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ABSTRACT
The recent outbreak of COVID-19 has negatively impacted the global
Islamic economy, including the Halal food industry. Despite the pandemic,
the Halal food industry continues to survive due to the growing and diverse
Muslim population. Thus, researchers focus has shifted to the global Muslim
consumers, especially their religiosity. Over the past few years, substantial
research has focused on the effect of religiosity in predicting behaviour.
Nevertheless, current conceptualisation and operationalisation have limited
understanding of the multidimensional nature of religiosity. As such, this
scarcity may not reflect the entire phenomenon. This paper aims to identify
the Muslim consumer religiosity factors concerning Halal food products.
The findings from this study suggest five factors that contribute to Muslim
consumer religiosity, including the socio-environmental aspects that are
essential pillars of sustainability. This new finding suggests that future
research explore the social and environmental responsiveness concerning
Muslim consumers in order for Halal practitioners to develop sustainable
strategies that cater to Muslim consumer preferences.
Keywords: Muslim Consumers; Religiosity; COVID-19 Pandemic;
Sustainability
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INTRODUCTION
The Halal industry is one of the anchors in global Islamic economies.
Malaysia has been at the forefront of the Halal industry development,
establishing the Halal ecosystem to cater to domestic and foreign markets.
Halal Industry Master Plan (HIMP) 2030 projected the global Halal industry
market size to be worth USD 5 Trillion in 2030. Halal Development
Corporation Berhad (HDC) (2020) reported that the Halal food and
beverages industry alone is worth USD 2.1 Trillion. Nevertheless, the recent
outbreak of COVID-19 had contracted the world’s economy by 3.3%, and
the Muslim spending worldwide decreased by 8% in various sectors of
Islamic economies in 2020.
The State of Global Islamic Economy Report 2020/21 projected that
the Compound Annual Growth Rate (CAGR) for Pre COVID-19 was 6.2%
and for post-COVID-19 is only 3.2% (Dinar Standard, 2021). The worst-hit
sector by the pandemic is travel related industry with -70%, while the Halal
food industry is the second least badly hit sector with -2.5%. The CAGR
forecast for the Halal food industry was recorded at USD1.17 trillion in 2019
to reach USD1.38 trillion in 2024.
Table 1
Global Islamic Economy Indicator, GIEI 2015-2020 (Top Three Countries)
Rank
1
2
3

2015/2016
Malaysia
(116)
UAE
(63)
Bahrain
(58)

2016/17
Malaysia
(121)
UAE
(86)
Bahrain
(66)

Note. Extracted from SGIE Report 2015-2021

2017/18
Malaysia
(146)
UAE
(86)
S. Arabia
(67)

2018/19
Malaysia
(127)
UAE
(89)
Bahrain
(65)

2019/20
Malaysia
(111)
UAE
(79)
Bahrain
(60)

2020/21
Malaysia
(290.2)
S. Arabia
(155.1)
UAE
(133.0)

Malaysia has been leading in the global Islamic economies and for
several consecutive years ranked as number one among 83 Muslim-majority
countries based on the Global Islamic Economy (GIE) Indicator. As
illustrated in Table 1, the GIE indicator serves as the benchmark for the
leading national ecosystems and is regarded as the best to support the
development of the Islamic economy.

64
64

Demystifying Muslim Consumer Religiosity

Malaysia has been consistently in the top three in the Halal food
sectors for the last six years, as shown in Table 2. It can be a role model for
Islamic economic development, especially in the Halal food sector.
Table 2
GIEI on Halal Food Sector 2015-2020 (Top Three Countries)
Rank

2015/2016

2016/17

2017/18

2018/19

2019/20

2020/21

1

Malaysia
(76)
Pakistan
(56)
UAE
(53)

UAE
(75)
Pakistan
(56)
Malaysia
(55)

Malaysia
(97)
UAE
(67)
Pakistan
(60)

UAE
(91)
Malaysia
(81)
Oman
(62)

UAE
(91.5)
Malaysia
(74.3)
Sudan
(66)

Malaysia
(209.8)
Singapore
(125.2)
UAE
(104.4)

