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ABSTRACT

In a Muskim country, halal products were a norm in the socrety whereby
Muslims in their daily Iife were notr only consuming the halal products. The
acceptance of non-Muslims towards halal products rs growing as well because
n‘_ the strict process and laws to follow. It reviews studies and theories on
customer's purchase intention on halal products and the concepts of price,
awareness, 31’31731.’?1711‘}', _s'.a'fﬁ*r}; 1hgred1bnr_s', and qua][r)/ of the halaf pmducrs,
which affect thewr purpose to buy from the perspective of non-Muslim. Fifty
research article from 2009 to 2019 was chosen for this research. Besides, the
halal products are also bemg monitored, certified, and enforced by the
government. Halal pmducrs with certification will Quronmﬂ}_‘.ﬂ{y gain the
confrdant of the consumers without any doubts. There are many types of
research fx*;hg conducted abour the hal i}mﬁzuﬂ}; bur there s Irmired
research bemng conducted ro explore the non-Muslim consumers’ purchase
intention on halal products.

Keywords: halal products, purchase intention, non-muslim, literature review

A, INTRODUCTION

As far as food is concerned, according to (Mathew, 2014), there were plenty
of opportunities to focus primal’ily on the interests of non-Muslims. As fast-food
outlets, KFC, Burger King, Taco Bell, and McDonald launched most halal food
options in their menu in non-Muslim countries(Ali, A, Xiaoliug, QG., Sherwani,
M., & Alj, 2017). (Hong, M., Sun, S, Beg, A. R, & Zhou, 2018) said China
ranked ninth in the Muslim world, and China's demand for halal food products is
massive. China's halal industry is worth USD 2.1 billion, with a growth rate of
10.0 percent per year (Hong, M., Sun, S., Beg, A. R., & Zhou, 2018).

IFANCA (Islamic Food and Nutrition Council of America) described Halal
originating from Arabic as' legal; permitted' in line with religious beliefs that
depict sanctioned behaviors adhering to the Sharia Law (Islamic Teaching)
(Battour, M. & Ismail, 2015). Today, the halal industry has become a viable
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worldwide market for pl‘oducts and services. Halal-conscious travelers from or
within an Islamic country are booming in this industry (Zulkifli, W., 201T).

Nevertheless, (Ali, A, Xiao]ing, QG., Sherwani, M., & Ali, 2017) noted in
their study that in a non-Muslim nation like China, halal food is not readily
available. Besides, the same study also reported that there was also a problem with
the authenticity of halal food available. In contrast to other Muslim-oriented
countries, (Hong, M., Sun, S., Beg, A. R., & Zhou, 2018) further revealed the
immature and less developed certification procedure and halal sector in a non-
Muslim country such as China. As the branded halal beef consists of pork, for
instance, a severe incident occurred [Hong, M., Sun, S, Beg, A. R, & Zhou,
2018).

Therefore, thgalevel of knowledge of the halal concept of non-Muslims
remains doubtful ( rishnan, S., Mohd Aderis, M. H. H,, Azman, M. N,, &
Kamaluddin, 2017). Indonesia's current government focus solely on halal logo
and certification rather than developing the necessary knowledge about the halal
concept (Wibowo, M. W. & Ahmad, 2016). Through stringent rules and
regulations granting halal certificates, the government has attempted to promote
Indonesia as a halal center (Wibowo, M. W. & Ahmad, 2016). (Alqudsi, 2014—)
mentioned that consumers' attitudes and behavior towards the level of
understanding of hgdal and Islamic Dietary Codes and Rules remain an issue
among the locals (Krishnan, S., Mohd Aderis, M. H. H., Azman, M. N,, &
Kamaluddin, 2017).

There have been numerous studies on the use of halal food by Muslims
(Mathew, 2014). Nevertheless, for non-Muslim consumers, consuming halal or
non-halal food items is another choice. A lack of consistency and transparency in
the manufacture of halal meat products could be one of the results of a lack of
kuowledge transmitted (Alqudsi, 20[4). Efforts should be made to educate and
disseminate "what" to non-Muslims in order to increase the perception of pure
Consciousness.

