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Abstract

The majority of Taiwanese consumers are not familiar with halal food, although the halal diet has been
a global trend highlighting three attributes: cleanliness, animal welfare, and religious norms. This study
explores the purchase intention of traditional market consumers in buying halal-labeled chicken measured
by their willingness-to-pay (WTP). A total of 904 valid survey samples were collected in May 2017. A logit
model and interval regression analysis are adopted to analyze the purchase intention and to elicit the WTP
for halal-labeled chicken in traditional markets. Results show that although the attribute of religious norms
still influences a small group of consumers, the majority of consumers for halal-labeled chicken in traditional
markets are attracted to the attributes of cleanliness and animal welfare. Facing the ever-changing new market
trend, this study can prove useful for government and enterprises in planning the marketing strategy and the
development of local halal food products.
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1. Introduction

The global halal market has an estimated annual worth of US$ 800 billion to $1.2 trillion, with an annual
growth rate of 7%, and this can be largely attributed to Islam currently being the fastest growing religion
around the world (Bonne and Verbeke, 2008). Many non-Muslim countries have also had a strong growing
demand for halal food products in recent years (Ahmed, 2008; Baharuddin et al., 2015; Ismail and Nasiruddin,
2014; Izberk-Bilgin and Nakata, 2016; Kamarulzaman et al., 2015). In Taiwan, the Muslim population
consists of about 210,000 people (Taipei Times, 2009), and this number continues to increase. In 2015, the
total Muslim population in Taiwan has increased to 254,000 individuals (Zafar, 2016), while the number
of Muslim travelers has increased even more dramatically from 106,000 to 210,000 visitors during 2009 to
2018 (Ministry of Transportation and Communications, 2019). In the year 2016, Taiwan ranked seventh in
the Global Muslim Index (Chen, 2016) in top destinations for Muslim travelers. As the number of Muslim
tourists has been trending up and increasing in recent years (Battour and Ismail, 2016; Henderson, 2016;
Mohsin et al., 2016; Oktadiana et al., 2016; Samori ef al., 2016), this new market potential is very promising
for Taiwan (Taipei Times, 2009).

Muslims are obligated by Islamic law to follow ‘halal’ (divinely lawful) diet, especially concerning meat
consumption (Fischer, 2016; White and Samuel, 2015). Halal food products are subject to the halal certification
process. Every product that wants to use the halal logo (Figure 1) needs to follow a specific application
procedure!. The halal logo in different countries may be presented differently; for example, the left-hand
side of Figure 1 is for the U.S., while the right-hand side is for Taiwan. Via this logo, consumers can easily
distinguish whether the food products are certified and can be guaranteed that the food products have followed
the halal regulation. Taiwan Halal Integrity Development Association (THIDA) consists of approved Mosques
that regulate and serve the certification process.

In Taiwan, halal certified meat products are rare, mainly found on imports. This indicates that the current
halal market in Taiwan is not led by the local industry. Halal food products have been considered as cleaner,
healthier (as well as tastier), and meets the demand for quality services (Ayyub, 2015). Slaughtered animals
must be in good health and killed by the act of slaughter itself (Bergeaud-Blackler, 2007). Concerning animal
welfare, halal slaughter has to show respect to animals for their sacrifice (Grandin and Regenstein, 1994).
The whole process of slaughtering, processing (or manufacturing), storing, displaying, and preparing for the
food itself has to be hygienic and ensure safety for consumption. Therefore, consuming halal food is not only
a religious adherence for Muslims, but also a standard of food quality assurance (Khalek, 2014). In today’s
food safety crisis, it can be important to promote halal certification standards to consumers in Taiwan. The
high standards of halal certification may be trusted by Muslim and non-Muslim consumers alike (Ab et al.,
2018; Ali et al., 2017; Ali et al., 2018; Zailani et al., 2010).

I The application procedure of halal certification in Taiwan is set up by Taiwan Halal Integrity Development Association (THIDA), and it is available
at: http://www.thida.org/index.php/2012-05-10-13-25-28.

