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Abstract: Halal certification does not only mean not only the food served halal but also the entire process must be halal as
well. Therefore, Halal certification is important in the aspect of Indonesian and Malaysian food industry especially in the Halal
Restaurant. This study objective is to understand the influence of Restaurant’s attribute Restaurant and extrinsic on consumer’s
attitude and subscribing of the Halal Restaurant from Malaysian and Indonesian consumers. In addition, this study expecting
the result comparison between Bogor and Kota Kinabalu respondent. This study used 200 respondents in total; each city
received half of the targeted number of respondents. This study used quantitative method to reach respondents; they are
Muslims who wanted to consume Halal food and beverages. The result shows that, among Muslims, we found the different
perception towards subscribing Halal Restaurant, we considered that Bogor respondents only give attention in restaurant
service quality attributes when they are subscribing Halal Restaurant Meanwhile, this study found that Kota Kinabalu
respondents are very consider about quality, value, and risk. The point of this result is even they are same religion; they still
have different perspective and perception.
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Abstrak: Sertifikasi halal tidak hanya berarti tidak hanya makanan yang disajikan halal tetapi juga seluruh proses harus halal
juga. Oleh karena itu, sertifikasi halal penting dalam aspek industri makanan Indonesia dan Malaysia terutama di Restoran
Halal. Tujuan penelitian ini adalah untuk memahami pengaruh atribut Restaurant Restaurant dan ekstrinsik pada sikap
konsumen dan berlangganan Restoran Halal dari konsumen Malaysia dan Indonesia. Selain itu, penelitian ini mengharapkan
perbandingan hasil antara responden Bogor dan Kota Kinabalu. Penelitian ini menggunakan 200 responden secara total;
setiap kota menerima setengah dari jumlah responden yang ditargetkan. Penelitian ini menggunakan metode kuantitatif untuk
menjangkau responden; Mereka adalah muslim yang ingin mengkonsumsi makanan dan minuman halal. Hasilnya
menunjukkan bahwa, di kalangan umat Islam, kami menemukan persepsi yang berbeda terhadap berlangganan Halal
Restaurant, kami menganggap bahwa responden Bogor hanya memberikan perhatian pada atribut kualitas layanan Restoran
ketika mereka berlangganan Halal Restaurant Sementara itu, penelitian ini menemukan bahwa responden Kota Kinabalu
sangat mempertimbangkan kualitas, nilai, dan risiko. Inti dari hasil ini adalah bahkan mereka adalah agama yang sama;
Mereka masih memiliki perspektif dan persepsi yang berbeda.

Kata kunci: Halal, Persepsi Restoran.

INTRODUCTION according to his nature "He has also submitted to you
all that is in heaven and on earth” (Holy Quran, Sura
Muslim's life revolves around the concept of halal  Aljathiyah: 13). Non-Halal or Haram has been speci-
and haram. Halal is more relative to food and drink,  fied as an exception, and the main exceptions of Halal
and means ‘allowed to be consumed by Muslims'.  are: ethanol (alcohol) (Alzeer & Abou Hadeed, 2016),
Haram is the opposite; this can see from the suspicion  blood, pigs, carnivores and omnivorous animals, food
that observed. Masbooh is referring to the originof an ~ contaminated with non-kosher ingredients and food
unknown object in which there is uncertainty about its ~ with toxic potential materials that can harm human
status in Islam. Fundamentally, all food products are  health. Indeed, Islam emphasis on food safety issues,
permitted, except explicitly prohibited in the Quran  so it is often linking the concept of Halal by Halal
(Chapter 11, Verse 168) such as alcohol, pigs, blood,  Tayyib when associated with food "Oye who believe!
meat from carcasses, and animal flesh that have not  Eat clean and pure that we have prepared for you, and
slaughtered according to Islamic rules (Bonne &  be give thanks to Allah, if that is you whom you
Verbeke, 2008). Islam also emphasizes the importance ~ worship "(Holy Quran, Stirat Albagarah: 172).
of establishing toyyib rules, which means a nutritious, Food is a fundamental resource in our daily lives,
high quality, and safe food. it contains nutrients, such as proteins, carbohydrates,
The core definition of Halal is based on Islamic  fats, minerals and vitamins, to provide energy to live
principles in which he says that everything is lawful  and thrive. The food industry today offers us with a
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variety of colours with quality food that has measured
by standard products from the food industry. Food is a
fundamental resource in our daily lives, it contains
nutrients, such as proteins, carbohydrates, fats, mine-
rals and vitamins, to provide energy to live and thrive.
The food industry today offers us with a variety of
colours with quality food that has directed by standard
products from the food industry. Most importantly,
food can also have the potential for disease trans-
mission, so the quality of food plays an important role
to maintain human health. Food safety very important
in sustaining life and safeguarding public health.
Especially, by way of safe handling, preparation and
storage of food helps prevent disease (Chaves, Alva-
renga, Campagnollo, Caltura, & SantAna.)

