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ABSTRACT  

This study aims to identify the significance of various factors influencing Muslim consumers' 

purchase decisions in Georgia, as well as potential barriers to the purchase of halal meat, so that 

marketers in Georgia could be provided with pertinent recommendations. The author devises three 

research questions regarding Muslim consumers residing in Georgia in order to identify the 

product characteristics that are important to them when purchasing halal meat, the locations they 

visit to purchase the meat and how they become aware of it, and the barriers that may prevent them 

from purchasing more halal meat. The thesis utilizes the Engel-Blackwell-Miniard (EBM) model 

to illustrate the decision-making process of Muslim consumers, and contrasts the results of this 

research to those of previous studies in the field. The study uses quantitative methodology and 

primary data is collected through an online survey. Overall, Muslim consumers place a high value 

on the presence of a "halal" logo on supermarket meat, but prefer local butchers due to the 

freshness and healthiness of the meat. Muslim consumers also learn about the availability of halal 

meat through Word of Mouth from their acquaintances. In addition, Muslims desire access to halal 

meat closer to their residences and a greater variety of halal meat in supermarkets. Additionally, 

consumers are not price sensitive, but they do consider the prices of halal meat in various locations. 

Muslims do not have a particularly difficult time purchasing meat, but there are some obstacles 

that prevent them from purchasing more and easier. 

 

 

Keywords: Engel-Blackwell-Miniard model, purchase, decision-making, halal 
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INTRODUCTION 

According to the latest data available from the last census conducted in 2014, Georgia had a 

population of 3,713,804 people, of which 11 percent belonged to Muslim minorities (Population 

by Regions ..., n.d.).  On top, Georgia has been more open towards tourism and foreign nationals, 

and the number of immigrants in the country has been constantly increasing. In addition, 45,576 

people were granted a short-term visa, which does not allow to exceed one’s stay of more than 30 

days (State Commission on Migration Issues, 2021, p. 29). This is an indicator of flourishing 

tourism in Georgia, and many visitors come from Turkey and Azerbaijan (State Commission on 

Migration Issues, 2019, p. 38), which are Muslim countries.  

 

The Muslim population today exceeds 25% of the world population and is expected to grow 

steadily (Global Muslim Population, n.d.; Hackett, 2015, p. 4). As the data has shown the presence 

of Muslim consumers in Georgia, the market is expected to grow likewise. Therefore, the increase 

in the Muslim population in Georgia is a grand opportunity for businesses to appeal to this 

consumer segment. Muslims follow the Qur’an and the Sunnah, the way of living of Prophet 

Muhammad for observing dietary rulings. The word “halal” means permissible in Arabic 

(Regenstein et al., 2003, p. 111), and this word is most used in regards to food. In particular, meat 

has more specific criteria for slaughter, hence the term “halal meat” is widely used. Given the 

aforementioned facts, it is crucial for a Muslim living in Georgia to find halal food.  

 

Numerous studies have been conducted in order to investigate the elements affecting Muslim 

consumer behavior toward halal food in Muslim countries (Ashraf, 2019; Talib, 2017; Vanany et 

al., 2019). Though, there is less research done on the same topic in countries where Muslims are a 

minority (Ali et al., 2017; Bonne et al., 2007; Pradana et al., 2022). Such studies bring more value 

to the businesses operating in these countries, as this area is not very well researched. However, to 

the best knowledge of the author, there has been no study conducted on the purchase decision-

making of Muslim consumers in Georgia focusing on halal meat, hence this becomes the thesis 

research problem and this means there is a knowledge gap in the academic literature that needs to 

be fulfilled. The aim of the study is to identify the significance of various factors influencing 
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Muslim consumers’ purchase decision-making in Georgia and possible blockers of purchasing 

halal meat in order to provide relevant recommendations to marketers in Georgia. Hence, the 

author has developed the following research questions for this thesis: 

 

RQ 1: What product characteristics do Muslim consumers in Georgia consider when 

purchasing halal meat? 

 

RQ2: What kinds of selling points do Muslim consumers visit in Georgia to buy halal meat 

and how do they become aware of them? 

 

RQ3: What are the barriers to purchasing halal meat in Georgia? 

 

Overall, the first chapter of the paper will introduce the definition of purchase decision-making, 

consumer involvement types, the Engel-Blackwell-Miniard model, and their connection to the aim 

of this research. The second chapter will present the quantitative methods used, data collection, 

and analysis processes. The third chapter will introduce the results of the study conducted and 

make a connection to the literature review presented, as well as provide recommendations for 

marketers and outline the limitations of the study. The thesis will end with a conclusion to 

summarize the study, a list of references used, and appendices that provide additional insight into 

the results.  

 

In order to answer the aforementioned research questions, the author used quantitative 

methodology. The research method was utilized via conducting an online survey to collect primary 

data. Snowball sampling was used for this thesis due to the author’s limited reach to the target 

population. It is worth noting that certain articles used in the theoretical background may have 

drawbacks, since purchase decision-making is not widely studied, especially in countries with 

Muslim minorities, hence the author utilized such articles with confidence. In addition, due to the 

sampling method, the research results cannot be generalized to the whole population. 

 

Lastly, the author would like to thank her supervisor for being supportive and reassuring 

throughout the thesis writing process. Also, the author is grateful to her family, friends, and 

respondents- without them, it would be almost impossible to collect the necessary data for this 

research. She would also like to thank everyone who has been there for her during the stressful 

situation.  
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1. THEORETICAL BACKGROUND 

This chapter will dive into the definitions of purchase decision-making, various involvement types, 

introduce the Engel-Blackwell-Miniard (EBM) model that describes consumer decision-making 

in great detail, and present previous research done on the topic.  

1.1. Purchase decision-making 

Most researchers refer to consumer behavior as the precise manner in which consumers buy 

particular goods and services, and why (Bergadaà & Faure, 1995, as cited in Nassè, 2021, p. 304). 

The significance and the size of the consumer behavior field make it one of the most attractive 

research areas. One of the fundamental concerns of consumer research is the selection and 

utilization of products and services by consumers (Jaakkola, 2007, p. 94). Consumer behavior is 

an enormous topic and it is divided into subfields. In this thesis, the focus will be on the purchase 

decision-making process of consumers. Purchase decision-making is considered a problem-

solving activity in which consumers proceed through a number of phases in order to solve an issue 

(Mowen, 1988, p. 16). On the other hand, Olshavsky and Granbois (1979) have concluded that 

most purchases are not a result of a decision-making process, in fact, countless purchases become 

habitual without the consumer going through a decision-making process. Consumer purchase 

decision-making is closely related to the level of involvement one has in buying a product.  

 

One of the definitions of purchase decision involvement is the level of attention and care a 

customer gives to a purchase decision activity (Mittal, 1989). Zaichkowsky (1985) defines 

involvement as “a person's perceived relevance of the object based on inherent needs, values, and 

interest“ (p. 342). Consumers are able to make purchasing decisions based on 3 types of 

involvement: high involvement, low involvement, and experience involvement (Solomon, 2017, 

p. 286). High involvement refers to a consumer treating an item's purchasing process as a problem-

solving action. Low involvement suggests that a buyer does not have a specific preference for one 

brand among many, rather, they purchase an item with the finite information they possess and 

make assessments of the products post-purchase (Solomon, 2017, p. 287). Experience involvement 
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concludes that consumers make purchase decisions based on emotions and are personally engaged 

in the present consumption of an experience, where an experience may involve consumers and 

entail emotions at the moment (Solomon, 2017, p. 287; Zatori et al., 2018, p. 112).  

 

Hoyer (1984) concludes that consumers who make a repeated purchase of a low-importance item 

commonly display low involvement in the decision-making, hence, there is minimal decision-

making within the physical location of sale and consumers make most choices outside of the place 

of sale. Kotler et al. (2019, p. 159) also mention that the process of purchasing commences before 

the actual purchase and also recognizes the possibility of habitual purchases, however, unlike 

Hoyer, Kotler believes that most consumers still go through 5 stages of consumer decision-making 

process: need recognition, information search, evaluation of alternatives, purchase decision, and 

post-purchase behavior (Ibid.). This will be discussed in greater detail in the next section of the 

chapter. It is also suggested that marketers and researchers focus on the processes that occur prior 

to the recognition of the need and after post-purchase behavior, as this process is much more 

complex than the models could portray. Hoyer (1984) has also pointed out that consumers with 

low involvement make purchase decisions based on the price of the products, special schemes such 

as sales, loyalty towards a brand, and satisfaction with a certain product.  

