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ABSTRACT  

 

The cosmetics industry is an industry that continues to develop because cosmetics are a necessity, cosmetics are not only used by 

certain ages but all ages. The content in cosmetics is a consideration for whether cosmetics are safe or not because cosmetics are 

in direct contact with human skin and even the content is intended to treat skin from within, this is where Islam plays a role in 

monitoring and regulating life for the good either individuals and groups even in terms of cosmetics which contain, the process 

and even the distribution method must be in a lawful way (allowed). This study aims to determine the direct and indirect effect of 

each variable on purchase intention for halal cosmetics. Purchase intention. This research is an ex post facto research with a 

quantitative approach. The population in this study were female Muslim students at 4 universities in Malang, the sample in this 

study were 200 respondents. The analysis technique used is multiple regression with the SPSS analysis tool. The results of this 

study indicate that religiosity has a direct effect on attitudes and purchase intentions of halal cosmetics, attitudes have a direct 

effect on purchase intentions of halal cosmetics, the study uses the TRA (Theory of Reasoned Action) method as a measure of 

attitude. 
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INTRODUCTION 

 

The phenomenon for the demand for consumption of halal products has recently been discussed in several countries, especially 

Indonesia, with the largest Muslim population based on Global religious futures data. reached 239.89 million people. This means 

that this population will affect the amount of demand for consumption of halal food products to increase rapidly, this is in line with 

the expansion of the 2.1 billion Muslim population worldwide. The development of the halal market around the world reaches 

around USD 2.1 trillion per year.  

 

The advancement of the halal industry needs to be balanced with consumer awareness of halal, both in its concept, process, and 

consumption. Simply put, if consumers do not want to choose a product because there is no halal certification, the industry or 

producer will do more research and find to the product to get halal certification. 

 

Halal is a guarantee of a product or service that does not conflict with Islamic sharia, something can be declared halal, including 

if it has received a permit or halal certificate to convince consumers. Halal certification is a guarantee of safety for Muslims to be 

able to consume a product. One of the ways of halal certification can be proved by the inclusion of a halal logo. Halal awareness 

is Muslim knowledge about the concept of halal, the halal process, and consuming halal products. As Muslim consumers, should 

be vigilant and careful when choosing the products, they consume, consumers should be more active in finding out about whether 

a product is halal or not. 

 

The results of the Classical Assumption Test show that this study meets the requirements for follow-up. Reliability test results 

show that the data regression model is normally distributed because the dots spread across the diagonal line and follow the diagonal 

line. 

 

According to Imam Ghozali (2011: 107), there is no symptom of multicollinearity if the tolerance value is >0.100 and the VIF 

value is <10.00, the calculation results show a tolerance value for the Knowledge variable of 0.629, Religiosity of 0.720, and 

Attitude of 0.735 which value is greater than 0.100. Whereas for the VIF value from Table 4.12 the calculation shows Knowledge 

of 1.591, Religiosity of 1.389, and Attitude of 1.361, which value is less than 10.00. So, the results of the multicollinearity test of 

this study showed no symptoms of multicollinearity. 

 

Based on the image of the results of the Heteroscedasticity Test, it can be concluded that there are no symptoms of 

heteroscedasticity because it does not make a certain pattern, and the dots spread above and below the number 0. 

 

Purchase intention is a common research but what about purchase intentions that are subject to halal cosmetics in Indonesia with 

the largest Islamic population in the world, of course this research aims to raise awareness of Islamic law which requires believer 

to do and consume everything that is halal or in allow. 

 

The scope that needs to be highlighted is awareness of halal and knowledge about halal products and the most important thing is 

the level of religiosity whether it affects the purchase intention of halal cosmetics and leads to purchase decisions, the results of 

the study show that respondents are very religiously aware of the importance of understanding the concept of halal but not offset 

by the low knowledge regarding halal cosmetics. 
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LITERATURE REVIEW 

 

Consumers' awareness of halal cosmetics also needs to be increased, namely, Muslim cosmetic consumers also need to know the 

ingredients contained and listed in cosmetics. Lately, the availability and accessibility of halal make-up products, increasing 

consumer awareness, and understanding of the benefits of halal products are also factors that drive why halal cosmetic products 

continue to experience market expansion. Coupled with the influence of religious values in countries with Muslim populations is 

a supporting factor. 

 

Olson & Peter (2010) define attitude as a person's overall evaluation of a concept. Schiffman and Kanuk (2010) define attitude as 

an expression of inner feelings that reflect whether someone tends to like or not have an object. 

 

Actual behavior control thus moderates the effect of intention on behavior. To fully predict and understand behavior, we must 

therefore assess not only intentions but also actual behavioral control (e.g. relevant skills and abilities as well as barriers and 

behavioral performance facilitators). For most of the behaviors, however, actual control measures are not available. In that sense, 

we can use a measure of perceived behavioral control as a proxy. The extent to which perceived behavioral control accurately 

reflects actual control can be used to improve behavior predictions. This theory states that intention is the single best predictor of 

behavior but it is also important to take skills and abilities as well as environmental factors (eg behavioral control) into account. 

