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Abstract 

Restaurants providing halal (permissible according to Islamic jurisprudence) food are important to Muslims. 
However, many factors influence customers’ intention to patronise halal restaurants. This study examines the 
antecedents of patronage of halal restaurants. The study questions whether there is an effect of perceived value, 
perceived usefulness and culture on the intention to patronise halal restaurants and whether religiosity moderates 
the relationship among these variables. The purpose of this study is to explore the factors that influence Muslim 
customers’ intention to patronise halal restaurants. The study specifically investigates the relationships among 
perceived value, perceived usefulness, culture, religiosity and intention to patronise halal restaurants. The study is 
based on a sample of 323 halal restaurant consumers. The questionnaire measures the following variables: 
perceived value, perceived usefulness, vertical collectivism, horizontal collectivism, vertical individualism, 
horizontal individualism, religiosity and intention to patronise halal restaurants. The study shows that both 
perceived value and perceived usefulness have a direct influence on behavioural intention to patronise halal 
restaurants. In regards to the effect of collectivism and individualism, only horizontal collectivism and vertical 
individualism have a direct influence on purchase intention. The current study also finds that religiosity moderates 
the relationship among perceived value, perceived usefulness, horizontal collectivism and horizontal individualism 
with respect to behavioural intention. The study shows that the Muslim intention to patronise halal restaurants is 
influenced by the perceived value, perceived usefulness of halal restaurants and culture which is also moderated by 
the Muslim level of religiosity. 
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1. Introduction 

 
All of us are concerned about the food we eat as food helps our bodies function properly and may 

serve to maintain health and prevent or treat disease. In addition to its important role in human 

survival, food is also considered an important dimension of interaction among different ethnic, social 

and religious groups (Riaz & Chaudry, 2004). Islam is the second largest religion in the world with 

around 1.59 billion  adherents, equal to 23.2% of the world’s total population in 2010 ("The future of 

world religions: Population growth projections, 2010-2050," 2015). The religion specifies the types of 

foods which are permissible to eat by Muslims. These permissible foods under Islamic jurisprudence 

are called halal (Wilson & Liu, 2010).  

 

According to the Pew Research Center ("The future of world religions: Population growth 

projections, 2010-2050," 2015), Islam is the fastest-growing religion; it is expected to expand at a rate 

of 35% until 2050. The Muslims growth rate is faster than the growth rate of the global population. By 

2050, the number of Muslims is expected to reach 2.8 billion (30% of the world’s population) while the 

projected number of Christians in 2050 is expected to reach 2.9 billion (31% of the world’s population) 

("The future of world religions: Population growth projections, 2010-2050," 2015). This fast-growing 

Muslim population will directly stimulate the growth of halal consumer goods and services 

("Promising outlook for halal industry In Western Europe," 2016). According to the State of the Global 

Islamic Economy Report 2015/2016, the global halal food and lifestyle sector is predicted to grow by 

6% by 2020 ("Global halal food sector expected to grow 5.8% by 2020," 2015). 

 

As the largest Muslim country in the world with a population of about 218.68 million, or 10.51% of 

the entire world's population in 2014, Indonesia has experienced significant growth in the restaurant 

market ("World Muslim population", 2016).  In 2013, the Indonesian hotel and restaurant industry 

contributed around 14.33% of gross domestic product (GDP). One driver of this growth is the 

emerging population of middle class and affluent consumers in the country. As the number of Muslims 

in Indonesia reached 88% of its total population in 2014 ("World Muslim population", 2016), the 

demand for halal products and services, including restaurants, also rose in the country. 

 

2. Problem Statement 

 
Despite halal being the common denominator in consumption for Muslims, it is worth noting that 

countries and cultures may reflect differences in approach whilst adhering to the same frameworks 

(Wilson & Liu, 2012).  According to Sandikci (2011), even though halal is the common denominator 

for all Muslims, their interpretation, negotiation and experience with the halal framework in daily life 

are vibrant and complex. Furthermore, since marketing efforts have become gradually more globalised, 

understanding cross-cultural consumer psychology is now a goal of mainstream consumer research 

(Shavitt, Torelli, & Riemer, 2010). Thus, it is important for researchers to examine the interaction and 
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intersection of religion with other variables or ideologies such as ethics, values, culture and 

subjectivities in consumption and marketing research (Sandikci, 2011).  

