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Abstract of thesis presented to the Senate of Universiti Putra Malaysia in
fulfillment of the requirement for the degree of Doctor of Philosophy

INFLUENCES OF HALAL PRODUCT INTEGRITY AND HALAL
INDUSTRY MACRO-ENVIRONMENTS ON MARKETING PROGRAM
ADAPTATION AND EXPORT PERFORMANCE AMONG MALAYSIAN
EXPORT FIRMS
By
HAZLINDA HASSAN

December 2013

Chairman : Associate Professor Jamil Bojei, PhD

Faculty : Economics and Management

To successfully optimize the enormous opportunities in the global Halal market,
exporting firms must be prepared to adapt their marketing strategies to reflect the unique
circumstances of the market. Accordingly, the main purpose of the study is to explore
the influence of product and macro-environmental factors specific to the Halal industry

on marketing program adaptation and export performance.

Using a mixed methods research approach, semi-structured interviews with 12 selected
experts in the Halal industry were conducted initially to explore the specific dimensions
of Halal product integrity and Halal industry macro-environments. Later, the
questionnaires were distributed to 110 Malaysian Halal exporting firms. Based on the
survey, the results of Partial Least Squares (PLS) analysis revealed that ethical integrity,
Halal regulations and support, Halal values and attitudes, and Halal technological
development were significantly and positively related to the decision to adapt the

marketing program. Meanwhile, physical integrity and Halal economic indicators were



not perceived as important in a firm’s decisions for export marketing adaptation. The
study also found a partial role of marketing program adaptation strategy in mediating the
influence of ethical integrity on export performance, and also the influence of Halal

regulations and support on export performance.

The results are useful to public export agencies and exporting firms in designing
appropriate strategies to improve export performance of Halal products. The findings
suggested that firms wishing to achieve superior export performance should assess
carefully the diverse expectations of ethical integrity among product categories and
market segments, understand various regulations concerning Halal products and trades,
and be responsive toward government support. Firms should also be aware of the unique
conditions of the Halal industry’s macro-environments in a country so as to perform the

appropriate adaptation for each marketing program.

The study has filled a gap in the literature by empirically establishing the influence of
product and macro-environmental factors of the Halal industry on marketing program
adaptation and export performance, and adding a single industry value to the existing
body of knowledge. The study has also advanced the knowledge of the export marketing

field by integrating Islamic marketing principles into the current research framework.

Vi



Abstrak tesis yang dikemukakan kepada Senat Universiti Putra Malaysia sebagai
memenuhi keperluan untuk ijazah Doktor Falsafah

PENGARUH INTEGRITI PRODUK HALAL DAN PERSEKITARAN MAKRO
INDUSTRI HALAL TERHADAP STRATEGI ADAPTASI PROGRAM
PEMASARAN DAN PRESTASI EKSPORT DALAM KALANGAN FIRMA
PENGEKSPORT DI MALAYSIA
Oleh
HAZLINDA HASSAN
Disember 2013

Pengerusi : Profesor Madya Jamil Bojei, PhD
Fakulti  : Ekonomi dan Pengurusan

Untuk mengoptimumkan dengan jayanya peluang yang besar dalam pasaran Halal
global, firma pengeksport mestilah bersedia untuk mengadaptasi strategi pemasaran
mereka bagi menggambarkan situasi unik pasaran tersebut. Seterusnya, objektif utama
kajian ini adalah untuk meninjau pengaruh faktor produk dan persekitaran makro yang

khusus kepada industri Halal terhadap adaptasi program pemasaran dan prestasi eksport.

Menggunakan pendekatan kaedah gabungan, temubual separa berstruktur dengan 12
orang pakar dalam industri Halal telah dijalankan pada peringkat awal bagi meninjau
dimensi khusus integriti produk Halal dan persekitaran makro industri Halal. Seterusnya,
borang soal selidik telah diedarkan kepada 110 buah firma pengeksport Halal Malaysia.
Berdasarkan kaji selidik tersebut, hasil analisis Partial Least Squares (PLS)
memperlihatkan bahawa integriti etika, peraturan dan sokongan Halal, nilai dan sikap

terhadap Halal, serta pembangunan teknologi Halal berkait secara signifikan dan positif

vii



dengan keputusan yang diambil untuk mengadaptasi program pemasaran. Sementara itu,
integriti fizikal dan penunjuk ekonomi Halal tidak dianggap penting dalam keputusan
firma terhadap adaptasi pemasaran eksport. Kajian ini juga memperakui peranan separa
strategi adaptasi program pemasaran sebagai perantara pengaruh integriti etika terhadap

prestasi eksport, dan pengaruh peraturan dan sokongan Halal terhadap prestasi eksport.

Hasil kajian ini bermanfaat kepada agensi pengeksport awam dan firma pengeksport
dalam mereka bentuk strategi yang bersesuaian untuk meningkatkan prestasi eksport
produk Halal. Dapatan kajian menyarankan agar firma yang berhasrat untuk mencapai
prestasi eksport yang cemerlang menilai secara teliti kepelbagaian jangkaan dalam
integriti etika dalam kalangan kategori produk dan segmen pasaran, memahami pelbagai
peraturan yang berkaitan dengan produk dan perdagangan Halal, dan bertindak secara
responsif terhadap sokongan kerajaan. Firma juga perlu berwaspada dengan keadaan
unik persekitaran makro industri Halal sesebuah negara supaya dapat melaksanakan

adaptasi yang sesuai bagi setiap program pemasaran.

Kajian ini mengisi lompang ilmu dengan mewujudkan secara empiris pengaruh produk
dan faktor persekitaran makro industri Halal terhadap adaptasi program pemasaran dan
prestasi eksport, serta menambah nilai satu lagi industri terhadap ilmu sedia ada. Kajian
ini turut meningkatkan ilmu dalam bidang pemasaran eksport dengan mengintegrasikan

prinsip pemasaran Islam ke dalam kerangka penyelidikan semasa.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

This chapter begins with a brief description of the research background and highlights
current issues of export marketing in the context of the Malaysian Halal industry. The
problem statement is then identified and explained, followed by the research objectives
and research questions. Following this, the scope and significance of the study are

specified. Finally, the organization of the thesis is outlined.

1.2 Background of the study

The development of marketing strategies optimally adjusted for the export market has
been vitally important because they may influence the firm’s competitive position and
performance in foreign markets. At the international level, a firm basically has the
option of either standardizing or adapting the marketing program elements. However, in
most cases, both these approaches are combined because the two extreme positions (i.e.,
total standardization and total adaptation) are impossible to implement strictly.
Therefore, selecting between standardization and adaptation is no longer relevant as a
firm must pay attention to how these can be combined so as to meet the specific
requirements of a target market and consequently, ensure the performance of the firm. In
general, the extent of combining standardization/adaptation (S/A) strategy depends
greatly on two major factors: (1) the internal factor, which refers to the product, firm,
and managerial characteristics, and (2) the external factor, which refers to the industry

and export market characteristics at both macro and micro levels (Cavusgil & Kirpalani,
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1993; Cavusgil & Zou, 1994; Cooper & Kleinschmidt, 1985; Theodosiou & Leonidou,
2003). Based on this perspective, this study will examine the extent of S/A practice with
regard to product and macro-environmental factors pertinent to the Halal industry as
both aspects are unique in the industry context. As the research focuses on examining
the adaptation practice and export performance among Malaysian Halal exporters, the
following sections highlight the issues and gaps present in the field of export marketing
strategy and also issues with respect to the Halal industry in both global and Malaysian

contexts.

1.2.1 Issues and gaps in the field of export marketing strategy

Marketing strategy in an export context involves the conventional marketing program
(i.e., product, price, promotion, and distribution) and, depending on the conditions of a
certain market, a certain degree of adaptation of these elements is crucial because such
adaptation may influence the firm’s competitive position and performance in a foreign
market (Albaum & Tse, 2001). As evidenced by previous empirical research, the role of
marketing standardization/adaptation (S/A) strategy in determining a successful export
venture has been extensively proven (see Table 3.1 in Chapter Three). However, the
extent to which the marketing program elements should be adapted or standardized for a
foreign market has been debated for several decades (Griffith, Hu, & Ryans Jr, 2000;

Jain, 1989).

While a wealth of empirical research identifying the determinant factors responsible for
successful export performance exists, studies that focus on examining the impact of

product and environmental factors on the marketing program adaptation and export
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performance are quite limited, especially on the full set of four sub-dimensions of the
macro-environment (e.g., Hultman, Robson, & Katsikeas, 2009; Johnson & Arunthanes,
1995; Sibanda & Erwee, 2009) and also the unique attributes of the product (e.g., Azar,
2011; Cavusgil & Zou, 1994; Cavusgil, Zou, & Naidu, 1993; Hill & Still, 1984; Koh,
1991; Larimo & Kontkanen, 2008; O'Cass & Julian, 2003; Thirkell & Dau, 1998).
Furthermore, only limited studies have examined the mediating effect of marketing
program adaptation strategy on the relationships between macro-environmental factors
and export performance (e.g., Calantone, Kim, Schmidt, & Cavusgil, 2006; Cavusgil &
Zou, 1994; Evans, Mavondo, & Bridson, 2008; Lages & Montgomery, 2001, 2005;
Ozsomer & Simonin, 2004; Sousa & Bradley, 2008) and also between product factors
and export performance. Most studies tend to concentrate exclusively on the analysis of
direct relationships among the elements involved in the export marketing phenomenon.
Therefore, much more empirical research is needed to focus on the analysis and
understanding of the indirect relationships (Calantone et al.,, 2006; Lages &

Montgomery, 2005; Zou & Stan, 1998).

Apart from that, the review of empirical studies on the research topic has been
conducted mainly on multiple industries and only few studies address a single sector in
particular (e.g., Abdul Adis & Md. Sidin, 2010; Azar, 2011; Cooper & Kleinschmidt,
1985; Evans et al., 2008; Gabrielsson, Gabrielsson, & Seppéld, 2012; Lee & Griffith,
2004; Mavrogiannis, Bourlakis, Dawson, & Ness, 2008; O'Donnell & Jeong, 2000; Priya
& Anthuvan, 2012; Roth, 1995; Shoham, 1996a, 1996b). Single industry studies have
increased value in export marketing literature (Silverman, Sengupta, & Castaldi, 2003),

especially when such business contexts have distinctive characteristics (Karelakis,
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Mattas, & Chryssochoidis, 2008). Furthermore, as Cavusgil (1997, p. 3) indicated “given
the diversity of approaches to globalization, it is important for researchers to carry out

investigations that target specific industries”.

The idiosyncratic nature of the Halal product and industry has certain implications in the
development of export marketing strategy, although no hard evidence for such exists in
the literature. The distinct characteristic of the Halal industry is the element of Halal
that is embedded in the entire production chain. The concept of Halalan Toyyiban is not
only strictly met in the product development, but also is emphasized in logistics,
financing, management, marketing, and other aspects of the production chains to
maintain the integrity of Halal products. From the Islamic perspective, conventional
marketing mix activities must follow Shariah rulings (Al-Buraey, 2007; Al-Burey, 2004;
Ali, 2011; Alserhan, 2011; Ibn al-Ukhuwah, 1938). As a Halal product is attached
strongly to Islamic values, a product that has been created according to these values
demands Islamic treatment that may require certain means and methods in every
component of the marketing activities. Thus, product and environmental factors
associated with ‘Halal needs’ are expected to play a role in influencing marketing

decisions, especially on a global basis.

The impact of Islamic values and the Halal concept, specifically, has been increasingly
noticed in marketing literature as evidenced by empirical research in areas such as
consumer behavior (e.g., Abd Aziz, Amin, & Isa, 2010; Ahmed, 2008; Ateeq-ur-
Rehman & Shabbir, 2010; Bonne & Verbeke, 2006, 2007, 2008; Bonne, Vermeir,

Bergeaud-Blackler, & Verbeke, 2006; Bonne, Vermeir, Bergeaud-Blackler, & Verbeke,
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2006, 2007; Bonne, Vermeir, & Verbeke, 2007, 2009; Bruil, 2010; Ernest, Butt, Fam, &
Jong, 2010; Farah, 2011; Golnaz, 2008; Golnaz, Zainalabidin, Mad Nasir, & Eddie
Chiew, 2009, 2010; Hashim & Othman, 2011; Hassan, 2011; Imam Salehudin, 2010;
Ireland & Rajabzadeh, 2011; Lada, Tanakinjal, & Amin, 2009; Miremadi, Iran,
Shadafza, & Moshiri, 2011; Muhamad, Melewar, & Alwi, 2011; Mutsikiwa & Basera,
2012; Omar, Nik Mat, Imhemed, & Ahamed Ali, 2012; Omar, Muhammad, & Omar,
2008; Ruenrom & Unahanandh, 2005; Imam Salehudin & Luthfi, 2010; Soesilowati,
2010) and marketing practices (e.g., Abdullah, 2006; Hag & Wong, 2010, 2011; Haque,
Ahmed, & Jahan, 2010; Hino, 2011; Lee & Chandler, 2011; Raja Yusof, Everett, &
Cone, 2011; Rajagopal, Ramanan, Visvanathan, & Satapathy, 2011; Tieman, 2011,
2013). In the context of international marketing behavior, the impact of Islamic values
on business decision-making in general has been acknowledged by several studies (e.g.,
Rice, 1999; Rice & Al-Mossawi, 2002; Saeed, Ahmed, & Mukhtar, 2001; Uddin, 2003)

in response to the current global emphasis on business ethics.

Thus, the influence of Halal values can also be anticipated in the context of international
marketing issues. As indicated by Prokopec and Kurdy (2011) and Sandikci (2011),
despite the increasing importance of Muslim consumers worldwide, very few
international marketing issues have been investigated with regard to the peculiarities of
the market. Thus, the issues of global marketing strategy such as standardization versus

adaptation in Muslim target markets have yet to be tested empirically.



1.2.2 Scenarios and issues of global Halal market

The global Halal market is large, and the size is increasing annually in tandem with the
growing Muslim population worldwide and the increased awareness of a responsibility
to consume only Halal products (Che Man, Bojei, Abdullah, & Abdul Latif, 2007;
Nooh, Nawai, Dali, & Mohammad, 2007). Furthermore, the growing concern of health
and safety issues has raised the demand for Halal products among non-Muslim
consumers, especially those who are concerned with the cleanliness and wholesomeness
of the product (Golnaz et al., 2010). Currently, food products have created the biggest
market demand for Halal products. However, there is an increasing trend of Halal-
compliance for non-food products such as pharmaceuticals, cosmetics, apparels, as well
as services, including finance, logistics, tourism, and marketing. Hanzee and Ramezani
(2011) noted that the intention to use Halal products in the world markets is apparent
because Muslims highly demand healthy and quality products, which must conform to
Shariah requirements. They also highlighted the pressing need for genuine Halal-
certified products because this certification has become a global symbol for both quality

assurance and lifestyle choice.