Figure 1. An example of halal logo in the US (left) and in Taiwan (right). Logos may be presented differently
in different regions (Islamitic Services of America, 2019).
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Based on Islamic dietary standards, halal certification has several main implications divided into cleanliness,
animal welfare, and religious norms (Mathew et al., 2014; Sohaib and Jamil, 2017). Cleanliness can be
defined as good quality halal meat materials made with careful selection, strict hygiene control, and freshness
(Verbeke et al., 2013). The focal point is meeting high standards of cleanliness (Kohilavani et al., 2014).
As for animal welfare, halal chicken, duck, goose, beef, lamb, mutton and other meat must satisfy the halal
slaughter regulations (such as slaughtered animals must be healthy, equipment used for slaughtering must be
sharp enough to cause rapid bleeding leading the animals to die as quick as possible). The attribute of animal
welfare in halal meat products has been given much attention (Jalil et al., 2018). According to religious
norms, halal meat defines the lawful meat for Muslims. The Koran (Islamic sacred book) also expressly
prohibits the consumption of carrion and already-dead animals from natural causes as they are harmful to
human’s body if unintentionally consumed. These attributes, especially regarding cleanliness and animal
welfare, are highly valued and even demanded in traditional markets in Taiwan (Liao and Yang, 2018).
Therefore, it is important to understand whether traditional market consumers would be willing to pay for
these attributes of halal meat products.

Despite the bombardment of westernisation in emerging Asian economies (including Taiwan) traditional
markets (also referred to as wet markets, vegetable markets, or open-air markets) do not cease to exist (Huang
etal.,2015). A survey conducted by Taiwan Today (Wu, 2008) involving 1,870 respondents of different ages
reported that up to 82% of these respondents rely on conveniently located and nearby traditional markets
for supplies of locally sourced fresh meat, vegetables, and fruits. This is due to various reasons, such as
freshness of food, diversity of products, and lower prices resulting from relational benefits (Bougoure and
Lee, 2009; Huang et al., 2015; Liao and Yang, 2018; Nocella et al., 2010).

Despite the growing attention for a halal diet in Taiwan, traditional markets are still lacking in the supply of
halal food products for consumers to buy. Considering the global and domestic Muslim consumer growth
(Kamarulzaman et al., 2016; Sohaib and Jamil, 2017), this can be seen as neglecting or giving up a great
potential market opportunity (Johnson et al., 2017). Markets should exist to offer a diversified product
environment and cater to the needs of different consumer groups (Guo and Lu, 2014; Kamarulzaman et al.,
2015). However, it raises a question (Assadi, 2003; Bonne et al., 2008; Jamal, 1996; Kurth and Glasbergen,
2017) of whether traditional market consumers in Taiwan will accept and be willing to pay for halal certified
products (Ali et al., 2017; Ali et al., 2018). The purpose of this study is to explore the purchase intention of
traditional market consumers on halal-labeled (Butt ef al., 2017) chicken as measured by their willingness-
to-pay (WTP). Especially, consumers may respond differently (Kassim et al., 2016) to each type of halal
attribute: cleanliness, animal welfare, and religious norms. Therefore, this study focuses on the WTP elicitation
for the specific halal attribute, and then further compares how different halal attributes might influence the
WTP for traditional market consumers.

2. Conceptual framework

As global halal food products are getting more attention, many studies have focused on the following topics:
WTP elicitation (Nocella et al., 2010; Verbeke et al., 2013), Muslim or non-Muslim consumer behavior
(Assadi, 2003; Ayyub, 2015; Jalil et al., 2018; Ismail and Nasiruddin, 2014), animal welfare (Jalil et al.,
2018; Nocella et al., 2010; Tiplady et al., 2014), attitude (Jalil et al., 2018), health (Guo and Lu, 2014; Sohaib
and Jamil, 2017), preference (Sohaib and Jamill, 2017), quality (Verbeke et al., 2013), halal information
(Baharuddin et al., 2015), food safety (Ab et al., 2018; Ahmed and Gotoh, 2007; Kohilavani et al., 2013;
Kohilavani et al., 2014; Zailani et al., 2010), market channel (Ahmed, 2008; Bougoure and Lee, 2009), and
religion (Assadi, 2003; Bonne et al., 2008; Butt et al., 2017; Fischer, 2016; Kamarulzaman et al., 2015;
Kamarulzaman et al., 2016; White and Samuel, 2015). It is clear that whenever the halal concept is discussed,
religion and animal welfare are most often brought up, often minimising discussions about halal information
attributes and WTP elicitation. Therefore, this study focuses on the WTP elicitation and the related halal
information attributes in traditional market consumers.
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WTP is defined as the maximum amount of money that a buyer is willing to spend on a product or the
differences in consumer surplus before and after a product’s attribute is changed (Rodriguez et al., 2007). The
price is used directly to determine the consumer’s purchase intention of a product following improvements
or value-adding and other changes. Earlier research found different WTP for halal-labeled meat at different
places of sale for Muslim consumers (Verbeke ef al., 2013). This inspires us to elicit WTP for halal-labeled
meat particularly on non-Muslim consumers.

