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ABSTRACT

Malaysia is a multiracial country. There are various races and ethnicities of people
living together in harmony and peace making Malaysia known as food paradise
locally and internationally. Mamak restaurants are popular ethnic based restaurants
among Malaysians. They are restaurants that serve Mamak food, which is a culinary
fusion of Malaysian tastes, ingredients and cooking styles. These restaurants are easily
available nationwide. Due to the popularity of Mamak restaurants, this study examines
the factors influencing Muslim consumers’ intention to revisit Mamak restaurants in
Malaysia. This study applies a partial and an extended model of Theory of Planned
Behaviour (TPB) which uses the original concept of TPB based on individual factor.
Therefore, this study includes Halal certification as an extended element apart from
the three main elements in the original TPB framework to demonstrate and improve
the identification of intention to revisit Mamak restaurants. A total of 255 self-
administered questionnaires were collected from Muslim consumers of Mamak
restaurants in the Klang Valley, Malaysia. The data was analyzed using SPSS Version
23. A multiple regression analysis assessed the factors influencing Muslim
consumer’s intention to revisit Mamak restaurants. The findings reveal that attitude,
subjective norm and perceived behavioural control support the applicability of the
original TPB framework. However, this study finds that Halal certification does not
influence Muslim consumers’ intention to revisit Mamak restaurants significantly. The
findings broaden the understanding of the causes to revisit Mamak restaurants as a
predictive ability by Muslim consumers.

il



¢aal) dadid

sl g aliy (8 (8o V) Calide Lead (iey (31 e Y Baxria A g Ly lle
LY Sle o 5l Wl sn g Lilaa o3l Aia s 485 jra L alle &l s
s acUaall gd s sallall G A8 el dua il Ml aclag < il
Msas Al 3131 e Lo e Jidd U il @llele daakal 236
(bl wrall Je A geun aclhaall sda 345 ladlae) (3 )k bl
‘_,’JJ 83¢5 \.@.ﬁu\)m z\.u\).ﬂ\ sda 1@ cllala eﬂ:U:m w \)L.'\}
BSie bk ) (8 Gpalusall (pSlgiaadl 03 5 e i Al ol sall il o
@J)Ld\ 3\_1“)}::.\3 Lz.:.n}ej L s \AJ)AJ :\.A.H‘JJM 532 é.\j:ﬂ | DDA e.cw
Lhaal o L) 4yl ha¥) a sgdall andiis Al (.cac) kil
Jash Al all sda old celly ) Al s 8 Jale e sl (e )
& DA Ayl paliall ) Lilia) Lals g | uaic "ODlall salgi"
5oL sale Y L sy (gl 45 lelay L) (@) Yl
e L Ulaia) 255 (e de seme pen 255 ke aelhadd 3 ) Sidl)
Lodle (@IS gal ol dihaie 8 lale acllae & Cpnalisal) Sl
Jalaty Al jall s3a Gl SPSS 23 4w aladtiuly calibal) Julas 23
Opalsall (e @llginall 45 e i ) Jal sall sy daeiall laasy)
saclall g o sall 138 () poliil) CaSSS 5 @lale aclhaal 5l 3l sale) b
baY) HY) Badai A8 ac i 5 ) eatall 4 sludl 4381 yall 5 Al
DB RN Balgd ui :\.M\JJM 53 Cda g IR &5 (u_muc"_\) 473)2.\3
JSi ellele aclUaal 35U 50 saleY Cpaluall Slinall 45 e i
5o kel 8oLl st bl o agdll alasi il sday i gale

Onalsall G€lginnall CaTyla (e llele acUadl

il



APPROVAL PAGE

I certify that I have supervised and read this study and that in my opinion, it conforms
to acceptable standards of scholarly presentation and is fully adequate, in scope and
quality, as a thesis for the degree of Master of Science (Marketing).

Rozailin Abdul Rahman
Supervisor

Suharni Maulan
Co-Supervisor

I certify that I have read this study and that in my opinion it conforms to acceptable
standards of scholarly presentation and is fully adequate, in scope and quality, as a
thesis for the degree of Master of Science (Marketing).

A.K.M. Ahasanul Haque
Examiner

Zaireena Wan Nasir
Examiner

This thesis was submitted to the Department of Business Administration and is
accepted as a fulfilment of the requirement for the degree of Master of Science
(Marketing).

Noor Hazilah Abd Manaf
Head, Department of Business
Administration

This thesis was submitted to the Kulliyyah of Economics and Management Sciences
and is accepted as a fulfilment of the requirement for the degree of Master of Science
(Marketing).

