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Abstract

Purpose — This study aims to investigate how religious obligation, Halal purchase decision and spousal
decision-making jointly shape Halal food consumption within interfaith marriages, specifically focusing on
non-Muslim wives married to Muslim men in the United Kingdom.

Design/methodology/approach — A survey of 103 non-Muslim wives in interfaith households was
conducted. Partial least squares structural equation modelling (PLS-SEM) was used to assess direct and
indirect relationships among religiosity, spousal decision-making, Halal purchase decision and gendered
consumption. Necessary condition analysis (NCA) was also used to identify non-compensatory conditions for
gendered consumption.

Findings — The results indicate that religiosity and spousal decision-making significantly influence both
Halal purchasing and gendered Halal consumption. Halal purchase decisions partially mediate the effect of
religiosity and spousal influence on consumption outcomes, revealing that religious obligation is enacted
through relational processes within the household. Furthermore, NCA confirms that both religiosity and
spousal decision-making are non-compensatory preconditions for high levels of gendered Halal consumption,
reinforcing their essential role in shaping domestic religious practices.

Practical implications — Marketers should recognise that non-Muslim partners are active agents in religious
consumption and tailor Halal messaging accordingly, highlighting the theme of shared domestic practice.
Originality/value — To the best of the authors’ knowledge, this study is among the first to examine Halal
food practices as relational and gendered outcomes of religious commitment in interfaith households. It
contributes to further understanding the theory of family buying decisions by integrating value asymmetry and
moral salience into domestic consumption models.
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JIMA 1 Introduction

Household consumption decisions are rarely neutral or equally negotiated; rather, they are
shaped by deeply embedded beliefs, roles and values (Elhoushy and Jang, 2021; Christopher,
2024). This is particularly evident in households navigating religious diversity, where
competing moral frameworks influence everyday practices (Markowitz and Avieli, 2022;
Almas et al., 2023). In interfaith relationships, consumption becomes a site where identity,
power, and cultural difference are actively expressed and co-produced (Filimonau et al., 2022;
Stauder and Rohlke, 2022). Among such relationships, those involving a Muslim husband and
a non-Muslim wife pose unique questions for the management and negotiation of religious
practice in domestic life, particularly around Halal food consumption (Bukhari et al., 2022;
Van Niekerk and Verkuyten, 2018; Bakhshizadeh Borj et al., 2025). Halal dietary laws are not
simply food preferences; they are encoded religious obligations, embedded with ethical,
spiritual, and cultural meaning (Haji, 2023; Ibrahim et al., 2024).

As such, Halal consumption within interfaith households raises a broader question: how
are religious obligations lived, negotiated and institutionalised within everyday household
decision-making? (Michopoulou and Jauniskis, 2020; Reddy and van Dam, 2020; Markowitz
and Avieli, 2022). Existing scholarship highlighted several gaps. Firstly, Halal consumption
has largely been treated as a matter of individual religious behaviour or as a consumer trend in
Muslim-majority markets (Elmali-Karakaya, 2022). However, this perspective overlooks the
relational and situational complexity that emerges when religious dietary obligations enter
pluralistic, interfaith domestic settings (Screti et al., 2024). In these households, Halal
consumption is not only shaped by one partner’s religious commitment but by the other
partner’s willingness or resistance to accommodate it (Rachman and Amarullah, 2024).

Secondly, studies on interfaith family life reinforce this relational perspective (Becker,
2022). Studies across sociology and psychology show that interfaith couples regularly
negotiate identity, obligation and household boundaries, often developing partial or
situational alignments with each other’s practices rather than full convergence or rejection
(Colaner et al., 2022; Soliz and Colaner, 2015). These negotiations frequently take place
through everyday routines, where spouses balance relational harmony with divergent moral
commitments (Shoaf et al., 2022; Miller, 2018). Such insights underline that Halal
consumption in interfaith marriages cannot be understood solely through religious
obligation; it emerges from ongoing identity mitigation between partners who hold unequal
stakes in compliance (Garcia-Rada et al., 2025).

Thirdly, anthropological and sociology-of-religion scholarship further emphasises the
importance of everyday boundary-development in shaping religious practice (Tranby and
Zulkowski, 2012). Rather than framing religion as a fixed doctrinal system, this literature
highlights how moral expectations and obligations are enacted through practical
coordination within the home (Martinez et al., 2016; Becker, 2022; Bhatoo and Bhowon,
2018). Foodwork serves as a primary site where religious boundaries are sustained, softened
or renegotiated (Torkkeli et al., 2022). These perspectives strengthen the conceptual
foundations of this study by demonstrating that the enactment of Halal norms in interfaith
households depends not only on gendered divisions of labour but also on the couple’s
ongoing management of moral and relational boundaries (Noor et al., 2026). The observant
partner’s religiosity imposes non-negotiable parameters, reshaping the decision space and
challenging the assumption that joint decisions emerge from symmetrical negotiation
(Elmali-Karakaya, 2022). Instead, one partner’s beliefs may define acceptable options before
negotiation even begins (Stauder and Rohlke, 2022). This raises a broader theoretical
question: how does spousal religiosity structure family consumption? (Ambler et al., 2021;
Acosta et al., 2019; Rojas-de-Gracia et al., 2018).
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Fourthly, while the concept of religiosity, defined as the degree to which individuals Journal of Islamic
integrate religious commitment into everyday practice, has been shown to influence consumer Marketing
choices (Elhoushy and Jang, 2021). Yet religiosity, in interfaith households, cannot be
understood in isolation (Becker, 2022). It must be examined in relation to the gendered
structures of care and authority that determine who plans meals, who prepares food, and who
decides how religious obligations are translated into daily routines (Maduku and Mbeya, 2024;
Shobande, 2025). In many cultural and religious traditions, men are positioned as spiritual
leaders, while women manage food preparation and household logistics (Calder, 2020;
Christopher, 2024). These role expectations become unstable, contested, or reconfigured when
interfaith partners attempt to live together under divergent frameworks of religious discipline
and gender norms (Harrison-Walker and Mead, 2022; Liu and Kwon, 2023).

Finally, despite growing attention to religious consumption in marketing and sociology,
research has yet to theorise how religious obligations structure interpersonal negotiations
within intimate domestic units, where power, care and identity are daily enacted (Garcia-
Rada et al., 2025). Moreover, while prior work in consumer behaviour and family studies has
acknowledged the role of specialisation and influence in household decisions (Maduku and
Mbeya, 2024; Stanford et al., 2025), few studies have integrated this framework with the
religious and gendered dimensions of consumption (Maduku and Mbeya, 2024; Qureshi
et al., 2023; Usman et al., 2022). The theory of family buying decisions, which emphasises
the dynamics of joint decision-making, role differentiation and interpersonal influence,
provides a valuable yet underutilised lens for analysing how interfaith couples manage
competing beliefs and responsibilities (Screti et al., 2024). In particular, it allows us to
conceptualise Halal food consumption not as a fixed practice, but as an outcome of dynamic
relational processes, shaped by differing levels of religiosity, gendered expectations and
negotiated authority (Maduku and Mbeya, 2024). Thus, this study aims to examine how
religious obligations influence Halal purchasing, consumption and negotiation within
Muslim-non-Muslim interfaith households in the UK.

This study focuses on interfaith marriages between Muslim men and non-Muslim women
in the United Kingdom (UK), a context that is theoretically distinct from both Muslim-
majority societies and other Western settings for several reasons. Firstly, in Muslim-majority
contexts, Halal food is institutionally embedded and socially normative, reducing the need
for domestic negotiation. In contrast, some Western contexts treat religious practice as
largely individualised or privatised, limiting its influence on shared household routines.
Secondly, the UK occupies an intermediate position: it combines a sizeable Muslim minority
(4 million, 6% of the UK population) (Muslim Council of Britain, 2025), a highly developed
Halal food market, and strong legal and cultural commitments to religious pluralism (Jawad
and Elmali-Karakaya, 2020; Annabi and Ibidapo-Obe, 2017). This configuration creates a
setting in which Halal consumption is neither taken for granted nor marginal, but instead
actively negotiated within everyday domestic life. As a result, the UK provides a particularly
appropriate context for examining Halal consumption as a relational and gendered practice,
rather than as an expression of individual religiosity alone, similar to studies (e.g. Ibrahim
et al., 2024; Annabi and Ibidapo-Obe, 2017; Elseidi, 2018). At the same time, the findings
should be understood as contextually situated within a Muslim-minority setting, where
regulatory conditions, market structures, and everyday negotiations may differ from those
found in Muslim-majority societies and in other minority-Muslim contexts across Europe,
North America and Asia.

In addition, despite the growing visibility of interfaith families in the United Kingdom,
there have been limited studies examining how religious obligations shape everyday
consumption within these households (Jawad and Elmali-Karakaya, 2020). Existing research
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JIMA on Halal consumption has primarily examined Muslim consumers or individual-level piety,
while studies of interfaith marriage have focused on identity negotiation, parenting or social
integration rather than routine household practices. As a result, we lack an understanding of
how unequal moral commitments, particularly where one partner’s religious duties are non-
negotiable, structure domestic food decisions. This study, therefore, aims to examine how
religiosity, gender roles and interpersonal negotiation shape Halal food consumption in
interfaith households. In doing so, it shifts the analytical focus from Halal consumption as an
individual or market phenomenon to a relational, embedded and negotiated practice
(Filimonau et al., 2022). This move responds to broader calls in marketing and sociology
studies to better understand how religion, gender and identity are enacted in the intimate,
everyday practices that sustain social life (Ambler et al., 2021; Rinallo et al., 2023).

Moreover, it is important to acknowledge Islamic jurisprudential debates on interfaith
marriage (Elmali-Karakaya, 2022). Islamic jurisprudence sets clear boundaries on the
permissibility of interfaith marriage. Muslim men are generally permitted to marry women of
Ahl al-Kitab [people of the book] (i.e. Jews and Christians), though even this allowance
carries conditions regarding faith, practice and the upbringing of children (Qaradawi, 1994).
Marriages with women outside these traditions are typically regarded as impermissible
(Jawad and Elmali-Karakaya, 2020). In contemporary multicultural contexts such as
the United Kingdom, interfaith households may include unions that diverge from these
prescriptions (Jawad and Elmali-Karakaya, 2020). Our study does not seek to adjudicate the
theological validity of such marriages; rather, it examines the sociological realities and
everyday consumption practices that emerge within existing interfaith households. By
acknowledging this normative framework while focusing on empirical household realities,
we aim to situate our contribution responsibly within both Islamic and sociological debates.

This study makes three contributions to the field of household consumption and relational
decision-making. Firstly, it shows that religious obligation can restructure household
consumption not through mutual preference alignment, but through value asymmetries, that
is, situations in which one partner’s commitments carry greater normative weight than the
other’s and thereby limit the household decision space (Ambler et al., 2022; Liu et al., 2019).
Specifically, a Muslim husband’s religiosity shapes not only purchasing but also
consumption behaviours of his non-Muslim wife, demonstrating that religious commitment
functions as a normative constraint within domestic decision-making.

Secondly, the study contributes to further understanding of existing models of family
consumption by discussing, within, the concept of moral salience as a structuring force that
interacts with gendered roles. The findings reveal that non-Muslim wives, as primary food
providers, enact their spouses’ religious commitments through provisioning work, highlighting
how gendered responsibility serves as the conduit through which religious norms are embedded
in household routines.

Thirdly, the study reinterprets spousal influence as a form of relational adaptation
grounded in obligation rather than authority or persuasion. By showing how asymmetric
commitments shape behaviour even in the absence of shared belief, this research extends a
culturally embedded understanding of consumption, one that centres identity, care and moral
responsibility as key drivers of everyday economic behaviour in interfaith households.

2 Conceptual framework and hypotheses development

The Halal purchase decision within interfaith households presents a unique case for
extending existing models of household consumption (Hasford et al., 2018; Van Niekerk and
Verkuyten, 2018). Sheth’s (1974), theory of family buying decisions provides a foundational
framework for understanding how purchasing decisions are distributed, influenced and
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negotiated among family members. In particular, the model is well-suited to explaining Journal of Islamic
decisions in which preferences are negotiable, influence is reciprocal and disagreement can be Marketing
resolved through persuasion, bargaining or role-based authority (Chikweche et al., 2012).
However, when applied to interfaith households facing religiously governed consumption
practices, the explanatory attributes of the model become limited. Sheth (1974) conceptualises
product importance as a situational attribute that varies in degree, whereas Halal compliance
operates as a categorical moral requirement for observant individuals, rendering certain
options unacceptable rather than merely less preferred.

