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Abstract

The present study attempts to analyze the effect of consumers’ autonomy and attitude on halal food purchase
intention, especially in a collectivist culture. In addition, the effect of consumers’ attitude on their autonomy
while making up halal food purchase intention was also investigated. The responses from a sample of 308
respondents from the major cities of Pakistan were gathered with the help of an online questionnaire and then
analyzed by using Partial Least Squares-Structural Equation Modeling (PLS-SEM). The results revealed a large
and significant effect of consumers’ attitude on their autonomy to make halal food purchase intention. Moreover,
the effect of consumers’ attitude on halal food purchase intention was found to be significant; whereas the effect
of consumers’ autonomy on halal food purchase intention was not found. Hence, the results indicate that
consumers’ autonomy, which is an innate psychological need of humans, is undermined by their attitude in
collectivist cultures. The study was performed to analyze the impact of consumers’ attitude on their autonomy;
future studies may be performed to examine the impact of attitude on other basic psychological needs of
competence, and relatedness. Furthermore, Pakistan was taken as the context of study, such future research
endeavors may be carried out in other collectivist and even non-collectivist societies. The present study is
believed to be the first ever to investigate the impact of attitude on autonomy, specifically in a collectivist
society.
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1. Introduction

Islam is the fastest growing religion in the world, and it is predicted that with around 1.9 billion Muslims in
Southeast Asia and the Middle East, Islam will surpass other religions by 2070 (Rudgard, 2017). Hence,
marketing analysts believe that the halal food industry will be the most flourishing sector in the future.
Notwithstanding, halal food purchase intention is among the most highly captured phenomenon by researchers in
recent years because of the popularity of halal food among consumers irrespective of their religious faiths (Ali et
al., 2017; Syed, Shah & Ahmad, 2021). The main reason for halal food consumption by Muslims is Shariah
compliance, whereas the acceptability and consumption of halal food by non-Muslims is primarily triggered by
the basic eminent features of halal food such as its cleanliness, safety, and high quality, which is basically
achieved through animal husbandry and slaughtering methods (Ansawi, Sukoco & Fanani, 2018; Syed et al.,
2021). Besides, earlier researchers have mostly used the "Theory of Reasoned Action (TRA)" or the "Theory of
Planned Behavior" (TPB) and discovered several factors effecting halal food purchase intention, such as attitude,
subjective norms, perceived behavioral control, religiosity, knowledge, etc. (Abu-Hussin et al., 2017; Elseidi,
2018; Soon & Wallace, 2017; Suleman, Sibghatullah, & Azam, 2021). However, both these theories assume that
halal food purchase intention is influenced primarily by extrinsically motivated factors, whereas the role of
self-determination in making up halal food purchase intention has been neglected by the researchers (Syed et al.,
2021). Nevertheless, in recent years, a growing trend of studying intrinsically motivated, self-determined
behaviors has been on the rise among marketing researchers because the behaviors performed under the
influence of extrinsic motivation are more prone to external environmental factors and hence are not perennial,
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whereas intrinsically motivated behaviors are durable (Ryan & Deci, 2019). Self-determination Theory (SDT),
which was presented by Deci and Ryan (1985), is the most commonly used theory to understand intrinsic
motivation and has been used in the last decade by several marketing researchers to investigate consumer
behaviors (Gilal et al., 2019). Nonetheless, a few researchers emphasize the need to analyze both intrinsically
and extrinsically motivated behaviors by examining constructs from both ‘TRA’ and ‘SDT’ (Widyarini &
Gunawan, 2018; Williams, Sun & Masser, 2019).