In order to measure the WTP of respondents relative to different halal information attributes, a questionnaire
was designed using the contingent valuation method (CVM). The conditional assessment method is suitable
for assessing unlisted goods (Hanemann, 1984). This study will be based on the willingness-to-sell (WTS)
experiments of Bishop and Heberlein (BH) to set the WTP for respondents to choose (Hanemann, 1989).
The WTP options are a list of extra dollar amounts above from the reference price (i.e. New Taiwan Dollar
(NTD) $502 per Taiwan jin (600g)); from NTD $1-3, NTD $4-6, ..., to NTD $16 or more, with two additional
options of ‘I do not want to buy’ and ‘NTD $0°3. Unlike most of other general studies designed with only
positive WTP options, a neutral option with NTD $0 WTP and an unwilling-to-buy option were added to
the questionnaire to fully cover the various reactions of traditional market consumers towards the halal meat
label. The questionnaire is trying to provide a familiar situation (Ahmed and Gotoh, 2007) to respondents in
order to potentially eliminate the bias from those who were not willing-to-buy halal labeled chicken meat
at all, but might only have the NTD $0 response to choose.

The aforementioned halal information attributes had not been introduced to traditional markets before. In order
to measure whether the provision of halal meat label enhances consumers’ utility, this study uses a conditional
assessment method. Respondents were requested to provide their purchase intention and willingness to pay
a few dollars higher if halal-labeled meat was made available in traditional markets.

3. Data and empirical model

In order to motivate respondents, especially potential traditional market consumers, to fill out the questionnaires,
the 7-Eleven gift cards (valued NTD $50) were used as an incentive and given to qualified respondents after
they finished the survey. The survey link was generated by the SurveyMonkey website. This study applied
three screening questions: (1) Do you cook at home?; (2) Are you the main grocery buyer in your family?;
and, (3) In the past six months, have you visited a traditional market and purchased any meat product? Only
respondents who passed these three screening questions were considered as valid sample. The collection
methods utilised for this study were through Line (a popular messenger application in Taiwan), Facebook
Page, Community Group, and Messenger. Since respondents may choose to share the survey link with
others because of the 7-Eleven gift cards, the sampling method exhibits the characteristics of a snowball
method. In addition, respondents were not allowed to fill out survey second time, based upon the setup of
the web-based survey. The WTP eliciting questions are shown in the supplementary questions. A total of
2,011 responses to the survey were collected, and 1,001 respondents finished the entire questionnaire. After
removing 97 invalid responses, a total of 904 valid survey samples (revealing completion rate at 44.9%)
were collected in April and May 2017.

This study assumes that traditional market consumers are rational decision makers and the choices they
make are to maximise their utility. This is based on the random utility model (RUM) which explains the
decision-making behavior of a rational consumer as the pursuit of an alternative with the maximised utility
(McFadden, 1974; Train and McFadden, 1978). The individual behavior of rational consumers in maximising
utility can be broken down into two parts: the deterministic component of utility and the random component
of utility. The deterministic component refers to the part that can be explained by the variable, meanwhile the
random utility refers to the part that cannot be obtained or observed by the researcher (Chen and Lin, 2008).