 

3. Purpose of the Study 

 
The current study will examine the influence of perception, culture and religiosity on halal 

restaurant patronage intention, using Indonesia as the context of the study. Specifically the study will 

investigate the influence of perceived value, perceived usefulness, collectivism and individualism value 

on halal restaurant patronage intention.  

 

4. Research Question  

 
The study questions whether there is an effect of perceived value, perceived usefulness and culture 

on the intention to patronise halal restaurants. Furthermore, the study also questions whether religiosity 

moderates the relationship among these variables. 

 

5. Literature Review and Hypotheses Development 

 
5.1 Perception and behavioral intention 

 
5.1.1 Perceived value of restaurants with halal certification 

Perceived value is defined as an overall assessment of the usefulness of a product based on the 

perception of the benefits to be received by consumers and the benefits to be provided by the product 

(Zeithaml, 1988). Holbrook (1999) describes perceived value as the value individuals derive from a 

comparison of the value of one product against other products, so perceived value is subjective and 

experiential. In line with Zeithaml (1988) and Holbrook (1999), other researchers (Sanchez-Fernandez 

& Iniesta-Bonillo, 2007) state that from the consumer side, perceived value can be viewed from two 

perspectives: the economic perspective and the psychological perspective. The economic perspective 

associates perceived value with a price that consumers are willing to pay and the usefulness of the 

goods to consumers. In contrast, the psychological perspective associates values with cognitive and 

affective aspects that influence consumer decision-making in the purchase (Gallarza, Gil-Saura, & 

Holbrook, 2011).  

 

Perceived value and perceived usefulness reflect cognitive beliefs associated with intention to 

purchase and use of products labeled as halal. According to Ajzen and Fishbein (1980), intention is 

determined by two basic factors: personal factors and social factors. Personal factors include the 

individual evaluation of something that is reflected in attitudes and behaviour (Ajzen & Fishbein, 

1980). The social factor refers to the individual's perception of something that is based on the pressure 

the individual receives to perform or not perform a behaviour (Ajzen & Fishbein, 1980). Previous 
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research also reports that consumers' evaluation of the value and usefulness of the product triggers an 

emotional response that triggers intention (Chang & Dibb, 2012).  

To determine the value of a product, the consumer evaluates the product attributes that will provide 

basic information to consumers. In the context of food products, product labels provide a range of 

benefits for consumers by contributing to the perception related to the value and usefulness of the 

product. For example, consumers assign high hedonic value to products with an organic label (Sirieix 

& Tagbata, 2008) because consumers assume that the product has a better taste than non-organic 

products (McEachern & McClean, 2002), is better for the human body and is more environmentally 

friendly and morally justifiable (Jamal & Sharifuddin, 2015). In regards to the halal label on the 

packaging of snacks, the label provides value-expressive benefits for consumers by building a 

perceived value that is as positive for the consumer as it is for Muslim society. Food carrying a halal 

label is considered compliant with religious requirements, safe and not harmful to the body.  

Based on the above arguments, the following research hypothesis is formulated: 

 

H1:  Perceived value has a positive and significant influence on halal restaurant patronage intention. 

 

5.1.2 Perceived usefulness of halal certification 

Perceived usefulness is the degree to which a person believes that using a particular system will 

have implications for the improvement of job performance (Davis, 1989).  Following Davis (1989), 

this study defines perceived usefulness as consumers’ belief that buying products labeled as halal will 

enhance their experience in shopping for products (Jamal & Sharifuddin, 2015). 

 

Perceived usefulness has been shown to directly influence the intention to use a system (Guritno & 

Siringoringo, 2013) and previous research has shown a positive relationship between perceived 

usefulness and intention to use the system (Benbasat & Wang, 2005; Davis, 1989). Research has also 

revealed that perceived usefulness leads to individual intentions (Amoako-Gyampah, 2007). One study 

revealed that perceived usefulness plays an important role in shaping consumer purchasing intentions 

(Ozok, Wu, Garrido, Pronovost, & Gurses, 2014). Cue utilisation theory and some literature on 

signaling provide a conceptual framework for understanding perceived value and perceived usefulness 

of the halal label. Based on cue utilisation theory, consumers use symbols or gestures (cues) to help 

them make decisions (Dodds, 1995). 

