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Abstract

In recent years, halal products have emerged as a growing segment in the global market, attracting increasing
attention even in non-Muslim countries. Canada, with its cultural diversity and expanding Muslim population, is
recognized as a promising market for these products. However, the effective marketing of halal products to non-
Muslim consumers remains both theoretically and practically challenging. This study aimed to develop a
comprehensive model for marketing halal food products in Canada, with a specific focus on non-Muslim
consumers. The research employed a qualitative methodology based on grounded theory (Strauss & Corbin,
1998). Data were collected through semi-structured interviews with 11 managers of major retail chains in
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Canada. Participants were selected by using purposive sampling and interviews continued until theoretical
saturation was achieved. During data analysis, 113 open codes were extracted and consolidated into 20 axial
categories through axial coding. The findings were presented as a paradigm model encompassing causal
conditions, contextual conditions, intervening conditions, central phenomenon, strategies, and consequences.
The results indicated that factors, such as brand trust, product quality and taste, consumer awareness, the role of
halal certifications, and accessibility in mainstream stores, were key elements influencing non-Muslim
consumers' purchase intentions. The proposed model offered both a theoretical and practical framework to guide
companies operating in the halal food industry. By adopting effective marketing strategies, these businesses can
increase their market share while enhancing the trust and satisfaction of non-Muslim consumers in Canada.

Keywords: Halal Brand Marketing, Non-Muslim Consumers in Canada, Grounded Theory, Halal Brand Logo.

Introduction

Over the past decades, the halal food market has experienced substantial growth, reaching an estimated global
value of USD 1.43 trillion in 2023, with projections indicating continued expansion in the coming years.
Although religious compliance remains the primary motivation for Muslim consumers, a growing body of
literature suggests that non-Muslim consumers increasingly perceive halal products as healthier, safer, and more
ethically produced alternatives. In multicultural societies like Canada—where over 22% of the population
consists of immigrants and cultural diversity is deeply institutionalized—nhalal products are progressively being
integrated into mainstream food consumption patterns.

However, existing research on halal marketing has predominantly focused on Muslim consumers or on Asian
and Muslim-majority contexts. Limited attention has been paid to how non-Muslim consumers in Western,
multicultural markets perceive, evaluate, and adopt halal food products. Moreover, most prior studies rely on
quantitative approaches and predefined theoretical frameworks, which may not fully capture the complexity of
consumer perceptions and market dynamics in such contexts. This study addressed these gaps by employing a
qualitative, inductive approach to explore how halal food products could be effectively marketed to non-Muslim
consumers in Canada and by proposing an integrated marketing model grounded in empirical data.

Materials & Methods

This research adopted a qualitative methodology based on the grounded theory approach proposed by Strauss
and Corbin (1998). Data were collected through semi-structured, in-depth interviews with 11 senior managers
and supervisors from major Canadian retail chains, including Costco, Walmart, Safeway, FreshCo, and Real
Canadian Superstore. Participants were selected by using purposive sampling due to their direct involvement in
product assortment, marketing, and consumer interaction related to halal food products.

Interviews were conducted between December 2024 and February 2025, with an average duration of
approximately 50 minutes. All interviews were recorded with participants' consent and subsequently transcribed
verbatim. Data collection continued until theoretical saturation was achieved. To ensure credibility and
trustworthiness, multiple validation strategies were employed, including member checking, peer debriefing, and
the code-recode strategy. Additionally, three interview transcripts were independently coded by an external
researcher and inter-coder agreement was established.

Data analysis followed the 3-stage coding process of grounded theory: open coding, axial coding, and
selective coding. In the open coding stage, 113 initial codes were identified. These codes were subsequently
refined and aggregated into 20 subcategories during axial coding. Finally, through selective coding, these
categories were integrated into a paradigmatic model consisting of causal conditions, contextual conditions,
intervening conditions, action/interaction strategies, and consequences.
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Research Findings
The findings revealed that the formation of purchase intention toward halal food products among non-Muslim
consumers in Canada was a multifaceted and dynamic process shaped by the interaction of several key factors.

At the core of the proposed model lay the central phenomenon of “purchase intention and normalization of
halal food consumption”. Unlike Muslim consumers whose purchasing decisions were primarily driven by
religious obligation, non-Muslim consumers approached halal products through a pragmatic and value-oriented
lens. The study identified product availability, trust, perceived quality and taste, and consumer awareness as the
primary causal conditions influencing purchase intention.

One of the most significant findings concerned the role of availability and distribution through mainstream
retailers. The presence of halal food products in large, well-known retail chains, such as Costco and Walmart,
not only reduced search costs, but also served as a powerful social signal that normalized halal products as part
of everyday consumption. In the Canadian context, such visibility contributed to the deconstruction of halal food
as a niche or exclusively religious category.

Trust in halal brands emerged as another critical driver of purchase intention. For non-Muslim consumers,
trust was rooted not in religious legitimacy, but in perceptions of food safety, ethical sourcing, transparency, and
regulatory oversight. Halal certification logos and credible labeling functioned as trust signals, particularly at the
point of purchase, by reducing perceived risk and uncertainty.

The study also highlighted the central role of perceived quality and taste. Participants consistently
emphasized that positive sensory experiences were essential for repeat purchases. Even when trust and
availability were present, poor taste or inconsistent quality could undermine long-term acceptance. This finding
underscored the importance of positioning halal products not merely as compliant or ethical, but as competitive
in terms of core product attributes.

Contextual and Intervening Conditions

Consumer knowledge and awareness constituted key contextual conditions shaping attitudes toward halal
food products. The findings suggested that non-Muslim consumers, who understood halal as a system
emphasizing hygiene, traceability, and ethical treatment of animals, were more likely to develop positive
attitudes and purchase intentions. Conversely, limited knowledge and misconceptions—such as associating halal
solely with religious identity or with animal cruelty—acted as significant barriers.

Several intervening conditions were identified, including ethical concerns regarding animal welfare, price
sensitivity, and sociopolitical interpretations of the term "halal”. Although many non-Muslim consumers valued
ethical production, concerns about animal welfare during halal slaughter could inhibit acceptance if not
adequately addressed through transparent communication. Price sensitivity also played a moderating role as halal
products were expected to remain competitively priced relative to conventional alternatives.