By looking at trade figures, the Halal business is estimated to be worth more than
USD2.3 trillion annually and the Halal food sector alone is reaching USD700 billion
yearly (World Halal Forum, 2013). As shown in Table 1.1, Asian countries are the
largest market for Halal food products with the biggest market size, followed by Africa,
Europe, North America, Australasia, and Central and South America. The figures
indicate that a huge demand for Halal products exists globally and that these products

are fast becoming an important category in global food development. Thus, the Halal
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market is growing steadily and expanding faster than its mainstream counterparts. Halal
products are fast becoming well known among worldwide consumers, and the industry is
growing rapidly throughout the world, the West in particular, targeting mainly Muslim
customers. The growth of the Halal market represents a significant demand potential for
international companies, not only in Muslim countries but also in non-Muslim countries

among which Halal observance is on the rise.

Table 1.1: Estimated Global Halal Food Market Value in 2011

Region Asia | Africa | Europe Nort_h Australasia Central & South
America America
Global Halal Food Size
(USD *000,000) 418.1 | 155.9 69.3 15.3 1.6 0.82

Sources: World Halal Forum (2011)

Although the industry is booming, some political-legal, economic, socio-cultural, and
technological issues have remained unresolved. For instance, legal issues with respect to
Global Halal Standards have delayed the development of the Halal industry due to the
disunity of Halal standards between (and within) countries. This scenario has
significantly impacted industry players, especially firms dealing with the global market.
This is because different interpretations of Halal requirements regarding animal feed,
slaughtering methods, packaging, logistics, and other issues have created problems in
meeting individual market demands. Furthermore, with little reciprocal recognition by
Halal certification bodies worldwide (Sungkar & Hashim, 2009; Wan-Hassan, 2007),
international firms have to be more attentive to the specific Halal certification

recognized in a particular market.



Apart from macro-environmental issues, the religious attributes of Halal products might
also require certain modifications of the marketing program elements to meet the
integrity aspects of the product. Although Muslims generally agree on the utilization of
Halal in their daily lives, the degree of importance with respect to the level of integrity
might be different due to the polarization of the Halal concept (Sungkar, 2010) and
varying adherence to Islamic values (Temporal, 2011a, 2011b). Furthermore, the Halal-
related factors of the product and macro-environment might be vital not only in ensuring
aspects of Halalness of the product, but also in securing firm performance in the global
market. Therefore, in developing a proper export marketing strategy for Halal products,
issues relating to industry context must be well understood. Detailed issues pertaining to
product and macro-environment peculiar to the Halal industry are elaborated in Chapter

Two.

1.2.3 Scenarios and issues of the Malaysian Halal industry

Malaysia is a multiracial country comprising approximately 60% Muslims. Under the
Third Industrial Master Plan (IMP3), Malaysia has the vision to become a Global Halal
Hub and play a primary role in exporting Halal products. With enormous potential in the
Halal industry, the trading of Halal products in the local and global markets is expected
to become a significant contributor to the economic growth of the country (IMP3, 2006-
2020). Several initiatives have been taken to capitalize on the growth potential of the
global Halal trade. For example, the country is positioning itself as the knowledge center
for trade and investment promotion of Halal products and services by designating the
Malaysia International Halal Showcase (MIHAS) and the World Halal Forum (WHF) as

international avenues for the Halal trade. In addition, the government has established the
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Department of Islamic Development Malaysia (JAKIM) to carry out Halal certification
and auditing activities, while the Halal Industry Development Corporation (HDC)
coordinates the overall development of the industry. The government is also working
diligently to leverage Malaysia’s strength in Halal certification and its promotional

efforts to capture the Halal market abroad.

Since the Malaysian government announced a policy initiative to penetrate the global
Halal market in the late 1990’s, worldwide countries, including both Muslim and non-
Muslim, have followed this step. For many countries, penetrating the global Halal
market has become a precondition for the development of an export market strategy
(Sungkar, 2008a). This can be seen in their aggressiveness in expanding their market
share in the global Halal market. In terms of meat-based products, the biggest market
share is held by Brazil (10.7%), followed by the United States (6.8%), India (6.0%),
Russia (5.3%), and Thailand (5.2%), and, surprisingly, all of them are non-Islamic

countries (Meat Trade News Daily, 2010).

Compared to these countries, Malaysia’s contribution to the world Halal food market is
relatively small. At the moment, no comprehensive trade statistics on Halal products are
available. Nevertheless, the trade statistics of exports of processed food in general are
used as a proxy for Malaysia’s general contribution to the global Halal market. It has
been reported by the Ministry of International Trade and Industry, Malaysia (MITI), that
the years between 2003 and 2012 have shown a moderate annual increase of export
value of processed food (less than 20%) except in the years 2007 and 2008 as indicated

in Table 1.2. Based on these export values, Malaysia’s market share is less than one
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percent compared to its target of capturing five percent of the global market share (Che

Man et al., 2007).

Table 1.2: Summary of Malaysia’s exports of processed food from 2004 -2012

Year Export value (RM’000) Changes (%)
2003 6,517.1 na
2004 6,054.0 -7.1
2005 6,947.3 14.8
2006 6,764.3 -2.6
2007 8,670.4 28.2
2008 12,154.6 40.2
2009 10,745.7 -11.6
2010 11,995.9 11.6
2011 13,500.6 115
2012 13,435.0 -0.5

Note: na = Not available

Sources: MITI Report (2004-2012)

In terms of international participation, Malaysia’s involvement in the global Halal food
industry is still insignificant compared to Thailand, which is fast emerging as a Halal
hub (Patton, 2006). Although Malaysia is ranked in the top ten by the World
Competitiveness Scoreboard regarding its competitiveness in the Halal food industry,
some weaknesses have been identified that hamper local food firms from performing
successfully in the global Halal food market. One of these weaknesses is the lack of
legal, social, and cultural knowledge of international consumer markets (Bohari, Hin, &
Fuad, 2013). Abdul Latif (2008) also noted that one common issue Malaysian exporters
have faced is the ability to comply with importing country requirements, which has
given some indication of their marketing adaptability in meeting target market

specifications.
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Highly regarded as a progressive, modern, and dynamic Islamic country by most
Muslim countries, Malaysia possesses an edge in offering a wide range of Halal
products and services. With excellent Halal facilities, a well-recognized Halal logo
worldwide, and supported by various government policies and assistance in export
development (IMP3, 2006-2020), Malaysia has the potential to become a major
exporting country for Halal products. However, its export performance in the global
Halal food market is still at a moderate level as indicated by the country’s level of
involvement in international trade activities. However, this is expected to change in view
of the Malaysian government’s aspiration to make the country a global hub for the Halal

industry.

1.3 Problem Statement

As evidenced by the rising demand for Halal products worldwide and aggressive
competition in the international setting, understanding the important issues of marketing
strategy for the global market in the context of the Halal industry is crucial. Similar to
other industries, the Halal business has followed the path of progressive globalization of
activities and market internationalization. The Halal industry context, however, has
important peculiarities that must be explained in meeting the needs and demands of
global consumers. The emergence of the Halal market in the global arena also provides
tremendous export opportunities, especially for small- and medium-scale food
manufacturers. Nevertheless, business environments at international level are highly
competitive, requiring exporters to have appropriate strategies before venturing into the

overseas markets.
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Marketing Halal products in an international setting is complex as it involves marketing
efforts beyond national borders. With regard to product attributes, Muslim consumers
are sensitive to the issue of Halalness in addition to other product quality aspects
because authentic Halal status is an obligation for every Muslim to fulfill. However, the
level of Halal integrity may be perceived differently in each target market due to
differing meanings of Halal among worldwide consumers. According to Sungkar
(2010), variations of the Halal concept among ethnicities, culture-related groups or
countries have influenced the trends and beliefs of Muslims toward certain issues. He
also noted that awareness level of the Halal concept and what constitutes a Halal
product is an area in which, a multi-layered understanding and, most importantly,

Shariah law interpretations must be used comprehensively.

Apart from product characteristics, macro-environmental factors have created serious
deterrents for implementing standardized strategies due to differing political-legal,
economic, socio-cultural, and technological factors in each country (Katsikeas, Samiee,
& Theodosiou, 2006; Theodosiou & Leonidou, 2003). To be able to succeed in a foreign
market, firms need to have deep knowledge and full awareness of various aspects and
trends in international marketing environments. With regard to the Halal industry
environment, specific factors closely related to the industry context such as regulations
concerning Halal, purchasing power of the Halal market, values and attitudes toward
Halal, infrastructure and technological development of Halal-compliant facilities, and
other Halal-related factors in the target market should be considered because they might
not only provide significant influence in securing product integrity but also impact the

performance of the firms at the international level. Furthermore, Sungkar and Hashim
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(2009) indicated that Halal markets are dissimilar to other markets because Halal
markets are fragmented by ethnicity, location, income, Halal awareness, and
understanding, and other determinants. As Halal products are mainly demanded by
Muslim consumers, the heterogeneity also exists among Muslim markets worldwide,
and this unique condition must be understood properly so as to prevent international
firms from offending or alienating these markets (Sandikci, 2011; Sandiker & Ger, 2011;

Sandike1 & Rice, 2011).

Despite the increasing importance of the Halal market and Muslim consumers
worldwide, few international marketing issues have been investigated with respect to the
peculiarities of the market such as international marketing strategies having Islamic
roots and considering Muslim consumers’ needs and requirements (Baligh, 1998), and
also the issues of global marketing strategies (standardization versus adaptation) in
Muslim target markets (Prokopec & Kurdy, 2011). According to Sungkar and Hashim
(2009), a one-size-fits-all strategy simply cannot work as each Halal market has a
unique condition. Based on this scenario, firms that wish to export their products to the
global Halal market should pursue an adaptation strategy so as to meet specific demands
of the market. Therefore, this study explores how marketing programs might be adapted
for the international Halal markets in response to the various needs and requirements of

Muslim consumers worldwide.

Malaysia aims to be the global center for Halal food production by 2010 and play a
major role in exporting Halal products (IMP3, 2006-2020). To secure performance in

the export market, firms involved in exporting Halal products must have an in-depth
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understanding of the unique features inherent in the Halal industry so as to develop a
proper and effective marketing strategy in each export market. However, studies
examining export marketing strategy in the Halal industry context have received little
attention in the academic literature, especially with regard to the issue of
standardization/adaptation. With inadequate literature exploring the industry context, no
clear guidelines for international marketers are available to determine the critical factors
associated with Halal products and industry environments for an effective export
marketing strategy, the appropriate degree of marketing program adaptation of a
particular export market, and the performance outcomes associated with the strategy

used.

With the lack of legal, social, and cultural knowledge of international consumer
marketplaces (Bohari et al., 2013) and marketing adaptability among Malaysian Halal
exporters (Abdul Latif, 2008), a greater understanding of the influence of product and
macro-environmental factors specific to the Halal industry on the marketing program
adaptation strategy is worthy of investigation. In view of this need, this study seeks to
fill the gap by exploring the specific dimensions of Halal product integrity and Halal
industry macro-environments and examine their influence on marketing program
adaptation and export performance, which can be useful in creating systematic
guidelines for Malaysian Halal exporters. The Islamic perspective will be integrated in
this study in order to establish empirically the impact of the religious aspect of Halal

products on strategy and performance within the field of export marketing.
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1.4  Research Objectives (RO) and Research Questions (RQ)

The general objective of the study is to explore the peculiarities of Halal Product
Integrity (HPI) and Halal Industry Macro-environments (HIM) and examine their
influence on Marketing Program Adaptation (MPA) and Export Performance (EP).
Mixed Methods Research (MMR) with the selection of Exploratory Sequential Design
(ESD) is employed to address the research objectives as the study involves both
qualitative and quantitative research questions. There are multiple perspectives in
writing research questions in MMR because the exploration of the specific nature and
form of MMR questions is still in its infancy (e.g., Creswell & Plano Clark, 2007,
Tashakkori & Creswell, 2007). Despite the diversity in formatting the MMR questions
in the current literature, the qualitative and quantitative research questions were written
separately and sequentially so as to address the aims of the study. In this study, the
qualitative research questions were formed initially because the researcher sought to
explore and understand the underlying dimensions of Halal product integrity (HPI) and
Halal industry macro-environments (HIM) in the export marketing context. This leads to

the following objectives and questions:

RO1: To identify the unique dimensions of HPI and HIM.
e RQ1: What are the underlying dimensions of HPI?

e RQ2: What are the underlying dimensions of HIM?

RO2: To identify the MPA elements that have been influenced by HPI.

e RQ3: What are the MPA elements that have been influenced by HPI?
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Subsequently, quantitative research questions were developed to test the influence of
Halal product integrity (HPI) and Halal Industry Macro-environments (HIM) on
Marketing Program Adaptation (MPA) and Export Performance (EP) through statistical

analysis. The specific objectives and questions are the following:

RO3: To investigate the influence of HPI and HIM on MPA.
e RQ4: Does HPI have a significant influence on MPA?

e RQ5: Does HIM have a significant influence on MPA?

RO4: To examine the influence of HP1 and HIM on EP through MPA.
¢ RQ6: Does HPI have a significant influence on EP through MPA?

e RQ7: Does HIM have a significant influence on EP through MPA?

RO5: To determine the influence of MPA strategy on EP.

e RQ8: Does MPA strategy used on product, price, promotion, and distribution

have a significant influence on EP of Halal product ventures?

ROG6: To investigate the marketing adaptation practice of Halal product ventures among
product categories (PC) and market segments (MS).

e RQ9: To what degree is the HPI perceived as important among PC and MS?

e RQ10: To what degree is the HIM perceived as important among PC and MS?

e RQ11: To what degree is the MPA performed among PC and MS?

e RQ12: Is the degree of HPI perceived differently among PC and MS?

16



e RQ13: Is the degree of HIM perceived differently among PC and MS?

e RQ14: Is the degree of MPA executed differently among PC and MS?

1.5  Scope and Limitations of the study

The study investigated the influence of Halal Product Integrity and Halal Industry
Macro-environments on Marketing Program Adaptation and Export Performance. The
study was limited to the exploration and examination of the unique characteristics of
product and macro-environmental factors pertinent to the Halal industry as both aspects
are very closely associated with the concept of Halalan Toyyiban. The study was
conducted in two phases that began with qualitative interviews of a few Halal experts
from the Mufti Office, Halal Industry Development Corporation (HDC), and Malaysia
External Trade Development Corporation (MATRADE); these were then followed by a
guantitative survey that involved Malaysian firms (including those in Sabah and
Sarawak) that exported specific Halal-certified products to specific export markets. Only
the person in charge or having substantial knowledge of company export activities was
deemed qualified to answer the survey, which was conducted face-to-face during the
Malaysia International Halal Showcase (MIHAS) and Halal Fiesta Malaysia

(HALFEST) in 2012.

1.6 Significance of the study
Based on the established goals, the study will contribute significantly to three different
groups. Firstly, the study will advance academic researchers in adding single industry

value to the existing body of knowledge in the field of export marketing. The
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investigation of the Halal industry context is expected to identify industry specific
idiosyncrasies especially relating to Halal product integrity (HPI). The development of
scale measurement of HPI based on Halalan Toyyiban concept enables the study to
establish empirically the influence of religious aspects of the product in determining the

degree of marketing program adaptation and performance in export ventures.

Secondly, this study will benefit practitioners in developing proper and effective export
marketing strategies, which can assist them in planning more accurate and efficient
marketing programs for Halal products across the market. This includes assistance such
as identifying the: (1) HPI and HIM dimensions critical to MPA strategy, (2) degree and
difference of HPI, HIM, and MPA strategy according to product categories and market

segments, and finally, (3) strategies to improve export performance.