Hassanuddeen Abd. Aziz

Dean, Kulliyyah of Economics

and Management Sciences

v



DECLARATION

I hereby declare that this dissertation is the result of my own investigations, except
where otherwise stated. I also declare that it has not been previously or concurrently
submitted as a whole for any other degrees at [IUM or other institutions.

Nurhidayu Binti Saidi

SIGNALUTE ....oovvieiiieiiee e Date ..oooovieieeiee e



INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA

DECLARATION OF COPYRIGHT AND AFFIRMATION OF
FAIR USE OF UNPUBLISHED RESEARCH

FACTORS INFLUENCING MUSLIM CONSUMERS’ INTENTION
TO REVISIT MAMAK RESTAURANTS IN MALAYSIA

I declare that the copyright holders of this dissertation are jointly owned by the student
and I[TUM.

Copyright © 2018 Nurhidayu Binti Saidi and International Islamic University Malaysia. All rights
reserved.

No part of this unpublished research may be reproduced, stored in a retrieval system,
or transmitted, in any form or by any means, electronic, mechanical, photocopying,
recording or otherwise without prior written permission of the copyright holder
except as provided below

1. Any material contained in or derived from this unpublished research may
be used by others in their writing with due acknowledgement.

2. IIUM or its library will have the right to make and transmit copies (print
or electronic) for institutional and academic purposes.

3. The IIUM library will have the right to make, store in a retrieved system
and supply copies of this unpublished research if requested by other

universities and research libraries.

By signing this form, I acknowledged that I have read and understand the [TUM
Intellectual Property Right and Commercialization policy.

Affirmed by Nurhidayu Binti Saidi

Signature Date

vi




This thesis is dedicated to my beloved parents, my supportive husband and my

adorable sons for their continuous love, support and prayers

vii



ACKNOWLEDGEMENTS

In the name of Allah, the most Beneficent, the Most Merciful. All praises and thanks
to Allah, the Lord of the universe. Peace and blessing be upon Prophet Muhammad
(PBUH). Alhamdulillah, 1 am very grateful to Allah S.W.T. for giving me the
strength, courage, patience and determination in completing this dissertation and with
His mercy has enabled me to complete my Master’s degree.

Firstly, I would like to express my sincere appreciation to my supervisor,
Assistant Professor Dr. Rozailin Hj Abdul Rahman for her guidance, cooperation and
patience in guiding me to complete this dissertation. Despite her commitments, she is
able to spare time for me whenever requested. I would like to extend my appreciation
to my co-supervisor, Assistant Professor Dr. Suharni Maulan who has given me
cooperation, support and knowledge along the process in completing this dissertation.
I am really appreciative to both of them for their comments and suggestions to
improve my work that helped me from the start until the end of this dissertation.

Secondly, I would like to mention a special and heartfelt thanks to both of my
beloved parents, Saidi Bin Pak@Samat and Mek Wook Binti Abdullah as well as to
my mother in law, Norihan Binti Othman for their endless love, support, courage and
prayers throughout my study journey. It is my utmost pleasure to dedicate this work to
my dearest parents, also to my best partner and wonderful husband, Ahmad Azizan
Bin Idris, my lovely sons, Ahmad Arman and Ahmad Aqeel as well as to my brothers,
Mohd Amerul and Mohd Saifuddin for undoubtedly believing in my ability to achieve
my goal. This journey is not easy but it is not impossible to finish it without their
confidence and belief in me.

Thirdly, I wish to express my thankfulness to my precious friends; Sabura,
Izzati, Shafawati and Adnin for always giving encouragement, companionship,
assistance, inspiration and motivation to me throughout this challenging study
journey. To my dearest Bintul Huda, thank you for our friendship along the way and
for being supportive to me. Alhamdulillah, 1 feel very grateful for having good and
positive people like all of you in my life.