Marketing Strategies and Action Mechanisms

The proposed model emphasized a set of integrated marketing strategies designed to bridge the gap between
intention and actual purchase behavior. These strategies were centered on the marketing mix (4Ps) and enhanced
by communication, education, and digital engagement. Key strategies included:

e Competitive and transparent pricing to address price sensitivity

e Strategic placement and distribution in high-traffic areas of mainstream retail stores

e Clear, informative, and minimalist packaging featuring credible halal certification logos

e Educational initiatives—such as in-store signage, trained staff, and brief explanatory labels—to reduce
misconceptions

e Experiential marketing, including product sampling and demonstrations, to lower psychological barriers

e Digital and social media engagement, leveraging influencers, customer reviews, and storytelling to
strengthen electronic word-of-mouth (eWOM)

Training retail staff to respond effectively to consumer questions about halal products was identified as a
particularly impactful yet often overlooked strategy.
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Discussion of Results & Conclusion

Successful implementation of the mentioned strategies leads to multi-level outcomes. At the economic level,
increased trust and normalized consumption contribute to market expansion, greater supplier investment, and
long-term growth of the halal food sector among non-Muslim consumers. At the behavioral level, repeated
exposure and positive experiences foster habitual purchasing, brand loyalty, and redefinition of halal products as
standard, high-quality food options rather than religiously marked goods. At the social and institutional level,
broader acceptance of halal products supports multicultural integration and reduces cultural distance although the
study also acknowledged the potential for politicized interpretations of halal in certain contexts.

This study contributes to the halal marketing literature by offering a comprehensive, grounded theory-based
model that explains how halal food products can be effectively marketed to non-Muslim consumers in a
Western, multicultural context. By moving beyond religion-centric explanations and emphasizing quality, trust,
transparency, and normalization, the proposed model provides both theoretical insight and practical guidance for
marketers, retailers, and policymakers. Ultimately, the findings suggest that halal products can transcend their
religious origins and become an integral part of mainstream food consumption when aligned with universal
consumer values.
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Table 4. Basic concepts, subcategories and main categories

49! Poado

=P Ysho

ol Yaio

1o/ g

U39 o fwd )

Gy fiund S o3

slazef sl

slezel S Ol ety N a1 8 0l

o@}}.ﬁjgéwt

Pl 15 6,50, Lkt

I 5,5 4 0L 2l slazel

b e

CdS 5 S el

CoiS gl p D Jgams b &

Fhog O 5 ol (kS

Cstke LS

b s e uSTh

IV SY pame L 5 ) 5 81,8 e (slas,y il

Bl Y pume i 5 oS

df)ﬁouj}abjﬁ-)éd%&yjﬁnuf

FIpes F iy

&)u‘})}glug&hgg)ﬁQuj}o:}):)}.‘l:-

gjjbm}}obﬁ)bdwu\ljz)}é’

e 425 9 Olasailas ol L cagrl 5

I SN gamms g5 5 55 OlasasOlas b HLL 28

I sl 218 5o b5l asmdlis

I aab al ol ga SLET Lot OIS

Jgames CoiS 5555 I asb ol & t3uiliebs!

I sla 2l £ 55 &

e BU1 5 M a1 & t3uiliabs!

SN Sl al e I a1 EuOlbl

FDA Wl lie jaae glajsms 5 S e

a5 4 52550 asbal BB

DM Y ez b 5 3 sl S 25

j}LmZF‘éfj’u‘}Al}a
I by

BT ol = !

sl 5t

&*@L?T 50l

Sl Gl Sy (oade GLL I s i

QL?.LSJJ.A» @L?T sl

ol Codt] 5 SN (glima L U)J_L;.':.TU

Pl ab 2l 8 slailes 85L55 el

J%QY}M;)QJJOKMJWUJA)}&T

Pl b il 35545 AETL

I 5 51 0L e Clis 5 AT O e

PG YT u——r
o s 3 u"fi'
I JJJ.: B)L.)A




\FeO (BY) UJ*L_\.; oyleds s A)L«ﬁa ‘V.AAJ'JU‘ Ju (s o‘l'i)‘)l‘ QLE.;.E:J/ \A

49! Poado

=P Ysho

ol Yaio

IV Y gz 5L 55 O LS s e (658

0 e 255

M Y gzmen A 5 55 i S8 5100 2ie Clils

DM W 55 slas bl (6 5 51O jzie Clils

P CaS” I iils

aMJJ@ dal?T

IV L 510l e cutls 5 3,50

R )

Sl 0L s 4 b ) Sen

el o5l

L p drw g5

by p/ams s

(Product Placement) J sua>s _;loil>

Sl 5l

JﬁT}a)ﬁ, é.‘o\.’.njb R a.a\;_b

(Positioning Strategy) b se 5 i,

P Y gezmes 3 e 61 i lejT isles 5 eslinal

= s sl el

Syt slas pal,

sy s ol lat

ol 5 5 ool (sladudd ;5 OLs 0y

UL sl S s (Testimonials) ol e o€ s 56

W‘Qkﬁéhxﬁ%iﬁ)éd%&y}muf

bbb 5 bl ods oy s 2l 530

@l ol (b gl

SIS 55 50T 15 Ol 5oy S e

L5 68 s Jole Ol 5o Pl (I

L 2 G e Ol ey JD OGS

S ik b (1l Jpame Ol o b Eani e

LA@K&);JJMGQJ)#TCM f\?b‘

S (glas jllial 5 iS5l Ol s IM a1 S Ol

P ol S cilis s ol

6\@)}) J)Jesr.'.‘:.: Slelus)

B 2 S 5) e Slowd 5 755 S o

S 35 58T 15l Ol 5oty (65108 o s

Lol 3 b3l Oolid Soledbl &)

S i 3 b5l Glad Sledb! &1y

sl —wsl_¢ é‘r—f Ls!L—L)‘).L. ‘5l_mui.'__§

P i Sdulas g ie

Pl DY games 5555 0L, ls ol

o3 50T QLSS Law 5 Colad Sledb! &

3 b slas pal,
B STl )




49! Poado

=P Ysho

ol Yaio

L;“a-ub"‘::uw- slaesls J:lz.? E) ‘_;)ij}f

N N

O uS s e glaj 4 4

e s o sl S|

1 5 50 (5l pu i) 5 Ol 58555

(Cs55) ! (L

o855 Sulons Ga b3l OB s> I3l

ezl (caaSls gl paS

IV DY gamen b ,me 6l (sl s 5 iS558 51 aslizal

‘_gl_h&.._:: 4&;.1\_.»;.1) LO_.'L;&:E‘) 5))\.'.5 ‘_;Lf)lfﬂ\{
Mo Y oz 35053 AT (sl (gl (o le|