Moreover, while Sheth (1974) assumes that influence is exercised within a shared
evaluative framework, interfaith households are characterised by competing moral logics
that are asymmetrically binding across partners. As a result, spousal influence in such
contexts does not function primarily through preference alignment or negotiated
compromise, but through the invocation of normative legitimacy grounded in religious
obligation (Screti et al., 2024; Ghouse et al., 2025). This divergence highlights a critical gap
in Sheth’s framework as it does not account for situations in which the decision space is
constrained by non-negotiable moral commitments. The present study addresses this
limitation by extending family decision-making theory to incorporate moral asymmetry and
religious salience as structuring conditions under which traditional influence mechanisms
operate differently (Cabano et al., 2024; Hurka, 2010).

While the concepts of household role differentiation and gendered labour are well-
established in sociological research, their interaction with religious obligation introduces an
additional layer of normative constraint that has not been empirically modelled (Becker,
2022; Afzal et al., 2022). In this study, value asymmetry refers to the unequal moral weight
partners assign to Halal compliance, such that one partner treats compliance as morally
binding while the other may regard it as optional, symbolic or negotiable (Hurka, 2010;
Stauder and Rohlke, 2022), and moral salience is reflected in the extent to which religious
duty frames everyday purchasing decisions as non-negotiable (Yaprak and Prince, 2019;
Ambleretal., 2022; Liu et al., 2019).

Religiosity introduces a fundamental shift in how consumption decisions are framed and
evaluated (Filimonau et al., 2022). For observant individuals, religious obligations such as
adherence to Halal are non-negotiable, rooted in spiritual discipline and religious doctrine
rather than individual preference or utilitarian need (Qureshi et al., 2023). When such
commitments are brought into a shared domestic setting involving a partner from a different
religious or secular background, the decision is no longer a matter of mutual preference
alignment (Van Niekerk and Verkuyten, 2018). Instead, the decision space becomes
structured by one partner’s commitment to compliance with religious law, which elevates the
salience of the decision and narrows the range of acceptable outcomes (Usman et al., 2022).
This introduces an asymmetry in perceived importance, where one partner views the
decision as morally binding while the other may see it as optional or symbolic (Koc et al.,
2025; Hurka, 2010). Sheth (1974)’s concept of product importance can accommodate this
shift, but only if extended to include moral or spiritual salience alongside functional or
economic considerations.

Within this restructured decision space, spousal decision-making plays a key role.
Influence strategies such as persuasion, bargaining or authority are no longer exercised on a
neutral field (Shobande, 2025). Instead, the religious partner often enters the negotiation with
pre-defined boundaries based on religious doctrine, thereby constraining the options
available to the other partner before deliberation begins (Bogenhold and Naz, 2018; Noor
et al., 2026). In such cases, influence is exercised not only through interpersonal tactics but
through the invocation of religious legitimacy. This alters the balance of power in joint
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JIMA decision-making and challenges the notion that household consumption outcomes emerge
from mutual adjustment or compromise (Addison-Akotoye et al., 2024). Rather, the
negotiation becomes shaped by a logic of compliance and accommodation, where the
religious partner defines the normative boundary of the decision, and the non-religious
partner must navigate the implications (Garcia-Rada et al., 2025).

The gendered structure of domestic life further complicates the enactment of these
decisions (Wei et al, 2025). In many interfaith households, religious authority is
concentrated in one partner, often the male, while the responsibility for sourcing, preparing
and serving food falls to the other, often the female (Bogenhold and Naz, 2018). This
division creates a structural separation between the normative imposition of a religious
obligation and its practical implementation. While Sheth (1974)’s theory accounts for role
specialisation, it does not address the moral asymmetries that emerge when the burden of
enacting religious compliance falls disproportionately on one partner. Gendered
consumption practices thus moderate how religiosity translates into actual purchasing
behaviour. The decision may be jointly endorsed in principle but executed unilaterally in
practice, with one partner carrying the emotional and logistical labour of compliance. This
gap between symbolic authority and material responsibility introduces a layer of gendered
complexity that has not been sufficiently addressed in models of household consumption
(Shobande, 2025). This study reconceptualises the Halal purchase decision not as a site of
preference alignment but as a structured outcome of asymmetrical commitments and uneven
responsibilities. This approach foregrounds the role of moral authority, relational negotiation
and gendered labour in shaping household consumption. Figure 1 illustrates the proposed
conceptual framework.

2.1 Spousal decision-making and halal purchase decision

In households shaped by religious difference, spousal decision-making becomes a critical site
through which moral obligations are negotiated and operationalised (Sumadi and Rahajeng,
2025). While prior frameworks emphasise role differentiation and influence strategies in joint
consumption, these models often assume a degree of value alignment or discretionary choice
(Hasford et al., 2018; Almas et al., 2023). In interfaith relationships involving Halal dietary
observance, this assumption is untenable (Harrison-Walker and Mead, 2022; Becker, 2022).
The religious partner may treat food consumption not as a preference but as a domain
governed by divine injunction. This introduces asymmetries in decision salience, where one

Halal Purchase
Decision

Spousal Decision
Making

H1

Cond. q
ed

Consumption

H4

Y

Figure 1. Conceptual framework
Source: Authors’ own work
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partner approaches the issue from a position of moral necessity while the other may view it as Journal of Islamic
symbolic, optional or externally imposed (Hunt and Acton, 2022). Marketing

Such value asymmetry reconfigures how spousal influence operates (Ambler et al., 2022;
Liu et al., 2019). Rather than negotiation among equals, the religious partner frames certain
choices as non-negotiable, asserting normative boundaries rooted in religious authority
(Garcia-Rada et al., 2025). In this setting, spousal decision-making is not merely about
influence tactics or persuasion, but about the invocation of sacred obligation (Almas et al.,
2023). The resulting dynamic places the non-observant partner in a position where
accommodating the observant partner’s needs becomes a condition of relational harmony.
This is especially consequential when consumption decisions fall within gendered domains
of household labour (Bansal et al., 2025).

Food provisioning and preparation remain highly gendered practices in many cultural
contexts. Even within egalitarian partnerships, women often retain primary responsibility for
sourcing and preparing meals (Liu and Kwon, 2023; Wellington, 2022). When the female
partner in an interfaith household is non-Muslim, and the male partner insists on Halal
observance, her role as the primary food decision-maker becomes the site where religious
accommodation is enacted. Although she may not share the religious commitment, the
enactment of religiously compliant behaviour, such as sourcing Halal-certified products,
becomes embedded in her everyday practices (Usman et al., 2022). In this way, the religious
salience introduced by one partner interacts with the gendered division of consumption
labour to shape the final outcome (Minton and Cabano, 2024). Drawing on family decision-
making theory, spousal decision-making would typically be expected to influence household
purchasing outcomes (Sheth, 1974). However, in interfaith households characterised by
religious asymmetry, such influence is not driven by preference alignment but by moral
constraint (Liu and Kwon, 2023). Accordingly, in interfaith households where male partners
observe Halal and female partners manage food procurement, the presence of joint decision-
making increases the likelihood that non-Muslim wives purchase Halal food, even when they
do not share the same religious commitments (Wang et al., 2014). Hence, we propose:

HI. In interfaith marriages, spousal decision-making positively influences non-Muslim
wives’ purchases of Halal food products.

2.2 Spousal decision making and gendered consumption

Although non-Muslim wives often hold significant influence over food-related decisions due
to their primary responsibility for provisioning and meal preparation, such influence is rarely
exercised in isolation (Wellington, 2022). Instead, it is relationally structured, taking into
account the preferences and commitments of their spouses (Afzal et al., 2022). In interfaith
households, wives frequently accommodate their husbands’ religious dietary needs, not solely
out of deference, but due to considerations of relational harmony, practical efficiency and
household-level coordination (Liu and Kwon, 2023; Becker, 2022). Prior studies suggest that
consumption sacrifices, where one partner adapts to the other’s preferences, are common
within close relationships and can serve as expressions of care and commitment (Garcia-Rada
et al., 2025). In contexts where Halal food is viewed by the observant spouse as spiritually or
morally significant, the non-observant partner may find it both relationally and economically
expedient to align consumption behaviour, particularly when doing so reduces the logistical
burden of preparing separate meals (Stauder and Rohlke, 2022). These relational, moral and
instrumental considerations converge to structure gendered consumption practices (Afzal
et al., 2022). As such, the spousal decision-making influence of Muslim husbands is likely to
positively shape the Halal purchasing behaviour of their non-Muslim wives, not simply
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JIMA through direct persuasion but through routinised, relational adaptation embedded in shared
domestic life (Garcia-Rada et al., 2025). Thus, we posit:

H2. The decision-making influence of non-Muslim wives positively impacts their
gendered consumption of Halal food.

2.3 Religiosity and halal purchase decision

Religiosity functions not only as a set of internalised beliefs but also as a normative structure
that governs behaviour and relational expectations within households (Elhoushy and Jang,
2021). Prior research has established that religious commitment significantly shapes
individual consumption patterns, particularly when products carry symbolic or spiritual
significance, as in the case of Halal-certified food (Elseidi, 2018; Jalees et al., 2024; Islam and
Chandrasekaran, 2019). However, within interfaith households, religiosity does not remain an
individual-level determinant (Bansal et al., 2025). Instead, it operates relationally, shaping
how partners define acceptable consumption and negotiate everyday practices (Amer, 2024).

In particular, the religiosity of a Muslim husband can act as a moral constraint within the
decision-making space, elevating the salience of Halal food as a non-negotiable requirement
rather than a discretionary preference (Islam and Chandrasekaran, 2019). When one partner
frames a consumption practice as a religious obligation, this reframes the domain of
decision-making not as one of mutual accommodation, but as one shaped by normative
asymmetry (Cabano et al., 2024). In such cases, the observant partner sets the moral
parameters within which decisions are made, and the non-observant partner often adapts to
those constraints, not necessarily out of shared belief, but out of respect, commitment or
pragmatic convenience (Garcia-Rada et al., 2025; Becker, 2022).

This adaptation is particularly evident in food-related decisions, where gendered norms
often allocate responsibility for meal planning and provisioning to women (Kanbur, 2018).
In households where non-Muslim wives are primarily responsible for food procurement and
preparation, they become the operational agents through which religious dietary rules are
enacted. Although they may not share their partner’s religious commitments, their behaviour
is shaped by the influence of those commitments, especially when maintaining relational
harmony or avoiding conflict is valued (Garcia-Rada et al., 2025). Over time, this leads to
routinised alignment with religious expectations, including the regular purchase of Halal
food. Hence, we propose:

H3. A Muslim husband’s religiosity is positively correlated with his non-Muslim wife’s
likelihood to purchase Halal food products.

2.4 Religiosity and gendered consumption
Religious commitment is not solely an individual expression of belief but often operates as a
normative force that shapes expectations within close relationships (Sanner et al., 2024;
Islam and Chandrasekaran, 2019). In marital contexts, especially interfaith ones, religiosity
frequently structures the terms of cohabitation and domestic coordination, particularly
around consumption practices that carry moral or spiritual significance (Koc et al., 2025;
Hochstein et al., 2025). Halal food, as an extension of Islamic ethical practice, represents one
such domain in which religious observance extends beyond the believer to influence the
shared routines of the household (Tbrahim et al., 2024).

Within heterosexual partnerships, food provisioning has long been characterised as a
gendered responsibility, with women often assuming the role of primary decision-makers
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and providers for household meals (Minton and Cabano, 2024). This role gives women not Journal of Islamic
only operational control over food choices but also makes them the agents through which Marketing
familial preferences and values are translated into daily practice (Hasford et al., 2018; Noor
et al., 2026). In the context of an interfaith marriage in which the male partner adheres to
Halal dietary rules, the female partner is often responsible for implementing these standards,
even if she does not share the underlying beliefs (Islam and Chandrasekaran, 2019).
Importantly, food is not just purchased, it is consumed. When the wife prepares meals
according to Halal standards for her husband, alignment in purchasing often leads to
alignment in personal consumption (Wang et al., 2014). This alignment may occur for
practical, relational or symbolic reasons. Regardless of the motive, the behavioural
outcome is that the non-Muslim wife adapts her own consumption patterns in ways that
reflect her husband’s religious commitments (Addison-Akotoye et al., 2024). As such, the
husband’s religiosity becomes a structuring force not only in household food provisioning
but in the wife’s personal consumption practices (Bégenhold and Naz, 2018). Therefore,
we propose:

H4. A Muslim husband’s religiosity is positively correlated with his non-Muslim wife’s
Halal food consumption.