Finally, big thanks to everyone that helped me directly or indirectly towards
the completion of this dissertation. I appreciate all the time, effort and support that
have been given to me. Honestly, I can never thank all of you enough for your
assistance and kindness throughout my study journey in [IUM. May Allah S.W.T
reward all of you and your family. Lastly, I hope that this study will bring benefits to
the society.

viii



TABLE OF CONTENTS

ADSITACE ...ttt ettt ettt ettt e et e e bt e tbe e teesnbe e bt e snbeeneenn il
ADSLTACE TN ATADIC ..cuvieiiieiiieeiie ettt ettt ettt e et e st et esabeebeeeaseeneenn il
APPIOVAL PAZE.....c.eiiiiiiiiiieiiece ettt et v
DIECIATALION ...ttt ettt ettt et e et e et e et e eabe e bt e e abeeseeenaeenne v
COPYTIZNE PAGE.....ooiiieiiiiiiicieee ettt et et e vi
DEAICATION ...ttt ettt ettt ettt e et e et eenbeebeeenbeebeeesbeenseennseenne vii
ACKNOWIEAZEMENLS......c..eieiieiiieiieeie ettt ettt ee et et eesbeebeesaseeseens viil
Table OFf CONENLS ......ccviiiiieiieiieeieeete ettt ettt e aae et e e enseesaaeenne X
LSt OF TADIES ..eeeneiieiieie ettt ettt et et xii
LSt OF FIGUIES ..ttt ettt ettt et et enaeene xiil
List Of ADDIEVIATIONS ....eeeuvieiieeiieiiieeieesiie ettt ettt et e esaeesebeeaeeeebeeseesaseenne Xiv
CHAPTER ONE: INTRODUCTION ...ccccerveesurcsersnssassssssssssasssasssssssssssssasssasssssss 1
L1 INErOAUCHION ..ttt ettt e et e seaeene e 1
1.2 Background Of StUAY ......ccccveeiiiiiieiieie et 3
1.3 Problem Statement...........cecueeiierieeiieiie ettt 6
1.4 Research ODJECTIVES ....cccueeruieiiieiieeiiesiie ettt ettt sae e 8
1.4.1 General ObJECtIVES.....cccuuiiiiieriieeiieeieeiiecieeieesee et e e sreeseneeeeens 8
1.4.2 SPecific ODJECLIVES ....evvuiiiiieiieeiieciie ettt ettt 8
1.5 Research QUESHIONS. .......ccoviiieiiiecciee e e 9
1.6 Significance Of StUAY......cccovveiiiiiiieiierie et 9
1.7 Definitions Of Key Terms .........cccveevuierieeiiieniieeiiesie e 11
1.7.1 MUslim CONSUMETS .....ccueeevieriieeiieniieeiienieeieesaeeieesaeesseeseneenseens 11
LT 2 MAMGK.......c.eoooniaiieiieeeeeeee ettt 11
1.7.3 Mamak ReStaurants ..............cccueeeueereeeniienieeiienieeiee e esneesveeenens 11
1.7.4 Theory Of Planned Behaviour ..............cocceeviiiiiiinieniiiciecieee, 12
L7.5 ALHEUAC ..o 12
1.7.6 SubJective NOTIN ....ccvieiiiiiieiieciteeee e e 12
1.7.7 Perceived Behavioural Control.............cccceeviiieieiniieniiieiecieee, 12
1.7.8 Intention To REVISIE ....cceeeiiiiiiieiiiiieeiiesieeieee e 13
1.7.9 Halal CertifiCation ...........ccceevieeeiienieeiieeieeieeeee et see e 13
1.8 TheSiS SIUCTUI® ......eevieeiiieiieeieeeiee ettt ettt et sttt et e seaeenne e 14
1.9 Chapter SUMMATY ........ccouieiieiiienieeieesie ettt siee et eebeesaeeseseensee s 15
CHAPTER TWO: LITERATURE REVIEW....uuiciiiinnnnniicsnsnnicsssssssecssssanes 16
2.1 INtrOAUCHION ...ttt ettt eabe e 16
2.2 Mamak Restaurants In Malaysia..........cccceeeeerieeiiienieeniienieeieeeieeeeee 16
2.3 Intention TO REVISIt......cccuiiiiiiiieiieeiiee et 19
2.4 Theoritical Underpinning ..........ccceevueereeeriienieenieenieeieeneeeseeesreeveenenes 21
2.4.1 Partial Theory of Planned Behaviour............ccccceoceeviiiinenncnnenne. 21
2.4.2 The Extended of Theory of Planned Behaviour .............cccueee. 26
2.5 Factors Influencing Consumers’ Intention To Revisit Mamak
REStAUTANTS ..ot 28
251 ATEUAC ..ottt 28
2.5.2 SUDJECtIVE NOTIN ...ttt 29

