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Abstract:

Indonesia has a large market potential in the halal food industry, thus attracting other countries to enter developing
business in Indonesia, including Shihlin Taiwan Street Snacks. This needs to be highlighted because it relates to
non-halal issues at several critical points, such as the supply chain, starting from the procurement of raw materials,
and storage, to distribution. This study aims to examine and analyze the effect of halal logo, food quality, and price
consciousness, which is moderated by religious commitment. This study uses secondary and primary data to obtain
information based on structured questions. A total of 176 respondents, Muslim Indonesian citizens (WNI)
participated in filling out online questionnaires through the Google Forms media, which were then processed using
WARP-PLS 7.0. The findings showed that the direct influence on willingness to pay was accepted, then the role of
religious commitment as a moderating variable in the fifth hypothesis was rejected, the sixth hypothesis was
accepted and the seventh hypothesis was rejected. This can be explained if the role of religious commitment can
only prove if it can strengthen the relationship of the influence of food quality on willingness to pay. With the up-to-
date conditions, the number of the respondents, and the emphasis on the case, the study can provide constructive
implications. This research encourages halal food companies, including domestic MSMEs, to emphasize and pay
attention to price fixing, product quality improvement, and the essence of the halal supply chain by procuring a
halal logo.
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1. Introduction

Halal comes from Arabic, which means allowed or
permitted (Ahmed, 2018) the concept is stated in the
Al-Quran which is used to describe objects and actions.
However, haram is anything that is prohibited or
violates the law because it is contrary to the will of
Allah. Halal products are spread across seweral
industries, including the fashion, cosmetics, healthcare,
and food industries. However, halal sensitivity will tend
to increase when it comes to matters related to food.
Muslims have been ordered by Allah to only consume
foods that are classified as halal. The basis of this
command is contained in the Qur'an, which reads, "O,
people, eat what is lawful and good (thoyyib) from what
is on earth and do not follow the steps of Satan because
Satan is a real enemy for you" (Quran 2:168) and “O,
you who believe, eat the good food We have given you
and give thanks to Allah, if you truly worship Him”
(Qur'an, 2:172). Based on these verses, Muslims are not
only required to consume halal food but also thoyyib.
Currently, the concept of halal is not only an obligation
or a demand, but has developed into a way of life for
Muslim consumers (Kamaruddin et al., 2012) Based on
State of the Global Islamic Economy Report 2019/2020
data, global investment in the Islamic economy in
2018/2019 has reached $1.2 bhillion or experienced
growth of 399% with the largest percentage of
investment in the halal food industry.

Seeing the global phenomenon that is happening, the
halal food and beverage market is an opportunity for
both business units and the government. For business
units, in general, they can gererate revenues of more
than $1 billion per year through the halal food trade
(Zailani & Kanapathy, 2016). Meanwhile, the
government, such as the Organization of the Islamic
Cooperation (OIC), which is an organization of Islamic
cooperation with 58 member countries including
Indonesia, succeeded in increasing gross domestic
product (GDP) by 1% in 2018 through the trade of halal
products (Zailani & Kanapathy, 2016). This opportunity
is not only used by Muslim countries but also non-
Muslim countries. Food and beverage producers from
non-Muslim countries have expressed concern and
interest in their participation in addressing the lifestyle

and consumption of Islam in Indonesia, which is a
country that has the largest Muslim population in the
world with a percentage of 87.18% of the 232.5 million
of the total population (Zailani & Kanapathy, 2016).
Additionally, Indonesia is the largest halal consumer,
with a total expenditure of $173 billion. This indicates
that Indonesia is a country that has a large market
potential in terms of the halal industry, thus attracting
foreign businesses to participate in developing their
business in Indonesia, including businesses originating
from Taiwan.