2.5 Halal purchase decision and gendered consumption

Household consumption practices are not only expressions of individual preference but sites
of relational coordination, moral accommodation and gendered responsibility (Almas et al.,
2023). When a non-Muslim wife purchases Halal food in recognition of her husband’s
religious commitment, she is not merely accommodating a belief system, she is embedding
that commitment into the shared material practices of the household (Addison-Akotoye
et al., 2024). The act of purchasing Halal food initiates a consumption environment
structured around religious discipline, even in the absence of personal belief (Ibrahim et al.,
2024). In this way, the purchasing decision functions as both an act of care and a process of
institutionalisation: the religious standard becomes the default provisioned norm (Maduku
and Mbeya, 2024).

Once Halal products enter the household as the primary or sole source of food, the wife’s
own consumption is shaped less by intentional agreement and more by practical and
symbolic alignment (Becker, 2022). Preparing and eating the same food reinforces
efficiency, relational cohesion, and domestic harmony (Addison-Akotoye et al., 2024).
Moreover, the wife’s role as the enactor of religiously compliant meals means that
participation in Halal consumption is not merely reactive, it becomes embedded in her
everyday routine (Almds et al., 2023). This is consistent with theories of gendered
consumption that emphasise the performative nature of provisioning work, where food
choices reflect the management of moral, emotional and relational obligations (Horowitz and
Mohun, 1998; Charles and Kerr, 1987; Becker, 2022).

Therefore, the purchase of Halal food by a non-Muslim wife is not a neutral market
transaction; it is a gendered, relational act that reshapes her own consumption patterns
(Elmali-Karakaya, 2022). Over time, this leads to a convergence between what is purchased
and what is consumed, not through ideological alignment, but through routine domestic
integration and embodied relational practice (Addison-Akotoye et al., 2024). Therefore, we
hypothesise:

H5. In interfaith marriage, Halal purchase decision of non-Muslim wives has a direct
effect on gendered consumption of Halal food.
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JIMA 3 Methodology

3.1 Sample and data collection

This study aims to examine the factors that influence gendered consumption in interfaith
marriage (non-Muslim wives and Muslim husbands) in the UK. An online survey was
distributed for data collection with full ethical approval. The survey development followed a
tailored design method (Dillman et al., 2014). This study focused on a convenience sample
of non-Muslim wives of Muslim husbands located in the UK. The survey also included
several demographic questions and one pre-requisite question confirming that respondents
identified as female non-Muslims and are married to Muslim men.

The sample was recruited primarily through online community groups and social media
platforms oriented towards interfaith families. While this approach enabled access to a hard-
to-reach population, it may over-represent individuals who are digitally active and more
open to discussing interfaith relationships. As such, the sample should not be interpreted as
representative of all Muslim-non-Muslim interfaith households. Rather, the findings reflect
relational dynamics among couples who are sufficiently engaged to participate in online
communities, which may also be associated with more reflexive or negotiated forms of
household practice.

The original sample 257 respondents, applying the inclusion criteria (Bernerth et al.,
2021), we excluded 50 respondents indicted as Muslim wives, 40 non-married, 20
respondents for rapid completion, 5 for consent rejections, 21 for incomplete responses, and
18 for failing an attention check (“Please choose the colour blue from the options below”),
we obtained a usable sample of 103 respondents.

Out of the final sample, 103 respondents were female, with the majority aged between 29
and 36 (34%) and between 18 and 29 (29.1%). Approximately 59% of the respondents
reported to have between one and two children. A t-test revealed no statistically significant
differences between these early and late respondents groups in all the constructs. Thus, our
analysis found no evidence of response bias. Although the final sample comprised 103
respondents, each respondent represents a distinct interfaith household, effectively capturing
data from 103 family units. Given the study’s focus on non-Muslim wives in Muslim-non-
Muslim interfaith marriages, a minority-within-minority group that is sociologically
bounded and demographically specific, this sample size is considered adequate for structural
modelling and relational behavioural analysis (Hair et al., 2024).

It is important to note that our survey did not collect detailed information regarding the
specific religious background of non-Muslim wives (e.g. Christian, Jewish or other faiths).
This is a limitation of the study, as Islamic jurisprudence differentiates between marriages
with Ahl al-Kitab and those with adherents of other faiths or secular backgrounds (Jawad and
Elmali-Karakaya, 2020). Our research, however, is concerned with the empirical dynamics
of consumption in existing households rather than with evaluating the permissibility of the
marriages themselves (Minton and Cabano, 2024). For clarity, the number of interfaith
marriages in the UK is not entirely accurate, as on several occasions, these marriages take
place as ceremonial “Nikkah”, which may not register as civil marriage, and the religious
denomination of marriage is not collected (Office of National Statistics, 2024).

3.2 Measures

All constructs were measured using multi-item scales drawn from established literature.
Respondents rated their agreement with each statement on a seven-point Likert scale ranging
from 1 (“strongly disagree”) to 7 (“strongly agree”). Table 1 presents the full list of items and
their corresponding sources.
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Table 1. Measurement of constructs including validity and reliability Journal of Islamic

Factor Marketing
Construct and items loading
Spousal decision making (Cronbach’s a = 0.887, CR =0.923, AVE =0.751)
SDM_1: I have more influence over household activities than my husband does 0.894
SDM_2: T am more persuasive than my husband when making household decisions 0.911
SDM_3: I generally have more power than my husband does within household decisions 0.896
SDM_4: T have more authority over household meal choices than my husband does 0.755
Halal purchase decision (Cronbach’s a = 0.899, CR =0.937, AVE =0.832)
HPD _1: I buy Halal products because they are readily available 0.910
HPD _2: I buy Halal products because there are a lot of choice possibilities within the Halal
product line 0.943
HPD_3: I buy Halal Products because of the information on halal meat products is clear 0.882
Religiosity (Cronbach’s a = 0.932, CR = 0.944, AVE = 0.679)
Rel_1: Islam has a strong presence in the home i.e. prayer mats around the home 0.806
Rel_2: My husband has a strong Islamic belief i.e. daily 0.768
Rel_3: My husbands’ religious beliefs affect my daily life 0.782
Rel_4: My husband regularly teaches me Islamic practices 0.835
Rel_5: I enjoy fulfilling my husband’s religious beliefs 0.882
Rel_6: My husband’s religious happiness is important to me 0.872
Rel_7:1am happy to practice elements of the Islamic faith despite having no Islamic beliefs, i.e.
eating Halal meat 0.833
Rel_8: I consider my husband’s religion with any household purchase 0.806
Gendered consumption (Cronbach’s a = 0.714, CR=0.873, AVE =0.775)
GC_1: Eating halal meat is a personal choice that I make 0.910
GC_2: Eating halal meat is something that I do without reasoning 0.850

Source(s): Authors’ own work

Religiosity. Religiosity was operationalised as the degree to which respondents’ spouses
(Muslim husbands) incorporate religious principles into their everyday life and decision-
making. Recognising that religiosity is a multidimensional construct shaped by both belief
and practice, and that in interfaith marriages such commitments are embedded within
relational negotiations, we used an eight-item scale adapted from Essoo and Dibb (2004).
This scale has been widely used to measure the salience and behavioural enactment of
Islamic religious values in consumer contexts. Items reflect both the cognitive and
behavioural aspects of religiosity (e.g. adherence to religious principles in daily life,
prioritisation of faith in family matters). While religiosity is often conceptualised as an
individual attribute, in the context of interfaith households, it is enacted relationally through
everyday practices and accommodation (Elhoushy and Jang, 2021). Accordingly, the
religiosity measure in this study captures the salience and enactment of the husband’s
religious obligations as experienced within the household, rather than doctrinal belief alone.
Items such as “I enjoy fulfilling my husband’s religious beliefs” reflect the extent to which
religious obligations are operationalised through spousal accommodation, which is
theoretically consistent with the study’s focus on relational decision-making rather than
individual piety. The scale demonstrated high internal consistency in this study (o = 0.932).

Spousal decision-making. Spousal decision-making was defined as the extent to which
household consumption decisions, specifically related to food, are made collaboratively,
reflect mutual influence or involve deference to one partner’s preferences. We adopted four
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JIMA items from Hasford et al. (2018), which capture the negotiation dynamics, influence balance
and joint nature of household consumption decisions. The scale reflects both instrumental
and affective components of decision-making, and exhibited acceptable reliability (a =
0.887) in this study.

Halal purchase decision. Halal purchase decision was conceptualised as the respondent’s
behavioural tendency to purchase food that complies with Islamic dietary laws. This
construct captures not only stated preference but also purchasing action within a shared
household context. We used a three-item scale adapted from Bonne and Verbeke (2008),
originally developed to assess Halal purchasing in Muslim and non-Muslim populations.
Items were adapted to reflect the interfaith nature of this study’s sample. The scale showed
strong internal reliability (o = 0.899).

Gendered consumption. Gendered consumption was defined as the extent to which
household food choices and preparation responsibilities reflect traditional gender roles,
particularly with respect to women’s responsibility for enacting culturally or religiously
significant food practices. A four-item scale was adapted from Bonne and Verbeke (2008) to
reflect the gendered dimensions of food provisioning and consumption in domestic contexts.
The items assess role expectations, actual task division, and alignment of consumption
behaviour with caregiving roles. Reliability for this scale was satisfactory (a = 0.714).

4 Results

4.1 Structure equation modelling analysis and results

This study used partial least squares structural equation modelling (PLS-SEM) to evaluate
the measurement model and test the proposed hypotheses. PLS-SEM handles complex
relationships and mitigate factor ambiguity in moderated-mediation models (Hair et al.,
2024). This variance-based technique enhances the prediction of endogenous constructs
while providing superior statistical power, making it well-suited for our analysis (Hair et al.,
2022). Tt is particularly valuable for investigating the intricate effects of spousal decision
making, religiosity, Halal purchase decision and gendered consumption. The method’s
flexibility accommodates diverse measurement models and yields precise insights into
variable interactions. By using PLS-SEM, we rigorously examine the interrelationships
among variables and robustly test our hypotheses within a moderated-mediation framework.

In addition, the decision to use PLS SEM reflects both the nature of our research questions
and the characteristics of the dataset. PLS SEM is well established for situations where
theory is still developing, constructs are multifaceted, and the objective includes explaining
variance and generating reliable predictions (Hair et al., 2022). These conditions align
closely with the aims of this study. The number of structural paths leading to the focal
endogenous construct is well below ten, indicating that a sample of 103 meets the widely
applied ten times criterion for minimum sample size in PLS SEM. Simulation based
evidence also shows that samples of approximately 100 observations are adequate for
achieving stable estimates when effect sizes fall within a medium range (Goodhue et al.,
2012; Reinartz et al., 2009), a position reinforced by recent methodological syntheses (Hair
etal., 2022). Given these considerations, PLS SEM offers a rigorous analytical approach that
accommodates the sample constraints typical in studies of underrepresented populations
while still supporting robust inference (Acosta et al., 2019; Richter et al., 2020).

4.1.1 Measurement model. Table 1 indicate that all items had loadings greater than
0.702. Several other items were removed for low loading>0.40, or to their effect on
composite reliability (Hair et al., 2022). The minimum Cronbach’s alpha (0.735) and CR
(0.853) values in Table 1 indicate acceptable construct reliability for each reflective construct
examined. In addition, all constructs have AVE values above the 0.5 threshold (minimum
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AVE =0.663), demonstrating good convergent validity. Discriminant validity was assessed Journal of Islamic
using the Fornell-Larcker criterion and the heterotrait-monotrait (HTMT) ratio (Hair et al., Marketing
2022). The Fornell-Larcker criterion shows that the square root of the AVE for each
construct exceeds its highest correlation with other constructs, as shown in Table 2. The
maximum HTMT value of 0.890, as illustrated in Table 3, which is below the threshold of
0.9, further supports discriminant validity (Hair et al., 2022).

4.1.2 Controlling for common method bias testing. To address common method bias
(CMB), we adopted four strategies. Firstly, we conducted a pilot study to refine the clarity of
the survey items, using established measures from the literature. Secondly, we also
interspersed questions on predictors, mediators and outcomes throughout the survey to
minimise bias (Podsakoff et al., 2024). Thirdly, Harman’s single-factor test revealed that the
first factor accounts for less than 26% of the variance, further indicating that CMB is unlikely
to be a significant concern (Podsakoff et al., 2024). Finally, we performed a full collinearity
test, as recommended by Kock (2017). Table 4 shows all inner variance inflation factor (VIF)
values are below 3.3 (maximum inner VIF = 3.284), confirming the absence of CMB.