SDT is based on the basic psychological needs of autonomy, competence, and relatedness, but it has been
observed that very little knowledge exists among individuals about these basic psychological needs, though they
are congenital and as important for well-being as are the physiological needs for survival (Ryan & Deci, 2019;
Syed et al., 2021). Moreover, the need for autonomy is the most debatable phenomenon among social science
researchers and psychologists, especially in the context of culture. Autonomy is concerned with the self-control
of individuals to carry out an activity that ultimately contributes to their growth, happiness, and satisfaction; and
thus, it is often used interchangeably with "self-determination" (Ryan & Deci, 2017). Nonetheless, Ryan and
Deci (2000) emphasized that the need for autonomy is universal and not bound to any one culture. However, a
number of researchers believe that autonomy is bound to individualistic western cultures, whereas individuals
belonging to collectivist and specifically Asian cultures are indifferent to the need for autonomy (lyengar &
Lepper, 1999; Park & Chirkov, 2020). Other researchers contemplate whether humans are incapable of
controlling their will and whether the concept of autonomy is a fallacy (Dorsey, 2015; Wegner, 2002). The
ongoing, obscure debate about autonomy gives rise to the urge to dig deeply into the construct of autonomy. The
present study, therefore, attempts to contribute to the already existing knowledge of autonomy by examining its
significance in consumer behavior in a collectivist culture.

Nevertheless, autonomy has been described by Ryan and Deci (2017) as a highly intrinsic motivator to carry out
internalized behaviors not only in the domain of psychology, but during recent years, marketing and social
science researchers have also embraced autonomy to study consumer behaviors. Moreover, globalization,
digitalization, and access to social media and new technological tools have resulted in more savvy consumers
than ever before, who are also quite self-determined and autonomous in their decisions. Yet, it has been noted
that the studies regarding the most captured domain of halal food are scarce in autonomy-related studies.
Henceforth, the present research aims to understand the need for autonomy in the context of halal food purchase
intention.

A comprehensive review of previous studies shows that attitude, a key component of TRA, is the strongest
predictor of halal food purchase intention among all other determinants (Abu-Hussin et al., 2017; Ali et al., 2017;
Bashir et al., 2018). Moreover, although attitudes are deemed intrinsic motivators; yet in collectivist societies,
attitudes are shaped by social norms and, therefore, extrinsic elements play a role in the formation of attitudes
(Leavell, 2017; Riemer et al., 2014). In other words, attitudes are not naturally intrinsic, unlike the need for
autonomy, which is purely intrinsic; rather, though intrinsic in nature, attitude is based on extrinsic elements.
Ryan and Deci (2017) argued that "the need for autonomy" or "self-determination” of an individual either
flourishes or diminishes when subject to extrinsic factors. However, no significant research is available which
evaluates the impact of an intrinsic motivator such as attitude, which has its roots in extrinsic factors, on a purely
innate intrinsic motivator such as autonomy. The present research takes a step further to examine the influence of
the attitude of consumers on their autonomy while making up their halal food purchase intention.

Furthermore, Pakistan was chosen as the context of study because Pakistan is purely a collectivist society, with
around 98% of the population being Muslims and believed to consume halal food (Mehfooz, 2021). However, no
significant research on halal food, especially regarding autonomy, has been done with respect to Pakistani halal
food consumers.

The aforementioned discussion could be encapsulated into the problem statement as: "To understand the
influence of autonomy and attitude on halal food purchase intention while measuring the effect of consumers’
attitude on their autonomy to make halal food purchase intention in a collectivist society."”

1.1 Literature Review
1.1.1 Collectivist Culture

Culture is regarded as the umbrella covering the values, beliefs, and characteristics of individuals, describing their
thoughts and actions as they are passed from generation to generation through communication (Heine, 2010). The
concept of classification of cultures was very clearly illustrated by Geert Hofstede in 1983 in his book "Cultural
Consequences," whereby he identified two broad categories of culture as "individualistic" and "collectivist"
culture (Hofstede, 2011). Individualistic cultures are much more person-centric and are characterized by loosely
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knitted relationships in which members of society feel they are only responsible for themselves and their
immediate families, whereas members of collectivist cultures are bonded in a network of tightly knitted family
structures in which they expect and are expected by their family and peers to take care of each other without
expecting any reward or incentive (Hofstede, 2011; Milner, Fodness, & Speece, 1993; Xiao, 2021). Triandis (2001)
has elaborated that individuals belonging to collectivist cultures prioritize societal and group goals over individual
ones, and their social behaviors are far more dependent on external processes as compared to internal ones.
Nevertheless, relatedness holds the utmost importance in Asian cultures, and individuals are interdependent on
each other, which impacts their cognition and motivation (Markus & Kitayama; 1991; Xiao, 2021). Moreover,
Hofstede (1983) has identified that autonomy, pleasure, and wealth are a few very basic characteristics of a highly
individualistic society, in contrast to a collectivist society, which is more focused on the satisfaction of the need for
relatedness and the provision of items necessary for living rather than leading a luxurious life.

