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consumers world-wide due to its safety, hygiene and quality. Even though the issue of the demand
of halal food products has been widely highlighted in some existing halal literature, the determining

factors influencing consumer purchase intention of halal meat product in Kano-Nigeria is yet to be Consumer
discussed well in the current literature. This concept paper will discuss factors such as attitude, Purchase
subjective norm, perceived behavioural control, product knowledge, product trust, celebrity Halal meat

endorsement, religiosity, and personal norm as an extension of theory of planned behaviour (TPB) Religiosity and Kano

in the current complex food trade scenario. Cross-sectional quantitative survey approach will be
used as the method of this study, using self-administered questionnaire to collect the data. 500
questionnaires will be distributed within the total population frame of 9 million people living in Kano.
The research findings can provide valuable insights for halal meat retailers on influencing factors
that affect consumer's intention to consume and purchase from them. The findings of this study will
enrich existing literature on halal meat product as well as broaden and deepen the theory of
planned behaviour. It may also contribute towards necessary policy changes surrounding the halal
meat market in Kano-Nigeria. Empirical studies by future researchers can be employed to test the
relationship between the factors and also uncover other factors that can help in enhancing the
purchase intention of halal meat product.

The halal industry has been experiencing rapid growth globally in recent years, which its market is projected to
appreciate from 2016 to 2022 by 28% (Muneeza & Mustapha, 2020). The strategies of market segmentation and
positioning of the halal industry have shifted to the non-Muslim target market, which created an avenue for the industry
to serve both Muslim and non-Muslim consumers (Abdullahi et al, 2020). This caused the development of the halal
industry to become common in non-Muslim countries. As an example, the HFCE (Halal Food Council of Europe) has
certified over 400 European food companies (Muneeza & Mustapha, 2020). According to Visser (2019), the demand for
halal products is rising in consumables products, such as food and beverages, cosmetics, and pharmaceuticals in
concomitant with the traditional Islamic law that is expected to drive the entire global industry growth (see Figure 1).
According to figure 1, findings revealed that by the year 2030, the Muslim population is expected to grow by 2.2 billion
up from 1.7 billion in 2014. It also revealed that presently, the Muslim population accounts for 20% of the global
population.

Another study indicated that, in 2017, 7.5% of Malaysia’s GDP is contributed by the halal industry (Abdullahi et al,
2020). This is very interesting to be observed by developing countries and marketing organizations due to the fact that
the halal industry is now regarded as the engine of economic growth in the world. Pew Research Centre (2019) reported
that the population of Muslims worldwide is expected to increase by 75% from 1.6 billion in 2010 to 2.8 billion in 2050
(Yagmur, Ehtiyar, & Aksu, 2019). It also reported that the spending on halal products projected compound annual growth
rate (CAGR) will experience a growth of 6.2% from 2018-2024. The Global Islamic Report (GIR, 2019/2020) reported
that halal food items will experience an increase from $1.37 trillion in 2018 to $1.97 trillion in 2024 with a CAGR of
6.3% (Ho, Abd Rahman, Yusuf, & Zamzamin, 2014). This is due to the fact that the demand for a halal food product is
becoming higher and higher among consumers worldwide due to its safety, hygiene, and quality as indicated in the Holy
Qur'an. Moreover, the Prophet Muhammad (SAW) indicated the command of Allah (SWT) on how Muslims are
instructed on the issue of haram and haram food products in Sahih Al-Bukhari, Vol. 1. Hadith No 49.

