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Extensive Summary 

 

 Consumer behavior, which is the economic value of individuals and their use of 
the acquisition of goods and services directly related to the activities and events that led 
to the decisions that determine these activities can be defined as a process.  
Demographic factors affecting the buying behavior of consumers, the consumer's age, 
sex, occupation, education level, income level and marital status is related to. Attitudes 
are formed by people who are known to have direct effects of their purchasing 
decisions.   

 Expressing the importance of religion in one's daily life, showing the degree of 
one's belief and piety, the concept of connecting places of worship continue to donate, 
volunteer work and to places of worship, religious books, reading, religious beliefs and 
values, belief, ethical and moral principles, to help the poor, to be determined on the 
basis of indicators such as studied.  The degree of piety and devotion to one's 
commitment to a religious group, the most important cultural factors that affect 
consumer behavior. 
 In this study, aimed to investigate whether there is a significant relationship 
between consumers's preferences of halal certified product and consumers’ 
demographic characteristics, the attitude of halal food and religious life styles. 

 Survey technique has been used as a method of data collection.  This survey, 
Salman and Siddique (2011), "An exploratory study for measuring consumers 
awareness and Perceptions towards halal food in Pakistan" had used his article was 
prepared by adapting the scale translated into Turkish, and research. 
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 The data obtained in this study using SPSS (Statistical Package for the Social 
Sciences) program has been analyzed by means of reliability, Cronbach's alpha 
coefficient for the analysis of the sample and the sample size to test the adequacy of the 
KMO (Kaiser - Meyer - Olkin) ratio was calculated.  Study, Cronbach's alpha 
coefficient, 680 and the Kaiser - Meyer - Olkin (KMO) ratio was 652. 

 According to the findings of the descriptive analysis, a total of 400 consumers 
participated in the survey 55.2% (n = 221) were male and 44.8% (n = 179) were female 
and 68.5% of married and single people ratio is 531.5 .  65% of consumers 20 to 39 age 
range and 21% of primary school, 40.5% high school, 2.2% of associate degree and 
36.2% have a graduate degree or higher.  By occupational groups, 14% of the public, 
46.2% percent private, 7.2% were housewives, 24.8% are retired and student of 7.8%, 
49.2% in have income between 1001 - 2000 pounds.  
 According to the results of the ANOVA test and two-sample t-test: Consumers’ 
gender and income level was found significant difference between religious lifa style. 
Marital status, job – carrier and income was a found significant difference between the 
attitude of halal food. Marital status, job – carrier,  income and education was found 
significant difference between preference of halal certified  products. 

 According to the Pearson correlation matrix which is showing the relationship 
between dimensions:  There are weak significant  relationship between religious life 
styles  and the attitude of halal food, there are very weak significant  relationship 
between religious life styles  and preference of halal certified products and there are 
weak significant  relationship between the attitude of halal food and preference of halal 
certified  products. 

 Relationship on the basis of piety and religiosity sensitivity purchasing behavior 
of consumers who purchase halal-certified products, attitudes, this study tried to put 
forward, the next, then more and more and more number of cities with the consumer 
market, and hence more number of studies shed light on a more comprehensive and 
participatory should be seen as an operation.  
 

 

 