X



2.5.3 Perceived Behavioural Control.............eeeeeeeeeeeeeeeeeeane 31

2.5.4 Halal CertifiCation ..........cccceeviieruierieeiieeieeiee e see e sve e 34
2.6 Hypotheses Development...........cccoeecuieeiieiiienieeniienieeiiecee e 36
2.6.1 Attitude And Intention To Revisit Mamak Restaurants................ 36
2.6.2 Subjective Norm And Intention To Revisit Mamak
REStAUTANTS ...eoviiiiiiiiieiiieeeeeee e e 37
2.6.3 Perceived Behavioural Control And Intention To Revisit
Mamak RESTAUTANES .........covuiieiieriiieiieie et 38
2.6.4 Halal Certification And Intention To Revisit Mamak
REStAUTANTES ...ooniiiiiiiiieiiieeeeeee e e 39
2.7 Conceptual Framework...........cccoeviieiiieniiiiienieeeeie e 40
2.8 Chapter SUMMATY ........ccocuiiiiieiieiieeieeeie ettt sre e 41
CHAPTER THREE: RESEARCH METHODOLOGY ...uiiicrnnnriccsssnnreccssnanes 43
3.1 INErOAUCLION ..ottt ettt ettt ettt et eeeate e e saneenseens 43
3.2 Research Methodology .........cccueeriiiiiieiiieiiieiiece e 43
3.2.1 Research DeSi@N........cccuuieiieriiieiieiieeieeiie et 44
3.3 Population And Sample Size Determination...........c.ccceevverceeerieennennnens 44
3.3.1 POPUIAtion .....c..coeuiiiiieiieeiieie e 44
3.3.2 SAMPING .ot 45
3.3.3 SAMPIE SIZC..cuvieeiieiieiieeiiee e 46
3.4 Research INStrUMENt .........cc.eeiiiiiiieiiieiiece et 48
3.4.1 QUESTIONNAITE ....cvveeeerieeiiieeciieeeeiteeeeieeeeieeeeaeeeeveeeereeesareeesareeeans 48
3.4.2 Measurement And MeEaSUIEs.........cc.eecueeruieeieenieniieniieneeeieeeeeenne 49
3.4.3 Face Validity ....cooovieiieiieeiiecieeieee e 50
34,4 Pre-TeSHNG ..ccuieeeieeiieeiie ettt ettt ettt et e e eseeenee e 51
3.5 S0Urces Of Data.......cceeviieiiiiiiieiieeie ettt 51
3.6 Data Collection Method..........c.cocieiiieiieiiiiiieeiietece e 52
3.7 Data ANALYSIS..c..ceiiieiieiiieiieeieeiie et eite et et ete et e sbeeteesate b e saaeesaens 53
3.7.1 Descriptive ANalYSiS ......cccuieriieiiienieeiieiie et 53
3.7.2 Normality TeStNG ......cccueevuieriieiieiieeieeiee ettt 54
3.7.3 FaCtOr ANALYSIS ..vveevieiiieiieciie ettt ettt 55
3.7.4 Reliability ANalysiS......c.cccieriieiiiiiieeiieiie et 55
3.7.5 Multiple Regression ANalysis........ccceceereeerieenienieenienieeieeeeene 56
3.8 Chapter SUMMATY ....cc.eeviieiieeieeiieeieeiteeeeeieesteeteesreesseesaeeebeessneeseens 57
CHAPTER FOUR: DATA ANALYSIS AND FINDINGS ....cccceeeevurervesaccsassneses 59
4.1 INOAUCTION ...ttt et ettt eebe e e eenas 59
4.2 Demographic Respondents’ Profile............ccooeieriiniiiiniiniiiniecieeeeee, 59
4.3 Respondents’ Experience Of Visit Profile...........ccocveviiiiiieniniciieeeee. 61
4.4 Data Preparation .........cceeeveeceierieeiiieniieeieesiteeieesieeereeieeseeenseesaseeseeennas 62
4.5 Normality TeSHNG......ccuveriieiierieeiierie ettt ettt ere e 62
4.6 Reliability ANALYSIS ...ccveeveiieiieiieeiieiieeieete ettt 63
4.7 Descriptive ANALYSIS......ccviecuierieeiieiieeiieiie ettt e 66
4.8 FACtOr ANALYSIS ...vieiuiieiieiiiieiieeiie ettt ettt ettt st saeeaee e 67
4.9 Multiple Regression ANalySis.......c.ccccveevuierieeiiienieeieeniieeieeniee e eenes 71
4.10 Hypotheses TeStING..........cecuierieeiiieiieeiierie et erte et eve e seve e 73
411 DISCUSSIONS ...eevvieeieeiieriieeieestteeteesteeeteesstesseesseeenseeseesnseenseessseenseessns 78
4.12 Chapter SUMMATY .......cociieiiieriieeieenieeieesiteeieesieeereesseeeseenseeseseeseessnas 82