The study will contribute to the popularity among Muslim consumers as
well as non-Muslim gansumers of halal items in Indonesia. It will collect the

iables affecting the mtention of buying non-Muslims halal items in Indonesia.
gwa.n, H. M., Siddiquei, A. N., & Haider, 2015) further stated that Muslims
and non-Muslims consumers were more worried about the food they buy and eat
in recent years. The information collected can be used by the competent authorit}/
to draw up a proper plan to improve the consumption and production of halal
food in Indonesia and to take advantage of export opportunities in other
countries, consisting of an increasing Muslim population. (Hong, M., Sun, S,

Beg, A. R., & Zhou, 2018) further stated that Muslims in China had enjoyed new
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imported consumer goods as a result of income increment. The contribution of
the halal industry towards the economy will create more jobs and business
opportunities around the world, especia]ly in a market like China.

B. THEORITICAL
Concept of Halal Product

(Mathew, 2014) claimed that the concept of halal in the Quran means fair
?ood thatggan be taken without confusion, which also means valid and permitted.
Besides, (Said, M., Hassan, F., Musa, R., & Rahman, 2014) claimed in his study
that halal is a lawful and acceptable Arabic word. Also, in the Holy Quran, God
stated that to consume halal things, Muslims, and all human beings. (Wilson,
J.A.]., & Liu, 2010) mentioned that the word halal means permission in law in the
Arabic language. In particular, gaque, A., Sarwar, A., Yasmin, F., Tarofder, A.
K., & Hossain, 2015) emphasized that acceptable Holy Quran-based activities
mean halal.

The demand for halal from Myglim and non-Muslim consumers is growing
and gaining worldwide popularity.(Yunus, N. S. N. M,, Rashid, W. E. W,
Ariffin, N. M., & Rashid, 20[4) estimated halal gnarket value of USD2.31
trillion and become a new global market demand. ussain, 1., Rahman, S. U,,
Zaheer, A., & Saleem, 2016) further stressed that halal food tmding would consist
of overall 20.0 percent of world trade, taking into account population growth as
well as an increase in income.

Accol‘ding to (Henderson, 2,016), when describing halal and haram in the
context of food and drink, it means food and drink that can and can not be
consumed by Muslims as listed in the Quran and the words of the Prophet and
also from the legal point of view.(Mathew, 2014) also confirmed that the Quran's
definition of halal is permissible or permitted. Halal food, which can be eaten
Witl‘?lt uncertainty, therefore means allowable food. Halal food and bevemges
can be defined as things that individuals can eat without angalegitimate evidence
to disallow and also free of any unlawful or Impure content glid, M., Hassan, F.,
Musa, R., & Rahman, 20[4). Accol’ding to (Kotlel’, P., & Keller, 2005), the
advantages are given by the features of the item to meet consumer wishes and
needs. The advantages conveyed and provided are also brand attributes. It can,
therefore, be inferred that the consumer can use a robust marketing weapon to
differentiate the products of a business from its rivals by providing more attractive
features (Wan, M., & Toppinen, 2016).

(Eliasi, J. R., & Dwyer, 2,002,) stated in their study that nutrition is
considered halal or haram by looking at the entire food system. If the source is

haram and potentially harmful to an individual's psyche, body, and soul, the food
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is considered haram. Mashbuh means food divided into halal and haram. Healthy
food is often associated with halal food. (Wan, M., & Toppinen, 2016) stated
that halal foods, including seafood, frozen foods, canned foods, meats, seasoning,
pasta and noodles, sauce, beverages, and packaged cooking sauces.(Said, M.,
Hassan, F., Musa, R., & Rahman, 2014) stated that the slaughtering procedure
must follow the Islamicggmanner and be legally obtained in order for animal meat
to be considered halal.(Hussain, I, Rahman, S. U,, Zaheer, A., & Saleem, 2016)
made it clear that halal goods should be free from illegal or prohibited in the
manufacture of sweets, toiletries, cakes, and so on, such as pork, alcohol, and
animal oil. A further study conducted mentioned that halal means at the point
when utilized about food in any structure at thl’oughout exchange or business or
as a significant aspect of an exchange description, is connacted to legitimate items
or foods or bevel’ag Ambali, A. R, & Bakar, 2014). ee, S. H,, Siong, K. C,,
Lee, K. S, & Kim, 2016) mentioned that the coverage of the halal concept is
extensive, which includes the medical industry, banking, clothing, hotel
management, cosmetics, and other types of businesses.

