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ABSTRACT 
This study aims to examine the influencing factors of Muslim consumers’ confidence and Purchase intention of Halal 
Online Food Delivery by applying Theory of Consumption Values (TCV) and Cognitive-Affective-Behaviour (CAB) 
model, in other words, this study intend to investigate the relationship among functional value- price, functional value – 
quality, social value, epistemic value, emotional value, conditional value and consumers’ confidence. In addition, halal 
awareness will be extended from TCV as independent variable which expected to positively impact consumers’ 
confidence. Furthermore, the moderating effect of religiosity will also be investigated to fill the gaps on the Muslim 
consumers’ confidence and purchase intention in previous literatures. The expected outcome of this research is to 
determine a positive and significant effect of functional value- price, functional value – quality, social value, epistemic 
value, emotional value, conditional value and halal awareness towards Muslim consumers’ confidence and religiosity 
will strengthen the relationship among of functional value- price, functional value – quality, social value, epistemic 
value, emotional value, conditional value and halal awareness towards Muslim consumers’ confidence. The findings of 
this research will enrich the existing literature on Online Food Delivery especially in Halal context, it also will expand 
the concept of Theory of Consumption Values and CAB. Lastly, it also will provide Halal Online Food Delivery service 
some theoretical and practical implications on how to increase Muslim consumers’ confidence. 
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INTRODUCTION 
With rapid development of internet technology and increased of smartphone users, Online Food Delivery is growing 
rapidly. Worldwide records have shown an increase in Online Food Delivery Revenue every year. In 2019, USD157.34 
billion of revenue has been reported while it increased to USD232.33 billion in 2020, USD296.80 billion in 2021 and 
expected grow to USD474.3 billion in 2026 [1]. While in Malaysia, annual value of OFD has been increased rapidly 
since the past 3 years; from USD192 million with 6.2 million consumers to USD267 million with 8.2 million consumers 
in 2021 and with the expected growth of 15.4% to USD410 million in 2024 [2]. Malaysia has a population of 33.4 
million in the fourth quarter as updated in 2021 and around 62% are Muslims. 

Online food delivery (OFD) refers to the internet-based system by which customers can order their desired foods from 
local restaurants and place orders via the mobile application or website [3]. Halal means “permissible”, “lawful” and 
legal for Muslims as per the Islamic Laws (www.halal.gov.my). The opposite of Halal is Haram which means 
prohibited, forbidden or unlawful, while Syubha means questionable, doubtful, and therefore should be avoided [4]. 
Halal online delivery food (HOFD) can be referred to halal certified OFD that practices halal services according to 
Islamic Laws in serving Muslim consumers. 

The popularity of online food delivery (OFD) in Malaysia is increasing rapidly today with the Covid-19 pandemic as the 
main contributing factor. For Muslim consumers, consuming OFD mainly means that they are ordering from and getting 
their food delivered through halal online food delivery (HOFD). According to this perception on HOFD, it means that 
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Muslim consumers believe that the whole process involving food vendors that prepare their orders and riders that deliver 
their food to the doorsteps is 100% halal. Unfortunately, many of them are doubting whether the food they ordered and 
delivered to them is in fact halal. The possibility of the food getting mixed up with non-halal items when being delivered 
by the food riders in the same carrier delivery bags and hygiene issues have been contributing towards the doubts 
leading to their lack of confidence on the halalness of the HOFD industry by this segment [5]; [6]; [7]. To add to the 
concerns is the inadequacy of existing halal policies and halal guidelines to monitor the halalness of HOFD overall 
service operations. As the majority of HOFD consumers are Muslims, and the fact that many Muslims are strict and very 
concerned about halal, tackling the issue of Muslim consumers’ confidence in HOFD is critical and needs the 
government and other relevant authority’s immediate action. If left unsolved, it will be the major barrier toward keeping 
this important consumer segment using HOFD by the industry, as well as ensuring that the Muslims are practicing 
responsible halal food consumption as required by their religion. Subsequently, in the coming years, Malaysia’s 
reputation as the global halal hub will be harmed and the Muslims’ social and economic wellbeing will be jeopardised. 