2
3

Note. Extracted from SGIE Report 2015-2021

The emergence of this industry is also driven by the growing
Muslim population globally. The world’s Muslim population is expected to
reach 2.2 billion by 2030 (Pew Research Center, 2011). Based on the
projection by Pew Research Center (Pew Research Center, 2017), the
number will continue to increase to 3.0 billion by 2060. According to Vohra
et al. (2009), researchers segment Muslims into conservatives, new age
Muslims, societal traditionalists, practical strivers and liberals. Researchers
suggest this segmentation based on the in-depth religious acceptance within
the community (Rishi & Halder, 2015). Each segment responds differently
to the markets and trends concerning consumption. Nonetheless, global
Muslim consumers are increasingly pushing for Halal products and services
(Pew Research Center, 2011). There is evidence of high sentiments on such
importance, especially in Muslim-majority countries such as Malaysia.
However, it is vital to recognise that there are variations in the
adherences and practices of Islam among Muslims (Pew Research Center,
2011). Thus, religiosity is an important variable when studying Muslim
consumers and their behaviour. Religion is a sensitive aspect for Muslims,
but this depends on devotedness or religiosity (Said et al., 2014). Muslim
consumers may vary in their behaviour due to differences in their
religiosity level (Abou Youssef et al., 2011). Religious individuals tend to
translate their internal religious beliefs into external consumer behavioural
activities (Mokhlis, 2006). Others posited that religiosity represents inherent
human values that are observable and more practical to marketers (Newaz,
2014).
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Furthermore, many studies have emphasised the role of religiosity
in determining the intention to purchase Halal food products. It includes
several factors that employed a single dimension of religiosity scale in the
Muslim majority population and Muslim minority population (Muslichah,
et al., 2019; Khalek, 2015; Yakin and Rahmani, 2018; Elseidi, 2018; Acas
& Loanzon, 2020). Despite the differences in contextual setting (i.e.
multiple countries, Muslim compositions and cultural diversity), these
studies consistently found that religiosity affects awareness and intention to
purchase Halal food products. However, according to Jafari (2012),
religiosity is not static since it is shaped and altered by incoming knowledge
or changing landscape of religion.
Therefore, the existing research might fall short in capturing the
multidimensional nature of religiosity in shaping the behaviour of diverse
segments of Muslim consumers. Since the conceptualisation and
operationalisation are based only on limited dimensions, this scarcity may
not capture the concept entirely (Abou-Youssef et al., 2011; El-Bassiouny,
2016; Khraim, 2010; Shukor & Jamal, 2013). Thus, the outcome may not
adequately reflect nor explain the Muslim consumer religiosity.
Besides, Malaysian Muslim consumers might provide unique
dimensions based on their multicultural diversity and ideal ecosystem for
the Islamic economy. Malaysian Muslims hold on to their faith and belief,
especially concerning food consumption (Asa & Azmi, 2018). Therefore,
this paper aimed to identify the multidimensional religiosity of Muslim
consumers as such dimensions might provide new insights on religiosity
affecting Muslim consumers in their intention to purchase Halal food
products.