1.2. Engel-Blackwell-Miniard model 

The majority of consumer buying behavior models concentrate on an individual, despite the fact 

that scholarly works also encompass other scenarios such as gift-giving and household buying 

behavior (Arndt, 1986, p. 32; Horton, 1984, as cited in Jaakkola, 2007, p. 97; Parsons, 

2002).  These situations involve consumers making decisions who are not the ultimate consumers 

of the product or involve multiple individuals in the decision-making process (Ibid). Numerous 

models are trying to explain consumer purchase decision-making, such as Nicosia Model, Howard-

Sheth Model, Kotler Stimulus-Response Model (Kotler Model), and Engel-Blackwell-Miniard 

(EBM) model (Li & Ling, 2015). In this thesis, the EBM model will be utilized to explore 

consumer purchase decision-making connected to the thesis’ research questions.  

 

Engel-Blackwell-Miniard (EBM) model is a scheme designed by Engel, Blackwell, and Miniard 

in 1986 to describe the phases of a consumer decision-making process. It is a reworked design of 

the Engel-Kollat-Blackwell (EKB) model that was composed in 1978 (Engel et al., 1986, as cited 



9 

 

in Darley et al., 2010). The EBM model is considered to be one of the contemporary models that 

focuses more on the cognitive dimensions, which refers to the mental processes of consumer 

purchasing behavior (Du Plessis et al, 1991, as cited in Erasmus et al., 2010, p. 83). Although 

Rassuli and Harrell (1990) agreed that consumer purchase decision-making models made a great 

effort in being detailed and brand-oriented, they stated that if such models were fully accurate, 

then the characteristics of the brand would go hand in hand with the consumers being highly 

conscious of their needs, outcomes, and benefits.  

 

The Engel-Blackwell-Miniard model contains 4 sections of the overall consumer purchase 

decision-making process: input, information process, decision process, and variables influencing 

the decision process. Input refers to the provoked response from the consumer- either by a marketer 

or other sources or an external search conducted by the consumer. The information process depicts 

the process of how a consumer is exposed to the information about the product, its understanding, 

and its retention in consumers’ memory. The most significant section of the model is the decision 

process, which is the main focus of this thesis. The decision process is divided into 7 stages: need 

recognition, search, pre-purchase evaluation of alternatives, purchase, consumption, post-

consumption evaluation, and divestment (see Figure 1). 
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Figure 1. Engel-Blackwell-Miniard model modified by the author with an emphasis on areas of 

focus in the thesis 

Source: Blackwell et al. (2006, as cited in Nash, 2019, p. 84)  

Need recognition occurs when a consumer realizes they lack an item or a desired state of being. 

(Liu & Dickerson, 1999, p. 258). Shifts in situations, obtaining a product, consumption, and 

marketing strategies influence the probability of need activation for a consumer. A need 

recognition forces the consumer to search for information- either internally from their memory or 

externally from their environment (Ibid). Whether a consumer search is going to be internal or 

external depends on the amount of information available to the consumer internally. If the 

individual deems the information to be enough to make a purchase decision, then the person stops 

the search for information here. The consumer then moves to the pre-purchase evaluation of 

alternatives. This is the phase where the individual is weighing the possible options in order to 

make a purchase decision. Once the decision is made, the person proceeds to buy the product or 

service, with that moving to the “purchase“ and “consumption“ stages. Furthermore, the consumer 

proceeds to evaluate the purchase post-consumption and can either be satisfied with the decision 

but remain open to evaluate any alternatives for their needs, or be dissatisfied, which will lead to 

an external search of information and repeats the decision process (Ibid). Finally, the purchase 

decision process ends with divestment, which is the riddance of unused products or their remnants 

(Engel et al., 1995, as cited in Erasmus et al., 2010, p. 83).  

 

The fourth section depicted in the EBM model of variables influencing the decision process 

includes environmental and individual differences. These factors influence the majority of the 

consumer purchase decision-making process, however, they are not in the scope of this research.  

1.3. Factors influencing the purchase of halal meat based on previous studies 

This sub-chapter will introduce the factors that influence Muslim consumers’ purchase decision-

making of halal meat from the available literature and make a connection between the theory 

proposed previously and this thesis.  

 

Commonly, regularly-bought food items that are of low price are considered to be low-

involvement products (Beharrell & Dennison, 1995; Padberg et al., 1997, as cited in Verbeke & 

Vackier, 2004, p. 160). However, as opposed to the academic literature, numerous low-
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involvement products become high-involvement goods for Muslims (Ahmed et al., 2014, p.19; 

Wilson & Liu, 2010, p. 118). Therefore, halal meat is a high-involvement product for consumers 

residing in a non-Muslim society, although it is an item that is bought frequently. This can be 

explained by the fact that Muslims aim at minimizing the risk of buying non-halal meat, hence, 

risk minimization increases purchase involvement (Razzaque & Chaudhry, 2013, p. 212). 

Moreover, the consumption of halal meat is viewed as crucial in fulfilling essential Islamic 

requirements, values, and objectives of being a Muslim (Ali et al., 2017, p. 533). Therefore, 

Muslim consumers engage in the purchase decision-making process by recognizing the need for 

halal meat, seeking information about the requirements for meat to be halal, evaluating alternative 

choices of meat and place of purchase, making a choice, and forming a post-purchase opinion.  

 

Numerous studies investigating consumer behavior toward halal meat employed the Theory of 

Planned Behavior (Bonne et al., 2007; Hanafiah & Hamdan, 2021; Sherwani et al., 2018) that was 

introduced by Ajzen and Fishbein (1980, as cited in Ajzen, 1991, p. 181) and it is meant to 

elaborate on how human intentions, attitudes, and perceived behavioral control affect certain 

behavior. The consumption of halal products is considered to be part of an identity. However, most 

researches focus on exploring factors that affect Muslim consumers’ behavior toward halal food 

rather than studying the purchase decision-making process and factors affecting it. Since it has 

been proven that buying halal meat for Muslims living in a non-Muslim country is high 

involvement purchase and involves a decision process, therefore, the Engel-Blackwell-Miniard 

model was chosen to gain more insight into the purchase decision-making of Muslims in Georgia 

regarding halal meat, since the model covers important aspects of decision-making like search for 

information and stages of decision-making. 

 

Various studies have been conducted to gain a deeper insight into the consumer behavior of 

Muslims and their purchase decision-making process. Moghaddam et al. (2022) have concluded 

that product attributes have a meaningful impact on consumer attitudes toward halal food. This 

means that Muslim consumers carefully choose halal food based on their characteristics. Bhatti et 

al. (2021) conducted a study in Norway- a country where Muslims are a minority, in an attempt to 

discover Muslim consumers’ purchase intentions of halal meat and how this affects their choice of 

store location, such as visiting a butcher or a convenience store. Based on their results, most 

respondents placed selling points to be the priority when buying halal meat, in particular, Muslim 

consumers in Norway prefer to buy meat from halal butchery (Ibid.). This corresponds with 

Moghaddam et al., (2022, p. 140) research, which concludes that selling points where halal food 
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is available is one of the most significant factors influencing Muslim consumers' decision-making, 

as they seek the availability of halal food in the locations they trust, and they prefer shopping at 

local retailers and have less confidence in supermarkets. However, the place of purchase and 

significance of different attributes to Muslim consumers depends on their demographic 

backgrounds, such as marital status and age (Bhatti et al., 2021). 

 

The study shows that Muslim consumers do not have a particular preference for the freshness of 

the meat, however, the majority of the participants indicated that they prefer obtaining halal meat 

from halal butchers (Bhatti et al., 2021). This is due to the fact that Muslim consumers in Norway 

place more trust in halal butchers rather than supermarkets or online stores because the information 

about butcheries is obtained through Word of Mouth (WOM) from fellow Muslim consumers. In 

addition, throughout the direct interaction between the consumer and the butcher, the buyer can 

inquire for further information about the meat and possibly set their preferences for specific meat 

pieces and negotiate on the price. Being personally familiar with the butchery builds trust between 

the Muslim consumer and the butchery (Ahmed, 2008; Bhatti et al., 2021). 

 

On the other hand, Muslim consumers who reside with their families consider the freshness of the 

meat and the price to be significant factors when purchasing halal meat. Such consumers buy 

frozen meat as well but in lower quantities (Bhatti et al., 2021). Other families whose priority is to 

buy local-only meat are indifferent to the place of purchase of halal meat and are not sensitive to 

different prices (Ibid.). Contrary to Muslims living with families, Muslim consumers who have 

settled independently display higher trust for halal meat available in supermarkets (Ibid.). Lastly, 

the most interesting discovery made is how Muslim consumers are mainly not inclined to pay more 

for obtaining halal meat, but they pay more for the meat from halal butchers that is considered 

certified, due to the trust built between the butchery and the consumer (Bhatti et al., 2021; Verbeke 

et al., 2013). 