Several steps have been taken by the Malaysian government such as partnering with HOFD service providers in 
implementing halal services to enhance Muslims’ confidence [8]; [9]. Current policy MS2400-1:2019 (Halal Supply 
Chain Management System: Public Transport Requirements) issued by the Department of Standards Malaysia is just a 
general halal standard related to transportation that does not have legal enforcement that can be used in the event of a 
violation of the requirements of HOFD’s halalan-tayyibah BERNAMA [5]. There is also a policy in manual procedure 
for Malaysia halal certification 6.7.3 ii published by JAKIM which stated guidelines for transportation of Halal foods 
and products and can be applied by OFD service provider. Although Malaysia has halal certification guideline, there are 
still many repeatedly reported issues regarding Halal especially concerning about cross-contamination of food during 
procurement, storage, preparation, and transportation that need to be evaluated according to Shariah [10]. Therefore, 
there is an urgent need for Malaysia government bodies to encourage OFD service provider to apply for halal 
certification and comply with Halal policy and guidelines regarding HOFD practices in the future to facilitate Muslim’s 
responsible consumption and production of halal food within the HOFD industry. 

Confidence in the halalness of the food they consumed is very crucial for Muslims because they are obliged to be 
Shariah compliant by the Islamic religion. They are prohibited to consume haram food and must avoid ‘syubha’ or 
doubtful items as it is closed to haram [4]. In the context of HOFD, although the source of halal food is halal (food 
ordered from halal certified restaurants), the halal food becomes doubtful and questionable when the riders carry non-
halal food together with halal food in the same delivery bags or when the rider picks up from a non-certified halal 
restaurant but at the same time also picks up from a halal-certified restaurant and delivers food to the customer using the 
same delivery bag. The risk of non-halal contamination is already there [11]; [9]. These issues have not only been raised 
by Muslim consumers but halal customers (non-Muslims) who value cleanliness, hygiene, and quality. Although the 
authorization bodies such as JAKIM and HDC have made some initiatives to gain consumer confidence in HOFD, 
Muslim consumers’ confidence in HOFD, to date, has not yet been studied [11]. 

While some food riders or OFD companies may not be aware that these practices are not allowable in the Islamic Laws, 
only food riders with high religiosity may raise their concern with these practices and have doubts whether their job is 
halal, haram or syubha. Unfortunately, most of the riders have no choice but to follow the system made by the 
companies. Furthermore, the majority of OFD companies are owned by non-Muslims, and that Syariah Panels must be 
on the board to advise halal practices. Trust in some familiar products / service due to less knowledge and understanding 
which made consumers comfortable to consume also lead Muslim consumer to choose Syubhah food [12]. Past research 
noted that great knowledge about of the principle of Islam may increase the confidence level of the OFD service 
providers and consumers [10]. Therefore, Government support to set rules and regulations on OFD practices is needed 
to increase Halal knowledge of OFD riders and consumers, so that HOFD drivers may work confidently, and consumers 
may confidently use HOFD service as part of their lifestyle. Government initiative have great influence power to 
promote sustainable behavior of its citizens as government has the jurisdiction of a country to set and execute policies 
and rules [13]. 

Previous research on Muslim consumers’ confidence is focusing on the halal logo, which emphasized the influence that 
confidence in the halal logo has on consumers purchase behaviour [14]; [15]; [16]. They found that if Muslims are 
confident of the halal status, they will purchase the product. However, there has been a very limited study on factors 
influencing Muslim consumers' confidence in HOFD, especially on the influence of psychological factors such as 
functional value, social value, emotional value, epistemic value, conditional value, halal awareness and external factors 
such as government policy and halal guidelines on Muslim consumers' confidence in HOFD [11]; Selim et al [15]. 

II. LITERATURE REVIEW 

(a) Cognitive-Affective-Behavior (C-A-B model) 
The C-A-B paradigm was found and has been proven to explain consumer psychological construct (i.e. confidence, 
attitude, value) in the frameworks of numerous past researches, in hopes to deliver the promise of more effective 
marketing efforts on accurate predictions of consumer behavior [17]. The C-A-B paradigm can be explained into three 
broad stages namely, cognition, affective and behavior, in which, cognition (C) determines affective (A) which, in turn, 
results in behavior (B) [11]. Cognition refers to the capacity or value-proposition of consumers in perceiving an object. 
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Affective refers to evaluative judgment (i.e., confidence, attitude), emotional experiences and preferences based on an 
object’s attributes. Behavior refers to a customer’s action and tendencies to exhibit a particular response regarding an 
object (i.e. intention). In line with this study, the C-A-B paradigm would be able to showcase the cognitive and affective 
process of consumer’s response towards HOFD services. Previous studies have identified several cognitive factors that 
influence consumer affective components such as, value-expressive, knowledge, religiosity, and trust [14]. While for 
affective factors, past studies found some factors that influence consumer behavior such as emotional satisfaction [18], 
autonomy, meaning, human value, and encouragement [19]. Thus, this study will examine consumer confidence as an 
affective component. Meanwhile, consumption values and halal awareness will be examined as cognitive components, 
and HOFD purchase intention will be examined as behavioral component. 

