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prices” he explained. Dix Avenue is flanked on the west side by the enormous Ford Rouge 

plant and on the eastside by the city of Detroit. However, one would be hard pressed to find 

any other non-ethnic businesses. This lack of business diversity offers few options for 

potential new customers walking into the Middle Eastern shops looking for basic products by 

chance. The only customers the stores have are the loyal customers that have been frequenting 

the store for years. Not only is the customer base ageing with few new customer additions, 

but the Dix Avenue establishments don’t enjoy the benefits of promotional programs such as 

Yalla Eat (literally translated into “let’s go eat”) by the Arab American National Museum 

(www.arabamericanmuseum.org/yallaeat/). 

To promote and further familiarize customers with the wonderful Middle Eastern 

cultures and cuisines, the Arab American National Museum 

(www.arabamericanmuseum.org/) provides walking tours of Middle Eastern food-based 

establishments in Dearborn called Yalla Eat. These seasonal-scheduled walking tours are 

offered throughout the warmer months of the year, with up to 10 individuals per tour. Two 

separate routes are offered each week depending on number of individuals signing up for the 

tour. One route starts and ends at the Super Greenland Market on Warren Avenue and the 

other tour focuses on different establishments on Michigan Avenue, a few block to the south. 

A survey of the tour takers conducted by the Arab American National Museum between 2012 

and 2015 revealed that almost 77% of the participants were white. Dr. Matthew Stiffler from 

the Arab American National Museum mentioned that these tours are envisioned to expose 

more individuals to the rich Middle Eastern culture. Yet, none of the stores on Dix Avenue 

are included in the tours and so are not promoted to non-traditional customers.  

As noted in chapter 2, Dix Avenue and adjacent neighborhoods have developed as a 

home to newer immigrants and lower-income Arab Americans. Abraham and Shyrock (2000) 

believe that as families climb the societal ladder, they tend to move to other neighborhoods of 

http://www.arabamericanmuseum.org/yallaeat/
about:blank
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Dearborn or even Detroit. Since very few non-traditional customers go to the stores on Dix 

Avenue and the number of families that live in that area has tended to stay roughly the same, 

shop owners and operators might misconstrue this stagnation as customers “chasing better 

prices”, when really the customer base is shrinking. 

Perspectives from the Schaefer Street and Warren Avenue stores are on the other side 

of the spectrum. Conversations with store owners on these streets clearly indicated these 

proprietors don’t believe they are being affected by the recent entrance of larger food retailers 

in their market segment. This belief was commonly shared amongst many types of businesses 

including, grocery store operators, butcher shops, and restaurants. In one conversation Mr. 

Imad Hassan, one of the operators of Super Greenland Market on Warren Avenue, said 

“although we do get a lot of other ethnicities in our store … the majority of our customers are 

Middle Eastern or Muslim; I’d say something around 80 to 85% are Muslim or Middle 

Eastern.” The floor manager of Papaya Fruit Market on Schaefer road went one step further 

and said “I’d say 90 to 95% are Middle Eastern, not any other ethnicity.” The same customer 

composition is consistent for other Halal venues such as butcher shops and restaurants in this 

area. When asked about the entrance of larger food retailers into their market segment, 

owners and managers unanimously believe that they are not being affected or if they are, the 

effects are minimal. When asked about the reasons for their organization’s success, Mr. Imad 

Hassan from Super Greenland Market said “we make sure every item in our store is Halal, 

that’s why people come here because, first they are sure that everything here is Halal … Who 

would go to one store for one item and then shop for everything else in another store when 

you can purchase everything with assurance from one place?”  

All interviewees reported that in recent years, Arab Americans have come to take 

more pride in celebrating their ethnicity in a variety of ways. One butcher believed that “once 

people came to this country they didn’t have Halal so they ate whatever they could and they 
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worked hard and never asked for anything.” New-comers also wanted to quickly familiarize 

themselves with the new country and the new environment. By welcoming all that the new 

country had to offer, one would become “more modern”. It’s a common belief that by 

adhering to cultural traditions, a sense of community is created and preserved. While speaking 

to many people, it became clear that in the years past, “being and looking ethnic” was 

considered to be a sign of “not moving with the times” whereas now, the same behavior 

fosters pride in one’s own traditions and history. 