According to (Awan, H. M,, Siddiquei, A. N., & Haider, 2015), research on
the variables that affect the pul’chasing of halal food products is being carried out.
However, their study examined the differences between the attitudes of consumers
towards halal food products and only halal cosmetics. (Said, M., Hassan, F.,
Musa, R, & Rahman, 2014) mentioned that many reasons affect the intention of
the consumers to buy halal food items and their behavior. The reasons for this are
the lack of information, the trust of consumers in the halal logo, the doubts about
the value of eating healthy products, and the rate of special education. However,
numbers are restricted when it comes to market recognition research among non-

Muslim consumers.

C. METHODOLOGY

Every article of primary source material in the research area of purchase
intention could not be sampled. This research includes a variety of characteristics
of the above mentioned past research but is different in several significant
respects. The period from 2009 to 2019 was chosen for this research. This
analysis is restricted by the number of publications that can be examined in depth.
Long-run and well-respected journals have been selected that are international and
promote high—qua]it}/ work thl‘ough a double-blind peer-reviewing, Fifry joumals
have been selected to identify the 'best' halal product purchase intention research
and are widely recognized as top journals in the field. The authors used a
systematic literature review (SLR) for our review research on halal products and
their impact on non-muslims consumers' purchase intention. Authors concentrate
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only on empirical articles, Exclude conceptual documents, real literature reviews,
or papers where the halal products and its impact on non-muslims consumers'
purchase Intention was a pel’ipheral component of the research.

. RESULTS AND DISCUSSION
. Purchase Intention

According to (Azam, 2016), the intention is the state of an individual's

willingness to conduct the behavior and is regarded as a rapid antecedent of
actions, Also, the intention to purchase can be defined as an individual's condition
is to be prepared to buy such products. Besides, it is also mentioned that the
attitude and behavioral purpose of an individual are influenced by the dietary
patterns and the decision-making of the aid during the purchase process (Lee et
al., 2016). Several previous studies have used the Planned Behavior Theor}/ (PBT)
to explain the purpose of a person to buy, use, and accept Halal food products
(Rahim, N. A, & Junos, 2012).
The purpose of taking or buying food, other than religion, is also associated
with a positive or negative attitude, social weight, and the person's power. Based
on the TPB, perceived behavioral regulation, behavioral disposition, and the
subjective standard was seen as thgycomponents for predicting and clarifying
actions and purpose.(Ozgen, Q., & Rurt, 2013) reported that research could be
carried out to determine the relationship and impact of consumer attitude with
the purchase of halal items.

(Wan, M., & Toppinen, 2016) stated that there would be buying behaviors
or buying intentions after the consumers considered and evaluatgg the product.
This same study that the purchasing behavior of consumers and their subjective
desires could be predicted and used as a critical point. It is, therefore, considered
to be a useful tool used by most marketers to predict the buying intention of the
consumers (Khemchotigoon, Y., & Kaenmanee, ZOIS)CY'eoW, 20[9).

2. Product Quality

(R}/u, K., & Han, 2010) 1‘e]iably demonstrated that performance parts,
including the essence of food, atmospherics, and administration, fundamentally
influence fulfillment in their findings on the diners ' procedure in mgking a
decision, and such connections adequately explained the goal's growth.(Sumirah
M. R., Nurul F. I, Zaw Z. H., & Wai, 2015 )reported that the execugpn of halal
food certification increased customer confidence. In his report,(E)ussain, I,
Rahman, S. U,, Zaheer, A., & Saleem, 2016) claimed that there are only a few
local approved bodies in Pakistan that, given many efforts to build up the halal
industry, can meet the halal quality standards. It is also a concern for the non-

Muslims towards health issue which arises around the world (Abdul Latiff, Z.A.,,
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Mohamed, Z.A., Rezai, G, & Kamaruzzaman, 2013). Besides, (Mathew,
20I4)mentioned that products with high quality mean the products get a positive
response from the consumers in terms of cleanliness and freshness.