 

 Related to halal food products, including halal restaurants, Jamal and Sharifuddin (2015) reveal 

that product labels provide a variety of benefits for consumers that contribute to perceived usefulness. 

Muslim consumers in the United Kingdom consider the halal label as a gesture to provide relevant 

information to enhance the perceived value and perceived usefulness of the label itself. The halal label 

in restaurants makes it easier for customers to make faster consumption decisions and thus the 

perceived usefulness of halal food labels positively affects purchase intentions. Therefore: 
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H2:  Perceived usefulness has a positive and significant influence on halal restaurant patronage 

intention.  

 
5.2 Culture and behavioural intention 

5.2.1 Vertical and horizontal collectivism  

Collectivism and individualism as cultural elements influence consumer consumption processes 

(Xie, Bagozzi, & Ostli, 2013). Collectivism refers to a society which has tight integration where 

members of the society are expected to look after the interests of their in-group and to have no opinions 

and beliefs other than the opinions and beliefs of their in-group (Hofstede, 1983). Cooperation is 

stressed in a collectivist society (Ahuvia, 2002). Both collectivism and individualism can be divided 

into what is called vertical collectivism, horizontal collectivism, vertical individualism and horizontal 

individualism. Vertical collectivism refers to a view of the self as a part of a collective group where 

inequalities among members are accepted and horizontal collectivism is defined as the perception of 

the self as a part of the collective group, with an emphasis on equality (Singelis, Triandis, Bhawuk, & 

Gelfand, 1995). 

 
The Muslim community basically adheres to a collective culture, meaning that the Muslim 

community has always considered important recommendations from the people in the community 

(Jamal, 2003). Collective culture itself is divided into two aspects related to the vertical collective 

adherence to hierarchy and authority (Shavitt, Lalwani, Zhang, & Torelli, 2006) and the collective 

which places more emphasis on the horizontal, social equality and cooperation with one another. 

Shavitt et al. (2006) argue that the halal label can be seen as a cultural symbol for Muslims so that the 

vertical collectivist individual intent to purchase a product with a halal label reflects their conformity to 

their reference group or leader. Therefore:  

 
H3:  Vertical collectivism has a positive and significant influence on halal restaurant patronage 

intention.  

 
Horizontal collectivism is a culture that emphasises equality (Triandis & Gelfand, 1998) and 

focusses on relationships of interdependence between equals (Shavitt et al., 2010). Thus, a group of 

Muslims who are horizontal collectivists and live in a non-Islamic country will feel cynical about a 

halal label on food; they may think that a multi-national company or non-Islamic company is trying to 

manipulate the information so as to increase sales or, in a non-purchase situation, they may think that 

the non-Muslim group is resorting to negative stereotyping (Chylinski & Chu, 2010). Therefore:  

 
H4:  Horizontal collectivism has a negative and significant influence on halal restaurant patronage 

intention. 

 
5.2.2 Vertical and horizontal individualism 

Individualism refers to a culture that is more concerned with individual interests than the interests 

of the family or group (Bellah, Madsen, Sullivan, Swidler, & Tipton, 1985). Individualism also refers 

to a society with loose ties between individuals where individuals are expected to look after their own 
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self-interest and the interests of their immediate family (Hofstede, 1983). Vertical individualism refers 

to an autonomous individual and acceptance of inequality while horizontal individualism refers to an 

autonomous individual and stresses equality (Singelis et al., 1995).  

 

Lam (2007) finds evidence that consumers who are individualist versus collectivist can dampen the 

effect of the group members, social norms and media marketing because they tend to uphold the choice 

themselves without being disturbed by external influences. Sharma (2010) proves this theory in the 

automobile industry. 

 

Bonne and Vermeir (2007) state that Muslims who are individualists consider consumption to be 

everything that is closely related to beliefs and personal choices of the individual. Muslim community 

members who have assimilated the local individualist culture also feel less motivated to comply with 

peer pressure and normative rules of the Muslim group (Jamal & Sharifuddin, 2015). Based on the 

above arguments, researchers develop the following hypotheses: 

 

H5.  Vertical individualism has a negative and significant influence on halal restaurant patronage 

intention.  