CHAPTER FIVE: CONCLUSION AND IMPLICATIONS. .......ccccevvuereecueennene 83

5.1 INtrOAUCHION ..ottt 83

5.2 Conclusion And Suggestions For Future Research...........c.cccccevienenen. 83

5.3 TMPLICATIONS ..eevvieiiieiieeiieeiie ettt ettt ettt et e e teesabeesbeeseneesaens 85

5.3.1 Theoretical IMPliCatioNn........c.ccovueevvieriieriieeieeiieeie e 85

5.3.2 Managerial Implication...........cccueevueeriieriienieeiieeie e 86

5.4 LIMITALIONS ...cuviieiieiiiesiteteet ettt sttt et st e e 87

REFERENCES . .....cottiiiiiininininsnnssnssissississsssssssssssssssssssissssssssssssssssssssssssssssnses 88

APPENDIX I: QUESTIONNAIRE .....couuivuininicrinrinsensensnissnssisscssessesssssssssssssssanes 97
APPENDIX II: SPSS OUTPUT.....couvvururrirnisricricsessesssssasssnssissessessessssssssssssssssanes 104

X1



Table 1.1

Table 3.1
Table 3.2
Table 3.3
Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 4.5
Table 4.6
Table 4.7
Table 4.8
Table 4.9
Table 4.10
Table 4.11

Table 4.12

Table 4.13

Table 4.14

LIST OF TABLES

Services Producer Price Index (2010=100) Fourth Quarter of

2017

Summary of questionnaire’s partition
Face Validity Results

Measurement Items of Study
Demographic Profile of Respondents
Respondents’ Experience of Visit
Normality Testing

Reliability Analysis

Overall Reliability Analysis
Descriptive Statistics

KMO and Bartlett's Test

Items removed by Factor Analysis
Result of Factor Analysis

Reliability Analysis (After EFA)
Regression Analysis Model Summary

ANOVA Summary

Regression Analysis

Summary of Hypotheses Testing

Xii

49

50

58

60

61

63

64

65

66

67

68

70

71

71

72

73

77



LIST OF FIGURES

Figure 2.1 Theory of Planned Behaviour

Figure 2.2  Conceptual Framework

Xiii

22

41



JAKIM
KIMMA
KMO
PRESMA
SPPI
SPSS
TPB
TRA

et al.

etc

ie.

LIST OF ABBREVIATIONS

Jabatan Kemajuan Islam Malaysia
Kongres Indian Muslim Malaysia
Kaiser-Meyer-Olkin

Persatuan Pengusaha Restoran Muslim Malaysia
Services Producer Price Index

Statistical Package for the Social Sciences
Theory of Planned Behaviour

Theory of Reasoned Action

(et alia): and others

(et cetera): and so forth pages that follow
(id est): that is

xiv



CHAPTER ONE

INTRODUCTION

1.1 INTRODUCTION

Malaysia is a multiracial country consisting of people from different ethnicities.
Despite the ethnic differences, Malaysians live in harmony and enjoy the blend of
cultures, religion, beliefs, languages, customs and food (Omar et al., 2014) since
Malaysia had its independence in 1957. For over 60 years, Malaysian people live
peacefully and in harmony in a peaceful, friendly and loving environment.

In February 2018, the Official Portal of the Department of Statistics Malaysia
reported that the population of Malaysia is 32.3 million in the fourth quarter of 2017.
Based on ethnic composition, Malay is the largest group with 68.8 percent, Chinese
23.2 percent, Indians 7.0 percent and others at 1.0 percent. The above statistics show
that Muslim consumers are considered as a niche consumer segment in the market as
Malaysia is a developing Muslim country with predominantly Muslim consumers,
which represent more than half of the population. Thus, this current study will focus
on Muslim consumers’ consumptions and preferences since they are the dominant
group in the market.