4.1.3 Analytical model. We evaluated the significance of path coefficients in the PLS-SEM
inner model using a 5,000-subsample bootstrapping method (Hair et al., 2022). Table 5 shows that

Table 2. Fornell-Larcker criterion for discriminant validity

No. Variable 1 2 3 4

1 Gendered consumption 0.880

2 Halal purchase decision 0.573 0.912

3 Religiosity 0.518 0.402 0.824

4 Spousal decision making 0.448 0.447 0.320 0.866

Notes(s): Italic diagonal elements are the square root of average variance extracted (AVE)
Source(s): Authors’ own work

Table 3. Heterotrait—-monotrait (HTMT) values for discriminant validity

No. Variable 1 2 3 4
1 Gendered consumption

2 Halal purchase decision 0.706

3 Religiosity 0.614 0.427

4 Spousal decision making 0.551 0.492 0.339

Source(s): Authors’ own work

Table 4. Inner variance inflation factor (VIF) values for full collinearity test

No. Variable 1 2 3 4

1 Gendered consumption 1.543 1.599 1.743
2 Halal purchase decision 1.372 1.604 1.518
3 Religiosity 1.224 1.380 1.395
4 Spousal decision making 1.281 1.269 1.352

Source(s): Authors’ own work
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JIMA Table 5. Structural equation modelling results

Endogenous construct R?
Gendered consumption 0.454
Halal purchase decision 0.275
CI 95%
Structural path Coefficients SD  LCI UCI f p-value
Spousal decision making — gendered consumption 0.179 0.086 0.012 0.349 0.049 0.030
Spousal decision making — halal purchase decision 0.353 0.093 0.157 0.521 0.156 0.000
Religiosity — gendered consumption 0.312 0.096 0.122 0.502 0.145 0.001
Religiosity — halal purchase decision 0.298 0.090 0.117 0.472 0.103 0.001
Halal purchase decision — gendered consumption 0.374 0.104 0.170 0.569 0.177 0.001
Indirect effects
Religiosity — halal purchase decision — gendered 0.112 0.048 0.031 0.215 0.030
consumption
Spousal decision making — halal purchase decision — 0.134 0.056 0.040 0.253 0.018

gendered consumption

Notes(s): Two-tailed test. SD = Standard deviation; CI = Confidence interval; LCI = Lower confidence
interval; UCI = upper confidence interval
Source(s): Authors’ own work

the R? values for gendered consumption (R* = 0.454, p<0.001) and Halal purchase decision
(R*=0.275, p<0.001) all exceed the recommended threshold of 0.10 (Sarstedt et al., 2023).

We assessed our model’s fit using several key indices. The standardised root mean square
residual (SRMR) was 0.076, below the 0.08 threshold for good fit. We also calculated the
Unweighted Least Squares discrepancy (d_ULS) at 0.883 and the Geodesic discrepancy
(d_G) at 0.555. Together, these indices suggest an acceptable model fit (Hair et al., 2024).
The SRMR, in particular, indicates a good fit between observed and predicted correlations.

We evaluated the model’s out-of-sample prediction errors using the cross-validated
predictive ability test (CVPAT), using k-fold cross-validation to mitigate overfitting or
underfitting in PLS-SEM (Liengaard et al., 2021). Table 6 compares the average loss values
of PLS-SEM predictions against naive indicator averages (IA) and linear model (LM)
forecasts. A negative difference in average loss values indicates superior predictive
performance of the PLS-SEM model compared to both benchmarks (Sharma et al., 2023).
As shown in Table 6, our PLS-SEM, demonstrates superior predictive performance.

H1 proposed that spousal decision-making positively affects gendered consumption. The
results in Table 5 confirm a significant positive relationship between spousal decision-
making and gendered consumption (8 = 0.179, p <0.031, f* = 0.049). H2 posited that spousal

Table 6. Results of out-of-sample predictive relevance (CVPAT)

CVPAT PLS-SEM vs IA CVPAT PLS-SEM vs LM
Variable Average loss difference p-value Average loss difference p-value
Gendered consumption -0.918 0.004 -0.581 0.002
Halal purchase decision -0.676 0.040 -0.320 0.075
Overall -0.773 0.006 -0.424 0.002

Source(s): Authors’ own work
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decision-making positively affects Halal purchase decisions for spouses. This hypothesis Journal of Islamic
was also supported, with the results indicating a significant positive relationship (8 = 0.353, Marketing
p<0.000, f =0.156).

H3 proposed that religiosity affects gendered consumption. Our findings confirm that
religiosity has a positive and significant effect on gendered consumption (8 = 0.312,
p<0.001, £ = 0.145). Moreover, H4 suggested that religiosity affects Halal purchase
decisions. This hypothesis been also supported showing a positive and significant
relationship (8= 0.298, p <0.001, f* = 0.103).

H5 suggested that Halal purchase decision directly affect gendered consumption. The
results showed that Halal purchase decision has a positive significant effect on gendered
consumption (8 = 0.374, p<0.001, f# = 0.177). Our findings also confirmed a partial
mediation relationship through a significant indirect effect between religiosity and gendered
consumption through halal purchase decision is positive and significant (8 = 0.112,
p<0.029). Moreover, the findings confirmed a positive and significant indirect effect
between spousal decision-making and gendered consumption through halal purchase
decision (8 = 0.134, p<0.021). This partial mediation shows that while religiosity and
spousal decision-making directly affect gendered consumption, part of this relationship
operates via its influence on Halal purchasing decisions. This confirms the dual pathways
through which religiosity shapes gendered consumption, reinforcing the importance of Halal
purchase decisions in mediating this relationship.

4.1.4 Post hoc analysis. To further assess whether religiosity, Halal purchase decision
and spousal decision-making serve as necessary prerequisites for gendered consumption, we
conducted a necessary condition analysis (NCA) as a complementary technique to the PLS-
SEM results. NCA enables the identification of bottlenecks or constraints in outcome
attainment, providing insight into whether certain predictors must reach a minimum
threshold for the outcome to occur (Dul et al., 2021). This approach is particularly valuable
for detecting non-compensatory relationships, where the absence of a condition cannot be
offset by other variables.

Following the guidelines of Richter et al. (2020), we first computed latent variable scores
from the validated PLS-SEM model. These scores served as inputs for the NCA. To avoid
imposing linearity assumptions and to accommodate potential non-linear relationships
between predictors and outcomes, we applied the ceiling envelopment-free disposal hull
(CE-FDH) method. CE-FDH uses a non-decreasing step function to delineate the upper
boundary of the data, allowing us to identify the minimum necessary levels of predictor
variables required for a given level of the outcome (Dul et al., 2021).

The results (see Table 7) indicate that religiosity and spousal decision-making are
necessary conditions for gendered consumption. Both constructs yielded medium-to-large
effect sizes (d>0.1) and were statistically significant (p < 0.05), indicating that high levels of

Table 7. Necessary condition analysis effect sizes

Gendered consumption

Condition CE-FDH Permutation p-value
Halal purchase decision 0.000 0.000
Religiosity 0.206 0.000
Spousal decision making 0.392 0.000

Source(s): Authors’ own work
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JIMA gendered consumption are unlikely to occur unless these two conditions are present to a
minimally sufficient degree.

Interestingly, while the Halal purchase decision showed a strong and significant
predictive effect in the PLS-SEM model (8 = 0.374, p <0.001), its necessity effect size was
zero (d=0.000), indicating that it is not a necessary condition for gendered consumption.
The permutation test yielded a significant p-value (p=0.000), confirming the statistical
robustness of this finding. This suggests that Halal purchase decision does not emerge as a
necessary condition for gendered Halal consumption, despite being a significant predictor in
the structural model. This finding suggests that while purchasing Halal products facilitates
consumption, it is not sufficient on its own to explain gendered consumption outcomes. From
a theoretical perspective, this suggests that consumption compliance may be achieved
through routinised household practices, such as prior stockpiling or reliance on external
provisioning (e.g. family networks or shared shopping arrangements), rather than through
active purchasing decisions by the non-Muslim spouse. Practically, this implies that Halal
consumption within interfaith households can be sustained even when purchasing authority
or responsibility is unevenly distributed, reinforcing the argument that religious compliance
operates through accommodation and routine rather than continuous decision-making.

To further interpret these findings, we conducted a bottleneck analysis (Table 8), which
estimates the minimum thresholds of necessary conditions required to achieve specific levels
of the outcome. To reach 100% gendered consumption, religiosity must exceed 44.33% and
spousal decision-making must exceed 25.19%. These thresholds underscore religiosity as the
most critical constraint among the three constructs, reinforcing its role as the primary driver
of gendered consumption in interfaith households.

Figures 2, 3 and 4 provide visual representations of these necessary conditions and
bottlenecks. Together, the NCA results augment the PLS-SEM findings by showing that
while Halal purchasing is sufficient to predict gendered consumption, only religiosity and
spousal decision-making represent non-substitutable conditions, without which high levels
of gendered consumption are unlikely to be observed.

5 Discussion and theoretical implications

This study offers a contextual refinement of how religious obligation, gendered domestic roles
and spousal dynamics jointly structure household consumption within interfaith marriages.
The findings indicate that a Muslim husband’s religiosity significantly shapes both the Halal

Table 8. Bottleneck table (CE-FDH-Values)

Condition percentage Gendered consumption Halal purchase decision Religiosity =~ Spousal decision making

0.000 1.000 NN NN NN

10.000 1.600 NN 1.550 1.974
20.000 2.200 NN 1.550 1.974
30.000 2.800 NN 1.550 1.974
40.000 3.400 NN 1.550 1.974
50.000 4.000 NN 1.550 1.974
60.000 4.600 NN 1.550 2.229
70.000 5.200 NN 2.774 2.519
80.000 5.800 NN 2.774 2.519
90.000 6.400 NN 4.433 2.519
100.000 7.000 NN 4.433 2.519

Source(s): Authors’ own work
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Figure 2. Scatterplot of halal purchase decision versus gendered consumption
Source: Authors’ own work

purchasing and consumption behaviours of his non-Muslim wife. Importantly, this influence
does not arise from shared beliefs or mutual preference alignment, but from the normative
asymmetry introduced by religious obligation. In this context, moral salience functions not as
a stronger preference but as a structuring condition that reshapes the household decision
space. These findings complement relational accounts of consumption sacrifice (Garcia-Rada
et al., 2025), by showing that relational adaptation may be driven not only by interpersonal
closeness or affective motivation, but also by moral salience, particularly religious obligation,
rather than preference convergence alone.

Conventional theories of family consumption assume that decision-making unfolds
through negotiated influence, typically grounded in expertise, role differentiation or aligned
values (Sheth, 1974; Screti et al., 2024). Our findings indicate that in modern family decision
models, morally regulated consumption contexts, negotiation is often displaced by moral
constraint. Specifically, to this study, the results indicate that a Muslim husband’s religiosity
shapes halal purchasing and consumption behaviours even in the absence of shared beliefs or
reciprocal persuasion. Rather than engaging in explicit negotiation or preference trade-offs,
non-Muslim wives adapt their purchasing, preparation and serving practices to conform to
halal requirements as part of routine food provisioning (Noor et al., 2026). In this context, the
purchase of halal food is not the outcome of preference convergence or joint decision-
making, but the relational enactment of a religious standard that defines the boundaries of
acceptable choice. Influence is therefore exercised not through persuasion or expertise, but

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul



JIMA NCA ceiling line chart

LV scores - Gendered Consumption
5
L]
]
L]
L1
L]

14 - - - - -
1 12 14 16 18 2 22 24 26 28 3 32 34 36 38 4 42 44 46 48 5 52 54 56 58 6 62 64 66 68 7
LV scores - Religiosity

[ I CR-FDH | CE-FDH @ Observations |

Figure 3. Scatterplot of religiosity versus gendered consumption
Source: Authors’ own work

through the moral legitimacy attached to religious obligation, which constrains the decision
space within which household choices are made. This insight contributes to research on
gendered consumption by clarifying how caregiving roles function as mechanisms through
which moral norms are institutionalised, rather than merely distributed (Minton and Cabano,
2024; Liu and Kwon, 2023).

