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The study offered one of the early initiatives in exploring urban Malay
Muslim consumers’ food-related behaviors toward Halal food products
from non-Muslim countries; within a collectivist and urban social
setting. The conceptual framework was adopted from the Theory of
Planned Behavior and later extended to include three new variables
based on empirical evidence in existing literature from several fields
of studies. Structural equation modeling and Statistical Package for the
Social Sciences were the statistical procedures for a sample of 450 urban
Malay Muslims. The results demonstrated the proposed structural model
appropriately fits the observed data hence, the results allowed the study
to draw its conclusions. Perceived knowledge had successfully predicted
trust, subjective norm, and perceived behavioral control; however, it did
not show any relationships with attitude and receptiveness. In contrast,
perceived knowledge and distrust had a significant positive link instead
of the hypothesized negative relationship. Also, the results established
receptiveness was the function of subjective norm, perceived behavioral
control, trust, and distrust. Nonetheless, the correlations between
perceived knowledge-attitude and attitude-receptiveness constructs
were not consistent with present theories. Perceived control behavior
had demonstrated to be the strongest predictor of urban Malay Muslim
consumers’ receptiveness toward Halal food products from non-Muslim
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countries. As well, the study’s findings showed the personal values that
urban Malay Muslim consumers significantly uphold are security, sense
of accomplishment and self-fulfillment whereas, the least significant
value was being well respected. Also, most male and female urban
Malay Muslims from various age groups had indicated their preferences
for Halal foods despite the findings of earlier studies that stated they
are not as religious as their rural counterparts. Overall, the study had
suggested for brand owners and marketers to make available more
effective measures toward enhancing the receptiveness of imported
Halal food products within urban Malay Muslim community in Malaysia.
Besides, the effects of trust, distrust, subjective, norm, and perceived
behavioral control on respondents’ receptiveness also entailed ample
considerations and planning






