Helal ve Etik Arast. Derg. / J. Halal & Ethical Res. 4 (1): 34-43, 2022. Doi: 10.51973/head.1055092

|4y | HELAL VEETiK

st 2z | ARASTIRMALAR DERGIST aNoeviiicai reseancn

Universitesi https://dergipark.org.tr/tr/pub/head

ANTECEDENTS OF PURCHASE INTENTION OF HALAL COSMETICS

IN INDONESIA’S YOUNGER GENERATION
Yulist Rima FIANDARI®  Raja Roufli HARAHAP  Salim Faisal MISFIR

Universitas Muhammadiyah Malang, Department of Management, Malang, Indonesia

MAKALE BiLGiSi

ABSTRACT

Gelis tarihi: 9 Ocak 2022
Diizeltme tarihi: 1 Haziran 2022
Kabul tarihi: 2 Haziran 2022

Keywords:
Halalan thayyiban awareness,
perceived behaviour control,

subjective norm, halal cosmetics,

purchase intention of halal
cosmetics

Anahtar Kelimeler:

Helal ve tayyib

farkindaligi, algilanan davranis
kontrolii, 6znel norm, helal
kozmetik,helal kozmetik satin
alma niyeti

The potential for halal cosmetics has increased from year to year. Halal cos-
metics are a necessity. Strengthening the halal industry is one of the exten-
sive foundations for Indonesia. Indonesia has the largest potential for halal
products worldwide with an expenditure of 218.8 billion US dollars in 2017.
This value will have the potential to increase by six percent every year. How-
ever, this value only places Indonesia in 10th place worldwide, far from Ma-
laysia. Malaysia is in the world leader position for the halal industry. The
effect of halalan thayyiban awareness on the younger generation in Indone-
sia, especially among students, remains unknown, so it is necessary to re-
search to determine halal awareness level. It is a decisive point in strength-
ening the halal industry in Indonesia. The existence of halal cosmetics is in-
dispensable for consumers to ensure that cosmetics are free from prohibited
ingredients by religion and the process of making products that are not by
Islamic religious principles. This study used data collection techniques on
samples with particular characteristics (purposive sampling). The respond-
ents were consumers who use cosmetics with the halal label and have made
purchases more than three times at the same halal brand. The research sample
consisted of 100 people who use halal cosmetics in Indonesia. The research
was conducted in April - August 2020 using an online questionnaire. The
results showed the factors that influence the intention of purchasing halal
cosmetics. Halalan thayyiban awareness and behavioral control affected the
intention to buy halal cosmetics. There was a difference in results on subjec-
tive norms that have a weak influence on the intention to form halal cosmet-
ics.

ENDONEZYA'NIN GENC NESILINDE HELAL KOZMETIiK
SATIN ALMA EGILIMINE ETKi EDEN FAKTORLER

OZET

Helal kozmetik ve ticari potansiyeli yildan yila artmaktadir. Helal kozmetik
de dindar insanlar i¢in bir gerekliliktir. Helal endiistrisinin giiclendirilmesi
Endonezya'nin temel éncelikleri arasinda yer almaktadwr. Endonezya, 2017
yilinda yaptigr 218,8 milyar dolarlik harcama ile diinya ¢apinda en biiyiik
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helal driin ticareti potansiyeline sahip iilkelerden birisidir. Bu deger her yil %6 oraminda da artma
potansiyeline sahiptir. Ancak bu deger, Endonezya'yt Malezya'dan olduk¢a uzak bir noktaya ve diinya
capinda 10. siraya yerlestirmektedir. Helal ve tayyip farkindaliginin Endonezya'da geng nesil tizerine
ve ozellikle de ogrenciler tizerindeki etkisi bilinmemektedir, bu nedenle helal farkindalik diizeyini belir-
lemek icin arastirma yapimasi gereklidir. Bu Endonezya'da helal endiistrisinin giiclendirilmesinde be-
lirleyici bir noktadir. Helal kozmetiklerin iiretiminde, kozmetiklerin din tarafindan yasaklanmug icerik-
lerden ve Islam dini ilkelerine gore olmayan yapim siireclerinden arindirilmasim saglamak tiiketiciler
acgisindan vazgegilmez oneme sahip bir gerekliliktir. Bu ¢alismada belirli ozelliklere sahip numuneler
tizerinde veri toplama amagh ornekleme. Ankete, helal etiketli kozmetik kullanan ve ayni helal markadan
normalden ii¢ kat daha fazla aligverig yapan tiiketiciler katilmistir. Arastirma orneklemi, Endonezya'da
helal kozmetik kullanan 100 kisiden olusmugs ve arastirma, Nisan -Agustos 2020'de ¢evrimici bir anket
sistemi kullanilarak gergeklestirilmistir. Sonuglar, helal kozmetik satin alma egilimini etkileyen faktor-
leri gostermistir. Helal ve tayyip farkindaligi ve davranis kontrolii, helal kozmetik satin alma egilimini
etkilemigstir. Ayrica, dznel normlarn, helal kozmetik farkindaligi olusturma davranisi tizerinde zayif bir
etkiye sahip oldugu tespit edilmistir.

