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Introduction: 

Traditionally, marketing mix according to most of scholars includes four Ps which are; product, 

price, promotion and place (Location). But actually each component is influenced by a number of factors, 

the price for example is determined by economical factors such as; market share, competition, raw 

material costs. The product also may influenced by ecological factors such as environmental pollution, 

and health. It may also be influenced by religious factors. 

Therefore the factors that influence  the marketing mix components may differ according to the 

effective perception that belong to the consumer's behavior, characteristics, culture, religion and habits, 

for example, what can be eaten as meat in China , may be forbidden in Islamic countries. 

This study is focusing on the marketing of animal food products, and what factors may affect the 

marketing process in Islamic perspective in Jordan. 

The food industry is a flourishing industry, and Halal food is the latest trend in the global market, 

especially for green consumers regardless of their religion. Consumer's demand for Halal food has raisin 

especially in the Islamic countries, Europe, and the United States. Recently many studies showed that 

Muslims make up approximately one-fifth of the world population (Frost, 2009). 

In order to ascertain that the Muslim consumer consume  Halal products, some Islamic countries 

have applied a number of measures, to ensure this, for example, the Malaysian Government intends 

making Malaysia a regional hub for Halal Produce. Since 2003 the Malaysian Government adopted the 

implementation of the Halal certification, and the Department of Islamic Development Malaysia 

(JAKIM), is now the leading agency for the conferment of the Halal certificates and labels at both the 

federal and the state level. 

Problem statement and questions 

The Jordanian community mainly having two religions; Islam and Christianity, and because Jordan 

imports animal food products from multiple sources, the Islamic Jordanian consumer focuses on the 

religion of the export country more than the brand label which may influence the consumer’s decision 

that he is buying a Halal product. 
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This study will discuss this problem through the following questions: 

1. What are the ways in which Jordanian Muslim consumer inferred that what he bought is 

Halal? 

2. To what extent does the Jordanian consumer trust the marketing Ads for animal food 

products? 

3. To what extent is the Jordanian consumer convinced that the label on the product which 

indicates that the product has been produced according to the Islamic Sharea? 

4. Is there any effect for the dominant religion of the exported country on the buying decision 

of the Jordanian consumer? 

5. To what extent is there the need for a Jordanian governmental body whose mission would 

be in making certain that the imports of animal food products conform to Islamic Sharea? 

The study Importance: 

Muslims now make up one-fifth of the world population, the producers should pay more attention to 

this segment of consumers. They have to take into consideration that Islam as a religion has been imposed 

on its followers to consume Halal products. This study lays in the relationship between animal food 

products (Producers and suppliers  ) and satisfying the Muslim consumers. 

The study objectives: 

This study aims to achieve the following objectives: 

1. To clarify the characteristics of Halal food. 

2. What assures the Muslim consumer that he buys Halal food? 

3. To identify the relationship between the means available and the Jordanian consumer’s decision 

to buy or ban of the animal food products. 

The study Hypotheses: 

This study was conducted under the following hypotheses: 

1. There is no statistically significant relationship between means available to reassure the 

Jordanian consumer that he is eating Halal food products, and his decision to buy or ban. 

2. There is no statistically significant relationship between the degree of confidence of the 

Jordanian consumer in the marketing Ads, and his consumption of Halal food products. 
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3. There is no statistically significant relationship between the information printed on the 

adhesive label on the product and the buying decision of the Jordanian consumer. 

4. There is no statistically significant relationship between the religion of the supplier 

country and the Jordanian consumer popular demand of the food product. 

 

The study Model: 

Independent Variables  Dependent Variable 

- Means of making the Jordanian consumer 

ascertained that he is buying Halal animal 

food products. 

- The degree of confidence of the 

Jordanian consumer in his consumption 

of the animal food products in the Islamic 

perspective. 

- The degree of confidence of the 

Jordanian consumer in the marketing Ads 

of animal food products. 

- The dominant religion in the exported 

country. 

- Information printed on the adhesive label 

on the product. 

 The Jordanian consumer's 

purchasing   decision. 

 

- Buy 

 

- Reject or ban. 

 

Theoretical and Procedural Definitions of the Study Variables: 

 

 Methods of making the Jordanian consumer assured that he is buying Halal animal, food products: 

these methods  may involve certification issued by an responsible agency or any stamp of 

approval (Kasriel, 2008). 

