwartz, S. H. (1994). Are there universal aspects in the structure and 
contents of human values? Journal of Social Issues, 50(4), 19–45. 
https://doi.org/10.1111/j.1540-4560.1994.tb01196.x 

Schwartz, S. H. (2012). An overview of the Schwartz Theory of Basic Values. 
Online Readings in Psychology and Culture, 2(1), 1–20. 
https://doi.org/10.9707/2307-0919.1116 

Schwartz, S. H., & Bardi, A. (2001). Value hierarchies across cultures: Taking 
a similarities perspective. Journal of Cross-Cultural Psychology, 32(3), 
268–290. https://doi.org/10.1177/0022022101032003002 

Sekar, A., Firdausi, M., Farahdiba, D., & Munthe, A. M. (2020). Determining 
consumers’ willingness to buy halal meat. Jurnal Bisnis STRATEGI, 29(2), 



© C
OPYRIG

HT U
PM

 

296 
 

143–162. https://doi.org/doi.org/10.14710/jbs.29.2.143-162 

Sekaran, U., & Roger, B. (2016). Research Methods for Business Research 
Methods for Business. In The Global Management Series (7th ed., Vol. 2, 
Issue 1). Willey & Sons. 

Septiarini, D. F., Ratnasari, R. T., Salleh, M. C. M., Herianingrum, S., & 
Sedianingsih. (2023). Drivers of behavioral intention among non-Muslims 
toward halal cosmetics: evidence from Indonesia, Malaysia, and 
Singapore. Journal of Islamic Accounting and Business Research, 14(2), 
230–248. https://doi.org/10.1108/JIABR-02-2021-0064 

Setianingrum, M. F., & Yuliati, L. N. (2017). Effect of consumer awareness of 
education material, source of information, and value of materialism on 
behavior as a smart adolescent consumer. Journal of Consumer 
Sciences, 2(2), 41. https://doi.org/10.29244/jcs.2.2.41-56 

Setiawan, B., Panduwangi, M., & Sumintono, B. (2018). A Rasch analysis of 
the community’s preference for different attributes of Islamic banks in 
Indonesia. International Journal of Social Economics, 45(12), 1647–1662. 
https://doi.org/10.1108/IJSE-07-2017-0294 

Shahid, S., Ahmed, F., & Hasan, U. (2018). A qualitative investigation into 
consumption of halal cosmetic products : the evidence from India 
products. Journal of Islamic Marketing, 9(3), 484–503. 
https://doi.org/10.1108/JIMA-01-2017-0009 

Shariff, A. F. (2015). Does religion increase moral behavior? Current Opinion 
in Psychology, 6, 108–113. https://doi.org/10.1016/j.copsyc.2015.07.009 

Sheeran, P., Gollwitzer, P. M., & Bargh, J. A. (2013). Nonconscious processes 
and health. Health Psychology, 32(5), 460–473. 
https://doi.org/10.1037/a0029203 

Sherwani, M., Ali, A., Ali, A., & Hussain, S. (2018). Determinants of halal meat 
consumption in Germany. Journal of Islamic Marketing, 9(4), 863–883. 
https://doi.org/10.1108/JIMA-01-2018-0009 

Sherwani, M., Ali, A., Ali, A., Hussain, S., & Zadran, H. G. (2018). Determinants 
of Muslim consumers’ Halal meat consumption: Applying and extending 
the theory of planned behavior. Journal of Food Products Marketing, 
24(8), 960–981. https://doi.org/10.1080/10454446.2018.1450173 

Sholihin, M., Shalihin, N., Ilhamiwati, M., & Hendrianto, H. (2022). Maqasid-
based consumption intelligence: an empirical model of its application to 
the intention of halal purchase. International Journal of Ethics and 
Systems. https://doi.org/10.1108/IJOES-11-2021-0204 



© C
OPYRIG

HT U
PM

 

297 
 

Shompa, Z. A., Zuhid Saidin, A., Hussin, H., Rosydi Muhammad, M., & Abu 
Bakar, E. (2019). A descriptive analysis of values and maqasid al-Shari’Ah 
in social media use among students of IIUM. Journal of Information 
Systems and Digital Technologies, 1(1), 1–16. 

