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Abstract

Purpose – Meat consumption decisions within a religious context can differ significantly from
purchase decisions where religion does not play a key role. The purpose of this study is to investigate
the determinants of Halal meat consumption within a Chinese Muslim population using the
“marketing theory of planned behavior”. The role of self-identity as a Muslim and dietary
acculturation in the host culture is investigated.

Design/methodology/approach – The study is based on a questionnaire survey. Cross-sectional
data were collected through a survey of 368 Muslim participants, mainly from Xinjiang province in
China. Data were analyzed by a series of regression analyses to test the model and the moderating
effects of self-identity and dietary acculturation on behavioral intention.

Findings – The results indicate that motivation to comply with religious requirements, and personal
conviction, have a positive attitude toward behavioral intention to consume Halal meat. However,
perceived control has a negative relationship with behavioral intention to eat Halal meat among
Muslims. Results also show that in general, Halal meat consumption is determined by the pressure of
others, personal conviction, and the perceived control.

Practical implications – For marketing managers, Muslims with a low Muslim identity can be
motivated to buy Halal meat by communicating through slogans that focus on the individual’s
opportunity to make his or her own choice(s).

Originality/value – This paper will prove valuable to food-policy decision makers and food
marketers, who might pursue identity and/or acculturation-related strategies in their distribution and
communication efforts targeting the growing Halal food market segment in China and globally.

Keywords Self-identity, Religion, Subjective norm, Behavior intention, Dietary acculturation,
Halal products

Paper type Research paper

Introduction
China’s constitution defines the country as a unitary multinational state. Among its
population of just under 1,344 billion (National Bureau Statistics of China, 2002), the
state recognizes a majority nationality, the Han, and 55 minority nationalities, the latter
being 8.4 percent of the population, or about 113 million people. Hui Muslims in China
have undergone 200 years of Chinese rule (Gladney, 2003), and many challenges
they tackle are new as a consequence of government transformation and increased
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globalized society (Guo et al., 2011; Lin and Ke, 2010). Muslims in China live as
minority communities among many other minority groups, who are secularist,
polytheist, and heathen. Although Muslims comprise only 2 percent of the population
of China, their total numbers are large compared with numbers in other Muslim
countries across the world.

Halal process covers the aspects of slaughtering, storage, display, preparation,
hygiene and sanitation of animals for meat consumption (Regenstein et al., 2003).
Recent trends in the global Halal food market are showing encouraging signs of future
rapid and sustained growth (Archibald, 2007). The current Halal food market accounts
for as much as 12 percent of total global trade in food products, and major growth is
expected to generate future opportunities for Halal foods. In terms of value, the global
Halal market is estimated at over US$500 billion. The total spending power of Muslims
in the USA was estimated at $12 billion in 1999, of which $3 billion was spent on meat
and poultry (Riaz, 1999). In Europe, it is estimated that the Muslim population exceeds
40 million (DW, 2011), yielding a potentially large Halal food market across Europe.

In the present study, the influence of the classical components of the marketing
“theory of planned behavior” (TPB) on intention to consume meat is explored among an
ethnic minority population of Muslims (Uyghur Turkish Muslims) originating
primarily from Xinjiang. For them, eating foods that meet the Islamic religious
prescriptions can be considered an expression of religion. Therefore, we argue that
meat consumption decisions within a religious context could differ significantly from
food purchasing decisions where religion does not play a key role. By extending the
model with self-identity and dietary acculturation, the influence of the cultural, and
more specifically religious context in which Halal meat is consumed is, investigated.

This research has two major objectives:

(1) to investigate Uyghur Turkish Muslim consumer behavior towards Halal meat
in China using the classical TPB as a conceptual framework; and

(2) to measure whether or not, within a religion, the validity and predictive power
of the TPB is influenced by accounting for religious self-identity and dietary
acculturation.

The significance of the study is recognized in that it is one of the first studies
investigating the determinants of Halal meat consumption in China within a
food-religion context – that is, Halal meat consumption decisions among the Chinese
Muslim population.

Literature review
Impact of religion on food consumption
There is substantial evidence that religion can impact customer attitude and intention
behavior in general (Delener, 1994; Pettinger et al., 2004), and food-buying decisions
and eating habits in particular (Swanson, 1996; Shatenstein and Ghadirian, 1997;
Mullen et al., 2000; Blackwell et al., 2001). In many countries, religion plays a major role
in determining food selection (Dindyal, 2003; Pitta et al., 1999). The role of religiosity on
the intention to choose Halal products was investigated by Mukhtar and Butt (2012)
within multi-ethnic societies. They conclude that subjective norms, attitude towards
the Halal products and intra personal religiosity positively influence the intention to
choose Halal products.
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The influence of religion on food consumption is determined by the religion itself
and the degree to which people interpret and respect the commands of their religion.
Most religions, Christianity being a notable exception, prohibit particular foods; for
example, Judaism and Islam forbid the consumption of pork, and Buddhism and
Hinduism forbid the consumption of beef (Sack, 2001). The consumption of meat
products is most firmly regulated in situations where religious concerns prevail
(Shatenstein and Ghadirian, 1997).

In general, Muslims (followers of the religion of Islam) are expected to obey a set of
dietary recommendations, or Halal dietetic laws, proposed to increase their comfort.
Their religion forbids the consumption of pork, alcohol, dead meat, and meat that has
not been slaughtered conferring to Islamic laws. They are allowed to eat only Halal, or
lawfully processed meat. Although religions may enforce strict dietary rules, the
percentage of the religious population following themmay vary considerably. Hussaini
(2004) states that 75 percent of Muslims in the USA follow their prescribed dietary
rules versus only 16 percent of Jews. Elements explaining variances in obedience to
religious dietary recommendations are related to such aspects of society structure as
country of origin, migration, and generation differences (Limage, 2000; Ababou, 2005;
Bonne and Verbeke, 2006).

Halal food research
Bonne et al. (2007) conducted the first study to investigate the determinants of Halal
meat consumption in France by using the TPB. They collected surveys from 576
Muslims mainly originating from North Africa. Results reveal that a positive personal
attitude, the influence of peers, and the perceived control over consuming Halal meat
predict the behavioral intention to buy Halal meat.

To explore consumer buying behavior in relation to buying Halal meat from local
shops versus supermarkets in theUK,Ahmed (2008) collected 300 surveys and observed
three local Halal shops and a supermarket. His findings demonstrate that themajority of
UKMuslims do not trust big supermarkets to buy Halal meat. They will only trust local
ethnic shops in their local neighborhoods to buy Halal products (as he/she is one of them
ethnically speaking). This suggests that supermarkets need to improve their marketing
strategies, by advertising in Islamic newspapers and relevant sources, or by employing
Muslim sales people who are familiar with particular Halal products.