Ultimately, the findings will assist public policy makers in preparing effective export
programs and assistance for global marketers of Halal products in accordance with the
product requirements as well as industry specifics. With proper aids and guidelines,
Malaysia’s aspiration to be a major exporting country of Halal products could be
realized through well-built marketing strategies developed by Malaysian Halal

exporters.

1.7  Organization of the thesis
To achieve the study objectives, the thesis is divided into eight chapters, each
representing a different stage in the research process. Chapter One introduces the

potential researchable issues and underlines the objectives, questions, and the
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significance of the study. Chapter Two presents the overview and discussions of the
Halal product and the macro-environment. It also highlights the scenarios and issues of
the Halal industry from global and Malaysian perspectives. Chapter Three reviews the
pertinent literature relating to the research purposes and main concepts under study.
Chapter Four develops a research model and forms relevant hypotheses based on the
specific research questions. Theories adapted for the research framework, and the
operational definitions and measurements of constructs involved in the study are also
included in this chapter. Chapter Five focuses specifically on the research design and
methodology employed to address all the qualitative and quantitative research questions
under study. Chapter Six provides qualitative data analysis and results by identifying
underlying dimensions of newly-developed constructs. The results are also discussed
critically to address the qualitative research questions. Meanwhile, Chapter Seven
provides quantitative data analysis and results by delivering the empirical evidence to
answer the hypotheses as well as the remaining quantitative research questions under
study. The results are also discussed critically in accordance with relevant theoretical
backgrounds. Chapter Eight, the final chapter of the thesis, concludes the findings drawn
from both qualitative and quantitative studies. This chapter also highlights the
implications of the study for academics, practitioners, and policy makers, and later the
study limitations and future research avenues are identified. The disposition of the whole

thesis and the main contents for every chapter are illustrated in Figure 1.1.
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1.8  Chapter summary

In this chapter, the background of the thesis was explicated through a discussion of the
current issues and development of export marketing strategy in the context of the Halal
industry. As the objectives, questions, and significance of the study have now been
clarified, the next chapter will create a deeper understanding of the research problem by
providing a detailed overview of the Halal industry specific to its products and macro-

environmental factors.

20




References

Quran. English translation by Yusuf Ali. Retrieved from
http://www.quranexplorer.com/quran/

Hadith.

Sahih Muslim. Translated by Abdul Hamid Siddiqui. Edited by The Vista.
Retrieved from http://www.iium.edu.my/deed/hadith/muslim/

Sahih Bukhari. Translated by M. Muhsin Khan. Edited by Mika'il al-Almany.
Retrieved from http://www.iium.edu.my/deed/hadith/bukhari/

At-Tirmidhi. Cited in As-Sunnah Vol. 2 Issue No. 3 [Feb-Mar 2005]. Retrieved
from http://gsep.com/modules.php?name=assunnah&d_op=view article&aid=34

Ahmad and Ibn Majah. Cited in Sabahuddin Azmi (2009). Retrieved from
http://www.renaissance.com.pk/Mayviewpoint2y5.htm

Al-Furu Min-al-Kafi Lil-Kulini. Cited in Animals in Islam - Part 3. Retrieved
from http://www.islamawareness.net/Animals/animals3.html

Aaby, N.-E., & Slater, S. F. (1989). Management Influences on Export Performance: A
Review of the Empirical Literature 1978-88. International Marketing Review,
6(4), 7-26.

Abd Aziz, A., Amin, M., & Isa, Z. (2010). The perception to choose Halal Cosmetics
products: An empirical study for Malaysian consumer. Paper presented at 6th
International Conference on Business, Management and Economics. Turkey:
Yasar  University.  Retrieved from  http://icbme.yasar.edu.tr/previous_
conferences/2010/e-proceeding/Azmi_Abd Aziz.pdf

Abdul Adis, A., & Md. Sidin, S. (2010). Export performance on the Malaysian wooden
furniture industry: An empirical study. Journal of International Food and
Agribusiness Marketing, 22(1&2), 52-69.

Abdul Latif, M. (2008). Halal Industry and International Market. Paper presented at the
CCMB Seminar on ‘Halal Awareness’, 16 September 2008, MATRADE, Kuala
Lumpur. Retrieved from http://www.hdcglobal.com/upload-web/cms-editor-
files/06a9234b-5937-4e73-8cef-ff3fe2a2ac96/file/32.pdf

Abdullah, A. N. (2006). Perception and awareness among food manufacturers and
marketers on Halal food in the Klang Valley. (Master's Thesis, Universiti Putra
Malaysia, Serdang). Retrieved from http://psasir.upm.edu.my/131/

Ahmad, M. (1995). Business Ethics in Islam. Islamabad, Pakistan: I11T.

333



Ahmed, A. (2008). Marketing of halal meat in the United Kingdom Supermarkets versus
local shops. British Food Journal, 110(7), 655-670.

Al-Buraey, M. A. (2004). Marketing mix management from an Islamic perspective:
Some insights. Journal of International Marketing and Marketing Research,
29(3), 139-152.

Al-Buraey, M. A. (2007). Marketing Mix Management from an Islamic Perspective:
Some insights. Paper presented at the CIM, KFUPM, Dhahran S. A., Victoria
Management School, August 2007. Retrieved from http://faculty.kfupm.
edu.ss/MGM/maburaey/Marketing_Mix_Management.ppt.

Al-Burey, M. A. (2004). Marketing mix management from an Islamic perspective: Some
insights. Journal of International Marketing and Marketing Research, 29(3),
139-152.

Al-Harran, S., & Low, P. (2008). Marketing of Halal Products: The Way Forward. The
Halal Journal, Jan/Feb 2008, 44-46.

Al-Qardawi, Y. (2002). The lawful and prohibited in Islam. Retrieved from
http://www.witness-pioneer.org/vil/Books/Q_LP/index.htm

Albaum, G., Duerr, E., & Strandskov, J. (2005). International Marketing and Export
Management (5th ed.). England: FT Prentice Hall.

Albaum, G., Strandskov, J., & Duerr, E. (1998). International Marketing and Export
Management (3rd ed.). England: Addison Wesley.

Albaum, G., & Tse, D. K. (2001). Adaptation of International Marketing Strategy
Components, Competitive Advantage, and Firm Performance: A Study of Hong
Kong Exporters. Journal of International Marketing, 9(4), 59-81.

Ali, A. J. (2011). Islamic ethics and marketing. In O. Sandikci & G. Rice (Eds.),
Handbook of Islamic Marketing (pp. 17). Cheltenham, UK: Edward Elgar.

Alserhan, B. A. (2010). On Islamic branding: brands as good deeds. Journal of Islamic
Marketing, 1(2), 101-106.

Alserhan, B. A. (2011). The Principles of Islamic Marketing. USA: Ashgate Publishing
Company.

Alshammri, S. D. (2013). Examining the Impact of Industry Factors on Organizational
Export Performance: The Mediating Role of Promotion Adaptation.
International Journal of Business and Management, 8(23), 113-119.

Amri Sofi. (2010). Awareness Level on Halal Food Products. The Halal Journal,
Mar/Apr 2010, 24.

334



Armstrong, J. S., & Overton, T. (1977). Estimating Nonresponse Bias in Mail Surveys.
Journal of Marketing Research, 14(August), 396-402.

Aronoff, C. (1975). The rise of the behavioural perspective in selected general
management textbooks: An empirical investigation and content analysis.
Academy of Management Journal, 18(4), 753-768.

Ateeq-ur-Rehman, & Shabbir, M. S. (2010). The relationship between religiosity and
new product adoption. Journal of Islamic Marketing, 1(1), 63-69.

Atuahene-Gima, K., & Murray, J. (2004). Antecedents and Outcomes of Marketing
Strategy Comprehensiveness. Journal of Marketing, 68(4), 33-46.

Aulakh, P. S., Kotabe, M., & Teegen, H. (2000). Export strategies and performance of
firms from emerging economies: Evidence from Brazil, Chile, and Mexico.
Academy of Management Journal, 43(3), 342-361.

Azar, G. (2011). Food Culture Distance: An Antecedent to Export Marketing Strategy
Adaptation - An Empirical Examination of Swedish and Finnish Food Processing
Companies. International Food and Agribusiness Management Review, 14(3),
17-44.

Babbie, E. R. (2007). The practice of social research (11th ed.). Belmont, CA:
Wadsworth Thomson Learning, cop.

Bagozzi, R. P. (1994). Measurement in Market Research: Basic Principles of
Questionnaire Design. In R. P. Bagozzi (Ed.), Principles of Marketing Research.
Cambridge, MA: Blackwell.

Bagozzi, R. P., Yi, Y., & Phillips, L. W. (1991). Assessing construct validity in
organizational research. Administrative Science Quarterly, 36(3), 421-458.

Bahrudin, S. S. M., lllyas, M. I., & Desa, M. I. (2011). Tracking and tracing technology
for halal product integrity over the supply chain. Proceeding of International
Conference on Electrical Engineering and Informatics, ICEEI 2011, Bandung,
Indonesia, 17-19 July, 2011, page 1-7. [6021678]. Retrieved from
https://www.researchgate.net/publication/221013810_Tracking_and_tracing_
technology_for_halal_product_integrity _over_the supply_chain

Bain, J. S. (1951). Relation of profit ratio to industry concentration: American
manufacturing 1936-1940. Quarterly Journal of Economics, 65(3), 293-324.

Bain, J. S. (1956). Barries to New Competition. Cambridge, MA: Harvard University
Press.

Baldauf, A., Cravens, D. W., & Wagner, U. (2000). Examining determinants of export
performance in small open economies. Journal of World Business, 35(1), 61-79.

335



Baligh, H. H. (1998). The fit between the organization structure and its cultural setting:
aspects of Islamic cultures. International Business Review, 7(1), 39-49.

Barclay, D. W., Thompson, R., & Higgins, C. (1995). The Partial Least Squares (PLS)
Approach to Causal Modeling: Personal Computer Adoption and Use an
Illustration. Technology Studies, 2(2), 285-309.

Barney, J. (1991). Firm Resources and Sustained Competitive Advantage. Journal of
Management, 17(1), 99-120.

Basit, T. N. (2003). Manual or electronic? The role of coding in qualitative data analysis.
Educational Research, 45(2), 143-154.

Beamish, P. W., Craig, R., & McLellan, K. (1993). The performance characteristics of
Canadian versus U.K. exporters in small and medium sized firms. Management
International Review, 33(2), 121-137.

Bello, D. C., Chelariu, C., & Zhang, L. (2003). The antecedents and performance
consequences of relationalism in export distribution channels. Journal of
Business Research, 56(1), 1-16.

Berger, P. L., & Luckmann, T. (1967). The social construction of reality. New York:
Doubleday.

Bilkey, W. J. (1985). Development of exports marketing guidelines. International
Marketing Review, 1(2), 31-40.

Bloor, M. (1997). Techniques of Validation in Qualitative Research: A Critical
Commentary. In G. Miller & R. Dingwall (Eds.), Context and Method in
Qualitative Research (pp. 37-50). London: SAGE Publications.

Blumberg, B., Cooper, D. R., & Schindler, P. S. (2005). Business Research Methods.
Maidenhead: McGraw-Hill.

Bock, G. W., Zmud, R. W., & Kim, Y. G. (2005). Behavioural intention formation in
knowledge sharing: examining the roles of extrinsic motivators, social-
psychological forces, and organizational climate. MIS Quarterly, 29(1), 87-111.

Boddewyn, J. J., & Grosse, R. (1995). American marketing in the European Union:
Standardization’s uneven progress (1973-1993). European Journal of Marketing,
29(12), 23-42.

Boddewyn, J. J., Soehl, R., & Picard, J. (1986). Standardization in international
marketing: is Ted Levitt in fact right? Business Horizons, 29(6), 69-75.

Bogdan, R. C., & Biklen, S. K. (2006). Qualitative research in education: An
introduction to theory and methods (5th ed.). NY: Pearson.

336



Bohari, A. M., Hin, C. W., & Fuad, N. (2013). The competitiveness of halal food
industry in Malaysia: A SWOT - ICT analysis. Malaysia Journal of Society and
Space, 9(1), 1-9.

Bonne, K., & Verbeke, W. (2006). Muslim consumer's motivations towards meat
consumption in Belgium: Qualitative exploratory insights from means-end chain
analysis. Anthropology of Food, 5, 2-24.

Bonne, K., & Verbeke, W. (2007). Consumer trust in halal meat in Belgium. In P. F.
Maupoey (Ed.), Meat safety: from abattoir to consumer (pp. 53-57): P. Fito.

Bonne, K., & Verbeke, W. (2008a). Muslim consumer trust in halal meat status and
control in Belgium. Meat Science, 79(1), 113-123.

Bonne, K., & Verbeke, W. (2008b). Religious values informing halal meat production
and the control and delivery of halal credence quality. Agriculture And Human
Values, 25(1), 35-47.

Bonne, K., Vermeir, |., Bergaud-Blackler, F., & Verbeke, W. (2006). Factors
influencing halal meat consumption: an application of the theory planned
behaviour. Proceedings of the 6th Congress of the European Society for
Agricultural and food ethics. Retrieved from http://hdl.handle.net/1854/LU-
410936

Bonne, K., Vermeir, |., Bergeaud-Blackler, F., & Verbeke, W. (2006). Factors
influencing halal meat consumption: an application of the theory of planned
behaviour. In M. Kaiser & M. E. Lien (Eds.), Ethics and the politics of food (pp.
263-269). The Netherlands: Wageningen Academic Publishers.

Bonne, K., Vermeir, |., Bergeaud-Blackler, F., & Verbeke, W. (2007). Determinants of
halal meat consumption in France. British Food Journal, 109(4-5), 367-386.

Bonne, K., Vermeir, I, & Verbeke, W. (2007). Factors influencing halal meat
consumption in Belgium: an application of the theory of planned behaviour.
Paper presented at the 36th European Marketing Academy Conference (EMAC -
2007), Reykjavic, Iceland, from 22-25 May 2007. Retrieved from
http://hdl.handle.net/1854/LU-378208

Bonne, K., Vermeir, I., & Verbeke, W. (2009). Impact of religion on halal meat
consumption decision making in Belgium. Journal of International Food &
Agribusiness Marketing, 21(1), 5-26.

Boulding, K. (1956). General Systems Theory - The Skeleton of Science. Management
Science, 2(3), 197-208.

Bourgeois, L. J. I. (1980). Performance and Consensus. Strategic Management Journal,
1(3), 227-248.

337



Bruil, R. R. (2010). Halal logistics and the impact of consumer perceptions. (Master's
Thesis, University of Twente, The Netherlands). Retrieved from
http://essay.utwente.nl/59945/

Bryman, A. (2006). Integrating quantitative and qualitative research: how is it done?
Qualitative Research, 6(1), 97-113.

Buzzell, R. D. (1968). Can you standardize multinational marketing? Harvard Business
Review, 46(6), 102-113.

Cadogan, J. W., Diamantopoulos, A., & Mortanges, C. P. d. (1999). A measure of export
market orientation: Scale development and cross-cultural validation. Journal of
International Business Studies, 30(4), 689-707.