Roininen, et. al. (2001) claimed that nowadays, because of the longer
lifespan and also the quality of the food they can eat, the consumer is becoming
more conscious of a particular food, mP it i1s also a quality standard for
consumers. Non-Muslims also claim that food with a halal logo is hygiene and
safe to eat, according to (Mathew, 2014). In today's globalization world, halal is
now regarded as a quality of hygiene and healthy fashion, not just linked to
l‘eligious needs. Besides,(Das, 2014) also mentioned that companies should know
how the consumers evaluate the product quality because consumers sometimes do
not mind about the cost of purchasing that product or services, but rather the
quality of it.

Perceived quality is one of the variables that influence the intention to buy,
according to (Das, 2014). Besides,(Das, 2014) also mentioned that companies
should know how consumers evaluate the quality of the product because
sometimes consumers do not care about the cost of buying the product or
services, but rather the qua.lity of the pl‘oduct. Perceived pl‘oduct qua.lity has had
an impact on consumer satisfaction in the retail business, according to
(Khemchotigoon, Y., & Kaenmanee, 2015). Also, the same stud}/ 1’ep01’ted the
findings of South Korea, Singapore, and Canada's mobile phone industry, which
found that cusggmer satisfaction had an impact on perceived product quality and
performance. (Ismail, I, Abdullah, N. A, N.,, Ahmad, Z., & Sidek, 2018)stated
that there is an essential link between halal intention to buy hygiene and clean
process in Muslim consumers.

Indonesia has become the centerpiece of halal foods. Because it characterizes
the cleanliness and freshness of the items, consumers will always react positively
and recognize top quality items. (Mathew, 2014)claimed in the same research on
halal food acceptance that all consumers are generally concerned about food
safety. It is essential to think about what is being put into the body as it turns out
to be an individual item depending on the Islamic viewpoint (Mathew, 2014;
Yeow, 2019).

3. Product Price

(Kaul’a, 20[2,), the real cost of the pl‘oduct and service is determined b}/ the
objective and subjective experience 0(@16 consumer, Price is detectable more
1‘apid1y than value as a heurpsgic sign (Yoon, S, Oh, S, Song, S, Kim, K. K,, &
Kim, 2014). In their study, gien, C.H., Wen, M. ], Huang, L. C,, & Wu, 2015)

mentioned th'{lt buyers WOLlld 'LlS'Ll‘lely h‘[lVE‘ a cost SCOPE‘ WO].'thy Of‘ a PI’OPOSE‘CI
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purchase. Price is considered an essential element in advertising products, and the
price response is defined as the rate of ggaction. Consumers were aware of changes
tpathe cost of pl‘oducts and services gow, W. S, Lee, . D, & Chel‘lg, 20[3).

ho, Y. S, Rha, H. S, & Burt, 2015)stated that the significant factor influencing
the purchase of retail brands affected by the concem for the price paid relative to
the quality recetved, which is the value consciousness.

A study conducted by (Dominique-Ferreira, S., Vasconcelos, H., & Proenca,
2016) reported that pricing has also been debated over the past few decades
because it is difficult to estimate and has also influenced business profit.
Therefore, the challenge of setting the right price often means that not all
consumers are wi]ling to pay for a given item at a comparab]e value. (Dominique—
Ferreira, S., Vasconcelos, H., & Proenca, 2016) have noted that the company's
overall revenues and market acceptance were taken into account in the pricing
strategies. The chances ofgguccess in achieving the corporate profitability goal will
be higher if managers E:tve more information and well-equipped with the
reactions of consumers over the price.