The opposite of halal is haram and very important
for industry players in the Restaurant sector avoid
offering food and drinks are prohibited such as pork
and alcohol to be served in their dining area. In to
follow the lawful demands, the entire supply chain
must follow the standard kosher food including
slaughtering, storage, display and preparation. Thus,
the standard makes it mandatory requirement to
separate physically from the halal food and products
forbidden.

Malaysian Standard MS 1500 Guidance on
Production, Preparation, Handling and Storage of
Halal Food set of practical guidelines for the food
industry about the suitability kosher. In addition, the
Hazard Analysis Critical Control Point (HACCP) and
halal system will work together ensure that the product
is safe and can be consumed by anyone, including non-
Muslims. In Malaysia's various regulatory standards
set the context for the Restaurant to be sure that to be
halal compliant they must be able to explain all aspects
of the food from the farm to the plate: the segments
from the source of raw materials, handling, processing
equipment, tools processing, storage, transport, prepare
and send to the customer. The MS1500:2019 for an
example, it is every requirements and inclusion clauses
is adopted by JAKIM, a Halal regulatory body in
Malaysia as part of the provision in Halal certification.
JAKIM uses the standards as primary references for
Halal certification, supported by specifically deve-
loped guidelines and manual procedures. Halal
certification applicants must achieve compliances to
every requirement in the standards. For this, JAKIM
needs to conduct a compliance audit to verify the
conformance, before granting the Halal certification.
Non-compliances to this requirement in the standards
will result in a penalty (Ahmad, 2019).

Indonesia, which according to the Global Islamic
Economy Indicator 2017 is the country in the first rank
of shopping for halal food products and ranked sixth in

the world for drug and cosmetics spending (Nasar,
2017), regulates the procedures for halal certification
through a special non-governmental organization
called the Indonesian Ulema Council (MUI) which led
by LPPOM MUI. Even though the level of public
awareness and awareness of halal products has reached
92.2% (Sasongko and Puji, 2011), only 37% of all
products sold in Indonesia have halal certificates. The
Head of LPPOM MUI added that out of 113 thousand
products registered in Indonesia; only 41 thousand
products labelled halal. The number of products that
still do not have a halal label may be due to the
voluntary principles adhered to by the halal certifyca-
tion system in Indonesia (Abdul et al., 2013). Accord-
ing to Hakim (2015), other possible causes are due to
uncertainty and the absence of specific rules regarding
halal product guarantees as the basic standard issued by
the government.

On the contrary, the rules about it are scattered in
a number of regulations that mainly address certain
other subjects. Viverita, Kusumastu sti and Rachma-
wati (2017) in their study said that the reason for the
lack of interest in applying for halal certification is that
the cost standard set by LPPOM MUI varies from 2.8
million rupiah to 3.7 million rupiah, which is relatively
too expensive for small businesses, medium, or newly
formed. Because Small and Medium Enterprises
(UKM) are under the responsibility of the Ministry of
Cooperatives and SMEs, LPPOM MUI is not obliged
to directly support SMEs to obtain halal certificates.

Problem Identification

Halal certification does not only mean not only
the food served halal but also the entire process must
be halal as well. Therefore, Halal certification is
important in the aspect of Malaysian food industry
especially in the halal Restaurant (Marzuki, 2014).
Meanwhile, Malaysian consumers are becoming more
conscious of Halal (Shafie and Othman, 2004). In
Malaysia, there were concerns on the use of invalid and
invalid forms of Halal certificate (Zakaria, 2008; Talib
et. al. 2008; Shafie and Othman, 2006). Abdul (2006)
investigated how the Moslem consumer in Malaysia
purchase Halal food to Subscribing of Halal Restau-
rant. They found that Moslem consumers looking for a
guarantee indicatory the place of business is Halal,
Halal food and that the Halal logo conveyed and
convince customers that the food is fit for the
consumption for a Moslem. In line with owing to the
multicultural of Malaysia, not all of local Restaurant is
systematically Halal and with a new image known as
pork free Restaurant rapidly appeared especially in
Kuala Lumpur and Selangor and other states as well.
Pork-free Restaurant become new marketing strategies
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in Islamic Marketing. (Safie and Othman, 2006). The
study of Haroun, ET. al.(2014) found that there are
three (3) categories of pork free Restaurant s, 1) the
Restaurant pork free that served non-alcohol beve-
rages and received Halal certification from JAKIM, 2)
pork free Restaurant but the owner of the Restaurant
wish the non-Moslem customers and therefore alcohol
is served which as a result to Restaurant will not
receive Halal certification from JAKIM even though
the Restaurant does not serve pork, 3) the Restaurant
which served non-pork or called Halal food Restaurant
but operated by non-Moslem workers and without
having Halal certification from JAKIM. In his fin-
dings, many of Restaurant owners highlighted the type
of pork free Restaurant as Halal Restaurant , because
the perception of non-Moslems has a thought that pork
free food is Halal food, therefore, they serve pork free
foods and beverages as Halal products, but in the fact
Halal process is not only about free from pork ingre-
dients (Haroun et. al. 2014).

