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ABSTRACT
This study explores the factors that determine the purchase of halal, based on socio‑religious, psychological,

and market‑based factors. The research places the concept of halal integrity in addition to consumer behaviour as
an emerging economic driver that connects certiϐied agri‑food production and rural development, as well as sus‑
tainable trade. A theoretical model involving six main predictors, namely, religiosity, halal labeling, trust, Muslim
lifestyle, risk perception, and perceived price, was developed; Muslim lifestyle was also investigated as an inter‑
mediate. The partial least squares Structural Equation Modelling (PLS‑SEM) was used to analyse survey data of
293 respondents. The model used to measure was highly reliable and valid. The ϐindings of the structural model
revealed that the strongest predictors of halal consumptionwere religiosity (β = 0.31), halal labeling (β = 0.29), and
trust (β = 0.27), and they were followed by lifestyle (β = 0.24) and risk perception (β = 0.18). The perceived price
did not matter (β = 0.09). The model described 68 percent of the variance in halal consumption (R2 = 0.68) and
had high predictive relevance (Q2 = 0.42). Mediation analysis proved that the Muslim lifestyle was one of the medi‑
ators of the effects of religiosity, trust, and halal labeling on consumption behaviour. The results are an extension of
the Theory of Planned Behaviour, where lifestyle and trust are used as prime motivations in halal consumption. In
practice, the ϐindings highlight that authenticity, certiϐication, and values are much more important to consumers

*CORRESPONDING AUTHOR:
Yaty Sulaiman, School of Business Management, College of Business, Universiti Utara Malaysia, Sintok 06010, Malaysia;
Email: yaty@uum.edu.my

ARTICLE INFO
Received: 14 November 2025 | Revised: 23 December 2025 | Accepted: 15 January 2026 | Published Online: 5 August 2026
DOI: https://doi.org/10.36956/rwae.v7i3.2920

CITATION
Sulaiman, Y.,Mustafa, S.A., 2026. Halal Integrity ShapesConsumerBehavior in theAgri‑FoodEconomy,withLifestyle, Trust, andPerceivedRisk
Inϐluencing Mak Halal Adoption.Research onWorld Agricultural Economy. 7(3): 304–318. DOI: https://doi.org/10.36956/rwae.v7i3.2920

COPYRIGHT
Copyright © 2026 by the author(s). Published by Nan Yang Academy of Sciences Pte. Ltd. This is an open access article under the Creative
Commons Attribution‑NonCommercial 4.0 International (CC BY‑NC 4.0) License (https://creativecommons.org/licenses/by‑nc/4.0/).

304

https://orcid.org/0000-0002-3187-526X
https://orcid.org/0000-0002-3099-7230


Research onWorld Agricultural Economy | Volume 07 | Issue 03 | September 2026

than the price, and can provide recommendations to policy makers, certiϐication agencies, and companies aiming
to build trust and credibility in the halal market.
Keywords: Halal Consumption; Trust; Lifestyle Mediation; Agricultural Economics; Agri‑Food Value Chain; PLS‑
SEM

1. Introduction
The halal food industry in the world has become

one of the fastest‑growing sectors of the food industry,
and recent estimates show that it has become over sixty
percent of the global halal market [1]. Although initially
the notion of halal consumption had a rather religious
overture, it has slowly transformed into an element of
lifestyle choice, a trend that is now also becoming evi‑
dent among both non‑Muslim consumers who tend to
attach the label of halal to a set of quality, hygiene, and
morals [2, 3]. Halal certiϐication has thus come to include
awide range of goods and services, such as freshmeat to
processed goods, pharmaceuticals, cosmetics, and even
other aspects of life like tourism and ϐinance, thus high‑
lighting its central role in international trade and the
modern consumer society.

The rapid growth of the halal market has also
brought signiϐicant changes in the area of agricultural eco‑
nomics and rural development. Agri‑food production that
is Halal‑certiϐied has emerged as a fundamental factor in
the diversiϐication and export competitiveness of agricul‑
ture in Muslim countries and non‑Muslim countries as
well. An example is Malaysia, Indonesia, and the United
Arab Emirates, which have built integrated halal supply
chains that connect farmers, processors, and exporters us‑
ing certiϐied agricultural hubs. These measures not only
add value at the farm level but also boost investment in
livestock, poultry, and organic crop production in accor‑
dance with the halal principles [4, 5]. As a result, the in‑
creasing international demand for halal rawmaterials has
repositioned halal consumption as a religious or lifestyle
practice to reϐlect agricultural modernization, food secu‑
rity, and economic sustainability of rural communities.

In spite of this increase, there is a tentative trust
towards the integrity of halal products. Repetitive scan‑
dals, such as porcineDNA in branded chocolates, branded
counterfeit halal logos, mislabeling in restaurants, and

so on, undermined the belief in certiϐication systems and
weakened the entire halal ecosystem [6–8]. These scandals
are some of the most devastating weaknesses in the glob‑
alised food supply chains, where transparency and trace‑
ability are often lacking. In this scenario, the perceived
risk of consumers increases and, consequently, leads to
an additional extenuation of the level of scrutiny of halal
products and, in other cases, avoidance itself [9, 10].

The conventional models of consumer behaviour,
such as Kotler’s buying behaviour model [11] and the
Theory of Planned Behaviour [12], offer practical back‑
grounds but fail to represent the socio‑religious aspects
of halal consumption. The models fail to capture the me‑
diating role of the Muslim lifestyle practices or the role
of trust and perceived risk when determining the actual
purchase decisions. An example of this is that religios‑
ity or health consciousness can inϐluence the attitudes
of consumers towards halal food, but the interpretation
of the attitude into consistent behaviour is screened by
lifestyle practices like prayer, fasting, and ethical pur‑
chasing [13]. Correspondingly, certiϐication is insufϐicient
in providing consumer conϐidence unless it goes hand in
hand with the trust in institutions, producers, and the
regulatory authorities [14].