Calantone, R. J., Cavusgil, S. T., Schmidt, J. B., & Shin, G.-C. (2004).
Internationalization and the Dynamics of Product Adaptation - An Empirical
Investigation. The Journal of Product Innovation Management, 21(3), 185-198.

Calantone, R. J., Kim, D., Schmidt, J. B., & Cavusgil, S. T. (2006). The influence of
internal and external firm factors on international product adaptation strategy and
export performance: A three-country comparison. Journal of Business Research,
59(2), 176-185.

Carneiro, J., da Rocha, A., & da Silva, J. F. (2007). A Critical Analysis of Measurement
Models of Export Performance. Brazilian Administration Review, 4(2), 1-109.

Carson, S. J., Devinney, T. M., Dowling, G. R., & John, G. (1999). Understanding
institutional designs within marketing value systems. Journal of Marketing
63(40), 115-130.

Cateora, P. R., Gilly, M. C., & Graham, J. (2008). International Marketing. Sydney:
McGraw-Hill Irwin.

Cavusgil, S. T. (1997). Measuring the potential of emerging markets: An indexing
approach. Business Horizons, 40(1), 87-91.

Cavusgil, S. T., & Kirpalani, V. H. M. (1993). Introducing products into export markets:
Success factors. Journal of Business Research, 27(1), 1-15.

Cavusgil, S. T., Knight, G., & Riesenberger, J. R. (2008). International business:
strategy, management, and the new realities. Upper Saddle River, N.J.: Pearson
Prentice Hall.

Cavusgil, S. T., & Zou, S. (1994). Marketing Strategy-Performance Relationship: An
investigation of the Empirical Link in Export Market Ventures. Journal of
Marketing, 58(1), 1-21.

338



Cavusgil, S. T., Zou, S., & Naidu, G. M. (1993). Product and promotion adaptation in
export ventures: An empirical investigation. Journal of International Business
Studies, 24(30), 479-506.

Cervifio, J., Sanchez, J., & Cubillo, J. M. (2005). Made in Effect, Competitive
Marketing Strategy and Brand Performance: An Empirical Analysis for Spanish
Brands. The Journal of American Academy of Business, Cambridge, 2(March),
237-243.

Che Man, Y., Bojei, J., Abdullah, A. N., & Abdul Latif, M. (2007). Halal food. In 50
years of Malaysian agriculture: Transformational issues, challenges & direction.
Serdang: Penerbit UPM.

Chenail, R. J. (1995). Presenting qualitative data. The Qualitative Report, 2(3).
Retrieved from http://www.nova.edu/ssss/QR/QR2-3/presenting.html

Chetty, S. K., & Hamilton, R. T. (1993). Firm-level determinants of export performance:
A meta-analysis. International Marketing Review, 10(3), 26-34.

Chhabra, S. S. (1996). Marketing Adaptations by American Multinational Corporations
in South America. Journal of Global Marketing, 9(4), 57-74.

Chin, W. W. (1998a). Issues and Opinion on Structural Equation Modeling. MIS
Quarterly, 22(1), 7-16.

Chin, W. W. (1998b). The partial least squares approach to structural equation modeling.
In G. A. Marcoulides (Ed.), Modern business research methods. Mahwah, NJ:
Lawrence Erlbaum Associates.

Chin, W. W. (2010). How to write up and report PLS analyses. In V. Esposito Vinzi, W.
W. Chin, J. Henseler & H. Wang (Eds.), Handbook of Partial Least Squares:
Concepts, Methods and Application (pp. 645-689). Germany: Springer.

Chin, W. W., Marcolin, B. L., & Newsted, P. R. (2003). A Partial Least Squares Latent
Variable Modeling Approach for Measuring Interaction Effects: Results from a
Monte Carlo Simulation Study and an Electronic-Mail Emotion/Adoption Study.
Information Systems Research 14(2), 189-217.

Chin, W. W., & Newsted, P. R. (1999). Structural equation modeling analysis with small
samples using partial least squares In R. Hoyle (Ed.), Statistical Strategies for
Small Sample Research (pp. 1307-1341). Thousand Oaks, CA: Sage
Publications.

Christensen, C. H., da Rocha, A., & Gertner, R. K. (1987). An empirical investigation of
the factors influencing exporting success of Brazilian firms. Journal of
International Business Studies, 18(3), 61-77.

339



Chung, H. F. L. (2002). An Empirical Investigation of Marketing Programme and
Process Elements in the Home-Host Scenario. Journal of Global Marketing,
16(1/2), 141.

Chung, H. F. L. (2003). International Standardization Strategies: The Experiences of
Australian and New Zealand Firms Operating in the Greater China Markets.
Journal of International Marketing, 11(3), 48-82.

Chung, H. F. L., Wang, C. L., & Huang, P.-h. (2011). A contingency approach to
international marketing strategy and decision-making structure among exporting
firms. International Marketing Review, 29(1), 54-87.

Chung, H. F. L., & Wang, Z. (2006). Analysis of Marketing Standardization Strategies:
A ‘City’ Market Framework. Journal of Global Marketing, 20(1), 39-59.

Churchill, G. A. (1995). Marketing Research: Methodological Foundations (6th ed.).
Fort Worth: Dryden Press.

Churchill, G. A., & lacobucci, D. (2005). Marketing Research: Methodological
Foundations (9th ed.). Mason: Thomson/South-Western.

Clark, B. H., & Montgomery, D. B. (1999). Managerial identification of competitors.
Journal of Marketing 63(July), 67-83.

Coakes, S. J. (2006). SPSS: Analysis Without Anguish: Version 14.0 for Windows.
Milton, QId: John Wiley & Sons.

Cohen, J. (1988). Statistical power analysis for the behavioral sciences (2nd ed.). New
Jersey: Lawrence Erlbaum Associates.

Cohen, J., & Cohen, E. (1983). Applied Multiple Regression/Correlational Analysis for
the Behavioral Sciences (2nd ed.). Hillsdale, NJ: Lawrence Erlbaum Associates.

Compeau, D. R., Higgins, C. A., & Huff, S. (1999). Social Cognitive Theory and
individual Reactions to Computing Technology - A Longitudinal-Study. MIS
Quarterly, 23(2), 145-158.

Conner, K. R. (1991). A Historical Comparison of Resource-Based Theory and Five
Schools of Thought Within Industrial Organization Economics: Do We Have a
New Theory of the Firm? Journal of Management, 17(1), 121-154.

Cooper, D. R., & Schindler, P. S. (2003). Business Research Methods (8th ed.). Boston,
MA: McGraw-Hill.

Cooper, R. G., & Kleinschmidt, E. J. (1985). The impact of export strategy on export
sales performance. International Executive, 27(3), 12-12.

340



Creswell, J. W. (2003). Research design: Qualitative, quantitative, and mixed methods
approaches (2nd ed.). Thousand Oaks, CA: Sage.

Creswell, J. W. (2008). Educational research: planning, conducting, and evaluating
qguantitative and qualitative research (3rd ed.). Upper Saddle River:
Pearson/Merrill Prentice Hall.

Creswell, J. W., & Miller, D. L. (2000). Determining validity in qualitative inquiry.
Theory into Practice, 39(3), 124-130.

Creswell, J. W., & Plano Clark, V. L. (2007). Designing and conducting mixed methods
research. Thousand Oaks, CA: Sage.

Cronbach, L., & Meehl, P. (1955). Construct validity in psychological tests.
Psychological Bulletin, 52(4), 281-302.

Crotty, M. (1998). The foundations of social research: Meaning and perspective in the
research process. London: Sage.

Cuyvers, L., Dumont, M., & Leelakuthanit, O. (2000). Competitiveness in the Gems,
Diamonds, and Jewellery Business: A Comparative Analysis between Belgium
and Thailand. Proceedings of Marketing in a Global Economy, Volume 29 of
CAS discussion paper: Centre for ASEAN Studies. Retrieved from
http://www.researchgate.net/publication/237769596 Competitiveness_  in_the
Gems_Diamonds_and_Jewellery_Business_A_ Comparative_Analysis_Between
_Belgium_and_Thailand/file/72e7e524053b99f5a3.pdf.

Cyert, R., & March, J. (1963). A Behavioral Theory of the Firm. Englewood Cliffs, NJ:
Prentice-Hall.

Czinkota, M. R., & Ronkainen, I. A. (1998). International Marketing (5th ed.). Fort
Worth: The Dryden

Czinkota, M. R., & Ronkainen, I. A. (2007). International Marketing (8th ed.). Mason,
OH: Thompson Higher Education.

Dacin, M. T., Oliver, C., & Roy, J. J. (2007). The legitimacy of strategic alliances: An
institutional perspective. Strategic Management Journal, 28(2), 169-187.

Daniels, J. D., Radebaugh, L. H., & Sullivan, D. P. (2007). International Business:
Environments and Operations (11th ed.). Upper Saddle River, NJ: Pearson
Prentice Hall.

Das, M. (1994). Successful and unsuccessful exporters from developing country.
European Journal of Marketing, 28(12), 19-33.

Day, G. S., & Nedungadi, P. (1994). Managerial representations of competitive
advantage. Journal of Marketing, 58(April), 31-44.

341



Day, G. S., & Wensley, R. (1988). Assessing Advantage: A Framework for Diagnosing
Competitive Superiority. Journal of Marketing, 52(2), 1-20.

De Luz, M. (1993). Relationship between Export Strategy Variables and Export
Performance for Brazil-Based Manufacturers. Journal of Global Marketing, 7(1),
87-110.

De Vaus, D. A. (1995). Surveys in Social Research (4th ed.). North Sydney: Allen and
Unwin.

Deephouse, D. L. (1996). Does Isomorphism legitimate? Academy of Management
Journal, 39(4), 1024-1039.

Deligonul, Z., & Cavusgil, S. T. (1997). Does the comparative advantage theory of
competition really replace the neoclassical theory of perfect competition?
Journal of Marketing, 61(4), 65-73.

Denis, J.-E. (1995). Culture and International Marketing Decisions. Department of
Management Studies, Faculty of Economics and Social Sciences, University of
Geneva, Switzerland.

Denzin, N. K. (1978). The Research Act: A Theoretical Introduction to Sociological
Methods (2nd ed.). New York, NY: McGraw-Hill.

Diamantopoulos, A. (1999). Viewpoint. Export performance measurement: Reflective
versus formative indicators. International Marketing Review, 16(6), 444-457.

Diamantopoulos, A., & Kakkos, N. (2007). Managerial Assessments of Export
Performance: Conceptual Framework and Empirical Illustration. Journal of
International Marketing, 15(3), 1-31.

DiMaggio, P. J., & Powell, W. W. (1983). The iron cage revisited: Institutional
isomorphism and collective rationality in organizational fields. American
Sociological Review, 48(2), 147-160.

Dindyal, S. (2003). How personal factors, including culture and ethnicity, affect the
choices and selection of food we make. Internet Journal of Third World
Medicine, 28(5), 36-53.

Dolatabadi, H. R., Forghani, M. H., Tabatabaee, S. M., & Faghani, F. (2013). Effect of
appropriate Marketing Mix Strategies on Iranian Protein Products Export
Performance. International Journal of Academic Research in Accounting,
Finance and Management Sciences, 3(3), 21-27.

Dominguez, L. V., & Sequeira, C. G. (1993). Determinants of LCD Exporters'
Performance: A Cross-National study. Journal of International Business Studies,
24(1), 19-40.

342



Doole, 1., & Lowe, R. (2004). International marketing strategy: Analysis, development
and implementation. London: Thomson Learning.

Doole, I., & Lowe, R. (2008). International Marketing Strategy (5th ed.). London:
Cengage Learning EMEA.

Douglas, S. P., & Craig, S. C. (1983). Examining Performance of U.S. Multinationals in
Foreign Markets. In V. H. Kirpalani (Ed.), International marketing: Managerial
Issues, Research, and Opportunities (pp. 77-93). Chicago: American Marketing
Association.

Douglas, S. P., & Craig, S. C. (1986). Global marketing myopia. Journal of Marketing
Management, 2(2), 155-169.

Douglas, S. P., & Wind, Y. (1987). The myth of globalization. Columbia Journal of
World Business, 22(Winter), 19-29.

Dow, D. (2000). A Note on Psychological Distance and Export Market Selection.
Journal of International Marketing, 8(1), 51-64.

Drisko, J. W. (1997). Strengthening qualitative studies and reports: Standards to promote
academic integrity. Journal of Social Work Education 33(1), 185-197.

Dzulkifly, M. H. (2008). Applications of the Halal concept. Paper presented at the
CCMB Seminar on ‘Halal Awareness’, 16 September 2008, MATRADE, Kuala
Lumpur. Retrieved from http://www.scribd.com/doc/48993163/
APPLICATIONS-OF-THE-HALAL-CONCEPT

El-Fatatry, M., Lee, S., Khan, T., & Lehdonvirta, V. (2011). A digital media approach to
Islamic marketing. In O. Sandikci & G. Rice (Eds.), Handbook of Islamic
Marketing (pp. 338). Cheltenham, UK: Edward Elgar.

Emerson, R., Fretz, R., & Shaw, L. (1995). Writing Ethnographic Fieldnotes. Chicago:
University of Chicago Press.

Ernest, C. D. R., Butt, M. M., Fam, K.-S., & Jong, H. Y. (2010). Attitudes towards
offensive advertising: Malaysian Muslims’ views. Journal of Islamic Marketing,
1(1), 25-36.

Esposito, J. L., Campanelli, P. C., Rothgeb, J., & Polivka, A. E. (1991). Determining
Which Questions Are Best: Methodologies for Evaluating Survey Questions. In
Proceedings of the Section on Survey Research Methods (pp. 46-55). Alexandria,
VA: American Statistical Association.

Eusebio, R., Andreu, J. L., & Belbeze, M. P. L. (2007). Management perception and
marketing strategy in export performance. Journal of Fashion Marketing and
Management, 11(1), 24-40.

343



Evans, H. A. (2004). Halal Perspectives - Understanding the Muslim Customer. Paper
presented at the 3rd International Food Marketing Forum on 21-23 February
2004, Dubai. Retrieved from http://hmakaz.wordpress.com/ 2008/08/26/halal-
perspectives-understanding-the-muslim-customer/

Evans, J., & Bridson, K. (2005). Explaining Retail Offer Adaption through Psychic
Distance. International Journal of Retail & Distribution Management, 33(1), 69-
78.

Evans, J., & Mavondo, F. T. (2002). Psychic Distance and Organizational Performance:
An Empirical Examination of International Retailing Operations. Journal of
International Business Studies, 33(3), 515-532.

Evans, J., Mavondo, F. T., & Bridson, K. (2008). Psychic Distance: Antecedents, Retail
Strategy Implications, and Performance Outcomes. Journal of International
Marketing, 16(2), 32-63.

FAQ. (2001). Guidelines for Humane Handling, Transport and Slaughter of Livestock.
CHAPTER 7: Slaughter of livestock. Retrieved from http://www.fao.org/docrep/
003/x6909e/x6909e00.htm

Farah, M. F. (2011). The Arab consumer boycott of American product: motives and
intentions. In O. Sandikc1 & G. Rice (Eds.), Handbook of Islamic Marketing (pp.
393). Cheltenham, UK: Edward Elgar.