Sniehotta, F. F., Presseau, J., & Araújo-Soares, V. (2014). Time to retire the 
theory of planned behaviour. Health Psychology Review, 8(1), 1–7. 
https://doi.org/10.1080/17437199.2013.869710 

Sofyani, H., Pratolo, S., & Saleh, Z. (2022). Do accountability and transparency 
promote community trust? Evidence from village government in 
Indonesia. Journal of Accounting and Organizational Change, 18(3), 397–
418. https://doi.org/10.1108/JAOC-06-2020-0070 

Solomon, M. (1995). Consumer Behaviour (3rd Edition). Prentice Hall. 

Solomon, M. R., & Russell, C. A. (2023). Consumer Behavior: Buying, having 
and being (Fourteenth). Pearson Education, Inc. 

Soomro, M. A., Hizam-Hanafiah, M., Abdullah, N. L., Ali, M. H., & Jusoh, M. S. 
(2021). Embracing industry 4.0: Empirical insights from Malaysia. 
Informatics, 8(2). https://doi.org/10.3390/informatics8020030 

Soper, D. . (2022). A-priori Sample Size Calculator for Structural Equation 
Models [Software]. https://www.danielsoper.com/statcalc 

Soraji, A. J., Awang, M. D., & Mohd Yusoff, A. N. (2017). Malaysia halal trust: 
Between reality and challenges. IJASOS- International E-Journal of 
Advances in Social Sciences, III(7), 197–197. 
https://doi.org/10.18769/ijasos.309676 

Sreeramya, G., Nalini, C. N., Ramalakshmi, N., Sahini, K., & Lakshmi, A. S. 
(2018). A new era in medicine – neutraceuticals. Research Journal of 
Pharmacy and Technology, 11(8), 3572–3576. 
https://doi.org/10.5958/0974-360X.2018.00657.1 

Statista Research Department. (2022). Share of people who believed that 
dietary supplements or nutraceuticals work in Malaysia as of July 2022, 
by age group. https://www.statista.com/statistics/1183167/malaysia-
share-of-people-who-trusted-dietary-supplements-by-age-
group/#statisticContainer 

Stephen, D. L. (2017). Essentials of Consumer Behavior. Routledge. 

Sthapit, E., Björk, P., & Piramanayagam, S. (2023). Motivational, emotional 
and memorable dimensions of non-Muslim tourists’ halal food 
experiences. Journal of Islamic Marketing, 14(1), 23–42. 



© C
OPYRIG

HT U
PM

 

298 
 

https://doi.org/10.1108/JIMA-02-2021-0047 

Stout, E. I., & McKessor, A. (2012). Glycerin-Based Hydrogel for Infection 
Control. Advances in Wound Care, 1(1), 48–51. 
https://doi.org/10.1089/wound.2011.0288 

Streiner, D. L. (1994). Figuring out factors: The use and misuse of factor 
analysis. Canadian Journal of Psychiatry, 39(3), 135–140. 
https://doi.org/10.1177/070674379403900303 

Suhartanto, D., Dean, D., Sarah, I. S., Hapsari, R., Amalia, F. A., & Suhaeni, 
T. (2021). Does religiosity matter for customer loyalty? Evidence from 
halal cosmetics. Journal of Islamic Marketing, 12(8), 1521–1534. 
https://doi.org/10.1108/JIMA-03-2020-0069 

Sujibto, B. J., & Fakhruddin, M. (2023). Non-Muslim voices on halal 
certification: From sectoral-religious tendencies to state-mandated 
regulations. Jurnal Ilmu Sosial Dan Ilmu Politik, 26(3), 258. 
https://doi.org/10.22146/jsp.67792 

Sukboonyasatit, D. (2009). Prediction of peoples’ intentions and actual 
consumption of functional foods in Palmerston North. Massey University 
Palmerston North. 

Suki, N. M. N. M., Suki, N. M. N. M., Norazah, M. S., & Norbayah, M. S. (2018). 
Halal Cosmetic Products : Do Knowledge and Religiosity Affect 
Consumers ’ Attitude and Intention to Use ? International Journal of 
Engineering & Technology, 7, 764–767. 