(b) Theory of Consumption Values 
The theory of consumption values explains why consumers choose to buy or not to buy (or use or not to use) a specific 
product, and why consumer choose one product over another. Consumption values cope with the way consumers value a 
product / service when they have or use it [20]. Consumption values theory was developed by Sheth et al [66] after 
extensive research in sociology, psychology, economics, and consumer behavior. The classification of five values 
originally described the acquired benefits of consumption choices [21]; [22]. They identify five consumption values that 
influence consumer choice behavior: functional value, social value, emotional value, epistemic value and conditional 
value. 

According to the study of functional value on Halal non-food, it can be interpreted into two factors, such as quality-
value and price-value [23]. While another researcher argue that functional value characteristic such as price and value 
affect consumers’ intention to choose, buy and adopt green products [3]. Functional value is the most important factor 
the influence the intention to use mobile banking services [24]. To suit this study cotext, researcher will focus on price 
and quality as functional value factor. 

Social value can be described as an image or pleasant feeling that a person wants to show to his/her social group through 
his/her choice behavior [25]. A person tend to aim to get favorable reactions from their important people such as social 
approval, liking, praise while prevent to get unfavorable reactions such as rejections [26]. 

Past study found an increased knowledge about the benefits of halal consumption results in the gradual acceptance of 
halal-certified provisions which represents epistemic value [23] Epistemic value is an important factor in determining 
consumer choice behavior of Islamic investment products [9]. Epistemic value have significant influence towards 
organic food purchasing behavior [27]. 

Emotional value is seen in two factors: retail service quality and store atmosphere [23]. Emotional value not only 
recognize based on product usefulness but also rational and emotional factors that effect consumer behavior. 

Conditional value can be defined as special circumstances such as time, place, context, and individual situation when the 
use of product or service happens [27] Conditional value is seen in product accessibility, advertisement effects [23]. 
According to [28], conditional value is the most important factor to determine consumer behavior intention to consume 
organic food. Incentives and subsidies can be included in conditional value [29]. 

TCV has been employ by various study such as consumers’ usage on food delivery app Chakraborty et al [20], intention 
to consume local food [30], intention and behavior to use car-sharing services [31]. TCV theory enables deeper 
explanations because it examines underlying reasons in the consumer decision-making process. In this study context, 
TCV can identify the main value-adding elements or primary drivers/motivators in consumer confidence in HOFD. 
Therefore, these values will be investigated as this can serve as a major driver toward Muslim's responsible behavior 
toward halal food consumption. 

(c) Hypothesis Development 

Functional value - price 
Functional value refers to perceived usefulness obtained from an alternative’s capacity for functional, utilitarian, or 
physical performance. The alternative’s functional value may be obtained from its attributes and characteristics such as 
price, reliability, and durability [21]. So, functional value can be descibe as the consumer perception about the 
functional advantages of a product or service [32]. Consumers are likely to purchase a product when they understand the 
utility and function of the product [33]. Previous studies have seen price as functional value [34]; [25]. 

Halal food require strict procedure to meet its standards, therefore it always interpreted as highest standards of quality, 
hygine and safety and consumers are willing to pay for premium price for it [35]. Global halal food markets are 
burdened with higher cost to fulfil all the characteristic of halal and the diverse halal certification systems [36]. 
Consumer may believe that these efforts may increase halal products price and treat price as indication of quality to 
avoid unreliability [37]. Muslim consumer often use price as reliable elements for evaluate halal food quality such as 
safety, delivery, preparation and cleanliness [38]. Muslims in China relate authencity and quality of halal personal care 
products with price [39]. Furthermore, past researcher found that Muslim consumers are willing to pay more for halal 
products that delivered by halal logistics [40]. Malaysian consumers tend to conclude that service or products with high 
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price-value will have a better benefit or performance [41]. According to [42], consumers often perceived that price is 
related to the quality and value of a product / service. Therefore, in this study, functional value refers to consumer might 
feel price of HOFD is reasonable and equal to the halalnes (quality) offered by HOFD. 