5.4      Mapping the Growth of Halal in Dearborn Over Time and Space 

In order to better grasp the magnitude of the growth of ethnic businesses in the city of 

Dearborn, the business directories of the city were scanned for “Arab sounding” names of 

businesses. The directories are published by Polk (R. L. Polk & Co, & Polk Directories, 1981, 

1992) and Bresserha (Bresser’s Cross-Index Directory, 2006, 2014). The Arab American 

National Museum has copies of Polk’s Dearborn business directories dating back to the early 

1980s through the late 1990s. The city of Dearborn’s public library has copies of the 2006 and 

2014 Bresser’s business directories. In order to create a clear picture of change in ethnic 

businesses in the city of Dearborn, directories for four years were used:1981, 1992 Polk’s (R. 

L. Polk & Co, & Polk Directories, 1981, 1992), 2006, and 2014 Bresser’s (Bresser’s Cross-

Index Directory, 2006, 2014). To narrow this portion of the research, only the Dix Avenue 

and the Warren Avenue commercial districts were surveyed for businesses to assess changes 

in retail operations for these shopping districts over time (Figure 5.13).  

Although this process doesn’t guarantee that every Arab or Middle Eastern business 

will be identified since certain Arab-owned businesses might choose a non-Arabic name for 

their firms, it is successful in identifying most. Of course, some owners might use Arab 

sounding names to appeal to the existing population living in Dearborn and the neighboring 

cities. Regardless of these types of issues, a survey of the directories provides a revealing 
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glimpse into the rate of growth of Middle Eastern / ethnic businesses in Dearborn over time. 

 

Figure 5.13: Area of interest in Dearborn, Warren Avenue; Dix Avenue 

Source: Created by the author using ArcMap 10.5.1 

Esri, HERE, DeLorme, USGS, Intermap, INCREMENT P, NRCan, Esri Japan, METI, Esri China 

(Hong Kong), Esri Koriea, Esri (Thiland) Mapmyindia, NGCC, OpenStreetMap. 

The analysis of business directories throughout the years further underscores the same 

diverging paths that became evident when speaking to shop owners and operators within the 

two commercial districts. Warren Avenue has seen a continuous growth of ethnic businesses 

from 1981 to 2014. In 1981, Warren Avenue had only 18 ethnic establishments, in 1992 the 

number jumped to 25, and by 2001 there were 46 establishments, with 22 of them directly 

food related (grocery store, butcher shops, restaurants, bakeries and sweet shops). In 2006, the 

number increased yet again to 68, with 33 food related establishments. In percentage terms, 

ethnic stores continuously gained a greater presence on Warren Avenue over the years 

included in this study (1981 to 2006). In 1992, ethnic stores accounted for roughly 16% of the 
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total businesses on Warren Avenue and by 2006, 26%. If just food related businesses are 

considered, the number has been rising at the same rate (Figure 5.14).  

 

 

Figure 5.14: Number of Arab-owned businesses on Warren Avenue over the years 

Source: Figure created by the author based on the surveyed business directories 

Although Dix-Vernor corridor has also seen an increase in the total number of ethnic 

stores, the growth has not been continuous nor has the increase been as great. For instance, 

according to Polk’s business directory, in 1981 there were only 18 ethnic stores on Dix 

Avenue. Interestingly in 1981, both shopping districts had the same number of ethnic 

businesses, which is even more significant since Dix Avenue is far shorter in length than 

Warren Avenue. Unlike Warren Avenue, Dix Avenue saw a decrease in both the total number 

of businesses by 1992 (12) and number of food related businesses (8 down from 15) (Figure 

5.15).  
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Figure 5.15: Number of Arab-owned businesses on Dix Avenue over the years 

Source: Figure created by the author based on the surveyed business directories 

Larger corporations began their venture into Halal foods in the city of Dearborn, 

Michigan in 2008. The only business directory available after 2008 was found in the 