 

The lack of price sensitivity towards halal meat has also been confirmed by Usmandani and 

Darwanto (2021). They have deduced that the price of halal processed meat does not have an 

influence on Muslim consumer decision to buy the items. This is because Muslim consumers 

accept that the process of making halal meat is costly for businesses, such as obtaining special 

tools that fit Islamic standards and additional costs for halal certification, which leads to higher 

prices of halal food when a business attempts to cover the costs (Usmandani & Darwanto, 2021). 
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Muslim consumers that buy halal meat in supermarkets may recognize whether the meat is halal 

by checking the presence of a “halal“ logo on the packaged meat (Moghaddam et al., 2022). Halal 

certification is crucial for Muslim consumers as it may be the only option to identify halal products 

(Abdul et al., 2009; Hamdan et al., 2013, p. 60; Moghaddam et al., 2022, p.139; Pradana et al., 

2020 p. 442). Azam (2016) has deduced that Muslim consumers’ awareness of halal products 

increases as the products contain the “halal“ logo on them, and the awareness in return leads to 

higher purchase intentions. This finding also corresponds with research done by Usmandani and 

Darwanto (2021), who claim that the “halal“ logo or halal certification on meat has quite an impact 

on the consumer purchase intention, but not on the purchase decision, which means halal 

certification does not have a direct influence on purchase decision-making but is a factor that 

consumers consider, among others. However, even with the presence of the “halal“ logo on food 

products, many Muslims do not trust it or doubt the reliability of the certification, especially in the 

case of foreign brands (Mohayidin & Kamarulzaman, 2014). There have been multiple incidents 

reported in the UK where companies and individuals used non-halal meat or sold illegally-obtained 

meat labeled as “halal“ to Muslim consumers (Fuseini et al., 2017).  

 

On the other hand, some Muslim consumers consider its country of origin to be an important factor 

during purchase decision-making (Meenchee & Kamaruddin, 2020) and for some, it may perhaps 

be the most important determinant (Moghaddam et al., 2022, p.139). The researchers have also 

found that halal food advertisements have no impact on consumer attitudes toward halal food 

(Moghaddam et al., 2022). The study conducted by Usmandani and Darwanto (2021) in Indonesia 

concludes that the marketing of halal processed meat, especially advertisements of discounts, does 

not affect consumers' purchase decisions, since Muslim consumers know the value of producing 

halal products and understand the costs associated with it. However, it is worth noting that the 

research was conducted in a country where Islam is a major religion, and the results may differ 

from this thesis which focuses on a country where Muslims are a minority.  

 

Consumers usually consider the quality of a product they purchase. Usmandani and Darwanto 

(2021) deduce that the product quality of halal meat does not affect the purchase decision-making 

of a Muslim consumer. This is possible due to the fact that consumers look for consistency of the 

product more than quality, so as long as an item is consistent with its quality, whether it’s good or 

bad, consumers would be willing to buy it (Pandensolang & Tawas, 2015, as cited in Usmandani 

& Darwanto, 2021, p. 57).  
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Since Muslim countries have an abundance of halal meat, it is logical to conclude that consumers 

have more halal brands available to them. Azam (2016) has concluded that knowledge of Islamic 

brands in regards to halal products does not impact purchase intentions, which may be the result 

of a lack of awareness of the Islamic brands of products among Muslim consumers and they are 

more focused on the presence of halal certification when purchasing halal products.   
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2. METHODOLOGY 

This chapter will introduce the methodology and methods used, chosen approach for primary data 

collection, as well as the survey design and utilized methods for statistical analysis, and the socio-

demographic background of the respondents.  

 

In order to answer the thesis’ research questions, the author chose to conduct a quantitative study. 

Based on the research carried out previously concerning Muslim consumer behavior, many of them 

utilized quantitative studies (Bhatti et al., 2021; Moghaddam et al., 2022; Razzaque & Chaudhry, 

2013; Usmandani & Darwanto, 2021). Quantitative methods allow the researcher to obtain an 

objective view of the responses received and analyze data through statistical analysis methods, 

which tests the results’ reliability (Park & Park, 2016, p. 3). In addition, the researcher gains insight 

into a subject and identifies particular themes, discrepancies, and is able to provide an overview 

of such findings.  

 

Due to Muslims being a minority in Georgia and the author not having sufficient resources to reach 

the target population personally, snowball sampling was used to reach the participants. Snowball 

sampling is often used in cases where the population is hard to reach, hence, the researcher depends 

on the respondents to forward the survey to another representative of the target population. 

Snowball sampling is also referred to as respondent-driven sampling (Goodman, 2011, p. 350). 

Snowball sampling belongs to the convenience sampling group of the non-probability sampling 

method, which comes with certain limitations. One of the limitations is that the results can be 

generalized to the entire population only to an extent. In addition, since the participants forward 

the survey within their social network, there is a chance of selection bias (Stratton, 2023).  

 

In this thesis, an online survey was utilized using Google Forms. The survey was made in English 

in order to reach Muslim expatriates living in Georgia, and in Azerbaijani in order to reach the 

Azerbaijani minority, also Muslims, already settled in Georgia. The survey was first made in 

English by the author and then translated into Azerbaijani by a trusted acquaintance. Two surveys 

were linked to one another using hyperlinking so that any forwarded survey link would include 
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both language versions. The survey was distributed between 14 and 17 April 2023 using the 

author’s social media accounts, friends, and family residing in Georgia. They distributed the survey 

among their circle of acquaintances and those were asked to forward the questionnaire further as 

well. Overall the survey succeeded in collecting 72 responses, of which 70 were used. 

 

The majority of the questions in the survey were compiled by the author, inspired by Pradana et 

al. (2020) and Bhatti et al. (2021) studies. The survey consisted of 19 questions, of which the first 

2 questions helped to select the right respondents for the research; if they answered “No“ to either 

of the questions, it would make the respondent skip the survey and take them to the submission 

page (see Appendix 1). These questions also contribute to the “Need recognition“ section of the 

EBM model, since need recognition begins with residing in Georgia and having the need to buy 

halal meat. The following 15 questions were to inquire participants about their buying habits of 

halal meat, such as location, type of meat they buy at specific selling points, factors they consider 

when buying halal meat, and 3 open-ended questions to gain deeper insight into consumers’ 

reasoning behind their choices. In addition, most questions included the option “Other“ to give the 

respondents the opportunity to answer besides what has been offered in the survey to avoid the 

limitation of answers. Lastly, four questions at the end of the survey referred to the socio-

demographic information of the respondents such as age, gender, nationality, and social status.  

 

The data obtained from the survey in Azerbaijani was translated into English and merged with the 

results in English to have one set of raw data. Both of the surveys can be found in Appendix 1. To 

test the relevance of the survey results and gain additional insights, the author has also conducted 

a statistical analysis. Cronbach’s alpha was calculated for 2 research questions to test the internal  

consistency of the answers provided by the respondents on the Likert scale. Furthermore, Cramer’s 

V was utilized for 1 research question, and for all 3 questions Spearman’s correlation was used for 

statements graded on a Likert scale.  

 

The survey succeeded in collecting 72 responses in total, however, 2 participants are not part of 

the target population, hence 70 responses are analyzed. The study comprises of respondents aged 

mainly 21-30 years; the second most evident group is 31-40 years old; followed by people who 

are 20 years old and younger; people aged 41-50; the smallest age groups are 51-60 and 

participants above 61 years (see Figure 2).  
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Figure 2. Socio-demographic background of respondents (n=70) 

Source: author’s calculations based on data from Appendix 3.  

The ratio of men to women is almost equal, with males (38 responses) giving slightly more 

responses to the survey than females (32 responses). Since the survey targets mainly the Muslim 

expatriates residing in Georgia as well as the Azerbaijani minority, 20 respondents were Pakistanis, 

18 were from Georgia, 15 were from India, and 17 were from “Other“. The option “Other“ consists 

of respondents representing various countries in smaller numbers, such as Qatar, Azerbaijan, 

Turkey, the UK, Iran, Russia, Palestine, and other ethnical minorities (see Appendix 3). Moreover, 

it is important to note that individuals from Georgia may be of other ethnicities, for instance, 

Azerbaijanis. The majority of respondents were students (27 responses), followed by working 

individuals that have a family (24 respondents), 11 participants unemployed, 5 single working 

individuals, and 3 students who are employed.  
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3. RESULTS 

This chapter is divided into 2 sub-chapters where one will introduce the findings of the collected 

primary data, graphical representations, and statistical analysis of the results sorted by research 

questions and those results that fit the model; and another will move on to the discussion of the 

results and their link to the previous studies.  

3.1. Findings 

In order to answer the research questions of this thesis, the author compiled and distributed a 

questionnaire to the target sample. Almost every question had an additional answer “Other” to give 

the possibility for the respondents to provide additional answers and comments. However, it is 

crucial to note that in places of free answers, unclear comments or answers provided by the 

respondents were discarded from the study. In the survey, 1 question could be a part of more than 

1 research question and measure multiple factors however for simplicity, each question and its 

results have been presented once in this sub-chapter. Additionally, the results on the Likert scale 

for answers “Strongly Agree” and “Agree” are presented together for simplicity, and so are 

answers for “Strongly Disagree” and “Disagree”. 