The demographic and technological changes also
make the necessity of amore comprehensivemodel even
stronger. As a result of the fact that the world Muslim
population is estimated to continue to grow to a mini‑
mum of 2.2 billion by 2030, the demand for halal prod‑
ucts will increase signiϐicantly. Younger generations
who are digitally savvy are feeling the need to be able
to see inside food systems, barcode authentication, and
blockchain‑based traceability [15]. However, the uptake
of these technological solutions is yet to be seen, depend‑
ing on the level of consumer trust and their compatibil‑
ity with the current lifestyle values. Without these me‑
diating factors, even the most advanced systems stand a
chance of not inϐluencing the consumers to be reassured.
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Halal consumption is thus conceptually considered
to be a multidimensional effect that goes beyond just
the choice of food with aspects of identity, ethics, and
lifestyle. Although researchers have studied drivers like
religiosity, knowledge, and certiϐication, a model that
combines the normative values and behavioural mech‑
anisms is still lacking [16, 17].

This paper ϐills that gap by targeting six fundamen‑
tal predictors, including religiosity, halal labeling, trust,
Muslim lifestyle, risk perception, and perceived price.
All these constructs represent the main socio‑religious
and psychological predictors of halal consumption as
well as a market‑based dimension (price), usually cen‑
tral to consumer decision‑making but not well studied
in religious consumption settings. Most importantly, the
Muslimway of life appears to be a direct predictor and a
mediator, which converts abstract values like religiosity
and trust to tangible consumption practices.

On that note, the purpose of the current study is to
empirically evaluate the extent to which these six con‑
structs affect the behaviour of consumers to consume
halal, and to ϐind out whether lifestyle acts as a medi‑
ator between values and behaviour. This research will
theoretically and practically contribute to the literature
on the inϐluence of religiosity, labeling, trust, lifestyle,
risk perception, and price on halal choices through a
partial least squares structural equationmodelling (PLS‑
SEM)donewith 293 respondents. This two‑dimensional
concern of direct and mediated pathways provides a
solid basis for explaining halal consumption as a value‑
oriented, identity‑based phenomenon and provides in‑
sights to policymakers, certiϐication bodies, and compa‑
nies involved in halal markets.

Although the global market of halal agri‑food has
grown at a very fast rate, there is still an empirical knowl‑
edge gap about how halal integrity mechanisms can be
converted into actual consumer behaviour. In the 3 stud‑
ies done before, the majority of researchers have only
addressed the issue of religiosity, trust, or risk percep‑
tion separately, with little or no combination of lifestyle
components into a single theoretical model. Using the
Theory of Planned Behaviour, the current paper aims
to address this gap by creating and experimenting with
an integrated framework that can assess the direct and

mediating inϐluences of the dimensions of halal integrity
on halal consumption behaviour. Placing the analysis
in the context of the agri‑food economy and the case of
MAK Halal, the study can be listed as both a theoreti‑
cal and empirical advance to consumer decision‑making
and supply‑chain credibility in the halal markets.

2. Literature Review

2.1. Religiosity and Halal Consumption

The study will examine how religiousness affects
Halal Consumption.

Religiosity is well known to be a primary determi‑
nant of halal consumption as a normative belief system
and a guiding principle. The previously conducted re‑
search proves that the greater the religiosity, the more
likely the adoption of halal food and adherence to the
values of Islam [16, 18]. Theoretically, religiosity is viewed
in the light of the Theory of Planned Behaviour (TPB),
where religiosity is assumed to be a kind of normative
belief that inϐluences behavioural intentions [12]. These
normative beliefs have a signiϐicant impact on the real
consumption behaviour in situations where the value of
religion is very salient.

To Muslim customers, purchasing halal is never
based on functionality values but is woven into faith,
spiritual duty, and the sense of belonging [19]. This opin‑
ion is supported by the recent studies that indicate that
religiosity is the predictor of increased adherence to ha‑
lal consumption despite the economic or convenience
considerations that could otherwise deter such deci‑
sions [20, 21]. Religiosity, therefore, does not just educate
moral decision‑making, but it also offers some strength
against alternative non‑halal consumption. The hypoth‑
esis of this study is thus that the effect of religiosity on
the consumption of halalwill be very strong andpositive,
both directly and indirectly via the lifestyle practices.

2.2. Halal Labeling and Certiϐication Credi‑
bility

Halal labeling offers apparent conϐirmation that the
products are in compliance with religious requirements,
which removes ambiguity and perceived risk in consum‑
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ing food. Awan et al. [21] proved that halal logos and certi‑
ϐication symbols serve as a signal of credibility anddeter‑
mine consumer conϐidence and buying behaviors. Certi‑
ϐication assists in reducing the information gap between
the producer and consumers when dealing with glob‑
alised markets, where the supply chains are long and
usually opaque.

Recently, Finucane and Holup [9] pointed out that
the harmonised certiϐication frameworks are crucial in
establishing trust and accountability. Equally, Aziz and
Chok [22] claim that labeling minimizes uncertainty and
decreases the risks of non‑compliance, making halal
choices easier and more dependable. This is in line with
the notion of perceived behavioural control of the The‑
ory of Planned Behaviour (TPB), wherein certiϐication
minimizes external constraints and enhances the com‑
fort of selecting halal products.

In addition to the direct impact, labeling also be‑
comes a part of the routine: consumers who tend to see
and trust the symbols of certiϐication on a regular ba‑
sis tend to normalise the halal practices as part of their
lifestyle. The meditation of lifestyle by labeling credibil‑
ity to sustained behaviour is emphasised by this indirect
pathway.