One of the companies from Taiwan that has
penetrated the Indonesian market is Shihlin Taiwan
Street Snacks. Shihlin entered Indonesia with a
licensing strategy by PT Jaya Wira Jerindo through a
franchise from Singapore in 2008. Shihlin has grown
every year. This can be seen from the total number of
branches owned. As of January 2020, the total number
of Shihlin branches has reached 135 spread across
several islands in Indonesia, including Java, Bali,
Sumatra and Kalimantan. The development of Shihlin
in Indonesia continues to increase along with the
increase in consumption and the Indonesians' fondness
for chicken-based foods (Central Bureau of Statistics,
2018).

This research problem formulation looks at how the
development of Shihlin from Taiwan is something that
needs to be highlighted by Indonesian consumers,
considering that most Indonesian population embraces
Islam. This is motivated by non-halal issues in several
critical points of the product supply chain, starting from
the procurement of raw materials, including the process
of slaughtering animals, storage, to distribution. To be
consumed by Muslims, Shihlin must pay attention to
the halal supply chain with the aim of expanding the
integration of halal in accordance with Sharia law (Aini
& Safira, 2021). If this is not done, the food can be
contaminated and categorized as non-halal food, which
is prohibited for consumption. The purpose of this study
is to examine and analyze the effect of halal logo, food
quality concerned and price consciousness on
willingness to pay, which is moderated by religion
commitment.
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2. Literature Review

2.1. Willingness to Pay

The willingness to pay or is the maximum price that
consumers are willing to pay to buy a certain good or
service (Gao, 2014). In addition to relating to
preferences and levels of willingness in the price
assessment process, willingness to pay is related to
other variables that can influence a person's decision
making, among others, the Ilevel of consumer
satisfaction, loyalty, and culture (Wu et al., 2015).
According to Kimenju and De Groote (2005), by
understanding the variables or factors of willingness to
pay, producers can optimize sales volume and margins
with appropriate price adjustments. In short, knowing
and understanding the factors that influence willingness
to pay is an opportunity for producers and marketers to
increase purchase intention and improve quality.

2.2. Halal Food

Rules related to halal food are important things that
must be considered by Muslim consumers. However,
the various types and variations in food and products
offered in the market tend to make consumers not
understand the law of halal. According to Kamaruddin
et al. (2012), the easiest way for Muslim consumers to
ensure that food is categorized as halal is to pay
attention to the certification and halal logo printed on
the product. The halal logo is a form of information and
guarantee that explains that the ingredients contained in
the product to the production process are in accordance
with the provisions of Islamic law (Moghavvemi,
2018). Therefore, the issuance of a halal logo through a
certification process ensures that consumers can buy the
right food products. Additionally, Mccluskey and
Loureiro (2003) found that halal logos have a positive
influence on Muslim consumers’ willingness to pay for
halal-certified food in Malaysia. Based on Law Number
33 of 2014, the authority that regulates the certification
process and issuance of halal logos in Indonesia is no
longer the Indonesian Ulema Council (MUI) but the
Halal Product Guarantee Agency (BPJPH) under the
coordination of the Ministry of Religion of the Republic
of Indonesia. Thus, the Halal Product Assurance
Agency (BPJPH) has the task and authority to regulate
halal registration, halal certification, halal verification,
conduct guidance and supervision of halal products, as
well as to cooperate with related ministries or
institutions, MUI, and the Halal Guarantee Agency
(LPH). Meanwhile, the role of the MUI is to determine
the halalness of the product through a halal fatwa trial,
after the Halal Guarantee Agency (LPH) conducts an
inspection of the halalness of the product.

2.3. Price Consciousness

Price consciousness is the level of consumer
tendency to choose products with the lowest prices
(Kimenju & De Groote, 2005), when they have high
price consciousness, consumers will tend to be more

careful about competitive offers or will tend to be more
sensitive to price. In other words, consumers'
willingness to pay is influenced by sensitivity in several
indicators, one of which is price determination. This can
happen because consumers with high price
consciousness have more information related to the
lowest price of certain products compared to consumers
with low price consciousness (Megehee, 2012), the
stage of halal certification as integrity in a product
requires additional costs that can cause an increase in
price. This is closely related to the positive and negative
roles of price proposed by Barber et al. (2012). The
positive role of price is a condition when price becomes
a reference that can represent the quality and value of a
product, while the negative role of price is a condition
when price becomes a limitation for consumers and can
reduce the probability level of consumers in purchasing
products (Elsitasari, 2021).