3.1.1. Product characteristics consumers consider when purchasing halal meat 

To gain insight into what product characteristics Muslims in Georgia take into consideration when 

buying halal meat, the respondents were asked to state or explain their opinions regarding several 

proposed product attributes. Since the price can be considered as a product characteristic for a 

consumer, the respondents were asked whether the price of halal meat concerns them. Thirty-five 

individuals stated that the price concerns them from time to time but they purchase halal meat 

anyway, 25 people stated they do not care much for the price and will buy any halal meat available, 

9 people said they are concerned and buy only the cheapest halal meat or none at all, and 1 

individual did not answer as they purchase only from 1 selling point (see Figure 3). Moreover, 2 

individuals commented that it is more important to buy meat that is halal and from trustworthy 

sellers (see Appendix 3). 
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Figure 3. How concerned Muslim consumers are about the price of halal meat (n=69) 

Source: author’s calculations based on data from Appendix 3.  

Furthermore, the participants were asked regarding their attitudes towards the quality of halal meat 

available in Georgia (see Figure 4). The majority of the respondents are satisfied with the quality 

of halal meat, where 36 people answered the quality is good, 26 people did not generalize the level 

of quality to all halal meat in Georgia but are satisfied with the meat they purchase, and 8 

respondents said they are not fond of the quality but they still buy the meat because it is halal.  

 

Figure 4. Muslim consumers’ attitudes towards the quality of halal meat (n=70) 

Source: author’s calculations based on data from Appendix 3.  

Later, the author wished to know respondents’ preferences for different types of halal meat- frozen 

or fresh. Out of 70 respondents, 33 purchase fresh halal meat either from the butcher or local 

sellers, 31 buy both fresh meat from the butcher and frozen meat from the supermarket, and 6 

people buy only frozen meat from the supermarket. Moreover, one participant added that they 

purchase halal meat in a village, which the respondent trusts the most and knows how they make 

the meat halal there (see Figure 5).  
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Figure 5. Muslim consumers’ choice of the freshness of halal meat (n=70) 

Source: author’s calculations based on data from Appendix 3.  

Furthermore, respondents were asked for the reasoning for their preference for halal meat. The 

author summarized frequently mentioned comments (see Appendix 3). People who bought mostly 

fresh halal meat mentioned the health aspect the most- they considered fresh halal meat to be 

healthier than frozen. Also, the respondents stated that they could easily freeze the meat on their 

own, as well as the taste, freshness, and quality are considered to be better attributes compared to 

frozen meat. Lastly, some respondents mentioned that fresh meat is easier to cook and is more 

trustworthy to buy from the butcher. The main reason for Muslim consumers to buy frozen meat 

was said to be the convenience of the purchase. Also, some consumers prefer a product with an 

extended lifespan, hence they buy frozen halal meat. Other comments suggested that people buy 

frozen meat when fresh is not available to them. Similarly, some respondents pointed out that 

frozen meat is convenient to buy, however, they still wish to buy fresh meat.  

In addition, it is crucial for the author to discover how Muslim consumers in Georgia know the 

meat sold is halal. For this question, respondents could select multiple answers (see Figure 6). Out 

of 70 respondents, 66 stated that they look for a “halal” sign for the meat, 17 respondents said they 

are looking for the country of origin without the presence of a “halal” mark, 14 people stated they 

trust the recommendations of their acquaintances without the presence of “halal” mark. Moreover, 

the participants have given additional answers and insights. Some individuals said that they 

purchase halal meat from a shop near a mosque, others know of popular butchers in the area. Also, 

some respondents said they simply ask whether the meat is halal or not, and others go to their 

Azerbaijani acquaintances.  
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Figure 6. How do Muslim consumers know the meat is halal (n=70) (respondents could select 

multiple answers) 

Source: author’s calculations based on data from Appendix 3.  

Since the importance of the “halal” logo is evident in the previous paragraph, the author further 

inquired the respondents about its importance and trustworthiness of it. Respondents had to state 

whether they agree or disagree with 3 statements (see Figure 7). As a result, 55 participants agreed 

that they would purchase halal meat if it has a “halal” logo on it. Out of 70 respondents, 48 

respondents agreed that they trust the “halal” logo that they see, and 6 respondents disagreed with 

the statement. Furthermore, to the statement “I buy halal-certified meat even when the brand is not 

very popular”, 44 individuals agreed they would proceed to do so, in contrast to 11 respondents 

who would not.  

  

Figure 7. Muslim consumers’ attitudes towards the “halal” logo for halal meat (n=70) 

Source: author’s calculations based on data from Appendix 3.  
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Moreover, Cronbach’s alpha was calculated in order to assess the internal consistency reliability 

(Bonett & Wright, 2015, p. 3) of the 3 aforementioned statements. Together, they represent the 

importance of the halal logo and certification for Muslim consumers in Georgia (see Table 1).  

Table 1. Importance of halal logo and certification. 

Item Cronbach’s Alpha 

I would buy the meat if it has a halal logo on it  

0.811 I trust the halal logo on the meat I see 

I buy halal-certified meat even when the brand is not very popular 

Source: author’s calculations based on data from Appendix 4.  

Cronbach’s alpha for 3 statements is α=0.811, which is considered to be a good internal consistency 

and translates to the reliability in the presented statements to the respondents. Since Cronbach’s 

alpha indicates the presence of a relationship between the items, the author further investigated the 

correlation between statements where the answers were through the Likert scale. In order to select 

the type of correlation to utilize for the data, the Shapiro-Wilk test was used to identify whether 

the distribution is normal for the variables, since it is a test that yields favorable results for most 

sample sizes (Razali & Wah, 2011, p. 32). To determine whether each variable has a normal 

distribution, the following two-tailed hypotheses are developed with a significance level of 95%: 

• H0: the data is normally distributed. 

• H1: the data is not distributed normally.  

The results of the Shapiro-Wilk test show the significance for the variables to be less than 0.001 

(see Appendix 4), hence, this is less than the p-value of 0.05, which means there is highly 

significant evidence against H0, and the null hypothesis is rejected. Therefore, the data is not 

distributed normally, and taking into consideration the data is on an ordinal scale, given these 

assumptions, Spearman’s correlation is applied.  

 

Obtaining Spearman’s correlation, it is crucial to test the validity of the correlation coefficient. 

Thus, two-tailed hypotheses with a significance level of 95% are constructed: 

• H0: there is no significant correlation between the variables. 

• H1: there is a significant correlation between variables. 

Given the hypotheses, only significant correlations were chosen to be presented in this thesis (see 

Appendix 4) where significant values were less than p=0.05, which resulted in rejecting the null 

hypothesis and confirming there is a significant correlation between variables. In addition, the 
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correlation coefficients were interpreted using the table outlined in Dancey and Reidy’s (2005) 

book (as cited in Leclezio et al., 2015, p. 18). 

 

As a result with Spearman ρ being 0.543 and 0.555, a strong correlation was found between 

respondents agreeing that they would buy the meat if it has a halal logo on it, their trustworthiness 

of the logo, and their willingness to buy unpopular brands with halal logos. This proves the strong 

influence of the halal logo on the product purchase for Muslim consumers. Another interesting 

finding was that the respondents who agreed they trust the halal logo that they see also trust the 

butchers that cut fresh halal meat. A possible explanation for this may be the places where butchers 

may display the “halal” logo on the entrance. Moreover, a similarly strong correlation is seen with 

Spearman ρ= 0.592 between consumers purchasing unpopular brands of meat and trust placed in 

halal butchers.  

 

Furthermore, in order to test the association of certain items, Cramer’s V was utilized for 

identifying the relationship between 2 ordinal variables. Hence, similar to Spearman’s correlation, 

two-tailed hypotheses with a significance level of 95% are as follows: 

• H0: there is no significant correlation between the variables. 

• H1: there is a significant correlation between variables. 

Associations with a good Cramer’s V coefficient but with a significance value of more than p=0.05 

were discarded. Taking this into consideration, one of the results was an association between the 

choice of type of halal meat (fresh, frozen, or both) and one’s social status with Cramer’s V being 

0.352 (see Appendix 4). This means that depending on whether a Muslim, for instance, is a student 

or a working single individual, this impacts their preference for the type of halal meat.  