‘5)‘)-‘—9‘_9:" E) IV~ E)\{)J C_M'Z‘:J.i;}.ﬂ

IV e iyl 5555 il s g

Pl glina 51 SL S s

I gl 5,555 Cils s g

d%xﬁé)\{):hrmw;y

I e sl > (IO 51,

J%QYWA:JjJ,\;:I}Q:}gGEN"\J\TB)ALAQﬂL“,

IV Y guzmes Dbl 53 Sl b Sl by 36

P Ly o g3 55 0L ria S Ol

Cod 4y Sl

L&lﬁ)d)lfcﬂﬁ_ﬁ

(Cad) 03 52 46 o ts0 5 o

M Y gemea 5L 5 Cad

I iy 4 0L s (fad Sl

sl Aol s Lyl

L ol Sledis)

I Y guamms Olowzal & Jylas il 30

I O geomes by & sle

Pl DY geamee by & 4 Liles

(Niche) s s Dolib g (s G eyl 0393

0 e lwgsle

PP QY)—M

; ; A o,
P DY games 1ol D glate) e > 2 0 N> Y gz (Gilusnle 5 o a5k Al B e
o llS 9 e
DM DY guzmea by = (6 5luissle
P Y guemes S50 auls 21530
I Y guzen 53 OB S sl (18 W o S5b A s g g3lasl gladaly
DU s I OV seames 3505 20153
J%&Ywdwud&@;\@
awdwfs)édﬁbyrw@#%jﬁ\f &]g_.,.,\_,,:‘_gl,a.ulﬁ
L;)l:éjjdfl):\‘_gl.au\.al.i
JWQY)MJ{PJ‘S}LQJ\QBJ J}\:—CAY}M

IM> 3519 51 s gwlbow CBls

Sia b D zalS”

U K s olde $Kan 5 55 I Y guame 0S4y 3lgs

analer (S i 3,055 b M Y s (g penet

©slg u”L":‘?‘ sladaly

(yolo Sdg 3 S4Bl @ @in)




VP (9") &l:.‘v_ bju ‘C}w BJLQ-:" 4‘..&5]:‘..& JLM’ tua_y ‘f\iJ‘)L’ QL&:&’J/Y'

rl At A e a3yl e S5 IB s
Gl slal 35 ol 2 S 6,8 S el o
& aS 5 ame gl |y I Y mmes L5
Aas e LS u\...arUa; Sy e 130 s Olidis 8
e Jis Gl sl S NS a5 L

BE (1998) U‘:’J}SJ uﬂj\j’—.ﬂ‘ J.LA uﬂ\.w‘j &A)ﬁ

RGO PRI (S

Bha L5 ) e sida AG) 5 G100

A oo (o i 2 e 3 RS e
S s

|

AP ) J s i el @
P (dyana g f 5 isad)

_ Bl By s

I A iy s g2k : SV gt disa 3 LS AS (SGsal @

Sa

Gujuin gUHs 41405 0

WOSall) 59 s dii) @
1 (P SASS Sy
Sla Y gt 4 s AT UG

> TN BTN S

Gl ke SA SlBaSa e
O Lo 2

Caddy G fe S 0

Bha By

A g S sy o
S g ALl sy o

o 3 Gl -T-f
L ol slaadsie oy 5 SIS a0 55
o o 3 ol gLl () o By S
o o ol 53 s 4 H LSS (6 pome (6,10 A
56 el (Gl 3 plul gy (gl anes dsie
Sl e s sl 5 G O s O3
Ol Laslsy 5 Al Olajlo (557 o By ol Y 5
Ladoly 5 las aly b Salstloe 5 glana o e Lol 3

o G gana gt @

Bla 4y e ) 0

Sl oY g gt 5 S

SUaElg A 0 e iy jadn e
(o 3 Saally o gfts) 550

P AN () o G e
Sha Y pana g i

Dha DY guana 318 4SS o

Sl e gy pd i A A .
s S s

SN geana LA 3L aae SR e

(ol iy Sloasly i) a s garlsbl Jube 1) S
Figure 1. Research paradigm model

Bl Ao A s (PL s GboL las sl G b
o Jmledr Ole ol 93 (S some By 350 0 e
5 a3 Al 35 S Y e
,_JUC,_-»J 4S50 (= SN pome (g 5Lssls

S5 omi § Som -0
G S s dl b aS sl Ol e ol laasl
OB S s me Ol ys s Uy U 5 b
S glas gamn u;‘...fr.hj Jol= (5L s Olidass ;8
Q.{Lgijadwljfdgd.»}d‘@jcé;g}ﬁbﬁ



OT (S slas bl 5 wels 5 o) Cblis i
Bonne & Verbeke, ) 4«5 5 0 s S slazel
5 Sk OB S 5 ez (595 slanlllas 53 (2008
5 Dol pllai e slazel 45T i) 4zed et &
el s 2y Gl Y b Y S
aSG 75 (Wilson & Liu, 2011) 43 5 b
53 slazel slowl O oMl (Gilud &S AS
sl dmm g Ail 3590 Ll g a5 &S 9 SV 6) e
slazel (Oblokens 2 Ola 3 7 ol ) bl dalllas
5w sla B30 o a8 oade p 1AL 5 @
ol s I glads e opl ol 6l gzl B
(Sl 5 Cdlidn by G 2 51 s BUET (oner
5l e 3 Slaply 53,
)Cﬁéfwﬁwusﬁf;}gﬁ;%ﬁ‘&‘b
L 48 ks 0L (S slaesls o g J guame 0ol
e IS sl ol 5 e b 5 S e
WOM L ,ixe a158) Juslye ;K5 B oo bl
ded L5 o onb Sl (e AL s gl
Bonne & Verbeke, ) 455 505350 o Sl & &
33 ool £ 50 Ol sty | 0S| sl oS 55 (2008
Llos S b ae Mo 28 5 4 slazel
1S 5 WOM) olasasolas Sl ik
Slaosls y3 i ml 5 g &85, =l 3 55 e
50k laaso 5 CIB )3 05 san g o
5 Golwslazel Jale T 01 ,LST (slas,y 550
Aziz & Chok, ) ¢S o 5 558 590 ¢Sy L2alS
1S 51 AT s WOM 4S” Wlesls oLis (2012
03 Ho P el s Gla &S s (o LS 3 pme
Zahrah et ) o)\Sea 50,87 . Lzwd Obldis & Ol
s mlo 53 I (slaki 85 3 55 @l 2023

g S & 5 | eWOM J;_fu ‘(u—:“i‘JT(‘j‘}J)