Nigeria has the largest Muslim population in African countries and the 8™ largest in the world, according to the HDC
2019 report (Godbold, 2010), following the suite of demanding halal meat products. According to Astou (2015), there
has been an encouragement by the Ministry of Agriculture for Nigeria to look forward to boosting its capacity in the area
of halal product production in order to meet the halal needs. Research indicated that 77.3 million people representing 50%
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of over 200 million Nigerian population are Muslims (Annabi & Ahmed, 2015). It is the largest among the African
countries with 2.64% of the total world population, according to the United Nations world population in the year 2020
(Gerland et al., 2014). While writing on halal beef in Nigeria, Jakada and Gambo (2014) observed that the concept of
halal has applications beyond religious choices, attracting other consumers who were motivated by environmental and
health considerations. This indicated that the potential of halal meat is beyond the Muslim population in Nigeria. Kano
State is one of the major industrial states in Nigeria located in North-Western Nigeria. It was created on May 27, 1967,
from part of the Northern Region, Kano state borders Katsina State to the north-west, Jigawa State to the north-east,
Bauchi and Kaduna states to the south, with the name 'Kano' as the state capital (Mohammed, Musa, & Jeb, 2014).
Research findings indicated that Kano state has been considering to be the second biggest industrial center in Nigeria and
the largest in Northern Nigeria with the provision of products in the area of cosmetics, textile materials, tannery
production, footwear, plastics, pharmaceuticals, ceramics works, furniture, and other industries. Other areas of capacity
building include agricultural implements, food, and beverages, provision of dairy products, animal feeds, vegetable oil,
etc. (Mohammed et al., 2014).
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According to Figure 1, the halal food industry has a significant share in the global economy. Research findings
revealed that the number of empirical studies that have been conducted on the consumer purchase behaviour of halal food
in Nigeria is considered inadequate (Khan & Khan 2016). Annabi and Ahmed (2015); Annabi and Ibidapo-Obe (2017);
Jaiyeoba, Abdullah, and Dzuljastri (2019) reported that halal certification, halal processing, halal value chain, and Islamic
advertising are all lacking in Nigeria. This indicated that more studies need to be conducted in the area of halal food
production to boost the economy of Nigeria.

The present study is to be conducted in Kano with a population of over 9 million people of which 90% of the
population are Muslims (Ezeah, lyanda, & Nwangw, 2013). Only studies by Adetunji, Oladejo, and Ojedokun (2016) and
Abdullahi et al. (2020) attempted to explore determinants of consumer purchase intention of halal meat in Nigeria. These
studies were testing variables like attitude, subjective norm, perceived behavioural control, habit, perceived health risk,
and perceived norm. These previous studies turndown to cover factors like religiosity (Ismail, Abdullah, Ahmad, & Sidek,
2018), Islamic Advertisement (Souiden & Rani, 2015; Ali, Xiaoling, Sherwani, & Ali, 2017), personal norm (Erdogan,
1999), and celebrity endorsement which all showed significant results.

Jakada and Gambo (2014) reported that Kano state with over 9 million Muslims which is 90% of the Muslim
population in Nigeria has the potential of a halal meat market than South Africa, Germany, UK, Italy, Brazil, and Canada.
This problem prompted the state government to enter into a partnership with Bovine Master, an Egyptian company, to
build a halal meat factory in Kano state. It is expected that the first phase of the project would gulp an estimated $12
million. The factory would entail cattle and small ruminant’s meats processing, sales, and logistics to create more value
and GDP growth for Kano (Punch 29th Sep. 2018). According to the present Kano state governor, Dr. Abdullahi Umar
Ganduje, he stated that the project will provide a fully certified halal meat brand for domestic as well as key halal export
markets in North Africa and the GCC countries. “In addition, the project in collaboration with relevant agencies aims to
establish a halal food certifying body in the state”, he stressed. The governor explained that the project would create more
value and GDP growth for Kano by distributing and exporting finished products as opposed to the prevailing livestock to
end-user markets approach in the country (Daily Halal Market New, 2020).

This effort by the Kano state government motivated the interest of the study to find out what factors will trigger
consumer purchase intention of halal meat products in Kano. This is to add value to various efforts made by other



researchers in determining factors influencing consumer purchase intention of halal meat products in Kano using an
extended theory of planned behaviour (ETPB). Therefore, the model used in this paper was based on ETPB as shown in
Figure 2. Similarly, there are numerous studies such as by Grunert and Wills (2007) explaining household food purchase
behaviour. However, the majority of these studies focused on the developed countries, perhaps due to the demand being
more in those countries.

This paper intends to discuss factors such as attitude, subjective norm, perceived behavioural, trust, knowledge,
celebrity endorsement, religiosity, and personal norm as an extension of the theory of planned behaviour in the current
complex food trade scenario.