 

Each religion provides teachings that greatly influence the attitudes, perceptions, and behavior of consumers of its holders and 

have its own rules and regulations, and these religious rules are one of the things that influence consumer behavior in Indonesia. 

Islam is the religion practiced by most of the Indonesian population and affects the lives of the Muslim population in Indonesia. In 

Islam, there are religious teachings to acknowledge the existence of Allah, establish prayers, fulfill Ramadan fasts, pay zakat, and 

make the pilgrimage if you have the ability. The six basic principles of Islamic teachings have influenced how a Muslim consumer 

behaves as a consumer. 

 

Engel et al (1995) defined intention as a fully planned purchase. Kotler and Armstrong (2007) describe purchase intention as 

something that leads to a goal or intention, namely the consumer's tendency to buy the brand he likes best. Khan (2009) in Rezvani 

et al (2012) describes purchase intention as individual awareness in trying to buy a brand. Ajzen & Fishbein (1975), defines 

purchase intention as the tendency of consumers to own certain products and is the main factor for predicting consumer behavior. 

 

Religiosity on Purchase Intention 

Religion is the main factor that regulates all forms of behavior carried out by individuals, including the purchase intention halal 

food products. (Golnaz Rezai, 2009). Meanwhile, religious commitment is the level of how much an individual reflects on his 

commitment to behave under the demands of religion in everyday life. The role of religious commitment is very important in 

encouraging one's intention to consume halal food products under faith. Religious norms contain values that require someone who 

believes in them to follow the applicable rules. 

 

This is manifested as an example by purchasing food products that have instructions for Muslim consumption, namely in the case 

of this study the halal label (Schiffman & Kanuk, 2010). In Islam, a Muslim is obliged to do things that are justified or lawful and 

following the faith. Islam has completely regulated the actions of a Muslim, including in the consumption of food and beverages 

and even cosmetics. Products that are allowed to be consumed are only halal products, keep away from ingredients that are haram 

or which cannot be ascertained whether the product is legal or not for consumption by a Muslim. 

From previous research that knowledge and religiosity affect purchase intention, the hypothesis put forward is: 

𝐻1: There is a positive and significant relationship between religiosity and purchase intention halal cosmetics. 

 

Religiosity on Attitude 

The relationship between knowledge and attitude is not significant, but there is a significant positive relationship between 

religiosity and attitude. there is a negative relationship between knowledge and attitude. However, the relationship between 

religiosity and attitude and the relationship between attitude and intention are both positive. The attitudes and intentions of 

consumers towards choosing halal food products are more positive than their attitudes and intentions in choosing halal cosmetics 

(Rahman et al. 2015). A negative relationship with all dimensions of religiosity in research studies and youth attitudes towards 

fashion. The intellectual and consequential dimensions have the strongest significant negative relationship with the attitudes of 

Muslim youth towards fashion (Farrag, 2015), but there is a significant positive relationship between religiosity and attitude 

(Rahman et al, 2015). Religiosity is one of the main factors that must be taken into account in promoting their cosmetic products 

(Azmawani et al 2105). 

From previous research that knowledge and religiosity affect attitudes, the hypothesis put forward is: 

𝐻2 There is a positive and significant relationship between religiosity with 

 attitude to halal cosmetics. 

 

Attitude on Purchase Intention. 

There is a positive relationship between consumer attitude variables and intention to choose halal cosmetic products. Rahman et al 

(2015). Environmental knowledge, environmental concern, and attitudes were found to increase the explanation of Theory 

Reasoned Action specifically in predicting consumer green purchase intentions according to Aman et al (2012). Attitudes and 

subjective norms are important antecedents of Pakistani Muslims intending to choose halal products (Mukhtar et al, (2012). 

Attitudes have a positive and significant effect on consumer purchase intentions, meaning that the higher the attitude value, the 

higher the consumer's purchase intention (Nurul & Liza, 2018). ). 

From previous research that knowledge and religiosity affect attitudes, the hypothesis put forward is: 
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𝐻3: There is a positive and significant relationship between attitude and purchase intention 

kosher cosmetics. 

 

Religiosity and Attitud on Purchase Intention 

The results of this study indicate that knowledge and religiosity have a significant effect on attitudes partially and simultaneously. 

Knowledge, religiosity, and attitude have a significant effect on the purchase intention of halal cosmetic products partially or 

simultaneously (Rohmatun & Dewi, 2017). The relationship between knowledge and attitude is not significant, but there is a 

significant positive relationship between religiosity and attitude. There is a positive relationship between attitude and intention to 

choose halal cosmetic products. This study also found a significant difference between consumer attitudes towards halal cosmetics 

and attitudes towards halal food products, as well as consumer intention to choose halal cosmetics and intention to choose halal 

food products. Consumers have more positive attitudes and intentions towards halal food products than towards halal cosmetic 

products (Rahman, 2015). Attitude towards halal cosmetic products is an important antecedent of the purchase intention halal 

cosmetic products and is mediated by the influence of knowledge, religiosity, and subjective norms (Briliana & Mursito, 2017). 

From previous research that knowledge and religiosity affect purchase intention through attitude, the hypothesis put forward is: 

𝐻4: There is a positive and significant relationship between religiosity and purchase intention 

through halal cosmetics. 