Alserhan (2010) discusses various Halal-related issues that a company has to adhere
to in order to increase its chances of success in the Halal market. Also, he emphasizes
that current information sources at both academic and business levels remains limited
in this field. Therefore, more research in this avenue is needed to draw the inaugural
road map for future research. Ireland and Rajabzadeh (2011) demonstrate how UAE
Muslim consumers desire to buy from shops that are known to have Halal certification,
because they are concerned about the Halal status of their purchases. In their study,
86 percent of participants felt great concern that at least one category of food was not
Halal. The food categories that most distressed them were processed meat products.
Also, 44 percent of participants felt great concern about hamburgers. This study
demonstrates that a large portion of Muslim consumers are concerned about the Halal
status of their products, especially those marketed by international producers.

Consumer behavior across China has been investigated thoroughly to
explore the influence of different factors (Liu et al., 2007, 2010; Gao et al., 2010;
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Chan and McNeal, 2003). However, there are scarce studies about consuming Halal
meet in China. Therefore, this study is the first pioneering attempt of its kind to define
the determinants of Halal meat consumption in China. China was selected to conduct
this research because it has a minority of Muslim population living among many other
ethnic groups. Research findings have significant value for food policy
decision-makers and food marketers who might pursue opportunities in the Halal
market segment. For instance, numerous global food retailers such as McDonalds are
using Halal food in their restaurants across Muslim majority countries of Asia-Pacific
such as Indonesia and Malaysia.

Conceptual framework
Many models have been proposed to explain consumer behavior towards food in
general (Sparks and Shepherd, 1992; Thompson et al., 1996; Conner and Sparks, 1996).
However, a limited number of studies have focused specifically on investigating the
determinants of Halal meat consumption. In this study, the influence of the classical
components of the TPB on intention to consume Halal meat is measured within an
ethnic minority population of Muslims living in China. The influence of the cultural
and more specific religious context in which Halal meat is consumed is investigated
using the framework shown in Figure 1.

Theory of planned behavior
The TPB is a theory in psychology that examines the link between attitudes and
behavior. Proposed by Ajzen as an extension of the theory of reasoned action (Ajzen,
1985, 1991), it is one of the most predictive persuasion theories. The theory has been
applied to studies of the relations among beliefs, attitudes, behavioral intentions, and
behaviors in various fields such as advertising, public relations, campaigns, and

Figure 1.
Research model

Source: Based on Bonne et al. (2007)
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healthcare (Weng and Run, 2013; Alam et al., 2012; Polonsky et al., 2011). TPB
postulates three conceptually independent determinants of behavioral intention:
attitude, subjective norm, and perceived behavioral control.

Attitude
Attitude toward a specific behavior refers to the extent to which a person has a
favorable or unfavorable appraisal of that behavior under consideration (Ajzen, 1991).
According to Ajzen (1991), the more favorable the attitude with respect to behavior, the
stronger the person’s intention to implement the behavior in question (Li et al., 2009).

Subjective norm
Subjective norms consist of an individual’s beliefs about whether significant others
believe one should involve in the behavior (Conner and Sparks, 1996) – significant
others being individuals or groups whose preferences about a person’s behavior in this
domain are important to them. Subjective norms are assumed to assess the social
pressures individuals feel toward performing or not performing a particular behavior.
In Chang’s (1998) study, the relationship between subjective norms and attitudes
towards behavior was significant. HoJung et al. (2004) also found that subjective norms
have direct effects on attitudes.

Perceived behavioral control
Perceived behavioral control is an individual’s perceived ease or difficulty in acting
a specific behavior (Ajzen, 1988; Yang et al., 2012). It is assumed that perceived
behavioral control is determined by beliefs concerning whether or not one has access to
the necessary resources and opportunities to perform the behavior successfully (Ajzen,
1988, 1991). The link between perceived behavioral control and behavior suggests that
consumers are more likely to engage in behaviors they feel they have control over and
are reluctant to carry out behaviors over which they feel to have little or no control.
For example, low perceived availability of Halal meat may hinder someone from
consuming it – as shown, for instance, in the case of sustainable food consumption
(Vermeir and Verbeke, 2006).

Habit
Habits are habituated routines of behavior that are repeated regularly, tend to occur
subconsciously, and tend to occur without the person directly thinking consciously
about those behaviors (Butler and Hope, 1995). Several studies applying the TPB to
food-related behavior have successfully included habit as an independent predictor of
intentions (Verbeke, 2005; Honkanen et al., 2005); therefore, habit will be included as a
separate component of the TPB.

Self-identity
Self-identity may be defined as the salient part of an actor’s self that relates to a
particular behavior. It reflects the extent to which an actor sees himself or herself
fulfilling the criteria for any societal role; for example, someone may be concerned with
green issues (Sparks and Shepherd, 1992). Previously, some studies of TPB to
food-related behavior have included self-identity as an additional predictor variable
(Sparks et al., 1995; Cook et al., 2002). Others who studied the issue, however, have not
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found that self-identity influences behavioral intention (Povey et al., 2001; Robinson
and Smith, 2002). Here, the influence of self-identity as a Muslim will be investigated
through differentiating consumers who identify themselves strongly as being Muslim
consuming Halal meat with a rather low identification with being a Muslim only (who
does not care about Halal products).

Dietary acculturation
Since acculturation relates to adopting cultural traits, dietary acculturation refers
specifically to adopting the eating habits of the new environment. Typically, it is used
to represent the practice by which an ethnic group adopts the cultural patterns of the
host culture ( Jamal, 1996; Laroche et al., 1999). Therefore, it is the process in which
cultural identity may change when an individual is exposed to a new majority culture
(Cannon and Yaprak, 2011). Since the focus of this study is on dietary behavior of
Uyghur Turksih Muslims, we select to measure dietary acculturation as the process
that occurs when members of a minority group adopt the eating pattern or food choices
of the host culture (Negy and Woods, 1992).

Behavioral intention
Behavioral intention is a sign of an individual’s willingness to complete a given
behavior, and is thought to be the instant ancestor of behavior (Ajzen, 2002). It depends
on attitude toward the behavior, subjective norm, and perceived behavioral control.
Based on TPB, a person’s performance of a specific behavior is controlled by his or her
intention to implement that behavior.