Religiosity is a person's level of commitment to his
religion and how adherents reflect their religion through
attitudes and behavior (Olson & Perl, 2001). Religiosity
consists of two dimensions, namely internal and
external dimensions. The internal dimension consists of
religious identity, values, and beliefs, while the external
dimension refers to religious affiliation, devotion, and
membership in religious communities (Moghavvemi,
2018). This will affect the attitudes, values and behavior
of consumers in the decision-making process in
consuming food. The encouragement of Muslims to
consume halal food is also motivated by the rules set in
Islam. The influence of religious rules and spiritual
values on consumer behavior is part of human nature
(Barber et al., 2012). Thus, the perception of religiosity
needs to be taken into account because it is included in
an important aspect that will affect one's actions.

2.4. Hypotheses

Previous research found that halal logos have a
positive influence on willingness to pay for halal-
certified food (Ahmed, 2018). Kamaruddin et al. (2012)
found that halal logos have a positive influence on
Muslim consumers' willingness to pay for halal-
certified food in Malaysia. Thus, the hypotheses in this
study are:

H1: Halal logo has a positive effect on Muslim
consumers' willingness to pay for Shihlin products in
Indonesia.

Previous research found that food quality has a
positive influence on willingness to pay for halal-
certified food (Ahmed, 2018). Aini and Safira (2021)
found that food quality has a positive influence on
Muslim consumers' willingness to pay for halal-
certified food in Malaysia.

H2: Food quality has a positive effect on Muslim
consumers’ willingness to pay for Shihlin products in
Indonesia.

Willingness to pay is influenced by consumer
sensitivity, one of which is price determination (Parvin
Hosseini et al., 2020). Krystallis and Chryssochoidis
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(2005) found that price consciousness has a negative
effect on impulse buying. Additionally, research by
Ahmad et al. (2013) related to a halal feasibility study
on Muslim consumers in Klang Valley Malaysia,
explaining that price is an important factor that has a
positive influence on consumers' willingness to pay in
purchasing food.

H3: Price consciousness has a positive effect on
Muslim consumers’ willingness to pay for Shihlin
products in Indonesia.

Previous research found that religious commitment
has a positive influence on the willingness to pay for
certified food. Elsitasari (2021), Moghavvemi (2018),
Olson and Perl (2001) found that religious commitment
has a positive influence on Muslim consumers’
willingness to pay for halal-certified food in Malaysia.

H4: Religious commitment has a positive effect on
Muslim consumers’ willingness to pay for Shihlin
products in Indonesia.

H5: Religious commitment has a positive effect on
moderating halal logos on Muslim consumers'
willingness to pay for Shihlin products in Indonesia.

H6: Religious commitment has a positive effect on
moderating food quality on Muslim consumers'
willingness to pay for Shihlin products in Indonesia.

H7: Religious commitment has a positive effect on
moderating price consciousness on Muslim consumers’
willingness to pay for Shihlin products in Indonesia.

3. Methods

This study design includes conclusive research that
tests the hypotheses and examines the relationship
between variables. The basis for the classification of
conclusive research is based on the characteristics of
structured research, sampling using survey methods,
and quantitative data analysis. As for this research, the
researcher applies descriptive research to be able to
describpe and explain something related to the
characteristics or functions of a market. Furthermore,
based on the time of data collection, this research is
categorized as a cross-sectional design, namely, data
collection from a sample is carried out only once in a
period with a single-cross sectional design type or only
requires one sample of respondents from the target
population with survey techniques in answering the
questions to achieving research objectives (Birks,
2016).