2.3. Trust and Supply Chain Integrity

Halal markets are based on trust, which is a mani‑
festation of consumer conϐidence in the producers, the
certiϐication bodies, and the regulators. Lada et al. [23]
point out that trust has a direct effect of boosting ea‑
gerness to buy halal products by restricting doubt and
boosting credibility. Trust is essential in highly frag‑
mented and globalised supply chains in order to help
limit scepticism about the legitimacy of halal claims [24].

Recent research establishes that trust plays a lead‑
ing role in both the emerging and developed markets.
As an illustration, Rather [25] discovered that the lack of
conϐidence in certiϐication institutions undermines the
adoption of halal by young customers, whereas Lundin
and Kindström [26] established that having information
about the supply chain openness can greatly increase
purchase intentions. In TPB, trust is in line with attitudi‑
nal beliefs that determine the way consumers consider
the consequences of halal consumption. Trust will make

consumers feel that halal products are not only compli‑
ant but safe, ethical, and credible as well.

This paper puts trust as a direct predictor of halal
and indirect through the Muslim lifestyle. Consumers
who believe in the certiϐication bodies and manufactur‑
ers will be more prone to continue practicing halal on a
regular basis, thus boosting the value‑based characteris‑
tic of consumption.

2.4. Muslim Lifestyle as Direct and Mediat‑
ing Factor

Lifestyle is the expression of beliefs in life practices
and thus a key facet of halal consumption. Wilson and
Liu [24] note that aMuslim lifestyleplays the roleof cultural
and social mediator of values and consumer behaviour.
Lifestyle is not just the expression ofwhat consumers buy;
it shows how consumers incorporate religious identity in
the decisions theymake aboutwhat they eat, wear, engage
in recreational activities, and live their social life.

In theoretical terms, TPB usually identiϐies atti‑
tude, subjective norms, and perceived behavioural con‑
trol as direct antecedents of intention [12]. Neverthe‑
less, lifestyle augments this model since it is a mediat‑
ing mechanism that operationalises values and beliefs
into regular practices. That is, religiosity, credibility of
labels, and trust might inϐluence attitudes and norms, al‑
though lifestyle deϐines how such abstract constructions
are translated into day‑to‑day consumption behaviour.

Recent literature has reinforced the argument of
lifestyle as a mediator. Maminirina Fenitra et al. [27]
demonstrated that the Muslim way of life determines the
choice of food in addition to the general ethical consump‑
tion, whereas Jannah and Al‑Banna [28] have revealed that
lifestyle is an important mediating factor between reli‑
giosity and halal purchasing among young consumers in
Southeast Asia. The concept of lifestyle is realised as both
a predictor and a mediator in the current model, which
conϐirms that halal consumption is integrated into the
overall practices that are based on identity.

2.5. Risk Perception and Consumer Caution

Risk perception is deϐined as the worry of con‑
sumers about contamination, fraud, or non‑compliance
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in halal supply chains. According to Ahmad and Mohd
Salleh [29], the apprehension of being mislabeled or not
properly certiϐied is still an obstacle to consumer con‑
ϐidence. The same ϐindings were observed by Bonne et
al. [18], who also indicated that the perception of risk en‑
courages vigilance and caution, thus consumers become
more selective of certiϐied products.

Based on the TPB, risk perception may be linked to
control beliefs, which refer to the degree to which con‑
sumers believe that there exist some external barriers or
uncertainties hindering compliancewith halal consump‑
tion. Perceiving risk in the form of high risk may make
consumers more restrictive in their habits; they would
use uncertiϐied products, be more careful with labels, or
visit conϐident retailers.

This role is supported by empirical studies. Accord‑
ing to Rizqi Febriandika et al. [30], the perceived risks have
a negative impact on consumer willingness when pur‑
chasing a vendor who is not certiϐied, and Chairy et al. [31]
identiϐied a positive relationship between perception and
desired greater certiϐication enforcement. The risk is not
always the strongest determinant, but still, it is applica‑
ble because it is one of the background factors that can in‑
ϐluence the creation of cautious behaviour and reinforce
dependence on certiϐication and lifestyle practices.

2.6. Halal Agriculture and Economic Link‑
ages

Other than consumer behaviour, there is a grow‑
ing appreciation of the halal ecosystem that is based on
primary production and agricultural value chains. The
agricultural sector has a central role to play in the main‑
tenance of the integrity of halal because livestock, feed,
water sources, and processing standards are supposed
to meet the requirements of Shariah. According to eco‑
nomic research, halal agriculture investment helps to
create jobs, increase the efϐiciency of the value chain, and
diversify exports [1, 20]. In addition, halal agricultural cer‑
tiϐication leads to sustainable utilization of the resource,
including ethical animal treatment and environmentally
friendly farming, which is compatiblewith the principles
of Islamic stewardship [32].

Halal agriculture facilitates inclusive economic
growth through economic inclusion; small and medium

farmers are incorporated into certiϐied supply systems.
This connectivity lowers the transaction costs and im‑
proves market accessibility by means of collaboration
models and traceability technologies, such as blockchain
and IoT‑enabled monitoring [15]. Thus, the convergence
of agricultural economics and halal integrity shows that
the ϐirst steps are transparency of the farm and produc‑
tion efϐiciency, which would retain consumer trust.

2.7. Perceived Price and the Boundaries of
Cost Considerations

Price is often at the centre of the purchase decision
in the traditional consumer behaviour models [11]. How‑
ever, in situations where the values, identity, or ethics
are the guidelines, price sensitivity can be reduced. Em‑
pirical studies of organic and fair‑trade products suggest
that consumers are ready topayahigherpricewhen they
make a purchase with strongly integrated values [18].