In Indonesia, there is a Research Institute for
Food Drugs and Cosmetics-Indonesian Ulema Coun-
cil (LPPOM-MUI). A study institution established by
the MUI (Indonesian Ulema Council) to run an MUI
functionality protecting Moslem consumers in con-
suming the Halal food products, drugs, and cosmetics.
Study of Adiningsih (2012) found that Restaurant
business is one of the prospective business in Indo-
nesia. However, many people have to eat and the
opportunities to grow in line with the market in
Indonesia with the introduction of variety of Restaurant
s in Jakarta is in Indonesia. With the concerns regard-
ing the food safety, the needs of consumers become to
the need of more convenience and modern facilities of
Indonesia in the food sector (Dyck et. al. 2011). The
factor, which has found by Fitriantini (2014) that cause
of hotel and Restaurant owners do not take care of MUI
(Majelis Ulama Indonesia) certification and attempted
to resolve the issue. In the study of Fitriantini (2014),
from 803 Restaurant s only 6 Restaurant s which have
Halal certification and one Restaurant not extending
the Halal certification. Fitriantini (2014) argued that
factors that lead to this problem is the high payment,
process of management is complicated, only healthy
department investigated, and low socialize from MUI,
MUI plays very important for giving the certification
of Halal especially for hotel and Restaurant. It is still
difficult to convince if the chef in a Restaurant is
Moslem using a Halal raw material then the food said
as Halal food (Fitriantini, 2014). However, Indonesian
consumers still prefer to Subscribing Restaurant in
Indonesia regardless if it is Halal or non-Halal. Thus,
from these previous issues above, this is interesting for
this study to investigate comparison of Muslim

perception towards subscribing Halal Restaurant in
comparison study among Bogor and Kota Kinabalu
respondents.

LITERATURE REVIEWS

Previous studies indicated that Restaurant and
extrinsic Restaurant attributes have a significant
relationship with consumer’s attitude and subscribing
the Restaurant. One of the studies has been done is the
study of Monteiro (2000) studied the determinant
factors that influence of Restaurant and extrinsic
attributes towards the Subscribing of Indian Restaurant
s and Hussain (2011), his research studied the analyses
effect of extrinsic product cues (store name, brand
name, price) and customer service on Restaurant
image to build Subscribing behaviour. From these
studies above, there are significant relationship bet-
ween Restaurant and extrinsic attributes toward sub-
scribing behaviour. Such as the process of consumer’s
attitude to makes decision-making is under the scanner
in order to understand how people selected Restaurant
S, weigh attributes in Restaurant selections, attributes
that influenced of menu selection (Upadhyay, et. al.
2007). In addition, the consumer’s attitude and eva-
luations of products based on Restaurant cues and
extrinsic cues with increasingly important when
Restaurant cues are difficult to assess. However, the
study of Espejel, et. al. (2007) suggested that Restau-
rant and extrinsic attributes are very important to
influence consumer’s perception.