This study uses secondary data sources and primary
data to obtain information based on structured
questions. Secondary research data come from journals,
books, websites, laws and fatwas, as well as reports.
While the primary data, the data collection method is a
survey by distributing online questionnaires through the
google form media, in primary data collection, each
respondent completes an online questionnaire that is
given without any direct assistance from the researcher
(self-administrated questionnaire). All the
questionnaires were measured using six-point Likert
scale (1 = strongly disagree, 6 = strongly agree).

The researchers use question indicators adopted
from the research of Parvin Hosseini et al. (2020) for
each variable and take several other research question
indicators that have the same variable indicators. In this
study, there were eight variables used, including halal
logo, food quality, price consciousness, religious
commitment, and willingness to pay. The total
indicators of the five variables were 27 question
indicators.

Structural equation modeling (SEM) is a
multivariate data analysis method that can
simultaneously explain the relationship between
variables (Hair et al., 2017). This research uses the
WARP-PLS 7.0 application because it does not require
normal assumptions related to the distribution of data
and there are limitations in the number of research
samples and what we want to see is the influence
between variables.

4. Results and Discussion

From the general output results above, it can be seen
that the model has a good fit, where the P-value for the
average path coefficient (APC), awerage R-squared
(ARS), and average adjusted R-squared (AARS) <
0.001 with an APC value of 0.138, ARS value of 0.295,
and ARS value is 0.250. The values of average block
VIF (AVIF) and average full collinearity VIF (AFVIF),
the resulting value are < 3.3, which means that there is
no multicollinearity problem between indicators and
between exogenous variables. The resulting GoF is
0.446 > 0.36, which means the fit of the model is
excellent. For Symson's paradox index (SPR), R-
squared contribution ratio (RSCR) and statistical
suppression ratio (SSR), the value is equal to 1, which
means that there is no causality problem in the model.
Meanwhile, the nonlinear bivariate causality direction
ratio (NLBCDR) index produces a value of 0.5 < 0.7,
meaning that the non-linear causality relationship in the
mode | may need to be reversed.
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Figure 1. Full model test

Based on the output standard errors and effect size
for the path coefficient above, the standard error values
for the variables halal logo (HL), food quality (FQ),
price consciousness toward willingness to pay (WP),
are 0.055, 0.056, and 0.056, respectively. The standard
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error values for the variables halal logo (HL), food
quality (FQ), and price consciousness (PC) with the
mediator religious commitment (RC) on willingness to
pay (WP) are 0.057, 0.057, and 0.057, respectively.
Furthermore, for the effect size variable halal logo
(HL), food quality (FQ), price consciousness on
willingness to pay (WP) - 0.139, 0.114, and 0.050,
respectively. The effect size values for the variables of
halal food (HL), food quality (FQ) and price
consciousness (PC) with a mediator of religious
commitment (RC) on willingness to pay (WP) are
0.012, 0.010, 0.039, which means they are in the
medium or low category, moderate with the condition
that the effect size value is < 0.35.

Based on the output results above, it can be seen that
the factor loading produced by all items/construct
indicators is excellent, namely > 0.70, which means that
it meets the criteria for reliability indicators.

Based on the output above, the adjusted R-square
value is 0.250, which means that the effect of the halal
food variable on willingness to pay is 25.0% and the
remaining 75% is influenced by other variables outside
this research model. It can also be seen that the AVE
values for each construct are excellent, namely > 0.5 so
that they have met the convergent validity criteria.
Likewise, the composite reliability value produced by
each construct is also excellent, namely > 0.7 so that it
meets internal reliability. The value of full collinearity
VIF for each construct is also excellent, namely < 3.3
so that there is no collinearity problem in the model.
The Q-squared value generated by the willingness to
pay variable is 0.345 > 0, which means that the model
has predictive relevance.