Sulistiowati, S., Suwarsinah, H. K., & Simajuntak, M. (2023). The factors 
affecting intention to save at Indonesian Islamic banks using the Theory 
of Planned Behavior (TPB). Indonesian Journal of Business and 
Entrepreneurship. https://doi.org/10.17358/ijbe.9.1.91 

Sultana, S., Hossain, M. A. M., Azlan, A., Johan, M. R., Chowdhury, Z. Z., & 
Ali, M. E. (2020). TaqMan probe based multiplex quantitative PCR assay 
for determination of bovine, porcine and fish DNA in gelatin admixture, 
food products and dietary supplements. Food Chemistry, 325. 
https://doi.org/10.1016/j.foodchem.2020.126756 

Sungit, F., Isa, M., Deni, M., Abdullah, M., & Putra, B. S. (2020). Concepts and 
Practices of Halalan Tayyiban in the Islamic Manufacturing Practice ( Imp 
): an Analysis From Syariah Perspective. Journal of Social Sciences and 
Humanities, 2600(7274), 214–229. 

Suparno, C. (2020). Online purchase intention of halal cosmetics: S-O-R 
framework application. Journal of Islamic Marketing, 12(9), 1665–1681. 



© C
OPYRIG

HT U
PM

 

299 
 

https://doi.org/10.1108/JIMA-09-2019-0192 

Supian, K., & Rashid, N. A. (2018). The role of supplier, top management and 
government in halal practices integrity of Malaysian food business. 
International Journal of Asian Social Science, 8(8), 549–559. 
https://doi.org/10.18488/journal.1.2018.88.549.559 

Suraiya, I., Ahmad Raflis, C. O., Kartini, K., Intan Safiena, A. G., & Mohd Yusof, 
H. (2019). Cosmetics purchase behavior of educated millennial Muslim 
females. Journal of Islamic Marketing, 11(5), 1055–1071. 
https://doi.org/10.1108/JIMA-01-2019-0014 

Suraiya, I., & Nur Faridah, M. Z. (2012). Impact of consumer awareness and 
knowledge to consumer effective behavior. Asian Social Science, 8(13), 
108–114. https://doi.org/10.5539/ass.v8n13p108 

Suryadi, & Djajanto, L. (2021). Implementation of discovery learning factor 
analysis in transforming learning achievement through Stimulus Organism 
Response Theory. Proceedings of 2nd Annual Management, Business 
and Economic Conference (AMBEC 2020), 183. 
https://doi.org/10.2991/aebmr.k.210717.018 

Susongko, P., Kusuma, M., Arfiani, Y., Samsudin, A., & ... (2020). Revising of 
the Integrating Scientific Literacy Skills Scale (ISLS) with Rasch Model 
Analysis. Journal for the Education of Gifted, 8(4), 1583–1602. 
https://dergipark.org.tr/en/pub/jegys/issue/56816/781583 

Sutono. (2015). Understanding of the Halalan Tayyiban Concept Towards 
Purchase Intention of Halal Cosmetics Among. UPM-SAGE Publications 
Young Writer’s Award 2015 Papers, 214–235. 

Svobodová, S., & Kroufek, R. (2022). Environmental literacy of ISCED 2 pupils 
in the Czech Republic and Slovakia. European Journal of Science and 
Mathematics Education, 10(4), 519–528. 
https://doi.org/10.30935/scimath/12361 

Syed Faheem Hasan, B., Woodside, F. M., Hassan, R., & Hassan Ali, O. M. 
S. (2020). Intrinsic and extrinsic attributes that drive Muslim consumer 
purchase behavior: A study in the context of Western imported food. 
Journal of Islamic Marketing, 12(1), 70–94. https://doi.org/10.1108/JIMA-
01-2018-0004 

Syed Faheem Hasan, B., Woodside, F. M., & Rumman, H. (2019). Is religiosity 
an important consideration in Muslim consumer behavior: Exploratory 
study in the context of western imported food in Pakistan. Journal of 
Islamic Marketing, 10(4), 1288–1307. https://doi.org/10.1108/JIMA-01-
2018-0006 



© C
OPYRIG

HT U
PM

 

300 
 

Syukur, M., & Nimsai, S. (2018). Factors influencing the purchase intention of 
halal packaged food in Thailand. International Journal of Supply Chain 
Management, 7(4), 1–6. 