1. Introduction of halal awareness at the student level. It is
decisive for strengthening the halal indus-
try in Indonesia. This research explores
various antecedents that can influence the
purchase intention of cosmetics in the
young generation, including halalan
thayyiban awareness, subjective norms and
perceived behavioral control. The concept
of halal refers to being free from harmful
substances to the body, safe for health, or
undamaging to the environment. The halal
concept should not contain pork DNA and
prohibited elements by religion (Hashim &
Mat Hashim, 2013). It refers to user safety
so that it does not cause harm to its users
(Mumuni et al., 2018). The concept of halal
starts from the process of manufacture,
packaging, and distribution through mech-
anisms allowed in Islam (Norafni et al.,
2015). Halal cosmetics are cosmetics that
have been certified halal. Halal is a guaran-
tee of security for Muslims in carrying out
consumption from an Islamic perspective.
The proven halal certificate is related to the
existence of a halal logo printed on the
product packaging (Basri & Kurniawati,
2019). Halal certificates have also been
carried out on various cosmetics in Indone-

Halal cosmetics are a necessity. The poten-
tial for halal cosmetics has increased from
year to year. Halal cosmetics have a pre-
dominant role in Indonesia. Indonesia
needs to strengthen the halal industry be-
cause it is the largest Muslim country
worldwide, with a Muslim population of
230 million (British Council, 2018). Indo-
nesia has the largest halal potential in the
world with an expenditure of 218.8 billion
dollars in 2017. This value will have the
potential to increase by six percent every
year (Republika, 2019). However, the
value only puts Indonesia in 10th place.
The rank is far from Malaysia, which is in
the world leader position for the halal in-
dustry. Muslims have the fastest number in
the world (Ali et al., 2017). Muslims also
have a large share of the younger genera-
tion, so they have a large market potential
that affects the world economy (lzberk-
Bilgin & Nakata, 2016). The effect of halal
thayyiban awareness on the younger gener-
ation in Indonesia, especially among the
younger generation remains unknown. It is
necessary to research to determine the level
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sia. Halal cosmetics started with Wardah
brand products followed by other products
such as Mustika Ratu, Sariayu, Emina, MS
Glow, Mazaya, Aishaderm, Mineral Bo-
tanica, and Zalfa (Muslim, 2018).

The halal cosmetics existence is necessary
for consumers to ensure that the cosmetics
are free from prohibited ingredients by re-
ligion. The process of making products
should follow Islamic religious principles.
Halal cosmetics are part of Islamic guid-
ance and application that exceeds the reli-
gious ethos (Wilson & Liu, 2011). The re-
search objectives in this study were divided
into three parts. The researcher aimed to
determine these following objectives:

1. To analyze the effect of halalan
thayyiban awareness which is
owned by the younger generation on
the purchase intention of halal cos-
metics.

2. To analyze the effect of subjective
norms on the purchase intention of
halal cosmetics among the younger
generation.

3. To analyze the effect of behavioral
control on the purchase intention of
halal cosmetics among the younger
generation.

2. Literature Review

2.1. Halalan Thayyiban awareness

(Halal Products Awareness)

Halal awareness is a Muslim awareness in
knowing issues related to the concept of
halal. This knowledge includes under-
standing the production process of a prod-
uct according to Islamic halal standards.
Shaari and Arifin (2010) and Golnaz et al.,
(2012) examined halal awareness princi-
ples and halal food products determined by
positive attitudes. Research by Awan et al.,
(2015) showed the role of halal awareness
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in purchasing halal products. Nurcahyo &
Hudrasyah (2017) showed different results.
Halal awareness does not affect the pur-
chase of halal products. Halalan thayyiban
awareness determines the level of public
awareness about halal products as buyers
must purchase halal cosmetics.