Based on the output results above the diagonal line
on the correlation among latent variables above, it
shows that the wvalidity of discrimination for all
constructs is excellent, with the resulting square of
AVE value > correlation between latent constructs.

Based on the results of the first hypothesis data
processing, namely, the halal logo has a positive effect
on Muslim consumers’ the willingness to pay for
Shihlin products in Indonesia; then, this hypothesis is
accepted, these results explain that the presence of a
halal logo owned and used on Shihlin products can
increase willingness to pay. Furthermore, the second
hypothesis that food quality has a positive influence on
Muslim consumers’ willingness to pay for Shihlin
products in Indonesia is accepted. These results explain
that, when the consumer's food quality concern is high,
it will increase their willingness to pay. The third
hypothesis that price consciousness has a positive effect
on Muslim consumers’ willingness to pay for Shihlin
products in Indonesia is accepted. These results explain
that consumers are still willing to pay, even though at a
higher price, for Shihlin products certified halal.
Religious commitment has a positive influence on
Muslim consumers’ willingness to pay for Shihlin
products in Indonesia. These results explain that when
the consumer's religious commitment is high, it will
increase their willingness to pay. The fourth hypothesis

is that religious commitment has a positive influence on
Muslim consumers’ willingness to pay for Shihlin
products in Indonesia. These results explain that when
the consumer's religious commitment is high, it will
increase their willingness to pay.

Furthermore, the role of religious commitment as a
mediator or moderating variable in the fifth hypothesis
is rejected, where the halal logo does not prove that the
role of religious commitment can strengthen the
relationship  with  willingnessto pay. The sixth
hypothesis is accepted, which means that the influence
of food quality on the willingness to pay has succeeded
in proving that religious commitment strengthens the
relationship between the two. The seventh hypothesis is
rejected, meaning that the role of religious commitment
weakens the relationship between price consciousness
and willingness to pay.

5. Conclusion

This study aimed to examine and analyze the factors
that influence the willingness to pay of Muslim
consumers at Shihlin in Indonesia through religious
commitment as a moderating variable. The research was
conducted by looking at the influence of the halal logo,
price consciousness, food quality, and religious
commitment on willingness to pay. This study uses
secondary data sources and primary data to obtain
information based on structured questions. While the
primary data, the data collection method is a survey by
distributing online questionnaires through the Google
Forms media, in collecting primary data. Based on the
results of data processing using the WARP-PLS 3.0
application, the direct effect of the first, second, third,
and fourth hypotheses proved to hawe a direct and
significant effect Furthermore, the role of religious
commitment as a moderating variable in the sixth
hypothesis was rejected, but the sixth hypothesis of
religious commitment succeeded in proving that its role
as moderation was to strengthen the relationship
between food quality and willingness to pay by four
percent. The seventh hypothesis is rejected, where
religious commitment plays a role in weakening the
influence of price consciousness on willingness to pay.

6. Limitations and Further Study
This model cannot be generalized because of the
limited number of research respondents.

Acknowledgments
The authors would like to thank the Sekolah Tinggi
IImu Ekonomi IPWI Jakarta, Indonesia.

Authors’ Contributions

Conceptualization, Slamet Ahmadi; methodology,
Slamet Ahmadi; software, Atika Nur Aini; validation,
Slamet Ahmadi; formal analysis, Slamet Ahmadi.;
investigation, Atika Nur Aini.; resources, Atika Nur
Aini; data curation, Atika Nur Aini; writing—original



Ahmadi & Aini. Religious Commitment, Halal Logo, and Willingness to Pay, Vol. 59 Spring/Summer 2022

566

draft preparation, Atika Nur Aini.; writing—review and
editing, Slamet Ahmadi; visualization, Atika Nur Aini;
supervision, Slamet Ahmadi; project administration,
Atika Nur Aini; funding acquisition, Slamet Ahmadi.