Fornell, C., & Cha, J. (1994). Partial least squares. In R. P. Bagozzi (Ed.), Advanced
methods of marketing research (pp. 52-78). Cambridge, MA: Basil Blackwell.

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with
Unobservable Variables and Measurement Error. Journal of Marketing
Research, 18(1), 39-50.

Fowler, J. F. J. (1993). Survey Research Methods (2nd ed.). California: Sage.

Fowler, J. F. J., & Cannell, C. F. (1996). Using behavioral coding to identify cognitive
problems with survey questions. In N. Schwarz & S. Sudman (Eds.), Answering
Questions: Methodology for Determining Cognitive and Communicative
Processes in Survey Research (pp. 15-36). San Francisco: Jossey-Bass
Publishers.

Fraser, C., & Hite, R. E. (1990). Impact of international marketing strategies on
performance in diverse global markets. Journal of Business Research, 20(3),
249-262.

Frohlich, M. T. (2002). Techniques for improving response rates in OM survey research.
Journal of Operations Management, 20(1), 53-62.

344



Fuller, M. A., Hardin, A. M., & Davison, R. M. (2006). Efficacy in technology-mediated
distributed teams. Journal of Management Information Systems, 23(3), 209-235.

Gabrielsson, P., Gabrielsson, M., & Seppéld, T. (2012). Marketing Strategies for Foreign
Expansion of Companies Originating in Small and Open Economies: The
Consequences of Strategic Fit and Performance. Journal of International
Marketing, 20(2), 25-48.

Galbraith, J. R. (1973). Designing Complex Organizations. Reading, Mass: Addison-
Wesley.

Geisser, S. (1975). The predictive Sample Reuse Method with Applications. Journal of
the American Statistical Association, 70(350), 320-328.

Gencturk, E., & Kotabe, M. (2001). The effect of export assistance program usage on
export performance: a contingency explanation. Journal of International
Marketing, 9(2), 51-72.

Ghauri, P. N., & Grgnhaug, K. (2005). Research methods in business studies: A
practical guide (3rd ed.). Harlow: Financial Times Prentice Hall.

Ginsberg, A., & Venkatraman, N. (1985). Contingency Perspectives of Organizational
Strategy: A Critical Review of the Empirical Research. The Academy of
Management Review, 10(3), 421-434.

Glaser, B. G., & Strauss, A. (1967). The Discovery of Grounded Theory: Strategies for
Qualitative Research. Chicago: Aldine.

Golnaz, R. (2008). Consumers’ Confidence in Halal Labeled Manufactured Food in
Malaysia. (Doctoral dissertation, Universiti Putra Malaysia, Serdang) Retrieved
from http://psasir.upm.edu.my/4736/.

Golnaz, R., Zainalabidin, M., Mad Nasir, S., & Eddie Chiew, F. C. (2009). Concerns for
halalness of halal-labelled food products among Muslim consumers in Malaysia:
Evaluation of selected demographic factors. Economic and Technology
Management Review, 4(2009), 65-73.

Golnaz, R., Zainalabidin, M., Mad Nasir, S., & Eddie Chiew, F. C. (2010). Non-
Muslims’ awareness of Halal principles and related food products in Malaysia.
International Food Research Journal, 17(2010), 667-674.

Graham, J. W., Hofer, S. M., Donaldson, S. L., MacKinnon, D. P., & Schafer, J. L.
(1997). Analysis with missing data in prevention research. In K. Bryant, Windle,
M. and West, S. (Ed.), The Science of Prevention: Methodological advances
from alcohol and substance abuse research (pp. 325-366). Washington, DC:
American Psychological Association.

345



Grant, R. M. (1991). The Resource-Based Theory of Competitive Advantage:
Implications for Strategy Formulation. California Management Review, 33(3),
114-135.

Greene, J. C., Caracelli, V. J.,, & Graham, W. D. (1989). Toward a conceptual
framework for mixed-method evaluation designs. Educational Evaluation and
Policy Analysis, 11(3), 255-274.

Gregory, G., Karavdic, M., & Zou, S. (2007). The Effects of E-Commerce Drivers on
Export Marketing Strategy. Journal of International Marketing, 15(2), 30-57.

Griffith, D. A., Hu, M. Y., & Ryans Jr, J. K. (2000). Process Standardization across
Intra- and Inter-cultural Relationships. Journal of International Business Studies,
31(2), 303-324.

Griffith, D. A., Jacobs, L., & Richey, R. G. (2006). Fitting strategy derived from
strategic orientation to international context. Thunderbird International Business
Review, 48(2), 239-262.

Grossman, G. M., & Helpman, E. (1991). Quality Ladders and Product Cycles. The
Quarterly Journal of Economics, 106(2), 557-586.

Guba, E. G., & Lincoln, Y. S. (2005). Paradigmatic controversies, contradictions, and
emerging influences. In N. K. Denzin & Y. S. Lincoln (Eds.), The Sage
handbook of qualitative research (3rd ed., pp. 191-215). Thousand Oaks, CA:
Sage.

Gwin, C. F., & Gwin, C. R. (2003). Product Attributes Model: A tool for evaluating
brand positioning. Journal of Marketing Theory & Practice, 11(2), 30-42.

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995). Multivariate Data
Analysis with Readings (4th ed.). Englewood Cliffs, NJ: Prentice Hall.

Hair, J. F., Babin, B. J., Money, A. H., & Samouel, P. (2003). Essentials of Business
Research Methods (International ed.). Hoboken, NJ: John Wiley & Sons, Inc.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data
analysis (7th ed.). Upper Saddle River, NJ: Prentice Hall.

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. L. (2006).
Multivariate Data Analysis (6th ed.). Upper Saddle River, NJ: Pearson Education
Inc.

Hair, J. F., Bush, R. P.,, & Ortinau, D. J. (2006). Marketing Research: Within a

Changing Information Environment (Revised international ed.). Boston, MA:
McGraw-Hill.

346



Hair, J. F., Celsi, M. W., Money, A. H., Samouel, P., & Page, M. (2011). Essentials of
Business Research Methods (2nd ed.). Hoboken: John Wiley.

Halal Journal. (2006). Ed's Note. The Halal Journal, Mar/Apr 2006.

Hall, B., & Howard, K. (2008). A Synergistic Approach: Conducting mixed methods
research with typological and systemic design considerations. Journal of Mixed
Methods Research, 2(3), 248-269.

Hanson, W. E., Creswell, J. W., Plano Clark, V. L., Petska, K. S., & Creswell, J. D.
(2005). Mixed Methods Research Designs in Counseling Psychology. Journal of
Counseling Psychology, 52(2), 224-235.

Hanzee, K. H., & Ramezani, M. R. (2011). Intention to Halal products in the world
markets. Interdisplinary Journal of Research in Business, 1(5), 1-7.

Hag, F., & Wong, H. Y. (2010). Is spiritual tourism a new strategy for marketing Islam?
Journal of Islamic Marketing, 1(2), 136-148.

Hag, F., & Wong, H. Y. (2011). Exploring marketing strategies for Islamic spiritual
tourism. In O. Sandikc1 & G. Rice (Eds.), Handbook of Islamic Marketing (pp.
319). Cheltenham, UK: Edward Elgar.

Haque, A., Ahmed, K., & Jahan, S. I. (2010). Shariah observation: advertising practices
of Bank Muamalat in Malaysia. Journal of Islamic Marketing, 1(1), 70-77.

Harrison, J., MacGibbon, L., & Morton, M. (2001). Regimes of trustworthiness in
qualitative research: The rigors of reciprocity. Qualitative Inquiry, 7(3), 323-345.

Harvey, M. G. (1993). Point of View: A Model to Determine Standardization of the
Advertising Process in International Markets. Journal of Advertising Research,
33(4), 57-64.

Hashim, A. H., & Othman, M. N. (2011). Halal food consumption: A comparative study
between Arab Muslims and Non-Arab Muslims consumers in Malaysia. Paper
presented at Australian and New Zealand Marketing Academy Conference,
Perth, 28-30 November 2011. Retrieved from http://www.academia.edu/
5646761/Halal_food_consumption_A_comparative_study between Arab_Musli
ms_and_Non_Arab_Muslims_consumers_in_Malaysia

Hassan, S. H. (2011). Understanding preference formation of functional food among
Malaysian. In O. Sandikc1 & G. Rice (Eds.), Handbook of Islamic Marketing (pp.
162). Cheltenham, UK: Edward Elgar.

Hazair, H. P. (2007, August 19, 2007). Avoid 'haram' names for 'halal’ food. The Brunei
Times. Retrieved from http://www.bt.com.bn/business/2007/08/19/avoid_
haram_names_for_halal_food

347



HDC. (2008-2013). Halal Standards. Retrieved from http://www.hdcglobal.com
/publisher/gw_halal_standards

Heberlein, T. A., & Baumgartner, R. (1978). Factors Affecting Response Rates to
Mailed Questionnaires: A Quantitative Analysis of the Published Literature.
American Sociological Review, 43(4), 447-462.

Hill, J. S., & Still, R. R. (1984). Adapting Products to LDC Tastes. Harvard Business
Review, 62(2), 92-101.

Hino, H. (2011). The impact of Islam on food shopping and consumption patterns of
Muslim households. In O. Sandikc1 & G. Rice (Eds.), Handbook of Islamic
Marketing (pp. 147). Cheltenham, UK: Edward Elgar.

Hofstede, G. (1980). Culture's Consequences. Beverly Hills, CA: Sage Publications.

Huliyeti, Hasimu, Marchesini, S., & Canavari, M. (2008). Chinese Distribution
Practitioners' Attitudes towards Italian Quality Foods. Journal of Chinese
Economic and Foreign Trade Studies, 1(3), 214-231.

Hultman, M. (2008). International Marketing Program Adaptation, Strategic Fit, and
Export Performance — An Empirical Investigation. (Doctoral dissertation, Luled
University of Technology). Retrieved from http://epubl.luth.se/1402-
1544/2008/67/LTU-DT-0867-SE.pdf

Hultman, M., Katsikeas, C. S., & Robson, M. J. (2011). Export Promotion Strategy and
Performance: The Role of International Experience. Journal of International
Marketing, 19(4), 17-39.

Hultman, M., Robson, M. J., & Katsikeas, C. S. (2009). Export product strategy fit and
performance: An empirical investigation. Journal of International Marketing,
17(4), 1-23.

Ibn al-Ukhuwah, M. 1. M. (1938). Ma alim al-Qurbah fi Ahkam al-Hisbah (Reuben
Levy, Trans.). London: Luzac & co.

Ibn Taymiyah. (1982). Public Duties in Islam: The Institution of the Hisbah (Muhtar
Holland, Trans.). United Kingdom: Islamic Foundation.

Imam Salehudin. (2010). Halal Literacy: A Concept Exploration and Measurement
Validation. Asean Marketing Journal, 2(1), 4-17.

Imam Salehudin & Luthfi, B. A. (2010). Marketing Impact of Halal Labeling toward
Indonesian Muslim Consumer’s Behavioral Intention Based on Ajzen’s Planned
Behavior Theory: Policy Capturing Studies on Five Different Product
Categories. Paper presented at the Proceeding of 5th International Conference on
Business and Management Research (ICBMR), Presented 4th August 2010,

348



Depok-Indonesia.  Retrieved from  http://papers.ssrn.com/sol3/papers.cfm?
abstract_id=1682342

IMP3. (2006-2020). Third Industrial Master Plan 2006-2020. Retrieved from
http://thestar.com.my/archives/2006/8/17/1IMP3/chapter21.pdf.

Ireland, J., & Rajabzadeh, S. A. (2011). UAE consumer concerns about halal products.
Journal of Islamic Marketing, 2(3), 274-283.

Jain, S. C. (1989). Standardization of International Marketing Strategy: Some Research
Hypotheses. Journal of Marketing, 22(10), 70-79.

Jobber, D. (2004). Principles and practice of marketing (4th ed.). London: McGraw-
Hill.

Jobber, D. (2007). Principles and practice of marketing (5th ed.). London: McGraw-
Hill.

Johanson, J., & Vahlne, J.-E. (1977). The Internationalization Process of the Firm - A
Model of Knowledge Development and Increasing Foreign Market
Commitments. Journal of International Business Studies, 8(1), 23-32.

Johanson, J., & Wiedersheim-Paul, F. (1975). The internationalization of the firm --
Four Swedish cases. Journal of Management Studies, 12(3), 305-322.

Johansson, J. K. (2006). Global Marketing: Foreign Entry, Local Marketing, and Global
Management (4th ed.). New York: McGraw-Hill/lrwin.

Johansson, J. K., & Nonaka, I. (1983). Japanese export marketing: structures, strategies,
counterstrategies. International Marketing Review, 1(2), 12-25.

Johansson, J. K., & Yip, G. S. (1994). Exploiting Globalization Potential: U.S. and
Japanese Strategies. Strategic Management Journal, 15(8), 579-601.

Johnson, J. L., & Arunthanes, W. (1995). Ideal and actual product adaptation in US
exporting firms: Market-related determinants and impact on performance.
International Marketing Review, 12(3), 31-46.

Jones, M. C., & Harrison, A. W. (1996). IS project team performance: An empirical
assessment. Information & Management, 31(2), 57-65.

Jonsen, K., & Jehn, K. A. (2009). Using triangulation to validate themes in qualitative
studies. Qualitative Research in Organizations and Management: An
International Journal, 4(2), 123-150.

Juliet, J. (2002). In Pursuit of a Prosperous International System. In P. J. Schraeder
(Ed.), Exporting Democracy: Rhetoric vs. Reality. Boulder: Lynne Rienner
Publishers, Inc.

349



Kacker, M. P. (1972). Patterns of Marketing Adaptation in International Business.
Management International Review, 12(4-5), 111-118.

Kamaruddin, R., Iberahim, H., & Shabudin, A. (2012). Willingness to Pay for Halal
Logistics: The lifestyle choice. Procedia - Social and Behavioral Sciences,
50(2012), 722-729.

Karelakis, C., Mattas, K., & Chryssochoidis, G. (2008). Greek wine firms: Determinants
of export performance. Agribusiness, 24(2), 275-297.

Karim, J. (2009). Emotional Labor and Psychological Distress: Testing the Mediatory
Role of Work-Family Conflict. European Journal of Social Sciences, 11(4), 584-
598.

Katsikeas, C. S., Leonidou, L. C., & Morgan, N. A. (2000). Firm-level export
performance assessment:. Review, evaluation, and development. Academy of
Marketing Science. Journal, 28(4), 493-511.

Katsikeas, C. S., Piercy, N. F., & loannidis, C. (1996). Determinants of Export
Performance in European Context. European Journal of Marketing, 30(6), 6-35.

Katsikeas, C. S., Samiee, S., & Theodosiou, M. (2006). Strategy fit and performance
consequences of international marketing standardization. Strategic Management
Journal, 27(9), 867-890.

Kaynak, E., & Kuan, W. K.-y. (1993). Environment, strategy, structure, and
performance in the context of export activity: An empirical study of Taiwanese
manufacturing firms. Journal of Business Research, 27(1), 33-49.