Taherdoost, H. (2018). Sampling Methods in Research Methodology; How to 
Choose a Sampling Technique for Research. SSRN Electronic Journal, 
January 2016. https://doi.org/10.2139/ssrn.3205035 

Tamanaha, B. Z. (1999). Realistic socio-legal theory : pragmatism and a social 
theory of law. In Oxford socio-legal studies. Oxford University Press. 
https://doi.org/https://doi.org/10.1093/acprof:oso/9780198298250.001.00
01 

Temizkan, V. (2022). A Research on The Attitude and Purchasing Behavior of 
Muslim Consumers Towards Products with Halal Logo in Another Muslim 
Country. Sosyal Mucit Academic Review, 3(1), 123–147. 
https://doi.org/10.54733/smar.1108447 

Teoh, S. L., Ngorsuraches, S., Lai, N. M., Bangpan, M., & Chaiyakunapruk, N. 
(2019). Factors affecting consumers’ decisions on the use of 
nutraceuticals: a systematic review. International Journal of Food 
Sciences and Nutrition, 70(4), 491–512. 
https://doi.org/10.1080/09637486.2018.1538326 

Tuhin, M. K. W., Miraz, M. H., Habib, M. M., & Alam, M. M. (2020). 
Strengthening consumers’ halal buying behaviour: role of attitude, 
religiosity and personal norm. Journal of Islamic Marketing, 13(3), 671–
687. https://doi.org/10.1108/JIMA-07-2020-0220 

Uddin, S. M. K., Hossain, M. A. M., Sagadevan, S., Al Amin, M., & Johan, M. 
R. (2021). Halal and Kosher gelatin: Applications as well as detection 
approaches with challenges and prospects. Food Bioscience, 44. 
https://doi.org/10.1016/j.fbio.2021.101422 

Ullah, H., Zafar Hussain, & Abdul Manan. (2022). Modern Sharia Rules about 
Halal (Lawful) and Haram (Unlawful) Food. Al-Idah, 40(2), 223–246. 
https://doi.org/10.37556/al-idah.040.02.0801 

Umar Mukhtar, M. N. (2020). Irsyad Al-Fatwa Series 401: The Ruling of Eating 
Ant In a Sugar Container. Mufti of Federal Territory’s Office. 
https://www.muftiwp.gov.my/en/artikel/irsyad-fatwa/irsyad-fatwa-umum-
cat/4114-irsyad-al-fatwa-series-401-the-ruling-of-eating-ant-in-a-sugar-
container#:~:text=The ruling of eating ants,the prohibition of killing ants. 

Umar, N. S., Rani, M. D. M., Aripin, K. N. N., Rahman, T. S. A., & Salleh, N. 
M. (2016). A review of prophetic nutraceutical foods: Issues and 
challenges. Advanced Science Letters, 22(9), 2147–2151. 



© C
OPYRIG

HT U
PM

 

301 
 

https://doi.org/10.1166/asl.2016.7572 

Ur Raheema, S. F., & Demirci, M. N. (2018). Assuring Tayyib from a food 
safety perspective in Halal food sector: a conceptual framework. MOJ 
Food Processing & Technology, 6(2), 170–179. 
https://doi.org/10.15406/mojfpt.2018.06.00161 

Urda, J., & Loch, C. H. (2013). Social preferences and emotions as regulators 
of behavior in processes. Journal of Operations Management, 31(1–2), 6–
23. https://doi.org/10.1016/j.jom.2012.11.007 

Utami Putri, T. (2018). Halal Logo, Beauty Blogger & Halal Marketing 
Package : Which One is the Most Influencing Factors that Lead into 
Purchase Decision on Halal Cosmetic. International Journal of 
Engineering & Technology, 7(3.30), 575. 
https://doi.org/10.14419/ijet.v7i3.30.18434 