1.1.2 Self-determination

Deci and Ryan (1985) are known as the pioneers of the concept of self-determination, mainly because of the
"self-determination theory (SDT)" that was proposed by them in their book "Self-Determination and Intrinsic
Motivation in Human Behavior." They defined self-determination as an individual’s propensity to act freely,
confidently, and on their own. Deci and Ryan (1985) presented self-determination as a continuum ranging from
non-self-determined behaviors to self-determined behaviors as explained in Figure 1. They demonstrated that
non-self-determined behaviors gradually turn into extrinsically motivated behaviors and finally fall under
intrinsic motivation with the passage of time, primarily when the need for autonomy is satisfied and the
individual thinks that he is completely controlling his will (Ryan & Deci, 2000). Henceforth, the transition from
non-self-determined to self-determined behavior, primarily due to a satisfied need for autonomy, makes the
researchers use the terms "autonomy" and "self-determination” reciprocally.

The Self-determination Continuum

Amotivation Extrinsic Intrinsic

Motivation Motivation

Figure 1. The Self-determination continuum adopted from Ryan, R. M. & Deci, E. L. (2000)

The "need for autonomy" is one of the three basic psychological needs, along with "the need for competence™
and "the need for relatedness”, which laid the ground for SDT. SDT asserts that the three basic psychological
needs trigger human beings to carry out an activity that ultimately leads to their growth and well-being (Ryan &
Deci, 2019). Hence, the satisfaction of innate psychological needs guarantees the rise of intrinsic motivation in
an individual, which contributes to more stable and reliable behavior and is associated with the prosperity of the
individual. Though the concept of intrinsic motivation in the domain of marketing has not yet been fully
explored, a few researchers stress the use of SDT to determine intrinsically triggered purchase decisions (Gilal et
al., 2019; Widyarini & Gunawan, 2018).

1.1.3 Autonomy

The need for autonomy reflects the free will of individuals to perform tasks that are independent of any external
environmental pressures (Ryan & Deci, 2017; Syed et al., 2021), and is one of the three basic psychological needs
(autonomy, competence, and relatedness) that serve as a pillar for the organismic meta-theory "SDT". However,
"autonomy" has grabbed the attention of psychologists and social science researchers because of the ongoing
controversy between critics and advocates of autonomy (Ryan & Deci, 2006). While Ryan and Deci (2006)
emphasized the need for the satisfaction of basic psychological needs for physical and mental well-being and
growth, irrespective of any cultural differences, there are advocates of cross-cultural differences who criticize the
universal nature of basic psychological needs, especially autonomy, and strongly contradict the argument of Ryan
and Deci (2000) that autonomy is not culture-specific (Jordon, 1991). On the other hand, Ryan and Deci (2006)
emphasized that cross-cultural researchers are using "autonomy" and “independence™ interchangeably, when in
fact there’s a huge difference between the two. Nonetheless, Markus and Kityama (1991) argued that individuals
in collectivist cultures share the same beliefs, goals, values, and interests and are therefore interdependent on each
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other since childhood (Cousins, 1989). Therefore, in collectivist cultures, where interdependence on the family is
highly observed, the individual’s autonomy is suppressed, unlike in individualistic cultures, where individuals are
mostly independent (Oishi & Diener, 2001).

In different consumer behavior studies, researchers have found an influence of autonomy on purchase intention
(Chen, Li & Liu, 2019; Gilal et al., 2019). However, the effect of autonomy on consumers’ halal food purchase
intentions is still scarcely found in studies.