2 The starting point of NTD $50 was based on the average price of chicken meat during the visit of market study in Taichung city, Taiwan.
3 The exchange rate can be derived from United States Department of Agriculture, Economic Research Service: https://www.ers.usda.gov/data-
products/agricultural-exchange-rate-data-set/. The nominal exchange rate for one USD is about NTD $30.128 in May 2017.
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Regardless of the option selected by an individual, there are differences determining the degree of utility.
A selected option must be the one to produce the greatest degree of utility for that individual preference,
and likewise insufficient options by the same individual would not be considered. Afterwards, the sample
responses are analyzed first using logit model for purchase intention, and then interval regression for how
different halal information attributes influences respondents’ WTP.

Binary choice model is used to explore traditional market consumers’ social backgrounds, shopping habits,
and cooking habits to explain fresh meat information demand possibilities. Social background includes
gender, age, education, household monthly income (NTD $25,000 or less, NTD $25,001-$50,000, NTD
$50,001-$75,000, NTD $75,001-$100,000, and NTD $100,001 or more), region of residence (northern,
central, southern and eastern of Taiwan), religious belief, ethnicity, occupation category, marital status, and
number of family members. Shopping habits includes the frequency of purchase at the traditional market
(up to 3 times, 4-24 times, and more than 25 times in 6 months). Cooking habit includes the frequency of
cooking at home (0 times, 1-6 times, 7-15 times, and 16 times or more in a week).

Regarding the WTP elicitation procedure, respondents were randomly provided only one of three types of
halal information attributes* (i.e. cleanliness, animal welfare, and religious norm). Through the web-based
survey, respondents were not influenced by other different types of halal information attributes. Based on
one type of halal information attribute, respondents were given a list of choices (including the option of ‘I
do not want to buy’) to elicit consumers’ WTP.

There are a total of 26 independent variables to explain a traditional market consumer’s purchase intention
when given halal-labeled chicken. If respondents choose the option of ‘I do not want to buy’, it exhibits that
respondents would not like to buy the halal-labeled chicken in traditional markets. Thus, this study uses a
logit model for analysis. The possibility of traditional market consumers’ unwillingness to purchase halal-
labeled chicken can be expressed as:
exp (x;f)
= L= 1 )= F 4 =_ _ v’ 1
p=pr =)= Fep) = e (M)

Where y=1 can be interpreted as an unwillingness to purchase intention, and x; represent the independent
variables including social background, shopping habits, and cooking habits.

In the logit model, the probability belongs to the logical part of cumulative density function, whereas the
calculated coefficient belongs to the estimated variation of each variable. Further explanation of the difference
between the effect of each variable, measured by marginal effect (M.E.), can be more accurately calculated
using this formula ap/axj = F’(x’,b‘)ﬁj.

Unlike the ordered probit model selection variables with unknown boundaries, the interval regression model
has a clear interval option specifically defined by a selected range of values. Assuming that the actual WTP
of respondents can be observed directly through the latent variable y : the model is set as:

y; =x;B+u andy" | x~Normal(x'B,6%) @

where y =1 indicates the range of WTP chosen by respondents, x; as described above, f is the coefficient of
the variable, u; is the error term, and the normal distribution is the hypothesis of interval regression.

In the boundary of latent variable yl.* , 78 1s a completely independent interval (-o0, y,1, (71, 7515 s (75 ).
Therefore, the probability equation is expressed as:

Pr{y, <y" <y 1= Py <yl =Pty <y 1= F () — F () (3)

4 The definition of halal information provided in the questionnaire can be found in the supplementary questions.
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As aresult, the choice of variables for different halal information attributes can be seen through the following
interval observation, such as: y* < $0, $1 <" <$3, ..., $16 <y".The empirical models of the different halal
information attributes are as follows:

Cleanliness = y*c =ayto X, taX,t . taX, te 4)
Animal welfare =yZW= Pot P X +,X+ PN, e 5)
Religious norms :J’je =0yt 0 X, +0,X,+ ... +0,,X,, e (6)

Cleanliness (y*c), animal welfare (y*A ) and religious norms (y;) are three different dependent variables, X
is an independent variable, whereas a, B, and 0, are coefficient values, and finally ¢ is the assumption of
normal error term.