Research hypotheses
Previous research shows that Muslims follow strictly the dietary rules and eat Halal
meat without following other religious prescriptions (Bonne and Verbeke, 2006).
Probably, some westernized individuals are less committed to Islam than others and
are therefore less interested in following religious instructions, surrendering to the
influence of the local community. On the contrary, individuals with a high Muslim
identification would be more inclined to comply with Islamic instructions and therefore
be less open to major community influence. In a collectivistic society promoted by
Islam, people tend to perceive themselves as interdependent with their group and tend
to strive for in-group compliance (Van Hooft et al., 2006). Therefore, the following
hypotheses are set forth:

H1. Individuals with a low self-identification will rely more on factors like
personal attitude, personal conviction, and perceived behavioral control.

In a study of acculturation, Liou and Contento (2001) found an increased predictive
power for individuals who are more acculturated. More precisely, the degree of
acculturation increases when attitude and self-efficacy forecast behavioral intention
considerably better. Given these results, we posit the second hypothesis as:

H2. The predictive power of the TPB components improves with the degree of
dietary acculturation.
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Research methodology
The research framework, presented in Figure 1, contains seven constructs with six
independent variables, two moderating variables, and one dependent variable.
Bonne et al. (2007) suggest that these constructs enable the researcher to measure the
behavioral intention. The measurements of the variables were adopted from previous
studies (Bonne et al., 2007; Ajzen, 2002; Chang, 1998); the variables were behavioral
intention, attitude, subjective norm, personal conviction, perceived control, perceived
availability, habit, self-identity, and dietary acculturation, in addition to relevant
socio-demographic variables such as age, gender, race, province, marital status, and
level of education.

Questionnaire design
The survey instrument consisted of a four-page questionnaire. It was originally
prepared in English and translated to Uyghur and Mandarin languages by using
back-to-back translation techniques (Zikmund, 2000), and all its statements were
written in short, simple and straightforward sentences. The questionnaire was divided
into two major parts: part A measured the determinants of Halal meat consumptions;
part B aimed to collect demographic information of the respondents participating in the
study. Part A contained a list of 12 statements to measure determinants of Halal meat
consumption on a five-point Likert scale, ranging from strongly disagree (1) to strongly
agree (5), except for intention and control. Part B was designed using a closed-ended
multiple-choice format. The demographic part was intentionally placed at the end of
the questionnaire so as to help reduce the response bias and make it more likely that
respondents would participate in the survey – given the fact that respondents
generally view demographic particulars such as income and age as sensitive and
confidential information.

Sampling and data collection
This research study used the non-probability convenience sampling technique. A total
of 500 questionnaires were distributed to respondents, all residents of Xinjiang. The
study utilized the self-administrated method. The researchers and some friends
stationed themselves in different universities across Xinjiang and on the city streets,
handed out questionnaires, and collected completed questionnaires from those willing
to participate in the study. A total of 410 responses were obtained from the fieldwork,
90 questionnaires were rejected or unreturned. Of the responses received, 42 were
found incomplete. The final analysis therefore used 368 completed questionnaires,
a 73.6 percent response rate.

Data analysis techniques
The SPSS software was used to analyze the data. The analysis consisted of four major
parts: first, descriptive statistics of all variables were assessed; second, Cronbach’s a
was used to test the reliability of analyses; third, an independent t-test was used for
TPB components in order to distinguish the differences between Uyghur and Hui
Muslims; and finally, several stepwise multiple regression analyses were carried out
for components of TBP, self-identity and dietary acculturation, in order to identify the
determinants of Halal meat consumption.
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Results and discussion
Descriptive statistics of demographic variables
Slightly more men (53 percent) than women (47.0 percent) completed the survey. This
rate was similar to that in another study about Halal meat consumption carried out in
France by Bonne et al. (2007). With respect to race, the sample consisted mainly of
Uyghur respondents (69.3 percent) and Hui Muslims, who accounted for 24.2 percent of
total sample. Our respondents were mainly younger respondents (54.9 percent under
25 years), and more single (69.3 percent) than married (29.3 percent) respondents
completed the survey. Respondents were mainly from Xinjiang (76.4 percent), and most
of the respondents benefited fromhigher education: 60.1 percent had a bachelor’s degree,
14.9 percent had a diplomawhile only 18.7 percent had an education lower than diploma.
This differs fromwhat Bonne et al. (2007) findings.Most of their study respondents were
highly educated people, many holding Master or PhD degrees – suggesting that
Muslims in France enjoy a better education than those in China (Table I).

Descriptive statistics of TPB components
Table II presents the mean scores, standard deviations and correlations of the TPB
components. All mean scores were presented on a five-point scale and are positively
scaled except the dietary acculturation, which was reversed for further analyses.

Frequency %

Gender
Female 195 53.0
Male 173 47.0
Race
Uyghur 255 69.3
Hui 89 24.2
Others 24 6.5
Age
Below 25 202 54.9
25-35 82 22.3
36-45 61 16.6
46-55 18 4.9
Above 55 5 1.4
Region
Xinjiang 281 76.4
Others 87 23.6
Family
Single 255 69.3
Married 108 29.3
Divorced/widow 5 1.4
Education
Primary school 17 4.6
Secondary school 18 4.9
High school 34 9.2
Diploma 55 14.9
Degree 221 60.1
Master 20 5.4
PhD 3 0.8

Table I.
Demographic profile
of the respondents
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In general, participants considered Halal meat consumption to be highly important.
It was similar to a previous study carried out by Bonne et al. (2007), which was 4.76. One
can expect that involvement in consumption of Halal food is activated because the
product – Halal meat – is perceived as being instrumental inmeeting important Islamic
needs, goals and values (i.e. being a Muslim). In addition, the sample considers the
opinion of others (motivation to comply) as relatively important, while Halal meat
consumption was strongly considered to be a personal choice. The previous research
found that motivation to comply was relatively important, and also that Halal meat
consumption was considered to be a personal choice, 3.62 and 4.19, respectively.
Respondents believe that they have control over their own eating pattern but are
significantly less convinced of the availability of Halal meat. However, Bonne et al.’s
(2007) research found that French Muslims have less control over their eating
patterns, the mean being 3.93. French Muslims also claimed that Halal products were
less available. In addition, Uyghur Turkish Muslims do consider Halal meat
consumption an automated process – as indicated by their relatively high score on
the habit item. Finally, followers of Islam inChina predominantly consider themselves to
be Muslims, and they still prefer to eat food from their own region than to partake of
Chinese cuisine.