2.2. Subjective norms

Subjective norms are assessments of some-
one’s impulsive action, which is affected
by others’ points of view. There is a refer-
ence in making a decision (Rhodes &
Courneya, 2003). The research done by
Mukhtar & Butt (2012) found that subjec-
tive norms had an essential role on pur-
chase intention of halal products. The re-
sults of this study are different from re-
search by (Memon et al., 2020).That re-
search found that subjective norms have
less role in halal purchase intention.

2.3. Perceived behavior control

Perceived Behavioral Control is a percep-
tion of the ability to act. Behavioral control
affects the purchase intention of halal prod-
ucts (Memon et al., 2020). Research by
Khalek & Ismail, (2015) found that the
Muslim generation Y has the largest share
of influence in the halal industry. Perceived
behavior control affects the purchase inten-
tion of halal food products. Perceived be-
havior control relates to the availability of
halal food products and product prices that
influence purchases.

3. Methods

The research conducted was explanatory
within the causality relationship in each
variable (Praharjo, 2020). The aim of this
research was to determine the effect of hal-
alan thayyiban awareness, subjective
norms, and behavioral control variables on
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the purchase intention of halal cosmetics in
Indonesia. The population is an overview
of respondents to be studied. (Sugiyono,
2017). The research population was the
consumers of halal cosmetics in Indonesia.
Samples represented the part of the popu-
lation due to the determined characteristics
(Widayat, 2004). The respondents were
consumers who use halal label cosmetics
and have made purchases more than three
times at the same halal brand. The sam-
pling type was purposive sampling, that is,
determining the sample based on consider-
ations that are considered capable of
providing the desired information
(Ferdinand, 2014). This study used sam-
pling data collection techniques with se-
lected characteristics. The number of re-
spondents was one hundred people spread
across Indonesia. Data was collected online
by distributing questionnaires using
Google Forms distributed through social
media. The researcher researched in April—
August 2020. The questionnaire scale used
is a Likert scale using five scales (Strongly
Disagree, Disagree, Neutral, Agree, and
Strongly Agree). The collected question-
naires were completely verified and carried
out at an advanced stage in the form of a
validity test. Evaluation of research models
examines the effect of the relationship be-
tween variables.

4. Results

The measurement of the outer model was
convergent validity, discriminant validity,
and composite reliability. It was the load-
ing factor with a minimum value of 0.5
(Ghozali, 2015; Widayat et al., 2020). The
results showed value of convergent validity
at Table 1. Convergent validity showed
value above 0.5 for each of the halal aware-
ness variables, subjective norms, perceived
behavioral control, and purchase intention
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of halal cosmetics. The value of the result
of calculating the convergent validity is as
follows :

Table 1. Value of convergent validity

Variabel Item Outer Infor-
Load- mation
ing
Halal X11 0.801 Valid
Thayyiban X1.2 0.859 Valid
Awareness X1.3 0.667  Valid
(X1)
Subjective X2.1 0.909  Valid
Norm (X2) X2.2 0.912 Valid
X2.3 0.907  Valid
Percieved X3.1 0.768  Valid
Behavioral X3.2 0.856  Valid
Control X33 0771  Valid
(X3) X34 0.864  Valid
X35 0.810 \Valid
Purchase Y1.1 0.881 Valid
Intention of Y1.2 0.907 Valid
Halal Y13 0.860 Valid
Cosmetics
(Y)

4.1. Discriminant validity

The discriminant validity can be seen at
Table 2. Value of Discrimiant Validity for
the comparison between the loading value
and the cross-loading value on the variable.
The comparative data value is considered
satisfactory if the loading indicator value
on the variable is greater than the cross
loading value (Solimun et al., 2017).
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Table 2. Value of discriminant validity

Att SN PBC Int
(X1)  (X2)  (X3) (Y)

HA 0679 0374 0.606 0.582

(X1)

SN 0374 0909 0489 0.489

(X2)

PBC 0.606 0489 0.827 0.762

(X3)

Int 0582 0.489 0762 0.883

(Y)

4.2. Composite reliability

Reliability testing is done by assessing the
performance of composite reliability at
Table 3. value of composite reliability.
Composite reliability testing indicates that
the questionnaire has been declared reli-
able if the respondent’s answers are consis-
tent with the questions asked (Ghozali,
2014). Reliability testing is considered sa-
tisfactory if it gets a minimum value of 0.6
(Hair et al., 2006). The composite reliabi-
lity test value shows a minimum value of
0.6 so that reliability can be met.

