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The purpose of this empirical research is to determine the effect of multidimensional 

general risk factors on halal consumer confidence, satisfaction, and intention to 

recommend halal food. This study also calculates the average comparison of trust, 

satisfaction, and recommendation intentions across demographic variables of halal 

customers. Our results from structural analysis reveal that general risks have a 

significant and positive effect on trust, satisfaction, and intention to recommend halal 

food. Also, the results of the mean difference test show that satisfaction and intention 

to recommend halal food differ significantly between male and female customers and 

trust varies significantly among halal customers with different educational 

backgrounds and marital status. This study adds a valuable contribution to the current 

literature on halal food consumption by undertaking a series of symmetrical analytical 

approaches to assess the desired responses from halal food customers.  
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INTRODUCTION 
The term halal comes from Arabic which means 

allowed, acceptable, permitted, and/or permitted (Olya 

and Al-Ansi, 2018). The value of the halal industry is 

estimated at $ 2.1 trillion a year which makes it one of the 

fastest-growing industries in recent years (Oktadiana et al., 

2016). The fast growth of halal tourism and hospitality has 

been driven by many international destinations to start 

setting new marketing strategies that attract potential value 

segments. Consumption of halal food and products can be 

expanded to cover various market segments such as 

Muslim and non-Muslim customers because of their high 

concern for health, environment, and quality issues (Olya 

and Al-Ansi, 2018).   

 Regardless of the value of the halal market, both 

businesses and customers have little knowledge of the 

operation and implementation of this complex 

phenomenon emanating from Islamic Sharia law. For 

example, Ambali and Bakar (2014) found that consumer 

awareness of halal food and products was sufficient. 

Because customers perceive halal products to be healthier, 

they have a greater intention to increase their awareness 

and knowledge of each. However, business actors and 

service providers need deeper insight into the attitudes and 

behavior of halal consumers (Rammal and Zurbruegg, 

2007). Businesses and services need to know how to 

define halal customer trust, satisfaction, and loyalty. 

Marketers need to acquire basic knowledge about the 

variation of halal customer behavior responses across their 

demographic characteristics to develop a target marketing 

plan. The importance and differences in the provisions of 

halal products are discussed in meeting the halal needs of 

customers in both Muslim and non-Muslim destinations 

(El-Gohary, 2016). Several studies on halal food especially 

in Indonesia, can be seen at Sari (2022), Puspita (2021) and 

Rusydiana & Purwoko (2021). 

Several internal and external factors can affect 

customers. One indicator of these behaviors and attitudes 

is the demographics and cultural background of customers 

which are formed by complex elements defined by society 

(Moutinho, 1987). Most importantly, the progress of the 

halal market depends primarily on meeting customer 

needs which can be achieved by offering a high level of 

service and product quality, which can vary based on 

customer demographics. Many Muslim customers and 

travelers naturally prefer to continue to practice their 

beliefs during their travels and holidays, such as praying 

and consuming halal food and using products and services 

that comply with Sharia law. Muslims maintain halal to 

ensure a high-quality lifestyle and peace of mind by 

adhering to their religious beliefs (Battour et al., 2012). 

Since the concept of halal must be applied to every aspect 

of the life of a Muslim with different demographic 

profiles, there is a demand to investigate the variation in 

satisfaction, trustworthiness, and recommendation 

intentions of halal customers across their demographic 

properties.   

 

THEORETICAL FRAMEWORK 
Risk 

General risk is constructed as a combination of 

multi-dimensional factors that influence customer 

attitudes and behavior (DeFranco and Morosan, 2017). 

The risk dimension may have different effects on 

customer trust and satisfaction depending on individual 

experiences and cultural backgrounds. Other research 

considers the risk to be a concept of uncertainty, which is 

negatively associated with the expected responses from 

customers. As recommended by Olya and Altinay (2016), 

risk can play opposite roles positively and negatively in 

predicting customer loyalty while the risk role depends on 

other predictor features in casual models.   

 

Trust 

Trust is defined as a psychological condition of an 

individual who can accept other parties by doing what the 

individual expects. Trust is recognized as a key driver of 

customer satisfaction and desired behavioral outcomes in 

the social sciences (Poortinga and Pidgeon, 2003). 