H6.  Horizontal individualism has a negative and significant influence on halal restaurant patronage 

intention. 

 

5.3 Religiosity and behavioural intention 

Religion influences human attitudes and behaviour in many ways (Delener, 1994), including in food 

choice and food purchase decisions, in a variety of community groups (Dindyal & Dindyal, 2003; 

Musaiger, 1993). The influence of religion in food consumption decisions also depends on the extent to 

which a person adheres to the teachings of his or her religion, or religiosity level (Pepper, Jackson, & 

Uzzell, 2009). A similar effect of religiosity on purchase intention is also found in Muslim groups as 

Muslims are forbidden from eating certain foods (Sack, 2001). However, Jamal and Sharifuddin (2015) 

find that the effect of perceived value and perceived usefulness on purchase intention depends on the 

level of religiosity.  

 

Based on the above discussion relating to halal restaurants, the hypotheses of this study related to 

religiosity are as follows: 

 

H7. Religiosity has a positive and significant influence on halal restaurant patronage intention.  

H8. Religiosity positively moderates the relationship between perceived value and halal restaurant 

patronage intention.  

H9. Religiosity positively moderates the relationship between perceived usefulness and halal 

restaurant patronage intention.  
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There is still an ongoing debate on the relationship regarding the effect of religiosity on culture, 

especially in relation to individualism or collectivism values (Sampson, 2000). In the context of Islam, 

Wilson and Liu (2010) argue that what is considered legitimate or illegitimate can vary based on 

Muslims’ cultural differences.  Shavitt et al. (2006) report that some consumers in collectivist cultures 

form collectivism vertical compliance and increase cohesion and the status of their group. Research 

conducted by Wilson and Liu (2010) related to communities of British Muslims finds that Muslims in 

Britain are always trying to identify products that are halal and products that are not haram (not 

permissable) because they are aware that consuming products that are haram will bring the risk of 

spiritual punishment for the sin at a later date. In connection with the above statement, the following 

hypothesis can be formulated:  

 

H10. Religiosity positively moderates the relationship between vertical collectivism and halal 

restaurant patronage intention.  

 

The horizontal collectivist culture emphasises equality (Triandis & Gelfand, 1998). People who are 

in this culture highly value honesty and cooperation between people (Triandis & Gelfand, 1998). 

Because of the honesty and openness, even though in non-Muslim countries, Muslims have a certain 

cynicism towards halal certification, but people’s level of religiosity can offset the negative feelings 

that arise (Jamal & Sharifuddin, 2015). Based on the above discussion, the following hypothesis can be 

formulated: 

 

H11. Religiosity negatively moderates the relationship between horizontal collectivism and halal 

restaurant patronage intention.  

 

Individualism and religiosity do not have to be contradictory (Triandis & Gelfand, 1998). It is 

possible for someone who is individualistic to practice his or her religion in everyday life. The 

principles of Islam also teach that every Muslim is related to the independent choice to practice his or 

her religion. Based on the above discussion, the following hypotheses are offered: 

 

H12. Religiosity negatively moderates the relationship between vertical individualism and halal 

restaurant patronage intention.  

H13. Religiosity negatively moderates the relationship between horizontal individualism and halal 

restaurant patronage intention.  

 

Based on all the above arguments, the research framework shown in Figure 1.1 is developed. 
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Fig. 1. Research Framework. 

 

6. Research Method 

 
The data were collected using a non-probability sampling technique via an online survey of 323 

Muslim respondents. Sample characteristics of the respondents were as follows: Ages of respondents 

ranged from 18 to 55 years and the majority of the respondents were female (n=213). Confirmatory 

factor analysis by LISREL program was employed and two absolute goodness-of-fit indices were 

applied to measure the fit of the estimated models: Normed chi-squared (χ2/df) and root mean square 

error of approximation (RMSEA). Satisfactory model fits are indicated by a normed chi-squared  

(χ2/df) between 2.0 and 5.0 and RMSEA values less than or equal to 0.07 (Hooper, Coughlan, & 

Mullen, 2008; Hu & Bentler, 1999). 