Furthermore, in a study on organic food in southern Gujarat, most
consumers are wiﬂing to pay similar costs for the natural food being pl’oduced
(Sharma, S., Shukla, R., Leua, A, Parmar, G., & Chaudhari, 2016). According
to(Low, W. S, Lee, ]. D, & Cheng, 2013), when buying a pl‘oduct Or service,
consumers may assess their satisfaction by contrasting the quality at a price to be
charged and also the costs incurred when purchasing thg products or services with
other comparable purchases. In the same study, it also stated that consumers
would not commit any further purchase or future purchases with the same retailer
if being found out that the price being paid is high and the outcome of the
product was unsatisfying,

The factga that influences the behavior intentions of the consumers is pge,
according to (Biang, L. ], Choi, H. C., & Joppe, 2018). In their study, it is &0
stated that consumers will take different considerations based on the differences
in pricing. Consumers do not generally remember the actual costs of items.
Besides, some studies have also shown that purchasigg is the probability that a
customer will purchase a particular item or service (ﬁussain, I., Rahman, S. U,,
Zaheer, A, & Saleem, 2016; Yeow, 2019).

In this report,(Cho, Y. S, Rha, H. S., & Burt, 2015) findings reported that
the significant factor affecting the purchasing of retail products influenced by the
concern for the price paid compared to the quality obtagged, which is the value
perception, will be used. According to (Yang, 2017), the acceptance of halal food
by non-Muslim consumers is significantly linked to the price of the halal item.
(Lien, C. H., Wen, M. ], Huang, L. C,, & Wu, 2015)claimed that a price range
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would be suitable for the purchasing of expected buyers. In their filldings, Hsu,
Chang, and Yansritakul (2017) also stated that the price significantly impacts the
final purchase decisions of consumers and the evaluation of alternative products.
4. Product Availability

In order to improve sales and revenue, according to (Moussaoui, L,
Williams, B. D., Hofer, C,, Aloysius, J. A, & Waller, 2016), many retailers
believe there is a need to improve the product's on-shelf availability (OSA).
(Aastrup, J., & Kotzab, 2009) stated that OSA and the critical execution pointer
in the retail business are the primary components of customer service, If the
consumer looks for the commodity on the shelf, the item's probability is available
in a saleable state (Aastrup, ], & Kotzab, 2009). Therefore, (Moussaoui, I,
Williams, B. D., Hofer, C., Aloysius, J. A., & Waller, 2016 )stated that poor OSA
would harm customer demand and also the loss ofssales.

Generally speaking, consumers agree that if they have more resources such as
energy, money, specialty shops, and skills, will mean that their perception of
power j stable, and their social expectations have increased(Alam, S.S., & Sayuti,
201TgPmar, KM, Mat, NK,, Imhemed, GA,, & Ali, 2012). As a result, the
more control a Muslim customer feels abot ating halal food, the more chances
they are planned to do as such. A study by (Siddiquei, A. N,, Raza, M. A, Awan,
H. M., & Bukhari, 2013)1‘ep01‘ted that low consumer brand loya.lty 1s due to the
lack of product availability, a key element in a country like Pakistan. However,
some studies in the organic food segment set up showed no significant connection
between the accessibility of natural food itemgsand cost with purchase goals.
Nevertheless, from the research condugggd by ]Egiarma, S., Shukla, R., Leua, A.,
Parmar, G., & Chaudhari, 2016) about organic food products in south Gujarat, it
mentioned that because of the lack of availability of the products, two-thirds of
the consumer had never tried it.

gcording to Elseidi (20[8), it may be impossible to consume manageable
shems for consumers with low perceived availability of economic items, We ensure
gat this problem is associated with the lack of local food shops or business
sectors of producers, whigh often fall short of the quality and accommodation
requested by consumers. Perceived availability of halal personal care items has a
criticagmpact on the intention of purchasing these items (Yeow, 2019).