(o ol S 5 e G113 5 5SS cenb
5 0Lasau0las oL,k eI ;ame 218 5
B SR G- P R S PN LS. PR S-S
s Cald (gt GLa 25 b e 5o il

Ll KT e LS

G970 by 9 e Luly5-1-0
ST sl s a5 S
Lsls OLis aesls .5 g I OY guames (6 oy o 1w
58 550 el 55 I Y s oS a0 S
Slaay 5o (il s 3 s 55 055 sladUE
Jlol 5 a8l alS ediS' 5z (6 g g
i 48l ol o Rl B 2 b ¢S IS
(Rezai et al., 2012) ol LSen 5 olo,y irs L
OV game dn HIUL L o s sl QLA 45T Sl
555 0T iy 5855 Jlse 535 51 IS
el 035 Pl 3 Oleds o O WS o s
5 (Mathew et al., 2014) o1\ 5 site ¢ pwoman
Sl s 5 8 iy e s 45 e ST 21 E
i ol 0L o LadUIS 3 I Y 5ames
A o Ll Oblads 2 55 L OT i dy 55 cage
rer Sl 3 & 515 OLi sl Al ol oyl
Lle ¢ ool 0L > (Lo olig 5 45 ) gaim (lsbIS”
Jee— 5> Hes i Lgas Walmart 5 Costco
Sl (eleil SLE G dltew Shsjls b 5
Splad 0345 o M OV guames 9 e (g lussle

s er odalin oS Olekus oy 5SS aal o 53 oS
PS5 3 N I Ay sl
g A oml sl 5o b Bt SladS e
Oleds i O S 5 520 47 sty OLiS s fulows

slalesl Cow a5 Wls Ll s 5 a4 550 s



VO (BY) sl osleh cp s slad cons L Sl e 5 o515l Sligiond / YY

et ol Sl Sl 3 e S
solael e 3 o Coily e oS 5 6500
&S o 5 e 255 A ) mle o iy e s
e o S e |y Cmed 3 (AZIZ & Chok, 2012)

..U‘o:;k;ﬂv\if-wzw&'w

Bowols 9 S panly - ¥-0
Las paly 51 (glae gazes 45 dsls Ol La o
Lk B el Sl e 6l Y el 5 S e
I 3S 53 PA) Gyl dssaT ST oal 315 85
Olgieas 2By 5 Colas I8 aad o )ls 4l 5 las
23 MSl S5 g (e Sl 4 (Sl
e g 53 T (o JUIS” 5 ¢ Lol (slaolSs g 3
B gLals 5 glas aly des (s iy s
50 Sl A 5 (T SlaieeS e
Fire QLA Ly ol o (0lad (gl 33 5 O e e
DB e oles S5 55 leed UK Ol 5o
Slaamo 5 Lasil ol s Sl 6 f5e S50 oy 5 o
S LS &5 - 5,153 (Tieman, 2015) oels
Wl goa S 5 (slaply 5 L e

slaasl K5 51 08w 0o pan slali 4 4 5
Sladi a5 Sl ol Ol s o g sl ol e
Ol 5 g atdow a3 L 1) 5 550 DY geames S
Oln 53 b pdiy Ol e sl GLbail ko
fb 50 a3 a3 Oledase 2 O84S s e
e p Lo as L3 Ollds 84S s e OLIS
cprb 3551 J e Ll i S (s (D
La0T laSli b 5o o e i 2 5 (s
dasl 5 5y us slaa Bl il 4 Bls Sly Sees
S 1S o uSb 55 (Wibowo & Ahmad, 2016)

,laﬁicubwj:;@rm&b&:bju)@wb}?

S s e, S Wb 2 S
5 OLE aS sl Ol g ool gl o o ne
IS (§ S o il 55 oy (Sl
2l L aS Gl (l0lebus 22 ) slazel (IS
o s (Ambali & Bakar, 2014) LS, 5 JLaT
slaslg Lzl ol 5, ,s (Tieman, 2015)

ol O oo aMJGA\;

F U 9 Sl Tl ph Y-8
O aS o pme AT 5 5l 48 Lsls OLis L asly
| mr ot B OT b3 5 (3 55 5 UM sge &
5 s S e ol 5 il 6,8 IS ol
g 45" Wsls ol (Rezai et al., 2012) R]JICONS
LU, &Y guames Jgeol 1 Obladans 1 55
55 Al s 53315 OT By Uy (gaiis
slas S5 51 ALET o Lo A oaltee
(6 gy 3 bl ( (S350 10 a2
L dad b 8 S 5 e 5SS e e
b 5 S e ol o
sl 5 5 S adslde Jalse SUcos w =
(M g )15 LAC IS e g €S Cnis
s ol i 1y 0T 5 a8 oul gl S w
S 5 Sl (sl (ol 48 5 LS e A

Ambali & ) J8 5 JLaT s b alie il
slacils » Lsls OLis 45 ol (Bakar, 2014
e L P Sl Po PR R
N sl 1SS Syl 3 Ll S
5 Ul ol Joojl g g 50 OB WS 5 2
D gs e s Sl

ol 55 (Wilson & Liu, 2011) 4 5 s

AT Dl (5l 3 (B sl 2550 i



CiS S (glslae s ba Ol o
8 bl slac b 5 158 el codiaST |
Bgd i b b diy 4 d5lg e Jelge cpl 55,0
.(; Mathew et al., 2014Aziz & Chok, 2012)

4S5l 0Lt gl el 5 (STl el 53
2 I Y e L OB WS s e g o p sl
LS (O e (55l (o318 w i ey b OL
O G 550 5 dymmms e 5 S ST S
el g Sk STL 5 Wl e lilnl gl 8 0 e
NSS4 Joles Sl 00 eslazel oy 5 4 15
(S e oSS (g5l )bl 6,8 S 5 s &
Bonne & ) aSl,s 505 laasl L 4SSl
J =8 g slazel i &5, ,s (Verbeke, 2008
jjuf@uj_g)‘,\_i);rﬁ_.d)“ugf\,;\
ol 5L, (Golnaz et al., 2010) ol LS as
Sl Slsen Olldis 18 Low ¢ IV DY guaes