Perceived Quality

The importance of maintaining quality of service
to maintain market, According to Parasuraman et al.
(1988), service quality is define as an overall assess-
ment similar to attitudes toward service and is
generally accept as an antecedent of overall customer
satisfaction. A Quality of Service has defined as an
organizational ability to meet or exceed customer
expectations. This is the difference between customer
expectations of service and perceived service
(Zeithaml et al., 1990). This can be exemplify by
Comparison by customer expectations with the per-
ception of the service delivered. If expectations are
greater than performance, then perceived quality is less
than satisfactory and hence customer dissatisfaction.
The service literature has shown that customers are
more sensitive to service variables and service quality
offered by organizations (Parasuraman, Zeithaml &
Berry, 1988). There are several research contributors to
Susskind and Chan (2000) products, three components
that contribute to overall customer satisfaction with
Restaurant s: good food, good service and pleasant
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settings. In addition, Kalra (2001) explains that dinner
has become an integral part of customer lifestyle, so
experienced customers have increased their expec-
tations about quality, good service, well-cooked food
and no dirty interior, while looking for value better for
their money. From the above study, the perceived
quality of service has an influence on consumers
against subscribing intentions. Furthermore, this study
will investigate the relationship between perceptions of
service quality on consumer attitudes and halal
Subscribing Restaurant s. In addition, previous study
of Ramseook (2012) argued that high quality service is
important for the success of organizations so that they
can survive and strengthen their completive. In addi-
tion, the study found that there is a significant relation-
ship between service quality and behavioural intention
repressively. Since service, quality is an important
factor for Restaurant s, consumer’s perception and
behavioural intention in Restaurant has been growl.

Perceived Service Value

In the literature, many of the concept of ‘perceived
value' are often poorly differentiated from other related
constructs; this is because the perception of values has
many meanings. Like the following example, Values
can interpreted because of evaluative judgments,
values referring to standards, rules, criteria, norms,
goals, or ideals that serve as the basis for such evalua-
tive assessments. 'Value' implies a ‘trade-off' between
benefit and sacrifice; this shows the interaction
between the customer and the product or service
(Payne and Holt, 2001). The Values also interpreted as
an important personal belief that people hold on to
themselves and the goals they strive. Because 'Values'
said to implied criterion used by an individual making
a preference assessment. This criterion guides people's
behaviour because they reflect the desired 'ultimate
existence' existence (Flint, 2004) hence the value of
many different meanings and concepts (Fernandez &
Boillo, 2007). Furthermore, from the studies above
there are so many variant of perceived value, in this
study will be using the perceived service value as
Restaurant attribute Restaurant to investigate the
relationship towards Subscribing Halal Restaurant.

Perceived Risk

Risk issues, first introduced to the field of
consumer behaviour research by Bauer.By identifying
consumers ‘perceived risks in the market and trying to
explain buyers' actions, such as seeking information
about products and place of purchase, brand loyalty or
the interests of leaders and reference groups when
buying certain goods and services (Bauer, 1964).
Consumer behaviour research identified and explained
some types of risks felt by consumers.

They can happen in any combination and at
different levels in terms of purchasing certain goods or
services. The perceived risk is a sense of uncertainty
that consumers have when buying goods, cars, homes,
and computers. Every time consumers consider buying
a product, especially if the product is expensive
(Wayne, 1999). Since the 1960s, perceived risk theory
used to explain consumer’s behaviour. Considerable
research has examined the impact of the risk on
traditional consumer decision-making (Lin, 2008).
Peter and Ryan (1976) defined perceived risk as a kind
of subjective expected loss, and Featherman and
Pavlou (2003) also defined perceived risk as the
possible loss when pursuing the desired result. Another
side, Stone and Winter (1987) view risk as an expec-
tation of loss. This understanding differs from the
traditional, normative expectancy-value orientation
that often views risk as “probability time’s pay-off”,
which traces its roots to the disciplines of mathematics
and economics, rather than to a psychological-driven
focus for risk, which seems far more appropriate in
consumer domains. Risk, involvement and trust
Perceived risk also found to be related to other
consumer behaviour concepts, e.g. Cognitive style
(Cox, 1967). Kogan and Wallach (1964) found that
self-sufficiency and independence related positively to
risk taking and rigidity negatively related. Schaninger
(1976) showed perceived risk and its components
negatively related to self-esteem, rigidity and risk
taking and positively related to anxiety measures.
Hence, the perceived risk is became part of Restaurant
attribute as a variable of this study for investigate
perceived risk is influence to consumer’s Subscribing
of Halal Restaurant.