The findings should also be interpreted with sensitivity to the distinction between
religious law and lived social practice (Sandikci, 2021). Some of the households in this
study may not align with traditional definitions of permissible interfaith unions, which
constrains the generalisability of the results to Muslim-majority settings. Nonetheless,
these households demonstrate how Halal observance is understood, negotiated and
embedded within everyday domestic life and contemporary family structures (Minton
and Cabano, 2024). This divergence between normative prescription and empirical reality
underscores the importance of viewing religious consumption not solely through
theological compliance but also as a reflection of relational adaptation and cultural
context (Sandikci, 2021). In addition, while these findings highlight how relational
obligation influences Halal consumption in interfaith households, it is important to
recognise that this pattern reflects the experiences of a small and specific group, non-
Muslim wives married to Muslim men in the UK. As such, the dynamics observed here
may not extend to all interfaith configurations or cultural contexts, and should be
interpreted as context-dependent rather than universally generalisable.
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Figure 4. Scatterplot of spousal decision making versus gendered consumption
Source: Authors’ own work

Crucially, the link between Halal purchasing and consumption behaviour among non-Muslim
wives illustrates how religious norms become institutionalised within domestic life. The act of
preparing and serving Halal food transforms one partner’s religious commitment into the
embodied, routinised practice of the other, even in the absence of shared conviction. This dynamic
highlights the performative nature of gendered consumption, where the wife’s caregiving role
serves as the conduit through which her husband’s religious values are materially enacted and
sustained (Horowitz and Mohun, 1998; Charles and Kerr, 1987; Minton and Cabano, 2024).
These practices reflect processes of doing gender (West and Zimmerman, 1987), whereby
everyday household actions reproduce socially recognised expectations of femininity, care, and
marital responsibility, while also normalising religious norms within domestic life.

It also highlights how caregiving is not simply logistical, but morally encoded, embedding one
partner’s values into the fabric of everyday routines (Liu and Kwon, 2023; Chatzidakis and
Maclaran, 2020). In this context, consumption becomes a form of relational adaptation, where
accommodation is not grounded in shared belief but emerges from the pursuit of household
harmony and care (Garcia-Rada et al., 2025; Addison-Akotoye et al., 2024; Noor et al., 2026). This
study contributes to existing theories of family buying behaviour (Sheth, 1974) and gendered
consumption (Horowitz and Mohun, 1998; Minton and Cabano, 2024) by showing that moral
commitments, such as religious obligations, are not only privately held but domestically enacted,
institutionalised through gendered labour and normalised via asymmetrical responsibility (Becker,
2022).
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JIMA These findings contribute to the interpretive understanding of value asymmetry, a
relational condition in which one partner’s commitments (in this case, religious obligations)
carry greater normative weight in shaping household consumption (Hurka, 2010; Stauder
and Raéhlke, 2022). While not directly measured, this asymmetry is interpreted in how one
partner’s moral framework defines the boundaries of acceptable choices, which are then
enacted through the relational and often gendered labour of the other (Afzal et al., 2022).
This dynamic aligns with broader research on intra-household inequality and constrained
decision spaces, particularly in contexts marked by gendered responsibilities and uneven
normative authority (Ambler et al., 2021; Shobande, 2025).

Extending this interpretation, research on family practices suggests that couples often rely on
tacit coordination to preserve relational stability under conditions of normative difference, rather
than resolving disagreements at the level of explicit belief (Shoaf et al., 2022; Miller, 2018). The
influence observed in this study does not manifest through overt persuasion or formal authority,
but through the normative legitimacy of one partner’s commitments and the embedded
expectation of compliance within gendered caregiving roles’ authority (Shobande, 2025; Almas
et al., 2023). In such cases, the non-religious partner often undertakes the emotional and
logistical labour of sustaining values they may not personally hold, thereby transforming
individual moral commitments into shared domestic practice (Kanbur, 2018; Colaner et al.,
2022). By showing how asymmetric normative commitments structure both purchasing and
consumption, this study contributes to the understanding of household decision-making as a site
of relational obligation, rather than a domain of preference negotiation or resource-based
bargaining (Kanbur, 2018). In doing so, it contributes to a culturally embedded, relational model
of consumption, one that foregrounds care, identity and moral commitment as core drivers of
economic behaviour within pluralistic family contexts (Afzal et al., 2022).

Furthermore, the demographic profile of the sample provides further context for
understanding the relational mechanisms identified in this study. Most respondents were
between 29 and 36 and 18 and 29 years of age, life-course stages typically associated with the
consolidation of household routines and the negotiation of stable domestic roles (McCarthy
et al., 2013). Interestingly, age and the presence of children do not exert a consistent
influence on gendered Halal consumption outcomes. This suggests that the effects observed
in this study are not merely a function of life-stage or parental responsibility, but are instead
driven by relational dynamics and moral asymmetry between partners.

Prior research shows that partners in this phase often formalise everyday practices related
to foodwork, caregiving and household organisation (Torkkeli et al., 2022), which may help
explain the strong alignment observed between Halal purchasing and consumption.
Similarly, with almost 59% of the sample reporting one or two children, the presence of
young dependants often intensifies the need for consistency in meal preparation and reduces
the flexibility for parallel food routines (Murcott, 1998; Jackson and Viehoff, 2016).
Children’s involvement in family food practices is known to heighten the moral salience of
household decisions and amplify the perceived responsibility of primary food providers
(Ellis, 2018), potentially strengthening the enactment of the Muslim partner’s religious
commitments. While these demographic patterns were not reported in the structural model,
they offer valuable contextual insight into how age, family structure, and gendered
provisioning responsibilities intersect with value asymmetry and negotiated authority in
shaping Halal consumption within interfaith households. Finally, the findings suggest that
existing family decision-making models (e.g. Hasford et al., 2018; Van Niekerk and
Verkuyten, 2018; Sheth, 1974; Horowitz and Mohun, 1998; Minton and Cabano, 2024;
Becker, 2022) are most applicable to negotiable consumption domains and require
refinement when moral obligation defines the limits of acceptable household choice.
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The findings of this study have practical implications for marketers, retailers, policymakers Marketing
and hospitality providers operating in increasingly diverse and multi-faith consumer markets
in the UK. We recommend that, rather than treating interfaith households as culturally
sensitive exceptions, organisations should recognise them as part of the sociological reality
of contemporary multicultural life, in which non-Muslim wives may act as the primary
shoppers and food decision-makers (Noor et al., 2026; Hochstein et al., 2025).

Firstly, marketers targeting Halal markets should move beyond segmentation strategies
based solely on religious identity and instead design campaigns around household use,
relational roles and everyday food practices. Religious influence on consumption can extend
through household responsibilities as well as personal belief (Filimonau et al., 2022). In
practice, this means addressing non-Muslim household members, particularly women in
interfaith marriages, as active purchasers and consumers of Halal products, even when their
participation is driven by care, routine and domestic coordination rather than by shared faith.
Therefore, marketing strategies should reflect shared domestic routines rather than assume
that religious identity alone drives demand (Rinallo et al., 2023; Bakhshizadeh Borj et al.,
2025). For example, brand communications can explicitly portray Halal consumption as part
of shared family meals, routine shopping and caregiving practices, rather than solely as an
expression of individual religiosity, as illustrated by Sainsbury’s Ramadan adverts (Wilson,
2018) and more recent campaigns such as Tesco’s “Together this Ramadan”, which centred
Iftar, family gathering and inclusion.

Secondly, retailers and brand managers should make Halal purchasing easier to
identify, trust and incorporate into ordinary shopping routines. Halal-certified food should
be positioned in ways that reflect the dynamics of religious accommodation within an
interfaith household (Usman et al., 2022). This requires clearer in-store signage, more
visible certification labels, online search filters and merchandising strategies that integrate
Halal products into mainstream shopping journeys rather than isolating them as niche
items. Messaging that foregrounds family unity, respect for difference, shared provision,
and ease of preparation may resonate more strongly with interfaith households than
messaging focused only on authenticity or compliance (Fuseini et al., 2021). Retailers can
also support this by curating Ramadan and Eid meal ideas, recipes and seasonal ranges
that present Halal-related consumption as part of shared domestic life rather than a
specialist exception. Tesco’s Ramadan/Eid recipe and seasonal content provide a useful
illustration of this more integrated approach.

Thirdly, policymakers and certification bodies should strengthen consumer trust by
improving consistency, clarity and visibility in Halal standards. As non-Muslim consumers
increasingly participate in Halal purchasing, often without detailed familiarity with religious
requirements, clear labelling, trustworthy certification and visible supply chain integrity
become critical for confident decision-making (Fuseini et al., 2021; Hochstein et al., 2025).
Standardising certification frameworks and increasing their visibility across mainstream
retail channels would reduce confusion, strengthen trust and broaden engagement beyond
traditional religious boundaries (Ibrahim et al., 2024; Fuseini et al., 2021).

Finally, tourism and hospitality providers should recognise that Halal food needs in
interfaith families are often negotiated collectively rather than individually (Ding et al.,
2022). Hotels, restaurants, airlines and tour operators should therefore reduce friction by
offering clearly labelled Halal options, transparent sourcing information, flexible meal
customisation and staff training in dietary sensitivity (Duman, 2020; Han et al., 2019).
These measures would better support both the Muslim partner’s religious commitments
and the non-Muslim partner’s role as the primary food decision-maker, thereby reducing
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JIMA the moral and logistical strain that may otherwise accompany travel for interfaith
households (Senbeto, 2022).

6 Conclusion, limitations and future recommendations

This study aimed to investigate the Halal purchase decisions and consumption patterns of
non-Muslim wives in interfaith marriages, specifically those married to Muslim men, in the
UK. This study contributes to our understanding that religiously motivated consumption is
not solely an individual practice, but a relational process embedded in ongoing negotiation,
accommodation and identity work within the couple. The findings suggest that non-Muslim
wives navigate the moral expectations associated with halal observance through relational
accommodation, shaping patterns of food provisioning and consumption within interfaith
households. By foregrounding the relational mechanisms through which religious norms are
enacted in everyday life, the study contributes to the research on family decision-making and
contributes to broader conversations on how moral forces operate within intimate
partnerships (Elmali-Karakaya, 2022).

These contributions should be interpreted in light of several limitations, each of which
also points to a specific direction for future research. Firstly, the sample consists of 103 non-
Muslim wives recruited through specialised online groups in the UK. While this approach
enabled access to an otherwise difficult-to-reach and understudied population, it necessarily
limits the generalisability of the findings and may privilege the perspectives of individuals
who are more digitally engaged or more reflective about interfaith identity. As a result, the
patterns identified in this study should be understood as illustrative rather than representative
of all interfaith households. Future research could address this limitation by adopting broader
recruitment strategies, such as multi-site sampling or collaboration with community and
faith-based organisations, to capture greater heterogeneity in household structures, migration
histories, and geographical contexts.

Building on this, future research must focus on cross-cultural comparative research by
explicitly comparing interfaith households in which non-Muslim wives and Muslim
husbands live in Muslim-majority societies with those living in non-Muslim-majority
contexts. Such comparisons would allow researchers to examine how societal norms,
institutional support for halal consumption, and ambient religious expectations shape moral
salience, caregiving practices and accommodation dynamics. This would clarify whether the
relational patterns observed in the UK reflect minority-context adaptation or more general
features of interfaith household decision-making.

Secondly, the analytical focus on non-Muslim wives, while theoretically motivated by
their central role in food provisioning, constrains insight into reciprocal influence processes
within interfaith couples. The perspectives of Muslim husbands and the potential for
negotiation, resistance or mutual adaptation are not directly captured in the present
framework. Future research should therefore adopt dyadic or couple-based approaches, such
as paired surveys or joint interviews, to examine how moral obligation, caregiving
responsibilities and decision rights are co-constructed, aligned, or contested within interfaith
relationships. Such designs would enable analysis of not only accommodation outcomes, but
also disagreement, silence and tacit coordination within couples.

Thirdly, the study did not collect detailed information on the religious background of non-
Muslim wives. As a result, it is not possible to examine whether different religious
affiliations or varying degrees of religious salience among wives shape how halal norms are
interpreted, accommodated, or resisted. Future research could adopt comparative designs
that explicitly differentiate between wives from different religious traditions (e.g. Christian,
Jewish, Hindu, secular or non-affiliated) to assess whether and how religious proximity,
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theological overlap, or prior familiarity with dietary rules influences moral accommodation Journal of Islamic
and household practices. Marketing

Fourthly, while the study identifies clear patterns of adaptation, it does not capture more
subtle forms of selective compliance or quiet resistance that may occur within households
(Garcia-Rada et al., 2025). Non-Muslim spouses may privately modify practices, negotiate
exceptions, or express ambivalence in low-visibility contexts, particularly when balancing
personal autonomy with relational harmony (Hasford et al., 2018; Almas et al., 2023). Future
qualitative research, including in-depth interviews or household ethnographies, could
illuminate these forms of moral boundary work, revealing how individuals manage identity
preservation alongside caregiving and relational commitments.