Loz e O Laosls (golgh 5 golorar! lau 3
Ls\-,éé)ad)&_v-&\l}_,apujia:f_wf)}_é}d
5 Gadlols 28l 4 Wl o e 50
s e S pliz OLaziS U ity (g geuen
=S S DSl al st 5 Olajea
Sl an e gla iiSTH L cwbw glacils
58 e (oolasl Slosl js aS Ul oLl (UM
Bergeaud-) el odd i, 8 5 1de S sl
. Wilson & Liu, 2011Blackler, 2015

G4 g dguse 9 balglw -F-0
kg 4S5 S, kY oS agy ol le asl
L;.&l';éu L;LAM .L.:‘JS@ Lilodds C‘f::.ﬂ‘ bt:.b.ob\é

SV pame o5k 85 53 et T Slades sl 2 )

Ll 5o La OT oy 5 slezsl Ll 61 Sl
SIEEC S PEIL FRMIE VIV U
o3 iy 0 G35 o S el ol (2K
S age L S e g

Abdul-Talib & Abd-) G13 Jlice 5 allie
Sl ($5 0 i)swT Cemal o 55 (Razak, 2013
Lol 5o Pl ol 5 (285 015 s 685 )
Jliow s (sla (g, 5Ll eslizal . Lles S uSTh Jle
sl 5 plarl glaala, s Joen e A3L
S Kl ¢ me Sledbl Jsl gl glaylpl ST
5959 S35 S WOM Co o5 5 A 5 sl 6
J> s -5 s (Wibowo & Ahmad, 2016) 4.x|
saleul 03 5 (galgiiny sladus s ((Paudel, 2024)
Ga3l oy 53 ST idu |y Jlam s (555
L1zl Obladas &

S S sl ol GBe 2| 216 ey
5 &3Laslnlal 5o (b gladaly I () 48 ez
@lg 5 larrl 5ol 5 (STl QL drn s
S eyl 4 513 OLES Waesls o ol
315 5 S e Joe S L ol 55 5 Olejen
sla S sy S5k 063 5 o 5 oend o
el OS5 5l bl (O e
Lsd o e P> DY guame

4 slazel (20580 Ik daw g 9 (ool chu 33
SLadU 3 Jlnl 6y s oD (a1,
fan g (Gl ) ey codaeS ol kS O 5 o
3 EME Gl Sl (I DY s s S|
OB LS O e 0o 53 5L g 228 5 (605 T
DL o sLa sy A e ol 5 Olals 6
Sl s Pl OV ame i d 4 S dlesls



VO (BY) by osles cpm oslad con3 5L Jlo ey 5 sl ligiond / YF

855 3> Jled Gla S 5 558 e slgiiny (LS
555 Lol sl pal; 5o (M olie DY sams
(S s e i Oler 5 63 S Gl )l
Sy Sl simn 5 A 5 Al B LBlaS (I
5 o a I sy el Sl S a5 (SO
S s cade 0L

Al g o (A5 5 Ol ke 5 0Ly o3 5 <3
I sgie 5Ly5 059 4 OLS IS diadiln 55 5aT b
i Oledas o O IS 3 e ()5 OT bl 5
Ll 0l ke slazel [l 550 5 Waplesl (2ol 55 age
Sheslial ¢ by, dhi s Colis Sledbl &1l s
slagd i by b5 Gl
DY e 9 e (Silegsle 4 Ll g ou,@u
ST ST Oleds 5 Ol s Ols 53 I

Fysy u.m\}_f sLS j3l_wo slasly p 3
Gt &S o L il g e e 3 0 OIS ol
sl ol 5 pdeS 5 5 5l (5l )l
S P YR PR J - FIDCHY =
slwiel 56,8 oo Il (gl moslis —uls g
S 5 S per (sl il 1, 0 S s pas
P sl Sy 58 Ul 5 e LI

25 e Oladuws b Sl 3L 52 OT iy ol 3l

SBIR S Sgume
O35 j el bl ¢ iagh pl Gl ys gl )l L;{v,
s Sns .ol 8,5 2Ky 5 s 43 laosls
clacJes 5L == Wb dladoses cpl (g bl
als ¢ g e DLy (Slejle sla Sl o 05,
)o:;:}wl)dlfuufcfngwﬁu;

SLESH 50 sdie 3 Bes W o3ls sl ol Lo 4o

‘M.mw;owg clayil ys I
2l S e Lol T sla Bags 5 on sletig
kool DY pams 255018 s OLaiisd
oSyl slaslg OB U S syl O u S Ul
o Ao e 35 g OIS el 5 D> 8l &
s bazsl g 8 JSs 53 0SS0 ol Jales 5 28
2500 o A1 I O s
23 0T a5 5 ol allyl Joas (6 b3 slis @ il 5 o0
ST SST (gl o

3L A 53 g ool 4l 4 s 5 L et
33 on gty (Dl 0 oLl LS (Son
SN gammn oLk iy ) a0 ol T Solalllas
S5 st L Olals i sla) 558 5l 53 S
ol 051 4 GBI L ool (slay 58T a3 o gline
5 el (Kon b slasls JiE Wil g e b duslie
Ly Pl Y e s 5 0S50l o) 6lg
35k 5oy Oledkes i D8 AS s e

T sl a3 258 oo sl K055 50
D bk Gl 5 (Bl slal ol 5b e
pin 2laiil (K58 () e ST S 8
Slaely 5 OV e hua dLadila 5o Il
5 LAl e s ralS 0T L5 5 SLals
o) Ol 2 OB US (o me S sla 1SS
A P slas paly dre 5 4 Ll 05 S0 55
A8 ESS I slaks s