Dearborn Public Library, published in 2014. Although, both business districts show signs of 

slight decline in the absolute number of ethnic businesses after 2008, their rates of decline are 

significantly different. In 2006, the Dix-Vernor corridor had a total of 60 businesses (ethnic 

and non-ethnic), 18 of which were classified as Middle Eastern and of those 11 were ethnic 

food-related establishments. Fast forward to 2014 and the decline is palpable. Not only has 

the total number of businesses declined to 53 businesses, but also the ethnic businesses and 

food-related establishments saw a decline as well (13 and 6 respectively). The same decline is 

evident for Warren Avenue however, in a different form. Warren Avenue’s total businesses in 

2014 experienced a rise from 261 to 266 outlets but the number of Middle-eastern businesses 

decreased from 66 to 58. Food-related establishments recorded the same decline as well, from 

33 to 29. 
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Although survey of the directories suggests a decline in the number of ethnic 

businesses, the reasons behind this decline could not be put squarely on the shoulders of 

larger food retailers. Also, the number of ethnic-owned outlets on Dix Avenue had been 

fluctuating periodically over time, therefore the 2014 declines are nothing new to this area. A 

variety of factors could be credited for this decline. As mentioned previously, the average 

median income level of individuals living in Dix Avenue neighborhoods is lower than that of 

the rest of the city. Families and individuals with less money to spend might be tempted to 

purchase food from food retail outlets with more competitive prices. At the same time, as 

families become more affluent they move away from Dix Avenue neighborhood and into 

other parts of the city such as the neighborhoods more proximate to Warren Avenue.  

In search for Middle-eastern businesses on Warren Avenue, 213 addresses or data 

points were retrieved. Additionally, 62 data points were retrieved for Dix Avenue. To further 

illustrate the location of the stores and portray them in a map, the data points where then 

georeferenced using ArcMap 10.5. Figures 5.16 and 5.17, illustrate the results of the survey of 

the business directories. The stores from 1981 are portrayed as green dots, yellow crosses 

represent 1992, blue squares represent 2006, and finally, red circles represent stores from 

2014.  

The next chapter is dedicated to further in-depth analysis of the findings of this 

research. Additionally, the results of this mixed method research will be juxtaposed against 

findings of other studies on the topic of Halal. Furthermore, the later part of the following 

chapter is dedicated to identifying methodological issues that needs to be corrected should the 

study be replicated at a later date. 
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Figure 5.16: Warren Avenue ethnic stores found on business directories; Squares are the remaining 

stores, Circles are New Stores, and Crosses are the closed stores. 

Sources: R. L. Polk & Co, & Polk Directories, 1981, 1992 and Bresser’s Cross-Index Directory, 2006, 

2014. Esri, HERE, DeLorme, USGS, Intermap, Increment P, NRCan, Esri Japan, METI, Esri China, 

Esri Korea, Esri Thailand, MapmyIndia, NGCC, OpenStreetMap contributors 

  

1981 

1981 

- 

1992 

1992 

- 

2006 

2006 

- 

2014 



73 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5.17: Dix Avenue ethnic stores found on business directories; Squares are the remaining stores, 

Circles are New Stores, and Crosses are the closed stores. 

Sources: R. L. Polk & Co, & Polk Directories, 1981, 1992 and Bresser’s Cross-Index Directory, 2006, 

2014. Esri, HERE, DeLorme, USGS, Intermap, Increment P, NRCan, Esri Japan, METI, Esri China, 

Esri Korea, Esri Thailand, MapmyIndia, NGCC, OpenStreetMap contributors 
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Chapter 6 

Conclusion 

As noted in Chapter 1, this research sought to answer four related questions in regards 

to the Halal food sales and consumption in the city of Dearborn, Michigan. The core of this 

research relied on a mixed method approach. One-hundred and seventy-four completed 

surveys along with a handful of informal interviews, coupled with analysis of business 

directories, and field observations all yielded invaluable data for the in-depth analysis. In this 

chapter each of the four initial questions will be examined and major findings of the study 

will be discussed in more detail.  