Customer trust is also influenced by several factors such 

as treatment, reputation, attitude, and honesty expressed 

by business and service providers. In the context of 

shopping behavior, Rahman et al. (2016) describe trust as 

consumer knowledge relating to objects, attributes, 

benefits, and advantages of a food product that can 

encourage consumers to buy. In line with that, experts 

realize that trust can play an important role in influencing 

shopping behavior. In the context of halal shopping 

behavior, trust is one of the key factors that can change 

consumer intentions to buy halal food.  

 

Satisfaction 

Satisfaction is defined as a condition that shows the 

fulfillment of consumers' needs, wants, and expectations 
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for the food they buy. In other words, satisfaction reflects 

consumer pleasure because their expectations are fulfilled. 

Satisfaction is considered an important variable because of 

its high effect on customers. behavior and attitudes about 

a particular product or service (Jani and Han, 2014) Many 

studies in different disciplines investigate and examine the 

relationship between overall risk constructs and customer 

satisfaction (Huy Tuu and Ottar Olsen, 2009). Aziz et al. 

(2019) categorized three satisfaction parameters, namely 

the suitability of expectations, interest in repurchasing, and 

the availability of recommendations to other parties. All 

these parameters will have a positive effect on the 

development of food spending in the future. Kang (2018) 

prove that satisfaction can influence food shopping 

behavior. With increased satisfaction, consumers are 

willing to buy the same food in the future.  

 

Intention to Recommend 

The main reason for assuming a positive association 

between risk and intention to recommend is that in terms 

of halal food, customers can feel satisfied if they take the 

risk of consuming halal food because it is halal and 

recommended in sharia. For example, Islamic teachings 

motivate Muslims to make sacrifices in observing Sharia 

law, which leads to the desired behavioral outcome (i.e., 

patience, morals). Halal customers prefer to stay halal 

because it provides peace of mind that they are loyal and 

avoids guilt by consuming haram food. In other words, 

halal customers because of religious beliefs intend to take 

risks (for example, risk of losing time and financial risks) 

that make them satisfied and then trust and recommend 

halal food to others.  

 

Research Models and Hypotheses 

The structural model consists of multi-dimensional 

factors, namely general risk as a predictor of customer 

satisfaction, trust, and intention to recommend. Since risk 

factors may have both positive and negative effects on the 

model results, we used a second-order construct of 

common risks including seven types of risk, namely health 

risk, psychological risk, environmental risk, social risk, 

quality risk, financial risk, and time loss risk. Whereas in 

the current literature, heterogeneous results of risk 

associations and desired behavioral responses from 

customers are reported (Olya and Altinay, 2016; Olya and 

Al-Ansi, 2018), we suspect a general risk of increasing 

satisfaction, trust, and intention to recommend halal 

food.   

The proposed conceptual model assesses the 

adequacy of the second-order structure of general risk and 

its effect on trust, satisfaction, and intention to 

recommend. The following hypotheses are proposed and 

examined in this study:   

H1: General risk has a significant and positive effect 

on satisfaction. 

H2: General risk has a significant and positive effect 

on trust. 

H3: General risk has a significant and positive effect 

on the intention to recommend. 

H4: Trust has a significant and positive effect on 

satisfaction. 

H5: Trust has a significant and positive effect on 

the intention to recommend. 

H6: Satisfaction has a significant and positive effect 

on the intention to recommend  

 

 

METHODS 
Data Collection 

In an easy-to-use sampling technique, 100 

customers were approached to participate in the survey, 

which took place for four weeks between 19 January 2022 

and 19 February 2022. Initially, awareness and familiarity 

of consumption and purchase of halal food were checked 

by asking two filter questions to ensure that respondents 

were qualified to be a target. A total of 100 final 

respondents met the above criteria and were accepted to 

participate in the survey questionnaire.   