S gl Shalgly
L;\J_gbww_kséuulidujhw\@u
OIS ol 5 Olig 503 5 (I ok Ol p ke

..3_)\.5 QLo.l_a».ﬁj;.c 6u)\JL ).5 &‘u\-& GL-'J 3)}_’-



Jeslse (VFAY) Mg ¢ ol 5 ¢ i o ¢ Sllal
ol Olekes 01 S5 8 s 5 STl
PRI T3 gl > PCHN SRS EE Y
AVEOY (F)YV
https://www.itsairanj.ir/article_85437.html
OVAY) o al € 3r (6555 3 (e (M
o s o iy (M 4 25 B e
S\ D) (o] Co o L oty )]
AF4
https://im.ihu.ac.ir/article_201782.html
(i (6L 5 ld jkasus ¢ oo ¢ pal ¢ B)le
33 I d5 ) St 56 s ((VF0Y)
S laley e slaes 5T b st
8 5 pale & 20 D8 WS 5 pamn (6535
XA (O NP gl
https://packaging.ihu.ac.ir/article_207785.html
(Slad (e O 8 (e Sl S Sl
L1 e (OFAY) e (i ol 5 ¢ 0
OOVt e s P 2 o
AFF10)
https://nmrj.ui.ac.ir/article_17668.html
cop e 5 il C oJy o A (o 8
Ol Jgmams ool il (1144) LS
hoee I 5T 5l 5 s Sl
X OV F ey o Olallls T,/
https://sid.ir/paper/370379/fa
sl g .(\\“\\‘)r::a‘&l,\sﬁ&}‘wﬁ\ SYRTIY:
Ao dead e Jelse o 1N e
i Ol gyl 5 OB AS s o an
VA (V)F ¢y o
https://nmrj.ui.ac.ir/article_17674.html

CLlazils &S Lk bl 5 Ol &7 505 5,55 5
s sl yo Laaslas ol bl 5 imman
PS5 ol 5 lo Ly gioma Lile la ol 5
Lraslas o5 5 Goe WIS oL O Sl los
3ol e slaasl oycmlil sl e sliS
L 0T ol 5 s el (BL Lol 5 ) 0l

2,8 Soge LIl by fos 5 (gladie) plo
o 55wl 4 015 e by e K05
3 p—ee )= O S eSHLse L ST

Q‘J_;.é BE) Q)\_é."' .bjj o)l_&\ d)’\-’- Lgl.d:.\)‘ubt'_w‘
e 3 820 gla il il aslae (S
GLA‘)LW L S JI”..S\J 2 b sl gl
Slraslas jloslerul (lalos gdoes pl 542 5L
cu\...‘ﬁ(-al_b 6)‘*1—?5} Laosls R 1_“.1\.7& ((Gns
S 03 Bl 5 me oo sgie Y e | Sl OIS
BE )y &\;\_.c QY}M @lﬁ.)‘)l‘ "L".’.‘f j\ (G

&b
(AN 5l e SL 5 caabl (0L Lo (5 p (o]
L IV L5y OS5 e (83 s ol ()
s L S o S5 55 28
VA=Y (") 4 o o o llil Soliimr
https://doi.org/10.22108/nmrj.2019.118800.1849
Obdems 5 caible ¢ S Hlam (LSS ol
L e Jolse (1F4R) 3 s (L5 (65 somms
Slslizel 5,8 biw 2B L > L, b 5
O Il 5 C iy (slo ing s alms. opiie
yyY-060
https://www.jpishraft.com/article_119763.html


https://doi.org/10.22108/nmrj.2019.118800.1849
https://www.jpishraft.com/article_119763.html
https://www.itsairanj.ir/article_85437.html
https://im.ihu.ac.ir/article_201782.html
https://packaging.ihu.ac.ir/article_207785.html
https://nmrj.ui.ac.ir/article_17668.html
https://sid.ir/paper/370379/fa
https://nmrj.ui.ac.ir/article_17674.html

VO (BY) sl osleh cp s slad cond il Jlo oy 5 o515l Sliiomd / Y8

References

Abdul-Talib, A. N., & Abd-Razak, |. S.
(2013). Cultivating export market-oriented
behavior in halal marketing: Addressing
the issues and challenges in going
global. Journal of Islamic Marketing, 4(2),
187-197.
https://doi.org/10.1108/17590831311329304

Agriculture and Agri-Food Canada (2021).
Departmental Results Report 2020-2021.
Government of Canada.
https://B2n.ir/bw7916

Ahadi, P., Saberian, F., & Pani, B. (2019).
Investigating consumers’ mental image of
the Halal brand using the artificial neural
network analysis technique. Journal of
Modern Marketing Research, 9(3), 61-78.
https://doi.org/10.22108/nmrj.2019.118800
.1849 [In Persian]

Ambali, A. R, & Bakar, A. N. (2014).
People’s awareness on halal foods and
products: Potential issues for policy-
makers. Procedia - Social and Behavioral
Sciences, 121, 3-25.
https://doi.org/10.1016/j.sbspro.2014.01.1104

Arefi, A, Fathi, M. R., & Kahyari Haghighat,
A. (2012). Explaining the effect of halal
brand personality in food product
packaging on consumers’ attitudinal and
behavioral loyalty. Journal of Packaging
Sciences and Technologies, 13(53), 21-31.
https://packaging.ihu.ac.ir/article_207785.
html [In Persian]

Aziz, Y. A., & Chok, N. V. (2012). the role of
halal awareness, halal certification, and
marketing components in determining
halal purchase intention among non-
muslims in Malaysia: A structural equation
modeling approach. Journal of
International Food &  Agribusiness
Marketing, 25(1), 1-23.
https://doi.org/10.1080/08974438.2013.723997

Battour, M., Ismail, M. N., & Battor, M.
(2011). The impact of destination attributes
on Muslim tourist's choice. International
Journal of Tourism Research, 13(6), 527-
540. https://doi.org/10.1002/jtr.824.

Bonne, K., & Verbeke, W. (2008). Muslim
consumer trust in halal meat status and
control in Belgium. Meat Science, 79(1),
113-123.
https://doi.org/10.1016/j.meatsci.2007.08.007

Dinar Standard. (2024). State of the global

Islamic economy report 2024/2025.
DinarStandard & Salaam  Gateway.
https://www.dinarstandard.com/post/sgier-
2024-25

Dinar Standard. (2020). State of the Global
Islamic Economy Report. Driving the
Islamic Economy Revolution 4.0.
https://B2n.ir/mj1005

Bergeaud-Blackler, F., Fischer, J., & Lever, J.
(Eds.). (2015). Halal Matters: Islam,
Politics and Markets in Global Perspective
(1st Ed.). Routledge.
https://doi.org/10.4324/9781315746128

Golnaz, R., Zainalabidin, M., Mad Nasir, S., &
Eddie Chiew, F. C. (2010). Non-Muslims’
awareness of halal principles and related
food products in Malaysia. Journal of
Islamic Marketing, 17, 667-674.
https://B2n.ir/wg9895

Haque, A., Sarwar, A., Yasmin, F., &
Tarofder, A. K. (2015). Non-Muslim
consumers’ perception toward purchasing
halal food products in Malaysia. Journal of
Islamic  Marketing, 6(1), 133-147.
https://doi.org/10.1108/JIMA-04-2014-
0033

Heidarzadeh Hanzaee, K., & Ramezani, M. R.
(2011). Intention to halal products in the
world markets. Interdisciplinary Journal of
Research in Business, 1(5), 1-7.
https://B2n.ir/wf3805

Ismail, 1. J. (2025). Halal brand quality and
halal food purchasing intention among
university students: The moderating effect
of customer-employee interactions. Social
Sciences & Humanities Open, 11, 101352.
https://doi.org/10.1016/j.ssah0.2025.101352.