 

METHODOLOGY 

 

Research Approach 

Based on the type, this research is classified as an ex post facto research with a quantitative approach, namely observing events 

that have occurred. This study has Independent Variables, Religiosity (𝐻2); Intervening variable Attitude (Z); and the dependent 

variable, purchase intention (Y). 

 

Population and Sample 

The population of this research is Muslim female students in four universities in Malang city, namely, State University of Malang, 

University of Muhammadiyah Malang, Brawijaya University, Islamic University of Malang. Because the population is so large, 

this study belongs to this type of population. Samples were taken using the purposive sampling technique, purposive sampling is 

one of the non-random sampling techniques where the researcher determines sampling by determining specific characteristics 

following the research objectives so that it is expected to be able to answer research problems. Based on the calculation, the number 

of samples used was 200 respondents, as samples for research data with the following criteria: (1) users of halal cosmetics in 

everyday life (2) Muslim women. 

 

Data collection 

Data were collected from 200 Muslim female respondents spread across four universities in Malang with proportions according to 

the number of populations of each campus, the sampling method used was purposive sampling and the formula is below: 

 

𝑝𝑒𝑟𝑐𝑒𝑛𝑡𝑎𝑔𝑒 𝑜𝑓 𝑠𝑎𝑚𝑝𝑙𝑒 =  
𝑇ℎ𝑒 𝑛𝑢𝑚𝑏𝑒𝑟 𝑜𝑓 𝑠𝑡𝑢𝑑𝑒𝑛𝑡𝑠 𝑝𝑒𝑟 𝑐𝑎𝑚𝑝𝑢𝑠

𝑡𝑜𝑡𝑎𝑙 𝑠𝑡𝑢𝑑𝑒𝑛𝑡𝑠
× 100% 

 

Total sampel = 𝑝𝑒𝑟𝑠𝑒𝑛𝑡𝑎𝑠𝑒 𝑠𝑎𝑚𝑝𝑒𝑙 𝑥 200 

 

questionnaires were distributed both online and hardcopy to obtain the data needed. Each statement item uses a Likert scale 

measurement of 1-5 with a weighted score, namely: 5 strongly agree, 4 agree, 3 quite agree, 2 disagree, 1 strongly disagree. 

 

Furthermore, the data were analyzed using the Statistical Package for The Social Science application or now better known as the 

Statistical Product and Service Solution (SPSS), and here SPSS version 25 is used. 

 

Data analysis 

Before doing data analysis, it is necessary to test the data first, namely using validity and reliability tests. After that, it was analyzed 

using descriptive analysis. 

The aim is to test the validity and reliability test so that the questionnaire that will be distributed to respondents has a high level of 

validity and a high level of reliability. Descriptive analysis aims to determine the description/description of the demographic profile 

of respondents. 

 

 

RESULT 

 

Validity test 

The validity test of this study was declared valid because of the 23 sub-variables of the study showed the Pearson correlation 

approaching 1 
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Table 1: Validity Test Results 

Variabel Pearson correlation Result 

Religiousity 0,802-0,466-0,665-0,675-0,671-0,788-0,532-0,556 Valid 

Attitude 0,865-0,801-0,653-0,844-0,639 Valid 

Purchase Intention 0,732-0,881-0,938-0,909-0,639 Valid 

Source: SPSS Data Processing Result V.25 (2020) 

 

Reliability Test 

The results of the calculation of the reliability test show that all variables are reliable instruments. This can be concluded from the 

results of all Cronbach's Alpha calculations that are above 0.60 or closer to 1, the more reliable the instrument is. 

 

Based on Table 2, shows the results of the calculation of the reliability test that all variables are reliable instruments. This can be 

concluded from the results of all Cronbach's Alpha calculations that are above 0.60 or closer to 1, the more reliable the instrument 

is. 

Table 2: Reliability Test Results X1, X2, Z, Y 

Variabel Cronbach’s Alpha Kriteria Reliabel Hasil 

X 0,758 > 0,60 Reliabel 

Z 0,819 > 0,60 Reliabel 

Y 0,881 > 0,60 Reliabel 

Source: SPSS Data Processing Result V.25 (2020) 

 

Descriptive Analysis 

The results of the description based on pocket money or income were at most in the range of under two million rupiahs, namely 

129 samples because the study took a sample of students who were not yet working, the characteristics of the respondents based 

on the majority of age were in the 23-27 range, namely 119 samples. Descriptions based on the origin of the university have been 

presented for each university based on the number of student populations from each university and the majority of the sample 

comes from Brawijaya University, which is 80 samples. Based on the duration of the use of cosmetics per week, the majority was 

in the range of 4-5 times per week, namely 95 samples. Based on halal awareness, the majority of the samples chose halal cosmetics, 

namely 162 samples, but based on the results of the research the majority of respondents did not know cosmetics with authentic 

halal logos. 

 

Normality test 

A normality test is a test that is carried out to assess the distribution of data in a group of data or variables, whether the data 

distribution is normally distributed or not. The normality test is useful for determining data that has been collected is normally 

distributed or taken from the normal population. The results of the normality test show that the data regression model is normally 

distributed because the dots spread across the diagonal line and follow the diagonal line. 