3.1.2. Selling points consumers visit to buy halal meat and their awareness of them 

In order to discover what type of selling points or shops consumers visit to obtain halal meat in 

Georgia, the author included a direct question for the respondents for which they could select 

multiple answers. From the total of 70 participants, 52 people stated they purchase halal meat from 

the butcher, 44 individuals selected they purchase meat from a supermarket, and 1 respondent 

stated they obtain meat from a specific village. Additional comments to this question were that 

some consumers purchase from a butcher in Rustavi (a city in Georgia), which is far for the 

consumer, meanwhile, others buy halal meat from an acquaintance (see Figure 8).  
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Figure 8. Selling points where Muslim consumers obtain halal meat (n=70) (respondents could 

select multiple answers) 

Source: author’s calculations based on data from Appendix 3.  

Furthermore, the respondents were asked about how they discovered the whereabouts of halal meat 

(see Figure 9). Individuals could select several options in this question, and the most prominent 

response was recommendations from one’s social circle (WOM) with 60 responses. The second 

notable method was searching for halal meat by the respondent themselves in the stores (31 

responses), 10 individuals discovered halal meat selling points through Muslim apps, 7 people 

conducted an online search via Google or searching in community groups such as ones in 

Facebook, and only 1 individual stated they found halal meat through local advertisements. 

Besides the predefined answers, certain respondents also claimed that they personally check how 

the meat is cut in order to ensure it meets halal standards.  

 

Figure 9. How consumers discover places with the availability of halal meat (n=70) (respondents 

could select multiple answers) 
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Source: author’s calculations based on data from Appendix 3.  

In addition, participants were asked whether they purchase halal meat from a variety of places, to 

which 49 agreed and 14 disagreed (see Figure 10).  

 

Figure 10. Consumer attitudes toward obtaining halal meat from different places and trust towards 

the butchers  (n=70) 

Source: author’s calculations based on data from Appendix 3.  

Since more than half of the respondents purchase halal meat from the butcher, it is interesting to 

learn how trustworthy Muslim consumers consider the butchers to be. Out of 70 people, 50 trust 

the butchers that cut fresh halal meat, and 8 do not. 

Furthermore, the author has investigated the existence of a correlation between some of the 

statements measured on the Likert scale. Given the results of the Shapiro-Wilk test, Spearman’s 

correlation was also utilized using the same hypotheses as in the previous section (see Appendix 

4). The Spearman ρ of 0.235 between respondents purchasing halal meat in diverse locations and 

them traveling long distances to purchase halal meat was one significant finding. The correlation 

coefficient indicates a weak correlation, which is unexpected given the nature of the statements. 

However, it may indicate that consumers usually travel long distances for one kind of meat or do 

not travel far to buy various types. Moreover, a moderate correlation was found (ρ=0.342) between 

respondents agreeing to trust the butchers with halal meat and travel long distances to buy it. 

Although the correlation is not strong, this result still indicates that the butchers may be located 

far from one’s home.  
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3.1.3. Barriers to purchase halal meat in Georgia 

In order to identify the obstacles that Muslim consumers may face when trying to buy halal meat, 

most of the questions were asked in a way where respondents either agree or disagree with the 

proposed statements. The statement with the most agreed respondents was “I wish there was more 

halal meat available in supermarkets” with 56 respondents and 3 people disagreeing (see Figure 

11). Fifty-four individuals agreed that they wish they could buy halal meat closer to their house, 

while 4 people disagreed. When respondents were questioned whether it is difficult to find halal 

meat in the country, 28 respondents agreed to the statement, 27 respondents partially agreed, and 

15 disagreed. Furthermore, in order to learn about Muslim consumers’ attitudes towards the prices 

of meat, the author inquired the respondents whether buying halal meat is expensive in Georgia, 

with which 38 people agreed, 24 agreed partially and 8 disagreed. Finally, 36 respondents agreed 

that they travel a long distance in order to buy halal meat, while 14 people disagreed.   

 

Figure 11. Consumer attitudes towards various difficulties of buying halal meat  (n=70) 

Source: author’s calculations based on data from Appendix 3.  

Since there may be barriers to consumers buying more halal meat that the author has not foreseen, 

an open-ended question was asked of the respondents (see Appendix 3). The lack of availability 

of halal meat in every supermarket was a factor most often mentioned among the participants. The 

second most mentioned reason was the small community of Muslims in Georgia. Furthermore, 

respondents stated that they question if claimed halal meat is truly “halal”, and whether available 

halal meat is far from one’s place of residency. Other individual comments included the hardship 
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to find halal meat besides one butcher place, lack of variety of other halal meat such as beef or 

lamb in the supermarkets, not all supermarkets offering halal chicken parts such as chicken breast, 

absence of fresh halal meat in the supermarkets, lack of information where to find halal meat, the 

high price of halal meat, and the fact that most halal meat is imported.  

To further analyze the consistency and relevance of the statements proposed to the respondents, 

Cronbach’s alpha was calculated for 4 statements (see Table 2). Cronbach’s alpha was low if 

measured for all statements in Figure 11, so the statement “I travel a long distance to buy halal 

meat” was removed from this calculation. Finally, Cronbach’s alpha was α=0.759, which is 

considered to be an acceptable internal consistency of the answers for given statements.  

Table 2. Presence of obstacles to buy halal meat for Muslim consumers 

Item Cronbach’s Alpha 

I wish I could buy halal meat closer to my house  

0.759 I wish there was more halal meat available in supermarkets 

It is difficult to find halal meat in Georgia 

Buying halal meat is expensive in Georgia 

Source: author’s calculations based on data from Appendix 4.  

Considering the results of Cronbach’s alpha, the correlation between statements answered using 

the Likert scale was investigated. Considering the results of the normality test, Spearman’s 

correlation was used for this statistical analysis. One of the findings was that traveling a long 

distance to obtain halal meat was moderately correlated to halal meat being expensive in Georgia 

(ρ=0.326). This finding is very similar to the one with a strong correlation between respondents 

considering purchasing halal meat costly and wishing to buy the meat closer to their house 

(ρ=0.572). In addition, respondents who wished they could buy halal meat closer to their house 

also strongly wished there was more halal meat available in supermarkets with Spearman’s ρ being 

0.436. This implies that not every supermarket that is close to one house sells halal meat. 

Surprisingly, the correlation between the difficulty of finding halal meat in Georgia and the wish 

to have more availability of meat in supermarkets is relatively weak (ρ=0.262). This shows that 

this may be a difficulty for some, but it is not a major reason for the hardship of locating halal 

meat. Furthermore, Spearman’s ρ of 0.515 indicates a strong relationship between participants 

finding it hard to buy halal meat and perceiving halal meat to be expensive. This may be one of 

the strongest factors influencing the difficulty of purchasing halal meat in Georgia. Lastly, there is 

a strong correlation of respondents’ perception of halal meat being costly and their willingness to 

pay more for halal meat over regular meat. This relationship may contradict itself, however, this 
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means that consumers are ready to pay more for halal meat since it is halal but they still are not 

satisfied with the costs of it.   

Finally, Cramer’s V association test was done on some of the statements regarding barriers to 

consumption. The same hypotheses and selection logic was used as described in sub-chapter 3.1.1.. 

A statistically significant finding was discovered with a coefficient of 0.445 between respondent’s 

gender and their wish to buy the meat closer to their house (see Appendix 4).  

3.1.4. Muslim consumer purchase decision-making process 

In this study, the author has decided to adopt the Engel-Blackwell-Miniard model in order to 

examine the purchasing decision-making process of Muslim consumers in Georgia in relation to 

the purchase of halal meat. The “input” section of the EBM model refers to how a consumer finds 

information about the product. In order not to repeat the findings in this thesis, they can be found 

in Figure 9, which answers the question of how consumers find where to buy halal meat.  

Moving to the decision-making process, the first stage is need recognition. In order to reach the 

respondents for this category, the participants were asked whether they live in Georgia, to which 

out of 72 people, 71 stated they do, and if they buy any type of halal meat in general, to which out 

of 71 people, 70 agreed that they purchase the meat (see Appendix 3). Furthermore, in order to 

analyze the consumer search stage outlined in the EBM model, the author has inquired the 

respondents how they identify halal meat and the ways they used to get information on where to 

buy halal meat. The responses to these questions can be observed in Figure 6 and Figure 9. 

Furthermore, the survey questioned whether the respondents ask or search for a halal certificate 

for a company (see Figure 12). Out of 70 respondents in total, 34 agreed they would inquire or 

search for a halal certificate for a company and 21 respondents stated would not do so.  

 

Figure 12. Consumer effort in searching for halal certificate for a brand (n=70) 

Source: author’s calculations based on data from Appendix 3.  
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To continue with the pre-purchase evaluation of alternatives, the individuals are asked several 

questions. The respondents were asked about their willingness to pay more for halal meat than 

regular meat, to which 48 people agreed and 16 people disagreed with the statement (see Figure 

13).  

 

Figure 13. Consumer willingness to pay more for halal meat than regular meat (n=70) 

Source: author’s calculations based on data from Appendix 3.  