1.1.4 Attitude

Attitude is an individual's evaluation of certain behaviors and has been shown to be a significant predictor of
intentions (Ajzen, 1991). Though attitudes also describe the inner feelings of an individual, they are not as intrinsic
as autonomy because of the extrinsic factors affecting them (Riemer et al., 2014; Leavell, 2017). Yet the reciprocal
use of "personal preferences" and "attitudes" is quite popular among psychologists and social scientists (Riemer et
al., 2014). Furthermore, in collectivist cultures, social norms are the basis of attitude formation, and though
preferences shape such attitudes, these preferences are not necessarily personal but normative instead. In addition,
in collectivist cultures, attitudes are shaped by the preferences of other members of society, including family,
friends, and peers. Furthermore, just because individualistic cultures are symbolized by "autonomy," this does not
imply that the need for autonomy has no influence on behaviors in collectivist cultures. Autonomy does affect
behaviors in collectivist cultures, but the attitudes prevalent in collectivist cultures are more reflective of others'
preferences (Riemer et al., 2014), which gives rise to the notion that in collectivist cultures, the need for autonomy
is suppressed in the presence of less intrinsic factors such as attitudes, which are somewhat under the influence of
extrinsic factors despite being intrinsic in nature.

The debate on attitude has been quite popular for ages; however, the "Theory of Reasoned Action (TRA)"
presented by Ajzen and Fishbein (1980) is the most popular theory and is considered the pioneer in explaining the
role of attitude in the formation of behavioral intentions and, thus, behaviors. TRA presents attitude and subjective
norms as the two main determinants of behavior and intention. However, in non-western or collectivist cultures,
subjective norms are infused into attitudes because attitudes are shaped by social norms in such cultures (Riemer et
al., 2014).

As mentioned earlier, TRA and the extension of TRA, i.e., "Theory of Planned Behavior (TPB)", are the two major
marketing theories that have been employed to predict purchase intention (Gilal et al., 2019). A thorough study of
halal food literature shows that attitude significantly impacts halal food purchase intention (Ali et al., 2017; Bashir
etal., 2018; Suleman et al., 2021).

The above mentioned discussion gave rise to the following hypotheses:

Hi. There is a significant impact of autonomy on halal food purchase intention.
H,. There is a significant impact of attitude on halal food purchase intention.
Hs. There is a significant impact of attitude on autonomy.

1.2 Conceptual Framework

Based on the above debate, the conceptual framework has been presented in Figure 2. Autonomy and attitude are
the independent variables predicting halal food purchase intention as hypothesized with H, and H,; while the
hypothesized relationship between attitude and autonomy is mentioned with Hjz. Thus, in other words, the
conceptual framework demonstrates that there is the influence of autonomy on halal food purchase intention (H,).
In addition, H, supposes that attitude influences halal food purchase intention. Furthermore, Hj indicates that
attitude may have an influence on autonomy.
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Autonomy

Halal food
purchase

intention

Attitude

Figure 2. The Conceptual framework

2. Methodology

The study used quantitative technique and, thus, a deductive approach. The hypotheses were developed and an
online questionnaire was used to collect the data. The data was then cleaned and analyzed for hypotheses testing
by using Structural Equation Modeling.

2.1 Questionnaire Development

The items used for the questionnaire were adapted from previously available literature and then validated by
academicians and industry professionals. A few items were deleted based on their opinion. A 5-point Likert scale
(ranging from 1 for "strongly disagree” to 5 for "strongly agree™) was used to analyze responses. The items for
"autonomy" were taken from the studies conducted by den Broeck et al. (2010), Vlachopoulos and Michailidou
(2006), and Ryan and Deci (2000); whereby the study performed by Khalek (2015) was used for the items of
"attitude". The studies taken out by Widodo (2013), and Khalek (2015) were consulted to select the items for the
‘halal food purchase intention. Then, a pilot study was conducted and exploratory factor analysis was performed,
which finally revealed 4 items for "autonomy", 4 for "attitude”, and 3 for "halal food purchase intention”. The
questionnaire was then updated to carry out the actual study.

2.2 Data Collection

The data was collected from the residents of Islamabad, Karachi and Lahore, which are the big cities of a
collectivist society namely, Pakistan. Online questionnaires were distributed through social media platforms and
94.6% response rate was obtained. After initial screening such as missing values, straight lining, outlier detection
and common method bias, 308 usable responses were analyzed for final testing. Among the respondents were
184 females and 124 males. The majority (71.4 %) consisted of youth ranging between the ages 18 to 39 years;
while 25.3 % respondents were aged at 40 years and above. The respondents under 18 years contributed to 3.2 %
of the data. 187 respondents were living in individual family systems, whereas 121 were living in joint
households.