4. Empirical results
4.1 Descriptive analysis

First of all, it is important to observe the distribution for those who choose ‘I do not want to buy’ and WTP
($0 or above) in regard to each of halal attribute. Table 1 displays the average WTP and overall distribution
of respondent choices. Respondents were randomly given only one type of halal attributes for them to decide
whether they would or would not like to buy the halal-labeled chicken. It is clear that the ratio of ‘not wanting
to buy’ halal-labeled chicken is the highest when respondents were given information about the religious
norms. This also suggests that the religious norms attribute has around a two times larger influence than the
cleanliness and animal welfare attributes. The average WTP also reveals that the religious norms attribute
has the lowest average WTP (about NTD $6.36). Therefore, the meaning of halal label seems to receive
more influence from the religious norms attribute. However, the ratio of respondents who are willing to give
a positive WTP for halal-labeled chicken in traditional markets is still high, at least 78%.

The definitions and descriptive statistics of independent variables are shown in Table 2. As traditional market
consumers are mostly female — about 72% in Huang ef al. (2015), respondents of this study were also mostly
female (about 78%). The average age of respondents in this study was about 53 years old, which also has a
very similar distribution in Huang et al. (2015). Most respondents had a college degree. The family income
of most respondents (about 61%) in a month was between NTD $25,000 and $75,000. Roughly, 37% of
respondents were from the southern part of Taiwan, 32% from north, and 29% from the central area. About
42% of respondents were Atheist, while 76% of respondents were southern Fujian origin (Koklo), and Hakka
was about 12%. Regarding the occupation category, service accounted for 24%. About 76% of respondents
were married, and had mostly 4 to 5 family members. On average, more than half respondents cooked at
home 1-6 times per week. About 48% of respondents shopped at traditional markets around 4-24 times in
half year, and 44% shopped at traditional markets more than 25 times, which means that respondents, on
average, went to traditional markets at least one time every week.

Table 1. The ratio of samples for each dependent variable in each type of information.

Types of halal The ratio of  The ratio of WTP The ratio of WTP for Mean of WTP
information attributes not to buy for 0 dollar (NTD)  more than 0 dollar (NTD) (NTD)

Cleanliness (n=270) 5.93% 9.26% 84.81% $6.66
Animal welfare (n=288) 5.90% 8.68% 85.42% $6.39
Religious (n=346) 11.56% 9.54% 78.90% $6.36
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Table 2. Definitions and descriptive statistics of independent variables (n = 904).

Variables Variable definitions and descriptions Mean Std. Min. Max.
Dev.

Female Discrete variable = 1 if respondent is female, 0 of 0.78 041 0 1
respondent is male

Age The age of the respondent (continuous variable) 53.12 938 31 82

Junior high school Discrete variable = 1 if respondent has junior high 0.03 0.18 0 1
school degree

High school Discrete variable = 1 if respondent has high school 028 045 0 1
degree

College Discrete variable = 1 if respondent has college degree 0.55 050 0 1

Income 25,001-50,000 Discrete variable = 1 if monthly income of respondent  0.37 048 0 1
ranges from 25,001-50,000 NTD

Income 50,001-75,000 Discrete variable = 1 if monthly income of respondent  0.24 043 0 1
ranges from 50,001-75,000 NTD

Income 75,001-100,000  Discrete variable = 1 if monthly income of respondent  0.16 036 0 1
ranges from 75,001-100,000 NTD

Income 100,001 above Discrete variable = 1 if monthly income of respondent  0.14 035 0 1
ranges from 100,001 NTD above

Central Discrete variable = 1 if respondent is from Central 029 046 0 1
Region of Taiwan

South Discrete variable = 1 if respondent is from Southern 037 048 0 1
Region of Taiwan

East Discrete variable = 1 if respondent is from Eastern 0.02 0.14 0 1
Region of Taiwan

Atheist Discrete variable = 1 if respondent is Atheist 042 049 0 1

Hoklo Discrete variable = 1 if the race of respondent is Koklo 0.76 043 0 1

Hakka Discrete variable = 1 if the race of respondent is Hakka 0.12 032 0 1

Services Discrete variable = 1 if the occupation of respondentis  0.24 043 0 1
service field

Married Discrete variable = 1 if respondent is married 0.76 043 0 1

Number of family The number of family members respondent (continuous 4.21  1.50 1 6
variable)