4.3. Inner model measurement

The next stage after testing the validity and
reliability =~ was the inner  model
measurement  (Solimun et al., 2017).
Several assessment parameters can be
selected in the table. Goodness of fit
measurement can be seen in Table 4. Good-
ness of fit assessment. The results of the
assessment on the research parameters
show that the Goodness of Fit criteria can
be fulfilled.
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Table 3. Value of composite reliability

Variable Composite
Reliability
Halalan Toyyiban 0.689

Awareness (X1)

Subjective Norm (X2) 0.935

Percieved Behavioral 0.928

Control (X3)

Purchase Intention of 0.914
Halal Cosmetics ()

Table 4. Goodness of fit assessment

No Crite- Model Fit De-
ria 5 Criter scrip-
core riteria tion
1 ARS 0.626 <0,001 Model
Fit
2 AARS 0.614 <0,001 Model
Fit
3 AVIF 1.672 <=3.3 Ideal
4 AFVIF 2098 <=33 Ideal
5 TGoF 0.656 >=036 Large
6 SPR 1.000 1 Ideal
7  SSR 1.000 1 Ideal

4.4. Hypotheses testing

The coefficient of determination shows
how far a model is able to explain the de-
pendent variable (bound). If the number is
close to one, it means that the independent
variable has a tendency to influence the de-
pendent variable (Ghozali, 2009). The in-
tention to purchase halal cosmetics varia-
ble shows an R? value of 0.63. This value
shows that the independent variables in the
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form of halalan thayyiban awareness, sub-
jective norms, and perceived behavior
control were able to explain the dependent
variable in the form of purchase intention
of halal cosmetics by 63%, while the rest is
explained by other variables.

P-value shows the result of hypothesis test-
ing at Fig 1. The p-value <0.01 (alpha 1%)
Is categorized as highly significant, p-value
< 0.05 (alpha 5%) is categorized as signifi-
cant, and p-value <0.10 (alpha 10%) is cat-
egorized as weakly significant (Solimun et
al, 2017). Hypotheses testing of halalan
thayyiban awareness affected the purchase
intention of halal cosmetics. It has a path
coefficient value of 0.21 with p-value =
0.05. The p-value obtained is categorized
as significant, so that hypothesis H1 is ac-
cepted. The HA coefficient has a positive
sign (0.22). It indicates that the better the
value of halal awareness is formed, the
higher the intention of consumers to pur-
chase halal cosmetics.

¢ HAXA)
. IR}

]
[P=0.02}
NS[X2) p=0.15 oy NPEIY)
. Ry Pe007) . R

p=0.56 R'=0.63
{F=0)

¢ KP{X3)
[

Fig 1. Results on hypotheses testing

Note : HA = Halal Awareness ;

NS = Subjective Norms ;

KP = Perceived behavior control ;

NPK = Purchase Intention of Halal Cosmetics

The results of this study are supported by
the previous research. Respondents who
have a good level of halal awareness will
encourage consumer intentions to make
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purchases of halal food products (Quoquab
etal., 2019). Consumer awareness by mak-
ing informed choices is a measure of atti-
tude and cognition. Therefore, it is neces-
sary to comment on that consumer aware-
ness can arouse the intention to act (Soroka
& Wojciechowska-Solis, 2019).

The subjective norm test of purchase inten-
tion for halal cosmetics shows a path coef-
ficient value of 0.15 and p-value = 0.07,
categorized as weakly significant. It shows
that subjective norms have less effect on
purchase intentions of halal cosmetics. The
results of this study are in line with re-
search by Armitage & Conner (2010). Sub-
jective norms are weak predictors of pre-
dicting purchase intention. Perceived be-
havior control test on purchase intention
for halal cosmetics shows a correlation
value of 0.56 and a p-value <0.01 is cate-
gorized as highly significant. The results
showed that the perceived behavior control
influenced the intention to purchase halal
cosmetics. The coefficient shows a positive
sign indicating that the better the perceived
behavior control is, the more the intention
to purchase halal cosmetics will increase.