However, to the best of our knowledge, no prior studies investigated the major determinants of consumer purchase
intention of halal meat in Kano, Nigeria by applying the ETPB. Against this backdrop, the paper intends to apply and
extend the (ETPB) in determining the factors that influence consumer purchase intention of halal meat products from a
survey in Kano State, Nigeria. The specific objectives of the paper are to:

1. Apply and extend the (ETPB) in determining consumer purchase intention of halal meat product in Kano;

2. ldentify the factors that affect consumer purchase intention in Kano; and

3. Provide theoretical support to the use of ETPB in determining consumers purchase intention of halal meat in Kano

The issue of halal (permissible) food consumption, and meat that is ritually slaughtered in particular, is extremely
vital for any Muslim society, as the decree to eat meat which is halal (and indeed tayyib, or wholesome) is a fundamental
aspect of the Islamic way of life as decreed within the Qur’an and Hadith of the Holy Prophet (SAW). Since no signage
available, it can be very difficult for a Muslim consumer to know the provenance of the meat that they buy and the basis
by which it is deemed to be halal in some non-Muslim countries. At the same time, there is arguably little action to stop
any butcher, restaurant, or takeaway claiming that their meat is halal, without fear of legally enforceable consequences if
this turns out to be a dubious or baseless assertion. The dynamics of the halal market have also led to the alleged sale of
non-halal meat by unscrupulous halal butchers (Alhabshi, 2013).

Allah (SWT) has commanded all mankind to eat meat which is halal in the holy Qur’an. He says: “O ye people! Eat
of what is on earth, lawful and good (pure, clean),; and do not follow the footsteps of the Evil One...” (Ali, 1991: 2/168),
and “O ye people! Eat of the good (pure, clean) things that we have provided for you...” (Ali, 1991: 2/172). This verse
indicated that it is a divine command from Allah (SWT) that people must adhere to by eating food products that are
considered to be halal in nature. Subsequently, Varinli, Erdem, and Avcilar (2016) reported that halal food as a global
term, maybe the same as other foods visually but the quality, contents, type of process, different methods used in the
operating process from the beginning to the end have all been approved and recommended by Islamic rules through
various verses in the Holy Qur'an. From the findings of Abdul et al. (2020), halal food means foods complying with the
rules set by Islamic jurisprudence in all stages of production and consumption. To sum it all, halal food consumption has
become an area of discussion as a vital issue in Islamic marketing literature.

According to the Hadith of the Prophet (SAW) which was narrated by one of his companion, An-Numan Bin Bashir
(RA) said that he heard the Messenger (SAW) saying " Both legal and illegal things are evident but in between them there
are doubtful (unclear) things, and most of the people have no knowledge about them. He further reported that the Prophet
(SAW) continues to say" whoever saves himself from these unclear things, he saves his religion and his honour and
whoever indulges in these unclear things is like a shepherd who grazes (his animals) near the Hima (private pasture) of
someone else, and at any moment he is liable to get in it". He also narrated that, the prophet (SAW) said "(O people)
Beware! Every king has a Hima and the Hima of Allah (SWT) on the earth is His illegal (forbidden) things". Numan
finally reported that the prophet (SAW) concluded by saying, "Beware! There is a piece of flash in the body if it becomes
good (reformed), the whole body becomes good, but if it gets spoilt, the whole body gets spoilt and that is the heart."
(Sahih Al-Bukhari, Vol. 1. Hadith No 49).

The above Hadith of the prophet is a clear indication that a Muslim intends to do most be in accordance with the
teaching of Islam because things that are halal (Lawful) and haram (Forbidden) are issues that have been clarified by
Allaah (SWT) in all the revealed scriptures. However, in Islam, the idea of food consumption is not meant for the sake of
enjoyment, but rather to sustain one’s life so that mankind can perform ibadah (prayer) to Allah (SWT) in a situation that
considered to be healthy, and their physical strength to be able to undertake their duties and responsibilities in this life.
Above all, Islam stated that in order to get the right physical and spiritual strength, one should consume only halal
thayyiban food (lawful wholesome food) as mentioned earlier in Surah Al-Maidah (\V5:88).

Behavioural intention is considered to be a situation whereby a person has the skills, resources, and other prerequisites
needed to perform a certain behaviour (Bray, 2008). Several studies by Ahmed, Najmi, Faizan, and Ahmed (2019);
Souiden and Rani (2015); and Abdullahi (2017) proved the Theory of Planned Behaviour (TPB) as a strong theory in
determining consumer purchase intention of the halal product. That is why the study selected the theory to contribute
academically by extending it with variables such as celebrity endorsement, religiosity, and personal norm.