?‘wan, H. M., Siddiquei, A. N, & Haider, 2015)reported that consumers
have many options in Pakistan due to the availability of halal goods. Furthermore,
authority and government are also responsible for the availability of food (Awan,
H. M., Siddigae1, A. N., & Haider, 2015) . As a customer, when needed, the easy
way to find Elal food products directly encourages non-Muslim consumers to
buy halal food items. Consumers will generally buy it when items are effectively
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available on the market (g-narma, S.nShukla, R. Leua, A., Pammar, G, &
Chaudhari, 2016). This study about organic food products in south Gujarat,
whereby the study mentioned that because of the lackgef availability of the
products, two-thirds of the consumer had never tried it Igarma, S., Shukla, R.,
Leua, A, Parmar, G,, & Chaudhari, 2016). One of the measurements being used
in their study stated that organic food is hard to prove positively affecting the
consumer purchase on organic food. (Yang, 2017) also mentioned that the readily
available information and beautiful storefront design did affection the non-
Muslim buyer's acknowledgment.
5. Product Ingredients

From an Islamic viewpoint, brand additives suggest that consumgss are
conscious of the value, protection, and ingredients used in food content??unus,
N. S. N. M., Rashid, W. E. W., Ariffin, N. M., & Rashid, 20[4). Furthermore,
the same study stated that the decggion to buy is related to the information about
the ingredients of the product. (Ismail, I, Abdullah, N. A. N., Ahmad, Z,, &
Sidek, 2018 )further stated that consumers would gather information and
knowledge about the ingredients of the product through food labeling. (Ambali,
A. R., & Bakar, 2014>1n£‘l]ti011£‘d that halal food consumption shows that
ingredient and material are not unsafe to the wellbeing because Allah only allowed
what is useful for a human being. Based on the Islamic guidelines, processed food
and drink need to use an ingredient and raw materials, which is(Ambali, A. R., &
Bakar, 2014). The same study also stressed that Muslim people must be alert of
the process of hand]ing, Item packaging, and ingredients of the food and drinks.
(Yunus, N. S. N. M, Rashid, W. E. W, Arffin, N. M, & Rashid,
2014)emphasized that personal and environmental reasons; for example,
promotional content and product ingredients are highly related to the consumers’
aim to buy.

Also, O’umls, N. S. N. M., Rashid, W. E. W., Ariffin, N. M., & Rashid,
2014 )found out in their research that the information gathered by food labeling
lets consumers know what tht‘y are eating. Also, the buying behavior of people

\(rgl be reacted based on sufficient knowledge of the ingredients of the product.
ussain, 1., Rahman, S. U., Zaheer, A., & Saleem, 2016)claimed that during the
production process, manufacturers must fulfyh the halal criteria to obtain and sell
the consumer's trust in the halal packages. (éunus, N. S. N. M., Rashid, W. E.
W., Ariffin, N. M., & Rashid, 2014 )made it clear that processing aids, storage,
retailing, transportation, handling, and processing equipment are strongly linked
to qualit}/ and safety, which 1s also included in halal food. Therefore, the
knowledge, Shariyah, and information are incredibly significant when choosing
their nourishment option by Muslims.
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(Hussain, I., Rahman, S. U., Zaheer, A., & Saleem, 2016)650 stressed in
their report that the ingredients are the primary concern of consumers and
manufacturers in halal food products. Consumers should not eat illegal
ingredients such as cow, animal fat, and haram alcohol. Therefore, the same study
claimed that product development and production processes need to be
continuously modified for marketers required in order to understand the concept
of halal. Besides, the analysis of food content and ingredients can be done with
the advancement of technology before the production and marketing of food
products to consumers, Lastly, the same study further stated that products with a
certified logo and halal ingredientsgwould be the attention of consumers to buy
besides well-promoted products gussain, I., Rahman, S. U., Zaheer, A., &
Saleem, 2016; Yeow, 2019).

(Yunus, N, SO N. M, Rashﬁ, W. E. W., Ariffin, N. M., & Rashid,
2014 )mentioned that people would react differently in their buying attitude based
on the product ingredient's knowledge. The same study also stressed that during
the process of purchasing, the possibility of accepted or rejected is relatively
related to the knowledge of the product ingredients. It is, therefore, based on the
importance of information, Shm‘iyah, and knowledge when Muslims decide on the
food option. The familiarity of the customer with the quality and ingredients, as
well as food safety, should be multiplied from the Islamic point of view..