Keegan, W. J. (1989). Global Marketing Management. Englewood Cliffs, NJ: Prentice
Hall.

Keegan, W. J., & Schlegelmilch, B. B. (2001). Global Marketing Management: A
European Perspective. Englewood Cliffs, NJ: Prentice Hall.

Kent, R. (2007). Marketing Research: Approaches, Methods, and Applications in
Europe. London: Thomson Learning.

Kiang, M., Raghu, T., & Shang, K. (2000). Marketing on the Internet: Who Can Benefit
from an Online Marketing Approach? Decision Support Systems, 27(4), 383-393.

Kinnear, T. C., & Taylor, J. R. (1996). Marketing Research: An Applied Approach (5th
ed.). New York: McGraw Hill.

Kirpalani, V. H., & Macintosh, N. B. (1980). International marketing effectiveness of

technology-oriented small firms. Journal of International Business Studies,
11(3), 81-90.

350



Koh, A. C. (1991). Relationships among Organisational Characteristics, Marketing
Strategy and Export Performance. International Marketing Review, 8(3), 46-60.

Kotabe, M., & Omura, G. S. (1989). Sourcing Strategies of European and Japanese
Multinationals: A Comparison. Journal of International Business Studies, 20(1),
113-130.

Kotler, P., Leong, S., & Tan, C. (1996). Designing strategies for the global market place.
In Marketing Management, An Asian Perspective. Singapore: Prentice-Hall.

Kotler, P., Wong, V., Saunders, J., & Armstrong, G. (2005). Principles of Marketing.
Harlow: Financial Times.

Kreutzer, R. T. (1988). Marketing-Mix Standardisation: An Integrated Approach in
Global Marketing. European Journal of Marketing, 22(10), 19-30.

Kustin, R. (2010). The Earth Is Flat, Almost: Measuring Marketing Standardization and
Profit Performance of Japanese and U.S. Firms. Journal of Global Marketing,
23(2), 100-108.

Kustin, R. A. (2004). Marketing mix standardization: A cross cultural study of four
countries. International Business Review, 13(5), 637-649.

Kutner, J. S., Steiner, J. F., Corbett, K. K., Jahnigen, D. W., & Barton, P. L. (1999).
Information needs in terminal illness. Social Science & Medicine, 48(10), 1341-
1352.

Lada, S., Tanakinjal, G. H., & Amin, H. (2009). Predicting intention to choose halal
products using theory of reasoned action. International Journal of Islamic and
Middle Eastern Finance and Management, 2(1), 66-76.

Lado, N., Martinez-Ros, E., & Valenzuela, A. (2004). Identifying successful marketing
strategies by export regional destination. International Marketing Review, 21(6),
573-597.

Lages, C. R., & Lages, L. F. (2003). Marketing strategy and export performance:
empirical evidence from the UK. CD-ROM Proceedings of the 32nd EMAC
Conference, Glasgow.

Lages, L. F. (2000a). A Conceptual Framework of the Determinants of Export
Performance: Reorganizing Key Variables and Shifting Contingencies in Export
Marketing. Journal of Global Marketing, 13(3), 29-51.

Lages, L. F. (2000b). Export marketing standardization and its influence on

performance: a structural model examination. (Doctoral dissertation, Warwick
University, Coventry). Retrieved from www:.jibs.net

351



Lages,

Lages,

Lages,

Lages,

Lages,

Lages,

Lages,

Lages,

Lages,

Lages,

Lages,

L. F., Abrantes, J. L., & Lages, C. R. (2008). The STRATADAPT scale: A
measure of marketing strategy adaptation to international business markets.
International Marketing Review, 25(5), 584-600.

L. F., & Jap, S. D. (2002). A Contingency approach to marketing mix adaptation
and performance in international marketing relationships. Working paper no.
411, Losboa: Faculdade de Economia, Universidada Nova de Lisboa. Retrieved
from http://papers.ssrn.com/sol3/papers.cfm? abstract_id=881841

L. F., Jap, S. D., & Griffith, D. A. (2008). The role of past performance in export
ventures: a short-term reactive approach. Journal of International Business
Studies, 39(2), 304-325.

L. F., Lages, C., & Lages, C. R. (2005a). Bringing Export Performance Metrics
into Annual Reports: The APEV Scale and the PERFEX Scorecard. Journal of
International Marketing, 13(3), 79-104.

L. F., Lages, C., & Lages, C. R. (2005b). European Managers' Perspective on
Export Performance Determinants. Journal of Euro-Marketing, 15(2), 75-92.

L. F., & Lages, C. R. (2003). The MIXADAPT Scale: A Measure of Marketing
Mix Adaptation to the Foreign Market. FEUNL Working Paper No. 429.
Retrieved from http://libraries.fe.unl.pt/index.php/e-resources/nsbe-wp/item/ the-
mixadapt-scale-a-measure-of-marketing-mix-adaptation-to-the-foreign-market-
luis-filipe-lages-cristiana-raguel-lages

L. F., & Lages, C. R. (2004). The STEP Scale: A Measure of Short-Term Export
Performance Improvement. Journal of International Marketing, 12(1), 36-56.

L. F., & Montgomery, D. B. (2001). Export Assistance, Price Adaptation to the
Foreign Market, and Annual Export Performance Improvement: A Structural
Model Examination. Stanford Graduate School of Business, Research Paper
#1700. Retrieved from https://www.gsb.stanford.edu/faculty-research/working-
papers/export-assistance-price-adaptation-foreign-market-annual-export

L. F., & Montgomery, D. B. (2004). Export performance as an antecedent of
export commitment and marketing strategy adaptation: Evidence from small and
medium-sized exporters. European Journal of Marketing, 38(9/10), 1186-1214.

L. F., & Montgomery, D. B. (2005). The relationship between export assistance
and performance improvement in Portuguese export ventures. An empirical test
of the mediating role of pricing strategy adaptation. European Journal of
Marketing, 39(7/8), 755-784.

L. F., Silva, G., Styles, C., & Pereira, Z. L. (2009). The NEP Scale: A measure of
network export performance. International Business Review, 18(4), 344-356.

352



Lages, L. F., & Sousa, C. M. P. (2010). Export performance. In J. Sheth & N. Malhotra
(Eds.), Wiley International Encyclopaedia of Marketing: John Wiley & Sons
Limited.

Lancaster, K. J. (1966). A New Approach to Consumer Theory. Journal of Political
Economy, 74(2), 132-157.

Lancaster, K. J. (1971). Variety, Equity and Efficiency. New York: Columbia University
Press.

Lancaster, K. J. (1979). Consumer Demand: A New Approach. New York: Columbia
University Press.

Larimo, J., & Kontkanen, M. (2008). Standardization vs. adaptation of the marketing
mix strategy in SME exports. Paper presented at the 34th EIBA Annual
Conference, Tallinn, Estonia, December 11-13, 2008. Retrieved from
http://www.econbiz.de/Record/standardization-versus-adaptation-of-the-
marketing-mix-strategy-in-sme-exports-larimo-jorma/10003946142

Lee, C., & Griffith, D. A. (2004). The marketing strategy-performance relationship in an
export-driven developing economy: A Korean illustration. International
Marketing Review, 21(3), 321-334.

Lee, C. H., & Chandler, J. D. (2011). Moments of departure, moments of arrival: how
marketers negotiate transnationalism in Muslim markets. In O. Sandike1 & G.

Rice (Eds.), Handbook of Islamic Marketing (pp. 418). Cheltenham, UK: Edward
Elgar.

Leonidou, L. C., Katsikeas, C. S., & Samiee, S. (2002). Marketing strategy determinants
of export performance: A meta-analysis. Journal of Business Research, 55(1),
51-67.

Levitt, T. (1983). The Globalization of markets. Harvard Business Review, 61(3), 92-
102.

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic Inquiry. Newbury Park, CA: Sage
Publications.

Lincoln, Y. S., & Guba, E. G. (2000). Paradigmatic controversies, contradictions, and
emerging confluences. In N. K. Denzin & Y. S. Lincoln (Eds.), The Sage
handbook of qualitative research (2nd ed., pp. 163-188). Thousand Oaks, CA:
Sage.

Lindlof, T. (1995). Qualitative communication research methods. Thousand Oaks, CA:
Sage.

Littler, D., & Schlieper, K. (1995). The development of the Eurobrand. International
Marketing Review, 12(2), 23-37.

353



Lohmoller, J.-B. (1989). Latent Variable Path Modeling with Partial Least Squares.
Heidelberg: Physica-Verlag.

Low, K. C. P. (2008). The Brand Marketing of Halal Products: The Way Forward. The
Icfai University Journal of Brand Management, 5(4), 37-50.

Madsen, T. K. (1987). Empirical Export Performance Studies: A Review of
Conceptualizations and Findings. In S. T. Cavusgil (Ed.), Advances in
International Marketing (Vol. 2). Greenwich, CT: JAI Press.

Madsen, T. K. (1989). Successful Export Marketing Management: Some Empirical
Evidence. International Marketing Review, 6(4), 41-57.

Magnusson, P., Westjohn, S. A., Semenov, A. V., Randrianasolo, A. A., & Zdravkovic,
S. (2013). The Role of Cultural Intelligence in Marketing Adaptation and Export
Performance. Journal of International Marketing, 21(4), 44-61.

Mahoney, T. A. (1988). Productivity defined: the relativity of efficiency, effectiveness,
and change. In J. P. Campbell & R. J. Campbell (Eds.), Productivity in
Organizations (pp. 13-39). San Francisco: Jossey-Bass.

Mak, L., & Marshall, S. K. (2004). Perceived Mattering in Young Adults' Romantic
Relationships. Journal of Social and Personal Relationships, 21(4), 469-486.

Malaysian Standard. (2004). MS 1500:2004 - Halal Food - Production, Preparation,
Handling, and Strorage - General Guidelines (First Revision). Retrieved from
http://www.dld.go.th/certify/certify/page/page_law/data_law/s3/3_2/halal/
HALAL%20FOOD%20MALAYSIAN%20STANDARD.pdf?GID=585

Malhotra, N. K., Agarwal, J., & Peterson, M. (1996). Methodological issues in
crossculture marketing research: A state-of-the-art review. International
Marketing Review, 13(5), 7-43.

March, J., & Simon, H. (1958). Organizations. New York: John Wiley & Sons.

Martinsons, M. G. (1993). Outsourcing information systems: A strategic partnership
with risks. Long Range Planning, 26(3), 18-25.

MATRADE. (2011). For Malaysian Exporters. Retrieved from
http://www.matrade.gov.my/en/for-malaysian-exporters

MATRADE/HDC/JAKIM. (2010). Malaysian Exporters of Halal Products and Services
Directory 2010-2011. Kuala Lumpur: MATRADE/HDC/JAKIM.

Matthyssens, P., & Pauwels. (1996). Assessing Export Performance, Measurement. In S.

T. Cavusgil & C. Axinn (Eds.), Advances in International Marketing (\Vol. 2, pp.
41-57): JAI Press, Greenwich, C.T.

354


http://www.dld.go.th/certify/certify/page/page_law/data_law/s3/3_2/halal/HALAL%20FOOD%20MALAYSIAN%20STANDARD.pdf?GID=585
http://www.dld.go.th/certify/certify/page/page_law/data_law/s3/3_2/halal/HALAL%20FOOD%20MALAYSIAN%20STANDARD.pdf?GID=585
http://www.matrade.gov.my/en/for-malaysian-exporters

Mavrogiannis, M., Bourlakis, M. A., Dawson, P. J., & Ness, M. R. (2008). Assessing
export performance in the Greek food and beverage industry. British Food
Journal, 110(7), 638-654.

McGuinness, N. W., & Little, B. (1981). The influence of product characteristics on the
export performance of new industrial products. Journal of Marketing, 45(2), 110-
122.

Meat Trade News Daily. (2010, 11 Sep 2010). Thailand - Halal food production.
Retrieved from http://www.meattradenewsdaily.co.uk/news/110910/thailand
_halal_food_production.aspx

Merican, Z. (1995). Halal food industry in Malaysia - Opportunities and constraints.
Paper presented at the Conference on Halal Foods: Meeting Market Needs.
Kuala Lumpur, 13-15 June 1995. Retrieved from http://elib.uum.edu.my/
Kip/Record/um668194

Meyer, J. W., & Rowan, B. (1977). Institutionalized organizations: Formal structure as
myth and ceremony. American Journal of Sociology, 83(2), 340-363.

Michell, P., Lynch, J., & Alabdali, O. (1998). New perspectives on marketing mix
programme standardisation. International Business Review, 7(6), 617-634.

Miles, M. B., & Huberman, M. A. (1994). Qualitative Data Analysis: An Expanded
Source Book (2nd ed.). Thousand Oaks, CA: Sage.

Miller, D. C., & Salkind, N. J. (2002). Handbook of research design and social
measurement (6th ed.). London: SAGE.

Miremadi, A., Iran, S., Shadafza, M., & Moshiri, F. (2011). A New Scenario of Fashion
Marketing in Islamic World: “A Case Study of Iranian Women”. Journal of
Business and Policy Research, 6(2), 126-135.

MITIL. (2009). Definition of SMEs. Retrieved from http://www.miti.gov.my/cms/
content.jsp?id=com.tms.cms.section.Section_smidec_latestDev

MITI Report. (2004-2012). Malaysia International Trade and Industry Report.
Retrieved  from  http://www.miti.gov.my/cms/content.jsp?id=com.tms.cms.
section.Section_4fb01b6c-c0a81573-8c608c60-a9b4b63e.

Moon, T. W., & Park, S. I. (2011). The Effect of Cultural Distance on International
Marketing Strategy: A Comparison of Cultural Distance and Managerial
Perception Measures. Journal of Global Marketing, 24(1), 18-40.

Morgan, D. L. (1998). Practical Strategies for Combining Qualitative and Quantitative

Methods: Applications to Health Research. Qualitative Health Research, 8(3),
362-376.

355



Morgan, D. L. (2007). Paradigms lost and pragmatism regained. Journal of Mixed
Methods Research, 1(1), 48-76.

Morgan, N. A., Kaleka, A., & Katsikeas, C. S. (2004). Antecedents of Export Venture
Performance: A Theoretical Model and Empirical Assessment. Journal of
Marketing, 68(1), 90-108.

Morse, J. (1991). Approaches to qualitative-quantitative methodological triangulation.
Nursing Research, 40(1), 120-123.

Muhamad, R., Melewar, T. C., & Alwi, S. F. S. (2011). Market segmentation and buying
behaviour in the Islamic financial services industry. In O. Sandikc1 & G. Rice
(Eds.), Handbook of Islamic Marketing (pp. 248). Cheltenham, UK: Edward
Elgar.

Muhammad, R. (2007). Re-branding Halal. Halal Journal, May and June issues.

Musaiger, A. O. (1993). Socio-cultural and Economic Factors Affecting Food
Consumption Patterns in The Arab Countries. Journal of the Royal Society for
the Promotion of Health, 113(2), 68-74.

Mutsikiwa, M., & Basera, C. H. (2012). The Influence of Socio-cultural Variables on
Consumers’ Perception of Halal Food Products: A Case of Masvingo Urban,
Zimbabwe. International Journal of Business and Management, 7(20), 112-119.