The Services Produce Price Index (SPPI) obtained from the Official Portal of
the Department of Statistics Malaysia, show that the accommodation and food &
beverage service sub-sector have had the highest growth compared to other sub-
sectors by 4.2 percent on the yearly basis and contribute to the positive growth of 0.8
percent on the quarterly basis. The activities in the sub-sector involved are hotels and

resorts, restaurants and nightclubs, cafeteria or canteens, fast-food restaurant, food



stalls or hawkers, event catering, events or food caterers, pubs, bars, coffeehouses and
coffee shops. The optimistic growth of the food service industry, as reflected by the
robust changes in the prices shows that the food service industry in Malaysia is a
highly competitive business environment. Table 1.1 presents a summary of the latest

SPPI:

Table 1.1: Services Producer Price Index (2010=100) Fourth Quarter of 2017

Subsector Index % Change
Q4)| (Q3)| (Q4) (Q4) (Q4)
2016 2017 | 2017 | 2017/(Q3) | 2017/(Q4)
2017 2016
Total 106.8 | 108.1 | 108.5 0.4 1.6
Transportation 103.1 | 103.2| 103.2 0.3 0.4
Accommodation and Food 1223 | 1264 | 1274 0.8 4.2

&Beverage Service

Activities

Information and 100.6 | 100.7 | 100.7 0.0 0.1
Communication

Real Estate Activities 121.1 122.9 | 123.0 0.1 1.6
Professional 102.7 | 103.0 | 103.0 0.3 0.6
Education 110.1 | 112.6| 112.6 0.0 23
Health 1029 | 105.0| 105.1 0.1 2.1
Arts, Entertainment & 99.0 98.9 99.9 1.0 0.9
Recreation

Source: Department of Statistics Malaysia, Official Portal, 2018

Malaysia is a well known as the food paradise locally and internationally

because of the variety of food choices and tasty cuisines available in the country.



Besides that, the mixture of different ethnics’ culinary traditions makes Malaysian
food as a source of tourist attraction (Quee Ling et al., 2010). Ethnic diversity has
accelerated the growth of the food service industry as shown by the increasing number
of Malays, Chinese, Indians, Punjabis, Mamak and other ethnic-based restaurants
(Shuhaida et al., 2003; Yoshino, 2010). It is also common for Chinese restaurants to
serve Malay food such as nasi lemak (chili paste served over fragrant rice with
peanuts, cucumber and egg) and curry mee (noddle in spicy coconut gravy), Malay
restaurants to include Chinese menus such as young tau fu (bean curd with fish paste)
and pau (puddings) and Indian restaurants to serve roti canai or roti naan (the dough
is like a pizza, fried and served with dhal curry) (Yoshino, 2010; Omar et al., 2014).
The intercultural culinary tradition creates a unique and food tradition in Malaysia.
The Prime Minister of Malaysia, Datuk Seri Najib Tun Razak has claimed that
Malaysian food stands out because of its taste variety (Office of The Prime Malaysia,

Official Website).

1.2 BACKGROUND OF STUDY

Mamak restaurants are highly popular among Malaysian consumers. Mamak
restaurants serve Mamak food, which is a culinary fusion of Malaysian tastes,
ingredients and cooking styles (Omar et al., 2014). According to the president of
Malaysian Indian Muslim Congress or Kongres Indian Muslim Malaysia (KIMMA)
Datuk Syed Ibrahim Kader, there are 12, 000 of Mamak restaurants operating
nationwide and the growth of Mamak restaurants has contributed approximately RM
10 billion to annual revenue of Malaysia’s service industry as reported in December

2017 (Mohamed Radhi, 2017).



Meanwhile, more than 90 percent of the population are living in urban areas
(Malaysia’s Statistics on Population, 2017). A report stated that more than 85 percent
of Malaysian’s urban population prefers to dine at restaurants (LinkedIn, 2016; Ali
and Abdullah, 2012). This common phenomenon reflecting the increase in the
purchasing power and the diversification of cuisines choices in Malaysia (Khalek and
Ismail, 2015). The current consumer lifestyle has brought growth opportunities to the
food service industry (Ali and Abdullah, 2012). Here, it is stipulated that the growth
of the level of urbanization and economic performance are expected to influence
consumers to spend more on food services restaurants.

Mamak restaurants are popular choices among urbanites. Realising this,
Mamak restaurants have taken an advantage of this current phenomenon by opening
more branches in new township and catering their target market to attract newer
consumers to their restaurants and retain the existing (Abu Bakar and Farinda, 2012).
Their popularity among Malaysians allows these restaurants sustain and survive the
competitive advantage in the challenging business world. Obviously, the above
scenario illustrates that Mamak restaurants is one of the businesses that could impact
the future of economic growth in the food service industry in Malaysia as supported
by Prime Minister of Malaysia, Datuk Seri Najib Tun Razak who accredited the
Mamak community as a part of Malaysia’s growth due to their huge contribution in
the restaurant business (The Star, 2017).