Presley, Damron-Martinez, and Zhang, (2010) defined an attitude as the likelihood that a person will respond
favourably or unfavourably to an object or behaviour, based on a predisposition. This indicated that comprehending a
consumer's attitude toward intention to purchase halal meat is often the first step in understanding consumer behaviour,
as attitude has been found to directly influence behaviour (Ajzen, 2011). The attitude became a significant variable for
researchers in the social and behavioural sciences to measure the behavioural intention of consumers (Han, Hsu, & Sheu,
2010). Studies by Palmer (2010) proved the validity of attitude as a significant variable in measuring consumer intention
to purchase halal products in many countries. To sum it up, attitude represents a summary of the evaluation of a
psychological object captured in such attribute dimensions as pleasant-unpleasant, good-bad, harmful-beneficial, and
likable-dislikeable (Ajzen, 2011). The first hypothesis developed in this study is:

Hi: There is a positive and significant relationship between attitude towards halal meat products and purchase
intention of halal meat products.

Product knowledge is defined as the awareness of the consumer to look for information about a product (Lin & Chen,
2006). The main source of product knowledge includes the consumer’s experience towards the product and the
advertisement media which was stated to influence the consumer’s decision to buy or to choose the product. Lu, Chang,
and Chang (2014) proved product knowledge as a significant variable in strengthening consumer attitude toward purchase
intention.

These days, Muslim consumers are faced with a broad selection of Halal products and services. Each product group
offers many different local and internationally recognized brands. These brands (hereinafter referred to as Halal brand)
use Halal logos or/and symbols that provide assurance to the consumers particularly the Muslims that the ingredients used
and the production processes are according to Islamic Shariah (Feick & Price, 1987).

Due to rising competition, it is increasingly difficult for businesses to create a differential advantage in order to attract
new customers. Therefore, one of the approaches to achieve brand differentiation, a perception of improved quality and
overall customers support without major product modification may involve getting a certification or endorsement by a
third party, for instance, an independent agency or association which is well respected by consumers (Ali, Xiaoling,
Sherwani, & Ali, 2018). That is to say, in order to differentiate a Halal brand from the traditional brand, companies get
Halal certifications and then use the specific label to tell potential customers that their brand encompasses Halal features.
Halal is a product characteristic refers to the nature, origin, and the processing method of the food, which implicates
similarities with, for instance, foods produced considering sustainability issues or organic foods (Bonne & Verbeke,
2008) as well as kosher foods. Consumers cannot see and validate these characteristics even after experiencing the
product, thus yielding possible quality uncertainty during the pre-purchasing stage (Bonne & Verbeke, 2008). The Halal
label just like the green label, kosher label, and organic label can provide confidence to consumers on the Halal aspect of
products and services which they use. The second hypothesis developed based on this matter is:

H: There is a positive and significant relationship between product knowledge and attitude towards purchase
intention of Halal meat products.

Trust has been described as a readiness to depend or to become vulnerable to the other party when one cannot control
the other party's actions (McKnight & Chervany, 2001a). The concept of trust is considered to be one of the fundamental
bases of trade (McKnight & Chervany, 2001b). It reported that, in the trend of commerce activities, trust issues have
always been fundamentally debated because it affects business strategies and processes, branding, organizational structure
and sizes, and the inclusion of multiple supporting operational practices that usually go with the daily business operations
within an organization (Usman & Kumar, 2020). The religious upbringing of a person can play a vital role in trust
formation. The certainty of the genuine Halal food product is the most important to the practicing Muslim consumers in
the case of Halal food consumption. Muslim consumers’ trust is a crucial matter as religion influences such decisions.
This is because consumers sometimes cannot verify even after its consumption whether the food was Halal or Haram.
Sherwani, Ali, Ali, Hussain, and Zadran, (2018) hold the view that halal food holds typical credence process characteristic
which is very important to Muslim consumers, citing an instance that, a quality characteristic that can hardly be evaluated
or ascertained by the individual consumer, even upon or after consuming the food. To this end, product trust is a vital
variable to be considered in the issue of halal product consumption. Hence, the third hypothesis is developed as follows:

Hs: There is a positive and significant relationship between product trusts and attitude towards purchase intention of
Halal meat product.