3. Results

The Partial least square structural equation modeling (PLS-SEM) approach was used to analyze the data with the
help of Smart PLS 3.3.3 software. The PLS-SEM approach was used because the data was not normal and
PLS-SEM works well with non-parametric data (Hair et al., 2017). PLS-SEM is associated with the analysis of
two types of models, i.e., "measurement model" and "structural model," whereby the measurement model
primarily evaluates the reliability and validity of the model, and the structural model analyzes the hypotheses and
relationships between exogenous and endogenous variables.

3.1 Measurement Model Assessment

The internal consistency reliability was established as all the values of Cronbach’s alpha and composite
reliability were found to be above 0.70 as recommended by Hair et al. (2017). Convergent validity was
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established because composite reliability values were above 0.70, AVE above 0.50 and factor loadings above
0.60 (Hair et al., 2017) as mentioned in Table 1 below. “Heterotrait-Monotrait” ratio (HTMT) values were found
to be below 0.85 as shown in Table 2 as recommended by Henseler et al. (2015), thus establishing discriminant
validity. VIF values were found to be 1.601 for both the constructs; hence, there was no multicollinearity.

Table 1. Reliability and Convergent Validity of Measurement Model

Construct Item Loadings Cronbach's Composite Average Variance Extracted
Alpha Reliability (AVE)
Attitude Attl  0.835 0.892 0.925 0.756
Att2  0.898
Att3  0.868
Att4  0.875
Autonomy Autl 0.859 0.889 0.923 0.750
Aut3  0.876
Aut4  0.856
Auts  0.872
Halal food purchase Purl 0.835 0.819 0.892 0.733
intention
Pur2  0.866
Pur3  0.867

Table 2. Heterotrait-Monotrait (HTMT) Matrix

Attitude Autonomy Halal food purchase intention
Attitude
Autonomy 0.682
Halal food purchase intention 0.605 0.459

3.2 Structural Model Assessment

A bootstrapping technique performed at 95% confidence intervals was used to evaluate path coefficients (Table
3). The findings revealed that H2 (f = 0.438, t-value = 6.304, p < 0.05) and H3 (B = 0.613, t-value = 13.149, p <
0.05) were both supported, but H1(B = 0.134, t-value = 1.876, p > 0.05) was not. Therefore, the acceptance of H2
and H3 implies that attitude impacts both autonomy and halal food purchase intention; whereas the rejection of
H1 leads to the conclusion that autonomy doesn’t impact halal food purchase intention. Moreover, f2 was found
to be 0.016 for the effect of autonomy on halal food purchase intention, 0.167 for the effect of attitude on halal
food purchase intention, and 0.601 for the effect of attitude on autonomy. Cohen (1988) interpreted the f2 values
of 0.02, 0.15, and 0.35 to be small, medium, and large effects, respectively; hence, the effect of autonomy on
halal food purchase intention is negligible, the effect of attitude on halal food purchase intention is medium, and
the effect of attitude on autonomy is very large.

Furthermore, the coefficient of determination R2was found to be 0.375 for autonomy, indicating an explained
variance of 37.5%. On the other hand, R2was 0.282 for halal food purchase intention which means 28.2 %
variance in halal food purchase intention is explained by the independent variables of autonomy and attitude.
According to Cohens’ (1988) criterion of 0.26 good, 0.13 moderate, and 0.02 weak values of R?, it was
concluded that both the values of R=fall into the good category.

Table 3. Hypothesis Testing and Model Assessment

Hypothesis Relationship Standardised Standard t-value p-value f Decision
Beta Error

H; Autonomy -> Halal 0.134 0.072 1.876 0.061 0.016 Not
food purchase Supported
intention

H, Attitude -> Halal food 0.438 0.069 6.304 0.000 0.167 Supported
purchase intention

Hs Attitude -> Autonomy  0.613 0.047 13.149 0.000 0.601 Supported
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In addition, the blindfolding procedure for the ‘predictive relevance’ of the model gave a Q2 value of 0.272 for
autonomy and 0.2 for halal food purchase intention, which are both greater than 0, thus witnessing the predictive
relevance of the model. The SRMR value of 0.065 < 0.08 shows model fit.