Theory of Reasoned Action

One of the research program of the most
extensive and influential in the history of social
psychology initiated by Martin Fishbein and theory
Icek Ajzen have reasoned action (Ajzen & Fishbein,
1980; Fishbein, 1963, 1967, 1980; Fishbein & Ajzen,
1975; David, 2009) and the descendants of such a
theory Ajzen's planned behaviours (1988, 1991). A
cursory search reveals thousands of citations citation
indices for each of these theories, suggesting that this
research program has been very successful in terms of
its influence on the field of psychology. This theory
originally called Theory of Reasoned Action (TRA),
developed in 1967, and then the theory continually
revised and expanded by Icek Ajzen and Martin
Fishbein. Starting in 1980, this theory used to study
human behaviours and to develop interventions that
are more striking. In 1988, something else added to the
existing reasoned action model and it later named
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Theory of Planned Behaviour (TPB), to overcome the
shortcomings that Ajzen and Fishbein discovered
through their research using TRA. Reasoned Action
Theory developed to examine the relationship between
attitudes and behaviours (Fishbein and Ajzen 1975;
Ajzen 1988, Werner 2004). The main concepts in
Reasoned Action Theory are "principles of compati-
bility" and the concept of "behavioural intentions,"”
(Fishbein and Ajzen 1975; Ajzen 1988). The principle
of compatibility establishes in order to predict a
particular behavior directed at a particular target in a
certain context and time, specific attitudes that are in
accordance with the time, target and context that must
be assessed, (Fishbein and Ajzen 1975; Ajzen 1988).
The concept that states the desire for behaviours that
motivates individuals to engage in behaviours defined
by attitudes that influence behaviours, (Fishbein and
Ajzen 1975). The desire to behave shows how much
effort the individual wants to commit to behaviours
with a higher commitment with tendency for those
behaviours carried out. The desire to behave deter-
mined by subjective attitudes and norms, (Fishbein and
Ajzen 1975; Ajzen 1988).

Framework of this study is adapted by Theory
of Reasoned Action (TRA) focus on behavioural
believe and outcome evaluation, which is the indepen-
dent variable of this study is has set to perceived service
quality, perceived value, and perceived risk of Halal
Restaurant. These variables has quite fundamental
from previous study such as, Qin and Prybutok (2008)
found that the priority of students in service quality and
satisfaction is to receive sympathetic and reassuring
service with comfortable operating hours. This proves
that service quality is proving to be an essential ele-
ment. Service quality has considered as an excellence
and construct of a determinant of customer satisfaction
(Gotlieb et al., 1994). Researchers (Storbacka and
Lehtinen, 2001) have emphasized the relationship
between service quality and customer satisfaction. For
example, emerging service quality models mostly
observed in the literature after the 1980s (O'Neill et al.,
1998), which suggests the importance of this issue.
Thus, this study provided perceived service quality as
the first independent variable. Furthermore, Perceived
value has studied by previous study such as, the
relationship between the behaviour of the service and
the quality of service perceived role and has proven its
value in management/marketing (Heskett & Sasser,
2010).

Perceived value is a psychological assessment of
customers for a product or service with the expectation
that product or service. Marketing researchers admire
satisfaction and quality excellence, and called it a
competitive advantage index organization (Birgelen,

Wetzels, and de Ruyter, 1997). Finally, the last variable
perceived risk, many previous studies has studied such
as, In the subject literature one may come across a
statement that risk, if only perceived, becomes the
main determinant of their purchasing decisions. Cox
reckons that getting to know the nature and range of the
risk perceived by consumer enables a better under-
standing of some of the aspects of consumer behaviour
(Cox, 1967). Risk determines consumer-buying beha-
viour. Maciejewski (2011) has stated that in a situation
when consumers do not see the risk in the process of
purchasing certain goods or services, the fact that there
is an objective risk does not affect purchasing beha-
viour. Means, that risk affects consumer-purchasing
decisions on the conditions perceived by them.
Perception of risk is a condition needed to consider risk
in the category of determining the purchase decision.

Perceived
Service —

Quality

Perceived N
Consumers’ Subscribing

Service i > Halal
Value Attitude Restaurant

Perceived
Risk

Figure 1. Framework

RESEARCH DESIGN

This research used quantitative method, which
approached to 200 Muslim as respondents. These 200
respondents have divided into 100 respondents each
city. Bogor has a quite influential by Halal issues, more
over this is because majority populated by Muslims.
Based on the Central Statistics Agency of West Java
Province (BPS) in 2020, Population of Bogor has
increased 0.94% from 2019. Others ethnics such as
Christian, Buddhism, and Hindus followed after. This
means, Muslim of Bogor dominated in Bogor. The
Malaysian Census 2010 report estimates Kota Kina-
balu's population at 452,058 by Malaysia's Ststistic
Department. The city's current population is a mixture
of many different races and ethnicities. Non-Malaysian
residents form a majority of the city's population with
110,556 people followed by China (93,429), Bajau/
Suluk (72,931), Kadazan-Dusun (69,993), other
Bumiputras (59,107), Bruneian Melayu (35.835),
Murut 2,518), India (2,207) and others (5,482). The
Chinese are mostly Hakka and live mainly in the
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Luyang area. There is also a large Cantonese-speaking
population and a small community of Hokkien and
Foochow Chinese speakers scattered throughout the
city. Most Foochow speakers specifically immigrated
to Sabah from neighbouring Malay countries because
the population is large enough Kinabalu city with a
population of 452,058numbers in the population cen-
sus of 2010 in Table 2, with growth forecasts Kinabalu
city will have a lot of growing population. Kota
Kinabalu population in 2010 were Moslems have
reached 55 percent of the total population in Kota
Kinabalu. Means the number of Muslims in Kota
Kinabalu has reached 254.630 Moslems (Kurniawan,
2010). Thus, this study will use Kota Kinabalu popu-
lartion of Moslem people who live in Kota Kinabalu.