 

Multicollinearity Test 

Multicollinearity test is a test that is carried out to determine whether in a regression model there is intercorrelation or collinearity 

between independent variables. Intercorrelation is a linear relationship or a strong relationship between one independent variable 

or predictor variable and other predictor variables in a regression model. 

 

From Table 3, the results of the above calculations can be seen that the tolerance value for the Knowledge variable is 0.629, 

Religiosity is 0.720 and Attitude is 0.735, which value is greater than 0.100. Whereas for the VIF value from Table 4.12 the 

calculation shows Knowledge of 1.591, Religiosity of 1.389, and Attitude of 1.361, which value is less than 10.00. So, the results 

of the multicollinearity test of this study showed no symptoms of multicollinearity. 

 

Table 3: Multicollinearity Test Results 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.286 1.642  1.393 .165   

Religiusitas .194 .058 .219 3.361 .001 .720 1.389 

Sikap .418 .056 .478 7.420 .000 .735 1.361 

a. Dependent Variable: Niat Beli 

Source: SPSS data processing result v.25 (2020) 

 

Heteroscedasticity Test 

Based on Table 4, the Sig. for the Religiosity variable of 0.779> 0.05 and finally for the Attitude variable of 0.61> 0.05. From 

these data, it can be concluded that the Heteroscedasticity Test in this study did not occur in Heteroscedasticity. 
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Table 4: Heteroscedasticity Test Results 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) .745 .968  .770 .442 

Religiusitas .010 .034 .023 .281 .779 

Sikap .063 .033 .155 1.883 .061 

a. Dependent Variable: abs_res 

Source: SPSS Data Processing Result V.25 (2020) 

 

Path Analysis 

Effect of Religiosity (X) on Attitude (Z) 

The magnitude of the influence of religiosity on attitudes can be seen partially in table 8. Referring to the output of Table 8, it can 

be seen that the significant value for Religiosity 0.028 is smaller than 0.05. The results of this calculation can indicate that 

Religiosity (X) has a positive and significant effect on Attitude (Y) so that it can be concluded that Hypothesis 1 is accepted. 

 

The interpretation or meaning of the results of these calculations is that the higher the level of religiosity of the respondent, the 

higher the attitude of the respondent's tendency to halal cosmetics. 

 

Hypothesis 1 

𝐻1: There is a positive and significant relationship between religiosity and attitude. 

In the regression test results above, it can be seen that the Sig value. For the Religiosity variable is 0.028 <0.05, it can be concluded 

that the Religiosity variable has a positive and significant effect on the Attitude variable. Then for the value of e1 can be found 

with the formula e1 = √ ((1-0,265)) = 0.857, thus obtaining the path diagram for the structure model 1 on bellow: 

       

         e1= 0.857 

  β2 = 0,157 

Sig. = 0,28 

 

 

 

Figure 2: The direct effect of variable X on Y 

 

Religiosity and Attitude on Purchase Intention 

The magnitude of the influence of Knowledge, Religiosity, and Attitudes towards Purchase Intention can be partially seen in Table 

5 below: 

Referring to the output of Table 8, it can be seen that the significant value for Religiosity is 0.001 and for Attitude 0.000, the value 

is smaller than 0.05. it was concluded that 𝐻1 and 𝐻2 were accepted. 

 

The results of the calculation of the religiosity variable which has a positive and significant effect on the purchase intention halal 

cosmetics, which means that if the higher the level of one's religiosity, the higher the purchase intention halal cosmetics, this is 

found in research in the field where respondents hope their favorite cosmetics will one day be. has a halal certification and includes 

an authentic halal label on the product. 

 

The results of the calculation of the attitude variable show a positive and significant influence so that the interpretation of the 

results of these calculations is that if the higher the attitude towards halal cosmetics, the higher the purchase intention halal 

cosmetics. Research in the field shows that respondents strongly agree that halal cosmetics will be safe to use, therefore they hope 

that their favorite cosmetics that are not halal will one day become halal cosmetics. 

 

Table 5 The Effect of Religiosity and Attitudes on Purchase Intention 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 2.286 1.642  1.393 .165 

Religiousity .194 .058 .219 3.361 .001 

Attitude .418 .056 .478 7.420 .000 

a. Dependent Variable: Purchase Intention 

 

Hypothesis 2 

𝐻2: There is a positive and significant relationship between religiosity and purchase intention. 

In the regression test results above, it can be seen that the Sig value. For the Religiosity, the variable is 0.001 <0.05, it can be 

concluded that the Religiosity variable has a positive and significant effect on the purchase intention halal cosmetics. 

 

 

Religiousity 

(X) 
Attitude (Y) 



International Journal of Business, Economics and Law, Vol. 22, Issue 1 (AUGUST)                                                                                              

ISSN 2289-1552 2020 
 

 

208 

Hypothesis 3 

𝐻3: There is a positive and significant relationship between attitude and purchase intention. 

In the regression test results above, it can be seen that the Sig value. For the attitude variable is 0.000 <0.05, it can be concluded 

that the attitude variable has a positive and significant effect on the purchase intention halal cosmetics. Then for e1 value can be 

found with the formula e2 = √ ((1-0.401)) = 0.774. 