Autl
- TToass
Autd —0 e
= 4—0856—] .
i o872 —
Auts Autonomy T — .
o138
e Purl
o613 TT— - Y-
—— 0856 — Pur2
e TTOLEST
Al e -
! ~ A28 Halal food
A2 . g gg;_;___ _________——-' purchage inbenicn
— OLBGE —
A _o87s™
-
Arnd Attrtuds
Figure 3. Structural Model
4. Conclusion

The findings illustrate that H1 was not supported, so the consumers’ autonomy has no effect on their halal food
purchase intention. This finding supports the notion that consumers belonging to the collectivist society of
Pakistan are not autonomous in their decisions to purchase halal food, which conforms to the studies conducted by
Oishi & Diener (2001) that the need for autonomy is diminished in collectivist cultures.

As H, was supported, so the attitude of consumers influences their halal food purchase intention, which is in line
with the studies performed by Ali et al., (2017), Abu-Hussin et al. (2017), and Suleman et al., (2021), who
examined the considerable impact of attitude on halal food purchase intention.

H3 was also supported; hence, it is concluded that the consumers’ autonomy is undermined by attitude. Therefore,
it supports the study by Ryan and Deci (2006) that the need for autonomy is thwarted in the presence of less
intrinsic factors. Attitude is an intrinsic motivator, but it has foundations in extrinsic elements, which makes it less
internalized as the natural inborn need for autonomy (Ryan & Deci, 2017; Leavell, 2017).

The large effect size while determining the impact of attitude on autonomy clearly indicates that attitudes in
collectivist cultures play a significant role in making up individuals’ behavioral intentions, which ultimately
influence their purchase decisions. Since the study has been conducted in a collectivist culture, this gets further
supplemented with the norms and values that prevail in a collectivistic society; like Pakistan. Whereby, the
decisions to purchase do not simply rest with an individual, rather these are significantly influenced by the social
pressures i.e. family, peers, relatives, friends etc. However, this highlights the other important aspect of one’s
influencing factors, which are generally observed while the acts are being performed. Subsequently, the attitude
is observed as a dominant role player in shaping individuals’ decision making and purchase intentions, whereas
the purely intrinsic factor that urges the individuals to make autonomous decisions for the purchase remains
highly non-subversive in nature.

4.1 Theoretical Implications

The present study adds to the halal food literature by empirically investigating the relationship between attitude
and autonomy for halal food purchase intention in a collectivist culture for the first time. The constructs
"autonomy", "attitude", and "halal food purchase intention" were used to develop the framework, with attitude
and autonomy as independent variables, whereas halal food purchase intention was used as a dependent variable.
Moreover, the impact of attitude on autonomy was also analyzed, with attitude as an independent variable and
autonomy as a dependent variable. The results revealed that attitude affects halal food purchase intention, while
autonomy was not found to have any effect on halal food purchase intention.

4.2 Practical Implications

The study provides a platform for marketers to devise culturally specific strategies for the halal food industry.
Moreover, collectivist customers are more influenced by attitudes shaped by social norms; hence, the same
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should be reflected in advertising and marketing campaigns devised for halal food. Importantly, because cultures
shape consumer preferences, especially for those who travel to different countries for short-term or long-term
stays. Such travel intentions of consumers tend to shape certain attitudes, which reciprocally affect the decision
making of consumers, as per their own cultural norms and values. Hence, the study also supports the need to
have a greater understanding of attitudes that are formed due to the consumers’ own cultures, so the offerings
can be tailored accordingly to the right fulfilment of the consumers’ needs.

5. Limitations and Recommendations

The study was conducted only in one collectivist culture (Pakistan); it is recommended to test it further in
different collectivist cultures like Malaysia and Indonesia, which are also big halal food hubs. Moreover,
cross-cultural studies should also be performed to get a better understanding of halal food purchase intention.

Moreover, only the variable ‘autonomy’ from SDT was assessed for the present study, future research may be
performed with the other two constructs, ‘competence” and ‘relatedness', to study their relationship with attitude
as well as halal food purchase intention.

The study is cross-sectional in nature; longitudinal studies should be performed to analyze the behavior over the
long term.
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