Myers, K. K., & Oetzel, J. G. (2003). Exploring the Dimensions of Organizational
Assimilation: Creating and Validating a Measure. Communication Quarterly,
51(4), 438-457.

Navarro-Garcia, A., Arenas-Gaitan, J.,, & Rondan-Catalufia, J. (2014). External
environment and the moderating role of export market orientation. Journal of
Business Research, 67(5), 740-745.

Navarro, A., Losada, F., Ruzo, E., & Diez, J. A. (2010). Implications of perceived
competitive advantages, adaptation of marketing tactics and export commitment
on export performance. Journal of World Business, 45(1), 49-58.

Negahdary, A. A., Keramati, M. A., Vahid, M. D., Mahdavi, M., & Zare, H. (2013).
Evaluation of Internal and External Factors on the Company's Product
Adaptation Strategy in International Markets and Export Performance of
Industrial Companies in Fars Province-lran. Journal of Basic and Applied
Scientific Research, 3(2), 860-870.

Neuman, W. L. (2003). Social Research Methods-Qualitative and Quantitative
approaches (5th ed.). Boston: Pearson Education.

Niazi, L. A. K. (1996). Islamic Law of Contract. Lahore: Research Cell, Dyal Sing Trust
Library.

356



Nooh, M. N., Nawai, N., Dali, N. R. S. M., & Mohammad, H. (2007). Halal
Certification: What the SME Producers Should Know? Paper presented at the 1st
Entrepreneurship and Management International Conference (EMIC), 5-7
December 2007, Kangar Perlis, Malaysia. Retrieved from http://www.
academia.edu/2070613/Halal_Certification._What_The_SME_Producers_Should
Know

North, D. (1990). Institutions, Institutional Change, and Economic Performance.
Cambridge: Cambridge University Press.

Nunnally, J., & Berstein, 1. (1994). Psychometric Theory. New-York, NY: McGraw-
Hill.

Nunnally, J. C. (1978). Psychometric theory (2nd ed.). New York: McGraw-Hill.

Nunnally, J. C., & Bernstein, 1. H. (1994). Psychometric Theory (3rd ed.). New York:
McGraw Hill.

O'Cass, A., & Julian, C. (2003). Examining firm and environmental influences on export
marketing mix strategy and export performance of Australian exporters.
European Journal of Marketing, 37(3/4), 366-384.

O'Donnell, S., & Jeong, I. (2000). Marketing standardization within global industries An
empirical study of performance implications. International Marketing Review,
17(1), 19-33.

O'Sullivan, D., & Abela, A. B. (2007). Marketing Performance Measurement Ability
and Firm Performance. Journal of Marketing, 71(2), 79-93.

Ogilvy, & Mather. (2010). Ogilvy Publishes Index of Muslim Friendly Brands.
Retrieved from http://www.ogilvy.com/News/Press-Releases/October-2010-
Muslim-Friendly-Brand-Index.aspx

Ogunmokun, G., & Ng, S. (2004). Factors Influencing Export Performance in
International Marketing: A Study of Australian Firms. International Journal of
Management, 21(2), 172-185.

Ogunmokun, G., & Wong, J. (2004). Determinants of marketing adaptation/
globalization practices of Australian exporting firms. World Review of Science,
Technology and Sustainable Development, 1(1), 81-92.

Ohmae, K. (1985). Triad Power: The Coming Shape of Global Competition. New York,
NY: The Free Press.

Okazaki, S., Taylor, C. R., & Zou, S. (2006). Advertising standardization's positive

impact on the bottom line: A model of when and how standardization improves
financial and strategic performance. Journal of Advertising, 35(3), 17-33.

357


http://www.ogilvy.com/News/Press-Releases/October-2010-Muslim-Friendly-Brand-Index.aspx
http://www.ogilvy.com/News/Press-Releases/October-2010-Muslim-Friendly-Brand-Index.aspx

Omar, K. M., Nik Mat, N. K., Imhemed, G. A., & Ali, F. M. A. (2012). The Direct
Effects of Halal Product Actual Purchase Antecedents among the International
Muslim Consumers. American Journal of Economics, June(Special Issue), 87-
92.

Omar, W. M. W., Muhammad, M. Z., & Omar, A. C. (2008). An analysis of the Muslim
consumers’ attitudes Towards ‘Halal’ food products in Kelantan. Paper
presented at the Thrusting Islam, Knowledge and Professionalism in ECER
Development, Renaissance Hotel, Kota Bharu, Kelantan, 15-17 December 2008.
Retrieved from http://www.academia.edu/1421675/AN_ANALYSIS_OF THE_
MUSLIM_CONSUMERSATTITUDES_TOWARDS_HALALFOOD_PRODU
CTS_IN_KELANTAN

Onkuvisit, S., & Shaw, J. J. (1987). Standardized international advertising: a review and
critical evaluation of the theoretical and empirical evidence. Columbia Journal of
World Business, 22(3), 43-55.

Orru, M., Biggart, N. W., & Hamilton, G. G. (1991). Organizational isomorphism in
East Asia. In W. W. Powell & P. J. DiMaggio (Eds.), The New Institutionalism in
Organizational Analysis (pp. 361-389). Chicago: University of Chicago Press.

Ozsomer, A., Bodur, M., & Cavusgil, S. T. (1991). Marketing Standardisation by
Multinationals in an Emerging Market. European Journal of Marketing, 25(12),
50-64.

Ozsomer, A., & Simonin, B. L. (2004). Marketing program standardization: A cross-
country exploration. International Journal of Research in Marketing, 21(4), 397-
419.

Park, W. W., Kim, M. S., Jeong, S. M., & Huh, K. M. (2007). Causes and remedies of
common method bias. Korean Academy of Management, 15(1), 89-133.

Patton, D. (2006). Malaysia looking for bigger role in Halal industry. Retrieved from
http://www.ap-foodtechnology.com/Processing/Malaysia-looking-for-bigger-
role-in-halal-industry

Penrose, E. T. (1959). The Theory of the Growth of the Firm. New York: Wiley.

PEW Research Center. (2009). Mapping the Global Muslim Population: A Report on the
Size and Distribution of the World's Muslim Population. Retrieved from
http://www.pewforum.org/2009/10/07/mapping-the-global-muslim-population/

Picard, J., Boddewyn, J. J., & Soehl, R. (1988). US marketing policies in the European
Community: a longitudinal study, 1973-1983. Journal of Global Marketing, 1(4),
5-23.

358



Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). Common
method biases in behavioral research: A critical review of the literature and
recommended remedies. Journal of Applied Psychology, 88(5), 879-903.

Podsakoff, P. M., & Organ, D. W. (1986). Self-reports in organizational research:
Problems and prospects. Journal of Management, 12(2), 531-544.

Porter, M. E. (1980). Competitive Strategy. New York, NY: Free Press.
Porter, M. E. (1990). The Competitive Advantage of Nations. New York: Free Press.

Poynter, T. A. (1982). Government Intervention in Less Developed Countries: The
Experience of Multinational Companies. Journal of International Business
Studies, 13(1), 9-25.

Priya, D. M., & Anthuvan, M. V. L. (2012). Impact of certification as moderator on
export marketing strategy with reference to Tamil Nadu leather industry.
International Journal of Research in Economics and Social Sciences, 2(3), 24-
3.

Prokopec, S., & Kurdy, M. (2011). An international marketing strategy perspective on
Islamic marketing. In O. Sandikca & G. Rice (Eds.), Handbook of Islamic
Marketing (pp. 208). Cheltenham, UK: Edward Elgar.

Quelch, J. A., & Hoff, E. J. (1986). Customizing global marketing. Harvard Business
Review, 64(3), 59-68.

Raja Yusof, R. N., Everett, A. e. M., & Cone, M. H. (2011). Market-orientation and
Islamic business practice in Malaysia. In O. Sandikci & G. Rice (Eds.),
Handbook of Islamic Marketing (pp. 187). Cheltenham, UK: Edward Elgar.

Rajagopal, S., Ramanan, S., Visvanathan, R., & Satapathy, S. (2011). Halal certification:
Implication for marketers in UAE Journal of Islamic Marketing, 2(2), 138-153.

Raven, P. V., McCullough, J. M., & Tansuhaj, P. S. (1994). Environmental Influences
and Decision-Making Uncertainty in Export Channels: Effects on Satisfaction
and Performance. Journal of International Marketing, 2(3), 37-59.

Reynolds, P. D. (1971). A primer in theory construction. New York: Macmillan.

Riaz, M. N., & Chaudry, M. M. (2004). Halal food production. United States: CRC
Press.

Rice, G. (1999). Islamic ethics and the implications for business. Journal of Business
Ethics, 18(4), 345-358.

Rice, G., & Al-Mossawi, M. (2002). The Implications of Islam for Advertising
Messages: The Middle Eastern Context. Journal of Euromarketing, 11(3), 71-95.

359



Robson, C. (2002). Real world research: a resource for social scientists and
practitioner-researchers (2nd ed.). Oxford: Backwell.

Rose, G. M., & Shoham, A. (2002). Export performance and market orientation:
establishing an empirical link. Journal of Business Research, 55(3), 217-225.

Roth, M. S. (1995). Effects of Global Market Conditions on Brand Image Customization
and Brand Performance. Journal of Advertising, 24(4), 55-75.

Ruenrom, G., & Unahanandh, S. (2005). Needs, Behavior, and Attitudes of People in the
United Arab Emirates Towards Consuming Thai-Halal Packaged Food. The
Business Review, Cambridge, 4(1), 274-279.

Rutenberg, D. P. (1982). Multinational Management. Boston: Little Brown & Company.

Ryans Jr, J. K., Griffith, D. A., & White, D. S. (2003). Standardized/adaptation of
international marketing strategy: Necessary conditions for the advancement of
knowledge. International Marketing Review, 20(6), 588-603.

Sabahuddin Azmi. (2009). An Islamic Approach to Business Ethics. Retrieved from
http://www.renaissance.com.pk/Mayviewpoint2y5.htm

Saeed, M., Ahmed, Z. U., & Mukhtar, S.-M. (2001). International marketing ethics from
an Islamic perspective: A value-maximization approach. Journal of Business
Ethics, 32(2), 127-142.

Samiee, S. (1993). Retail and Channel Considerations in Developing Countries: A
Review and Research Propositions. Journal of Business Research, 27(2), 103-
130.

Samiee, S., & Roth, K. (1992). The Influence of Global Marketing Standardization on
Performance. Journal of Marketing, 56(2), 1-17.

Samiee, S., & Walters, P. G. (1990). Influence of Firms Size on Export Planning and
Performance. Journal of Business Research, 20(3), 235-248.

Sandikc1, O. (2011). Researching Islamic marketing: past and future perspectives.
Journal of Islamic Marketing, 2(3), 246-258.

Sandike1, O., & Ger, G. (2011). Islam, consumption and marketing: going beyond the
essentialist approaches In O. Sandikc1 & G. Rice (Eds.), Handbook of Islamic
Marketing (pp. 484). Cheltenham, UK: Edward Elgar.

Sandikci, O., & Rice, G. (2011). Handbook of Islamic Marketing. Cheltenham, UK:
Edward Elgar.

Saunders, M., Lewis, P., & Thornhill, A. (2007). Research Methods for Business
Students (4th ed.). Harlow: Financial Times/Prentice Hall.

360



Schilke, O., Reimann, M., & Thomas, J. S. (2009). When Does International Marketing
Standardization Matter to Firm Performance? Journal of International
Marketing, 17(4), 24-46.

Schuh, A. (2000). Global standardization as a success formula for marketing in Central
Eastern Europe? Journal of World Business, 35(2), 133-148.

Scott, W. R. (1981). Organizations: Rational, Natural, and Open Systems. Englewood
Cliffs, NJ: Prentice Hall Inc.

Scott, W. R. (1995). Institutions and organizations (2nd ed.). Newbury Park: Calif: Sage
Publications.

Seifert, B., & Ford, J. (1989). Are Exporting Firms Modifying Their Product, Pricing
and Promotion Policies? International Marketing Review, 6(6), 53-68.

Sekaran, U. (2000). Research Methods for Business: A Skill-Building Approach (3rd
ed.). New York: John Wiley & Sons, Inc.

Sekaran, U. (2003). Research methods for business. A skill building approach (4th ed.).
US: John Wiley & Sons, Inc.

Shaharudin, M. R., Pani, J. J., Mansor, S. W., Elias, S. J., & Sadek, D. M. (2010).
Purchase Intention of Organic Food in Kedah, Malaysia; A Religious Overview.
International Journal of Marketing Studies, 2(1), 96-103.

Sheth, J. (1978). Strategies of advertising transferability in multinational marketing.
Current Issues & Research in Advertising, 1(1), 131-141.

Shoham, A. (1996a). Effectiveness of standardized and adapted television advertising:
An international field study approach. Journal of International Consumer
Marketing, 9(1), 5-23.

Shoham, A. (1996b). Marketing-Mix Standardization: Determinants of Export
Performance. Journal of Global Marketing, 10(2), 53-73.

Shoham, A. (1999). Bounded Rationality, Planning, Standardization of International
Strategy, and Export Performance: A Structural Model Examination. Journal of
International Marketing, 7(2), 24-50.

Shoham, A. (2003). Standardization of International Strategy and Export Performance:
A Meta-Analysis. Journal of Global Marketing, 16(1/2), 97-120.

Shoham, A., & Albaum, G. (1994). The effects of transfer of marketing methods on
export performance: an empirical examination. International Business Review,
3(3), 219-241.

361



Sibanda, K. (2008). Adaptation Practices and Export Performance: A Study of
Exporting Firms in Zimbabwe. (Doctoral dissertation, University of Southern
Queensland, Australia). Retrieved from http://eprints.usqg.edu.au/id/ eprint/5443

Sibanda, K., & Erwee, R. (2009). Adaptation of Export Marketing Strategy in
Zimbabwean export firms. Paper presented at the ANZAM 2009: Sustainable
Management and Marketing, 1-4 Dec 2009, Melbourne, Australia. Retrieved
from http://eprints.usq.edu.au/6353/

Sibanda, K., Erwee, R., & Ng, E. (2011). Differences between high- and low-performing
exporting firms in a developing country. Advances in International Marketing,
21, 207-228.

Silverman, M., Sengupta, S., & Castaldi, R. M. (2003). Improving Export Performance:
The Case of the U.S. Wine Industry. Journal of Global Marketing, 17(1), 45-65.

Simon, H. (1957). Administrative Behavior. New York: McMillan.

Soesilowati, E. S. (2010). Business Opportunities for Halal Products in the Global
Market: Muslim Consumer Behaviour and Halal Food Consumption. Journal of
Indonesian Social Sciences and Humanities, 3, 151-160.

Sogunro, O. A. (2002). Selecting a Quantitative or Qualitative Research Methodology:
An Experience. Educational Research Quarterly, 26(1), 3-10.

Solberg, C. A. (2002). The Perennial Issue of Adaptation or Standardization of
International Marketing Communication: Organizational Contingencies and
Performance. Journal of International Marketing, 10(3), 1-21.

Sorenson, R. Z., & Wiechmann, U. E. (1975). How multinationals view marketing
standardization. Harvard Business Review, 53(3), 38-167.