 

Hypothesis 4 

Analysis of the influence of Religiosity X on Purchase Intention (Y) through Attitude (Z). It is known that the direct effect that has 

on (Y) is 0.219. While the indirect effect of X on Y through Z is the multiplication of the beta value of X against Z and the value of 

beta Z on Y, namely: 0.157 x 0.478 = 0.075. then the total effect given by X on (Y) is the direct effect plus the indirect effect, 

namely: 0.219 + 0.075 = 0.294. Based on the results of the above calculations, it is known that the value of the direct effect is 0.219 

and the indirect effect is 0.075 which the interpretation is that the value of the direct effect is greater than the indirect effect. 

 

β4   = 0,219 

      Sig. = 0,001 

 

 

 

 β2 = 0,157     β5 = 0,478 

 Sig. = 0,28     Sig. = 0,000 

 

 

 

 

         e1= 0.857                          e2= 0.774 

 

Figure 3: Direct and indirect effects of variables X, Z on Y 

 

CONCLUSION 

 

It's just that the results of the field findings show that respondents don't quite know which brands are halal, respondents prefer 

cosmetic products based on their friendship environment who generally prefer Korean cosmetic products because they are more 

suitable on the skin and are made from herbal or natural ingredients. 

 

Descriptions of religiosity from interviews with some respondents as additional data. Religious activities that are obliged to be 

routinely carried out by respondents such as prayer, fasting, and zakat as well as additional activities such as watching religious 

events, respondents do it regularly, especially through social media Instagram and YouTube, only activities such as discussing 

religion, not all respondents are interested in doing it regularly. due to several factors, such as the fear of offending the other person 

if the understanding is different. Regarding religiosity with halal cosmetics, respondents agree that halal cosmetics will bring calm 

if used because they do not give worry when used in conjunction with compulsory worship, for example, prayer, therefore 

respondents hope that their favorite cosmetics will one day carry out halal certification and include a halal label. 

 

Field findings show that respondents agree that halal cosmetics are safer to use, but the purchase intention is also determined by 

the friendly environment, for example, if one of his friends does not like a certain brand for reasons that do not match, this opinion 

will affect a person's attitude, making him tend to avoid the brand in question. but not necessarily the cosmetics give the same 

results. 

 

The purchase intention halal cosmetics is quite high considering the knowledge of halal and the level of religiosity of respondents 

who prioritize halal according to Islamic teachings but a large number of cosmetic choices makes cosmetics that are halal less 

attractive to respondents and prefer Korean products in the hope that the respondent's favorite products will one day do halal 

certification for convenience when performing compulsory worship. 

 

The results of the calculation between Religiosity to Purchase Intention indicate that there is a positive and significant influence, 

which means that the higher the level of one's religiosity, the higher the purchase intention for halal cosmetic products. This means 

that if the higher the level of one's religiosity, the higher the purchase intention halal cosmetics. The results showed that product 

knowledge had a positive and significant effect on attitudes, which means that the higher the knowledge of halal cosmetic products, 

the higher the behavior/attitudes towards halal cosmetics for respondents. The results of the calculation show that there is a positive 

and significant influence between religiosity towards attitudes, which means that the higher the level of one's religiosity, the higher 

the respondent's attitude/behavior towards halal cosmetic products. 

 

The calculation results also show that there is a positive and significant influence between the attitude towards purchase intention 

for halal cosmetics, which means that the higher the behavior/attitude towards halal cosmetic products, the higher the respondents' 

purchase intention towards the product or the purchase intention of the respondent's halal cosmetic product is influenced by their 

behavior/attitude. Likewise, the results of the calculation of the indirect effect between knowledge on purchase intention through 

the attitude of the calculation results show a positive and significant influence, which means that the respondent's attitude towards 

halal cosmetics will support the respondent's knowledge of the purchase intention of halal cosmetics. The results of the study show 

that the role of attitude strengthens knowledge to buy halal cosmetics. 

Religiosity (𝑋) 

 

Attitude (𝑍) 

Purchase Intention 

(𝑌) 
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On the other hand, the calculation results show that there is no positive and significant influence between religiosity towards 

purchase intention of halal cosmetics through attitude, which means that attitudes towards halal cosmetics do not affect product 

purchase intentions. The results showed that attitudes have no role between religiosity and purchase intention, which means that 

higher religiosity is not balanced with attitudes towards halal cosmetics. 

 

Theoretical Implications 

Theoretically, the results of the research can have implications for the management company, especially the marketing division, 

to consider the halal of a cosmetic product in terms of Indonesia's market share, which is the majority of Muslims. When the 

implications of this theory have been proven applicable in the cosmetics industry and the results of this study will contribute to its 

reliability to be applied to cosmetics sector companies, besides this research can provide results on how much influence Knowledge 

and Religiosity have on the purchase intention halal cosmetics through attitude with tools. measuring TRA (Theory Reasoned 

Action) on students at 4 universities in Malang. 

