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ABSTRACT

The halal industry in Malaysia is set to become the new world leader. The continuous
demand for halal products and services among consumers locally and globally have
attracted marketers to strategize their marketing plan to break through the halal market.
Realizing the great demand of halal products nowadays, efforts have been made by the
government to turn Malaysia into a regional hub for halal products. Although the
awareness among marketers with regards to halal certification have increased, the
Muslim consumers, are still found to be lacking in terms of understanding the deeper
concept of halal, especially in relation to halal certification. Malaysia, being a Muslim
majority population country does not guarantee the awareness among consumers
regarding halal products and certification. Living in a society of Muslim majority may
give consumers the confidence to consume products made by the same society as halal
legit. There are several cases of food poisoning in the state of Terengganu where the
food products bought were contaminated. In an extreme case, in 2017, the issue of food
poisoning has led to the death of a doctor was highlighted by media to public attention.
Even though it was an isolated case, it shows the lack of concern and sensitivity among
consumers to the actual concept of halalan tayyiban in day-to-day consumption.
Therefore, this study is conducted in order to identify the level of halal awareness
among Muslim consumers in Kuala Terengganu. This study focuses on the
demographics influence towards consumers’ perception and knowledge pertaining to
halal products and certification among Muslims in Kuala Terengganu. For this purpose,
several analyses were performed such as the one-way ANOVA and Mann Whitney U
test in order to find the difference in the variables. In addition to that, a regression
analysis was conducted to identify the factors contributing to consumers’ awareness.
This particular study had successfully gathered 301 Muslim consumers in Kuala
Terengganu as respondents through convenient sampling. From the analysis, it is
deduced that consumers’ perception and knowledge do contribute to consumers’
awareness on halal consumption. Furthermore, it is also found that several demographic
elements do influence consumers’ perception and knowledge regarding halal products
and certification. Specifically, the study found that there are significant differences
between the demographic elements (age, level of education, occupation and level of
income as the p values equal to .016, .000, .012, & .036 respectively) and consumers’
perception. However, in terms of consumers’ knowledge, the study found that there are
two demographic elements that show significant difference; namely, gender and level
of education, as the p values equal to .046 and .014 for each element which are less than
the alpha value .05. Finally, the study found that the level of halal awareness among
Muslim consumers in Kuala Terengganu pertaining to halal products and certification
are at a high level.
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CHAPTER ONE

INTRODUCTION

1.1 RESEARCH BACKGROUND

Halal is not a new concept since consuming halal is an order from Allah S\W.T and is
regarded as an indispensable part of the Islamic faith. Allah SW.T has repeatedly
emphasized the consumption of halal and leave the haram in the Holy Quran. Allah
S.W.T has ordered Muslims to consume only halal and if it is doubtful (Syubhah) it is
better to avoid than to consume. As a matter of fact, in Islam the sphere of haram things
is very small compared to halal which is tremendously vast. Going through the Quran,
it is evident that there are only a small number of sound and explicit verses concerning

prohibitions while those are not in it, is considered permissible.

The term ‘halal’ is an Arabic word meaning ‘permissible’ or ‘lawful’.
According to Kamali (2003), halal is a term that indicates anything as permissible in
accordance to the Shariah or Islamic prescription. The concept of halal has become vast
as it is no longer considered merely as a religious issue and the concept has been
extended to lifestyle, business and marketing, as well as a symbol of quality assurance
(Lada, Tanakinjal & Amin, 2009; Gumbri & Norlida, 2015). Halal food which has been
defined by Al-Nahdi and Islam (2011) and Abdul et al. (2009) is a universal term that
applies to all facets, involving the ingredients, handling, methods used from the

beginning to the end that meet the Islamic guidelines.