Although not the main objective of this study, this 

data set is intended to identify a sample of demographic 

variables to evaluate their possible influence on research 

findings. This demographic data includes gender, age, 

occupation, and income. 
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Table 1: Respondent’s Characteristics 

 

Description Frequency(f) Percentage(%) 

Gender 

Male 

Female 

 

74 

26 

 

74 

26 

Age 

19-23 

31-39 

 

98 

2 

 

98 

2 

Occupation 

Student 

Entrepreneur 

Employee 

Others 

 

85 

3 

5 

7 

 

85 

3 

5 

7 

Income 

<1.5 million 

1.5-2.5 million 

3-5 million 

>5 million 

 

84 

11 

2 

3 

 

84 

11 

2 

3 

Domicile 

Jakarta 

Bogor 

Depok 

Tanggerang 

Bekasi 

 

5 

77 

8 

3 

7 

 

5 

77 

8 

3 

7 

 

Table 1 illustrates the demographic analysis of the 

respondents. Based on gender, there were 74 male 

respondents and 26 female respondents, totaling 100 

respondents. With this, male respondents reached 74% 

while female respondents reached 26% of all respondents. 

The targeted respondents have a wide range of ages, with 

a plurality of respondents who are in the age range 19 to 

23 years and who are at least 31 years to 39 years old, only 

2 out of 100 respondents.   

Based on the segment of respondents based on 

occupation, there are 85% or 85 respondents who are 

students, followed by employees at 5% or 5 respondents, 

entrepreneurship 3% or 3 respondents, and others 

consisting of only 7% or 7 respondents. Among those 

having income below 1.5 million consisted of 84% or 84 

respondents, in the range of 1.5-25 there were 11% or 11 

respondents, the 3-5 million range consisted of 2% or 2 

respondents and above 5 million there were 3% or 3 

respondents. The majority of respondents in this study 

were domiciled in Bogor by 77% or 77 respondents. For 

other areas such as Jakarta, Depok, Tangerang, and Bekasi, 

they were not so dominant, namely 5% or 5 respondents, 

8% or 8 respondents, 3% or 3 respondents, and 7% or 7 

respondents respectively. 

 

Analysis 

Data were filtered and scanned for valid use cases 

for data analysis. Structural equation modeling (SEM) 

using partial least squares (PLS) method was used to test 

measurement and structural models. The reliability and 

validity of the study constructs were evaluated. PLS-SEM 

is a well-established technique used in various studies to 

estimate path coefficients and investigate the complexity 

of the relationships built into structural models (Ali et al., 

2017). The ability to relate the relationship between 

variables and efficiency in the examination of 

measurement model items are two advantages over 

covariance-based SEM (Fakih et al., 2016).   

The research model, including general risk as a 

second-order factor, was tested in two main steps. First, a 

measurement model in which the external loading 

significance level, weights, and coefficients need to be 

assessed. Second, the structural model is tested to examine 



Amelia Tri Puspita & Anwar Adem Shikur   General Risk on Trust, Satisfaction, and Recommendation 
                                                                                                                     Intention for Halal Food: Evidence in Indonesia 

 
Islamic Markating Review | http://journals.smartinsight.id/index.php/IMR        December 2022 | Volume 1 Issue 1 

 

the six hypotheses proposed using the bootstrap 

technique.   

 

RESULTS 
Assessment of The Measurement Model 

The item's internal consistency was evaluated using 

composite reliability (CR) and Cronbach's alpha (α). The 

composite reliability values ranged between 0.876 and 

0.932, while the Cronbach alpha values ranged between 

0.822 and 0.912, which exceeded the minimum expected 

level of 0.70 (Hair et al., 2016). These values are strong 

enough for internal consistency reliability level. The 

validity of the constructs was checked using confirmatory 

factor analysis (CFA). All measurement items for 

construction are loaded significantly.   

Table 1 shows the standard loading factors for all 

items, which exceed the recommended level of 0.5 (Chin, 

1998), ranging from 0.531 to 0.884. Convergent validity is 

based on the measured construct from which the mean-

variance is extracted (AVE) (Hair et al., 2016). As shown 

in Table 2, all AVE values reflect the total amount of 

variance in the variable accounted for by the latent 

constructs exceeding the recommended value of 0.5 (Hair 

et al., 2016).   