This study took samples in Kota Kinabalu and
Bogor. Hold the place of study in these two cities as a
comparison between Muslim perceptions arises in
different places and cultures. The location of this study
based on Halal Problems that occurred in Malaysia and
Indonesia. To take the scope of the field of study, this
study takes two cities that are quite representative of
the two countries. This is because the location of this
sample is located in two big cities. Besides that it is also
based on news about halal issues as reported from
Daily Express (Published on: Wednesday, June 21,
2017), the existence of illegal chicken smuggling that
occurred in Kinabalu. From the example of the news
above this very interested and serious research would
like to investigate really about what thought by the
consumer to keep Subscribing Halal Restaurant in
Kota Kinabalu. Whereas, what happened in Kota
Bogor in accordance with previous research Susanto
(2013) explains that some Restaurant owners in Bogor
feel do not need Halal certificate to be displayed in his
Restaurant? Because the sense of confident because it
is already using materials that are halal, then the
Restaurant owner does not feel thinking it is very
important.

Some researchers indicated that samples size of
50 as very poor, 100 as poor, 300 as good, and 500 as
very good, also 1000 as excellent (Comrey and Lee,
2015). Sakaran et. al. (2010) has specified three cate-
gories of non-probability sampling and the first cate-
gory is much suitable for this study, which is conve-
nience sampling. This is due to convenience sampling
it is the method in getting the sample, which is on the
most easily accessible members chosen as a subject.
To determine appropriate sample size, this study used
sample size based on the theory of Krejcie and Morgan
(1970).

Questionnaire as the research instrument consist
of items are relevant to measures all the variables
that proposed in this study framework. Theses

questionnaire will measure the proposed hypothesis.
Hence, it is very important, as it will determine the
whole of research and variables relationship. The
questionnaire divided into two sections and contained
straightforward questions. Therefore, the Subscribing
of Halal Restaurant decisions within another context
such as food safety, environmentally friendliness and
cleanliness where these factors do play a key role.
Thus, the second section contained the consumer’s
attitudes about Halal food consumption. Respondents
asked to rank the importance of the relevant statements
on their Halal food consumption decision. All items
intended to measure the variables in this study were
adapted from previously validated instruments. The
construct of subjective norm and behavioural intention
was measured with scales from Venkatesh and Davis
(2000), modified so that the focus was on the Halal
food purchase. Perceived behavioural control and
attitude assessed with measures reported by Taylor and
Todd (1995). The Items modified for Halal food
purchase. Measures of attitude (four items), subjective
norm (two items), perceived behavioural control (three
items), and intention (five items) were measured. All
questions used a six-point Likert scale in which 1
indicated “strongly disagree”, 2 indicated “‘disagree”, 3
indicated “agree”, 4 indicated “strongly agree” thus,
regression analysis was used to analyse the data. The
design of the Likert scale has designed in four options
because it is to avoid bias result.

FINDINGS

Descriptive

This part will explain the results of this study. The
results shown as descriptive, reliability and hypothesis
tests. The descriptive test showed from the genders,
ages, marital status, and educations of respondents.
The result of descriptive is consist by Indonesian
(Bogor) and Malaysian (Kota Kinabalu).

Table 1 explained the different of descriptive
results between Bogor and Kota Kinabalu. These
results shows from the genders, woman respondents
are higher compare to males. In addition, the young-
sters respondent have quite numbers for giving the
contribution for this study. Meanwhile, most of the
respondents dominated by originality both of cities, the
rest of them are outsiders. Respondent’s education is
quite similar, most of the respondents are under-
graduate, masters, Ph.D. and others are following.