Sousa, C. M. P. (2004). Export Performance Measurement: An Evaluation of the
Empirical Research in the Literature. Academy of Marketing Science Review,
2004(09), 1-22.

Sousa, C. M. P., & Bradley, F. (2008). Antecedents of international pricing adaptation
and export performance. Journal of World Business, 43(3), 307-320.

Sousa, C. M. P., & Bradley, F. (2009). Effects of Export Assistance and Distributor
Support on the Performance of SMEs: The Case of Portuguese Export Ventures.
International Small Business Journal, 27(6), 681-701.

Sousa, C. M. P., & Lengler, J. (2009). Psychic distance, marketing strategy and
performance in export ventures of Brazilian firms. Journal of Marketing
Management, 25(5/6), 591-610.

362



Sousa, C. M. P., Martinez-Lépez, F. J., & Coelho, F. (2008). The determinants of export
performance: A review of the research in the literature between 1998 and 2005.
International Journal of Management Reviews, 10(2), 1-32.

Sriram, V., & Manu, F. A. (1995). Country-of-Destination and Export Marketing
Strategy: A Study of U.S. Exporters. Journal of Global Marketing, 8(3/4), 171-
190.

Stoller, E. P., Webster, N. J., Blixen, C. E., McCormick, R. A., Hund, A. J., Perzynski,
A. T., et al. (2009). Alcohol Consumption Decisions Among Nonabusing
Drinkers Diagnosed with Hepatitis C: An Exploratory Sequential Mixed
Methods Study. Journal of Mixed Methods Research, 3(1), 65-86.

Stone, M. (1974). Cross-validatory choice and assessment of statistical predictions.
Journal of the Royal Statistical Society, 36(2), 111-133.

Strauss, A., & Corbin, J. (1990). Basics of Qualitative Research: Grounded Theory
Procedures and Techniques. London: Sage.

Strauss, A., & Corbin, J. (1998). Basics of Qualitative Research (2nd ed.). Thousand
Oaks, CA: Sage Publications, Inc.

Styles, C. (1998). Export Performance Measures in Australia and the United Kingdom.
Journal of International Marketing, 6(3), 12-36.

Styles, C., & Ambler, T. (1994). Successful Export Practice: The UK Experience.
International Marketing Review, 11(6), 23-47

Suchman, M. C. (1995). Managing legitimacy: Strategic and institutional approaches.
Academy of Management Review, 20(3), 57-61.

Sullivan, T. J. (2001). Methods of Social Research. Orlando, FL: Hardcourt College
Publishers.

Sumali, A. (2006). Halal — new market opportunities. Paper presented at the 9th
Efficient Consumer Response (ECR) Conference, on 15th November 2006, at
Kuala Lumpur Convention Centre (KLCC), Kuala Lumpur, Malaysia.

Sungkar, 1. (2007). The Five Markets of Halal: What It Means to Your Business. The
Halal Journal, Mar/Apr 2007.

Sungkar, 1. (2008a). The Global Halal Trade, Trends and Issues. The Halal Journal,
May/June 2008, 32-34.

Sungkar, 1. (2008b). Muslims' Awareness of Halal in the Age of Globalisation. The
Halal Journal, May/June 2008, 36-37.

363



Sungkar, 1. (2009a). Rising Income and Trade Patterns of the Global Halal Meat Trade.
The Halal Journal, Jan/Feb 2009.

Sungkar, 1. (2009b). Winds of Change: Food Market Trends in Europe. The Halal
Journal, Nov/Dec 2009.

Sungkar, 1. (2010). Consumer Awareness: Thoughts and Trends across the Globe. The
Halal Journal Mar/Apr 2010, 22.

Sungkar, 1., & Hashim, D. (2009). The Global Halal Food Market Updates on Global
Halal Standards. Paper presented at the First EAP Regional Agribusiness Trade
and Investment Conference, Holiday Inn Atrium, Singapore, 30-31 July 2009.
Retrieved from http://market5.org/t/the-global-halal-food-market-and-updates-
on-global-halal-standards-w1781/

Sydserff, R., & Weetman, P. (2002). Developments in content analysis: a transitivity
index and diction scores. Accounting, Auditing and Accountability Journal,
15(4), 523-545.

Szymanski, D. M., Bharadwaj, S. G., & Varadarajan, P. R. (1993). Standardization
versus adaptation of international marketing strategy: An empirical investigation.
Journal of Marketing, 57(4), 1-17.

Tantong, P., Karande, K., Nair, A., & Singhapakdi, A. (2010). The Effect of product
adaptation and market orientation on export performance: A Survey of Thai
Managers. Journal of Marketing Theory and Practice, 18(2), 155-170.

Tashakkori, A., & Creswell, J. W. (2007). Editorial: Exploring the Nature of Research
Questions in Mixed Methods Research. Journal of Mixed Methods Research,
1(3), 207-211.

Tashakkori, A., & Teddlie, C. (2003). Handbook of mixed methods in social &
behavioral research. London: Sage.

Tayeb, M. (1994). Organizations and national culture: methodology considered.
Organization Studies, 15(3), 429-446.

Temporal, P. (2011a). The future of Islamic branding and marketing: a managerial
perspective. In O. Sandikci & G. Rice (Eds.), Handbook of Islamic Marketing
(pp. 465). Cheltenham, UK: Edward Elgar.

Temporal, P. (2011b). Islamic Branding and Marketing: Creating a Global Islamic
Business USA: John Wiley & Sons.

Tenenhaus, M., Amato, S., & Esposito Vinzi, V. (2004). A global goodness-of-fit index
for PLS structural equation modelling. Proceedings of the XLII SIS Scientific
Meeting (Vol. Contributed Papers, pp. 739-742). Padova: CLEUP. Retrieved
from http://old.sis-statistica.org/files/pdf/atti/RSBa2004p739-742.pdf

364



Terpstra, V., & Sarathy, R. (2000). International marketing. Fort Worth: The Dryden
Press.

The Malaysian Insider. (2011). Barbican's beer is halal, says National Fatwa Council.
Retrieved from www.themalaysianinsider.com/malaysia/article/barbicans-beer-
is-halal-says-national-fatwa-council

Theodosiou, M., & Katsikeas, C. S. (2001). Factors influencing the degree of
international pricing strategy standardization of multinational corporations.
Journal of International Marketing, 9(3), 1-18.

Theodosiou, M., & Leonidou, L. C. (2003). Standardization versus adaptation of
international marketing strategy: an integrative assessment of the empirical
research. International Business Review, 12(2), 141-171.

Thirkell, P. C., & Dau, R. (1998). Export performance: success determinants for New
Zealand manufacturing exporters. European Journal of Marketing, 32(9/10),
813-829.

Thompson, J. D. (1967). Organizations in Action. New York: McGraw-Hill.
Tieman, M. (2006). From Halal to Haram. The Halal Journal, Nov/Dec 2006.

Tieman, M. (2008). Halal Storage — A critical success factor of your Halal Supply
Chain. The Halal Journal Nov/Dec 2008, 26-27.

Tieman, M. (2010). Halal Logistics. Logistics Insight Asia. Retrieved from
http://www.logasiamag.com/article-1744-halallogistics-LogisticsAsia.html

Tieman, M. (2011). The application of Halal in supply chain management: in-depth
interviews. Journal of Islamic Marketing, 2(2), 186-195.

Tieman, M. (2013). Establishing the Principles in Halal Logistics. Journal of Emerging
Economies and Islamic Research, 1(1), 1-13.

Tremeche, M., & Tremeche, O. (2003). An Inquiry into the Factors Impending Foreign
Firm’s Exports in the Context of Developing Economies. Paper presented at the
Institute Superior, de Gestion ISG.

Tull, D. S., & Hawkins, D. I. (1993). Marketing research: measurement and method (6th
ed.). New York, NY: Macmillan.

Uddin, S. J. (2003). Understanding the framework of business in Islam in an era of
globalization: a review. Business Ethics: A European Review, 12(1), 23-32.

Urbach, N., & Ahlemann, F. (2010). Structural Equation Modeling in Information
Systems Research Using Partial Least Squares. Journal of Information
Technology Theory and Application, 11(2), 5-40.

365



Varadarajan, R. P., & Yadav, M. S. (2002). Marketing Strategy and the Internet: An
Organizing Framework. Journal of the Academy of Marketing Science, 30(4),
296-312.

Venkatraman, N. (1989). The Concept of Fit in Strategy Research: Toward Verbal and
Statistical Correspondence. The Academy of Management Review, 14(3), 423-
444,

Venkatraman, N., & Prescott, J. E. (1990). Environment-Strategy Coalignment: An
Empirical Test of Its Performance Implications. Strategic Management Journal,
11(1), 1-23.

Von Bertalanffy, L. (1951). General System Theory: A New Approach to Unity of
Science. Human Biology, 23(Dec), 303-361.

Vrontis, D. (2003). Integrating adaptation and standardisation in international marketing:
The adaptStand modelling process. Journal of Marketing Management, 19(3/4),
284-305.

Wagner, W. (1995). Exports, firm size, and firm dynamics. Small Business Economics,
7(1), 29-39.

Waheeduzzaman, A. N. M., & Dube, L. F. (2002). Elements of Standardization, Firm
Performance and Selected Marketing Variables: A General Linear Relationship
Framework. Journal of Global Marketing, 16(1/2), 187-205.

Walker, O. C., & Ruekert, R. W. (1987). Marketing's Role in the Implementation of
Business Strategies: A Critical Review and Conceptual Framework. Journal of
Marketing, 51(3), 15-33.

Walters, P. G. P. (1986). International Marketing Policy: A Discussion of the
Standardization Construct and Its Relevance for Corporate Policy. Journal of
International Business Studies, 17(2), 55-69.

Walters, P. G. P., & Samiee, S. (1990). A model for assessing performance in small US
exporting firms. Entrepreneurship Theory and Practice, 15(2), 33-50.

Walters, P. G. P., & Toyne, B. (1989). Product Modification and Standardization in
International Markets: Strategic options and facilitation policies. Columbia
Journal of World Business, 24(Winter), 37-44.

Wan-Hassan, W. M. (2007). Globalising Halal Standards: Issues and Challenges. The
Halal Journal, July/Aug 2007, 38-40.

Wan-Hassan, W. M., & Hall, C. M. (2003). The demand for halal food among Muslim
travellers in New Zealand. In C. M. Hall, L. Sharples, R. Mitchell, N. Macionis
& B. Cambourne (Eds.), Food Tourism Around the World: Development,
management and markets (pp. 81-101). Oxford: Butterworth-Heinemann.

366



Wan, W. P., & Hoskisson, R. (2003). Home country environments, corporate
diversification strategies, and firm performance. Academy of Management
Journal, 46(1), 27-45.

Wernerfelt, B. (1984). A Resource-based View of the Firm. Strategic Management
Journal, 5(2), 171-180.

Wetzels, M., Odekerken-Schroder, G., & Oppen, C. v. (2009). Using PLS path modeling
for assessing hierarchical Construct models: Guidelines and empirical
illustration. MIS Quarterly, 33(1), 177-195.

Wiechmann, U. E., & Pringle, L. G. (1979). Problems that Plague Multinational
Marketers. Harvard Business Review, 57(4), 118-124.

Wild, J. J., Wild, K. L., & Han, J. C. Y. (2005). International Business: The Challenges
of Globalization (3rd ed.). Upper Saddle River, NJ: Prentice Hall.

Wind, Y. (1986). The myth of globalization. Journal of Consumer Marketing, 3(2), 23-
26.

wind, Y., & Douglas, S. P. (1972). International Market Segmentation. European
Journal of Marketing, 6(1), 17-25.

Wold, H. (1982). Soft Modeling: The Basic Design and Some Extensions. In K. G.
Joreskog & H. Wold (Eds.), Systems Under Indirect Observation: Causality,
Structure, Prediction (Vol. 2, pp. 1-54). Amsterdam: North Holland.

World Halal Forum. (2011). The 6th World Halal Forum: The Power of Values in
Global Markets. Retrieved from http://www.worldhalalforum.org/download/
WHF2011GeneralPresentation-web.pdf

World Halal Forum. (2013). World Halal Forum 2013. Retrieved from
www.worldhalalforum.org/whf_intro.html

Wu, W.-Y., & Cheng, C.-F. (2009). The optimal internal marketing strategy in services
under open economy. Applied Economics Letters, 16(8), 841-845.

Xu, S., Cavusgil, S. T., & White, J. C. (2006). The Impact of Strategic Fit among
Strategy, Structure, and Processes on Multinational Corporation Performance: A
Multimethod Assessment. Journal of International Marketing, 14(2), 1-31.

Yaakob, C. M. (2008). Analysis of consumer products for Halal authentication. Paper
presented at the International Halal Certification Dialogue, 28-28 October 2008,
KLCC, Kuala Lumpur.

Yanow, D., & Schwartz-shea, P. (2006). Interpretation and Method: Empirical
Research Methods and the Interpretive Turn. USA: M.E. Sharpe.

367



Yin, R. K. (1994). Case study research: design and methods. Thousand Oaks, CA: Sage.

Yip, G. S. (1989). Global Strategy ... In a World of Nations? Sloan Management
Review, 31(1), 29-41.

Young, S., Hamill, J., Wheeler, C., & Davies, J. R. (1989). International Market Entry
and Development: Strategies and Management. Harvester Wheatsheaf: Prentice-
Hall.

Zawawi, D. (2007). Quantitative versus qualitative methods in social sciences: Bridging
the gap. Integration & Dissemination, 1, 3-4.

Zeithaml, V. A., Varadarajan, P., & Zeithaml, C. P. (1988). The Contingency Approach:
Its Foundations and Relevance to Theory Building and Research in Marketing.
European Journal of Marketing, 22(7), 37-64.

Zikmund, W. G. (1994). Exploring Marketing Research (5th ed.). Forth Worth, TX:
Dryden Press, cop.

Zikmund, W. G. (2000). Business Research Methods (6th ed.). New York: Dryden Press.

Zikmund, W. G. (2003). Business Research Method (8th ed.). Cincinnati, Ohio:
Thomson/South-Western.

Zou, S., Andrus, D. M., & Norvell, D. W. (1997). Standardization of international
marketing strategy by firms from a developing country. International Marketing
Review, 14(2), 107-123.

Zou, S., & Cavusgil, S. T. (2002). The GMS: A broad conceptualization of global
marketing strategy and its effect on firm performance. Journal of Marketing,
66(4), 40-56.

Zou, S., & Stan, S. (1998). The determinants of export performance: A review of the
empirical literature between 1987 and 1997. International Marketing Review,
15(5), 333-356.

Zou, S., Taylor, C. R., & Osland, G. E. (1998). The EXPERF Scale: A Cross-National
Generalized Export Performance Measure. Journal of International Marketing,
6(3), 37-58.

368



	INFLUENCES OF HALAL PRODUCT INTEGRITY AND HALAL INDUSTRY MACRO-ENVIRONMENTS ON MARKETING PROGRAM ADAPTATION AND EXPORT PERFORMANCE AMONG MALAYSIAN EXPORT FIRMS
	ABSTRACT
	TABLE OF CONTENTS
	CHAPTERS
	References