Subjective norm as one of the variables in consumption intention was viewed by Ajzen (2011) as an individual’s
perceived social pressure from other people or groups who are important to him/her that wish or expect him/her to perform
in a certain way. Furthermore, he stated that subjective norm makes a social burden about to perform or not to perform a



specific behaviour (Astou, 2015; Godbold, 2010). Studies indicated that two items were normally used to measure
subjective norms (e.g., “People who are important to me" (e.g., family and friends) expecting that my household is not
consuming beef as it should be, as reported by (Mohammed et al., 2014), and was with the belief that underlies the
subjective norm is known as 'normative beliefs'. They further stated that if the person that they believe is essential
referents, they think that the behaviour should be performed. Moreover, Muneeza and Mustapha (2020) indicated that
subjective norm interestingly is the most reliable predictor for choosing Halal products compared to other components in
TPB. This scholarly view, however, posited that subject norm can be used to determine consumer purchase intention.
Therefore, the hypothesis is proposed:

Ha4: There is a positive and significant relationship between subjective norms and purchase intention of Halal meat
product.

Masese (2002) regarded perceived behavioural control to be the ability of a person’s anticipation that execution of
behaviour is within his/her control jurisdiction. Perceived behavioural control is also termed as the product of control
beliefs and has interior control factors such as feelings and exterior control factors such as chances and dangers in the
marketplace. As viewed by Jackson (2010), when consumers can control a specific behaviour that has ease of access,
then the consumers perceive high control. However, a person's resources such as time availability, budget projection, and
skill can increase consumer behavioural intentions when it comes to the issue of purchase decisions specifically in the
area of Halal food consumption (Rezai, 2008). This indicated that perceived behavioural control is within the individual
ability to control behaviour.

Hs: There is a positive and significant relationship between perceived behavioral control towards halal meat product
and purchase intention of Halal meat product

Celebrity endorsement is one of the variables to be used in determining the consumer purchase intention of Halal meat
in this study. In order to provide a clear picture of what celebrity endorsement entails, Awan, Siddiquei, and Haider (2015)
stated that an endorser of any kind of product is a figure acting as a supporter in commercials advertisements used by
many organizations to promote their products. Endorsers can function in two ways: celebrity endorser and endorser from
common people. The study indicated that basically, the two types have the same attributes and characteristics as they are
distinguished only by the same factor as reported by Nasir, Khan, Sabri, and Nasir (2016). Many consumers are attracted
by the action of celebrity endorsers to gain attention during the introduction of new products. Celebrity attracts attention
and helps to introduce products to customers and a celebrity favoured by the general public is capable to attract a higher
recall. The main task of this is to create a good association between himself/herself and a product advertised until the
expected positive attitude among customers is achieved. 'Advertising is an important element in instilling brand image to
customers, along with physical characteristics and quality of a particular brand (Nurhayati & Hendar, 2019). Suki (2014)
stated that celebrity endorser credibility has 3 dimensions affecting the message and the power of persuasion, namely (1)
attractiveness, which is the degree with which an object is assessed through a sympathetic attitude, has ambitions,
intelligence, and other personality characteristics (attractive, classy, beautiful, sexy, elegant, etc.); (2) trustworthiness,
which is the rate at which an object is considered as an honest information provider and also as reliable, sincere, etc.; (3)
expertise, the degree to which an object is assessed through sympathetic behaviour, has the ambition, intelligence and
other personality characteristics (experience, knowledge, qualification, skills). Madiawati and Pradana (2016) viewed that
celebrities can be a vital tool in creating attention, interest, or actions with regards to determining a decision on purchasing
or using a specific product. Studies showed that celebrities represent an idealization of life that most people imagine that
they would love to live which is usually viewed by their followers and in some cases, the general public, (Madiawati &
Pradana, 2016). This indicated that celebrities could be a powerful variable to determine the buying intention of
consumers with regards to the purchase of Halal meat.

Hs: There is a positive and significant relationship between celebrity endorsement towards halal meat product and
purchase intention of Halal meat product.