LITERATURE REVIEW
A systematic literature review revealed limited but growing research on
religiosity and consumers especially concerning Halal food products. A total
of 109 research employed either Islamic or Muslim religiosity. However,
only 18 articles which is less than 4% emphasised Halal food products
which fit the context of this study. These studies were conducted within the
2015-2020 timeline and had almost a similar objective which was to find
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out the role of religiosity in determining the purchase intention of Muslim
consumers on Halal food products.
Many past studies conceptualised and found that religiosity is either
moderating or the antecedent to attitude or intention to purchase Halal food
products. There are findings on religiosity that moderate the relationship of
purchase intention and its determinants (Elseidi, 2018; Muslichah et al.,
2019; Souiden & Jabeur., 2015). Others found that religiosity is the
background factor that affects attitude and behaviour (Souiden & Rani,
2015; Briliana & Mursito, 2017; Yakin and Rahmani, 2018). These works
had utilised a more generic religiosity measurement for Muslims (Alam et
al., 2012; Rehman & Shabbir, 2010; Abd Rahman et al., 2015).
Moreover, researchers conducted their study on the topic in several
Muslim-dominated countries, such as Brunei and Malaysia. Some focused
on minority Muslims in the Philippines, Scotland, and Belgium. Muslichah
et al. (2019) found that the religiosity of Muslims in Brunei affects the
relationship of Halal awareness and intention to purchase Halal food
products. These authors asserted that the greater the degree of individual
religiosity, the more likely it will be that they will strive to conform to their
religious obligation. Thus, religiosity plays an essential role in governing
beliefs and behaviour. Research also suggests further investigation is
required on religiosity survey instrument and conceptualisation to ensure its
robustness.
According to Khalek (2015), religiosity affects Halal food
consumption among Malaysian Muslim consumers. The findings show that
religiosity is a strong determinant. Yakin and Rahmani (2018) carried out
their research focusing on the minority of Indonesian Muslims in Belgium.
The findings of their study suggest that Muslims are affected by their
religiosity in Halal food consumption and that Indonesian Muslims are
prone to consume Halal food as part of their religiosity.
In addition, another research by Elseidi (2018) focused on 400 Arab
Muslim communities in Scotland. This study found that Islamic religiosity
moderates the effects of the Theory of Planned Behaviour (TPB) or TPB’s
three determinants of purchase intention of Halal-labelled food products.
Acas and Loanzon (2020) employed their research on 444 Filipino Muslims.
Their findings suggest religiosity affects the purchase intention of Halal
67
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products. Thus, religiosity plays an essential role in such behaviour apart
from TPB’s determinants.
These studies have explored consumer behaviour within the
consumer decision-making frameworks such as Theory of Planned
Behaviour (TPB) and Theory of Reasoned Action (TRA). Religiosity was
incorporated into these frameworks and consistently produced a similar
result. However, it does not reflect the multidimensional effects of
religiosity on purchase intention of Halal food products. Studies not
designed to measure or detect multidimensional religiosity are unlikely to
find unique variance contributed by these factors. Thus, they can be poor
sources of continuing evidence to build research (Berry, 2005; Miller &
Thoresen, 2003).
Perhaps, the conceptualisation of religiosity based on gross
measures may not capture the concept of religiosity entirely (Manap et al.,
2013; Shukor & Jamal, 2013). Although alternatives for multidimensional
measurements are available, researchers scarcely adopt them in consumer
research, for instance, instruments in the field of psychology (Albelaikhi,
1997; Jana-Masri and Priester, 2007; Abu Raiya et al., 2008; Tiliouine &
Belgoumidi, 2009; Krauss et al., 2005; Ji & Ibrahim, 2007). Single
dimensional generic measures were widely preferred instead. The outcome
may not adequately reflect nor explain the religiosity concerning Muslim
consumers. Thus, it is essential to identify the multidimensional religiosity
that warrants more in-depth studies.

METHODOLOGY
This study applied exploratory and confirmatory research design in
developing the religiosity factors. It was carried out in stages on a diverse
Malaysian Muslim population using systematic instrumentation and data
collection procedures. This study adopted a sequence of valid and reliable
steps for generating and measuring multi-item constructs based on Churchill
(1979) and Boateng et al. (2018) as well as assessments on psychometric
properties suggested by Hair et al. (2014). This study employed Structural
Equation Modelling (SEM) to analyse the data derived from two separate
data collections.
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Most of the current research in the area is limited to a single
dimension instrument measuring religiosity. The process in this study
involved four stages, as illustrated in Figure 1. Stage 1 focused on construct
development. It started with an extensive literature review on Muslim and
Islamic religiosity scales available in the literature. Based on 30 selected
instruments and measurements, the content analysis found 998 items mainly
on beliefs and practices

Label

Figure 1
Four Stages of Identifying the Muslim Consumer Religiosity Factors

Based on Churchill (1979) and Boateng et al. (2018).

The synthesis of contents generated 57 items. This procedure also
considered research concerning Halal consumer, ethics and consumer and
environment for the item generations. It proceeded with focus group
interviews to illicit content not captured in the literature. This research
adopted the standard protocol of focus group interview suggested by
Bryman and Bell (2007), Breen (2006) and Krueger and Casey (2002). Eight
sessions that consisted of five to seven participants were carried out
nationwide by focusing only on Malaysian Muslim consumers. As shown in
Figure 2, the steps of the virtual focus group were adopted using steps
recommended by Marques et al. (2021).
A total of 45 participants were involved in this process. This study
adopted a standard coding procedure and thematic analysis (Crabtree and
Miller, 1992; Fereday and Muir-Cochrane, 2006). It involved recording the
interview sessions, then transcripts were subjected to a coding process and
analysed for thematic analysis using NVivo. The results yielded 661
frequencies. It suggested six constructs as shown in Table 3.
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Figure 2
Steps for Conducting the Virtual Focus Group Interview

Adopted from Marque et al. (2012).