It should be noted that in general, Muslims living in China tend to retain their
original dietary behavior (dietary acculturation score: M ¼ 1.47) even though they are
living in a non-Islamic environment. Their dietary preference was lower than what was
revealed in research by Bonne et al. (2007) (M ¼ 1.77); this point shows that Uyghur
Turkish Muslims have less dietary acculturation than French Muslims. Furthermore,
those respondents with low dietary acculturation are more inclined to decide to buy
Halal meat. The more importance one attaches to Halal meat, the more one claims to be
influenced by family, friends and religious institutions, and the more personal one
considers the eating of Halal meat.

Table II reveals a significant positive correlation between behavioral intention and
motivation to comply, and personal conviction and dietary acculturation. Attitudes are
positively correlated with personal conviction and dietary acculturation. Furthermore,
a significant and positive correlation was found between personal conviction and
perceived control on the one hand and habit on the other. In addition, perceived
availability is positively correlated with the motivation to comply with religious
practice. Despite being significant, the correlations between the hypothesized
determinants of intention are relatively low, and hence, do not impose limitations
from eventual multicollinearity in further regression analysis.

Reliability analysis
The reliability of the scales was confirmed using Cronbach’s a when appropriate,
because the degree to which the measure was reliable affects the analysis of
relationships with other variables of interest in the study (Gilbert and Warren, 1995).
This is especially important in psychographic research, given that in past studies,
arbitrary selection and measurement of scales have been criticized. The minimum
Cronbach’s a of 0.70 is considered acceptable (Sekaran, 2003). In this study, the
Cronbach’s a value for motivation to comply and perceived availability were 0.70 and
0.85, respectively. Behavioural intention, attitude, personal conviction, habit, control,
self-identity and dietary acculturation were measured using single item measures.
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Independent t-test for TPB components by race
Independent t-test analysis was conducted for two groups: Uyghur and Hui Muslims.
Other groups were excluded because of low numbers of respondents. Independent
samples t-test showed that there is no significant difference between the Uygur and
Hui Muslim respondents regarding the extent to which they consider themselves to be
a Muslim (t(342) ¼ 0.394, p . 0.05), assuming equal variances. The Uyghur Muslims
have a higher behavioral intention than Hui Muslims, with significant differences
revealed (t(98.85) ¼ 12.90, p , 0.05). The large grazing land in Xinjiang province that
provides a variety of meats for Uyghur Muslims may account for this difference.

Significant differences were observed on personal conviction, dietary acculturation
between Uygur Turkish Muslims and Hui Chinese Muslims. The results were
t(127.40) ¼ 6.67, p , 0.05 and t(98.06) ¼ 6.90, p , 0.05, respectively. Hence, Uyghur
Turkish Muslims have higher personal conviction than Hui Muslims. The Uyghur
Muslims have less dietary acculturation than Hui Muslims. The differences may be due
to the fact that the Hui Muslims are scattered all across China whereas Uyghur
Muslims are confined to and concentrated in Xinjiang province, which has a strong
sense of community among Muslims and a rich historical heritage rooted in Islamic
traditions, values and norms.

Multiple regression analyses
The TPB components were tested by running several stepwise multiple regression
models. The first model was regressed with the four determinants of behavioral
intention. Next, regression model results were compared for individuals with low
versus high levels of self-identity (H1), and low versus high dietary acculturation (H2).
Table III presents a summary of the estimates for each model.

For the total sample, motivation to comply, personal conviction and perceived
control were significant predictors of behavioral intention, while attitude, perceived
availability, and habit were not significant. This finding differs slightly from the
research results of Bonne et al. (2007) for Muslims in France; they found that attitude
was the significant predictor of the behavioral intention, while personal conviction was
not. Perceived availability, therefore, is not a barrier to the consumption of Halal meat
for both Muslims in China and France. In addition, it appears that habit, or the degree
to which one eats Halal meat as an automated process, has no influence on behavioral

Self-identity Dietary acculturation
Total sample Low High Low High
R 2 ¼ 0.095 R 2 ¼ 0.122 R 2 ¼ 0.106 R 2 ¼ 0.323 R 2 ¼ 0.527
b p b p b p b p b p

Attitude 0.056 0.378 0.042 0.619 0.098 0.298 0.053 0.438 0.058 0.673
Subjective norm
Motivation to comply 0.311 0.002 0.375 0.009 0.303 0.036 0.116 0.092 1.304 0.000
Personal conviction 0.371 0.002 0.383 0.017 0.500 0.012 0.594 0.000 0.497 0.032
Perceived behavioral control
Perceived control 0.301 0.030 0.649 0.004 0.016 0.863 0.294 0.035 1.435 0.002
Perceived availability 0.014 0.825 0.057 0.518 0.092 0.327 0.036 0.599 0.210 0.222
Habit 0.093 0.163 0.076 0.401 0.094 0.301 0.036 0.625 1.208 0.005

Table III.
Summary of several
stepwise regression
analyses
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intention to eat Halal meat for both Chinese and French Muslims. For Chinese Muslims,
however, Halal meat consumption was not determined by attitude.

The classical determinants (subjective norm and perceived control) are thus
significant for one’s intention to consume Halal meat. Nevertheless, it should be noted
that the resulting coefficient estimates (ranging from 0.02 to 0.03) and the explained
variance (R 2 ¼ 0.10) are higher than those for previous research performed in France
by Bonne et al. (2007) using the TPB framework (R 2 ¼ 0.06).

Role of religious self-identity
To examine the possible differential predictive value of the TPB components
depending on the level of individual’s self-identity, respondents were classified in two
self-identity categories using a median split (low, high). Data with scale values 1-4 are
considered low self-identity and data at a scale value of 5 are considered high
self-identity. The intentions of Muslims with a low self-identity (R 2 ¼ 0.122) are
determined by subjective norms toward Halal meat consumption and by their
perceived behavioral control. However, for Muslims with a high self-identity,
behavioral intention was influenced by only subjective norm. In other words, both
consumers who consider themselves to be more or less Muslims were primarily guided
by the subjective norm (Mukhtar and Butt, 2012). Furthermore, both consumers with a
low Muslim self-identity and consumers with a higher Muslim identity are more prone
to be influenced by the opinion of other people and institutions (Regenstein et al., 2003).
In other words, both groups rely on the motivation to comply. The hypothesis that the
degree to which a consumer considers himself or herself a Muslim influences
the decision making process for Halal meat has not been confirmed. In addition, the
aspects of the hypothesis suggesting that a person with lower self-identification as a
Muslim relies more on factors like personal attitude, perceived availability and habit
than on the motivation to comply were also rejected.