In Malaysia, the consumption of cross-ethnic Malays, Chinese and Indians
food is quite acceptedas normally seen in Mamak restaurants. It is often observed that
Mamak restaurants are fully packed with consumers during breakfast, lunch, dinner
even supper. Mamak restaurants have efficiently and effectively attracted new

consumers and retain current consumers and made restaurants popular and successful



(Othman et al., 2009; Omar et al., 2014; Othman et al., 2013). As Mamak restaurants
are well-known as a gathering place for diverse consumers with different
backgrounds, for Muslim consumers, there must be a consciousness of their food
preferences. Eventually, this study aims to focus on Muslim consumers’ intention to
revisit Mamak restaurants. In addition, this study aims to examine the capability of
Mamak restaurants in capturing a bigger Muslim consumer market to grow in the
industry, as Muslims in Malaysia make up more than 60 percent of the total
population.

Behavioural intention is essential for the restaurant business as it decides the
level of consumers’ satisfaction. The higher level of consumers’ satisfaction leads to
favourable and positive behavioural intention to revisit and this creates a positive and
continuous bond with the organisation (Othman et al., 2013). Consequently, the most
successful restaurants business is able to compete and deliver outstanding services.
They also aware that consumer behaviours are essential in order to attract future
consumers and to build a continuous relationship with current consumers in the highly
competitive business environment of today (Othman et al., 2013; Aren et al., 2013;
Nezakati et al., 2011).

As previously noted, behavioural intention is vital for the restaurant business
as consumers’ revisit intention will build a positive and continuous bond with the
restaurants (Othman et al., 2013). Thus, restaurants business need to investigate the
factors that help to retain and create loyalty, as well as creating positive behaviour,
consumers’ choices and preferences to enhance behavioural revisit intention in order
to endure the intense competition in the industry. Hence, the study intends to examine
the factors influencing Muslim consumers’ intention to revisit Mamak restaurants in

Malaysia.



1.3 PROBLEM STATEMENT

Muslim consumers are cautious and concern about their behaviour consumption to
ensure that their decision-making is based on Shariah guidelines. As restaurants
business is seen as catering to one’s basic need for food and is important for economic
growth, consumers tend to develop strong preferences in consumption, hence, the
intention to revisit would be a part of their process of decision-making choices (Fauzi
et al., 2016).

Most prior studies were aimed to evaluate consumers based on satisfaction
elements towards Mamak restaurants (Omar et al., 2014; Aziz et al., 2014; Ibrahim et
al., 2017), while a study by Shuhaida et al. (2003) integrated the factors of attributes
on customers patronising Mamak restaurants and the effects of service quality and
food attributes of Mamak restaurants (Abu Bakar and Farinda, 2012; Wong and Khoo-
Lattimore, 2011). Prior studies have focused on the foods and services quality
provided by Mamak restaurants to serve to the consumers. Consequently, it constructs
the gap as these studies did not discuss consumers’ behavioural intention to revisit
Mamak restaurants.

Theory of Planned Behaviour (TPB) is a theory-driven framework which
predicts how behavioural intention is influenced by attitude, subjective norm and
perceived behavioural control (Ajzen, 1991). Given this, it can be contended that the
intention to revisit Mamak restaurants is influenced by attitude, subjective norm and
perceived behavioural control. However, there is limited research that examined the
effect of attitude, subjective norm, perceived behavioural control on intention to
revisit Mamak restaurants.

Marketing literature revealed the importance of various significant factors that

significantly influence consumers’ intention to dine at Mamak restaurants. These



include staff (Omar et al., 2014), food quality (Omar et al., 2014; Aziz et al., 2014),
price (Omar et al., 2014; Wong and Khoo-Lattimore, 2011), environment (Omar et al.,
2014; Ibrahim et al., 2017), service delivery and atmospherics (Aziz et al., 2014),
location (Ibrahim et al., 2017) as well as convenience, freedom, relaxation (Wong and
Khoo-Lattimore, 2011). Extant literature also noted that the importance of
understanding consumers’ behavioural intention in regards to consumers’ loyalty
towards Mamak restaurants, further research is recommended to study the other
dimensions such as perceptions and willingness to revisit (Omar et al., 2014; Aziz et
al., 2014; Othman et al., 2013). Other studies posited that Halal certification has also
been proved as an intention predictor (Awan et al., 2015; Nurcahyo and Hudrasyah,
2017; Aziz and Chok, 2013; Marzuki et al., 2012). In this regard, Muslim consumers
are extra conscious about their choices of food preferences and this leads to
confidence, trust and loyalty. Hence, examining Halal certification element is of great
importance.