Furthermore, when the individuals were asked whether they compare prices of different halal meat 

options, the majority (36 people) claimed they occasionally do, 20 respondents always compare, 

and 14 do not (see Figure 14).  

 

Figure 14. Do consumers compare prices of different halal meat options? (n=70) 

Source: author’s calculations based on data from Appendix 3.  
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Figure 15. Consumer awareness of the available brands of halal chicken in supermarkets (n=70) 

Source: author’s calculations based on data from Appendix 3.  

To continue investigating the consumer decision-making process at a pre-purchase evaluation 

stage, the respondents were requested to state their level of agreement on whether they buy 

different halal meat in various locations and their decision to purchase unknown to them meat 

brands provided the products contain the “halal” logo. The results are outlined in Figure 7 and 

Figure 10. The stage of purchase may be outlined in section 3.1.2.  

The final stage of interest in this thesis concerning the purchase decision-making process is post-

consumption evaluation. This part of the EBM model was investigated with 1 question measured 

on a Likert scale and 2 open-ended questions in order to gain further insights from the respondents 

(see Figure 16). Only 17 people agreed that there were times when they bought one type of halal 

meat and did not purchase the same product afterwards, while 35 individuals disagreed with the 

statement. This indicates that consumer post-consumption evaluation is mostly positive and they 

are satisfied with the products they have purchased.  

 

Figure 16. Consumer post-purchase evaluation of whether to buy a type of halal meat or not (n=70) 

Source: author’s calculations based on data from Appendix 3.  
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In addition, the respondents were asked to give reasons why they believe it is easy to find halal 

meat in Georgia and why it is not. The difficulties of consumers were outlined in section 3.1.3. 

The respondents outlined the main reason for finding halal meat easy in Georgia to be the presence 

of the Muslim community (see Appendix 3). Also, the respondents mentioned that meat is 

available in supermarkets and there are halal butchers in the country. A few respondents outlined 

the closeness of halal meat to one’s place of residence. Another factor mentioned by the 

respondents is that there is a better variety of halal meat today compared to before and that there 

are Turkish shops that sell the meat. Only 1 person each remarked that they knew a halal butcher 

personally and that finding halal meat in Georgia is easier compared to other countries.  

3.2. Discussion 

This sub-chapter will finalize the findings mentioned previously and will cover the comparison to 

the theoretical background presented earlier in the paper, as well as introduce recommendations to 

the marketers based on study results and their limitations.  

3.2.1. Overview of findings  

In this thesis, the author proposes 3 research questions that are meant to be answered through a 

quantitative study. The first research question’s goal is to find what product characteristics Muslim 

consumers consider when they purchase halal meat. Based on the survey conducted, the price of 

halal meat is not a priority for consumers, but they do pay attention to it. Only 9 out of 70 people 

stated they would not buy halal meat if it was too expensive. This corresponds to the findings of 

Bhatti et al. (2021) and Usmandani and Darwanto (2021). However, Bhatti et al. (2021) outlined 

price sensitivity for different consumer segments based on their social status. For instance, 

Muslims living with families place bigger importance on the price of halal meat unlike other 

consumer segments (Bhatti et al., 2021). However, such difference between different consumer 

segments was not observed in this study, but an association was found. Furthermore, most of the 

respondents find the quality of the available halal meat to be favorable, which correlates to the 

study done by Usmandani and Darwanto (2021). Muslim consumers in Georgia also mostly buy 

meat only from a butcher or buy both from a supermarket and a butcher. Such a result is similar to 

that of Bhatti et al., (2021) and Moghaddam et al. (2022), however, many Muslim consumers in 

this study still place moderate trust in supermarkets unlike stated in Moghaddam et al. (2022) 
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study, since the main reasons for choosing to buy the meat from the butchers is health and quality 

aspects.  

 

Consumers rely heavily on the “halal” logo when trying to find halal meat since they find it 

trustworthy and it is more essential than brand recognition. This finding confirms the results of 

studies conducted by Azam (2016), Abdul et al. (2009),  Hamdan et al. (2013), Moghaddam et al. 

(2022), and Pradana et al. (2020). The majority of Muslims in Georgia trust the halal logo they 

see, in contrast with the conclusion of the study from Mohayidin & Kamarulzaman (2014). A 

reason for this could be that consumers have not encountered fraudulent products with a “halal“ 

logo. Furthermore, if the “halal“ logo is not on the product, some people look for the country of 

origin, which partially correlates to the findings of Meenchee and Kamaruddin (2020), however, 

in this study, consumers do not place the country of origin to be the most important factor. This 

research adds the power of Word of Mouth as another criteria people may use to identify halal 

meat.  

 

The second research question was to discover selling points Muslim consumers visit to buy halal 

meat and their awareness of them. Supporting the answer to the previous research question, more 

respondents buy meat from a butcher than from a supermarket, which also shows trust in the 

butchers. Some consumers travel far from their homes or to another city like Rustavi (a city in 

Georgia) to obtain halal meat from butchers. The majority of consumers learn about where to 

purchase halal meat through WOM, which also correlates to the findings of Bhatti et al. (2021). 

Another conclusion that corresponds to Moghaddam et al. (2022) and Usmandani and Darwanto 

(2021) is that advertising has no effect on consumers finding out about halal meat. However, it is 

crucial to note that this may be the conclusion because halal meat is not widely advertised to be in 

local supermarkets.  

 

The final research question aimed to investigate barriers to purchasing halal meat in Georgia for 

Muslim consumers. This research question was tailored specifically for this study, therefore the 

results cannot be compared to the existing literature as it brings new results to the academic 

literature. Most consumers wish to have more halal meat available in supermarkets and for it to be 

available closer to their houses. It was mentioned by consumers, not all shops have halal meat or 

that variety is not sufficient, and that they have to travel far to go to the butcher, even to another 

city. However, overall, Muslims do not find it extremely difficult to buy meat in Georgia. Although 
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price did not prove to be a barrier for consumers, it is still a factor they consider when purchasing 

meat, and the meat may be considered expensive due to travel costs to obtain it. 

 

In addition, this thesis implements the Engel-Blackwell-Miniard model in order to explore what 

the purchase decision-making process looks like for a Muslim consumer residing in Georgia 

(Blackwell et al., 2006). Following the EBM model, need recognition is activated once a Muslim 

individual is living in Georgia and usually buys halal meat, which triggers the necessity to fill the 

absence of the item. The consumer then searches for information from their memory, if they were 

informed where to find halal meat from their environment before such as advertisements or 

recommendations from others, or proceed to look for information externally by inquiring their 

acquaintances. Before making a purchase, the consumer assesses the available halal meat 

alternatives, such as whether to purchase from a butcher or a supermarket, whether to travel far or 

to purchase what is convenient, what type of meat to obtain and from where, and so on. Once they 

make a choice, consumer purchases and consumes the meat, after which they decide whether they 

are satisfied with the choice or not. Most consumers buying halal meat in Georgia are pleased with 

the halal meat they buy so they then dispose of the waste at the end of the process.  

3.2.2. Recommendations  

The results of this thesis may be useful for marketers of supermarket chains, especially of those 

with branches around Georgia, and companies selling halal meat that look into expanding business 

in Georgia. The number of Muslims in the world is expected to grow by 30% by 2050 as per 

Hackett (2015) and so will the market in Georgia. Consumers who identify as Muslims of all ages 

need to consume halal meat, hence this is a considerable market share to be focused on. It is 

recommended that more companies produce or import halal meat with a “halal” logo on it since it 

is the prime method Muslims recognize halal meat. An important factor to note is that this should 

be done in an ethical and legal manner, and the halal certification should be obtained after the meat 

has been verified to be halal by an Islamic association in Georgia. Furthermore, supermarkets are 

encouraged to expand their variety of halal meat besides chicken to include more types of meat 

such as beef and lamb. In addition, it would be a huge benefit for the grocery stores to introduce 

the options of fresh halal meat sold in their stores as it will encourage consumers to buy fresh halal 

meat from the shops, together with other products for the household since it will become more 

convenient.  
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Considering that Muslim consumers in Georgia are not price sensitive, the companies may not be 

very concerned with the pricing of the product, however, in order to achieve a competitive 

advantage on the halal market, it is advised to make the prices of the items more affordable than 

competitors, since individuals do compare the prices regardless. In regards to advertising, 

marketers should take into consideration that Muslims discover products through Word of Mouth, 

and this should be utilized. However, advertisements of halal meat do not seem to be prominent in 

Georgia, hence, a company does not need to heavily advertise halal meat to the minority, but it can 

introduce new products proposed previously and send new offers to the customers that use loyalty 

programs in shops and frequently purchase halal chicken. Muslim consumers would share the news 

within their community as well, however, it is still favorable to attempt advertising campaigns 

through messages, since it is quite popular in Georgia.  