 

Practical Implications 

The findings of this study can contribute to the cosmetics sector industry to make halal cosmetic products consideration to follow 

the wishes or expectations and needs of the cosmetic market share in Indonesia, in connection with this, the halal of a product is a 

component that needs to be considered by the company as well as It can be used as a reference for companies, especially the 

cosmetics sector, to find out the needs and desires of the market share that the halal product market is growing, while the consumer's 

needs regarding halal cosmetic products are still difficult to find and consumers are still looking at cosmetic products from Korea, 

which are not guaranteed their halal, this needs to be considered. because the majority of Indonesia's population is Muslim. 

 

Limitations and Future Research 

This study uses TRA (Theory of Reasoned Action) as a measure of attitude, the next researcher should use TPB (Theory of Planned 

Behavior) as a measure of attitude, this study only uses a sample of Muslim women in 4 universities in Malang. The next researcher 

should expand the research sample and conduct interviews to get more in-depth and accurate data. This study uses the SPSS 

analysis tool. Future researchers should use other analysis tools such as SmartPLS to support this research. 

 

REFERENCES 

 

Alserhan, B. A. (2010). Islamic branding: A conceptualization of related terms. Brand Management, 18(1), 34-49. 

Ahmad, A., Rahman, A., & Rahman, S. (2015). Assessing Knowledge and Religiosity on Consumer Behavior toward Halal Food 

and Cosmetic Product. International Journal of Social Science and Humanity 

Aertsens, J., Mondelaers, K., Verbeke, W., Buysse, J., & Van Huylenbroeck, G. (2011). The Influence of Subjective and Objective 

Knowledge on Attitude, Motivations and Consumption of Organic Food. British Food Journal. Vol. 113 (11): 1353–

1378. doi: https://doi.org/10.1108/00070701111179988. 

Aoun, I., & Tournois, L. (2015). Building Holistic Brands: an Exploratory Study of Halal Cosmetics. Journal of Islamic Marketing. 

Vol. 6(1): 109–132. doi: https://doi.org/10.1108/ JIMA-05-2014-0035. 

Ajzen, Icek. & Fishbein, Martin. (2011). Predicting and changing Behavior.The Reasoned Action Approach. Psychology Press is 

an imprint of Taylor & Francis Group, an Informa business.  

Alam, S.S., Mohd, R. and Hisham, B. (2011), “Is religiosity an important determinant on Muslim consumer behaviour in 

Malaysia?”, Journal of Islamic Marketing, Vol. 2 No. 1, pp. 83-96. 

Aman A.H. Lizawati et al. (2012). The Influence of Environmental Knowledge and Concern on Green Purchase Intention the Role 

of Attitude as a Mediating Variable. British Journal of Arts and Social Sciences. ISSN: 2046-9578, Vol.7 No.II. 

Asgari, Maryam.(2014).The Effect of Religious Commitment on Halal Brand Relationship and Purchase Intention. Research 

Journal of Economics and Business Studies. Universiti Teknologi MARA 

Assadi, D. (2003). Do religions influence customer behavior? Confronting religious rules and marketing 

concepts. Databases, 22(10). 

Briliana, Vita and Mursito, Nurwanti (2017). Exploring antecedents and consequences of Indonesian Muslim youths' attitude 

towards halal cosmetic products: A case study in Jakarta. Trisakti School of Management, West Jakarta, Indonesia 

Bonne, K., Vermeir, I., Bergeaud‐Blackler, F., & Verbeke, W. (2007). Determinants of Halal Meat Consumption in France. British 

Food Journal. Vol. 109 (5): 367–386. doi: https:// doi.org/10.1108/0070700710746786. 

Butt,Arshia Mukhtar Muhammad Mohsin. (2012). Intention to choose halal products: The role of religiosity. Journal of Islamic 

Marketing, 3(2), 108e120. 

Chiou, J. (1998). The Effects of Attitude, Subjective Norm, and Perceived Behavioral Control on Consumers’ Purchase Intentions: 

The Moderating Effects of Product Knowledge and Attention to Social Comparison Information. 

Chaniotakis, I.E., Lymperopoulos, C., and Soureli, M., (2010). Consumers’ intentions of buying own-label premium food products. 

Journal of product and Brand Management. Vol 19(5). pp.327-334. 

Changa, H. H., & Liub, Y. M. (2009). The impact of brand equity on brand preference and purchase intentions in the service 

industries. The Service Industries Journal, 9(12), 1687–1706. 

Chung et al.,. 2009. Effects of Country of Manufacture and Brand Image on Korean Consumers’ Purchase Intention. Journal of 

Global Marketing 22: 21-41. 

Engel, et al.,. 1994. Perilaku Konsumen Jilid 1. Jakarta: Binarupa Aksara.  

Engel, et al.,. 1995. Perilaku Konsumen Jilid 2. Jakarta: Binarupa Aksara. 

Fam, S., Waller, D., & Erdogan, B. (2004). The Influence of Religion on Attitudes Towards The Advertising of Controversial 

Products. European Journal of Marketing, 537-556. 