It is also argued that studies related to consumers’ intention to revisit Mamak
restaurants and the use the TPB are needed for further research development.
Unfortunately, there is no previous research on Muslim consumers’ intention to revisit
Mamak restaurants that have examined the elements of TPB and Halal certification.
Thus, integrating the elements of TPB (attitude, subjective norm and perceived
behavioural control) and Halal certification will provide additional insight for
explaining Muslim consumers’ intention to revisit Mamak restaurants.

It is vital to creating more on loyalty atmosphere regards revisit or repurchase
intention towards Mamak restaurants as there are 12, 000 Mamak restaurants in

Malaysia (Abd Majid, 2017; Mohamed Radhi, 2017), thus, in order to survive in the



highly competitive of restaurants business as well as to benefit the food service
industry in Malaysia.

Therefore, this study attempts to provide a clearer and more comprehensive
picture of factors influencing consumers’ intention to revisit Mamak restaurants by
focusing on Muslim consumers in Malaysia that enable both restaurant operators and

Muslim consumers to have a good position to take advantage of the cultivating trend.

1.4 RESEARCH OBJECTIVES
The research objectives of the study are divided into the two parts: general objectives

and specific objectives.

1.4.1 General Objectives
The study is aimed to examine the factors influencing Muslim consumers’ intention to

revisit Mamak restaurants in Malaysia.

1.4.2 Specific Objectives
In order to generate a useful implication of the findings, the specific objectives of this
study are:
1. To investigate the influence of attitude on Muslim consumers’ intention to
revisit Mamak restaurants.
2. To investigate the influence of subjective norm on Muslim consumers’

intention to revisit Mamak restaurants.



To investigate the influence of perceived behavioural control on Muslim
consumers’ intention to revisit Mamak restaurants.

To investigate the influence of Halal certification on Muslim consumers’
intention to revisit Mamak restaurants.

To determine the most significant factor that influences Muslim

consumers’ intention to revisit Mamak restaurants.

1.5 RESEARCH QUESTIONS

In relation to the objectives, the research questions are as follows:

1.

How does the effect of attitude on Muslim consumers’ intention to revisit
Mamak restaurants?

How does the effect of subjective norm on Muslim consumers’ intention to
revisit Mamak restaurants?

How does the effect of perceived behavioural control on Muslim
consumers’ intention to revisit Mamak restaurants?

How does the effect of Halal certification on Muslim consumers’ intention
to revisit Mamak restaurants?

What is the factor that has the most influence on Muslim consumers’

intention to revisit Mamak restaurants?

1.6 SIGNIFICANCE OF STUDY

The findings of this study are important in giving better understanding of Muslim

consumers’ intention to revisit Mamak restaurants in Malaysia. The findings and

conclusions derived from previous research have provided evidence on the significant



influence of the tested factors involved in their studies about Mamak restaurants.
However, there are limited studies that have explored consumers’ intention to revisit.
Therefore, this study is important from several perspectives.

This study is focused on Muslim consumers and included Halal certification as
a predictor to measure intention to revisit and is predicted to have a significant effect
on Muslim consumers’ decision making based on Shariah rulings. Moreover, the
study is significant in predicting consumers’ intention to revisit Mamak restaurants.
This study is expected to have some academicals values and contribute to the existing
the body of literature and to fill the gap by using the basis of the theory-driven
framework to construct a conceptual framework that is based on the original concept
of TPB in order to predict future consumers’ behavioural intention from their current
behaviour. While prior studies have emphasised on various of consumers’ satisfaction
elements, this study will specifically focus on measuring consumers’ future
behavioural intention to provide new insights from the context of consumers’
willingness and determination to make choices for their current consumption. It could
also contribute to the literature on the extended theory-driven model used for this
study.

This study could also contribute to the managerial perspectives. Empirical tests
in this study were based on information gathered from Muslim consumers regarding
their intention to revisit Mamak restaurants. The new knowledge and insight from the
result could be used to adapt and adjust with the current strategies in order to develop
future and better strategies as well as initiatives to enhance the economic growth of
food service industry in Malaysia. Moreover, policy-makers are able to set new goals,
keep positive and make a good decision towards the expansion of economic growth as

the platform to go internationally. This study is beneficial to marketing managers as it
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