 

7. Analysis 

 
Based on table 1, eight hypotheses are accepted and five are rejected. The accepted hypotheses are 

H1, H2, H4, H5, H8, H9, H11 and H13, whereas the rejected hypotheses are H3, H6, H7, H10 and 

H12. Acceptance of the hypotheses is based on the one-tailed t-value, amounting to 1,645. Hypotheses 

are accepted if they have a t-value above ± 1,645. 
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Table 1. Hypotheses Testing 

No Relationship T-Value Result 

H1 Perceived Value → Behavioural Intention 7.68 Accepted 

H2 Perceived Usefulness → Behavioural Intention 2.22 Accepted 

H3 Vertical Collectivism → Behavioural Intention 0.67 Rejected 

H4 Horizontal Collectivism → Behavioural Intention -2.21 Accepted 

H5 Vertical Individualism → Behavioural Intention 3.21 Accepted 

H6 Horizontal Individualism → Behavioural Intention -0.62 Rejected 

H7 Religiosity → Behavioural Intention 1.32 Rejected 

H8 Perceived Value x Religiosity→Behavioural Intention 3.02 Accepted 

H9 Perceived Usefulness x Religiosity → Behavioural Intention 2.06 Accepted 

H10 Vertical Collectivism x Religiosity→ Behavioural Intention -0.69 Rejected 

H11 Horizontal Collectivism x Religiosity  → Behavioural Intention -3.14 Accepted 

H12 Vertical Individualism x Religiosity →Behavioural Intention 1.39 Rejected 

H13 Horizontal Individualism x Religiosity→Behavioural Intention -2.79 Accepted 

 

The first hypothesis testing shows the significant impact of perceived value on intention of 

customers to patronise halal restaurants. Verbeke et al. (2013) suggest that the halal label on a product 

is an incremental innovation of food producers to hook the Muslim market. The current findings concur 

with those of Jamal and Sharifuddin (2015) as halal-certified restaurants provide value-expressive 

benefits for consumers by building a perceived value that is as positive for the consumer as it is for 

Muslim society so that these consumers tend to return and recommend the restaurant to others. 

 

The result of the second hypothesis testing indicates that the presence of a label or certification of 

halal food products and restaurants is useful to facilitate Muslim consumers in shopping (Jamal & 

Sharifuddin, 2015). Additionally, for the Indonesian Muslim community, halal certification is a 

safeguard for consumers to avoid eating unclean food. Based on the above statement, one can conclude 

that the halal label increases confidence, adoption rates and consumption of products, especially 

restaurant products. 

 

The rejection of the third hypothesis and the acceptance of the fourth hypothesis imply a shift in 

Indonesian values. Indonesia is known as a country which is collectivist with high power distance. 

However, it is the horizontal collectivism rather than vertical collectivism that significantly influences 

Indonesians’ intention to patronise halal restaurants. Horizontal collectivism refers to a culture of 

togetherness that emphasises equality (Trandis & Gelfand, 1998). The results might be influenced by 

the structural change in the culture of Indonesia, which is influenced by improvement of the Indonesian 

economic condition. This economic improvement indirectly drives not only Muslim consumers but 

also Indonesian society in general to be equal in power although previously they were collectivist in 

nature. According to Hofstede (1980, 1991), an increase in national wealth usually drives the society to 

be low in power distance.  
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The result of the fifth hypotheses testing reflects the development of the individualism value in 

Indonesia. Vertical individualism refers to the culture of individualism associated with the hierarchy 

whereby adherents of the culture of individualism are more concerned with individual interests than the 

interests of the family or group (Bellah et al., 1985). In the context of restaurants, individuals who have 

both vertical and individualist characteristics may dine in halal restaurants to signal their status and to 

distinguish themselves from other individuals.  

 

The sixth hypothesis testing shows no significant effect of horizontal individualism on purchase 

intention. The study implies that Muslim consumers feel less motivated to comply with peer pressure 

and normative rules of the Muslim group.  

The seventh hypothesis testing shows no significant and direct effect of religiosity on purchase 

intention.  The insignificant influence of religiosity on intention may result from aspects other than 

religiosity that shape consumer behaviour to dine in halal restaurants. Intentional consumer behaviour 

to dine at halal restaurants is likely more influenced by the evaluation attributes (Ryu, Lee, & Gon 

Kim, 2012; Tsaur, Luoh, & Syue, 2015).  