Empirical evidence is still heterogeneous in the
context of the halal. Rejeb et al. [16] have conducted a
study indicating that purchase decisions are moderated
by price, but Hong et al. [20] have also indicated that con‑
sumers can be motivated by trust and certiϐication cred‑
ibility, rather than cost. This implication is that the cost‑
beneϐit logic of conventional models is not always appli‑
cable to halal consumption.

In the Theory of Planned Behavior (TPB), the price
might be linked to the perceived behavioral control
since affordability is an enabling or constraining fac‑
tor. Nonetheless, at the time when religiosity, labelling,
and trust are overriding, considerations of price might
be back‑burner. On this basis, the study hypothesizes
that the perceived price will predict halal consumption
and expects the effects of the same to be limited, which
would mirror the boundary conditions of economic ra‑
tionality in the markets based on values.

2.8. Summary of Literature Review

The literature reviewed establishes religiosity, la‑
beling of halal, trust, Muslim lifestyle, risk perception,
and perceived price as important determinants of halal
consumption. The most inϐluential factors are always re‑
ligiosity, labeling, and trust, as the attitude, norms, and
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conϐidence in the halal practices develop. The Muslim
way of life also serves as a direct determinant and medi‑
ating mechanism, which strengthens the fact that values
are translated into actual behaviors. Risk perception is a
preventive force that can develop vigilance, whereas per‑
ceived price seems to be less deϐinitive with reference to
the limitations of the cost‑driven decision‑making in the
context of value.

By incorporating these constructs into a single
framework (Figure 1), the current study advances the
TPB in three important aspects: (1) it brings religiosity
to the center as a normative belief uponwhich the behav‑
iors of halal behavior occur; (2) it places lifestyle in the
middle, where values and behaviour are mediated; and
(3) it places trust and certiϐication credibility in the insti‑
tution of inϐluencing attitudes and practices.

Figure 1. Research Framework.

3. Methodology

This research took a quantitative, cross‑sectional
survey design in researching the predictors of halal
consumption and the intervening variable of Muslim
lifestyle. This design was appropriate to test hypothe‑
sized correlations between several constructs and to ob‑
tain standardised data, which can be subjected to struc‑
tural equation modelling (SEM). Since the study is in a
predictive mode and the pathways of mediation exist,
Partial Least Squares SEM (PLS‑SEM)was used since it is
speciϐically targeted at exploratory and predictive mod‑
els containing a complicated structure [33].

The group that was targeted consisted of Muslim
consumers who had experience in the purchase of certi‑
ϐied halal products. The data gathered in Malaysia were
in the form of empirical data involving the consumers
(urban) in the area of Klang Valley, comprising Kuala
Lumpur and Selangor. The reason behind selecting this
region is that it is the most developed halal agri‑food
market in Malaysia, which has high consumer aware‑
ness of halal certiϐication, good regulatory enforcement,
and an established chain of halal‑certiϐied food chains.
Malaysia is globally known as a world standard of halal
governance and certiϐication, therefore, forming a rele‑
vant setting to study the issue of halal integrity and con‑

sumer behavior in the agri‑food economy.
There were online and paper‑based surveys that

were used to collect the data. Using purposive sam‑
pling, the respondents were mostly recruited in cities
by using a mixture of online surveys and face‑to‑face
distribution, with the main focus being on the Muslim
consumers who had prior experience purchasing halal‑
certiϐied food products. There were 400 questionnaires
sent out, out ofwhich293valid responseswere obtained
after they had been ϐiltered on completeness, which
gives a response rate of 73.2%. The sample had a variety
of demographic factors, such as age, gender, education,
and income levels, which increased the representative‑
ness and generalizability of results.

All the constructs were operationalized based on
reϐlective indicators based on earlier validated scales,
but modiϐied to ϐit the situation. The answers were
scaled on a 5‑point Likert scale of 1 (strongly disagree)
to 5 (strongly agree). Religiosity was assessed based on
items modiϐied by Rejeb et al. [16] and Bonne et al. [18];
the items concerning halal labelingwere inspired by Soe‑
bahar et al. and Awan et al. [8, 21]. The levels of trust
were measured using scales of trusting producers, reg‑
ulators, and certiϐication bodies [23, 24]. The risk percep‑
tion items were modiϐied based on Bonne et al. [18] and
Ahmad and Mohd Salleh [29] as they are contamination,
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fraud, and compliance‑related. The measure of the per‑
ceived price was based on the items of Alhanatleh et
al. [11], which represent fairness and affordability. The
mediation variable, Muslim lifestyle, was modeled after
Wilson and Liu [24]and Jannah andAl‑Banna [28], who out‑
lined how strongly Islamic values are reϐlected when it
comes to everyday consumption practices. Halal con‑
sumption was the dependent variable measured based
on the items modiϐied by Rejeb et al. [16]. To achieve con‑
tent validity, the survey instrumentwas pre‑tested on 25
people and has been subject to review by the academic
experts.

The analysis of data was performed using the two‑
stepmethod that is suggested by Fornell and Larcker [33].
The measurement model was tested in stage one for re‑
liability and validity. To measure reliability, the Cron‑
bach alpha and composite reliabilitywere used, and they
were above 0.70. Average variance extracted (AVE) was
used to test convergent validity, which was found to be
sufϐicient, with the values being greater than 0.50. The
Fornell‑Larcker criterion and the heterotrait‑monotrait
Hetero Trait Monomethod ratio (both show a satisfac‑
tory separation of the construct) were used to test dis‑
criminant validity. The second stage involved bootstrap‑
ping the structural model with 5,000 resamples and gen‑
eratingpath coefϐicients, t‑values, andp‑values. R2 of the
endogenous constructwas used as ameasure of explana‑
tory power of the model, whereas effect sizes (f2) and
predictive relevance (Q2) were used to provide further
evidence ofmodel strength. Themodel ϐit was evaluated
using standardized root mean square residual (SRMR),
normed ϐit index (NFI), and RMS_ 0, which were within

recommended ranges.
Based on this, the respondents of the survey repre‑

sent halal food consumers who are conducting business
within the Malaysian halal agri‑food system and have ex‑
perience in purchasing halal‑certiϐied food chains like
MAK Halal.