6.1     The Customer Base of Halal Food 

Dearborn, Michigan, a city with a population of 95,520 is demographically extremely 

young with a high percentage of the population self-identifying as Arab Americans. This city 

has been a welcoming haven for immigrants and more specifically for Arab Americans for 

over a century. Through three waves of migration, the numbers of Arab Americans grew to 

an estimated 42,314 as of 2016. Arab Americans account for 44% of the population of 

Dearborn and if the same trends continue by, 2034 the Arab American population will 

double. This growing population has been the reason many companies have taken notice and 

started offering their services to the Arab Americans.  

The 174 completed surveys answer the first question of the research, namely, who are 

the individuals that purchase Halal food? Nearly, 75% of the survey respondents were 

female, and almost 70% were under 40 years old. Not only were responding Arab Americans 

young, but they are highly educated as well (65% with bachelor's degree or higher). 

Furthermore, 66% of the survey respondents reported having families with 4 or more 

members. These findings are analogous with the report by Pew Research Center 
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factors which affects individuals’ decision making and pull shoppers toward their stores. 

Removing those factors leaves larger food retailers with little competitive edge. 

Informal conversations with multiple shop owners and operators in Dearborn area 

provided additional information related to this question as well. These conversations revealed 

an interesting and spatially different pattern. Some owners and operators believed that they 

are being forced to lower their prices to compete with larger retailers. Store owners also 

believed that it is quite natural that people will “chase” better prices. However, this trend was 

only evident for stores located on Dix Avenue. This street is located on the south side of the 

city and is home to many new immigrants. Once families familiarize themselves with 

Dearborn and their incomes rise, they usually move out of the Dix Avenue neighborhood to 

other parts of Dearborn.  

Not only are there few new families moving into this neighborhood, there are few 

programs such as Yalla Eat of the Arab American National Museum advocating for the stores 

on this street. Even the authorities of the city of Dearborn have taken notice of this lack of 

economic activity in and around Dix Avenue. Due to this increased concern, Dearborn’s 

leaders have created a new revival plan for this area. According to the city of Dearborn’s 

website (www.cityofdearborn.org), in March 2016, “the Dix-Vernor Business District 

Improvement Authority, with the help of Michigan State University Practicum Team, 

received a matching grant of $15,000 from the Michigan State Housing and Development 

Authority (MSHDA) totaling $30,000.” This grant will be used in different forms such as Tax 

Increment Financing (TIF) which aims to capture the incremental tax revenues within this 

Dix-Vernor corridor to use these funds for neighborhood improvements. The proposed plan 

will fund development of new green spaces and parks, create more safe walking and biking 

routes to schools, and build additional low-income housing options. 
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Conversations with store owners located within the other shopping district of 

Dearborn, the Warren Avenue shopping district, reveals the other side of the story. Every 

store owner or operator interviewed on Warren Avenue believes that larger retail stores are 

not yet affecting their business. Furthermore, store owners believe that it is highly unlikely 

that shoppers would go to a larger store and shop for one or two products when they can shop 

for every item on their list at the ethnic stores available to them throughout the city. Also, 

there is the issue of assurance of authenticity. Store owners also believe that when shoppers 

visit their stores, they can rest assured that every item is Halal since the owners are Muslims 

themselves and would use the items which are being offered by their business. 

An additional aspect of this research was the spatial analysis made possible by the 

surveys of Polk’s (R. L. Polk & Co, & Polk Directories, 1981, & 1992) and Bresser’s 

(Bresser’s Cross-Index Directory, 2006, 2014) business directories from 1981 to 2014. To 

focus the scope of the research, two main shopping districts of Dearborn, Dix Avenue and 

Warren Avenue were selected for review. The data from these surveys also underscored the 

same two-sided story. The location of the stores coupled with the relative socioeconomic 

well-being of the area dictates and influences the shop owners’ perceptions. Both shopping 

districts in Dearborn, Warren Avenue and Dix Avenue, started with the same number of 

ethnic businesses. However, over time Warren Avenue saw a steady rise of the number of 

ethnic stores including food stores. During the same period of time, Dix Avenue saw a 

fluctuating pattern in terms of number of ethnic businesses. Also, although both shopping 

districts saw a drop in the number of the ethnic businesses after larger food retailers started 

offering Halal products, Dix Avenue’s drop was more significant compared to Warren 

Avenue’s.  
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6.4     The Loyalty of Halal Shoppers 

The last question investigated by this research was whether Halal shopper have been 

swayed by lower cost options presented by large food retailers. For instance, researchers 

believe that that individuals with higher educational attainment tend to rank convenience 

quite high in their list of requirements (Bernués, Ripoll, & Panea, 2012; Morganosky, 1986). 