References

[I]]JAHMAD, N.A.B., ABAIDAH, B.TNP.,, &
YAHYA, MH.BA. (2013). A study on Muslim
halal food awareness among customers in the Klang
Valley. Proceedings of the 4th International
Conference on Business and Economic Research,
Bandung, March 2013, pp. 1073-1087.

[2]AHMED, W. (2018). Consumer behaviour towards
willingness to pay for Halal products: An assessment
of demand for Halal certification in a Muslim
country. British Food Journal, 123(10), 321-331.
https ://doi.org/10.1108/BFJ-02-2018-0085

[3]AINI, A.N., & SAFIRA, A. (2021). Determinants of
Indonesian Muslim consumers * willingness to pay
for Taiwanese snacks: The role of the Halal logo.

Journal of Emerging Economies and Islamic

Research Determinants, 9(2), 102-117.

https ://doi.org/10.24191/jeeir.v9i2.13062
[4]BARBER, N., KUO, P., BISHOP, M., &

GOODMAN, R. (2012). Measuring psychographics
to assess purchase intention and willingness to pay.
Journal of Consumer Marketing, 29(4), 280-292.
https ://doi.org/10.1108/07363761211237353

[5]BIRKS, D.F. (2016). Marketing research. In:
BAKER, M., & HART, S. (eds.) The Marketing
Book. London: Routledge. Retrieved from
https J//www.taylorfrancis.com/chapters/edit/10.4324
/9781315890005- 10/marketing-research-david-
birks?context=ubx&refld=cdbe8028-82c7-44bf-
8bdf-3432284c5a29

[6]ELSITASARI, R. (2021). The Role of Religious
Commitment, Religious Self-Identity on Consumer’s
Willingness to Pay for A Halal Product. Journal of
Business Management Review, 2(4), 289-302.
https ://doi.org/10.47153/jomr24.1232021

[7]1GAO, Z. (2014). Willingness to pay for the “Green
Food” in China. Food Policy, 45, 80-87.
http://dx.doi.org/10.1016/j.foodpol.2014.01.003

[B]HAIR, J., HULT, T., RINGLE, C., & SARSTEDT,
M. (2017). A primer on partial
least squares structural equation modeling (PLS-
SEM). 2nd ed. Los Angeles, California: SAGE
Publications.

[9]KAMARUDDIN, R., IBERAHIM, H., &
SHABUDIN, A. (2012). Willingness to Pay for
Halal Logistics: The lifestyle choice. Procedia -
Social and Behavioral Sciences, 50, 722-729.
https //doi.org/10.1016/j.sbspro.2012.08.075

[10] KIMENJU, S.C., & DE GROOTE, H. (2005).
Consumers’ Willingness to Pay for Genetically
Modified foods in Kenya. Proceedings of the
International Congress of the European Association
of Agricultural Economists, Copenhagen, 23-27
August 2005.

http://dx.doi.org/10.22004/ag.econ.24504

[11] KRYSTALLIS, A., & CHRYSSOCHOIDIS, G.M.
(2005). Consumers” Willingness to Pay for Organic
Food: Factors That Affect It and Variation per
Organic Product Type. British Food Journal, 107(5),
320-343.
https://doi.org/10.1108/00070700510596901

[12] MCCLUSKEY, JJ., & LOUREIRO, M.L. (2003).
Consumer Preferences and Willingness to Pay for
Food Labeling: A Discussion of Empirical Studies.
Journal of Food Distribution Research, 34(3), 95-
102. https://doi.org/10.22004/AG.ECON.27051

[13] MEGEHEE, C. (2012). Luxury fashion brand
consumers in China: Perceived value, fashion
lifestyle, and willingness to pay. Journal of Business
Research Luxury, 65, 1516-1522.
https://doi.org/10.1016/].jbusres.2011.10.019

[14] MOGHAVVEMI, S. (2018). The role of trust and
religious commitment in Islamic medical tourism.
Asia Pacific Journal of Tourism Research, 3(1),
245-2509.
https ://doi.org/10.1080/10941665.2017.1421240