Golnaz Rezai (2009), dalam concern for halalness of halal-labelled food products among muslim consumers in Malaysia: 

evaluation of selected demographic factors. Economic and technology management review, Vol. 4(2009): 65-73 

https://doi.org/10.1108/00070701111179988


International Journal of Business, Economics and Law, Vol. 22, Issue 1 (AUGUST)                                                                                              

ISSN 2289-1552 2020 
 

 

210 

Hassan, Farrag Mohammed, (2015),"The influence of religiosity on Egyptian Muslim youths’ attitude towards fashion", Journal 

of Islamic Marketing, Vol. 6 Iss 1 pp. 95 – 108. http://dx.doi.org/10.1108/JIMA-04-2014-0030 

Hanzaee et al. Product Knowledge and Product Involvement on Information Search and Purchase Intention. The Effect of the 

Country-of-Origin Image. Middle-East Journal of Scientific Research 8 (3): 625-636, 2011. ISSN 1990-9233. 

Department of Business Management, Science and Research Branch, Islamic Azad University, Tehran, Iran.  

Hussin, Hashim, Yusof, and Alias. (2013) Relationship between Product Factors, Advertising, and Purchase Intention of Halal 

Cosmetic. Pertanika Journal of Social Science and Humanities. 21 (S): 85 - 100 (2013). 

Jallad, N. A. (2008). The concepts of al-halal and al-haram in the Arab-Muslim culture: a translational and lexicographical study. 

Language Design, 10, 77-86. 

Jamieson, L.F. and Bass, F.M. (1989), “Adjusting stated intention measures to predict trial purchase of new products: a comparison 

of models and methods”, Journal of Marketing Research, Vol. 26 No. 3, pp. 336-45. 

Mowen, J.G., & Minor, M. (1998). Consumer behavior. 5th Edition. New jersey; prentice hall. 

Mokhlis, S. (2006). The effect of religiosity on shopping orientation: an exploratory study in Malaysia. Journal of American 

Academy of Business, 9(1), 64-74. 

Noland, M. (2007). Religions, islam et croissance économique. Revue française de gestion, (2), 97-118. 

Noordin, N., Noor, N. L. M., Hashim, M., & Samicho, Z. (2009). Value Chain of Halal Certification System: A Case of the 

Malaysia Halal Industry. Paper presented at the European and Mediterranean Conference on Information Systems, 

Crowne Plaza Hotel, Izmir. 

Rahman, Azmawani et al. Assessing Knowledge and Religiosity on Consumer Behavior towards Halal Food and Cosmetic 

Products. International Journal of Social Science and Humanity, Vol. 5, No. 1, January 2015 

Rahman, Azmawani et al. (2015) Consumers and Halal cosmetic products: knowledge, religiosity, attitude and intention. Journal 

of Islamic Marketing, Vol. 6 Issue: 1, pp.148-163 

Sabri, O., Manceau, D., & Pras, B. (2010). Le tabou, un concept peu exploré en marketing. Recherche et Applications en Marketing 

(French Edition), 25(1), 59-86. 

Setyosari, Punaji. 2010. Metode Penelitian Penelitian dan Pengembangan. Jakarta: Kencana. 

Shaari, J. A. N., & Mohd Arifin, N. S. (2009). Dimension of halal purchase intention: A preliminary study. 

Shafie, S., & Othman, N. (2006). Halal Certification: an international marketing issues and challenges. Journal of Marketing 

Research, (15), 565-575. 

Sriminarti Nurul, Nora Liza. (2018). “The Role of Product Knowledge and Attitudes toward Purchasing Intentions: The 

Moderating Effect of Religiosity on Halal Cosmetics” in International Conference on Economics, Business and 

Economic Education 2018, KnE Social Sciences, pages 518–529. DOI 10.18502/kss.v3i10.3153 

Schiffman, L. G. & Kanuk, L.L. (2010). Consumer Behavior. 10𝑡ℎEd. New Jersey: Prentice Hall. 

Souiden, N., & Jabeur, Y. (2015). The impact of Islamic beliefs on consumers’ attitudes and purchase intentions of life 

insurance. International Journal of Bank Marketing. 

Sudarti, ken. & Lazuardi, Rio Dananto. (2018). Kontribusi Pengetahuan Produk Halal, Religiusitas Dan Sikap Dalam Pembentukan 

Niat Beli. Majalah Ilmiah Solusi Vol. 16, No. 3  JULI 2018. ISSN : 1412-5331. 

Kusuma ,Irma Dwi dan Untarini, Nindria. (2104). Pengaruh Pengetahuan Produk Terhadap Niat Beli Dengan Sikap Sebagai 

Variabel Intervening. Jurnal Ilmu Manajemen. Volume 2 Nomor 4. 

Khraim, H. (2010). Measuring Religiosity in Consumer Research from Islamic Perspective. International Journal of Marketing 

Studies, 2(2). 

Kotler, Philip and Gary Armstrong. 2007. Dasar-dasar Pemasaran Edisi Sembilan. Jakarta: PT. Indeks. 

Kotler, Philip and Gary Armstrong. 2007. Dasar-dasar Pemasaran Edisi Sembilan. Jakarta: PT. Indeks. 

Lada, S., & Amin, H. (2009). Predicting intention to choose halal products using theory of reasoned action. International Journal 

of Islamic and Middle Eastern Finance and Management, 2(1), 66e76. 