Role of dietary acculturation
After classifying respondents in two dietary acculturation groups using median
split (low, high), where data with scale values 1 and 2 were considered low dietary
acculturation and data with scale values 3-5 were considered high dietary
acculturation. The results show that personal conviction and perceived control over
Halal meat consumption predict behavioral intentions for low-dietary-acculturated
consumers (R 2 ¼ 0.323), while intentions of high-acculturated consumers are predicted
by motivation to comply, personal conviction, perceived control, and habit
(R 2 ¼ 0.527). This means high-dietary-acculturation Muslims are more prone to take
the opinion of other Muslims and institutions into account, believing that their
consumption decision is a matter of habit (Park et al., 2003). With these findings we can
confirm our hypothesis that dietary acculturation influences the predictive power of
the TPB components – the ability to predict behavioral intention improves with the
degree of dietary acculturation. Attitude does not influence behavioral intentions for
either high- or low-acculturated consumers. Furthermore, the non-significance of
perceived availability can likely be explained by the reasoned or highly important
nature of Halal meat consumption – independent of the level of dietary acculturation
in the host culture (Liou and Contento, 2001).
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Conclusion
Different ethnic groups have different behavioral attitudes and intentions toward Halal
meat consumption. Uyghur Turkish Muslim consumers of China specifically have high
behavioral dispositions toward consuming Halal meat products. At the same time,
there is no significant difference between Uyghur and Hui Muslims in the ways they
consider themselves to be “a Muslim.” The motivation to comply and personal
conviction create a positive attitude toward behavioral intention to consume Halal
meat. However, perceived control has a negative relationship with behavioral
intention.

This study shows that the classical TPB determinants of intention explain only
little variance (more than previous research in France) in the intention to consume
Halal meat and that the regression coefficients are low compared with those of other
food choice studies using the TPB. Apparently, the Halal meat consumption for
Muslims is quite different from the consumption of regular meat for non-Muslims
(Bonne and Verbeke, 2008). The religious affiliation associated to Halal meat perhaps
makes the consumption decision critical for the Muslim consumer, leading to a
different decision-making process.

Two factors that are related to consumption decisions within a religion and origin
context could help us better understand the notion of religious meat consumption
decisions. We can conclude that, in general, the influence of personal conviction
regarding the consumption of Halal meat, the influence of peers, and the perceived
control over consuming Halal meat, predict the intention to eat Halal meat among
Muslims in China. Perceived availability of Halal meat does not seem to be a barrier to
the consumption of Halal meat; nor is consumption strongly driven by habitual
behavior.

Muslims with a low Muslim self-identity eat Halal meat not only because of
personal conviction and motivation to comply, but also because of perceived control;
Muslims with a strong Muslim self-identity, however, are influenced only by subjective
norms, such as personal conviction and motivation to comply. When considering the
degree of dietary acculturation, low dietary acculturation Muslims rely on their
personal conviction and perceived control, whereas high dietary acculturation Muslims
rely on subjective norms and perceived control, and believe that their consumption
decision is a matter of habit.

This study demonstrates that Halal meat consumption is governed by the pressure
of others, personal conviction, and perceived control. Positive attitude does not impact
Halal meat consumption, contrary to results by Bonne et al. (2007). Possibly, the
personal relevance connected to Halal meat dominates over preference for available
food products. Consumers perceive the availability of a product less as a latent obstacle
for behavior, leading to allocate more resources to gaining their desired products. This
has been revealed in the case of sustainable food consumption decisions (Vermeir and
Verbeke, 2006), and can be confirmed by exploratory research that concluded that
Muslims are willing to put considerable efforts in finding Halal meat (Bonne and
Verbeke, 2006). Another explanation for the non-significance of perceived availability
could be an improved availability of Halal products across China. There is a great
potential in the north-western region, considering that China is pouring its huge and
precious resources into developing the western region of Xinjiang and Inner Mongolia,
as suggested by Hoo (2005).
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Managerial implications
Practical implications extend to food policy decision-makers and food marketers who
might pursue identity- and/or acculturation-related strategies in their distribution and
communication efforts targeted at the growing Halal food market segments across
China and worldwide (Cui and Liu, 2000). The results show that the decision-making
process that precedes Halal consumption is different from regular meat consumption
decision-making processes. Consequently, different marketing techniques should be
used to stimulate Halal meat consumption versus regular meat consumption
(Lupton et al., 2010). In addition, different decision segments exist within the Halal
market (i.e., segments that base their decision(s) on different variable(s)).

Research limitations
First, the study focused on only two individual characteristics related to religious food
consumption, namely self-identity and dietary acculturation. Additional possible
individual characteristics have not been considered, such as trust (Stefani et al., 2005),
moral obligation (Sparks et al., 1995), involvement or values (Vermeir and Verbeke,
2006). Second, the survey was confined to consumers residing within the vicinity of
Urumqi city, which is amodern city, where consumers fromother parts of theXinjiang –
like Kashgar andHotanwhereMuslims are living in amore Islamic environment – were
excluded from the research due to time and cost constraints. Consequently, the study is
subject to limitations by possible biases that exist when only one geographic area is
selected and when the sampling method representative of the actual target market as a
whole is not used. Finally, because of the sensitive, religious nature of the topic, some
questions – like social or subjective norms, personal norms, and personal relevance –
had to be asked indirectly as some respondents were hesitant to answer them
appropriately.

References

Ababou, M. (2005), “The impact of age, generation and sex variables on religious beliefs and
practices in Morocco”, Social Compass, Vol. 52 No. 1, pp. 31-44.

Ahmed, A. (2008), “Marketing of Halal meat in the United Kingdom: supermarkets versus local
shops”, British Food Journal, Vol. 110 No. 7, pp. 655-670.

Ajzen, I. (1985), From Intention to Action: A Theory of Planned Behavior, Kuhl, J. and Beckman, J.
(eds), Springer, New York, NY.

Ajzen, I. (1988), Attitudes, Personality and Behavior, Open University Press, Milton Keynes.

Ajzen, I. (1991), “The theory of planned behavior”, Organizational Behavior and Human Decision
Processes, Vol. 50 No. 1, pp. 179-211.

Ajzen, I. (2002), “Perceived behavioral control, self-efficacy, locus of control, and the theory of
planned behavior”, Journal of Applied Social Psychology, Vol. 32 No. 4, pp. 1-20.

Alam, A., Arshad, M.U. and Shabbir, S.A. (2012), “Brand credibility, customer loyalty and the
role of religious orientation”, Asia Pacific Journal of Marketing and Logistics, Vol. 24 No. 4,
pp. 583-598.

Alserhan, B.A. (2010), “Islamic branding: a conceptualization of related terms”, Journal of Brand
Management, Vol. 18 No. 1, pp. 34-49.