Finally, the cross-sectional design provides a static snapshot of household dynamics
that are likely to evolve over time. Religious commitment, caregiving roles and family
structures may shift as relationships mature, children age or life-course events intervene.
Longitudinal and ethnographic research would therefore be valuable in tracing how halal
consumption practices and moral accommodation develop, stabilise or dissolve across
time. For example, future studies could examine how moral salience fluctuates during
periods such as Ramadan, following childbirth or during visits from extended family
members. Complementary experimental or survey-based approaches could further test
how moral concerns shift across relational and situational contexts, moving research
beyond static accounts toward more processual explanations of religious consumption in
interfaith households.

Ethics statement
Ethical approval for this research was obtained from the University of Hull Research Ethics
Committee at the Hull University Business School, University of Hull.

Data availability
Data will be made available on request.

References

Acosta, M., van Wessel, M., van Bommel, S., Ampaire, E.L., Twyman, J., Jassogne, L. and Feindt, P.H.
(2019), “What does it mean to make a ‘joint’ decision? Unpacking intra-household decision
making in agriculture: implications for policy and practice”, The Journal of Development
Studies, Vol. 56 No. 6, pp. 1210-1229, doi: 10.1080/00220388.2019.1650169.

Addison-Akotoye, E., Adongo, C.A., Amenumey, E.K. and Amuquandoh, F.E. (2024), “Nutrition
literacy and decision confidence among nutrition gatekeepers of restaurants”, Food and
Humanity, Vol. 3, p. 100337, doi: 10.1016/j.foohum.2024.100337.

Afzal, U., d‘Adda, G., Fafchamps, M. and Said, F. (2022), “Intrahousehold consumption allocation and
demand for agency: a triple experimental investigation”, American Economic Journal: Applied
Economics, Vol. 14 No. 3, pp. 400-444, doi: 10.1257/app.20200672.

Almads, 1., Attanasio, O. and Carneiro, P. (2023), “Household decisions and intra-household
distributions”, Handbook of the Economics of the Family, Vol. 1 No. 1, pp. 111-149, doi: 10.
1016/52949-835X(23)00008-3.

Ambler, K., Jones, K. and O'Sullivan, M. (2022), “Increasing women’s empowerment: implications for
family welfare”, SSRN Electronic Journal, doi: 10.2139/ssrn.5243325.

Ambler, K., Doss, C., Kieran, C. and Passarelli, S. (2021), “He says, she says: spousal disagreement in
survey measures of bargaining power”, Economic Development and Cultural Change, Vol. 69
No. 2, pp. 765-788, doi: 10.1086/703082.

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul


http://dx.doi.org/10.1080/00220388.2019.1650169
http://dx.doi.org/10.1016/j.foohum.2024.100337
http://dx.doi.org/10.1257/app.20200672
http://dx.doi.org/10.1016/S2949-835X(23)00008-3
http://dx.doi.org/10.1016/S2949-835X(23)00008-3
http://dx.doi.org/10.2139/ssrn.5243325
http://dx.doi.org/10.1086/703082

JIMA Amer, M. (2024), “Halal standards’ implementation in Palestinian food sector: its drivers and impact on
performance”, Arab Gulf Journal of Scientific Research, Vol. 42 No. 1, pp. 2-29, doi: 10.1108/
AGJSR-09-2022-0168.

Annabi, C.A. and Ibidapo-Obe, O.0. (2017), “Halal certification organizations in the United Kingdom:
an exploration of halal cosmetic certification”, Journal of Islamic Marketing, Vol. 8 No. 1,
pp- 107-126, doi: 10.1108/JIMA-06-2015-0045.

Bakhshizadeh Borj, K., Bashirpour, M., Javanshir, N. and Jahedi, P. (2025), “The hidden dimensions of
halal brand: examining the role of frugality in consumer purchase decisions”, Journal of Islamic
Marketing, Vol. 16 No. 10, pp. 2968-2985, doi: 10.1108/JIMA-11-2024-0529.

Bansal, M., Kumar, M., Sharma, S. and Afzal, A. (2025), “Understanding the dynamics of Muslim
consumer behavior: unraveling the threads of awareness, perception, and purchasing intentions”,
Journal of Islamic Marketing, Vol. 16 No. 6, pp. 1650-1666, doi: 10.1108/JIMA-01-2024-0017.

Becker, E. (2022), “Interfaith practices”, Routledge Handbook of Islamic Ritual and Practice,
Routledge, Abingdon, pp. 489-499, doi: 10.4324/9781003044659.

Bernerth, J.B., Aguinis, H. and Taylor, E.C. (2021), “Detecting false identities: a solution to improve
web-based surveys and research on leadership and health/well-being”, Journal of Occupational
Health Psychology, Vol. 26 No. 6, pp. 564-581, doi: 10.1037/0cp0000281.

Bhatoo, S. and Bhowon, U. (2018), “Voices of young women in interfaith marriages: experiences and
challenges”, Asian Journal of Social Science, Vol. 46 No. 3, pp. 281-303, doi: 10.1163/
15685314-04603004.

Bogenhold, D. and Naz, F. (2018), “Gender and social relations of consumption”, in Consumption and
Life-Styles, Palgrave Pivot, Cham, doi: 10.1007/978-3-030-06203-3_7.

Bonne, K. and Verbeke, W. (2008), “Muslim consumer trust in halal meat status and control in
Belgium”, Meat Science, Vol. 79 No. 1, pp. 113-123, doi: 10.1016/j.meatsci.2007.08.007.

Bukhari, S.F.H., Woodside, F.M., Hassan, R., Hussain, S. and Khurram, S. (2022), “Exploring the
motives behind the purchase of Western imported food products: a phenomenological study from
a Muslim-dominated region”, Journal of Islamic Marketing, Vol. 13 No. 2, pp. 481-507, doi: 10.
1108/JIMA-05-2020-0139.

Cabano, F.G., Miiller, S. and Gelbrich, K. (2024), Interfaith Marketing: A Cross-Religious Approach,
1st ed. Routledge, Abingdon, pp. 1-350, doi: 10.4324/9781003506010.

Calder, R. (2020), “Halalization: religious product certification in secular markets”, Sociological
Theory, Vol. 38 No. 4, pp. 334-361, doi: 10.1177/0735275120973248.

Charles, N. and Kerr, M. (1987), “Just the way it is: gender and age differences in family food
consumption”, Give and Take in Families: Studies in Resource Distribution, 1st ed. Routledge,
Abingdon, pp. 155-174, doi: 10.4324/9781003409786.

Chatzidakis, A. and Maclaran, P. (2020), “Gendering consumer ethics”, International Journal of
Consumer Studies, Vol. 44 No. 4, pp. 316-327, doi: 10.1111/ijcs.12567.

Chikweche, T., Stanton, J. and Fletcher, R. (2012), “Family purchase decision making at the bottom of
the pyramid”, Journal of Consumer Marketing, Vol. 29 No. 3, pp. 202-213, doi: 10.1108/
07363761211221738.

Christopher, E. (2024), “It’s a man’s job’: doing gender and male gatekeeping in the division of household
labor”, Journal of Family Issues, Vol. 45 No. 11, pp. 2851-2874, doi: 10.1177/0192513X2312241009.

Colaner, C.W., Atkin, A.L., Elkhalid, A., Minniear, M. and Soliz, J. (2022), “Communication in
interfaith and multiethnic-racial families: navigating identity and difference in family
relationships”, Journal of Social and Personal Relationships, Vol. 40 No. 6, pp. 1673-1705, doi:
10.1177/02654075221137317.

Dillman, D.A., Smyth, J.D. and Christian, L.M. (2014), “Web questionnaires and implementation”, in
Internet, Phone, Mail, and Mixed-Mode Surveys: The Tailored Design Method, John Wiley &
Sons, Hoboken, pp. 301-350, doi: 10.1002/9781394260645.ch9.

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul


http://dx.doi.org/10.1108/AGJSR-09-2022-0168
http://dx.doi.org/10.1108/AGJSR-09-2022-0168
http://dx.doi.org/10.1108/JIMA-06-2015-0045
http://dx.doi.org/10.1108/JIMA-11-2024-0529
http://dx.doi.org/10.1108/JIMA-01-2024-0017
http://dx.doi.org/10.4324/9781003044659
http://dx.doi.org/10.1037/ocp0000281
http://dx.doi.org/10.1163/15685314-04603004
http://dx.doi.org/10.1163/15685314-04603004
http://dx.doi.org/10.1007/978-3-030-06203-3_7
http://dx.doi.org/10.1016/j.meatsci.2007.08.007
http://dx.doi.org/10.1108/JIMA-05-2020-0139
http://dx.doi.org/10.1108/JIMA-05-2020-0139
http://dx.doi.org/10.4324/9781003506010
http://dx.doi.org/10.1177/0735275120973248
http://dx.doi.org/10.4324/9781003409786
http://dx.doi.org/10.1111/ijcs.12567
http://dx.doi.org/10.1108/07363761211221738
http://dx.doi.org/10.1108/07363761211221738
http://dx.doi.org/10.1177/0192513X231224109
http://dx.doi.org/10.1177/02654075221137317
http://dx.doi.org/10.1002/9781394260645.ch9

Ding, E., Wei, C. and Liu, C. (2022), “Religion versus social relationships: how Chinese Muslims deal Journal of Islamic
with halal taboos in social eating”, Food, Culture & Society, Vol. 26 No. 3, pp. 725-741, doi: 10. M arketing
1080/15528014.2022.2063615.

Dul, J., Vis, B. and Goertz, G. (2021), “Necessary condition analysis (NCA) does exactly what it should
do when applied properly: a reply to a comment on NCA”, Sociological Methods & Research,
Vol. 50 No. 2, pp. 926-936, doi: 10.1177/0049124118799383.

Duman, T. (2020), “Attributes of Muslim-friendly hospitality service in a process-based model”, in
Hall, C.M. and Prayag, G. (Eds)The Routledge Handbook of Halal Hospitality and Islamic
Tourism, Routledge, New York, NY, pp. 53-69, doi: 10.4324/9781315150604-3.

Elhoushy, S. and Jang, S. (2021), “Religiosity and food waste reduction intentions: a conceptual
model”, International Journal of Consumer Studies, Vol. 45 No. 2, pp. 287-302, doi: 10.1111/
ijcs.12624.

Ellis, J. (2018), “Family food practices: relationships, materiality and the everyday at the end of life”,
Sociology of Health & Illness, Vol. 40 No. 2, pp. 353-365, doi: 10.1111/1467-9566.12606.

Elmali-Karakaya, A. (2022), “Interfaith marriage in Islam: classical Islamic resources and
contemporary debates on Muslim women’s interfaith marriages”, Religions, Vol. 13 No. 8,
p. 726, doi: 10.3390/rel13080726.

Elseidi, R.I. (2018), “Determinants of halal purchasing intentions: evidences from UK”, Journal of
Islamic Marketing, Vol. 9 No. 1, pp. 167-190, doi: 10.1108/JIMA-02-2016-0013.

Essoo, N. and Dibb, S. (2004), “Religious influences on shopping behaviour: an exploratory study”,
Journal of Marketing Management, Vol. 20 Nos 7-8, pp. 683-712, doi: 10.1362/
0267257041838728.

Filimonau, V., Mika, M., Kubal-Czerwinska, M., Zajadacz, A. and Durydiwka, M. (2022), “Religious
values and family upbringing as antecedents of food waste avoidance”, Global Environmental
Change, Vol. 75, p. 102547, doi: 10.1016/j.gloenvcha.2022.102547.

Fuseini, A., Hadley, P. and Knowles, T. (2021), “Halal food marketing: an evaluation of UK halal
standards”, Journal of Islamic Marketing, Vol. 12 No. 5, pp. 977-991, doi: 10.1108/JIMA-02-
2020-0037.

Garcia-Rada, X., Kim, T. and Liu, P.J. (2025), “Consumption sacrifice”, Journal of Consumer
Psychology, Vol. 35 No. 1, pp. 61-80, doi: 10.1002/jcpy.1404.

Ghouse, S.M., Durrah, O. and Chaudhary, M. (2025), “Children as consumers: influence strategies and
decision-making roles in Arab households”, Journal of Islamic Marketing, doi: 10.1108/JIMA-
11-2023-0353.

Goodhue, D.L., Lewis, W. and Thompson, R. (2012), “Does PLS have advantages for small sample size
or non-normal data?”, MIS Quarterly, Vol. 36 No. 3, pp. 981-1001, doi: 10.2307/41703490.

Hair, J.F.,, Hult, G.T.M., Ringle, C.M. and Sarstedt, M. (2022), A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM), 3rd ed. SAGE, Thousand Oaks, CA.