However, the Halal survey respondents proved to be highly loyal to their favorite store 

despite the fact that more time may be spent shopping at smaller ethnic stores.  

According to the survey, 87% of the respondents reported shopping at a single 

favorite ethnic store. Just to underscore the importance of this devotion, 76% of the 

participants also reported spending more than half of their monthly grocery allowance at that 

single store. Another question investigated how shoppers choose their favorite store in the 

first place. Forty-two percent of those surveyed reported originally choosing this favorite 

store based on the appearance of the storefront while 40% chose the store based on favorable 

reports via “word of mouth” from family members, friends, and colleagues. Not only do 

Halal shoppers value the opinion of their peers highly but also, they are remarkably loyal. 

Seventy percent of shoppers and consumers reported patronizing their favorite store for 3 

years or even longer, pointing to an almost unshakable loyalty. Also, more than 50% of 

respondents reported visiting their favorite store for more than twice a week.  

The findings of this study is in congruence with Shah Alam and Sayuti (2011). The 

authors indicate that in cultures such as Islamic culture, individuals view themselves as 

“interdependent with their group.” These individuals pay close attention to each other’s 

advice and are willing to exert considerable effort and perhaps pay more to obtain Halal 

foods from a trusted Arab or Middle Eastern source.  

Other articles and studies have found the same level of loyalty in Halal shoppers (Al-

Hyari, Alnsour, Al-Weshah, & Haffar, 2012; Ireland & Rajabzadeh, 2011; Yousef, 2010). 
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For instance Ireland and Rajabzadeh (2011), report that Halal shoppers are so loyal that there 

is almost “no serious impact of the downturn.” The reason behind this loyalty can be traced 

back to religion. Al-Hyari et al. (2012), conclude that religion acts as a catalyst for customer 

loyalty because “religion defines and explains the values for life, which in turn are reflected 

in the values and attitudes of societies and human beings.” Furthermore, researchers such as 

Abdullah et al. (2013) have indicated that there is a clear correlation between customer 

loyalty and profit margin. The resolute loyalty of Halal shoppers could be one of the driving 

forces behind the growth of Halal products. 

Halal is a large and growing segment of the food sector in Michigan. An increasing 

number of programs, such as Yalla Eat, introduce non-Muslims to Halal cuisines and 

traditions. However, findings of the survey coupled with the informal interviews with shop 

owners reveal Muslims and Arab Americans remain as the dominant Halal shoppers.  

This homogeneity could have been caused, at least partially, by the fact that the 

survey was advertised and distributed mostly through the Middle Eastern organizations, 

supermarkets, and online groups resulting in a highly localized and narrow target audience. 

However, other researchers such as Wilson and Liu (2011), have pointed to a similar 

homogeneity of Muslim consumers. The authors conclude that behavior of Muslim 

consumers is largely a cultural construct. This cultural construct creates subtle nuances. To 

better understand these subtle factors, one has to divide “Muslim shoppers into smaller 

homogenous segments.”  

Interestingly, the other factor which could explain this homogeneity lies in the past. 

As noted in chapter 2, Arab Americans migrated to the United States, through three waves of 

migration. Most of those waves were forced by religious, financial, or human rights 

persecutions. All those hardships coupled with centuries of history and tradition, have created 

a very strong core around which every individual can gather.  
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The attention given to the growing M-generation is quite understandable. Growing 

purchasing power paints a unique and inviting picture, but it might take more than just 

offering Halal options to sway existing Halal seekers and consumers. 

6.5 Limitations of the Study and Recommendations for Future Research 

This research has been successful in analyzing Halal shoppers’ motives behind 

purchasing Halal foods and finding the stores that shoppers frequent most often. Furthermore, 

this research reveals the reasons behind the success of the smaller ethnic stores in Dearborn, 

Michigan. However, several methodological issues limited the scope of this research and to a 

lesser extent, influenced the conclusions of the research. As important as these limitations 

are, they should not invalidate the findings, but rather serve as a benchmark for improvement 

for future studies on this topic.  