Previous study found that functional value significantly influence consumers purchase behavior towards green products 
[43]. Another research confirm that functional value such as price positively influences consumer attitude towards 
purchasing free-range eggs [34]. While another researcher emphasize that functional value-price significantly affect 
consumer choice behavior towards green products [22].Therefore, this study proposed the following hypothesis: 

H1: There is positive and significant  relationship between functional value – price and Muslim consumers’confidence 
in Halal online food delivery 

Functional value – quality 
As mentioned before, alternative’s functional value may be obtained from its attributes and characteristics such as price, 
reliability, and durability [21]. Previous researcher seen functional value as security and quality offers by halal-certified 
product compared to those that are not [23]. While another study on halal cosmetics  refer one of the functional value 
quality as reliability which is highly depend on the halal certification [44]. Halal certification is the result from careful 
examination of halal elements as a whole and assure product ingredients, assembly and process are comply to Shari’ah 
Laws [45]. Muslim consumers tend to believe that products with halal certification are halal in terms of provision, 
manufacturing, cleanliness, processing, quality, storage, transportation, maintenance, and halal status based on the 
principles set out by Islam [46]. Consumers feel that products with halal certification are more reliable [44]. Therefore, 
to suit the context of this study, functional value- quality of HOFD refers to consumers feel quality of HOFD with halal 
certification are more reliable. 

Previous research on green products found that functional value-quality significantly influence consumer choice 
behavior [22]. While another study on green electronics also found a positive efect of functional value-quality towards 
consumer choice behavior [47]. The existence of halal certificate in halal food business may increase consumer attitude 
towards halal products [48]. In regard of these, this study postulate that: 

H2: There is positive and significant  relationship between functional value – quality and Muslim consumers’confidence 
in Halal online food delivery 

Social value 
Social value defined as perceived utility of a product or service that consumer derive from specific social groups [21]. 
Past researcher seen social value as relationship, status, needs, social roles, opportunities for social connection, 
recognition, respect and positive social encounters [49]. Another researcher identify social value as social groups, peer 
opinions and pressure of social recognition [3]. According to [25], social value can be describe as social image that 
individual gain from their social groups through their behavior. In this study, social value refer to the peer opinions of 
Halal online food delivery that might influence Muslim consumers’ confidence. 

Past researcher found that social value significantly influenced consumer behavior [27]. Another researcher agree that 
social value may increase consumer intention to use food delivery applications [25]. While another study also confirm 
that social value significantly affect consumers attitude towards purchasing free range eggs [44]. Thus, the following 
hypothesis is proposed: 

H3: There is positive and significant  relationship between social value and Muslim consumers’confidence in Halal 
online food delivery. 

Emotional value 
Emotional value refers to perceived utility acquired from an alternative’s capacity to arouse feelings or affective states 
[21]. In organic products context, emotional value refers to sense of warm that feel by consumers which caused by 
moral satisfaction by contributing to environmental protection [29]. While consuming natural products, emotional value 
created when consumers feel they have contributed to environment protection [50]. Muslim consumers might find it 
enjoyable to buy halal-certified products as it may help them to improve their belief and behaviour as a good Muslim in 
their obedience of Islamic law [51]. So in this research, emotional value might be created when Muslim consumer feel 
that ordering from HOFD may improve their belief and behavior as a good Muslim. 

Previous study found that emotional value is an important factor that affects consumers attitude towards purchasing free 
range eggs [44]. Another research confirms that emotional value positively affect consumers trust towards mobile 
banking services [24]. Emotional value is an important factor that influence consumer choice behavior towards Islamic 
investment products [3]. Therefore, this study postulate that: 

H4: There is positive and significant  relationship between emotional value and Muslim consumers’confidence in Halal 
online food delivery. 
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Epistemic value 
Epistemic value described perceived utility that people get from a product or service to arouse his / her curiosity, 
provide novelty, and/or satisfy a desire for knowledge [21]. Epistemic value defined as knowledge of products that 
might increase a person’s acceptance towards halal-certified food [51]. Previous researcher seen epistemic value as 
consumer seek information of a new product/ service based on their knowledge about the product information and 
choose it based on their requirements and the characteristic of product/ service [20]. Muslim are forbidden from 
consuming haram food such as alcohol and pork which usually used by Muslim consumer as guideline to decide to 
purchase products or services.  Therefore, in this study, researcher anticipate that when Muslim consumer seeing 
advertisement on halalness and information of HOFD,  might increase their knowledge towards HOFD. 