Vanany, I., Soon, J. M., Maryani, A., & Wibawa, B. M. (2019). Determinants of 
halal-food consumption in Indonesia. Journal of Islamic Marketing, 11(2), 
516–530. https://doi.org/10.1108/JIMA-09-2018-0177 

Varinli, İ., Erdem, E., Mutlu, Y., Avcılar, Y., & Avcılar, M. Y. (2016). Exploring 
the factors affecting purchase intention of halal certified foods in Turkey: 
A PLS-Path modeling study. European Journal of Business and 
Management, 8(4), 2222–2839. 
https://www.researchgate.net/publication/296700568_Exploring_the_Fac
tors_Affecting_Purchase_Intention_of_Halal_Certified_Foods_in_Turkey
_A_PLSPath_… 

Volpi, N. (2010). Quality of different chondroitin sulfate preparations in relation 
to their therapeutic activity. Journal of Pharmacy and Pharmacology, 
61(10), 1271–1280. https://doi.org/10.1211/jpp.61.10.0002 

Wan Hasan, W. N. (2015). Economic Indicators: a Comparative Analysis of 
Human–Centric Development Index. Researchers World – Journal of Arts 
Science & Commerce, VI(4(1)), 01–08. 
https://doi.org/10.18843/rwjasc/v6i4(1)/01 

Wan Ismail, W. R., Othman, M., Abdul Rahman, R., Kamarulzaman, N. H., & 
Rahman, S. A. (2016). Halal Malaysia Logo or Brand: The Hidden Gap. 
Procedia Economics and Finance, 37(16), 254–261. 
https://doi.org/10.1016/s2212-5671(16)30122-8 

Waqar, A., Arsalan, N., Hafiz, M. F., & Shaharyar, A. (2019). Consumer 
behaviour towards willingness to pay for Halal products: An assessment 
of demand for Halal certification in a Muslim country. British Food Journal, 
121(2), 492–504. https://doi.org/10.1108/BFJ-02-2018-0085 



© C
OPYRIG

HT U
PM

 

302 
 

Wee, C., Ariff, M., Zakuan, N., Tajudin, M., Ismail, K., & Ishak, N. (2014). 
Consumers perception, purchase intention and actual purchase behavior 
of organic food products. Review of Integrative Business and Economics 
Research, 3(2), 378. 

Weisberg, H. F., & Bowen, B. D. (1977). An introduction to Survey Research 
and Data Analysis. W. H. Freeman. 

Weisberg, S., & Fleiss, J. L. (1974). Statistical methods for rates and 
proportions. Journal of the American Statistical Association, 69(346), 581. 
https://doi.org/10.2307/2285710 

Widodo, T. (2013). The influence of Muslim consumer’s perception toward 
halal food production on attitude and purchase intention at retail stores. 
Jurnal Ekonomi Dan Bisnis, 1(1), 1–20. 

Wong, Y. Q., Tan, B. C., Lau, T. C., & Khan, N. (2021). Purchase intention 
towards dietary supplements during COVID-19 pandemic: Consumers’ 
perspective. Food Research, 5(5), 194–199. 
https://doi.org/10.26656/FR.2017.5(5).270 

Woringer, M., Nielsen, J. J., Zibarras, L., Evason, J., Kassianos, A. P., Harris, 
M., Majeed, A., & Soljak, M. (2017). Development of a questionnaire to 
evaluate patients’ awareness of cardiovascular disease risk in England’s 
National Health Service Health Check preventive cardiovascular 
programme. In BMJ Open (Vol. 7, Issue 9). 
https://doi.org/10.1136/bmjopen-2016-014413 

Worthington, E. L., Wade, N. G., Hight, T. L., Ripley, J. S., McCullough, M. E., 
Berry, J. W., Schmitt, M. M., Berry, J. T., Bursley, K. H., & O’Connor, L. 
(2003). The religious commitment inventory-10: Development, refinement, 
and validation of a brief scale for research and counseling. Journal of 
Counseling Psychology, 50(1), 84–96. https://doi.org/10.1037/0022-
0167.50.1.84 