Table 3
Religiosity Constructs
Religiosity constructs

No.

Main Themes

Frequency

1
2
3
4
5
6

Religious Belief
Norms
Values
Knowledge
Social Responsiveness
Environmental Responsiveness

143
185
74
90
119
50

Total

661

The result from Nvivo Software (Thematic Analysis)

The next step involved expert vaidation of the constructs. This
procedure is adopted based on Grant and Davis (1997) and Lynn (1986).
Four selected experts checked and validated the 59 items on religiosity as
exogenous variables and 11 items as endogenous variables for the draft
questionnaire. The representativeness, clarity and appropriateness of these
items were the concern during this process. The criteria for selecting these
experts varied based on their background and field of expertise related to
the research (i.e. marketing and branding, consumer behaviour and cultural
values, Muslim consumer and Halal industry, Shariah and Islamic studies).
The experts suggested retaining 59 items that measure religiosity. The
experts also suggested keeping the six items measuring brand preferences
and five items measuring purchase intention.
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Stage 2 focused on developing the draft questionnaire, pre-testing
and a pilot test. Items retained from the expert validation were drafted for
the initial questionnaire. Due to the suitability of e-form during the
pandemic, Google Form was chosen for its user-friendliness, popularity and
compatibility with multiple devices. Next, pre-testing focused on 41
respondents. This number was reflective of the actual sample of Malaysian
consumers. According to Memon et al. (2017), it requires no statistical
analysis at this stage. This study performed adjustments on the grammatical
error and additional information.
Subsequently, the pilot testing involving 300 respondents yielded
271 questionnaires which were then subjected to analysis for the pilot
testing procedure. Exploratory Factor Analysis (EFA) was carried out. This
study used the Kaiser Mayer Olkin and Bartlett test of Sphericity. Several
different extraction and rotation methods were employed to derive
meaningful factors. After close examination, no were items dropped at this
stage. Thus, the actual survey used the 59 items from the pilot test.
The first data collection was a full-scale survey with a target of 600
completed questionnaires. The sample size complies with the subject to item
ratio for EFA sample size and general rules of thumb as suggested by Hair
et al. (2014), Osborne (2014) and Comrey and Lee (1992). A subject to item
ratio of 5:1 to 10:1 were used. Hence the 600 samples for the 59 items on
religiosity items would qualify (10:1) or considering the total of 70 items
(including endogenous variables) would meet at least an 8:1 ratio. This
sample was derived nationwide, based on Malaysian population 2019
statistics provided by the Department of Statistics Malaysia, DOSM.
The multivariate normality analysis was carried out on the 600
samples as recommended by Johnston and Wichern (1992) and Rencher
(2002). R2 for both approaches were 0.951 and 0.940 value of close to 1,
almost linear regression suggesting no extreme non-normality. Next, EFA
was carried out based on Worthington and Whittaker (2006) and Costello
and Osborne (2005). The EFA utilised Maximum Likelihood extraction
with Promax Rotation. Then, parallel analysis was employed to retain the
appropriate number of factors, as suggested by Buja and Eyuboglu (1992)
and Green et al. (2016). It resulted in five Muslim religiosity factors and
reliability checked using Cronbach Alpha, as shown in Table 4.
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Table 4
Religiosity Factors
Items
B16. Purchasing Halal food
products can avoid 'Syubhah'
product
B29. It is every Muslim duty to
purchase and consume Halal
products
B7. I believe Islamic dietary
principles promote individual health
B3. Consumption of Halal products
is obligatory for Muslims
B1. Consumption of Halal products
is a form of submission to Allah
B46. I check for safety certifications
for food products (MESTI and
HACCP)
B12. I gather information about
food products before purchase
B33. I prioritize local Halal products
even if the quality is relatively low
B13. I check the certification of the
Halal products for authentication
B57. I do not buy from producers/
stores that Mix Halal and Non-Halal
products
B52. I buy Halal products to
improve the Muslim socio-economy
B53. I support Halal products
producer that donates to charity
activities
B51. I buy Halal food products to
support my community
B56. I encourage the consumption
of Halal products among my family
and friends
B55. I contribute Halal products in
communal activities
B24. Halal production minimized
resource wastage
B28. Halal principles support
organic food consumption
B27. Halal principles safeguard
animals' wellbeing