6. Product Awareness

(Ambali, A. R., & Bakar, 2014) mentioned that a variety of food products
and customer choices had been created by modern technology. Nevertheless, it
also comes with additional substances and materials to manage food production
with perfections and demands. The consumers are, therefore, puzzled, and most
of them are unaware of what they have consumed or are devouring due to the
various combinations and types of foods and products available for sale.
Therefore, faith and belief are also suggested as a source of consumer behavior
knowledge. Various religious groups ' knowledge, religious identity, orientation,
and beliefs will influence their purchasing decision.

Intentional behavior protection implies knowledge in which the situation is
meant to perceive and identify an object purposefully (Jang, S. O. & Woo,
2015). The sense of knowledge' is defined as the information or perception of a
particular subject, according to (Azam, 2016). Also, curiosity about the level of
information about halal items among non-Muslims is evident (Kl‘ishnan, S.,
Mohd Aderis, M. H. H,, Azman, M. N., & Kamaluddin, 2017). However,
teaching the non-Muslim about the benefits of halal is a tough thing to do(Yeow,
2019; Yunos, R. M., Mahmood, C. F. C., & Mansor, 20[4).
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According to(Anderson, W. E., Fornell, C., & Rust, [994), consumers place
their trust in the data source and also rely on the vendor or outside eyewitnesses
to receive data. The government plays a vital role in providing education to target
audiences about the potential for food safety and resources(Ambali, A. R., &
Bakar, 2014). (Abd Rahman, A., Asrarhaghighi, E., & Ab Rahman, 2015)said
that information could refer to a person's known facts, experiences, and feelings.

Besides, through learning and experience, awareness and awareness can also
be gained. (Said, M., Hassan, F., Musa, R, & Rahman, 2014 )mentioned that they
would decide to acquire data and review data depending on different examples
when making a decision, based on the data in the customer's memories. (Abdul
Aziz, Y., & Chok, 20[3):1130 noted that the intention of non-Muslim consumers
to buy is positively related to halal food knowledge. Exposure, religiosity,

knowledge, and awareness are essepgal to identify the purpose of the customer to
purchase takaful family insur:mceﬁ, P. Y, Ling, W. Y, Ng, S. C, Tan, K. R,
& Wong, 2018).

Consumers need to rely on the dealer and give their trust to the data source,
according to (Ambali, A. R., & Bakar, 20I4). Findings suggested through
education will be one of the techniques that will make people aware of what they
are taking in terms of safety and clean condition, which is the fundamental point
of halal. During their intake, it is also thl‘ough education that people get exposure
and make the right choices (Ambali, A. R, & Bakar, 2014; Yeow, 2019). In their
report, Rajagopal, Ramanan, and Satapathy (2011) proposed that better-used
advertising and branding be made available and marketed via marketing
communication. The same study further mentioned thatggonsumers were not
presented enough to halal accredh‘ltion and halal brands. gusin, M. M., Ismail,
N., & Rahman, 2016 )stated that mass media and word of mouth would affect the
purchase intention of Takaful.

In this study, (Abd Rahman, A., Asrm‘haghighi, E. & Ab Rahman, 20[5)'3
research stated that knowledge might refer to a person's known facts, experiences,
and feelings. Also, awareness and awareness can also be gained through learning,
and the study will use experience. Past reviews examining the correlation between

a governmenggiob and buying intention found a unique positive relationshipgln
their study, Rwan, H. M, Siddiquei, A. N, & Haider, 2015)also mentioned that
the marketing of halal food products was positively related to Pakistan's buying
intention,
7. Product Food Safety

The types of food products on the market have expanded in the current
world of globalization. Nevertheless, there have been continuously issues such as

food with manufactured accreditation, lack of personality, and fake evidence, and
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the customer knows about it fee, S. H.,, Siong, K. C,, Lee, K. S,, & Kim, 20[6).
The consumers will, therefore, always be worried about the food they eat and buy
(An, HL., Sohn, JM.,, Choi, JM., & Kim, 201 5). Under halal's condition, the food
being processed will be certified by a credible agency, giving them confidence, and
becoming a consumer's primary choice of purchase(Abdul Aziz, Y., & Chok,
2013). An et al. (2015) also mentioned that a product is certified with halal is an
essential component of the purchasing choice, and Muslim consumers demand it
regardless of their country of‘lia It helps them to understand better of Muslims'
food practices and boundaries.(Hussain, I, Rahman, S. U,, Zaheer, A., & Saleem,
2016) mentioned that non-Muslim also familiar with the halal concept, and it
was not 011]}/ limited to Muslims. Besides, the same stud}/ also stated that both
Muslim and non-Muslim consumers demanded safer food than before.