Hair, J.F., Sarstedt, M., Ringle, C.M., Sharma, P.N. and Liengaard, B.D. (2024), “Going beyond the
untold facts in PLS—SEM and moving forward”, European Journal of Marketing, Vol. 58 No. 13,
pp. 81-106, doi: 10.1108/EJM-08-2023-0645.

Haji, R. (2023), “Interfaith marriage in North America and abroad”, Oxford Research Encyclopedia of
Religion, Oxford University Press, doi: 10.1093/acrefore/9780199340378.013.862.

Han, H., Al-Ansi, A., Koseoglu, M.A., Lin, PM.C,, Park, J., Yu, J. and Kim, W. (2019), “Halal tourism:
travel motivators and customer retention”, Journal of Travel & Tourism Marketing, Vol. 36
No. 9, pp. 1012-1024, doi: 10.1080/10548408.2019.1683483.

Harrison-Walker, L.J. and Mead, J.A. (2022), “The work spouse: a hidden influence agent in personal
and household leisure decision-making”, Leisure Studies, Vol. 42 No. 2, pp. 218-234, doi: 10.
1080/02614367.2022.2088837.

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul


http://dx.doi.org/10.1080/15528014.2022.2063615
http://dx.doi.org/10.1080/15528014.2022.2063615
http://dx.doi.org/10.1177/0049124118799383
http://dx.doi.org/10.4324/9781315150604-3
http://dx.doi.org/10.1111/ijcs.12624
http://dx.doi.org/10.1111/ijcs.12624
http://dx.doi.org/10.1111/1467-9566.12606
http://dx.doi.org/10.3390/rel13080726
http://dx.doi.org/10.1108/JIMA-02-2016-0013
http://dx.doi.org/10.1362/0267257041838728
http://dx.doi.org/10.1362/0267257041838728
http://dx.doi.org/10.1016/j.gloenvcha.2022.102547
http://dx.doi.org/10.1108/JIMA-02-2020-0037
http://dx.doi.org/10.1108/JIMA-02-2020-0037
http://dx.doi.org/10.1002/jcpy.1404
http://dx.doi.org/10.1108/JIMA-11-2023-0353
http://dx.doi.org/10.1108/JIMA-11-2023-0353
http://dx.doi.org/10.2307/41703490
http://dx.doi.org/10.1108/EJM-08-2023-0645
http://dx.doi.org/10.1093/acrefore/9780199340378.013.862
http://dx.doi.org/10.1080/10548408.2019.1683483
http://dx.doi.org/10.1080/02614367.2022.2088837
http://dx.doi.org/10.1080/02614367.2022.2088837

JIMA Hasford, J., Kidwell, B. and Lopez-Kidwell, V. (2018), “Happy wife, happy life: food choices in
romantic relationships”, Journal of Consumer Research, Vol. 44 No. 6, pp. 1238-1256, doi: 10.
1093/jcr/ucx093.

Hochstein, R.E., Veresiu, E. and Harmeling, C.M. (2025), “Moralizing everyday consumption: the case
of self-care”, Journal of Consumer Research, Vol. 52 No. 1, pp. 219-242, doi: 10.1093/jcr/
ucae056.

Horowitz, R. and Mohun, A. (1998), His and Hers: Gender, Consumption, and Technology, University
Press of Virginia, Charlottesville.

Hunt, M. and Acton, E.K. (2022), “How’s the wife? Pragmatic reasoning in spousal reference”, Journal
of Pragmatics, Vol. 188, pp. 152-170, doi: 10.1016/j.pragma.2021.11.005.

Hurka, T. (2010), “Asymmetries in value”, Noiis, Vol. 44 No. 2, pp. 199-223.

Ibrahim, K., Sarfo, C. and Burnett, M. (2024), “Effect of source credibility and consumer ethnocentrism
on halal purchase intentions in the UK: an elaboration likelihood model approach”, British Food
Journal, Vol. 126 No. 7, pp. 2875-2894, doi: 10.1108/BFJ-09-2023-0823.

Islam, T. and Chandrasekaran, U. (2019), “Religiosity, values and consumer behaviour: a study of
young Indian Muslim consumers”, Journal of Consumer Marketing, Vol. 36 No. 7, pp. 948-961,
doi: 10.1108/JCM-10-2017-2415.

Jackson, P. and Viehoff, V. (2016), “Reframing convenience food”, Appetite, Vol. 98, pp. 1-11, doi: 10.
1016/j.appet.2015.11.032.

Jalees, T., Khan, S., Zaman, S.I. and Miao, M. (2024), “The effect of religiosity, materialism and self-
esteem on compulsive and impulsive buying behavior”, Journal of Islamic Marketing, Vol. 15
No. 11, pp. 2697-2731, doi: 10.1108/JIMA-03-2022-0078.

Jawad, H. and Elmali-Karakaya, A. (2020), “Interfaith marriages in Islam from a woman’s perspective:
Turkish women’s interfaith marriage practices in the United Kingdom”, Journal of Muslim
Minority Affairs, Vol. 40 No. 1, pp. 128-147, doi: 10.1080/13602004.2020.1737415.

Kanbur, R. (2018), “Intrahousehold inequality and overall inequality”, in Ocampo, J.A. and Stiglitz, J.E.
(Eds), The Welfare State Revisited, Columbia University Press, New York and Chichester,
pp. 147-164, doi: 10.7312/0cam18544-009.

Koc, F., Ozkan, B., Komodromos, M., Efendioglu, I.H. and Baran, T. (2025), “The effects of trust and
religiosity on halal products purchase intention: indirect effect of attitude”, EuroMed Journal of
Business, Vol. 20 No. 5, pp. 141-165, doi: 10.1108/EMJB-01-2024-0004.

Kock, N. (2017), “Common method bias: a full collinearity assessment method for PLS-SEM”, in
Latan, H. and Noonan, R. (Eds), Partial Least Squares Path Modeling, Springer, Cham,
pp. 245-257, doi: 10.1007/978-3-319-64069-3_11.

Liengaard, B.D., Sharma, P.N., Hult, G.T.M., Jensen, M.B., Sarstedt, M., Hair, J.F. and Ringle, C.M.
(2021), “Prediction: coveted, yet forsaken? Introducing a cross-validated predictive ability test in
partial least squares path modeling”, Decision Sciences, Vol. 52 No. 2, pp. 362-392, doi: 10.1111/
deci.12445.

Liu, P.J. and Kwon, T.A. (2023), “The psychology of shared consumption”, The Cambridge Handbook
of Consumer Psychology, Cambridge University Press, Cambridge, pp. 416-444, doi: 10.1017/
9781009243957.018.

Liu, P.J., Dallas, S.K. and Fitzsimons, G.J. (2019), “A framework for understanding consumer choices
for others”, Journal of Consumer Research, Vol. 46 No. 3, pp. 407-434, doi: 10.1093/jcr/ucz009.

McCarthy, J.R., Hooper, C.-A. and Gillies, V. (2013), “Family troubles? Exploring changes and
challenges in the family lives of children and young people”, Bristol University Press, Bristol,
available at: www.jstor.org/stable/j.ctt9qgmOv

Maduku, D.K. and Mbeya, S. (2024), “Understanding family takaful purchase behaviour: the roles of
religious obligation and gender”, Journal of Financial Services Marketing, Vol. 29 No. 2,
pp. 440-458, doi: 10.1057/s41264-023-00213-z.

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul


http://dx.doi.org/10.1093/jcr/ucx093
http://dx.doi.org/10.1093/jcr/ucx093
http://dx.doi.org/10.1093/jcr/ucae056
http://dx.doi.org/10.1093/jcr/ucae056
http://dx.doi.org/10.1016/j.pragma.2021.11.005
http://dx.doi.org/10.1108/BFJ-09-2023-0823
http://dx.doi.org/10.1108/JCM-10-2017-2415
http://dx.doi.org/10.1016/j.appet.2015.11.032
http://dx.doi.org/10.1016/j.appet.2015.11.032
http://dx.doi.org/10.1108/JIMA-03-2022-0078
http://dx.doi.org/10.1080/13602004.2020.1737415
http://dx.doi.org/10.7312/ocam18544-009
http://dx.doi.org/10.1108/EMJB-01-2024-0004
http://dx.doi.org/10.1007/978-3-319-64069-3_11
http://dx.doi.org/10.1111/deci.12445
http://dx.doi.org/10.1111/deci.12445
http://dx.doi.org/10.1017/9781009243957.018
http://dx.doi.org/10.1017/9781009243957.018
http://dx.doi.org/10.1093/jcr/ucz009
https://www.jstor.org/stable/j.ctt9qgm0v
http://dx.doi.org/10.1057/s41264-023-00213-z

Markowitz, F. and Avieli, N. (2022), “Eating religiously: food and faith in the 21st century”, Food, Journal of Islamic
Culture & Society, Vol. 25 No. 4, pp. 640-646, doi: 10.1080/15528014.2022.2116195. Marketing

Martinez, L.V., Ting-Toomey, S. and Dorjee, T. (2016), “Identity management and relational culture in
interfaith marital communication in a United States context: a qualitative study”, Journal of
Intercultural Communication Research, Vol. 45 No. 6, pp. 503-525, doi: 10.1080/17475759.
2016.1237984.

Michopoulou, E. and Jauniskis, P. (2020), “Exploring the relationship between food and spirituality: a
literature review”, International Journal of Hospitality Management, Vol. 87, p. 102494, doi: 10.
1016/j.ijhm.2020.102494.

Miller, S.K. (2018), “Eat, sing, love: how interfaith families model interfaith engagement”,
CrossCurrents, Vol. 68 No. 3, pp. 372-382.

Minton, E.A. and Cabano, F.G. (2024), “Religion’s influence on consumption: a life course paradigm
perspective”, International Journal of Consumer Studies, Vol. 48 No. 2, p. e13022, doi: 10.1111/
ijcs.13022.

Murcott, A. (1998), The Nation’s Diet: The Social Science of Food Choice, Routledge, London, doi: 10.
4324/9781315841083.

Muslim Council of Britain (2025), “British Muslims and census findings”, available at: https://mcb.org.
uk/resources/censussummary2025/ (accessed 5 January 2026).

Noor, N., Nguyen, T., Tong, A. and Zainol, Z. (2026), “Gender in halal markets: a systematic literature
review”, Journal of Islamic Marketing, doi: 10.1108/JIMA-08-2025-0515.

Office of National Statistics (2024), “Marriages in England and Wales: 2021 and 2022”, available at:
www.ons.gov.uk/peoplepopulationandcommunity/birthsdeathsandmarriages/
marriagecohabitationandcivilpartnerships/bulletins/marriagesinenglandandwalesprovisional/
2021and2022 (accessed 25 September 2025).

Podsakoff, P.M., Podsakoff, N.P., Williams, L.J., Huang, C. and Yang, J. (2024), “Common method
bias: it’s bad, it’s complex, it’s widespread, and it’s not easy to fix”, Annual Review of
Organizational Psychology and Organizational Behavior, Vol. 11 No. 1, pp. 17-61, doi: 10.1146/
annurev-orgpsych-110721-040030.

Qaradawi, Y. (1994), The Lawful and the Prohibited in Islam (al-Halal wal-Haram Fil Islam),
American Trust Publications, Indiana.

Qureshi, M.A., Khaskheli, A., Qureshi, J.A., Raza, S.A. and Khan, K.A. (2023), “Factors influencing
green purchase behavior among millennials: the moderating role of religious values”, Journal of
Islamic Marketing, Vol. 14 No. 6, pp. 1417-1437, doi: 10.1108/JIMA-06-2020-0174.

Rachman, E.S. and Amarullah, D. (2024), “Halal cosmetics repurchase intention: theory of
consumption values perspective”, Journal of Islamic Marketing, Vol. 15 No. 12, pp. 3666-3682,
doi: 10.1108/JIMA-08-2022-0226.

Reddy, G. and van Dam, R.M. (2020), “Food, culture, and identity in multicultural societies: insights
from Singapore”, Appetite, Vol. 149, p. 104633, doi: 10.1016/j.appet.2020.104633.

Reinartz, W., Haenlein, M. and Henseler, J. (2009), “An empirical comparison of the efficacy of
covariance-based and variance-based SEM”, International Journal of Research in Marketing,
Vol. 26 No. 4, pp. 332-344, doi: 10.1016/j.ijresmar.2009.08.001.

Richter, N.F., Schubring, S., Hauff, S., Ringle, C.M. and Sarstedt, M. (2020), “When predictors of
outcomes are necessary: guidelines for the combined use of PLS-SEM and NCA”, Industrial
Management & Data Systems, Vol. 120 No. 12, pp. 2243-2267, doi: 10.1108/IMDS-11-2019-
0638.