Table 1 has summarised the demographic pro‑
ϐile of the respondents and given the necessary back‑
ground to the interpretation of the ϐindings made in
the study. The sample is rather gender balanced, with
males (55.3) and females (44.7) being sufϐiciently rep‑
resented, which suggests that halal consumption be‑
haviour is not gender speciϐic. Most of the respondents
fall within the age range of 26–35 years (36.9) and 36–
45 years (27.0) age brackets, which are the age brack‑
ets that make the most food buying decisions at the
household level, thus increasing the applicability of the
ϐindings to the agri‑food market of halal. The sample
education level of more than 80% bachelor’s degree
holders implies a consumer base that is more prone to
evaluate the halal integrity, certiϐication credibility, and
supply chain transparency. Also, the majority of the
middle‑income respondents (47.4) contributes to the
lack of signiϐicance of the effect of perceived price in the
structural model because decisions on halal consump‑
tion are based on religious values, trust, and lifestyle
aspects rather than price consideration. All in all, the
demographic features prove the assumption that halal
consumption in the agri‑food economy is mostly value‑
oriented, which further supports the implications of the
research to the producers, certiϐication agencies, and
policymakers in agriculture.

Table 1. Demographic Variables.
Variable Category Frequency Percentage (%)

Gender Male 162 55.3
Female 131 44.7

Age 18–25 years 64 21.8
26–35 years 108 36.9
36–45 years 79 27

Above 45 years 42 14.3
Education Level Secondary or below 58 19.8

Bachelor’s degree 171 58.4
Postgraduate degree 64 21.8

Monthly Income Low 87 29.7
Middle 139 47.4
High 67 22.9
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4. Results

In this section, the results of the empirical analysis
are provided, and it is divided into four steps: (1) mea‑
surement model evaluation, (2) structural model evalu‑
ation, (3) mediation analysis, and (4) the overall sum‑
mary and interpretation. The result of the analysis was
based on the PLS‑SEM model, which is the most appro‑
priate when themodel is complex, in terms of mediation
and predictive orientation [33].

The reliability and validity of the constructs were
checked before the hypothesised structural relationship
was tested. The results of reliability and convergent
validity are provided in Table 2. The internal consis‑
tency of all constructs was very high, with Cronbach’s al‑
pha and composite reliability (CR) values much higher
than the minimum requirement of 0.70 [34]. Convergent
validity was also validated by the fact that the average
variance extracted (AVE) values were above the recom‑
mended value of 0.50 [35].

Table 2. Reliability and Convergent Validity of Constructs.
Construct Cronbach’s α CR AVE Loading Range

Religiosity 0.87 0.91 0.66 0.72–0.88
Halal Labeling 0.88 0.92 0.68 0.74–0.89

Trust 0.90 0.93 0.71 0.75–0.91
Risk Perception 0.84 0.89 0.65 0.70–0.87
Perceived Price 0.82 0.88 0.60 0.69–0.84
Muslim Lifestyle 0.86 0.91 0.67 0.72–0.88

Halal Consumption 0.91 0.94 0.73 0.77–0.92

Items ranged in factor loadings, with 0.69 as the
lowest and 0.92 as the highest loading, which are above
the 0.60 threshold, and this means that the individual
items were sufϐicient to explain the latent constructs.
The ϐindings indicate that the measurement items were
strong and in line with the previous literature.

The ϐindings conϐirm that the scales were reliable
and suitable for structural analysis. This stage provides
conϐidence that subsequent results on structural rela‑
tionships are not biased by measurement error.

Discriminant validity was assessed using both the
Fornell–Larcker criterion and the heterotrait–monotrait
(HTMT) ratio. The Fornell–Larcker criterion requires
that the square root of AVE for each construct be greater
than its correlationswith other constructs. As presented
inTable3, this conditionwas satisϐied,withdiagonal val‑
ues in bold exceeding the inter‑construct correlations.

To further validate, HTMT ratios (Table4)were cal‑
culated. All values were below the conservative thresh‑
old of 0.85 [36, 37], indicating discriminant validity.

Table 3. Discriminant Validity (Fornell–Larcker Criterion).
Construct 1 2 3 4 5 6 7

Religiosity 0.81
Halal Labeling 0.52 0.82

Trust 0.50 0.48 0.84
Risk Perception 0.39 0.42 0.41 0.81
Perceived Price 0.31 0.34 0.36 0.33 0.78
Muslim Lifestyle 0.47 0.46 0.44 0.37 0.35 0.82

Halal Consumption 0.55 0.51 0.52 0.44 0.29 0.49 0.85

Table 4. Discriminant Validity (HTMT Ratios).
Construct Pair HTMT

Religiosity–Halal Labeling 0.63
Religiosity–Trust 0.61

Religiosity–Lifestyle 0.58
Halal Labeling–Trust 0.57

Trust–Lifestyle 0.55
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Table 4. Cont.
Construct Pair HTMT

Risk–Lifestyle 0.52
Lifestyle–Halal Consumption 0.67

Together, the Fornell–Larcker and HTMT results
conϐirm that each construct is distinct, and multi‑
collinearity concerns are minimized.