 

The eighth and ninth hypotheses testing shows significant positive moderation of religiosity on 

perceived value and perceived usefulness. The higher the level of the consumer’s religiosity, the more 

careful the consumer will be in choosing products to be consumed. In obedience to religious rules, the 

consumer will refrain as much as possible from consumption of products that do not follow halal, such 

as by not eating food from restaurants that are not certified halal. As noted earlier, the most important 

aspect of consumer perceived value is the aspect of safety in consuming food served by restaurants. 

Certified halal restaurants give consumers a sense of security through the guarantee provided by the 

certification. Therefore, the halal certification at a restaurant can increase the perceived value of the 

restaurant in the eyes of society, especially among Muslims who have a high level of religiosity. 

 

The tenth hypothesis on the moderating effect of religiosity on the relationship between vertical 

collectivism and purchase intention is not supported. The study indicates that aspects of religiosity do 

not affect a person's willingness to follow the advice of a person who occupies a higher position in the 

society with respect to consumption of food in a halal-certified restaurant.  

 

The eleventh hypothesis testing shows that religiosity moderates negatively the relationship 

between horizontal collectivism and purchase intention. The results imply that the higher the religiosity 

of Muslims, the lower the relationship between horizontal individualism and halal restaurant patronage 

intention.  This might apply to negative information. Indonesia tends to be a talkative society in 

disseminating information, especially information that is not good. Also, Indonesian society is prone to 

disseminate information without checking the truth of such information. The more religious a person, 

the greater the desire to protect fellow Muslims. This causes the information related to the issue of 

halal food to quickly spread without being checked first and to result in lower intention to patronise 

halal restaurants.  
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The twelfth hypothesis investigates the role of religiosity in the effect of vertical individualism on 

purchase intention with respect to halal restaurants. In connection with the decision to dine at a 

restaurant certified as halal, the choice of restaurant will make some people feel they are in a better 

position than others. Dining in a halal restaurant is considered to convey religious prestige and can be 

used as a differentiator between individuals by other individuals because halal certification in the 

restaurant is a symbol of a high level of religiosity (Triandis & Singelis, 1998). However, in this study, 

aspects of religiosity were not significant in strengthening the influence of vertical individualism 

against behavioural intention. This may occur because people of a religious community do not compare 

themselves with others on compliance problems. A religious society that always tries to obey the rules 

and practices of pure religion as a form of obedience without being seen as individualistic is considered 

better than others. 

 

The last hypothesis testing examines the moderating role of religiosity in the relationship between 

horizontal individualism and intention to patronise a halal restaurant.  The analysis shows that a 

Muslim who is a horizontal individualist will more easily be assimilated with the surrounding 

environment than an individual who is a collectivist (Jamal & Sharifuddin, 2015). A horizontal 

individualist will find that following peer pressure or normative regulations coming from the 

community is not too important. They assume that each individual action is an individual choice freely 

made. 

 

 Aspects of religiosity’s debilitating effect on behavioural intention and horizontal individualism 

may be elevated because in Indonesia, the culture is collectivist (Voronov & Singer, 2002). The 

Indonesian Muslim community as a representation of the collective community considers that 

obedience to the subjective norm is important as a marker that Muslims are a part of these 

communities. Therefore, the motivation for a religious person observing the subjective norm can also 

be viewed from two angles: People comply with the subjective norm because the subjective norm is 

also the norm of their religion or they abide by the subjective norm because they feel uncomfortable 

with the social sanctions that arise when they do not abide by it. 

 

8. Conclusion  

 
Perceived value and perceived usefulness directly influence Muslim consumers’ intention to 

patronise halal restaurants. This indicates that halal certification in the restaurant results in a more 

favourable opinion of the restaurant among consumers. In addition, halal certification is also seen as 

useful to the consumer in determining consumer behaviour. However, religiosity has no direct 

influence on customers’ intention to patronise halal restaurants. Religiosity serves as a moderating 

variable among perceived value, perceived usefulness, horizontal collectivism and horizontal 

individualism. 
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