 The degree of confidence of the Jordanian consumer in his consumption of the food products in 

the Islamic perspective: this confidence may increase by  sending the sales team into the Muslim 

community to conduct seminars at community centers and mosques, and to attempt to build word 

-of mouth brand recognition (Frost, 2007). 

 The availability of an adhesive label on the product, that indicates to its acceptance in the Islamic 
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Sharea. 

 These variable ads another significant issue in increasing the Muslim consumer confidence in the 

food product that he eats. The suggested mean is that the certification of Halal foods must be 

performed by a third party organization to hold credibility (Miller and Hyde and Morisco, 2008). 

 The dominant religion in the exported country:  

If the religion of the supplying country is Islam, this may influence the Jordanian consumer 

behavior. 

 Establishing a government institution to take responsibility in determining whether the product 

Halal or Haram. 

 

Literature Review 

A study by Shafie and Othman (2005) entitled " Halal Certification: An International Marketing 

Issues and Challenges'' 

The study aimed at discussion the marketing challenges in dealing with Halal issue. The researcher 

indicated that manufactures and marketers use Halal certification and logo as a way to inform and 

reassure their targeted consumers that they are consuming Halal products and Shariah- Complaint, and the 

Malaysian citizen depends a lot on this certificate before deciding to purchase. Despite the challenges 

faced by international companies in marketing their products, especially food products in the Islamic 

world, but it cannot turn a blind eye to target these markets because of their size. The results of this study 

showed that 891 out of total 1000 respondents indicated that Halal logo did play a role in their purchase 

decision.  

 

A study by Carla, Power, 2009. Under the title " Halal: Buying Muslim". 

 

The study aimed at helping businesses in serving the increasingly important Muslim Consumer. The 

author has asked the following question for companies: what products and services are you going to 

provide to help Muslim lead the life style they want to lead? The importance of answering this question 

pertains to a 2007 report from the global ad agency (JWT) describes the Muslim market thus: "it is 

young, it is big, and it is getting bigger". 

Parts of it are well-educated and wealthy. The buying power of American Muslims alone is 

estimated at a hefty $ 170 billion annually. But with few exceptions ignored by American marketers. 

The result of the study expressed by the speech of Ann Mack, JWT's director of trends potting. 

"Muslims don't feel that brands are speaking to them, but it was very difficult to find mainstream 

companies that were making significant programs geared toward the Muslim population". 

A study by Kasriel, Daphne, 2008. Under the title "Spotlighting Europe's Muslim Consumer". 

 

The study aimed at linking  the safety of food with the term "Halal", the author reported  that the 

Halal symbol attracts not only Muslim consumers, but those alarmed by food scares Such as  biological 

safety of food (BSE: Biological Safety of Food.) and Bird Flu, and recent scandals surrounding food 
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contamination. These consumers associate Halal with purer products and the use of fewer chemicals. The 

results of the study pointed out that numbers of non-Muslims began  to consume Halal food. For example 

in the UK there are approximately three million Muslims and yet, according million consumers of Halal 

meat. 

  

A study by Leila. B (2010) entitled '' opinion: Halal- how far can it go ''. 

The main goal of this paper to show that some marketers and producers became use the term Halal for 

marketing products and services that have dubious such as, Halal Make-up and Halal beer, these products 

are alcohol-free but they are originally represent symbols of Haram, and the manufacturers or marketers 

have modified them in order to be give the banner of Halal, as a way to tap into the Muslim financial 

field. the researcher has emerged the outcome, that the presence of a formal stamp, issued by a recognized 

Islamic authority , certifying that the product is Halal, in terms of its components , and the method of 

production , and even its name , are not in consistent with sharia  is very important for the consumer . 

 

A study by Khan and Thaut, 2008. Under the title "An Islamic Perspective on Fair Trade". 

 

The study aimed to present an Islamic perspective on fair trade, by outlining the key principles 

upon which fair trade is based, such as sustain ability, fairness, equity, and worker rights, and relevant 

Islamic teachings. The study pointed out that Islam has a significant impact on fair trade. 

Through identifying Halal trading which involves all the marketing mix components by 

illustration that the product must be Halal, the price must be fair and the presentation of the product 

must be in ways that accepted by Islam. 

 

A study by Hajj Abdelhamid Evans, 2005. Under the title "Halal Perspectives Understanding 

Muslim Consumer". 