RB

N

SR

ER

0.694
0.660
0.654
0.569
0.563
0.715
0.692
0.646
0.512
0.505
0.780
0.734
0.671
0.663
0.569
0.803
0.734
0.725
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B23. Halal principles promote
environmental preservation
B26. Halal food production avoid
harmful ingredient
B43. I possess good knowledge of
Halal products
B39. I understand the scientific
benefits of Halal production and
consumption
B38. I know how to differentiate
Halal and non-Halal products
B37. I understand the concept of
Halal
B19. Consuming Halal products is
part of my community practices
Eigenvalues
% of variance
Cumulative %
Cronbach Alpha

0.697
0.547
0.683
0.644
0.643
0.568
0.530
8.051
32.21
32.21
0.774

1.978
7.913
40.12
0.761

1.571
6.285
46.40
0.818

1.410
5.640
52.04
0.778

1.235
4.939
56.04
0.798

Extraction Method: Maximum Likelihood.
Rotation Method: Promax with Kaiser Normalization.
Note. RB:Religious Belief, N: Norms, SR: Social Responsiveness, ER: Environmental Responsiveness, K: Knowledge.
Results from EFA using SPSS 27.

Validity assessment includes the assessment of convergent validity.
According to Narver and Slater (1990), strong correlations among the
factors should portray convergent validity. Moderate to high correlation
shows evidence of convergent validity (Gregory, 2007). Results indicate
these factors meet such threshold. In addition, factor loading can also
confirm convergent validity with cut-off points of 0.5 (Hair et al., 2014).
Heterotrait-Monotrait (HTMT) ratio analysis confirmed the discriminant
validity with all values below the < 0.85 cut-off threshold. Lastly, according
to Hair et al. (2014), VIF of <0.5 indicates no harmful multicollinearity. It
is derived based on the regression analysis.
Stage 3 involved the validation of the factors using confirmatory
factor analysis (CFA) in line with best practices as suggested in the relevant
literature such as Memon et al. (2017), Green et al. (2016) and Hair et al.
(2014). A new data set is required to confirm findings in the previous stage
(Hair et al., 2014; Memon et al., 2017). Next, the second data collection
involved 599 samples. Multivariate Normality (MVN) analysis suggested
the non-normality of data.This was followed by the checking and screening
of outliers which resulted in 527 usable questionnaires. The nationwide data
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collection used quota sampling like the first data collection to ensure it
reflected the different backgrounds of Malaysian Muslim consumers.
The Structural Equation Modelling (SEM) was used to develop the
measurement model using SmartPLS 3. The research performed model
specifications. These changes involved deleting the items. One item from
norms and two from knowledge were deleted. The 12% changes in the
model to improve the construct reliability and convergent validity is
considered minor and allowed without further validation from a new data
set (Hair et al., 2014). It is to ensure that the model possesses sufficient
reliability and validity. This reduction of items resulted in a 22-item
instrument.

FINDINGS AND ANALYSIS
The discussion in this section focuses on the SEM output using SmartPLS
3 in assessing the measurement model validity. It depends on: (1)
establishing an acceptable level of goodness-of-fit for the measurement
model and (2) finding specific evidence of construct validity (Hair et al.,
2014). The measurement model consists of Muslim consumer religiosity
factors, brand preferences and purchase intention, as shown in Figure 3.
The goodness-of-fit featured only Standardised Root Mean Square
Residual (SRMR) based on the output available in SmartPLS 3 and resulted
in a good fit model with an SRMR value of 0.053. Nunnally (1978)
suggested that the internal consistencies can be measured using Cronbach
Alpha with the cut-off point of 0.7. The Cronbach Alpha for all the factors
were more than 0.7 which met such criteria.
While constructing reliability using Composite Reliability (CR),
this measure of internal consistency in scale items suggested sufficient
construct reliability of 0.7, as shown in Table 5. In addition, Average
Variance Extracted (AVE) also indicated good results meeting the cut-off
threshold suggested by Hair et al. (2014) based on the testing system
proposed by Fornel and Larcker (1981). Discriminant validity using HTMT
ratio analysis reported no issue since all the values met the cut-off value of
< 0.85, as suggested by Kline (2011). Thus, it also established the
discriminant validity.
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Label

Figure 3
Measurement Model

The result from SmartPLS 3.