Archibald, A. (2007), “Global Halal food market”, available at: www.ats.agr.gc.ca/africa/4352_e.
htm (accessed 20 April 2010).

Consumer
behavior
dynamics

19

D
ow

nl
oa

de
d 

by
 I

nt
er

na
tio

na
l I

sl
am

ic
 U

ni
ve

rs
ity

 M
al

ay
si

a 
A

t 0
1:

10
 2

8 
A

ug
us

t 2
01

5 
(P

T
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0037768605050147&isi=000227160100003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0749-5978%2891%2990020-T&isi=A1991GQ64400003
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2F0749-5978%2891%2990020-T&isi=A1991GQ64400003
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070700810887149&isi=000258842600008
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1559-1816.2002.tb00236.x&isi=000175641600001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2F978-3-642-69746-3_2
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13555851211259034
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fbm.2010.18
http://www.emeraldinsight.com/action/showLinks?crossref=10.1057%2Fbm.2010.18


Blackwell, R.D., Miniard, P.W. and Engel, J.F. (2001), Consumer Behavior, Harcourt, Inc.,
Orlando, FL.

Bonne, K. and Verbeke, W. (2006), “Muslim consumer’s attitude towards meat consumption in
Belgium: insights from means-end chain approach”, Anthropology of Food, available at:
http://aof.revues.org/90 (accessed 29 March 2009).

Bonne, K. and Verbeke, W. (2008), “Religious values informing Halal meat production and the
control and delivery of Halal credence quality”, Agriculture and Human Values, Vol. 25
No. 1, pp. 35-47.

Bonne, K., Vermeir, I., Bergeaud-Blackler, F. and Verbeke, W. (2007), “Determinants of Halal
meat consumption in France”, British Food Journal, Vol. 109 No. 5, pp. 367-386.

Butler, G. and Hope, T. (1995), Managing Your Mind: The Mental Fitness Guide, Oxford
University Press, Oxford.

Cannon, H.M. and Yaprak, A. (2011), “A dynamic framework for understanding cross-national
segmentation”, International Marketing Review, Vol. 28 No. 3, pp. 229-243.

Chan, K. and McNeal, J.U. (2003), “Parent-child communications about consumption and
advertising in China”, Journal of Consumer Marketing, Vol. 20 No. 4, pp. 317-334.

Chang, M.K. (1998), “Predicting unethical behavior: a comparison of the theory of reasoned action
of the theory of planned behavior”, Journal of Business Ethics, Vol. 17 No. 16, pp. 1825-1833.

Conner, M.T. and Sparks, P. (1996), “The theory of planned behavior and health behaviors”, in
Conner, M.T. and Norman, P. (Eds), Predicting Health Behavior, Open University Press,
Buckingham, pp. 121-161.

Cook, A.J., Kerr, G.N. and Moore, K. (2002), “Attitudes and intentions towards purchasing GM
food”, Journal of Economic Psychology, Vol. 23 No. 3, pp. 557-572.

Cui, G. and Liu, Q. (2000), “Regional market segments of China: opportunities and barriers in a
big emerging market”, Journal of Consumer Marketing, Vol. 17 No. 1, pp. 55-72.

Delener, N. (1994), “Religious contrasts in consumer decision behavior patterns: their dimensions
and marketing implications”, European Journal of Marketing, Vol. 28 No. 5, pp. 36-53.

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, Vol. 1 No. 2,
pp. 27-33.

DW (2011), “Europe’s Muslim population expected to rise by a third by 2030”, available at:
www.dw.de/europes-muslim-population-expected-to-rise-by-a-third-by-2030/a-14799979
(accessed 22 March 2012).

Gao, T., Sultan, F. and Rohm, A.J. (2010), “Factors influencing Chinese youth consumers’
acceptance of mobile marketing”, Journal of Consumer Marketing, Vol. 27 No. 7,
pp. 574-583.

Gilbert, F.W. and Warren, W.E. (1995), “Psychographic constructs and demographic segments”,
Psychology & Marketing, Vol. 12 No. 3, pp. 223-237.

Gladney, D.C. (2003), “Islam in China: accommodation or separatism?”, The China Quarterly,
Vol. 174 No. 1, pp. 451-467.

Guo, X., Hao, A.W. and Shang, X. (2011), “Consumer perceptions of brand functions: an empirical
study in China”, Journal of Consumer Marketing, Vol. 28 No. 4, pp. 269-279.

HoJung, C., Chung, J. and Pysarchik, D.T. (2004), “Antecedents to new food product purchasing
behavior among innovator groups in India”, European Journal of Marketing, Vol. 38
Nos 5/6, pp. 608-625.

JTMC
9,1

20

D
ow

nl
oa

de
d 

by
 I

nt
er

na
tio

na
l I

sl
am

ic
 U

ni
ve

rs
ity

 M
al

ay
si

a 
A

t 0
1:

10
 2

8 
A

ug
us

t 2
01

5 
(P

T
)

http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F02651331111132839&isi=000293667000002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0167-4870%2802%2900117-4&isi=000178351300002
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10460-007-9076-y&isi=000251307400005
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363761111143169
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363760310483685
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363760010309546
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363761011086326
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F0070700710746786&isi=000247338900010
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090560410529240
http://www.emeraldinsight.com/action/showLinks?crossref=10.1023%2FA%3A1005721401993&isi=000077320000004
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F03090569410062023
http://www.emeraldinsight.com/action/showLinks?crossref=10.1002%2Fmar.4220120306&isi=A1995QW27700005


Honkanen, P., Olsen, S.O. and Verplanken, B. (2005), “Intention to consume seafood – the
importance of habit”, Appetite, Vol. 45 No. 2, pp. 161-168.

Hoo, B.K. (2005), “China’s Halal market holds vast potential”, available at: www.investpenang.
gov.my/new_main.php?news_id¼115&start¼&category_id¼&parent_id¼&arcyear¼&
arcmonth¼ (accessed 15 April 2010).

Hussaini, M.M. (2004), “Halal Haram lists – why they do not work”, available at: www.
soundvision.com/info/Halalhealthy/Halal.list.asp (accessed 15 April 2008).

Ireland, J.S. and Rajabzadeh, A. (2011), “UAE consumer concerns about Halal products”, Journal
of Islamic Marketing, Vol. 2 No. 3, pp. 274-283.

Jamal, A. (1996), “Acculturation: the symbolism of ethnic eating among contemporary British
consumers”, British Food Journal, Vol. 98 No. 10, pp. 12-26.

Laroche, M., Kim, C. and Tomiuk, M.A. (1999), “Italian ethnic identity and its relative impact on
the consumption of convenience and traditional foods”, British Food Journal, Vol. 101 No. 3,
pp. 201-228.