An individual decision usually goes by value and belief. Mokhlis (2006) considered religion as the degree to which
certain values and beliefs to certain ideals are held and practiced, and become a mark of identity of individual who
practices such religion. Religiosity is also viewed as how far individual pledges towards her religion and acknowledges
its religious teaching, such as the behaviour and attitude which mirror her commitments (Mokhlis, 2010). Religiosity
refers to a person’s beliefs about the absolute inherent truth qualities and definitiveness of a religion’s scriptures and
teachings (Mokhlis, 2010). It has also been indicated that the level of religiosity becomes the key factor to indicate the
Muslim consumer’s attitude towards consumer purchase intention. Religiosity includes five dimensions, which are rituals,
ideology, intellectual, experience, and consequence.

Studies showed that religion can be viewed internally and externally. Viewing religion from the internal perspective,
a person can have a religious identity for his/her values, development, attitudes, habit, and religious beliefs. Externally,



religion can be viewed from religious affiliation, worship services, and membership in religious communities, or attending
religious functions. Ismail et al., (2018) suggested that one of the powerful variables that are significant in influencing
the cognitive and behaviour of consumers is their religious inclination and affiliation. This is because religion can serve
as a variable in determining their purchase decision of goods and services. This study considered the use of religion as a
variable in determining consumer purchase intention.

Hz: There is a positive and significant relationship between religiosity towards halal meat product and purchase
intention of Halal meat product.

Personal norms are viewed as expectations that individuals hold for themselves, which are derived from social norms,
and are vital factors in determining human behaviour yet they are heterogeneous across individuals (Kuran, 1998).
Personal norms are learned in and modified through social interaction which is tied to a person’s self-image and are
enforced through mechanisms such as guilt or pride as indicated by Grunert and Wills (2007). A study by Grunert and
Wills (2007) viewed norms to be homogenous across individuals within a population. This study showed that personal
norms may be heterogeneous across the population and different individuals may ascribe different thresholds for intention
to purchase products. While writing on consumers’ intention to purchase beef, Abdullahi et al. (2020) reported that
personal norm was measured using the statement, “No matter what will happen or what people say or think due to my
principles, | feel it is compulsory for me to purchase beef for the household” (Palmer, 2010). It is expected that
participants would show a higher tendency of a personal norm or pro-social behaviour. However, Presley et al. (2010)
argued that the same response would not be obtained if we target a negative personal norm. Studies that were conducted
in Pakistan and Malaysia using personal willingness to pay for halal products, indicated personal norm as a positive
variable in determining consumer purchase intention.

Hg: There is a positive and significant relationship between personal norm towards halal meat product and purchase
intention of Halal meat product

This paper, therefore, intends to apply and extend the (TPB) in determining consumer purchase intention of halal meat
product, identify the factors that affect consumer purchase intention, and provide theoretical support to the use of ETPB
in determining consumers purchase intention of halal meat in Kano. The conceptual framework is shown in Figure2.
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Conceptual Framework

A cross-sectional quantitative survey approach will be used as the method in this study, using a self-administered
questionnaire to collect the data. 500 questionnaires will be distributed within the total population frame of 9 million
people living in Kano.



The research findings can provide valuable insights for halal meat retailers on influencing factors that affect
consumer's intention to consume and purchase from them. The findings of this study will enrich existing literature on
halal meat products as well as broaden and deepen the theory of planned behaviour. It may also contribute towards
necessary policy changes surrounding the halal meat market in Kano-Nigeria.

Considering the importance of the growing Halal food industry in the world, the understanding of Muslim consumer
intention to purchase halal meat products becomes imperative. It is essential for marketers to understand the factors that
determine Muslim consumers' intention to purchase halal meat in Kano, Nigeria. This will inevitably allow a proper
marketing strategy towards the target market. Hence, a conceptual model has been drawn with regards to possible factors
that may likely influence Muslim consumers' purchase intention of halal meat products. These factors include attitude,
subject norm, perceived behavioral control, celebrity endorsement, religiosity, and personal norm, considered as
determinants towards Muslim consumer purchase intention of halal meat product in Kano, Nigeria. The ultimate aim of
this paper is to provide a model that could enhance the performance of the Nigerian Halal food industry.
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