Past researcher found that epistemic value is one of the important factors affecting consumer purchase behavior towards 
green products [43]. Another study on Islamic investment products also found a significant effect of epistemic value 
towards consumer choice behavior [3]. Moreover, another study on green appliances found that epistemic value 
significantly influence consumer attitude [52]. Therefore, this study postulate that 

H5: There is positive and significant  relationship between epistemic value and Muslim consumers’confidence in Halal 
online food delivery. 

Conditional value 
Conditional value defined as specific situation that may affect consumer decision [21]. Social, physical, economic and 
environment situation may support or prevent consumer consumption [49]. Previous research found that conditional 
value such as discounts, food subsidy and dining condition significantly affect consumers behavioural intention [53]. 
Another research refers conditional value as discounts, subsidies, and availability of the products under worsening 
environmental conditions [28]. In green electronic product context, conditional value refers to cash refund or 
government subsidy [43]. Adopting from previous study, in this study, conditional value refers as government policy 
which is an initiative usually taken by government to solve its citizen concern Alganad et al [6]. 

Previous study noted that conditional value significantly related to consumer choice behavior towards Islamic 
investment products Amin, et al., [9]. Past researcher found that conditional value is one of important factor that predict 
consumer attitude and intention towards green car [54]. Conditional value such as government initiatives and 
government subsidy significantly affect consumer purchase behaviour towards green products [43]. Therefore, this study 
postulate that : H6 : There is positive and significant relationship between conditional value and Muslim 
consumers’confidence in Halal online food delivery 

Halal awareness 
Past study define halal awareness as Muslim consumer easily identify food products that they believe are halal [46]. 
Halal awareness consumers are able to remember and recognize products that allowed by Islam to consume [55]. 
Usually, consumer with high level of halal awareness will unconsciously aware about permitted products or issues about 
halal products [56]. 

Previous research has found that halal awareness effectively increases foreign consumers purchase intention and buying 
behavior towards halal food products [57]. While another research showed that halal awareness has a significant effect 
on attitude towards halal labels [58]. Therefore, this study postulate that : 

H7 : There is positive and significant relationship between halal awareness and Muslim consumers’confidence in Halal 
online food delivery 

Consumers’ Confidence 
Consumer confidence is defined as “a psychological construct that measures customers’ perceptions” [59]. It is 
universally treated as a singular construct, both conceptually and operationally [60]. Consumer confidence is defined as 
the level of belief individuals have over specific items/issues they experienced [6]. Previous studies on consumer 
confidence have largely been conducted in economy and finance, which is focusing on household saving behavior [61]; 
[60]. These studies found that consumers are likely to increase their spending when the confidence level is high. In this 
study, the effect of consumers’ confidence towards purchase intention in HOFD will be examined. 

Previous study emphasis that when consumer confidence is high, it may improve consumer attitude towards Kopitiam 
[62]. While another researcher found that confident have positive effect towards purchase intention [63]. Another study 
found that consumers’ confidence has direct effect towards halal poultry purchase intention [64]. Consumers’ 
confidence has direct effects towards halal product actual purchase [65]. Past researchers found that when confidence 
increases, it positively impacts consumer purchase intention [66]. Therefore, this study hypothesized that: 

H 8 : There is positive and significant relationship between consumers’confidence  and purchase intention in Halal 
online food delivery 
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Religiosity as moderator 
Islam direct on how Muslim should behave in all conditions, for that reason, it can be concluded that religiosity shaped 
Muslim’s attitiude [67]. Muslim with high level of religiosity, their satisfaction, attitudes and knowledge will be much 
influenced by Islamic practices and values [68]. While another researcher revealed the positive moderating effect of 
religiosity towards halal social media marketing towards consumer satisfaction [69]. Past study found the moderating 
effect of religiosity between price-concious and purchase intention towards halal-certified food [46]. Previous study 
found that religiosity significantly strengthens the relationship between service quality and consumer loyalty [70]. 
Previous study reveals the moderating role of religiosity between Islamic symbol in food packaging and purchase 
intention [71]. Based on these studies evidence, this study postulate that: 

H 9: Religiosity strengthen the relationship between functional value – price, functional value – quality, social value, 
emotional value, epistemic value, conditional value, halal awareness and Muslim Consumers’ Confidence 

III. PROPOSED THEORETICAL FRAMEWORK 

The proposed theoretical framework is illustrated as below Figure 1. In this model, the left side of the framework 
represent independent variables which are functional value – price, functional value – quality, emotional value, 
epistemic value, conditional value, and halal awareness. The dependant variable in this study is HOFD purchase 
intention. While the bottom side of the framework is the moderator which is religiosity. 