It is a well-known fact that the growth of the Muslim population in the world is

increasing over time. Remarkably, according to Pew Research Centre, Islam has been



recognized as the only religion growing faster than the growth of the world population
and Islam is projected to be the fastest growing major religious group (Lipka, 2017).
The demand of halal products is in tandem with the growing Muslim population.
Consequently, this phenomenon has contributed positively to the growing market of the
global halal industry. In the marketing world today, the demand for halal certified
products is immensely high and continuous. The global halal certified product industry
is estimated to be approximately $ 640 billion in 2010 (Business Monitor International)

and still expanding progressively by this year (Bahli, 2011).

In Malaysia, the halal industry is becoming a new source of economic growth
(Nornadia et al., 2016). Halal certified products are not only related to food but have
extended to cosmetics and personal care products, clothing, pharmaceuticals,
healthcare, finances, tourism and other services. Halal certified products is currently
attracting many marketers and set to be the most lucrative business nowadays. This is
due to the increase of halal product consumption among consumers in the country.
Muslims constitute 60.4 percent of the population. In addition to that, halal products
nowadays are not only for Muslim consumption as non-Muslims have also grown more
attentive towards halal products nowadays for its safety, quality and wholesomeness
(Abdul Aziz et al., 2013). Al-Harran and Low (2008) asserted the importance of
understanding Malaysian consumer behaviour for a better way of marketing halal

products.

Being a Muslim country recognised as the Global Halal Hub, Malaysia houses
the significant halal authority bodies namely Department of Islamic Development of
Malaysia (JAKIM) which is the most reliable body, locally and globally. JAKIM’s halal

certification has been recognised worldwide, by Muslim and non-Muslim countries.



JAKIM has been playing crucial roles in order to fulfil the needs of Muslim consumers
in Malaysia and come out with the initiatives of halal certification and standards for
food and non-food products also known as fast consumption goods for Muslim

consumption. This is because Muslims are obliged to consume halal and avoid haram.

Malaysia’s halal certification is highly recognised and recommended worldwide
as the JAKIM’s halal logo has become the most recognised logo indicating that the
products are Shariah compliant and Muslim consumers friendly (Nik Maheran et al.,
2009). The halal certification and logo indicate that the products are not only halal but
Shariah compliant (Shahidan & Md Nor, 2006; Gumbri & Norlida, 2015) and hygienic
(Lokman, 2008). Housing the most significant halal certification bodies in the country
may not reflect that consumers in the country are well aware of the matter. This is in
line with Soesilowati (2010) that being a Muslim majority community may not reflect
their lifestyle is in accordance with Islamic prescription. Due to the outstanding growth
of Malaysian halal industry, it is of high importance to tackle the issue of Muslim
consumers’ perception and knowledge pertaining to halal products and certification in

the aim of gaining consumers satisfying their personal needs.

Abdul Aziz et al. (2013) in their studies have emphasized on the importance of
understanding consumers’ perception towards halal food in order to identify their level
of halal awareness. A study conducted by Siti Mashitoh et al. (2013) found that
consumers’ halal awareness has a positive relationship with consumers’ perception
towards halal certification. Thus, a study related to consumers’ perception and
knowledge pertaining to halal product and certification in order to identify their level
of awareness is carried out that will lead to the creation of halal sensitive consumers

nation.



Parallel to the expansion of the Muslim population globally as well as locally,
the demands of Halal products have been immensely huge. The halal products sector
is becoming the most lucrative business to both Muslims and non-Muslims. As a matter
of fact, not only Muslim consumers prefer halal products but non-Muslim consumers
also favour them due to its safety, healthy, hygiene and wholesome (Hornby et al., 2009;
Ireland et al., 2011). Though the halal industry in Malaysia is known to be a powerful
market force, stakeholders’ awareness in relation to halal products and certification still
needs to be studied considering that these matters are dependent on various factors. In
this study, an attempt is made to determine the factors that influence consumers’

awareness among Muslims in Kuala Terengganu.