Li, J., Mizerski, D., Lee, A. and Liu, F. (2009), “The relationship between attitude and behavior: an
empirical study in China”, Asia Pacific Journal of Marketing and Logistics, Vol. 21 No. 2,
pp. 232-242.

Limage, L.J. (2000), “Education and Muslim identity: the case of France”, Comparative Education,
Vol. 36 No. 1, pp. 73-94.

Lin, S. and Ke, X. (2010), “Chinese glocalization – a study of intergenerational residence in urban
China”, Journal of Consumer Marketing, Vol. 27 No. 7, pp. 638-644.

Liou, D. and Contento, I.R. (2001), “Usefulness of psychosocial theory variables in explaining
fat-related dietary behavior in Chinese Americans: association with degree of
acculturation”, Journal of Nutrition Education, Vol. 33 No. 6, pp. 322-331.

Liu, M.T., Huang, Y.Y. and Minghua, J. (2007), “Relations among attractiveness of endorsers,
match-up, and purchase intention in sport marketing in China”, Journal of Consumer
Marketing, Vol. 24 No. 6, pp. 358-365.

Liu, S., Lu, Y., Liang, Q. and Wei, E. (2010), “Moderating effect of cultural values on decision
making of gift-giving from a perspective of self-congruity theory: an empirical study from
Chinese context”, Journal of Consumer Marketing, Vol. 27 No. 7, pp. 604-614.

Lupton, R.A., Rawlinson, D.R. and Braunstein, L.A. (2010), “Private label branding in China:
what do US and Chinese students think?”, Journal of Consumer Marketing, Vol. 27 No. 2,
pp. 104-113.

Mukhtar, A. and Butt, M.M. (2012), “Intention to choose Halal products: the role of religiosity”,
Journal of Islamic Marketing, Vol. 3 No. 2, pp. 108-120.

Mullen, K., Williams, R. and Hunt, K. (2000), “Irish descent, religion and food consumption in the
West of Scotland”, Appetite, Vol. 34 No. 1, pp. 47-54.

National Bureau Statistics of China (2002), available at: www.stats.gov.cn/enGliSH/ (accessed
16 April 2012).

Negy, C. and Woods, D.J. (1992), “The importance of acculturation in understanding research
with Hispanic Americans”, Hispanic Journal of Behavioral Science, Vol. 14 No. 2,
pp. 224-247.

Park, S., Paik, H.Y. and Ok, S.W. (2003), “Mother’s acculturation and eating behaviors of Korean
families in California”, Journal of Nutrition Education and Behavior, Vol. 35 No. 3,
pp. 142-147.

Pettinger, C., Holdsworth, M. and Gerber, M. (2004), “Psycho-social influences on food choice in
Southern France and Central England”, Appetite, Vol. 42 No. 3, pp. 307-316.

Consumer
behavior
dynamics

21

D
ow

nl
oa

de
d 

by
 I

nt
er

na
tio

na
l I

sl
am

ic
 U

ni
ve

rs
ity

 M
al

ay
si

a 
A

t 0
1:

10
 2

8 
A

ug
us

t 2
01

5 
(P

T
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F07399863920142003&isi=A1992HQ66800003
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070709910269811
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS1499-4046%2806%2960354-0
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F17590831211232519
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS1499-4046%2806%2960198-X&isi=000183380700007
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13555850910950059
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363760710822945
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363760710822945
http://www.emeraldinsight.com/action/showLinks?crossref=10.1006%2Fappe.1999.0292&isi=000085910400006
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F17590831111164796
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F17590831111164796
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.appet.2004.01.004&isi=000222328700009
http://www.emeraldinsight.com/action/showLinks?crossref=10.1080%2F03050060027773&isi=000086120900006
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363761011086353
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.appet.2005.04.005&isi=000231747600009
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070709610153786
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363761011086380
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363761011027213


Pitta, D.A., Fung, H.G. and Isberg, S. (1999), “Ethical issues across cultures: managing the
differing perspectives of China and the USA”, Journal of Consumer Marketing, Vol. 16
No. 3, pp. 240-256.

Polonsky, M.J., Garma, R. and Grau, S.L. (2011), “Western consumers’ understanding of carbon
offsets and its relationship to behavior”, Asia Pacific Journal of Marketing and Logistics,
Vol. 23 No. 5, pp. 583-603.

Povey, R., Wellens, B. and Conner, M. (2001), “Attitudes towards following meat, vegetarian
and vegan diets: an examination of the role of ambivalence”, Appetite, Vol. 37 No. 1,
pp. 15-26.

Regenstein, J.M., Chaudry, M.M. and Regenstein, C.E. (2003), “The kosher and Halal food laws”,
Comprehensive Reviews in Food Science and Food Safety, Vol. 2 No. 1, pp. 111-127.

Riaz, M.N. (1999), “Examining the Halal market”, Prepared Foods, Vol. 68 No. 10, pp. 81-85.

Robinson, R. and Smith, C. (2002), “Psychosocial and demographic variables associated
with consumer intention to purchase sustainable produced foods as defined by the
Midwest Food Alliance”, Journal of Nutrition Education and Behavior, Vol. 34 No. 6,
pp. 316-325.

Sack, D. (2001), Whitebread Protestants, Food and Religion in American Culture, Palgrave
MacMillan, New York, NY.

Sekaran, U. (2003), Research Methods for Business, 4th ed., Wiley, Hoboken, NJ.

Shatenstein, B. and Ghadirian, P. (1997), “Influences on diet, health behaviors and their outcome
in select ethno cultural and religious groups”, Nutrition, Vol. 14 No. 2, pp. 223-230.

Sparks, P. and Shepherd, R. (1992), “Self-identity and the theory of planned behavior: assessing
the role of identification with green consumerism”, Social Psychology Quarterly, Vol. 55
No. 4, pp. 388-399.

Sparks, P., Shepherd, R. and Frewer, L.J. (1995), “Assessing and structuring attitudes toward the
use of gene technology in food production: the role of perceived ethical obligation”, Basic
Applied Social Psychology, Vol. 16 No. 3, pp. 267-285.

Stefani, G., Cavicchi, A. and Romano, D. (2005), “Determinants of intention to purchase chicken in
Italy: the role of consumer risk perception and trust in different information sources”,
paper presented at Seminar on the Economics and Policy of Diet and Health, University of
Florence, Florence, Italy.

Swanson, L.A. (1996), “Food linguistics and cross-cultural, cross-national food consumption
habits in China”, British Food Journal, Vol. 98 No. 6, pp. 33-44.