3.2.3. Limitations  

Although the research yields interesting results, this study is not without limitations. Considering 

that the research implemented quantitative methodology via an online survey, the respondents 

reported the answers themselves and the study concerns a delicate topic of religion, which is part 

of one’s identity. Hence, in order to preserve a positive self-image, there is a chance of self-

reporting bias. Other researchers in their future studies may consider rephrasing the questions to 

be less direct. Furthermore, the sampling method chosen in this thesis is a non-probability method, 

the results of which cannot be generalized to the whole population. It is adviced to utilize 

probability sampling methods, such as random sampling with the assistance of other resources to 

reach a higher number of target respondents. In addition, it is recommended for the survey 

questions be translated into more languages, such as Georgian and Russian, since Muslim 

consumers come from various backgrounds and this study was limited to those who speak either 

English or Azerbaijani.  

 

The research aimed to discover the influence of various factors on Muslim consumer purchase 

decision-making. However, since this was a general study and numerous factors were covered only 

briefly, this resulted in weak correlations between variables or strong correlations between 

variables that do not rationally correlate. Considering this, it is proposed that future studies explore 

each of the factors in depth by introducing more questions or statements for each variable. In 

addition, similar to the study conducted by Bhatti et al., (2021), future research may further 

investigate different preferences based on one’s social background and compare if there are 

distractions between various consumer segments. The author's use of quantitative research hinders 
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the researcher's capacity to comprehend why respondents answered as they did. Therefore, it is 

recommended that in future studies a qualitative methodology could be used, particularly focus 

group interviews or ethnography in order to dive in-depth and understand Muslim consumer’s 

thought processes in regards to halal meat.  
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CONCLUSION 

The purpose of this study is to identify the significance of different factors influencing Muslim 

consumers' purchase decisions in Georgia, as well as potential barriers to the purchase of halal 

meat so that relevant recommendations can be made to marketers in Georgia. The author developes 

3 research questions about Muslim consumers living in Georgia in order to identify product 

characteristics that are important to consumers when buying halal meat, the locations they visit to 

buy the meat and how they become aware of them, and the obstacles they may face to buy more 

halal meat. The thesis implements the Engel-Blackwell-Miniard model- a model describing 

consumer purchase decision-making process- to depict how Muslim consumers make purchasing 

decisions and compare the results of this research to the findings of previous studies in the area. 

Overall Muslim consumers look for a “halal” logo on the meat in the supermarket and place high 

importance on it, but do prefer local butchers more due to the freshness and health aspect of the 

meat.  If the “halal” logo is not on the packaging, individuals tend to search for the country of 

origin. Muslim consumers also gain information about the availability of halal meat from their 

acquaintances through Word of Mouth. Furthermore, Muslims wish to obtain halal meat closer to 

their place of residence and more variety of halal meat to be available in supermarkets. Moreover, 

consumers are not price-sensitive but they do pay attention to prices of the halal meat in different 

places. Overall, Muslims do not have a particularly difficult time purchasing meat but do have 

certain aspects that obstruct them from buying more and in an easier way.
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Appendix 2. Survey questions (Azerbaijani) 
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Appendix 3. Survey results (total)  

Do you live in Georgia? 

Answer Number of respondents 

Yes 71 

No 1 

Source: author’s calculations (n=72) 

 

Do you buy halal meat in general (chicken, lamb, beef, etc)? 

Answer Number of respondents 

Yes 70 

No 1 

Source: author’s calculations (n=71) 

 

Do you compare prices of halal meat to other halal meat options? (e.g. price of halal chicken in 

different places)? 

Answer Number of respondents 

Always 20 

Sometimes 36 

No 14 

Other 0 

Source: author’s calculations (n=70) 

 

Do you care if halal meat is expensive? 

Answer Number of respondents 

Yes, I buy only the cheapest or don’t buy one at all if it’s expensive 9 

Sometimes, but I still buy it 35 

No, I’ll buy any halal meat available 25 

Other1 1 

Source: author’s calculations (n=70) 

 

1Other responses and additional comments 

Answer Number of respondents 

It’s more important to buy halal meat from trustworthy people 1 

Halal meat is less infectious 1 

I buy halal meat from 1 place 1 

As long as the meat is halal 1 

Source: author’s summary 
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Appendix 3 continued 

Do you like the quality of the meat available in Georgia? 

Answer Number of respondents 

Yes, the quality is pretty good 36 

Not in general, I buy only from a particular halal place 26 

I don’t like the quality but I still buy the meat because it’s halal 8 

Other 0 

Source: author’s calculations (n=70) 

 

How fresh should halal meat be for you? 

Answer Number of respondents 

I only buy fresh halal meat from the butcher or local market 33 

It depends, I buy both frozen and fresh from the butcher or local 

seller 

31 

I buy only frozen meat from supermarkets 6 

Other2 0 

Source: author’s calculations (n=70) 

 

2Other responses and additional comments 

Answer Number of respondents 

Buy halal meat in a village as it’s more trustworthy and clean and 

they say prayer before cutting the meat 

1 

Source: author’s summary 

 

Why do you buy either frozen or fresh meat?  

Answer Reason Number of respondents 

 

 

 

Fresh 

Better quality 2 

Can freeze on their own 3 

Taste 3 

Easy to cook 2 

Fresh 3 

Healthier 4 

Trust the seller 1 

 

 

Frozen 

Convenient 3 

Buy when fresh isn’t available 2 

Convenient but wants fresh 

meat 

2 

Longer duration 2 

Source: author’s summary 
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Appendix 3 continued 

If you buy halal meat in a supermarket (e.g. Carrefour, Goodwill, Nikora, etc.), which brand of 

chicken do you buy the most? 

Answer Number of respondents 

Qualiko 6 

Sadia 17 

ნობათი (Nobati) 2 

გრაკო (Grako) 2 

Supremo 9 

I don't know what brands I usually buy 14 

I don't buy chicken in supermarkets 19 

Other3 1 

Source: author’s calculations (n=70) 

 

3Other responses and additional comments 

Answer Number of respondents 

Lezita (brand) 1 

Source: author’s summary 

 

How do you know that the meat is halal?  

Answer Number of respondents 

Look for حلال (halal) sign 66 

Look or ask for the place of origin of the meat (e.g. Türkiye) 

(wihout halal sign) 

17 

Trust the recommendation of someone else (friend, family, etc.) 

(wihout halal sign) 

14 

Other4 6 

Source: author’s calculations (n=70) (respondents could select multiple answers) 

 

4Other responses and additional comments 

Answer Number of respondents 

From a man selling halal meat neat a mosque in Rustavi 1 

Azerbaijani acquaintances 1 

Ask whether the meat is halal or not 1 

Well-known butcher in the area 1 

Look or ask for the place of origin of the meat (e.g. Türkiye) (with 

halal sign) 

1 

Source: author’s summary 

 

 



60 

 

Appendix 3 continued 

Please state whether you agree or disagree with the following statements: 

Statement Strongly 

Disagree 

Disagree Partly 

Agree 

Agree Strongly 

Agree 

I would buy the meat if 

it has a halal logo on it 

 

2 

 

0 

 

13 

 

30 

 

25 

I would ask or search 

for a halal certificate 

for the company 

 

1 

 

20 

 

15 

 

26 

 

8 

I trust the halal logo on 

the meat I see 

 

1 

 

5 

 

16 

 

32 

 

16 

I trust the butchers who 

cut fresh halal meat 

 

1 

 

7 

 

12 

 

37 

 

13 

I buy halal-certified 

meat even when the 

brand is not very 

popular 

 

3 

 

8 

 

15 

 

34 

 

10 

I travel a long distance 

to buy halal meat 

 

4 

 

10 

 

20 

 

25 

 

11 

Source: author’s calculations (n=70)  

 

Where do you buy halal meat? 

Answer Number of respondents 

From a butcher 52 

From a supermarket (Carrefour, Goodwill, Nikora, etc.) 44 

Online (ordering from a shop, ordering from someone else) 0 

Other5 1 

Source: author’s calculations (n=70) (respondents could select multiple answers) 

 

5Other responses and additional comments 

Answer Number of respondents 

Travel to a specific village to buy halal meat 1 

From a butcher in Rustavi, which is far 1 

From a butcher shop of an acquaintance  1 

Source: author’s summary 
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Appendix 3 continued 

How did you find out about where to buy halal meat? 