The hypothesized paths were then tested using the
bootstrapping procedure with 5,000 resamples. Results
arepresented inTable5. Religiosity (β=0.31, p<0.001),

halal labeling (β = 0.29, p<0.001), and trust (β = 0.27, p<
0.001) emerged as the strongest predictors of halal con‑
sumption. Muslim lifestyle also had a direct effect (β =
0.24, p < 0.001), while risk perception showed a smaller
but signiϐicant inϐluence (β=0.18, p=0.001). In contrast,
perceived pricewas not signiϐicant (β = −0.09, p = 0.068).

Table 5. Path Coefϐicients and Hypothesis Testing.
Path β t‑Value p‑Value Result

Religiosity → Halal Consumption 0.31 5.12 <0.001 Supported
Halal Labeling → Halal Consumption 0.29 4.87 <0.001 Supported

Trust → Halal Consumption 0.27 4.25 <0.001 Supported
Risk Perception → Halal Consumption 0.18 3.42 0.001 Supported
Perceived Price → Halal Consumption −0.09 1.82 0.068 Not supported
Muslim Lifestyle → Halal Consumption 0.24 4.01 <0.001 Supported

The model explained 68% of the variance in halal
consumption (R² = 0.68), a substantial level [33]. Predic‑
tive relevancewas also conϐirmedwithQ² = 0.42, indicat‑
ing that the model had strong out‑of‑sample predictive
capability.

To better understand the relative contribution of
each predictor, effect sizes (f²) were computed. As

shown in Table 6, religiosity, labeling, and trust all had
medium effect sizes, lifestyle had a small effect, risk per‑
ception had a smaller yet noticeable contribution, and
price had a negligible inϐluence.

Predictive relevance (Table 7), measured using Q²,
was strong for halal consumption, further validating the
model.

Table 6. Effect Sizes (f²) of Exogenous Variables.
Predictor → DV f² Effect Size

Religiosity → Halal Consumption 0.18 Medium
Halal Labeling → Halal Consumption 0.16 Medium

Trust → Halal Consumption 0.14 Medium
Muslim Lifestyle → Halal Consumption 0.10 Small
Risk Perception → Halal Consumption 0.08 Small
Perceived Price → Halal Consumption 0.02 Negligible

Table 7. Predictive Relevance (Q²).
Construct Q² Predictive Relevance

Halal Consumption 0.42 Strong

Model ϐit indiceswere also computed to assess how
well the structural model captured the data. Table 8
shows that SRMRwas below the 0.08 benchmark, NFI ex‑
ceeded 0.90, and RMS_theta was below the 0.12 thresh‑
old, conϐirming a good overall ϐit.

Finally, mediation analysis was conducted to exam‑
ine the indirect role of the Muslim lifestyle. As shown
in Table 9, lifestyle partially mediated the effects of re‑
ligiosity, halal labeling, and trust on halal consumption.
This indicates that while these predictors directly inϐlu‑
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ence halal consumption, their impact is also reinforced
through lifestyle practices. Risk perception exhibited a

weakmediation effect, whereas perceivedpricewasnon‑
signiϐicant.

Table 8. Model Fit Indices.
Fit Index Value Benchmark

SRMR 0.061 <0.08 (Good)
NFI 0.91 >0.90 (Acceptable)

RMS_theta 0.09 <0.12 (Acceptable)

Table 9. Indirect Effects.
Path Indirect Effect (β) t‑Value p‑Value Mediation Result

Religiosity → Lifestyle → Halal Consumption 0.12 3.10 0.002 Partial mediation
Halal Labeling → Lifestyle → Halal Consumption 0.07 2.21 0.027 Partial mediation
Trust → Lifestyle → Halal Consumption 0.09 2.65 0.008 Partial mediation
Risk Perception → Lifestyle → Halal Consumption 0.05 1.94 0.052 Weak mediation
Perceived Price → Lifestyle → Halal Consumption −0.02 1.01 0.310 Not supported

The ϐindings of the mediation highlight the central‑
ity of the Muslim lifestyle in mediating between the be‑
liefs, institutional guarantees, and real behaviours. The
direct and indirect impacts of religiosity and trust, in par‑
ticular, point to the fact that halal consumption is not a
cognitive decision, but one that is entrenched in the daily
practices and life patterns.

The ϐindings give a holistic understanding of the
determinants of halal consumption. Three constructs,
namely, religiosity, halal labeling, and trust, proved to be
themost powerful drivers, and theywerebackedbyMus‑
lim lifestyle and, to a lesser degree, risk perception. How‑
ever, on the contrary, price was not signiϐicant, which
implies that belief‑based motivations like faith, authen‑
ticity, and certiϐication are more important than costs.

The mediation analysis also clariϐied the transla‑
tion of the abstract beliefs into the habitual practice by
the Muslim lifestyle, which supports the association be‑
tween religious values, institutional trust, and actual be‑
haviour. The high explanatory power (R2 = 0.68) and
the magnitude of prediction relevance (Q2 = 0.42) of
the model testify to its greatness. The suitability of the
framework is also conϐirmed by model ϐit indices.

All in all, these ϐindings afϐirm that halal consump‑
tion should be interpreted as an act of value‑focused,
being inϐluenced more by religiosity, institutional guar‑
antees, and lifestyle accommodation than by an act of
straightforward trade‑offs, more of an economic nature.

5. Discussion

The current research provides an in‑depth discus‑
sion on the factors that determine halal consumption be‑
haviour. By using a structural equation modelling (SEM)
framework, the results were developed to provide in‑
sight into the theoretical and practical signiϐicance of
the inϐluence of religiosity, trust, labeling, lifestyle, and
risk perception on a consumer decision‑making process,
whereas perceived price does not have a signiϐicant ef‑
fect (Tables 1–9).