Rinallo, D., Santana, J., Zanette, M.C., Appau, S., Coffin, J., Eckhardt, G.M., Eichert, C.A., Husemann,
K.C., Kedzior, R., Moufahim, M., Rodner, V. and Stevens, L. (2023), “Where spirituality and
religion meet gender and sexuality: toward a research agenda for intersectional marketing
theory”, Marketing Theory, Vol. 23 No. 4, pp. 725-736, doi: 10.1177/14705931231154947.

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul


http://dx.doi.org/10.1080/15528014.2022.2116195
http://dx.doi.org/10.1080/17475759.2016.1237984
http://dx.doi.org/10.1080/17475759.2016.1237984
http://dx.doi.org/10.1016/j.ijhm.2020.102494
http://dx.doi.org/10.1016/j.ijhm.2020.102494
http://dx.doi.org/10.1111/ijcs.13022
http://dx.doi.org/10.1111/ijcs.13022
http://dx.doi.org/10.4324/9781315841083
http://dx.doi.org/10.4324/9781315841083
https://mcb.org.uk/resources/censussummary2025/
https://mcb.org.uk/resources/censussummary2025/
http://dx.doi.org/10.1108/JIMA-08-2025-0515
https://www.ons.gov.uk/peoplepopulationandcommunity/birthsdeathsandmarriages/marriagecohabitationandcivilpartnerships/bulletins/marriagesinenglandandwalesprovisional/2021and2022
https://www.ons.gov.uk/peoplepopulationandcommunity/birthsdeathsandmarriages/marriagecohabitationandcivilpartnerships/bulletins/marriagesinenglandandwalesprovisional/2021and2022
https://www.ons.gov.uk/peoplepopulationandcommunity/birthsdeathsandmarriages/marriagecohabitationandcivilpartnerships/bulletins/marriagesinenglandandwalesprovisional/2021and2022
http://dx.doi.org/10.1146/annurev-orgpsych-110721-040030
http://dx.doi.org/10.1146/annurev-orgpsych-110721-040030
http://dx.doi.org/10.1108/JIMA-06-2020-0174
http://dx.doi.org/10.1108/JIMA-08-2022-0226
http://dx.doi.org/10.1016/j.appet.2020.104633
http://dx.doi.org/10.1016/j.ijresmar.2009.08.001
http://dx.doi.org/10.1108/IMDS-11-2019-0638
http://dx.doi.org/10.1108/IMDS-11-2019-0638
http://dx.doi.org/10.1177/14705931231154947

JIMA Rojas-de-Gracia, M.-M., Alarcon-Urbistondo, P. and Gonzélez Robles, E.M. (2018), “Couple dynamics
in family holidays decision-making process”, International Journal of Contemporary Hospitality
Management, Vol. 30 No. 1, pp. 601-617, doi: 10.1108/IJCHM-10-2016-0562.

Sandikci, O. (2021), “Religion and everyday consumption ethics: a moral economy approach”, Journal
of Business Ethics, Vol. 168 No. 2, pp. 277-293, doi: 10.1007/s10551-019-04422-2.

Sanner, C., Williams, D.T., Mitchell, S., Jensen, T.M., Russell, L.T. and Garnett-Deakin, A. (2024),
“Reimagining stagnant perspectives of family structure: advancing a critical theoretical research
agenda”, Journal of Family Theory & Review, Vol. 16 No. 4, pp. 761-786, doi: 10.1111/jftr.12587.

Sarstedt, M., Hair, J.F. and Ringle, C.M. (2023), “PLS-SEM: Indeed a silver bullet — retrospective
observations and recent advances”, Journal of Marketing Theory and Practice, Vol. 31 No. 3,
pp- 261-275, doi: 10.1080/10696679.2022.2056488.

Screti, C., Edwards, K. and Blissett, J. (2024), “Understanding family food purchasing behaviour of
low-income urban UK families: an analysis of parent capability, opportunity and motivation”,
Appetite, Vol. 195, p. 107183, doi: 10.1016/j.appet.2023.107183.

Senbeto, D.L. (2022), “One stone, two birds: harnessing interfaith tourism for peacebuilding and socio-
economic development”, Peace through Tourism: critical Reflections on the Intersections
between Peace, Justice and Sustainable Development, Routledge, London, pp. 224-238, doi: 10.
4324/9781003299578.

Sharma, P.N., Liengaard, B.D., Hair, J.F., Sarstedt, M. and Ringle, C.M. (2023), “Predictive model
assessment and selection in composite-based modeling using PLS-SEM: extensions and
guidelines for using CVPAT”, European Journal of Marketing, Vol. 57 No. 6, pp. 1662-1677,
doi: 10.1108/EJM-08-2020-0636.

Sheth, J.N. (1974), “A theory of family buying decisions”, Models of Buyer Behaviour - Conceptual,
Qualitative and Empirical, Harper and Row Publications, New York, pp. 17-33.

Shoaf, H.K., Hendricks, J.J., Marks, L.D., Dollahite, D.C., Kelley, H.H. and Gomez Ward, S. (2022),
“Strengths and strategies in interfaith marriages”, Marriage & Family Review, Vol. 58 No. 8,
pp. 675-701, doi: 10.1080/01494929.2022.2093311.

Shobande, O.A. (2025), “Costs of love: a constrained utility approach to marital decisions and family
outcomes”, Research in Economics, Vol. 79 No. 3, p. 101064, doi: 10.1016/j.rie.2025.101064.

Soliz, J. and Colaner, C.W. (2015), “Familial solidarity and religious identity: communication and interfaith
families”, Familial Solidarity and Religious Identity: communication and Interfaith Families,
SAGE Publications, Thousand Oaks, CA, pp. 401-416, doi: 10.4135/9781483375366.n26.

Stanford, W.D., Hendricks, J.J., Futris, T.G., Marks, L.D. and Dollahite, D.C. (2025), “Sources of
influence in marriage and parenting for interfaith couples”, Marriage & Family Review, Vol. 61
No. 4, pp. 373-408, doi: 10.1080/01494929.2025.2467914.

Stauder, J. and Rohlke, L. (2022), “The partner market as a resource in couples’ bargaining on housework
division”, Journal of Marriage and Family, Vol. 84 No. 2, pp. 612-635, doi: 10.1111/jomf.12802.

Sumadi, B.M. and Rahajeng, D.K. (2025), “Pricing faith: how inflation, interest rates and religiosity
shape Islamic banking product preferences”, Journal of Islamic Marketing, doi: 10.1108/JIMA-
02-2024-0076.

Torkkeli, K., Mékeld, J. and Seitamaa-Hakkarainen, P. (2022), “Adjusting the coordination of parental
food work practices”, Cultural Sociology, Vol. 17 No. 3, pp. 309-330, doi: 10.1177/
17499755221096647.

Tranby, E. and Zulkowski, S.E. (2012), “Religion as cultural power: the role of religion in influencing
Americans’ symbolic boundaries around gender and sexuality”, Sociology Compass, Vol. 6
No. 11, pp. 870-882, doi: 10.1111/j.1751-9020.2012.00495.x.

Usman, H., Chairy, C. and Projo, N.W.K. (2022), “Impact of Muslim decision-making style and
religiosity on intention to purchasing certified halal food”, Journal of Islamic Marketing, Vol. 13
No. 11, pp. 2268-2289, doi: 10.1108/JIMA-01-2021-0027.

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul


http://dx.doi.org/10.1108/IJCHM-10-2016-0562
http://dx.doi.org/10.1007/s10551-019-04422-2
http://dx.doi.org/10.1111/jftr.12587
http://dx.doi.org/10.1080/10696679.2022.2056488
http://dx.doi.org/10.1016/j.appet.2023.107183
http://dx.doi.org/10.4324/9781003299578
http://dx.doi.org/10.4324/9781003299578
http://dx.doi.org/10.1108/EJM-08-2020-0636
http://dx.doi.org/10.1080/01494929.2022.2093311
http://dx.doi.org/10.1016/j.rie.2025.101064
http://dx.doi.org/10.4135/9781483375366.n26
http://dx.doi.org/10.1080/01494929.2025.2467914
http://dx.doi.org/10.1111/jomf.12802
http://dx.doi.org/10.1108/JIMA-02-2024-0076
http://dx.doi.org/10.1108/JIMA-02-2024-0076
http://dx.doi.org/10.1177/17499755221096647
http://dx.doi.org/10.1177/17499755221096647
http://dx.doi.org/10.1111/j.1751-9020.2012.00495.x
http://dx.doi.org/10.1108/JIMA-01-2021-0027

Van Niekerk, J. and Verkuyten, M. (2018), “Interfaith marriage attitudes in Muslim majority countries: a Journal of Islamic
multilevel approach”, The International Journal for the Psychology of Religion, Vol. 28 No. 4, Marketing
pp- 257-270, doi: 10.1080/10508619.2018.1517015.

Wang, M.C,, Naidoo, N., Ferzacca, S., Reddy, G. and Van Dam, R.M. (2014), “The role of women in
food provision and food choice decision-making in Singapore: a case study”, Ecology of Food
and Nutrition, Vol. 53 No. 6, pp. 658-677, doi: 10.1080/03670244.2014.911178.

Wei, L.H., Kian Lam, T. and Mey, L.P. (2025), “Tailoring the digital pitch: gender-specific strategies for
maximizing social media ad impact on purchase intention”, Asia-Pacific Journal of Business
Administration, Vol. 17 No. 5, doi: 10.1108/APJBA-07-2024-0405.

Wellington, O.A. (2022), “Social norms or socioeconomic dynamics: determinants of gender-equal
intra-household decision-making”, SN Social Sciences, Vol. 2 No. 11, p. 245, doi: 10.1007/
$43545-022-00547-w.

West, C. and Zimmerman, D.H. (1987), “Doing gender”, Gender & Society, Vol. 1 No. 2, pp. 125-151,
doi: 10.1177/0891243287001002002.
Wilson, J.A.J. (2018), Halal Branding, Claritas Books, Swansea.

Yaprak, A. and Prince, M. (2019), “Consumer morality and moral consumption behaviour: literature
domains, current contributions, and future research questions”, Journal of Consumer Marketing,
Vol. 36 No. 3, pp. 349-355, doi: 10.1108/JCM-12-2018-2999.

Further reading

Ligrani, R. and Niewolny, K. (2017), “Community food work as critical practice: a faith-based
perspective through narratives”, Journal of Agriculture, Food Systems and Community
Development, Vol. 7 No. 4, pp. 61-77, doi: 10.5304/jafscd.2017.074.001.

Suleman, S., Sibghatullah, A. and Azam, M. (2021), “Religiosity, halal food consumption, and physical
well-being: an extension of the TPB”, Cogent Business & Management, Vol. 8 No. 1, doi: 10.
1080/23311975.2020.1860385.

Corresponding author
Khaled Ibrahim can be contacted at: khaled.ibrahim@aut.ac.nz

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

Downl oaded from http://ww. emeral d. con jima/article-pdf/doi/10.1108/JI MA-06- 2025- 0381/ 11693359/ j i ma- 06- 2025- 0381en. pdf by guest on 15 Jul


http://dx.doi.org/10.1080/10508619.2018.1517015
http://dx.doi.org/10.1080/03670244.2014.911178
http://dx.doi.org/10.1108/APJBA-07-2024-0405
http://dx.doi.org/10.1007/s43545-022-00547-w
http://dx.doi.org/10.1007/s43545-022-00547-w
http://dx.doi.org/10.1177/0891243287001002002
http://dx.doi.org/10.1108/JCM-12-2018-2999
http://dx.doi.org/10.5304/jafscd.2017.074.001
http://dx.doi.org/10.1080/23311975.2020.1860385
http://dx.doi.org/10.1080/23311975.2020.1860385
mailto:khaled.ibrahim@aut.ac.nz
https://www.emeraldgrouppublishing.com/licensing/reprints.htm
mailto:

	His faith, her consumption: halal food decisions in UK interfaith family households
	Introduction
	Conceptual framework and hypotheses development
	Spousal decision-making and halal purchase decision
	Spousal decision making and gendered consumption
	Religiosity and halal purchase decision
	Religiosity and gendered consumption
	Halal purchase decision and gendered consumption

	Methodology
	Sample and data collection
	Measures

	Results
	Structure equation modelling analysis and results
	Measurement model.
	Controlling for common method bias testing.
	Analytical model.
	Post hoc analysis.


	Discussion and theoretical implications
	Practical implications

	Conclusion, limitations and future recommendations
	Ethics statement
	Data availability
	References