 

Table 2: Psychometric properties of study measures 

 

Variables 

 

Loading 

Factor 

Cronbach’s 

alpha  

Composite 

Reliability 

AVE 

 

General Risk  0.889 0.850 0.503 

Health Risk     

I am worried about my health condition if I don't 

consume halal products 

0.680    

I am worried about disease outbreaks if I don't 

consume halal products 

0.736    

I am worried about consuming unhealthy non-

halal products 

0.685    

I am worried about consuming dangerous non-

halal products 

0.531    

Psychological Risk     

The thought of consuming non-halal products 

makes me feel anxious 

0.646    

The thought of consuming non-halal products 

makes me feel psychologically uncomfortable 

0.645    

The thought of consuming non-halal products 

caused me to experience unnecessary anxiety 

0.649    

Environmental Risk     

I pay attention to the environmental conditions in 

producing and processing halal products 

0.800    

I pay attention to the hygiene standards of halal 

products 

0.768    

I pay attention to the physical conditions of 

storing and selling halal products 

0.805    

Intention to Recommend  0.822 0.894 0.737 

I will say positive things about halal products to 

others 

0.872    

I will encourage friends and relatives to consume 

halal products 

0.851    

I am satisfied to choose halal labeled food 0.852    
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Satisfaction  0.842 0.876 0.554 

Halal labeled food met my expectations 0.773    

For me, choosing halal labeled food is very wise 0.802    

I feel comfortable with halal labeled food 0.582    

I like to eat halal labeled food 0.777    

I think consuming halal food is a good idea 0.796    

I believe in a halal labeled food 0.670    

Trust  0.912 0.932 0.696 

I believe that halal labeled food according to 

Islamic principles 

0.768    

I believe halal labeled food meet consumer health 

and safety standards 

0.838    

Halal product providers can be trusted 0.824    

I believe the information the provider provides to 

consumers is accurate 

0.864    

I believe the halal product label is accurate 0.823    

I am worried about my health condition if I don't 

consume halal products 

0.884    

 

Discriminant validity is tested to ensure that the 

construct measures do not have similar characteristics with 

other measures in the measurement model (Hair et al., 

2016). Fornell and Larcker criteria (Fornell and Larcker, 

1981) is an approach to test discriminatory validity where 

the AVE of each latent variable must be higher than the 

quadratic correlation with other latent variables. Table 2 

shows that the square root of the AVE of each construct 

is higher than the corresponding correlation, leading to 

high discriminant validity (Fornell and Larcker, 1981). 

Furthermore, cross-loading is used to cross-check the 

validity of discrimination because the magnitude of the 

loading value under the expected dimension must be 

higher than the value that appears under the respective 

factor (Henseler et al., 2009). The cross-loading results 

prove the existence of discriminant validity between all 

constructs based on the cross-loadings criteria (attachment 

A).   

 

 

Attachment A. Cross Loading 

 

Variables General Risk 
Intention to 

Recommend 
Satisfaction Trust 

HR1 0.680 0.416 0.149 0.003 

HR2 0.736 0.374 0.267 0.158 

HR3 0.685 0.377 0.229 0.133 

HR4 0.531 0.262 0.141 0.110 

PR1 0.646 0.341 0.146 0.033 

PR2 0.645 0.332 0.253 0.060 

PR3 0.649 0.232 0.299 0.170 

ER1 0.800 0.373 0.363 0.297 

ER2 0.768 0.492 0.314 0.207 

ER3 0.805 0.463 0.400 0.187 

IR11 0.378 0.872 0.188 0.001 

IR12 0.444 0.851 0.240 0.133 

IR13 0.435 0.852 0.190 -0.004 
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ST11 0.411 0.291 0.773 0.428 

ST12 0.492 0.202 0.802 0.578 

ST13 0.078 -0.013 0.582 0.250 

ST14 0.152 0.038 0.777 0.441 

ST15 0.150 0.247 0.796 0.328 

ST16 0.156 0.166 0.670 0.164 

TS11 0.162 -0.030 0.410 0.768 

TS12 0.122 0.144 0.427 0.838 

TS13 0.248 0.099 0.438 0.824 

TS14 0.210 0.078 0.486 0.864 

TS15 0.287 0.012 0.409 0.823 

TS16 0.186 -0.038 0.551 0.884 

 

 

Table 3: Results Fornell and Larcker criteria for checking discriminant validity 

 

Variables General Risk Intention to Recommend Satisfaction Trust 

General Risk 0.709    

Intention to Recommand 0.526 0.858   

Satisfaction 0.378 0.240 0.738  

Trust 0.207 0.052 0.547 0.834 

 