Next part, descriptive analysis of each questions
of this study explained, as the result, this study has
independent variables (Perceived Service Quality,
Perceived Value, and Perceived Risk) and Dependent
Variable (Subscribing Halal Restaurant), last,



Budiman: The Influence of Restaurant Attributes on Muslim Consumers Towards Subscribing Halal Restaurant 105

Consumers’ Attitude as mediation variable. Each
variable has minimum four questions to represent
consumer’s perception. Perceived service quality
variable has several item in questionnaire, each item
has average mean of 3 above; this study designed in
Likert scale for 4 scale only (Strongly agree (4), Agree
(3), Disagree (2), Strongly disagree (1)); with the mean
result of perceived service quality is impressive. Next,
Perceived value means also quite high in average mean
of three. The perceived risk has five items which is
three of item have mean in slightly answer in disagree;
this is consumers respond to answer that they are not
particularly feel a risk. Consumer’s attitude has six
items to represents Muslim perception in this study,
this study found all of the means are answer agrees.
These results identify the answer of both of cities.

Table 1. Descriptive results

Bogor
Gender Male 47
Female 53
Ages 19-25 75
26-31 14
31 above 11
Region Original 60
Outsiders 40
Marital Status Single 10
Married 90
Education Undergraduate 74
Post Graduate 18
Ph.D. 6
Others 2
Kota Kinabalu
Gender Male 54
Female 46
Ages 19-25 89
26-31 10
31 above 1
Region Original 63
Outsiders 37
Marital Status Single 9
Marired 91
Education Undergraduate 67
Post Graduate 13
Ph.D 6
Others 4

Source: Processing data with SPSS

Factor Anaysis

The previous study of Othman et. al. (2015)
stated that Convergent validity of the measurement
model with a reflexive indicator is assessed based on
the correlation between the item score / indicator with
construct score. Size reflexive said to be high if the
correlation of 0.70 with the construct to measure.
However, For the initial assessment phase of
development of a scale measuring the loading of 0.5

until 0.6 is considered adequate Determining the input
variable to a particular factor by the large correlation
between variable factors, that is to the huge correlation.
Result of analysis factor got from result of calculation
of SPSS. With the help of SPSS has results. The next
step is, the research effort is to determine whether the
independent variables can be grouped into one or
several factors. Again, this effort is easier to use SPSS.

Factor analysis from this study earn results from
Bogor. This study found .627 of KMO and Bartlett’s
test result. Following the result of Eigenvalue compo-
nent must more than one (>1). This study found that
only two factors. 46.093% variation in first factor,
following 22.937% variation be able to explain in
second factor. Meanwhile, Kota Kinabalu, this study
found .739 of KMO and Bartlett’s test. Following only
one factor in 54.241% variation from total variance
explained. This scree plot image can also show the
number of factors formed. By looking at the compo-
nent point values that have eigenvalues > 1, it can
interpreted that each city (Bogor and Kota Kinabalu)
has its own number of factors.

3. Kota

Bogo

1 2 3 4 5
Figure 2. Scree Plot

Hypothesis Test

In this part, the investigation of hypothesis bet-
ween Restaurant toward Subscribing Halal Restaurant
by analysis multiple regression. The parts of Restau-
rant attribute are consisting to perceived service
quality, perceived service value, and perceived risk.
This study was using the T test to measure relation-
ships between variables, This study using as a T table
(1.980) for surpass by T value to make acceptable
hypothesis.

Bogor Result

In this section will be explaining the relationship
all independent variables and dependent variables
through the multiple analysis regression.
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Table 2. Coefficient Restaurant towards Consumer’s
Attitude in Bogor

Model t Sig.
Perceived Service Quality 2.707 .007
Perceived Service Value 1.361 175
Perceived Risk 1.643 102

Source: Processing data with SPSS

From the Table 2 the result of coefficient Restau-
rant attribute towards consumer’s attitude in Bogor.
The output coefficient of perceived service quality is
0.167 in positive (+) means that the more perceived
service quality is increase, higher of consumer’s
attitude is increase in 1.67%. In addition, output of
coefficient perceived service value is 0.115 means that
if perceived service value is increasing, then consu-
mer’s attitude is increase in 1.15 %. Furthermore, the
output coefficient of perceived risk is 0.127, means that
if perceived risk increasing, then consumer’s attitude is
increase in 1.27%. The hypothesis testing in this part
will use the T test. The first is to find T table of this
study, the T table of this study is 1.275. Which mean
the T value is must to be higher than T table to receive
H1a for accepting hypothesis.