The awareness of consuming halal products is very important to Muslim
consumers in Malaysia because a considerable number of products marketed in this
country are manufactured by non-Muslim producers, imported from foreign countries,
produced by various ethnic groups locally and globally (Nur Ardiyanti et al., 2013). In
addition to that, Muslim manufacturers in Malaysia are still lacking in terms of halal
knowledge and awareness as quite a number of them have never applied for halal
certification for their products (Tieman et al., 2014; Ezanee et al., 2016). This matter
will definitely effect the Muslim consumers’ awareness of halal products and will

consequently reduce the number of halal certified products from them.

Hence, it is a commendable effort to identify the factors that influence a
society’s perception and knowledge in order to increase the awareness level among
Muslim consumers in Malaysia. Considering that there is a lack of empirically tested
knowledge about consumers’ perception, knowledge and awareness about halal

products and certification among Muslims in Kuala Terengganu, this study has



proposed Muslim consumers in Kuala Terengganu as the target sample for this research.
Consumers’ perception and knowledge pertaining to halal products and certification are

further discussed in this study.

It is of paramount effort to explore on why and how consumers perceive halal
products for their daily consumption whilst creating a bigger avenue for halal products
manufacturers to market their products effectively. This study examines the relationship
of consumers’ demographic background as well as consumers’ perception and
knowledge among the Muslim community in Kuala Terengganu. The Muslim
community constitutes more than 90% of the Kuala Terengganu population (Kuala
Terengganu City Council, 2010). However, being a Muslim majority community does
not guarantee that an individual’s behaviour conforms to the religious prescription
including halal consumption (Soesilowati, 2010). Hence, the study of consumers’
perception and knowledge as well as halal awareness among Muslims in Kuala

Terengganu needs to be further scrutinized.

1.2 RESEARCH PROBLEM

Several studies have been conducted to measure the level of halal awareness among
consumers of different background (Golnaz et al., 2010; Salman & Siddiqui, 2011;
Rahim et al., 2013; Nor Ardyanti et al., 2013; Siti Mashitoh et al., 2013; Ambali et al.,
2014; Said et al., 2014; Yusoff et al., 2014; Erdem et al., 2015; Ezanee et al., 2016;
Ezanee et al., 2016; Aslan, 2016; Yusoff et al., 2017). However, there is a paucity of
studies pertaining to the level of halal awareness and the factors influencing halal

awareness amongst Muslim consumers in Kuala Terengganu.



The awareness on halal is a must for any individual either a consumer or an
entrepreneur. According to Utusan Malaysia (2017), most of the entrepreneurs in the
state of Terengganu still do not pay an adequate attention to the needs of halal
certification for their products and services. The Chief Executive Officer (CEO) of
Majlis Agama Islam & Adat Melayu Terengganu (MAIDAM) has claimed that, out of
all the districts in Terengganu, only one kopitiam, owned by a non-Muslim Chinese
operator in Kemaman which has applied for halal certification while many others do
not (Sinar Harian, 2013). This indicates that there are still many Muslim manufacturers
in Terengganu who do not follow the halal guidebook and never applied for halal
certification from JAKIM. A study suggested by Talib et al. (2014), the consumers’
awareness pertaining to the halal concept is closely related to entrepreneurs. As a matter
of fact, this shows that the awareness level on halal certification among Muslim
entrepreneurs in Terengganu are incompetent and this matter concomitantly mirrors the
consumers’ awareness which are the target market for the entrepreneurs. Hence, the

halal awareness in Terengganu is subjected to a greater scrutiny by scholars.