One of the main issues faced during the analyses of this research was caused by the 

small and homogenous participants. As noted in chapter 4, the target group of the survey was 

any person who had purchased Halal food in the past month in Dearborn, Michigan. 

However, the avenues through which the survey was distributed dictated the survey 

recipients. For instance, visitors of the Arab American National Museum’s website and 

Facebook page are mostly of Arab descent. As noted earlier, there are non-Muslim shoppers 

who seek Halal products. It would add an additional vantage point to the findings if future 

researches could capture the attention of non-Muslim, Halal shoppers. 

Additionally, the sample size only represented a small fraction of the Dearborn’s 

population. This issue could be alleviated by not only distributing the research through 

mostly Middle Eastern outlets, but also other, community-driven organizations such as 

universities and other non-Arab museums such the Henry Ford Museum.  

The other constraint on this research was imposed by the lack of formal interviews 

with store owners and operators in Dearborn. Although most storeowners and operators were 
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extremely interested in speaking about their day-to-day operations, they preferred to speak in 

Arabic. Also, the dates selected for the interviews are of utmost importance. Hours and days 

with fewer customer traffic will fare better than the holy month of Ramadan.  

Furthermore, more attention has to be given to the length of the survey questionnaire 

and its structure. As mentioned previously in chapter 5, 86 surveys had to be discarded 

simply because the respondents didn’t complete the survey. Due to the online nature of the 

survey, the reasons behind the incomplete surveys remain unknown. However, the length of 

the survey could be the culprit. This issue could be remedied by testing the survey on a large, 

independent group of participants. 

To gain a better understanding of the nature of the growth of Halal products and more 

specifically, Halal foods, future research should consider conducting a research with a much 

larger sample and over a longer extended period of time. Surveys with larger sample sizes 

and over a longer time period could reveal minor nuances and variations present in Halal 

food market. It is extremely important to continue to examine the growth of sales and 

consumption of Halal products as more research on this topic is needed. It is relevant to 

incorporate all Halal food shoppers such as the non-Muslim, non-Arab shoppers that live in 

the area.  

Such studies will help not only further our understanding of Halal consumers but also 

help local communities and city planners to incorporate ethnic destinations into economic 

revitalization plans. It is important to examine the relationship that exists between providers 

and consumers of such an in-demand product segment. As the population of the M generation 

continues to grow and as more non-Muslim shoppers get introduced to such products, more 

knowledge will help facilitate an easy and an inclusive transition.    
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Arabic Translation of the Survey 
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2017إستطلاع متجر الأطعمة الحلال   

 

شكراً جزيلاً لكم لأخذكم الوقت في شهر رمضان المبارك لإستكمال إستطلاع عن الأطعمة الحلال تقوم به دائرة الجغرافيا في جامعة غرب 

ميشيغان. يقوم بهذا الاستطلاع السيد سام رودبار كجزء من أبحاثه عن شهادة الماجستير، والتي تركّز على نمو الأغذية الحلال في 

ان. تركّز أسئلة الاستطلاع على عادات التسوّق الخاصة بك. كل من يمُلأ هذا الاستطلاع يبقى مجهول الهوية. إذا شعرت ديربورن، ميشيغ

في أي لحظة بعدم الرغبة في مواصلة تعبئة الاستطلاع، لا تترددّ في التوقف. إذا كان لديك أي أسئلة عن الاستطلاع، رجاءً إتصل بالسيد 

العنوان الالكتروني:  سام رودبار مباشرةً على sam.roodbar@wmich.edu 

 

شهراً الماضية؟ 12: هل اشتريت طعاماً حلالاً مرة واحدة على الأقل خلال ال 1السؤال   

(1نعم )   

(2كلا )   

 

: رجاءً أوضح ما مدى أهمية الأسباب التالية لشراء الطعام الحلال؟2السؤال   

غير مهم  

(1بالمرّة )  

قليلاً مهم 

(2)  

مهم بدرجة 

(3) معقولة  

(4مهم جداً ) مهم للغاية  

(5)  
(1أسباب دينية )       