 

The study aimed to identify many aspects such as: who are the Muslim consumers? Where they do 

live? What do they buy? How much do they spend? And How they do make their decisions? 

The researcher mentioned "that the Muslim consumers are of course high-income individuals with 

large families from the Arabian peninsula. They are also Middle-Income Turkish or Egyptian families, 

businessmen in the modem cities of China, Indian traders in Johannesburg or Durban, third generation 

Pakistani lawyers in the UK, street-vendors from Tangires in Paris, Bosnians living in Amsterdam, 

Lebanese in Australia, Black Americans in New York and Washington, Middle class European families" 

. For this expanding of Muslims around the world and the increasing in their numbers in many countries. 

Europe's Muslim population of around 25 million increased at a rate of 140% over the last 10 years, 

America's by 36%, Australia by 250%, that leads the meat producers in particular to increase the 

percentage of Halal export produce. 80% of all lamb exported from New Zealand is Halal. 

The author ended his study by this result "Halal food is the tip of the iceberg of the impact of the 

Islam on commerce, a convergence that will form one of the defining forces of the coming decades". 
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A study by JanMohamed (2010) entitled '' designing a game-changing Islamic brand''. 

The study focused on those who have upside down approach to Islamic branding. The author added '' that 

Halal brand as taught by The Prophet is made up of two parts when it comes to food production. One part 

is made up of the values that make something Halal, and the other part is technicalities of the process, like 

how to slaughter animals.'' 

But we as Muslims, we say that these texts are Koranic texts and not merely the teachings of the prophet 

as the researcher says. 

The result of the study was that: what is important is not the Islamic label but that the values that are used 

to design the products are Islamic, and deliver on Islamic brand experience to consumers. 

 

Theoretical Background:  

Islam as a monotheistic religion which is   a way of life, subject  to  rules and teachings received by 

Prophet Mohammad from Allah through the Holly Qur'an. 

Islam was built on five terms  , which be must implemented by every Muslim: Shahadah or 

witnessing; Salat or Prayer; Zakah or Charity; Sawm or Fasting, and Hajj or Pilgrimage (Bonne and 

Verbeke, 2006). 

In the Islamic community, the Qur'an identifies a Muslim way of life in to two styles: Halal which 

means in Arabic "What is permitted" or lawful, and "Haram" which is not permitted or unlawful. 

According to these rules, one can simply understand the role of religion as one of the potential individual 

factors shaping consumption decisions. 

The two terms Halal and Haram apply to all aspects of a Muslim's life including food and other 

items such as cosmetics, personal care and cleaning products, making money and every action. Some 

estimates show that 70% of all Muslims worldwide follow Halal principles (Minkus Mckenna Cited in 

Miller and others, 2009). 

As this study is addressing  the animal  food products and the factors affecting their marketing in 

Islamic perspective, the study focus will be on which  these food products are Halal and which are 

Haram? 

In Islam, eating is a form of worship to God (Allah), like prayer. In the Holy Qur'an and Ahadeeth, 

prohibited food products are  listed, but there are some common themes such as: 

a. Slaughtering of animals must be performed by cutting jugular vein while saying the name of 

Allah. And after the animal, quick death, it must be skinned and drained of all the blood. 

b. The use of any animal by products is strictly prohibited. Animal by products are products either 

taken or produced from the body of the animal, examples; include blood, gelatin and processed 

dairy products which use enzymes and proteins from animal, except for milk which is 

considered Ralal (Miller and others, 2009). 

According to the Islamic perspective, we can list Haram foods III several items: 

 Animal not killed in the name of Allah. 

 Blood and blood by products. 

 Pork and all  its products. 

 Animals slaughtered or dead before slaughtering. 
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 Carnivorous animals, Birds of prey, and land animals without external ears. 

 Alcohol and Intoxicants. 

 Foods contaminated with any of the above products (Mouelhy, 

 2000 and Miller and others, 2009). 

 

Producers, service providers, and marketers have to take in account all factors and rules of Islam in 

their processes, they must know that the characteristics of raw material used in their products, and the 

work force who produce the goods or services. Also they must understand that Muslim consumers may 

avoid eating in a restaurant or a hotel even if it located in Islamic Country because this restaurant deals 

with alcohol or any Haram food. 

The Islamic culture also disapprove being in a hotel or restaurant with drunken guests, or women 

who are wearing indecent outfit ( according to Islam teachings). 