Table 5
Religiosity Factors
No
1
2
3
4
5

Factors
Religious Belief
(RB)
Norms (N)
Knowledge (K)
Social
Responsiveness
(SR)
Environmental
Responsiveness
(ER)

CA
0.92

CR
0.94

AVE
0.76

RB

N

K

0.71
0.75
0.83

0.82
0.85
0.88

0.53
0.65
0.59

0.173
0.200
0.284

0.620
0.667

0.619

0.86

0.86

0.64

0.163

0.728

0.508

75
75

SR

0.619

ER
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Based on the CFA and measurement model assessment, the Muslim
consumer religiosity is multidimensional. It consists of the following five
factors:
Factor 1: Religious Belief → This factor refers to Muslim
consumers’ religious beliefs on food products’ purchase and consumption.
It highlights the religious belief that the obligation of consuming Halal food
products is a duty and responsibility. Besides, this factor also highlights that
Islamic dietary principles promote individual health. Lastly, consuming
Halal food products can avoid Syubhah products (doubtful Halal status).
Factor 2: Norm → This factor describes the aspects of religiosity
on Muslim consumers’ practices that directly or indirectly influence the
purchase and consumption of food products. It includes the need to gather
information before purchasing, checking for authentic Halal products
certification (logo) and safety certification issued by the Ministry of Health
such as MESTI or also known as “Makanan Selamat Tanggungjawab
Industri” and HACCP which is also known as Hazard Analysis and Critical
Control Point and prioritising local products despite the relatively low
quality.
Factor 3: Knowledge → This factor refers to the degree of
knowledge of Muslim consumers on Halal food products. It emphasises the
understanding of Halal concepts and the scientific benefits of Halal products
and consumption. It also includes possessing good knowledge of Halal
products and the ability to differentiate between Halal and non-Halal
products as well as knowing that consumption of such products is part of
community practices.
Factor 4: Social responsiveness → This factor describes the
religiosity aspects on the degree of Muslim consumer responsiveness to
conform to social expectations concerning the purchase and consumption of
food products. It highlights the social responsiveness to support the
community by purchasing products produced by the Muslim community to
improve their socio-economy. It also highlights the support of Halal product
producers that donate to charity and focuses on the contribution of Halal
products in communal activities. Besides,it encourages the consumption of
Halal products among family and friends.

76
76

Demystifying Muslim Consumer Religiosity
DOI: https://doi.org/................
Demystifying
Muslim Consumer Religiosity

DOI: https://doi.org/10.24191/ijsms.v7i1.17780

Factor 5: Environmental Responsiveness → This factor highlights
the aspects of religiosity on the degree of Muslim concern about Halal
principles in relation to environment-related production of food products. It
focuses on environmental responsiveness towards Halal principles on Halal
products. It includes the care on resource wastage, preservation and
safeguarding of animal wellbeing. It also involves avoiding harmful
ingredients and supporting the consumption of organic products.