(2أسباب صحية )       

(3الملائمة والراحة )       

(4الأسعار )       

(5المذاق )       

(6خير الحيوان )       

(7أسباب أخرى )       

 

الماضية، ما هي الوسيلة التي استعملتها للوصول إلى هذا المتجر؟ 30: في الأيام ال 3السؤال   

(1السيارة )    

(2مشياً على الأقدام )    

(3صلات العامة )الموا    

(4سيارة الأجرة / أوبر )    

-----------------------------------( 5وسيلة أخرى )    

 

 

قها للوصول إلى هذا المتجر؟: ما هي المدة الزمنية التي تستغر4السؤال   

(1دقائق ) 10أقل من     

(2دقيقة ) 15إلى  10من     

(3دقيقة ) 20إلى  15من     

(4دقيقة ) 25إلى  20من     

(5دقيقة أو أكثر ) 25    

 

 

يوماً الماضية؟ 30: كم هي عدد المرات التي قمتَ فيها بالتسوّق في هذا المتجر خلال ال 5السؤال   

(1هذه هي المرة الأولى )    

(2مرّات ) 3من مرّتين إلى     

(3مرات ) 5إلى  4من     

(4مرات ) 7إلى  6من     
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(5مرات ) 9إلى  8من     

(6مرات أو أكثر ) 10    

 

 

: رجاءً أوضح ما مدى أهمية الأسباب التالية لتختار هذا المتجر؟6السؤال   

غير مهم  

(1بالمرّة )  

مهم قليلاً 

(2)  

مهم بدرجة 

(3)معقولة   

(4مهم جداً ) مهم للغاية  

(5)  
      النظافة

      الأسعار

      الملائمة والراحة

(4المالكين هم شرق أوسطيين )       

(5الإدارة من قبَل شرق أوسطيين )       

(6مجموعة متنوعة من الخيارات )       

(7ضمان أن الأطعمة هي حلال )       

(8المعاملة الوديّة )       

 

 

التي تبحث عنها؟ نتجاتجميع ما تحتاجه من أنواع الم عادةً  : هل تجد7السؤال   

(1نعم )   

(2كلا )   

 

 

(ضع إشارة على كل ما ينطبق؟ )فيها لأطعمة الحلالا تسوقتما هي أنواع المتاجر الأخرى التي  : 8السؤال   

(1( )مايرمحلات السوبر ماركت )وول مارت،     

(2)كروجر، الخ( ) الكبيرة محلات البقالة    

(3متاجر عائلية / عرقية أخرى )    

( ____________________4) محلات أخرى    

 

 

 

ما هي نسبة إنفاقك الشهري في هذا المتجر؟ : 9السؤال   

 

               -------------------------  

 

 

تشتريها في هذا المتجر؟ معينّة منتجاتهل هناك  : 10السؤال   

(1نعم )   

(2كلا )   

 

 

(ضع إشارة على كل ما ينطبقالموجودة؟ ) المنتجاتإذا كانت الإجابة بنعم، ما هي أنواع  : 11السؤال   

(1الحلال )الدجاج  /اللحوم     

(2) الفاكهة خضراوات وال    

(3خبز )    
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(4وما إلى ذلك( )والتنظيف  ومواد الغسيلالأدوات المنزلية )الصابون     

( ____________________5أخرى )منتجات     

 

 

 

 

 

 

 

تسوق في هذا المتجر؟مضى منذ بدأت الكم من الوقت  : 12السؤال   

(1أشهر ) 6أقل من    

(2سنة ) أشهر إلى 6من    

(3) تينسنسنة إلى من    

(4سنوات ) 3إلى  تينسنمن     

(5أو أكثر )سنوات  3من     

 

 

 

كيف سمعت لأول مرة عن هذا المتجر؟ : 13السؤال   

(1) الناس مباشرة فم من    

(2إعلان )صحيفة أو إعلان تلفزيوني( )   

(3) رأيت واجهة المتجر   

(4البحث عبر الإنترنت )   

( ____________________5أخرى )   

 

منتجات حلال من المتاجر التالية؟فيها تشتري  ما هي عدد المرات التيبشكل عام،  : 14السؤال   