Liza, N. H. (2011). Intention to Purchase Halal Products among Consumer. (Master dissertation), Universiti Utara Malaysia, 

Malaysia. 

Mukhtar Arshia, Butt Muhammad Mohsin. (2012) Intention to choose Halal products: the role of religiosity", Journal of Islamic 

Marketing, Vol. 3 Iss: 2 pp. 108 – 120. 

Razzaque, M. A., & Chaudhry, S. N. (2013). Religiosity and Muslim consumers' decision‐making process in a non‐Muslim 

society. Journal of Islamic marketing. 

Rezvani, Samin et al.,. 2012. Conceptual Study on the Country of Origin Effect on Consumer Purchase Intention. Journal 

Canadian Center of Science and Education 8 (12): 205-215. 

Shaari, J. A. N., & Arifin, N. S. b. M. (2010). Dimension of Halal Purchase Intention: A Preliminary Study. International Review 

of Business Research Papers, 6(4), 444-456. 

Simamora, Bilson. 2004. Panduan Riset Perilaku Konsumen. Jakarta:PT.Gramedia Pustaka Utama. 

Swimberghe, K., Sharma, D., & Flurry, L. (2009). An exploratory investigation of the consumer religious commitment and its 

influence on store loyalty and consumer complaint intentions. Journal of Consumer Marketing, 26(5), 340-347. 

Tariq, M. I., Nawaz, M. R., Nawaz, M. M., & Butt, H. A. (2013). Customer Perceptions about Branding and Purchase Intention: 

A Study of FMCG in an Emerging Market. J. Basic. Appl. Sci. Res, 3(2), 340-347. 

Tieman, M. (2011). The application of Halal in supply chain management: in-depth interviews. Journal of Islamic Marketing, 2(2), 

186-195. 

Nazahah . (2012). The Halal Product Acceptance Model For The Religious Society. Business & Management Quarterly Review, 

3(1), 17-25, 2012 ISSN 2180-2777 

Rohmatun, Karina Indah dan Dewi, Citra Kusuma Jurnal Ecodemica, Pengaruh Pengetahuan Dan Religiusitas Terhadap Niat Beli 

Pada Kosmetik Halal Melalui Sikap Vol. 1 No. 1 April 2017 ISSN: 2355-0295, E-ISSN: 2549-8932 27 

Yasid et al. (2015). Factors Affecting Muslim Students Awareness of Halal Products in Yogyakarta, Indonesia. International 

Review of Management and Marketing, 2016, 6(S4) 27-31. 

http://dx.doi.org/10.1108/JIMA-04-2014-0030


International Journal of Business, Economics and Law, Vol. 22, Issue 1 (AUGUST)                                                                                              

ISSN 2289-1552 2020 
 

 

211 

Yousaf, S., & Malik, M. S. (2013). Evaluating the influences of religiosity and product involvement level on the 

consumers. Journal of Islamic Marketing. 

Juniman Puput Tripeni. 2018. mengenal-ketentuan-kosmetik-berlabel-halal-dari-lppom-mui 

(online)(https://www.cnnindonesia.com/gaya-hidup/20180329232035-277-287005/mengenal-ketentuan-kosmetik-

berlabel-halal-dari-lppom-mui) 

Kusnandar, Viva Budy. 2019. Berapa-jumlah-penduduk-muslim-indonesia 

(online)(https://databoks.katadata.co.id/datapublish/2019/09/24/berapa-jumlah-penduduk-muslim-indonesia) 

Petriella, Yanita 2019. Produk-di-indonesia-tersertifikasi-halal 

(online)(https://ekonomi.bisnis.com/read/20190116/12/879298/lppom-ui-baru-668.615-produk-di-indonesia-

tersertifikasi-halal) 

 

 

 

 

 

 

 

Ayu Lestari 

Postgraduate of Management, Faculty of Economics and Business 

Universitas Negeri Malang (UM), Malang, Indonesia 

Email: ayulstari995@gmail.com 

 

Prof. Dr. H. Heri Pratikto, M.Si. 

Postgraduate of Management, Faculty of Economics and Business 

Universitas Negeri Malang (UM), Malang, Indonesia 

Email: heri.pratikto.fe@um.ac.id 

 

Dr. Agus Hermawan, GradDipMgt., M.Si, Mbus. 

Postgraduate of Management, Faculty of Economics and Business 

Universitas Negeri Malang (UM), Malang, Indonesia 

Email: agus.hermawan.fe@um.ac.id 

https://www.cnnindonesia.com/gaya-hidup/20180329232035-277-287005/mengenal-ketentuan-kosmetik-berlabel-halal-dari-lppom-mui
https://www.cnnindonesia.com/gaya-hidup/20180329232035-277-287005/mengenal-ketentuan-kosmetik-berlabel-halal-dari-lppom-mui
https://databoks.katadata.co.id/datapublish/2019/09/24/berapa-jumlah-penduduk-muslim-indonesia
https://ekonomi.bisnis.com/read/20190116/12/879298/lppom-ui-baru-668.615-produk-di-indonesia-tersertifikasi-halal
https://ekonomi.bisnis.com/read/20190116/12/879298/lppom-ui-baru-668.615-produk-di-indonesia-tersertifikasi-halal