Any food supplied in Indonesia can not include components that are
harmful to wgll-being during the process of preparation, sales, and use. It will be
regulated by Law No. 33 of 2014 on halal consumer insurance ("Halal Law"),
which governs the ingredients, manufacturing, and certification of halal products,
as well as international cooperation wigh foreign halal certification agencies,
passed b}/ the House of Representatives. reviously, halal certification was not set
under any law and was implemented by the Indonesian Islamic Clergy Council
(Majelis Ulama Ingpnesia — "MUI"). Following MORA Decree No. 519 of 30
November 2001, MUI was explicitly appointed by the Minister of Religious
Affaige("MORA") for halal certification of food.

alal certification of products was implemented by MUI's Food and Drugs
Supervisory Agency (Lembaga Pengawgsan Pangan Obat dan Makanan Majelis
Ulama Indonesia — “LPPOM MUI"). According to (Yang, 2017), who carried
out a case study on variables that affect the conduct of non-Muslim buying on
halal food, the security of halgh food has a significant effect on non-Muslim
consumers. (Ambali, A. R., & ar, 2,014)stresse(hthat keeping the food, the
halal definition, and the things around us are clean, particularly in food issues, to
prevent disease. Accordiugly, [Ambali, R., & Bakar, 20[4)c1aimed that a
portion of healthy food, drink, or product that does not cause harm to consumers
when it is arranged and consumed or to understand its proposed use, including
Muslims and non-Muslims.

In Indonesia, consumer attention is being paid to food safety, and it is
gaining consumer acceptance. This organic and halal food outlet can be seen in
Indonesia by the number, (Abdul Aziz, Y., & Chok, 2013)staged that the halal
logo provided food products with assurance and recognition. Egaque, A., Sarwar,
A., Yasmin, F.,, Tarofder, A. K., & Hossain, 2015)reported that there was
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significant concern regarding food quality and health from producers, buyers,
authority, and food producers.

Qua.lity and food security in Malaysia 1S an unequivocally significant 1ssue,
aecording to Eque, A., Sarwar, A., Yasmin, F., Tarofder, A. K., & Hossain,
2015). Pesticides being misused is a problem and affects the level of food
security(YeoW, 2019). For non-Muslims, our multi-cultural practices make the
consumption of halal food standard in Indonesia. (Yang, 20[7), in his study, did
mention that the safety of halal food significan affects the non-Muslim

(g,ussain, I., R.al‘Ban, S. U,
Zaheer, A, & Saleem, 2016)mentioned that the consumer reacts to the food
safety and quality of the halal products b}/ond religion. It is because the halal
product is considered stricter in terms of safety and quality requirements than the
g)n-halal items. Accol‘ding to (Mathew, 2014), non-Muslims also think that
o

od with a halal logo is hygiene and clean to consume.

consumer's acknowledgment of halal food items.

E. CONCLUSION

Based on the literature review being conducted about the general halal
industry, halal regulations and various factors inﬂuencing the consumer's intention
to buy, the researcher had identified several areas in the literature, which can be
turther explored. There are many types of research being conducted about the
halal industry, but there is limited research being conducted to explore the non-
Muslim consumers' intention to buy halal products. Factors like the impact of
product availabi]ity, product ingredients, and product price, which might
significantl}/ influence the intention to buy halal food by non-Muslim, can be
further explored. Therefore, this research plan to furtherutudy and gather more
comprehensive data on the interrelationships between product price, product
quality, product safetyggbroduct awareness, product availability, and product
ingredients, which will E
food items.

ect the non-Muslim consumers’ intention to buy halal
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