Cook at home 1-6 Discrete variable = 1 if respondent cooks at home 0.52 050 O 1
around 1-6 times per week

Cook at home 7-15 Discrete variable = 1 if respondent cooks at home 035 048 0 1
around 7-15 times per week

Cook at home 16 above  Discrete variable = 1 if respondent cooks at home 0.13 033 0 1
around 16 times or above per week

Shop at traditional Discrete variable = 1 if respondent shops at traditional  0.48 0.50 O 1

market 4-24 market at frequency of 4-24 times in half year

Shop at traditional Discrete variable = 1 if respondent shops at traditional ~ 0.44 0.50 0 1

market >25 market at frequency of 25 times or above in half year

Information_animal Discrete variable = 1 if respondent randomly receives 032 047 0 1

welfare the halal info. attributes that is defined as animal
welfare

Information_religious Discrete variable = 1 if respondent randomly receives 038 049 0 1

the halal info. attributes that is defined as religious
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4.2 Logit regression analysis of purchase intention

Regarding each different halal attribute, respondents were asked to reveal their decision of WTP for halal
certified chicken. Since respondents are able to choose the option of ‘I do not want to buy,” a logit regression
model is adopted to analyze the probability of how likely respondents do not want to buy the halal-labeled
chicken. A total of 26 independent variables were included to be analyzed. As shown in Table 3, it was found
that only two coefficients and marginal effects are significant at the same time: ‘frequency cookathome 715’
and ‘halalinfo_religion’. This means that respondents who usually cook at home at least one time in a week
would likely to purchase halal-labeled chicken. Nevertheless, respondents who received the halal labeling
as religious information would not buy the product if compared to the attribute of cleanliness. Therefore, the

Table 3. The empirical outcomes of logit and interval regression model.!

Explained variables Logit regression model — Interval regression model for WTP

don’t want to buy

Coefficient  M.E.2 Cleanliness  Animal Religious

welfare

Female -0.172 -0.013 1.431%* 1.479%* 1.654*%*
Age 0.067 0.005 -1.135%** -0.573** -0.107
Age? -0.001 -0.000 0.010%** 0.005%* 0.001
Junior_high_school -0.887 -0.046 -4.679% -1.592 -5.150%**
High school 0.514 0.040 0.558 -2.293%** -1.463
College 0.237 0.017 1.246 -1.891%* -2.112%*
Income 25,001-50,000 -0.018 -0.001 0.567 2.234%* 1.538
Income_50,001-75,000 -0.313 -0.021 0.121 0.537 0.113
Income_75,001-100,000 0.147 0.011 1.668 0.326 1.005
Income 100,001 above -0.001 0.000 -0.305 0.234 -0.025
Central 0.384 0.029 0.475 -0.223 -0.311
South 0.301 0.022 2.379%** -0.615 0.175
East 1.174* 0.129 2.609 -0.317 -3.933
Atheist 0.048 0.003 0.433 1.022 -0.285
Hoklo -0.117 -0.009 -0.328 -0.611 0.089
Hakka -0.082 -0.006 2.552% -1.836 0.453
Services -0.208 -0.014 -0.486 0.163 1.351%
Married 0.320 0.022 -0.107 1.976** 0.605
Number of family -0.004 0.000 0.209 0.130 0.209
Cook at home 1-6 -1.253 -0.102%** -1.134 1.983%* -2.909*
Cook at home 7-15 -1.562* -0.104*** -2.791 2.014* -3.666**
Cook at home 16 above -0.964 -0.056* -2.985 2.860** -2.504
Shop at traditional market 4-24  -0.117 -0.008 2.011* -1.169 1.196
Shop at traditional market >25 -0.148 -0.011 1.335 0.021 0.336
Information_animal welfare 0.056 0.004
Information_religious 0.817** 0.062*
Constant -3.601 33.710%** 19.402%** 10.258
/Insigma 1.642%%* 1.572%%%* 1.613%**
No. of observations 904 254 271 306
Log-likelihood -241.28 -546.90 -580.91 -658.35
Wald 2 36.54 46.83 60.69 39.34
AIC 536.55 1,145.79 1,213.81 1,368.69

1% 10% significance, ** 5% significance, and *** 1% significance
2 M.E. is marginal effect.
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attribute of cleanliness received more positive effect for halal-labeled chicken than religious information.
Besides the religion issue, halal-labeled products still have some potential markets for those who usually
cook every day.