لا أشتري  

 ً (1) إطلاقا  

مرة واحدة في 

 الشهر على الأقل

(2)  

مرة واحدة في 

(3) الأسبوع  

مرتين في 

(4)الأسبوع   

مرات أو أكثر  3

(5)في الأسبوع   

المتاجر الشرق أوسطية أو العربية التي تبيع 

(1منتجات حلال فقط )  

     

المتاجر الشرق أوسطية أو العربية التي تبيع 

(2المنتجات الحلال وغير الحلال  )  

     

متاجر السوبر ماركت العادية في منطقتك 

(3التي تبيع المنتجات الحلال )  

     

(4متاجر أخرى )       

 

 

 

 

 

 

الإشارة إلى ، وما إلى ذلك(، يرجى مايرإذا كنت تشتري منتجات الحلال من محلات السوبر ماركت الكبيرة )وول مارت،  : 15السؤال 

؟مدى أهمية ما يلي في قرارك للتسوق في تلك المخازن  
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غير مهم  

(1بالمرّة )  

مهم قليلاً 

(2)  

مهم بدرجة 

(3)معقولة   

(4مهم جداً ) مهم للغاية  

(5)  
(1أفضل الأسعار )       

(2) طازجةأفضل نوعية /        

(3المزيد من الخيارات )       

(4توافر المنجات )       

(5المذاق )       

(6الموظفون ودودون )       

(7أسباب أخرى )       

 

 

 

الماضية؟ يوما   30عبر الإنترنت خلال ال  حلال   هل اشتريت طعاما   : 16السؤال   

(1نعم )   

(2كلا )   

 

 

 

متجر على النترنت؟هو إسم ال، ما الجواب "نعم"إذا كان  : 17السؤال   

 

                 -------------------------------------  

 

 

هل لديك أي تعليقات أخرى بشأن شراء الطعام الحلال في الوليات المتحدة؟ : 18السؤال   

 

                 --------------------------------------------------------------------  

 

 

:الجنس: 19السؤال   

(1ذكر )    

(2أنثى )    

(3خر )آ   

 

 

توصّلت إليه أعلى مستوى تعليمي : 20السؤال   

(1)هاي سكول   /دبلوم المدرسة الثانوية     

دبلوم من كلية المجتمع /     AA Degree  (2)  

(3) /  ليسانس بكالوريوس    

(4درجة الماجستير )    

(5درجة الدكتوراة )    

 

؟عن نفسكه بف عرّ ت   هو أكثر ما رق الذيما هو الع   : 21السؤال   

(1جنوب آسيا )الهند وباكستان وبنغلاديش وأفغانستان وغيرها( )   

(2جنوب شرق آسيا )ماليزيا، إندونيسيا، تايلاند، الخ( )   
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(3الشرق الأوسط أو شمال أفريقيا )   

(4شرق آسيا )الصين وكوريا واليابان وغيرها( )   

(5أفريقي أمريكي )   

(6الإسباني أو اللاتيني )   

(7القوقازي )   

( ____________________8أخرى )  

 

 

 

إنتمائك الديني؟ ما هو : 22السؤال   

( 1الإسلام )جميع الطوائف( )   

( 2المسيحية )جميع الطوائف( )   

( 3اليهودية )   

( 4الهندوسية )   

( ___________________5خر )آ   

 

--------------------- ؟في منطقة سكنكما هو الرمز البريدي  : 23لسؤال ا  

 

 

هل لديك أي تعليقات حول هذا الستطلاع؟: 24لسؤال ا  

 

 

--------------------------------------------------------------------------------------------------------------------- 

   

 

 

مخاوف أو تعليقات حول المسح أو  مرة أخرى، شكرا جزيلا لك على أخذ الوقت لاستكمال هذا الاستطلاع. إذا كان لديك أسئلة أو

sam.roodbar@wmich.edu بريدي الالكتروني: المشروع البحثي، فلا تتردد في الاتصال بي مباشرة على ف، شر  أو أستاذي الم   

gregory.veeck@wmich.edu بريده الالكتروني:  غريغوري فيك، على   ( 269-387-3420)    

 

 

 

 رمضان مبارك

 

 

 

  