Jalil, N. S. A., Tawde, A. V., Zito, S., Sinclair,
M., Fryer, C., Idrus, Z., & Phillips, C. J. C.
(2018). Attitudes of the public towards
halal food and associated animal welfare
issues in two countries with predominantly
Muslim and non-Muslim populations.
PL0S One, 13(10), e0204094.
https://doi.org/10.1371/journal.pone.0204094

Lim, Y. H,, Lada, S., Ullah, R., & Abdul Adis,
A. (2022). Non-Muslim consumers’
intention to purchase halal food products in
Malaysia. Journal of Islamic Marketing,
13(3), 586-607. 586-607.
https://doi.org/10.1108/JIMA-06-2020-

0172
Mathew, V. N., Abdullah, A. M. R. B., &


https://doi.org/10.1108/17590831311329304
https://b2n.ir/bw7916
https://doi.org/10.22108/nmrj.2019.118800.1849
https://doi.org/10.22108/nmrj.2019.118800.1849
https://doi.org/10.1016/j.sbspro.2014.01.1104
https://packaging.ihu.ac.ir/article_207785.html
https://packaging.ihu.ac.ir/article_207785.html
https://doi.org/10.1080/08974438.2013.723997
https://doi.org/10.1002/jtr.824
https://doi.org/10.1016/j.meatsci.2007.08.007
https://www.dinarstandard.com/post/sgier-2024-25
https://www.dinarstandard.com/post/sgier-2024-25
https://b2n.ir/mj1005
https://b2n.ir/mj1005
https://doi.org/10.4324/9781315746128
https://b2n.ir/wg9895
https://doi.org/10.1108/JIMA-04-2014-0033
https://doi.org/10.1108/JIMA-04-2014-0033
https://doi.org/10.1108/JIMA-04-2014-0033
https://b2n.ir/wf3805
https://doi.org/10.1016/j.ssaho.2025.101352
https://doi.org/10.1371/journal.pone.0204094
https://doi.org/10.1108/JIMA-06-2020-0172
https://doi.org/10.1108/JIMA-06-2020-0172

Ismail, S. N. (2014). Acceptance on halal
food among non-Muslim consumers.
Procedia Social and Behavioral Sciences,
121, 262-271.
https://doi.org/10.1016/j.sbspro.2014.01.1127

Mavi, S. R., Einwiller, S. A., & Wahl, . (2026).
Communicating about halal products to non-
Muslim consumers-the role of fit and
scepticism.  Journal of Marketing
Communications, 32(2), 105-1109.
https://doi.org/10.1080/13527266.2024.23
35563

Megat, P. A. (2025). Exploring non-Muslims’
awareness of the halal branding concept: a
study of the food industry in Auckland,
New Zealand. Journal of Islamic
Marketing, 16(11), 3202-3221.
https://doi.org/10.1108/JIMA-09-2024-

0408

Nejatbakhsh Esfahani, A., Malekpour, M.,
Soleimani, M., & Shah Nazari, A. (2013).
A model for enhancing the position of the
Halal brand. Journal of Modern Marketing
Research, 3(3), 151-166.
https://nmrj.ui.ac.ir/article_17668.html [In

Persian]

Noor, N. (2025). A closer look at halal brand
image: A systematic review and future
research directions. Journal of Islamic
Marketing, 16(10), 2900-2924.
https://doi.org/10.1108/JIMA-06-2024-0259

Noor, N., & Don, P., & Cassidy, J. (2016).
Factors affecting halal food purchasing by
non-Muslims in a multicultural society: A
case study in Singapore. International
Journal of Islamic Marketing and
Branding, 4(1), 366-387.
https://doi.org/10.1504/1JIMB.2016.081315

Nouripour, A. H., & Shirkhodaei, M. (2014).
Halal food products: Examining the factors
affecting consumers’ purchase intention in
Europe. Journal of Modern Marketing
Research, 4(1), 73-92.
https://nmrj.ui.ac.ir/article_17674.html [In

Persian]

Nurrahimi, K., Chee Wah, C. B. A, &
Mokhtaruddin, S. A. (2020). Product
positioning as a moderator of purchase
intention for halal cosmetics. Iranian Journal
of Management Studies, 14(1), 39-60.
https://sid.ir/paper/370379/fa [In Persian]

Nugraha, S. W., Chen, D., & Yang, S.-H.
(2022). The effect of a Halal label and

label size on purchasing intent for non-
Muslim consumers. Journal of Retailing
and Consumer Services, 65, 102873.

https://doi.org/10.1016/j.jretconser.2021.102873

Paudel, T., Li, W. Y., Kim, Y. G., & Ji, Y.
(2024). A study on non-Muslim
consumers’ purchase intention of halal
food in Korea. Global Business and
Finance Review, 29(2), 1-17.
https://doi.org/10.17549/gbfr.2024.29.2.1

Pew Research Center. (2015). The future of
world religions:  Population  growth
projections, 2010-2050.
https://B2n.ir/lug2740

Regenstein, J. M., Chaudry, M. M. &
Regenstein, C. E. (2003). The kosher and
halal food laws. Comprehensive Reviews in
Food Science and Food Safety, 2(3), 111-
127. https://doi.org/10.1111/j.1541-
4337.2003.tb00018.x

Rezai, G., Mohamed, Z., & Shamsudin, M. N.
(2012). Non-Muslim consumers’
understanding of halal principles in
Malaysia. Journal of Islamic Marketing,
3(1), 35-46.
https://doi.org/10.1108/17590831211206572