Muslim consumers should avoid pork and alcohol; get meat from a Halal butcher, who slaughters 

the animals in accordance with Islamic principles. 

The Halal food market has exploded in the past decade and is now worth an estimated $632 billion 

annually, according to the Halal Journal, a Kuala Lumpur-based magazine that is about 16% of the entire 

global food industry (Power, 2009). 

The main reason for the growth of the Halal economy is that world's 1.6 billion Muslims are 

younger and, in some geographic regions richer than ever. In order to obtain a niche in Halal huge 

market, Non-Muslim multinationals organizations like Tesco, McDonalds and Nestle have expanded 

their Muslim-Friendly offering and now control an estimated 90% of the global Halal market (Power, 

2009). 

Methodology: 

 

a. the Study's type: 

This study is a descriptive quantitative one, its analytical purpose needed for determining the 

factors that influence the Muslim consumer's  purchasing decision for animal food products. 

 

b. Study Population and Sample: 

The study population is the Jordanian citizens living in Amman regardless their religion. The study 

sample involves 50 respondents from Muslins and Non-Muslims Citizens, and between the ages from 20-

65 years for both sexes. 

A questionnaire was designed to gather the primary data from the sample individuals. The 

secondary data had been obtained from the books, articles, researches either from the libraries or the 

internet. 

 

The statistical analysis results. 

 

1- Cronbach Alpha was used in computatation of the interitem consistency reliability coefficients of the 

independent and dependent variables. The consistency degree for each one was high and enough to be 
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acceptable in studies and researches. The table below shows the testing results. 

 

Table number 1: Interitem consistency measurement. 

 

Statement Cronbach Alpha 

Independent variable no. 1 

Statement 1-4 

 

0.783 

Independent variable no. 2 

Statement 1-4 

 

0.756 

Independent variable no. 3 

Statement 1-3 

 

0.783 

Independent variable no. 4 

Statement 1-3 

 

0.766 

Independent variable no. 5 

Statement 1-2 

 

0.8.4 

Independent variable no. 6 

Statement 1-3 

 

0.763 

Average 0.793 

 

Table number 2: Means and standard deviation 

 

The questionnaire Statement Mean S.D 

Means and methods used by the Jordanian citizen to be 

insure that he buys Halal food. 

 
 

1. I buy meat and chicken from Muslim butchers. 3.3396 1.32931 

2- When I buy a product I read the names of materials 

used in the production. 
4.3396 0.78308 

3- I prefer to buy the imported food products which are 

produced in Islamic countries. 
2.0566 0.79458 

4- I believe that there are non-Islamic countries export 

Islamic food products to Jordan. 
3.4528 1.16958 

The degree of the confidence of the Jordanian customer 

and his consumption of the food products the Islamic 

perspective.  

  

1- I don't believe in the written statements on the product 

that it has been produced according to the Islamic 

rules. 

3.3019 1.29474 

2- I don't buy food products from Suppliers who sell 

alcohol and pork. 
4.3019 0.72284 
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3- My confidence increases in the food product if it 

includes a certificate issued by a related Jordanian 

ministry. 

2.0377 0.78354 

4- The imported product must be halal if it was imported 

from an Islamic country. 
3.3962 1.27611 

Marketing Ads   

1. I stop buying a product if its adv campaign includes 

dissipated women, even if it was halal. 
2.8491 1.32137 

2. Halal product does not consist with abusive 

advertisement. 
2.9811 1.23242 

The availability of an adhesive label on the products, 

indicated that it is halal 
  

1- The availability of such label increases my willingness 

to buy the product  
3.3774 1.24385 

2- The label has to include all the needed details about 

the materials used in producing the product 
4.0377 1.05543 

3- The label has to be written in Arabic language, to be 

understood by all the Jordanian consumers 
2.5472 1.24909 

Creation of a government institution to be responsible in 

determining the product whether halal or not. 
  

1- It is better to create a government institution, to 

examine the imported food products to insure that it is 

halal. 