Structural model assessment 

Determining the path coefficient and level of 

significance is carried out with the PLS algorithm 

procedure to find the load, weight, path coefficient and 

then performs a bootstrap technique to find the 

significance level of the proposed hypothesis (Hair et al., 

2016). The suitability index (Goodness-of-fit) (GoF) is 

used to evaluate the suitability of the overall model. The 

GoF measurement uses the geometric mean of the mean 

total commonality of the constructs and the mean of the 

total R2 for the endogenous constructs. R2 is a useful tool 

for assessing explanatory power and the proportion of 

predictions of the goodness-of-fit index (GoF) as an 

alternative and suggested active tool (Tenenhaus et al., 

2005). According to Wetzles et al. (2009), a GoF equal to 

0.1 indicates a poor match, 0.25 moderate matches, and 

greater than 0.36 matches. As shown in Table 4, a GoF 

value of 0.356 was obtained for the proposed structural 

model which demonstrates and demonstrates an 

acceptable and good fit of the model with empirical data.   

 

 

Tabel 4: Goodness-of-Fit (GoF) Index 

 

Variable AVE R2 

General Risk 0.503  

Intention to Recommand 0.737 0.288 

Satisfaction 0.544 0.373 

Trust 0.696 0.043 

Avarage 0.620 0.234 

AVE*R2 0.145  

GOF=√AVE*R2 0.380  
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Hypothesis Test 

The results of structural model testing are used to 

evaluate the effect of general risks on satisfaction, trust, 

and intention to recommend halal customers. The results 

of hypothesis testing and the R2 value for each 

endogenous variable are shown in Figure 1. General risk 

explains 37% of the variation in customer satisfaction (R2 

= 0.372), 28% intend to recommend variety (R2 = 0.288), 

and 4% trust variation (R2 = 0.043).  

   

 

 
 

Figure 1: Structural model testing  

 

Table 5: Path Coefficient Results  

Hypothesis β St.Dev T-stat P-value Hypothesis 

H1 : General Risk → Satisfaction 0.278 0.133 2.457 0.014 Accepted 

H2 : General Risk → Trust 0.207 0.218 2.585 0.010 Accepted 

H3 : General Risk → Intention to Recommand 0.473 0.182 2.596 0.010 Accepted 

H4 : Trust → Satisfaction 0.479 0.080 5.977 0.000 Accepted 

H5 : Trust → Intention to Recommand -0.134 0.109 1.231 0.219 Rejected 

H6 : Satisfaction →  Intention to Recommand 0.127 0.115 1.106 0.269 Rejected 

 

CONCLUSION 
Based on the results of the path coefficient in 

table 5, it can be concluded that the general risk 

contributes significantly to consumer satisfaction in halal 

food (β = 0.277, p < 0.004). Therefore, Hypothesis 1 is 

supported. Furthermore, general risk contributed 

significantly to consumer confidence in halal food (β = 

0.207, p < 0.010). Therefore, Hypothesis 2 is supported. 

Similarly, general risk had a significant and positive effect 

on intention to recommend (β = 0.507, p < 0.000). Thus, 

Hypothesis 3 is supported. trust was significantly and 

positively related to satisfaction (β = 0.490, p < 0.000) 

which is evidence supporting Hypothesis 4.  

The effect of general risk significantly and 

positively contributes to satisfaction and intention to 

recommend. According to prospect theory, halal 

customers evaluate the disadvantages (for example, the 

risk of financial and time loss) and the benefits (for 

example, the health and quality risks) of consuming halal 

food so that their satisfaction increases when they perceive 

the risks of halal food. That is, the general risk of halal 

food increases customer satisfaction. This finding is 
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consistent with the results from Tangeland et al. (2013), 

who reported in his research that social risks increase and 

increase the intention of second homeowners to buy 

products from nature-based tourism activities. The 

findings of this study are in line with Malazizi et al. (2018) 

who reported a psychological risk of increasing Airbnb 

host satisfaction and continuing intentions to use and 

intend to recommend this business to others. In the 

context of the food industry, Huy et al. (2009) revealed 

that risk perception has a significant relationship with 

customer satisfaction.   
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