In addition to that, the communities in Terengganu are facing lots of food
poisoning controversies. This portrays that they are still lacking in terms of
understanding the real concept of halal which is inseparable with the term ‘tayyiban’.
Latest case was reported in November 2017, a death of a medical doctor in Kuala
Terengganu due to food poisoning and it is believed that the last food consumed by the
deceased was contaminated (Utusan Malaysia, 2017). The issue of contaminated food
is closely related to the concept of halalan tayyiban. It is important to note that
consuming contaminated products may expose consumers to the risk of food poisoning

(Ramli et al., 2017). By defying the hygienic rules during the whole process of



production to the consumption of products might be harmful for one’s health (Sahingoz
et al., 2009) which also considered as contradicting to the concept of halalan tayyiban.
In the realm of halal certification and halal consumption, the concept of halalan
tayyiban has been adopted in halal food standard procedure which ensures safety, high
quality, hygienic preparation procedures, and wholesomeness of the product in order to
firm up consumers’ halal consumption (Khalek et al., 2016). In this respect, this
research attempts to find out the factors affecting consumers’ awareness pertaining to

halal products and certification among Muslim community in Kuala Terengganu.

Existing literatures provide a number of factors that influence the Malaysian
consumers’ consumption of halal certified products. However, only a limited number
of literatures that focus on Muslim consumers in Terengganu. Several studies have
emphasized that for a society to be aware, they must be knowledgeable about it as well
as having an understanding about the concept (Wahab, 2004; Talib et al., 2014).
Therefore, in order to have a better insight of the Kuala Terengganu Muslim consumers’
point of view about halal products and certification, which may assist the authorities in
improving the effectiveness of the halal certification system, there is a need to conduct
a study on how this particular society perceive and understand the halal concept and

halal certification of products.

As Malaysia is trying to play a bigger role in the halal industry, more research
is needed to identify and address issues on various aspects of halal consumption.
Individual consumption is subjected to various factors, including social, cultural,
economic, legal and political situation, which signifies the difference between
consumers’ consumption and region (Syed et al., 2011). This justifies an empirical

investigation of the Kuala Terengganu Muslim consumers’ halal awareness, their



perception and knowledge pertaining to halal products and certification to identify the
factors that contribute to halal awareness and the demographic background that

influence their perception and knowledge.

1.3 PURPOSE OF THE RESEARCH

This research sought to identify the level of halal awareness among Muslim consumers
in Kuala Terengganu. The research focused on demographic background aspect of
Muslim consumers and their perception and knowledge pertaining to halal products and
certification. The elements of demographic background are composed of age, gender,
residency, level of education, occupation and level of income. Each element is proven
to influence differently to different groups of the population. This is because different
groups of the population receive different exposure and interpretation regarding halalan
tayyiban issues and concept. Measuring the knowledge and perception of the halalan
tayyiban concept is a method used to identify the exposure received by the Muslim
consumers in Kuala Terengganu. In this research, the term knowledge, and perception
are used to describe the halal awareness. The more knowledge and perception a
consumer has, the higher the consumption of halal products together with the level of

halal awareness.

1.4 RESEARCH QUESTIONS

The objectives of this study are:

1. What are the factors contributing to the lack of halal awareness among Muslim

consumers in Kuala Terengganu?



2. Are there significant relationships between demographic background with
perception and knowledge regarding halal among Muslim consumers in Kuala

Terengganu?

3. What are the levels of halal awareness among Muslim consumers in Kuala

Terengganu?

1.5 RESEARCH OBJECTIVES

The research aims to achieve the following objectives:

1. To identify the factors contributing to halal awareness among Muslim

consumers in Kuala Terengganu.

2. To analyse the relationships between demographic background with perception

and knowledge regarding halal among Muslim consumers in Kuala Terengganu.

3. To determine the levels of halal awareness among Muslim consumers in Kuala

Terengganu.



1.6 RESEARCH HYPOTHESIS

Four research hypotheses were therefore developed to test the research framework;

H1: There is a significant relationship between consumers’ perception and knowledge

regarding halal products and certification towards halal awareness.

H2: There is a significant relationship between demographics and perception regarding

halal products and certification among Muslim consumers in Kuala Terengganu.

H3: There is a significant relationship between demographics and knowledge regarding

halal products and certification among Muslim consumers in Kuala Terengganu.

H4: There is a significant difference between the three levels of halal awareness (basic,

intermediate and advanced) among Muslim consumers in Kuala Terengganu.
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