Wright, A., Thurber, K. A., Yap, M., Du, W., Banks, E., Walker, J., Irwin, F., 
Sanders, W., & Lovett, R. (2020). Who responds? An examination of 
response rates to a national postal survey of Aboriginal and Torres Strait 
Islander adults, 2018-2019. BMC Medical Research Methodology, 20(1). 
https://doi.org/10.1186/s12874-020-00970-8 

Wu, S.-I. (2015). Effect of Green Consumption Perception Degree on 
Relationship Model of Green Consumption Behavior. Journal of 
Management and Strategy, 6(2), 109–123. 
https://doi.org/10.5430/jms.v6n2p109 

Xiang, C., Luo, J., Yang, G., Sun, M., Liu, H., Yang, Q., Ouyang, Y., Xi, Y., 
Yong, C., Khan, M. J., & Lin, Q. (2022). Dietary Supplement Use during 



© C
OPYRIG

HT U
PM

 

303 
 

Pregnancy: Perceptions versus Reality. International Journal of 
Environmental Research and Public Health, 19(7), 4063. 
https://doi.org/10.3390/ijerph19074063 

Yahaya, A. M., & Ruzulan, Z. (2020). Quranic Concept of Halalan Tayyiban 
and its Application in Food and Beverages of Hospitality Sector in 
Malaysia. Journal of Contemporary Islamic Studies, 6(1), 61–76. 
https://doi.org/10.24191/jcis.v6i1.4 

Yunus Ali, M., Ahmed, P. K., & Singh, S. N. (2018). Muslim consumers’ halal 
Product choice behaviour: An eye-tracking investigation on visual choice 
process. In Marketing Transformation: Marketing Practice in an Ever 
Changing World (pp. 137–152). https://doi.org/10.1007/978-3-319-68750-
6_43 

Zafran, M. (2022). Framework of Islamic consumer behavior: Exploring the 
foundation of Islamic consumer behavior and motivation. Journal of 
Business Administration and …, 04(02), 8–30. 
http://jobams.smiu.edu.pk/index.php/jobams/article/view/82%0Ahttp://job
ams.smiu.edu.pk/index.php/jobams/article/download/82/52 

Zaini, A. R., & Yoyo, Y. (2021). The awareness of Muslim consumers towards 
the Halal Logo in Malaysia. Akademika, 91, 27–37. 
https://doi.org/10.17576/akad-2021-91IK-03 

Zainol, Z., Yahaya, R., Osman, J., & Omar, N. A. (2019). Application of the 
Tayyib concept among Malaysian Muslim consumers: The role of nutrition 
label. Journal of Islamic Marketing, 11(3), 819–840. 
https://doi.org/10.1108/JIMA-03-2018-0048 

Zainudin, A. (2012). Structural equation modeling using AMOS graphic. 
Penerbit Universiti Teknologi MARA. 

Zainudin, M. I., Haji Hasan, F., & Othman, A. K. (2020). Halal brand personality 
and brand loyalty among millennial modest fashion consumers in 
Malaysia. Journal of Islamic Marketing, 11(6), 1277–1293. 
https://doi.org/10.1108/JIMA-10-2018-0187 

Zakaria, Z., Abdul Majid, M. D., Ahmad, Z., Jusoh, Z., & Zakaria, N. Z. (2018). 
Influence of Halal certification on customers’ purchase intention. Journal 
of Fundamental and Applied Sciences, 9(5S), 772–787. 
https://doi.org/10.4314/jfas.v9i5s.55 

Zariski, A. (2014). Legal Literacy: An Introduction to Legal Studies. In Legal 
Literacy: An Introduction to Legal Studies. Athabasca University. 
https://doi.org/10.15215/aupress/9781927356449.01 



© C
OPYRIG

HT U
PM

 

304 
 

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1988). Consumer Perceptions 
of Price, Quality and Value: A means-end Model and Synthesis of 
Evidence. Journal of Marketing, 52(7), 2–22. 

Zeqiri, J., Alserhan, B. A., Al-Shboul, M. A., & Koku, P. S. (2019). Factors 
affecting Muslim consumers’ intention to purchase halal products: a 
comparative study in North Macedonia, Kosovo and Jordan. International 
Journal of Islamic Marketing and Branding, 4(2), 167. 
https://doi.org/10.1504/ijimb.2019.104546 

Zhari, I., & Abdul Halim, E. (2008). Halal nutraceutical market: Issues and 
challenges. 2008 Asian Forum on Business Education (AFBE) 
Conference, 573–597. 