5. Discussion

Guidelines for the use of halal materials
and avoiding haram materials have been re-
gulated in the Holy Al-Qur’an as a guide
for life. Halal products are allowed to be
consumed. It is better if products made
from haram materials should not be consu-
med by Muslims (Wagqar et al., 2019) A
halal product is a product that has passed
the raw material selection process, the pro-
duction process, the packaging process,
storage, delivery, and distribution of the fi-
nal consumer product does not violate sha-
ria in the Al Quran (Peristiwo, 2019). The
use of halal products, which is prioritized
in Islam, is the use of products that are halal
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and provide good to its users (Faradillah et
al., 2017).

The use of halal products is very much con-
sidered by consumers, including the use of
cosmetics. The results showed that the hig-
her the level of halalan thayyiban aware-
ness, the stronger the intention to purchase
halal cosmetics. Halalan thayyiban aware-
ness is an awareness to use halal products,
as a step to comply with Islamic teachings
and to pay attention to the benefits of using
halal products for body health. Consumers
realize that the use of the right cosmetics
can increase the appearance value of its
users. Cosmetics on the market are made
from various types of ingredients, so there
are also raw materials whose halal require-
ment is not yet known. Halal cosmetics
have gone through a test process from a ha-
lal certification body, such as LPPOM
MUI. Halal cosmetics that have been tested
have passed the raw material and process
content test so that they do not pose a dan-
ger to users. One of the reasons for consu-
mers to choose halal cosmetics is because
they have been tested and are safe for the
users’ health (Agustina & Hana, 2019).

Subjective norms are perceptions that are
formed from the social environment to take
selected actions. Adherence to the values
that have been selected by the social envi-
ronment will provide support to consu-
mers. The results showed that subjective
norms had a weak influence on the purc-
hase intention of halal cosmetics. Subjec-
tive norms are weak predictors when com-
pared to the role of perceived behavior
control in predicting intention to take ac-
tion (Armitage & Conner, 2001; Rahadjeng
& Fiandari, 2020) . The role of subjective
norms is not strong enough to encourage
one's intention to take an action. A person
needs another encouragement to strengthen
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the intention to take action.

Another variable that can encourage a per-
son’s intention to purchase halal cosmetics
is perceived behavior control. Perceived
behavior control is a person’s perception of
one's ability to act (Chen & Tung, 2014).
The results of this study show that the per-
ceived behavior control influences a per-
son’s intention to purchase halal cosmetics.
The intention to buy cosmetics is based on
one’s self-confidence to be able to buy ha-
lal cosmetics. Consumers have the oppor-
tunity to purchase halal cosmetics to furt-
her strengthen the purchase of halal cosme-
tics (Rahman et al., 2015). Halal cosmetic
products are easily available products be-
cause of their guaranteed availability. The
products available at prices that can be re-
ached by consumers further strengthens
consumers to purchase halal cosmetics. On
the other hand, product limitations and
high prices will limit consumers to make
purchases (Scalco et al., 2017)

6. Conclusion

Halal cosmetics have gone through a test-
ing process and have obtained a halal cer-
tificate. The provision of a halal logo on the
product packaging shows the evidence of
halal cosmetics. The results of the research
prove empirically that halalan thayyiban
awareness encourages the formation of
purchase intention for halal cosmetics
among the younger generation. Subjective
norms are the weakest factor compared to
halalan thayyiban awareness and perceived
behavior control. Perceived behavior con-
trol can move the intention to purchase
halal cosmetics among the younger gener-
ation. This research is useful for the devel-
opment of the cosmetics industry, espe-
cially halal cosmetics. Efforts can be made
to increase marketing by educating halal
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cosmetic products about the benefits of us-
ing halal cosmetics in terms of beauty and
health. The obtained beauty side is to in-
crease the aesthetic value of the user by
consumers. The obtained health side is a
guarantee of safety for the user so that it
does not cause side effects that can endan-
ger the health.
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