Thompson, K.E., Haziris, N. and Alekos, P.J. (1996), “Attitudes and food choice behavior”, British
Food Journal, Vol. 96 No. 11, pp. 9-13.

Van Hooft, E.A.J., Born, M.Ph., Taris, T.W. and Van der Flier, H. (2006), “The cross-cultural
generalizability of the theory of planned behavior: a study on job seeking in the
Netherlands”, Journal of Cross-Cultural Psychology, Vol. 37 No. 2, pp. 127-135.

Verbeke, W. (2005), “Agriculture and the food industry in the information age”, European Review
of Agricultural Economics, Vol. 32 No. 3, pp. 347-368.

Vermeir, I. and Verbeke, W. (2006), “Impact of values, involvement and perceptions on consumer
attitudes and intentions towards sustainable consumption”, Journal of Agricultural and
Environmental Ethics, Vol. 19 No. 2, pp. 169-194.

Weng, J.T. and Run, E.C. (2013), “Consumers’ personal values and sales promotion preferences
effect on behavioural intention and purchase satisfaction for consumer product”, Asia
Pacific Journal of Marketing and Logistics, Vol. 25 No. 1, pp. 70-101.

JTMC
9,1

22

D
ow

nl
oa

de
d 

by
 I

nt
er

na
tio

na
l I

sl
am

ic
 U

ni
ve

rs
ity

 M
al

ay
si

a 
A

t 0
1:

10
 2

8 
A

ug
us

t 2
01

5 
(P

T
)

http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS0899-9007%2897%2900425-5&isi=000072391500009
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070709610131357
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10806-005-5485-3&isi=000237534400004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1007%2Fs10806-005-5485-3&isi=000237534400004
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13555851111183048
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2FS1499-4046%2806%2960114-0&isi=000179489400005
http://www.emeraldinsight.com/action/showLinks?crossref=10.2307%2F2786955&isi=A1992KG60500005
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070709410074632
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F00070709410074632
http://www.emeraldinsight.com/action/showLinks?crossref=10.1006%2Fappe.2001.0406&isi=000170859800003
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13555851311290948
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13555851311290948
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15324834basp1603_1&isi=A1995QM95000001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1207%2Fs15324834basp1603_1&isi=A1995QM95000001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1177%2F0022022105284491&isi=000235844600001
http://www.emeraldinsight.com/action/showLinks?crossref=10.1111%2Fj.1541-4337.2003.tb00018.x
http://www.emeraldinsight.com/action/showLinks?crossref=10.1093%2Feurrag%2Fjbi017&isi=000230205400004
http://www.emeraldinsight.com/action/showLinks?crossref=10.1093%2Feurrag%2Fjbi017&isi=000230205400004
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363769910271487


Yang, H., Liu, H. and Zhou, L. (2012), “Predicting young Chinese consumers’ mobile viral
attitudes, intents and behavior”, Asia Pacific Journal of Marketing and Logistics, Vol. 24
No. 1, pp. 59-77.

Zikmund, W. (2000), Business Research Methods, 6th ed., Harcourt, Fort Worth, TX.

Further reading

Birch, D., Lawley, M. and Hamblin, D. (2012), “Drivers and barriers to seafood consumption in
Australia”, Journal of Consumer Marketing, Vol. 29 No. 1, pp. 64-73.

Verbeke, W. and Vackier, I. (2005), “Individual determinants of fish consumption: application of
the theory of planned behavior”, Appetite, Vol. 44 No. 1, pp. 67-82.

Corresponding author
Osama Sam Al-Kwifi can be contacted at: alkwifi@gmail.com

Consumer
behavior
dynamics

23

To purchase reprints of this article please e-mail: reprints@emeraldinsight.com
Or visit our web site for further details: www.emeraldinsight.com/reprints

D
ow

nl
oa

de
d 

by
 I

nt
er

na
tio

na
l I

sl
am

ic
 U

ni
ve

rs
ity

 M
al

ay
si

a 
A

t 0
1:

10
 2

8 
A

ug
us

t 2
01

5 
(P

T
)

http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F07363761211193055
http://www.emeraldinsight.com/action/showLinks?crossref=10.1016%2Fj.appet.2004.08.006&isi=000226758300006
http://www.emeraldinsight.com/action/showLinks?system=10.1108%2F13555851211192704


This article has been cited by:

1. Osama Sam Al-Kwifi, Zafar U. Ahmed. 2015. An intellectual journey into the historical evolution of
marketing research in brand switching behavior – past, present and future. Journal of Management History
21:2, 172-193. [Abstract] [Full Text] [PDF]

2. Taylor Thomas, Charles E. Carraher. 2014. A retail perspective on the shopping behavior, cultures
and personalities for China, United Arab Emirates, Belgium, India, Germany and America. Journal of
Technology Management in China 9:3, 289-296. [Abstract] [Full Text] [PDF]

3. Jonelle Feikis, Avery McHugh, Samuel Lane. 2014. Ethics and values. Journal of Technology Management
in China 9:2, 108-122. [Abstract] [Full Text] [PDF]

4. Charles E. Carraher Jr.. 2014. Emerging technology sustainability. Journal of Technology Management in
China 9:2, 206-218. [Abstract] [Full Text] [PDF]

D
ow

nl
oa

de
d 

by
 I

nt
er

na
tio

na
l I

sl
am

ic
 U

ni
ve

rs
ity

 M
al

ay
si

a 
A

t 0
1:

10
 2

8 
A

ug
us

t 2
01

5 
(P

T
)

http://dx.doi.org/10.1108/JMH-03-2014-0076
http://www.emeraldinsight.com/doi/full/10.1108/JMH-03-2014-0076
http://www.emeraldinsight.com/doi/pdfplus/10.1108/JMH-03-2014-0076
http://dx.doi.org/10.1108/JTMC-08-2014-0050
http://www.emeraldinsight.com/doi/full/10.1108/JTMC-08-2014-0050
http://www.emeraldinsight.com/doi/pdfplus/10.1108/JTMC-08-2014-0050
http://dx.doi.org/10.1108/JTMC-08-2014-0053
http://www.emeraldinsight.com/doi/full/10.1108/JTMC-08-2014-0053
http://www.emeraldinsight.com/doi/pdfplus/10.1108/JTMC-08-2014-0053
http://dx.doi.org/10.1108/JTMC-05-2014-0032
http://www.emeraldinsight.com/doi/full/10.1108/JTMC-05-2014-0032
http://www.emeraldinsight.com/doi/pdfplus/10.1108/JTMC-05-2014-0032