Zheng, M., Tang, D., & Xu, A. (2023). Attribute-driven or green-driven: The 
impact of subjective and objective knowledge on sustainable tea 
consumption. Foods, 12(1). https://doi.org/10.3390/foods12010152 

Zikmund, W., Babin, B., Carr, J., & Griffin, M. (2010). Business Research 
Methods (Eighth Edi). Cengage learning. 

Zwarun, L., & Hall, A. (2014). What’s going on? Age, distraction, and 
multitasking during online survey taking. Computers in Human Behavior, 
41, 236–244. https://doi.org/10.1016/j.chb.2014.09.041 

 

  


	ABSTRACT
	ABSTRAK
	APPROVAL
	DECLARATION
	ACKNOWLEDGEMENTS
	TABLE OF CONTENTS
	LIST OF TABLES
	LIST OF FIGURES
	LIST OF ABBREVIATIONS
	1 INTRODUCTION
	1.1 Research Background
	1.1.1 Nutraceutical Products in Malaysia
	1.1.2 Nutraceutical Products Issues
	Halal Issues
	Safety Issues
	Legal Issues

	1.1.3 Muslim Consumer Protection

	1.2 Problem Statement
	1.3 Research Questions
	1.4 Research Objectives
	1.5 Research Hypotheses
	1.6 Research Scope and Limitation
	1.7 Research Contribution
	1.7.1 Academic Contribution
	1.7.2 Muslim consumers
	1.7.3 The government of Malaysia
	1.7.4 Nutraceutical manufacturers and entrepreneurs

	1.8 Conceptual and Operational Definition
	1.9 Structure of Thesis

	2 LITERATURE REVIEW
	2.1 The Concept of Halal Nutraceuticals
	2.1.1 Halal
	2.1.2 Syubhah-free (Undoubtful)
	2.1.3 Safe
	2.1.4 Hygienic
	2.1.5 Beneficial
	2.1.6 Quality

	2.2 Muslim Consumer Behavior Towards Halal Products
	2.2.1 Locus and Focus of Previous Research
	2.2.2 Research Design and Theory Used
	2.2.3 Determinants of Muslim Consumer Behavior
	Discussions on Internal Factors
	Discussions on External Factors


	2.3 Theoretical Framework
	2.3.1 Theory of Islamic Consumer Behavior (ICB)
	2.3.2 Stimulus Organism Response (SOR) Model

	2.4 Conceptual Framework & Hypotheses Development
	2.4.1 Religious Commitment
	2.4.2 Maqasid al-Shariah
	2.4.3 Islamic Values
	2.4.4 Perceived Safety
	2.4.5 Perceived Quality
	2.4.6 Perceived Benefits
	2.4.7 Halal literacy
	2.4.8 Legal literacy
	2.4.9 Trust in Government
	2.4.10 Halal Logo

	2.5 Chapter Summary

	3 RESEARCH METHODOLOGY
	3.1 Research Paradigm
	3.1.1 Islamic Tasawwur (Worldview)
	3.1.2 Islamic Epistemology
	3.1.3 Islamic Ontology

	3.2 Research Design
	3.3 Sampling Procedure
	3.3.1 Target Population
	3.3.2 Sample Size
	3.3.3 Sampling Criteria
	3.3.4 Sampling Technique

	3.4 Method of Data Collection
	3.5 Research Ethics
	3.6 Instrumentation
	3.6.1 Screening Questions
	3.6.2 Section A: Purchasing Patterns of Nutraceuticals
	3.6.3 Section B: Religious Commitment, Maqasid al-Shariah, and Islamic Values.
	3.6.4 Section C: Perceived Safety, Perceived Quality, and Perceived Benefits
	3.6.5 Section D: Halal Literacy & Legal Literacy
	Halal literacy
	Legal Literacy