Answer Number of respondents 

Recommendations from friends, acquaintances, family 60 

Online search (Google) and forums or groups (e.g. Facebook 

groups) 

7 

Local advertisement (ad in social media by companies, billboard, 

etc) 

1 

Searching for halal meat by yourself in the shops 31 

Through Muslim apps (e.g. Muslim Pro) 10 

Other6 2 

Source: author’s calculations (n=70) (respondents could select multiple answers) 

 

6Other responses and additional comments 

Answer Number of respondents 

Observe how people cut the meat themselves 1 

Source: author’s summary 

 

Please state whether you agree or disagree with the following statements: 

Statement Strongly 

Disagree 

Disagree Partly 

Agree 

Agree Strongly 

Agree 

I wish I could buy halal meat closer 

to my house 

2 2 12 33 21 

I wish there was more halal meat 

available in supermarkets 

1 2 11 29 27 

It is difficult to find halal meat in 

Georgia 

4 11 27 13 15 

I buy different halal meat in 

different places (e.g. chicken in a 

supermarket, and beef from the 

butcher) 

 

10 

 

4 

 

7 

 

32 

 

17 

There were times I bought halal 

meat from one place, but never 

bought it again 

 

8 

 

27 

 

18 

 

13 

 

4 

I’m willing to pay more for halal 

meat than regular meat 

5 11 6 29 19 

Buying halal meat is expensive in 

Georgia 

3 5 24 24 14 

Source: author’s calculations (n=70)  
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Appendix 3 continued 

Please give reasons why you think it's easy to buy halal meat in Georgia: 

Answer Number of respondents 

Close to one’s house 3 

Personal connection to the butcher 1 

Presence of butchers of halal meat in the country 5 

Easier compare to other non-Muslim countries 1 

Better variety in Georgian stores than before 3 

Availability in supermarkets 6 

Muslim population living in Georgia 7 

Turkish shops where halal meat is sold 3 

Source: author’s summary 

 

Please give reasons why you think it's difficult to buy halal meat in Georgia: 

Answer Number of respondents 

Hard to find halal meat besides one butcher 1 

Not all supermarkets offer halal meat parts (e.g. chicken 

breast) 

1 

Not every meat is halal/Lack of availability of halal meat 6 

Lack of trust whether halal meat is truly halal 3 

Lack of other halal meat in the supermarkets (e.g. beef, lamb) 1 

Supermarkets do not offer fresh halal meat 1 

Halal meat is expensive 1 

Halal meat is far from one’s home 3 

Small Muslim community in Georgia 4 

Lack of information where to find halal meat 1 

Mostly imported meat 1 

Source: author’s summary 
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Appendix 3 continued 

What is your age? 

Answer Number of respondents 

16 1 

17 1 

18 4 

19 2 

20 3 

21 4 

22 3 

23 4 

24 4 

25 3 

26 4 

27 2 

28 1 

29 3 

30 2 

31 2 

32 1 

33 4 

34 1 

35 1 

36 2 

37 1 

40 3 

43 3 

45 1 

47 1 

50 3 

51 1 

53 2 

63 1 

65 1 

72 1 

Source: author’s calculations (n=70)  

 

What is your gender? 

Answer Number of respondents 

Male 38 

Female 32 

Source: author’s calculations (n=70)  
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Appendix 3 continued 

Where are you from? 

Answer Number of respondents 

Georgia 18 

Turkey 3 

Azerbaijan 2 

India 15 

Pakistan 20 

Other7 12 

Source: author’s calculations (n=70)  

 

7Other responses and additional comments 

Answer Number of respondents 

Palestine 1 

Chechen Republic 2 

Kashmir 1 

Iran 1 

United Kingdom 2 

Russian Federation 2 

Qatar  3 

Source: author’s summary 

 

Are you.... 

Answer Number of respondents 

A student 27 

A working student 3 

A working person with 

family (married) 

24 

A working person 

without family (single) 

5 

Unemployed 11 

Source: author’s calculations (n=70)  
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Appendix 4. Statistical analysis of results using SPSS 

Cronbach’s alpha for 3 items: 

• “I would buy the meat if it has a halal logo on it” 

• “I trust the halal logo on the meat I see” 

• “I buy halal-certified meat even when the brand is not very popular” 

  

Source: SPSS calculations based on data from Appendix 3.  

 

Cronbach’s alpha for 4 items: 

• “I wish I could buy halal meat closer to my house” 

• “I wish there was more halal meat available in supermarkets” 

• “It is difficult to find halal meat in Georgia” 

• “Buying halal meat is expensive in Georgia” 

  

Source: SPSS calculations based on data from Appendix 3.  
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Appendix 4 continued 

Test of normality for variables answered on Likert scale. 

 

Source: SPSS calculations based on data from Appendix 3.  
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Appendix 4 continued 

Significant correlations using Spearman’s correlation results. 

Item 1 Item 2 Spearman’s 

rho 

Significance 

(2-tailed) 

Correlation 

 

 

 

 

 

 

 

I would buy the meat if it 

has a halal logo on it 

I trust the halal logo on 

the meat I see 

0.543 0.000 Strong 

I buy halal-certified 

meat even when the 

brand is not very 

popular 

 

0.555 

 

0.000 

 

Strong 

I trust the butchers who 

cut fresh halal meat 

0.338 0.004 Moderate 

I wish there was more 

halal meat available in 

supermarkets 

 

0.240 

 

0.045 

 

Weak 

I buy different halal 

meat in different places 

(e.g. chicken in a 

supermarket, and beef 

from the butcher) 

 

 

0.259 

 

 

0.030 

 

 

Weak 

What is your age? -0.257 0.032 Negative 

weak 

 

 

 

I would ask or search for 

a halal certificate for the 

company 

I trust the halal logo on 

the meat I see 

0.360 0.002 

 

Moderate 

I buy halal-certified 

meat even when the 

brand is not very 

popular 

 

0.288 

 

0.016 

 

Weak 

I trust the butchers who 

cut fresh halal meat 

0.347 0.003 Moderate 

I travel a long distance 

to buy halal meat 

0.326 0.006 Moderate 

 

 

 

I trust the halal logo on 

the meat I see 

I buy halal-certified 

meat even when the 

brand is not very 

popular 

 

0.524 

 

0.000 

 

Strong 

I trust the butchers who 

cut fresh halal meat 

0.438 0.000 Strong 

I travel a long distance 

to buy halal meat 

0.238 0.048 Weak 

I buy halal-certified meat 

even when the brand is 

not very popular 

I trust the butchers who 

cut fresh halal meat 

 

0.592 

 

0.000 

 

Strong 

I trust the butchers who 

cut fresh halal meat 

I travel a long distance 

to buy halal meat 

0.342 0.004 Moderate 
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Appendix 4 continued 

Item 1 Item 2 Spearman’s 

rho 

Significance 

(2-tailed) 

Correlation 

 

 

I travel a long distance to 

buy halal meat 

I buy different halal 

meat in different places 

(e.g. chicken in a 

supermarket, and beef 

from the butcher) 

 

 

0.235 

 

 

0.050 

 

 

Weak 

Buying halal meat is 

expensive in Georgia 

0.326 0.006 Moderate 

 

 

I wish I could buy halal 

meat closer to my house 

I wish there was more 

halal meat available in 

supermarkets 

 

0.436 

 

0.000 

 

Strong 

It is difficult to find 

halal meat in Georgia 

0.393 0.001 Moderate 

Buying halal meat is 

expensive in Georgia 

0.572 0.000 Strong 

I'm willing to pay more 

for halal meat than 

regular meat 

 

0.531 

 

 

0.000 

 

Strong 

 

 

 

 

I wish there was more 

halal meat available in 

supermarkets 

It is difficult to find 

halal meat in Georgia 

 0.262 0.029 Weak 

I buy different halal 

meat in different places 

(e.g. chicken in a 

supermarket, and beef 

from the butcher) 

 

 

0.250 

 

 

0.037 

 

 

Weak 

Buying halal meat is 

expensive in Georgia 

0.350 0.003 Moderate 

I'm willing to pay more 

for halal meat than 

regular meat 

 

0.372 

 

0.002 

 

Moderate 

 

It is difficult to find halal 

meat in Georgia 

Buying halal meat is 

expensive in Georgia 

0.515 0.000 Strong 

I'm willing to pay more 

for halal meat than 

regular meat 

 

0.271 

 

0.023 

 

Weak 

I buy different halal meat 

in different places (e.g. 

chicken in a 

supermarket, and beef 

from the butcher) 

 

 

Buying halal meat is 

expensive in Georgia 

 

 

0.261 

 

 

0.029 

 

 

Weak 

Buying halal meat is 

expensive in Georgia 

I'm willing to pay more 

for halal meat than 

regular meat 

0.516 0.000 Strong 

Source: SPSS calculations based on data from Appendix 3.  
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Appendix 4 continued 

Cramer’s V association between choice of frozen, fresh, or both halal meat and one’s social status. 

 

Source: SPSS calculations based on data from Appendix 3.  

 

Cramer’s V association between one’s gender and wish to buy halal meat closer to their house. 

 

Source: SPSS calculations based on data from Appendix 3.   
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