[15] OLSON, D.V.A., & PERL, P. (2001). Variations in
Strictness and Religious Commitment within and
among Five Denominations. Journal for the
Scientific Study of Religion, 40(4), 757-764.
https://doi. org/10.1111/0021-8294.00090

[16] PARVIN HOSSEINI, S.M., MIRZAEI, M., &
IRANMANESH, M. (2020). Determinants of
Muslims’ willingness to pay for halal certified food:
Does religious commitment act as a moderator in the
relationships? Journal of Islamic Marketing, 11(6),
1225-1243. https://doi.org/10.1108/JIMA-02-2018-
0043

[17] WU, L., WANG, S., ZHU, D., HU, W., & WANG,
H. (2015). China Economic Review Chinese
consumers’ preferences and willingness to pay for
traceable food quality and safety attributes: The case
of pork. China Economic Review, 35, 121-136.
https //doi.org/10.1016/j.chieco.2015.07.001

[18] ZAILANI, S., & KANAPATHY, K. (2016).
Drivers of Consumers’ Willingness to Pay for Halal
Logistics. British Food Journal, 118(2), 464-479.
https://doi.org/10.1108/BFJ-06-2015-0212

SEV:
[1]] AHMAD, N.A.B., ABAIDAH, B.TNP., &

YAHYA, M.H.B.A. (2013) . E/EA[iE T
MOE E B2 IRIIHTE o S EEL S E5H5E
Elfr= g5 > 0 > 2013423)), 551073
108777 -

[2] KA > W. (20184F) , YHBRENHE M
SEANEENTTH  WEBETRE S EIAER KHY
WA - HEESNIGE 0 123 (10) , 321-331,
https //doi.org/10.1108/BFJ-02-2018-0085

[3] AINI, AN. il SAFIRA, A. (2021), FJEBHHARTY
TREN L EE/ NZ BRI ERZ - AEIRE


https://doi.org/10.1108/BFJ-02-2018-0085
https://doi.org/10.24191/jeeir.v9i2.13062
https://doi.org/10.1108/07363761211237353
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315890005-10/marketing-research-david-birks?context=ubx&refId=cdbe8028-82c7-44bf-8bdf-3432284c5a29
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315890005-10/marketing-research-david-birks?context=ubx&refId=cdbe8028-82c7-44bf-8bdf-3432284c5a29
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315890005-10/marketing-research-david-birks?context=ubx&refId=cdbe8028-82c7-44bf-8bdf-3432284c5a29
https://www.taylorfrancis.com/chapters/edit/10.4324/9781315890005-10/marketing-research-david-birks?context=ubx&refId=cdbe8028-82c7-44bf-8bdf-3432284c5a29
https://doi.org/10.47153/jbmr24.1232021
http://dx.doi.org/10.1016/j.foodpol.2014.01.003
https://doi.org/10.1016/j.sbspro.2012.08.075
http://dx.doi.org/10.22004/ag.econ.24504
https://doi.org/10.1108/00070700510596901
https://doi.org/10.22004/AG.ECON.27051
https://doi.org/10.1016/j.jbusres.2011.10.019
https://doi.org/10.1080/10941665.2017.1421240
https://doi.org/10.1111/0021-8294.00090
https://doi.org/10.1108/JIMA-02-2018-0043
https://doi.org/10.1108/JIMA-02-2018-0043
https://doi.org/10.1016/j.chieco.2015.07.001
https://doi.org/10.1108/BFJ-06-2015-0212

567

FITER o B e BH R A T =T 7 e INER RS
) 9 ( 2 ) , 102-117
https://doi.org/10.24191/jeeir.v9i2.13062

[4] BARBER, N., KUO, P., BISHOP, M. &
GOODMAN, R. (2012), &0 BRRFAELAVE A5 )
SRR AT B - HTREERRE - 29 (4)
, 280292 o
https://doi.org/10.1108/07363761211237353