4.3 Interval regression analysis of WTP

Regarding the WTP for halal-labeled chicken, the interval regression model is applied to analyze the WTP for
halal-labeled chicken with respect to the attributes of cleanliness, animal welfare, and religious norms. Table
3 shows the results of the interval regression model. As a result, these three models regarding different halal
information attributes received valid outcomes from the Wald chi-square test. This means that the overall
model specification is valid for each model. The coefficients in the interval regression model presents the
actual value of WTP in NTD, therefore it can be explained as the actual dollar of WTP.

There were 270 respondents who received information about halal regarding the cleanliness attribute, a total
of 288 respondents received information regarding the animal welfare attribute, and about 346 respondents
received information regarding the religious norms attribute. Among the information of these three attributes,
the variable ‘female’ receives an identical outcome showing that a female, on average, is more likely to pay
more, about NTD §$1.4 to $1.6, for halal-labeled chicken in comparison with male respondents. Regarding
the age factor, it was obviously influenced when the attributes of cleanliness and animal welfare were
given. The older respondents are more likely to pay more for halal-labeled chicken if compared to younger
respondents. The higher education level, i.e. graduate degree, seems more likely to pay more for halal-
labeled chicken when compared to other categories of education. This is especially evident in the case of
respondents with a junior high school degree, who were the special group that received the highest negative
WTP, after receiving information under the attribute of religious norms. Respondents with monthly income
of NTD $25,001-$50,000 compared to NTD $25,000 or less are willing to pay NTD $2.2 higher when the
attribute of animal welfare information was given.

In regional differences, southern respondents are willing to pay more, about NTD $2.3, for the attribute of
cleanliness, if compared to those northern respondents. Hakka people are willing to pay more, about NTD
$2.5, when they received the attribute of cleanliness as halal-labeled information. Furthermore, respondents
who shop at traditional markets around 4 to 24 times within six months are willing to pay more about NTD
$2, when they received the attribute of cleanliness as halal-labeled information, if compared to those who
shop only 3 times or less.

The attribute of animal welfare has a linkage with respondents who are married and who usually cook at
home. Respondents who are married have WTP about NTD $1.9 more than those who are unmarried, when
the attribute of animal welfare information was given. The attribute of animal welfare seems very interesting
to those who usually cook at home. Just to point out, this survey was using chicken as an example. People
like meat, but they also care for the animal’s welfare. When respondents cook more often in a week, they
are willing to pay more (around NTD $2 to $2.8 per 600g) for the attribute of animal welfare information.

The attribute of religious norms does have a certain level of negative influence on WTP. The attribute of
religious norms in halal-labeled information seems especially unpleasant to those who normally cook at
home. However, this outcome seems to correspond with the logit model, i.e. when the attribute of religious
information is highlighted, respondents are less likely to buy and give any extra dollar (WTP) for the halal
food products. Nevertheless, when it relates to the job field, respondents who are in the service industry are
willing to pay NTD $1.3 higher than other industries when the attribute of religious norms information is given.
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4.4 Summary

In terms of sample size, about 12% of respondents chose not to purchase halal-labeled chicken after given the
religious norms information. The attribute of religious norms information seems to have two times larger of
an impact on the attribute of cleanliness and animal welfare information. However, there are some potential
markets available for halal-labeled chicken when respondents have higher frequency of cooking at home.

About 78% of total respondents are willing to give a positive WTP for halal-labeled chicken. Except for
females, the results of interval regression models revealed that different halal information can affect the WTP
of traditional market consumers differently. Regardless of the information type, women seem willing to pay
at least NTD $1.4 per 600g more than men, older and more highly educated respondents also have higher
WTP for the attributes of cleanliness and animal welfare. There are significant differences in the different
regions of residence. People who cook at home more often and are frequent traditional market shoppers
respond more positively toward the attributes of cleanliness and animal welfare. Although some consumer
groups are reluctant to buy because of religious factors, consumers who works as a service-related job, or
who never cook at home, or hold a graduate degree, or who are female, are highly likely to pay more for
the attribute of religious norms information. This implies that the promotion of halal information attribute
with religious norms may receive challenges from traditional market consumers. In other words, traditional
markets in Taiwan are not suitable for the halal information attribute with religious norms.