	3.6.6 Section E: Trust in Government and Halal Logo
	3.6.7 Section F: Consumer Behavior
	3.6.8 Section G: Demographic Background of Respondents

	3.7 Pre-Testing
	3.7.1 Content Validity (Expert Review)
	3.7.2 Face Validity (Pilot Test)
	3.7.3 Reliability

	3.8 Method of Data Analysis
	3.8.1 Descriptive Analysis
	3.8.2 Rasch Measurement Model Analysis
	3.8.3 Exploratory Factor Analysis
	3.8.4 Structural Equation Modelling (SEM) Analysis

	3.9 Data Preparation
	3.10 Validity and Reliability of Data
	3.10.1 Rasch Measurement Model
	Item Polarity
	Item Fit
	Unidimensionality and Local Dependency
	Reliability & Separation Index

	3.10.2 Exploratory Factor Analysis
	3.10.3 Confirmatory Factor Analysis (CFA)
	CFA for Religious Commitment
	CFA for Maqasid al-Shariah
	CFA for Islamic Values
	CFA for Trust
	CFA for Perceived Safety
	CFA for Perceived Quality
	CFA for Perceived Benefit
	CFA for Halal logo
	CFA for Consumer Behavior
	CFA for Measurement Model
	Construct validity
	Unidimensionality, convergent validity, and composite reliability
	Discriminant Validity

	3.10.4 Normality

	3.11 Chapter Summary

	4 RESULTS AND DISCUSSION
	4.1 Profile of Respondents
	4.2 Nutraceutical Purchased Pattern
	4.3 Descriptive Analysis of Variables
	4.3.1 Halal and legal literacy
	Halal Literacy
	Legal literacy
	Level of halal literacy and legal literacy

	4.3.2 Religious Commitment
	4.3.3 Maqasid al-Shariah
	4.3.4 Islamic Values
	4.3.5 Perceived Safety, Perceived Quality, and Perceived Benefits
	4.3.6 Trust in Government
	4.3.7 Halal Logo
	4.3.8 Consumer Behavior

	4.4 Structural Equation Model (SEM) Analysis
	4.4.1 Model Summary
	4.4.2 Direct Model Evaluation
	Results of Direct Effect Analysis
	Religious Commitment
	Maqasid al-Shariah
	Islamic values
	Perceived safety
	Perceived quality
	Perceived benefit
	Halal literacy
	Legal literacy
	Trust
	The Main Predictor of Consumer Behavior

	4.4.3 Mediation Model Evaluation
	Results of Mediation Analysis
	The Role of the Halal Logo
	Halal Literacy and Legal Literacy
	Religious Commitment and Islamic Values
	Maqasid al-Shariah
	Perceives safety, Quality, and Benefits (Tayyib Elements)
	Trust in Government


	4.5 Chapter Summary

	5 SUMMARY, CONTRIBUTIONS, LIMITATIONS, RECOMMENDATIONS, AND CONCLUSION
	5.1 Research Summary
	5.2 Research Contributions
	5.2.1 Theoretical Contributions
	5.2.2 Methodological contributions
	5.2.3 Policy contributions
	5.2.4 Practical contributions
	Muslim consumers
	Nutraceuticals Practitioners
	Halal Authority


	5.3 Limitations of study
	5.4 Recommendations for future research
	5.5 Conclusion

	REFERENCES
	APPENDICES
	Appendix A: Flow Diagram of Systematic Literature Review
	Appendix B: Systematic Literature Review
	Appendix C: Sampling Process
	Appendix D: Ethics Approval
	Appendix E: Content Validity
	Appendix F: Measurement scale of latent variables
	Appendix G: Google Form Survey
	Appendix H: Pilot Test (Reliability for Halal and Legal Literacy Constructs)
	Appendix I: Rasch Analysis
	Appendix J: Exploratory Factor Analysis (EFA) Result
	Appendix K: Confirmatory Factor Analysis
	Appendix L: Data Normality
	Appendix M: Factor Loading, Composite Reliability and AVE Results
	Appendix N: Structural Equation Modeling (SEM) Result

	BIODATA OF STUDENT
	LIST OF PUBLICATIONS
	CONFIRMATION FOR COPYRIGHT