The main results are structured into a discussion,
after which theoretical contributions, managerial impli‑
cations, and future researchdirections arediscussed. Re‑
ligiosity has become the best predictor of halal consump‑
tion (β = 0.31, f2 = 0.18). Such a conclusion is consistent
with the prior studies, which emphasize that religious
commitment is at the center of determining consump‑
tion patterns in Muslim settings [16, 18]. The great role of
religiosity proves that the issue of halal consumption is
not only the question of food preferences but also the
expression of identity and belief in religious principles.
This is in line with the Theory of Planned Behaviour [12]
in which religiosity can be conceptualised as some form
of normative belief that guides intention and behaviour.

This study, in addition to the existing literature,
supports the point of view that religiosity is still an in‑
ϐluential explanatory variable in even more globalised
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and diversiϐied consumer markets. There was also a sig‑
niϐicant inϐluence of Halal labeling on consumption be‑
haviour (β = 0.29, f2 = 0.16), which veriϐied that visi‑
ble assurance mechanisms, including certiϐication logos,
have a decisive impact on consumer choice. The ϐind‑
ings are congruent with Soebahar et al. and Awan et
al. [8, 21], who hold that labels give credibility and provide
less uncertainty in markets where people do not trust
food supply chains. Labeling in the current scenario is a
physical indication of genuineness, and it actually helps
to bridge the gap between the producers and the con‑
sumers. As a policymaker, this highlights the impor‑
tance of harmonised and clear certiϐication frameworks
that would help boost consumer conϐidence and expand
the market.

Trust was also discovered as a strong determinant
(β = 0.27, f2 = 0.14), which highlights its key role in con‑
sumer conϐidence. This observation is reminiscent of
Lada et al. [23], whohavepresented the argument that the
belief in certiϐication agencies, regulators, and manufac‑
turers goes directly to how much more people are will‑
ing to spend on halal products. Considering the growing
sophistication of supply chains all over the world, the el‑
ement of trust may be regarded as a mediating and rein‑
forcing variable uniting the impacts of labeling and reli‑
giosity. From a managerial perspective, companies are
not only required to adhere to the halal requirements,
but also present their supply chain integrity and avail‑
ability to consumers so that they can assure and gener‑
ate additional consumer conϐidence.

The effect of lifestyle (β = 0.24, f2 = 0.10) implies
that the inϐluences of religiosity and labeling often get
internalised within the everyday habits and consump‑
tion patterns. This goes in line with Wilson and Liu [24],
who highlighted that the Muslim lifestyle is an impor‑
tant mediator between values and behaviour. Therefore,
lifestyle is a mediator of abstract beliefs to concrete ac‑
tions, and thus, it is a cultural and social aspect of halal
consumption. The discovery adds to the existing litera‑
ture by showing that halal decisions are not individual
ones but are ranged within broader consumption pat‑
terns and identity‑based practices [37].

The smaller in magnitude, but statistically sig‑
niϐicant, risk perception (β = 0.18, f2 = 0.08) im‑

plied that fears in respect of contamination, fraud, or
non‑compliance are stimulating cautious consumer be‑
haviour. This ϐinding is in agreement with the earlier
literature [29]that shows perceived risks, which are not
predominant, still inϐluence vigilance among consumers.
The implication of this is that ensuring halal compliance
does not only involve making assurances but also reduc‑
ing anxieties by the use of traceability, monitoring, and
constant enforcement of standards.

On the contrary, perceived price did not average
a substantial impact (β = −0.09), which is neverthe‑
less contrary to traditional consumer‑behaviour theo‑
ries that consider foreground considerations of costs
when making purchases [11]. This implies that authentic‑
ity, trust, and conformity with religious and lifestyle val‑
ues are more important to the consumers of halal prod‑
ucts than the economic factors. The same results have
been reported in the case of a scenario where ethical or
identity‑based consumption prevails (e.g., organic food,
fair‑trade products). The fact that the result was non‑
signiϐicant contributes positively to the debate because
it emphasizes the fact that in the halal context, the val‑
ues have supremacy over the cost, thus indicating that a
premium price can be charged as long as trust and cred‑
ibility of the certiϐication are not compromised.

5.1. Theoretical Contributions

This research paper makes a number of substan‑
tive theoretical contributions. First, it builds upon the
Theory of Planned Behaviour (TPB) by showing that re‑
ligiosity acts as a strong normative belief, which has a
direct inϐluence on the intentions and behaviours of ha‑
lal consumers. Through this, the study shows the ex‑
tent to which ingrained values can be used as predic‑
tors of identity‑based consumption in the long run. Sec‑
ond, the study provides Muslim lifestyle as a mediating
construct, which explains how abstract values like re‑
ligiosity, labeling credibility, and trust are internalised
and reinforced by quotidian practices. This provides a
more delicate insight into the transition of normative
beliefs to real behaviour, thus ϐilling out TPB with a
lifestyle‑based mechanism to make the transitions be‑
tween faith, credibility, and action. Third, the results
point to trust as a direct determinant as well as an in‑
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direct reinforcement of halal consumption. The place‑
ment of trust with respect to religiosity and lifestyle,
the study extends the consumer‑behaviour theory to ex‑
plain the institutional and relational trust in the system
of certiϐications and supply chains. Lastly, the paper es‑
tablishes price sensitivity boundary conditions on value‑
based consumption. The non‑signiϐicance of perceived
price suggests that in areas where ethics, religion, or
identity‑based factors prevail, the trade‑off in economics
can be insigniϐicant, and this can be used to extend the
current models of consumer behaviour to help under‑
stand that non‑signiϐicant variables can be used to ex‑
plain the boundaries of traditional cost‑beneϐit reason‑
ing to make a choice.