Rezaei, N., Hesaraki, A., & Mohammadian
Mahmoudi-Tabar, M. (2020). Factors
affecting purchase intention of Halal
brands with the moderating role of
religious beliefs. Journal of Progress and
Excellence Research, 31(2), 55-72.
https://www.jpishraft.com/article_119763.
html [In Persian]

Riaz, M. N., & Chaudry, M. M. (2018). Halal
food model. In Handbook of Halal Food
Production (pp. 309-318). CRC Press.
https://doi.org/10.1201/9781315119564

Saleh, H., & Rajandran, T. (2024). Non-
Muslim consumer’s intention to purchase
halal products in Malaysia: Proposed
framework. International Journal of
Academic Research in Economics and
Management Sciences, 13(4), 780-790.
https://doi.org/10.6007/IJAREMS/v13-
14/24098

Shirkhodaei, M., & Nouripour, A. H. (2013).
Examining the role of attitudes toward
Halal brand certification in creating brand
equity. Islamic Management, 21(2), 127—
149.
https://im.ihu.ac.ir/article_201782.html [In
Persian]


https://doi.org/10.1016/j.sbspro.2014.01.1127
https://doi.org/10.1080/13527266.2024.2335563
https://doi.org/10.1080/13527266.2024.2335563
https://doi.org/10.1108/JIMA-09-2024-0408
https://doi.org/10.1108/JIMA-09-2024-0408
https://nmrj.ui.ac.ir/article_17668.html
https://doi.org/10.1108/JIMA-06-2024-0259
https://doi.org/10.1504/IJIMB.2016.081315
https://nmrj.ui.ac.ir/article_17674.html
https://sid.ir/paper/370379/fa
https://doi.org/10.1016/j.jretconser.2021.102873
https://doi.org/10.17549/gbfr.2024.29.2.1
https://b2n.ir/ug2740
https://doi.org/10.1111/j.1541-4337.2003.tb00018.x
https://doi.org/10.1111/j.1541-4337.2003.tb00018.x
https://doi.org/10.1108/17590831211206572
https://www.jpishraft.com/article_119763.html
https://www.jpishraft.com/article_119763.html
https://doi.org/10.1201/9781315119564
https://doi.org/10.1201/9781315119564
https://doi.org/10.6007/IJAREMS/v13-i4/24098
https://doi.org/10.6007/IJAREMS/v13-i4/24098
https://im.ihu.ac.ir/article_201782.html

VO (BY) sl osleh ¢ slad cond il Sl 5 o515l Soligiond / YA

Shuhaimi, A. A. M., Akanbi, T. O., Ab Karim,
S., Lee, E. K., Mohamad, S. F., Ungku
Zainal Abidin, U. F., & Arshad, M. M.
(2025). Accessibility of halal certification
bodies in Australia: A website content
analysis. Journal of Culinary Science &
Technology, 23(4), 974-999.
https://doi.org/10.1080/15428052.2024.236

1700

Soltani, M., & Hashemi, S. (2018). Perceptual
factors affecting foreign Muslim tourists’
willingness to choose halal products.
Tourism and Development, 7(4), 153-174.
https://wwuw.itsairanj.ir/article_85437.html
[In Persian]

Statistics Canada. (2021). Immigration and
ethnocultural  diversity in  Canada.
https://www.statcan.gc.ca/en/subjectsstart/i
mmigration_and_ethnocultural_diversity

Strauss, A., & Corbin, J. (1998). Basics of
qualitative research: Techniques and
procedures for developing grounded
theory (2nd ed.). Sage Publications.
https://doi.org/10.4135/9781452230153

Sungnoi, P., & Soonthonsmai, V. (2024).
Investigating the brand equity strategy of
halal food in a promising emerging Islamic
market in a non-Muslim country. Cogent
Business & Management. 11(1).
https://doi.org/10.1080/23311975.2024.232

7140
Tieman, M. (2015). Halal clusters. Journal of

Islamic Marketing, 6(1), 2-21.
https://doi.org/10.1108/JIMA-05-2014-
0034
Tieman, M., & Ghazali, M. (2014). Halal
control activities and assurance activities in
halal food logistics. Procedia - Social and
Behavioral Sciences, 121, 44-57.
https://doi.org/10.1016/J.SBSPR0O.2014.01.
1107
Tieman, M., Van der Vorst, J. G. A. J., & Che
Ghazali, M. (2012). Principles in halal
supply chain management. Journal of
Islamic Marketing, 3(3), 217-243
https://doi.org/10.1108/17590831211259727
Wibowo, M. W., & Ahmad, F. S. (2016). Non-
Muslim consumers’ halal food product
acceptance model. Procedia Economics
and Finance, 37, 276-283.
https://doi.org/10.1016/52212-
5671(16)30125-3
Wilson J. A, & Liu, J. (2011). The challenges
of Islamic branding: navigating emotions
and halal. Journal of Islamic Marketing,
2(1), 28-42,
https://doi.org/10.1108/17590831111115222
Zahrah, W. A., Harahap, D. A., & Permana,
M. S. (2023). The role of electronic word
of mouth on halal brand image and
purchase intention in halal cosmetics.
Asian Journal of Islamic Management,
5(2), 215-229.
https://doi.org/10.20885/AJIM.vol5.iss2.artl


https://doi.org/10.1080/15428052.2024.2361700
https://doi.org/10.1080/15428052.2024.2361700
https://www.itsairanj.ir/article_85437.html
https://www.statcan.gc.ca/en/subjectsstart/immigration_and_ethnocultural_diversity
https://www.statcan.gc.ca/en/subjectsstart/immigration_and_ethnocultural_diversity
https://doi.org/10.4135/9781452230153
https://doi.org/10.1080/23311975.2024.2327140
https://doi.org/10.1080/23311975.2024.2327140
https://doi.org/10.1108/JIMA-05-2014-0034
https://doi.org/10.1108/JIMA-05-2014-0034
https://doi.org/10.1016/J.SBSPRO.2014.01.1107
https://doi.org/10.1016/J.SBSPRO.2014.01.1107
https://doi.org/10.1108/17590831211259727
https://doi.org/10.1016/S2212-5671(16)30125-3
https://doi.org/10.1016/S2212-5671(16)30125-3
https://doi.org/10.1108/17590831111115222
https://doi.org/10.20885/AJIM.vol5.iss2.art1

	چکیده حسینی سردبیر1
	حسینی سردبیر1-1