5. Conclusions

As global halal food demand continues to grow, the global market is paying more attention towards Muslim
consumers’ purchasing power. Many marketers in Taiwan have started to apply for halal certification to attract
loyal Muslim consumers as well as other potential consumers. While in other parts of the world, a rising
number of non-Muslims seemingly are beginning to accept halal food products (Ayyub, 2015), the halal food
diet still remains unfamiliar in Taiwan. Thus, it is important to understand the degree of influence of the halal
label on purchase intent before Taiwanese non-Muslim consumers are introduced to the halal certification.

Among the decisions of purchasing intention, only small groups (about 8% to 12%) of respondents are
not willing to buy any halal-labeled chicken. This is especially true for those respondents who received
information about the attribute of religious norms. The analysis of the logit model confirms that the attribute
of religious norms information is the major factor. However, there are some potential consumers interested
in halal-labeled chicken, such as those with the behavior of cooking at home.

This study found that there are significantly different reactions towards different attributes of halal information.
Opverall, older and more highly educated females are willing to pay more for halal-labeled chicken. Respondents
with a monthly income between NTD $25,001 and $50,000 are willing to pay more for the attribute of
animal welfare compared to those with a monthly income less than NTD $25,000. The southern Hakka
respondents with higher frequency to shop at traditional markets are more likely to pay more for the attribute
of cleanliness. The married respondents with the behavior of cooking at home are more likely to pay more
for the attribute of animal welfare information. However, respondents who work in a service-related job
and who never cook at home are more likely to pay more for the attribute of religious norms information.
This outcome is further explained, corresponding to the outcomes of the logit model. To summarise, the
halal attributes relating to cleanliness, hygiene, and animal welfare are more attractive to traditional market
consumers in Taiwan, while the religious norms attribute shown in traditional markets will be interested by
those who never cook at home.

The above results conclude the marketing feasibility of halal-labeled chicken (halal-labeled meat) in traditional
markets in Taiwan. A potentially small number of consumers may be negatively affected due to the religious
reason. However, conversely, the majority of consumers in Taiwan are more attracted by those benefits of
halal-labeled food products, such as cleanliness, hygiene, and animal welfare. Especially, the benefits of
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cleanliness and animal welfare are more attractive to those who are married, have a behavior of cooking at
home, have a higher frequency of shopping at traditional markets, and who are southern Hakka consumers.
In other words, the marketing strategy of halal-labeled food products in traditional markets should strongly
focus on the cleanliness, hygiene, animal welfare attributes, rather than the religious norms attribute.

Facing the globalisation and the ever-changing consumer markets, it is important to pay more attention to the
different needs of various consumer groups at traditional markets. This study can be useful for government and
enterprises in promoting and planning the marketing strategy and development of local halal food products.

6. Limitations of the study

Although this study already makes a strong connection with the given information regarding each WTP
elicitation, the previous knowledge background about the meaning of halal certified logo is not covered in
this study. It is highly suggested for future study to adopt different methodology, such as choice experiments,
to evaluate WTP for specific attributes.

The sampling method in this study may exhibit characteristics of a snowball-sampling pattern. A snowball
sampling method is a non-probability sampling technique and was the sampling methodology chosen primarily
because the population of traditional market consumers is difficult to sample. However, commonly expressed
disadvantages of snowball sampling method include potential limitations in determining the sampling error
and/or making accurate inferences about the desired population based on the obtained sample. While our
sampling procedure may share the same snowball-sampling disadvantages, the sample in this study still
shows a similar and consistent distribution with prior studies measuring traditional market consumers (Huang
et al., 2015; Jen and Lin, 2013), giving us more confidence in the validity of the results. However, readers
should be cautious about the limitations of snowball sampling, and it is recommended that future studies
should consider different sampling methods to confirm the findings in this study.
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