5.2. Practical Implications

Practically, the results are of salient implications
to the policymakers, producers, and retailers. Regula‑
tors should focus on the harmonisation of the systems
of halal certiϐication in order to curb confusion and en‑
hance consumer conϐidence. Companies should invest
in a transparent supply chain, visible certiϐication, and
lifestyle‑based marketing strategies that appeal to con‑
sumer identity. Retailers are encouraged to understand
that halal consumers are not necessarily price‑conscious
but focus on authenticity, certiϐication, and a lifestyle
ϐit. This observation has strategic implications for pric‑
ing policy, promotional campaign, and product develop‑
ment

5.3. Illustration fromM.A.K. Halal

The case ofM.A.K. Halal, a UK‑based fast‑food chain
based in Birmingham in 2016, serves as an example of
such dynamics. The brand spread to 13 stores across the
country and obtained the title of the Best Brand within
a decade, and became the winner of the British Muslim
Awards 2023. Its developmental approach, based on ha‑
lal authenticity, ethical conduct, and inclusive dining, is
similar to the results of the study. In line with Table 4
and Figure 1, M.A.K. Halal shows that consumer trust
in certiϐication and lifestyle resonance has a stronger de‑
termination than price sensitivity. The company has in‑
corporated religiosity, certiϐication credibility, and risk

assurance into the model of its business, and thus the
company experienced long‑term growth and consumer
loyalty, thus demonstrating how theoretical knowledge
can be converted into practical achievement.

The implications of the study are applied to the agri‑
cultural economy. Focusing on the authenticity, credi‑
bility of trust, and certiϐication offers the idea that the
consumption patterns of halal can foster the upstream
agricultural reforms. Where consumers trust the supply
chains that are veriϐied, producers are motivated to use
certiϐied farming, ethical slaughtering, and traceable lo‑
gistics. This pressure of demand turns agricultural busi‑
nesses into economic agents of value, which increases
productivity and export possibilities. This is why policy‑
makers are advised to enhance the connection between
the halal certiϐication agencies and the agricultural min‑
istries to ensure that the rural farmers comply with the
religious and quality standards. This kind of coordina‑
tion contributes to rural labour, agri‑tech investment,
and makes the halal food sector an instrument of sus‑
tainable economic development and food security, espe‑
cially in economies that are diversiϐied beyond hydrocar‑
bons or manufacturing.

In addition to consumer behaviour, the strong im‑
pacts of trust, certiϐication, and religiosity highlight that
the pattern of consumption of halal can have a direct im‑
pact on the upstream production. Based on the need to
ensure consumer conϐidence in veriϐied halal integrity,
farmers and primary producers will be encouraged to
embrace certiϐied practices, ethical slaughtering, and
traceable supply chains. This pressure of demand stim‑
ulates investment in compliant production of livestock,
including feed quality and monitoring systems, which
increases the cost of production in the farms but en‑
hances accessibility and marketability. In the case of
agricultural ministries and rural development agencies,
strengthening of halal certiϐication systems and facilita‑
tion of their adherence amongst the small farmers can
lead to rural income, agri‑food value chain moderniza‑
tion, and sustainable agricultural development.

5.4. Limitations and Future Research

Although the research is well‑grounded, the short‑
comings remain. It was also restricted in generalisabil‑
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ity because the sample was selected from one national
setting. The future studies must use cross‑country com‑
parisons to understand the cultural and regulatory vari‑
ations. The longitudinal designs would bemore success‑
ful inmonitoring the shift in the consumption behaviour
of halal among the people over time, especially when the
certiϐication systems are changing. Lastly, qualitative
methods can give amore in‑depth understanding of con‑
sumer motivation and experience that is more in‑depth
than survey‑based data.

6. Conclusions
The determinants of halal consumptionwere deter‑

mined in the current analysis, and the incorporation of
religiosity, halal labeling, trust, Muslim lifestyle, risk per‑
ception, and perceived price in a structural model was
made. Using the PLS‑SEM on the data gathered among
293 respondents, the model showed a high level of reli‑
ability, validity, and explanatory power, and explained
68% of the variance of halal consumption. The ϐind‑
ings highlight the fact that religiosity, labeling, and trust
are the most signiϐicant predictors, which reinforces the
fact that identity, credibility of certiϐication, and institu‑
tional conϐidence are conclusive factors in consumer be‑
haviour. Theway of life amongMuslims proved to be the
direct determinant and the mediator of the highest or‑
der, and it strengthened the notion that halal consump‑
tion is not only determined by beliefs, but also by every‑
day practice and routines triggered by identities. Risk
perception provided a less signiϐicant but still signiϐicant
impact, which implies that consumer cautionmoderates
decisions, and perceived price did not have any direct or
indirect impact, which proves the value of consumer per‑
ceptions to be more signiϐicant than the cost factor.

Theoretical development comes as a result of the
expansion of the Theory of Planned Behaviour by incor‑
porating lifestyle as an intermediate mediating variable
and placing trust as an institutional trust system. In ad‑
dition to that, the research explains the boundaries of
price sensitivity in value‑based consumption, and it adds
to more general discussions concerning ethical and re‑
ligious consumption. In a real‑life sense, the research
results reiterate the importance of open certiϐication

protocols, credential‑building processes, and lifestyle‑
based marketing plans that appeal to consumer identity.

The empirical study is limited in a number of ways.
Mainly, the research is grounded in one contextual sit‑
uation, the MAK Halal food chain that exists in the
Malaysian halal agri‑food sector, especially in the urban
regions of the Klang Valley. Even though the case offers
a sound environment, given the developed halal certiϐi‑
cation environment in Malaysia, the results cannot be
entirely extended to countries that have different regu‑
latory or cultural environments.

To sum up, halal consumption is a value‑ and trust‑
based phenomenon, where religiosity, lifestyles, and
credibility are the main determinants of behaviour as
opposed to economic considerations. Through renewed
certiϐication, instilling values in everyday activities, and
focusing on authenticity, the producers and policymak‑
ers will be able to promote sustainable consumer trust
and loyalty in the halal economy.
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