[5] H5ei, DF. (20164) ., Wiz & - £F :
BAKER, M., & HART, S. (4 ) B 163K
: o B &5 - H H
https //www.taylorfrancis.com/chapters/edit/10.4324
/9781315890005- 10/marketing-research-david-
birks?context=ubx&refld=cdbe8028-82c7-44bf-
8bdf-3432284c5a29

[6] ELSITASARI, R. (2021), ##HUKi ~ S2EHIA
EIN AR BN E B B ENTER - e
B E > 2 (4) , 289302,
https://doi.org/10.47153/jomr24.1232021

[7] /& Z. (2014), FEE9 R ER RO R LE - iR
=3 i % ) 45, 80-87 .
http://dx.doi.org/10.1016/j.foodpol.2014.01.003

[8] HAIR, J. . HULT, T.. RINGLE, C. fn
SARSTEDT, M. (2017), #8453 N[ i/ e 454y
JIFEEAL (PLS-HfEHEER) o 2k, InflwE e
MR © SAGE R,

[9] KAMARUDDIN, R., IBERAHIM, H. &
SHABUDIN, A. (2012), E&E FEEYR:
A TERF AR - B PPl -t 2T IR

J 50, 722-729 °
https //doi.org/10.1016/j.sbspro.2012.08.075

[10] KIMENJU, S.C. 1 DE GROOTE, H. (2005), 5§
JRHBE N SEHE BN i R » BOM# L L2
FFEFMEEFRARSIESEE > BFAIEHR - 20054
8 H 23-27 H o
http://dx.doi.org/10.22004/ag.econ.24504

[11] KRYSTALLIS, A., & CHRYSSOCHOIDIS, G.M.

(20054F) ., THZREHNSLAEVIERER @ #20
ENRZEMEMHAN RN ZER - SE &
& & » w7 (5 ) , 320343 ,
https//doi.org/10.1108/00070700510596901

[12] MCCLUSKEY, J.J. 1 LOUREIRO, M.L. (2003
F) o BB R SZN B r SRR © S5
WFZERiTie - Bkt deg - 34 (3) , 95-
102, https://doi.org/10.22004/AG.ECON.27051

[13] #E& A, C. (20124F) . " EZE I ShgH
T L BAINE - NS SRR - =
&g L B 52 2% & 0 65, 1516-1522
https //doi.org/10.1016/j.jbusres.2011.10.019

[14] MOGHAVVEMI, S. (2018), {E{EFIEHUKIELE
PHTZ BRI RHIER < KB 748
3 ( 1 ) , 245-259 o
https //doi.org/10.1080/10941665.2017.1421240

[15] OLSON, D.V.A. fi PERL, P. (2001), f/#0k
PNEBRRZ [BIAYTAS PRI SRBOR B AT ZE - SREFY
¥ g e E > 40 (4) , T57-764 .
https //doi. org/10.1111/0021-8294.00090

[16] PARVIN HOSSEINI, S.M., MIRZAEI, M. Fn
IRANMANESH, M. (2020), EBiisEE X EE
WIEBmHVRERZR | SR EGIERATIE
FNETIER ? B2 EmasE > 11 (6) , 1225
1243, https://doi.org/10.1108/JIMA-02-2018-0043

[17] WU, L., WANG, S., ZHU, D., HU, W., & WANG,
H. (2015), PELF IS EHTE N rEME
/T EMZ 2 BRI R TSI AT B © UBRY
Bl o o E 2 PFE e 0 3B, 121-136 .
https://doi.org/10.1016/j.chieco.2015.07.001

[18] ZAILANL, S. il KANAPATHY, K. (2016), %%
HEBENEEYIRTRNN SR ZE - HEE S
& o 18 (2 ) o, 464479
https //doi.org/10.1108/BFJ-06-2015-0212