CONCLUSION AND RECOMMENDATIONS
These newly identified factors offer new insights into religiosity and
Muslim consumers. Social and environmental responsiveness are additional
to previous factors (i.e. religious belief, knowledge and norms or practices).
Social and environmental factors are among the essential pillars of
sustainability (Hansmann et al., 2012; Purvis et al., 2019; Ranjbari et al.,
2021). Thus, this rediscovery emphasises the relationship not only between
Mankind and God (Hablumminallah) and among mankind
(Habluminannas) but other creations (Hablumminal ‘Alam). It enriches our
understanding within the Muslim community on the nature of religiosity.
This finding on the new additional factors towards religiosity and Muslim
consumerism would provide a deeper insight into Muslim consumer
motivation and behaviour. Thus, it would help practitioners to develop
better strategies and tactics.
The recent World Halal Business Conference in 2021 highlighted
the commitment of the Malaysian government’s post-COVID-19 recovery
Plan (MITI, 2021). The Keynote Address by the Prime Minister highlighted
the role of the Halal industry as an essential feature in the National Recovery
Plan, with the economic recovery being paramount to the resilience of the
overall Muslim majority national economy. It is reflected in the recent
Malaysian Budget of 2022 which strengthened the commitment to revitalise
the Halal industry. The allocation of RM24 million was aimed to produce
more Halal industry players that focus on micro and small enterprises. It
would increase the capability and capacity of local Halal producers in
catering to domestic and foreign demand on Halal products, especially on
food products. Consequently, this effort will further help the national postCOVID-19 recovery plan.
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This economic recovery plan takes into consideration the socioeconomically disadvantaged, including the Micro, Small and Medium
Enterprises in the Halal food Industry. Data from Halal Knowledge Centre
revealed that there are 6427 Halal certified companies of which 12% are
multinational companies while 1.1% are unspecified. SMEs and Micro
make up over 80 % of the Halal-certified companies in Malaysia (HKC,
2021). Therefore, for such strategies to work, SMEs and Micro Enterprises
would need to re-strategise their plans. In addition, consumers also need to
support local producers. The reciprocal relationship between businesses and
consumers is vital. Muslim consumers need to embed their social
responsiveness in their commitment to purchase Halal food products. In
return, SMEs should deliberate on the welfare of society.
In addition, HDC spearhead of Halal development in Malaysia
encourages the Halal sustainable ecosystem. This move is complementary
to the COVID-19 recovery plan. As the United Nations (UN) had conveyed
messages for an inclusive, resilient and green recovery through regional
cooperation in response to the pandemic (UN, 2020), it calls for multilateral
actions, regional cooperation and coordination as part of a greater agenda of
Sustainable Development Goals (SDGs) by 2030. It signals a more
sustainable Halal industry based on values for a greener earth,
fundamentally religious values that emphasise global ethics, social welfare,
environmental friendliness, quality and sustainability.
Studies found that Muslim consumers emphasised religiosity in
purchasing environment-related products. These studies investigated ProEnvironmental Consumer Behaviour (PECB) and environmental orientation
and practices (Bhuian et al., 2018; Hari Adi & Adawaiyah, 2018).
According to Omar et al. (2015), religiosity is significant in determining
ecologically-conscious behaviour apart from environmental concerns and
perceived consumer effectiveness. These factors of environmentally
conscious behaviour suggest that environmental responsiveness is an
essential aspect of Muslim consumer religiosity. Hence, emphasising the
elements of the environment in the offering of companies’ products and
services is a crucial and viable strategy.
Lastly, the pandemic reminds the Muslim community that
balancing the economic, social, and environmental goals lies in our actions.
Al Quran reminds in Surah Ar-Rum, Chapter 30, Verse 41.
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ْ َ ظ َ هَ َر ال ْ ف َ س َ ا د ُ ف ِ ي ال ْ ب َ ِر َو ال ْ ب َ ْح ِر ب ِ َم ا ك َ س َ ب
اس
ِ َّ ت أ َ ي ْ ِد ي ال ن
ض ا ل َّ ِذ ي ع َ ِم ل ُ وا ل َ ع َ ل َّ هُ ْم ي َ ْر ِج ع ُ و َن
َ ْ لِ ي ُ ِذ ي ق َ هُ ْم ب َ ع

Corruption has spread on land and sea as a result of what
people’s hands have done, so that Allah may cause them to taste
‘the consequences of’ some of their deeds and perhaps they
might return ‘to the right path’ to righteousness.

In the case of economic recovery for the Halal industry, the Halal
sustainable ecosystem is not merely a slogan but a commitment to drive
industry development sustainably. Halal sustainable values are essential as
they provide the foundation for a sustainable long-term strategy to cater to
Muslim consumer behaviour. Muslim consumers generally observe these
values in their religiosity and their intention and preference on consumption,
especially on food products and services. Thus, the Halal industry players
can go beyond quality standards by enhancing their competitiveness in
meeting customers’ needs and preferences for greener and socially
responsible products in line with the global agenda of sustainable
development goals.
In conclusion, Muslim consumer religiosity factors offer new ideas
and approaches, beyond beliefs and practices, to cater to Muslim consumers.
Muslim consumers manifest their commitment through their social and
environmental responsiveness. These factors broaden the concept of
religiosity that affects Halal food consumption by considering the
relationship between man and others and their environment. Therefore,
Halal producers and practitioners need to acknowledge the role of religiosity
in shaping Muslim consumer behaviour and developing strategies for
greener and sustainable products offered to their customers.
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