4.0189 1.04680 

2- A certificate issued by this institution will increase the 

confidence of the Jordanian consumer that he is 

eating halal food 

2.5472 1.24909 

3- This institution facilitates, and saves the Jordanian 

consumer time in searching for halal products 
3.0566 1.32164 

The whole  3.2721 0.43028 

From the table above we can note that the highest mean was for statement number 2 in the first 

category which is "when I buy a product I read the names of materials used in the production, the mean 

was 4.3396 and the standard deviation was 0.78308 and the lowest mean was for question no 3 from 

category number 2 which is "my confidence increases in the food product if it includes a certificate 

issued by a related Jordanian ministry. The mean for this statement is 2.0377 with a standard deviation 

0.7835. 
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The Study Sample Characteristics: 

- The Gender 

Table no. (3) 

The Sample's distribution on the gender basis 

 

Gender % Frequency 

Male 73.6 39 

Female 26.4 14 

Total 100.0 53 

 

We can note that males are more than females in the study sample, with percentage of  73.6% for 

males and 26,4% for females. 

 

Age  

Table no. (4) 

The Sample's distribution according to the age 

 

Age % Frequency 

20-30 years 24.5 13 

30-40 years 30.5 16 

40-50 years 26.4 14 

50-60 years 11.3 6 

More the 60 years 7.5 4 

Total  100.0 53 

Most of the participants are from 30-40 years, with a percentage of %30.2 

 

Religion: 

 

Religion % Frequency 

Muslim 75.5 40 

Non-Muslim 24.5 13 

Total 100.0 53 

Most of the participants are Muslims. 

 

Hypotheses testing: 

The first hypothesis 

 

There is no statistically significant relationship between tools available to reassure the Jordanian 

consumer that he is eating Halal food products, and his decision to buy or not. 
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Table No. (6) 

Anova 

Sig F Mean square Df Sum of squares  

0.001 3.860 0.478 9 4.302 Between 

Groups 

  0.124 43 5.325 Within groups 

   52 9.627 Total 

 

Analysis shows that the value of (f) 0.001 less than 0.05 , so this leads to accept the alternative 

hypothesis. " There is statistically significant relationship between the tools available to re assure 

Jordanian consumer that he is eating Halal food products." 

 

The Second hypothesis 

There is no statistically significant relationship between the degree of the confidence of the 

Jordanian consumer in the marketing ads and his consumption of Halal food products. 

 

Table No. (7) 

Anova 

Sig F Mean square Df Sum of squares  

0.000 7.669 0.659 9 5.932 Between Groups 

  0.086 43 3.696 Within groups 

   52 9.627 Total 

 

The table shows that "f" equals 0.000 and it is less than 0.05, this leeds to accept the alternative 

hypothesis. "There is no statistically significant relationship between the degree of the confidence of the 

Jordanian consumer in the marketing ads and his consumption of Halal food products. 

 

The third hypothesis: 

"There is no statistically significant relationship between the information printed on the adhesive 

label on the product and the buying decision of the Jordanian consumer." 

 

Table No. (8) 

Anova 

Sig F Mean square Df Sum of squares  

0.002 4.053 0.532 7 3.723 Between Groups 

  0.131 45 5.905 Within groups 

   52 9.627 Total 

 

The table shows that (f) value is 0.02, and it is less than 0.05, this leads to accept the alternative 

hypothesis. " There is statistically significant relationship between the information printed on the 
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adhesive label on the product and the buying decision of the Jordanian consumer". 

 

Fourth hypothesis: 

There is no statistically significant relationship between the dominant religion of the exported 

country and the Jordanian consumer approbation of the food product. 

 

Table No. (10) 

Anova 

Sig F Mean square Df Sum of squares  

0.0021 4.053 0.532 7 3.732 Between Groups 

  0.131 45 5.905 Within groups 

   52 9.627 Total 

 

There (f) value is 0.022 less than 0.05 , which accept the alternative hypothesis. "There is 

statistically significant relationship between the Jordanian consumer approbation for the food product and 

the common religion in the exported country". 

 

The study recommendations: 

According to the results of the data analysis the study presents the following recommendations for 

the different parties in the consumption of the food products. The suggested recommendations may help 

those parties in determining that they are suppliers, consumers, and marketing halal food. 

 

1- For the food products which produced locally the producers have to use a clear adhesive label 

with each item that it free from any harmful material." 

2- Suppliers in their initial campaign have to employ women who wear the Islamic outfit and this 

must be controlled by a governmental body. 

3- The food importers have to focus on the Islamic country’s regulation in their trading deals. 

4- Places who sell alcohol and prohibited items must disclose the contents of the product, through a 

clear to read label. 

5- The Jordanian Government has to establish a formal responsible body to carry the responsibility in 

determining that a product is halal or not, through issuing a certificate to the producer, importer, 

and the supplier. 
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