 
Figure 2 Theoretical Framework 

IV. RESEARCH METHODOLOGY 
This research will use quantitative method to examine the relationship between functional value – price, functional value 
– quality, social value, emotional value, epistemic value, conditional value, halal awareness and Muslim consumers’ 
confidence. The quantitative data will be collected through a self-administered survey (online survey and face-to-face) 
on Muslim consumers. A survey questionnaire will be used to collect data on variables that have been identified from 
the literature review to examine the model and instruments. The survey method is useful and powerful in finding 
answers to research questions through data collection and subsequent analyses[72]. Self-administered questionnaires 
will be distributed through email, social media trusted groups and online platform groups for online survey while paper 
survey will be distributed face-to-face. 

The targeted population in this study will be Muslim consumer aged between 21 to 50 who how to use and using online 
food delivery. Researchers believe that this group of respondents are suitable to this research due to this age able to 
make income, decide their own consumption, and know how to use smartphone. 

V. SIGNIFICANCE OF THE STUDY 

(a) Theoretical Contribution 
This study provide framework to understand factors that influencing Muslim consumers’ confidence toward HOFD 
which will lead to consumer purchase intention. This study will also demonstrate the combination of internal and 
external factors in a comprehensive theoretical model of Muslim consumers' confidence in HOFD that will be guided by 
two consumer behaviour theories, such as the Theory of Consumption Values and C-A-B paradigm. Then this study 
further extends the theory by add independent variables such as halal awareness and put a moderating variable which is 
religiosity to study their influence on the relationship between Consumption Values and Consumers’ confidence. 
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This study will provide new knowledge pertaining to internal and external factors influencing Muslim consumers' 
confidence in HOFD in Malaysia. Previous researcher found that Halal trust of a products (consumer sure that there are 
no contamination of food products with haram source) may create positive feelings among consumers and increase 
consumer confidence which lead to increase of consumer intention to consume Halal food [73]. Another researcher 
argue that relective system (habit) and religiousity significantly influence Muslim millenials purchase decision [74]. 
While according to [75], Muslim’s decision to consume halal meat are strongly influenced by peer’s pressure and their 
motiation to comply others. However, less research study about factors influencing Muslim purchase intention in HOFD 
context. 

(b) Practical Contribution 
This study intends to give information to HOFD service providers by identifying which factors from consumption 
values (price, social value, halal concern, visibility, conditional value) and halal awareness are having strongest effect 
towards Muslim consumers’ confidence and purchase intention, so that HOFD service providers can craft effective 
strategies to increase Muslim consumers’ confidence which can also increase the company competitive advantages at 
the same time. As past study stated that third party Food Delivery Applications should be paid attention to what if 
important to consumers and constantly improve the performance of the apps [76]. 

This study also shows how level of religiosity of a person will strengthen the relationship among consumption values, 
halal certification, halal knowledge, halal awareness and consumers’ confidence. It is suggested that marketing of 
HOFD service provider take account about the religiosity of consumers which will also increase company’s reputation 
and Muslim consumers’ purchase intention. 

Lastly, this study will examine the relationship between consumers’ confidence and purchase intention. This research 
will provide information to HOFD providers about the importance of Muslim consumers’ confidence. HOFD service 
providers must gain Muslim consumers’ confidence by providing service that meet their need and expectations. 

CONCLUSION 
This study would provide insight to Malaysia Online Food Delivery providers on Muslim consumers’ confidence and 
purchase intention that developed based on consumption values (functional value - price, functional value – quality, 
social value, epistemic value, emotional value, conditional value) and halal awareness. While the importance of 
religiosity influence also will be stated in this study. HOFD will be able to make precaution about the factors 
influencing Muslim consumers’ confidence and set out policy to provide food delivery service based on Muslim 
consumers’ need and preference. 
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