The acceptable hypothesis is first hypothesis
(H1a) is there is a significant relationship between
perceived service quality and consumer’s attitude in
Bogor. The first variable is perceived service quality.
The T value of perceived service quality is 2.707 and
significant is 0.007. Next, the second variable is
perceived service value. The T value of perceived
service value is 1.361 and significant is 0.175 was not
accepted, and the last variable is perceived service risk.
The T value of perceived service value is 1.643 and
significant is 0.102. Means, H2a and H3a rejected as
well.

Kota Knabalu Result

From the Table 6 the result of coefficient Restau-
rant attribute towards consumer’s attitude in Kota
Kinabalu. The output coefficient of perceived service
quality is 0.191 in positive (+) means that the more
perceived service quality is increase, higher of consu-
mer’s attitude is increase in 1.91%.

Table 3. Coefficient Restaurant towards Consumer’s
Attitude in Kota Kinabalu

Model t Sig.
Perceived S. Quality 2.605 .010
Perceived S Value 2.273 024
Perceived Risk 5.886 .000

Source: Processing data with SPSS

In addition, output of coefficient perceived
service value is 0.214 means that if perceived service
value is increasing, then consumer’s attitude is increase
in 2.14%. Furthermore, the output coefficient of
perceived risk is 0.588, means that if perceived risk
increasing, then consumer’s attitude is increase in
5.88%. The hypothesis testing in this part will using the
T test. Thus, study found all the hypothesis (H1b, H2b,
& H3b) accepted, unlike Bogor’s hypothesis results.

Consumers’ attitude and Subscribing Halal
Restaurant

In this section will be explaining the relationship
all independent variables and dependent variables
through the multiple analysis regression. This study
found that there is a significant relationship between
consumer’s attitudes and subscribing Halal Restaurant
form each cities, this study found, in Bogor, the
consumers’ attitude is impressively high. The Muslim
Bogor is always to subscribing Halal Restaurant
without a doulbt.

Table 4. Coefficient Consumer’s Attitude towards Subscrib-
ing Halal Restaurant

Model t Sig.
Consumer's Attitude (Bogor) 12,752 .000
Consumer's Attitude (Kota Kinabalu) ~ 11.805 .000

Source: Processing data with SPSS

The result of coefficient consumer’s attitude
towards subscribing halal Restaurant in Kota Kina-
balu. The output coefficient consumer’s attitude is .426
in positive (+) means that the more consumer’s attitude
is increase, the higher of subscribing Halal Restaurant
is increase by 4.26%. The hypothesis testing in this part
will using the T test. The first is to find T table of this
study, the T table of this study is 1.275.

CONCLUSION

This study found that the comparison of hypo-
thesis results, the first hypothesis comparison is
perceived service quality; this study found that there is
no significant at all in Bogor, alsop, this study found
that same result in Kota Kinabalu. This mean, the
respondents are significantly percept the service
quality Halal Restaurant that is good. The relationship
of service value, this study found the service value of
Halal Restaurant was not quite affecting them to
subscribing Halal Restaurant. Meanwhile, Kota Kina-
balu has opposite sight of service value in Halal
Restaurant, this mean Malaysian or familiar called as
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Sabahan, they have a thought about service value is
important. The risk was not highly significant in
Bogor, because people from Bogor tend to not carrying
so much about the risk if Halal Restaurant abuses. Kota
Kinabalu, has highly aware about Halalness. Because
they are so much care about the important of Halalness.
This does not mean, Bogor is ignorant, but they do
aware the Halalness of Restaurant in other ways. The
previous study by Yoo and Naeyon (2014) found that
consumer’s attitude mediated the relationship between
antecedents of consumer attitude and consumer sub-
scribing intention. From the result shown above, the
findings indicated the there is no significant relation-
ship between a consumer’s attitude and subscribing
Halal Restaurant. This mean, the consumer’s attitude
from combined city Kota Kinabalu and Bogor have a
different result, which is indicate that the consumer’s
attitude is not influence by subscribing Halal Restau-
rant. Because even they are same Muslim, but the
attitude towards subscribing Halal Restaurant is diffe-
rent. Otherwise, the split result for each city has
different findings, the consumer’s attitude has a signi-
ficant relationship towards subscribing Halal Restau-
rant in Kota Kinabalu, which is the consumer’s attitude
is affecting the subscribing Halal Restaurant. Same
goes for Bogor, the finding indicated that the Bogor
consumer’s attitude has significant relationship
towards subscribing Halal Restaurant. This mean that
their attitude always has to move by their instinct as a
Muslim. They do not even mind about the doubtful
attitude to subscribing Halal Restaurant.
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