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Purpose — This study aims to examine the role of religiosity and knowledge
in influencing subjective attitudes and norms. Then the influence of religion,
knowledge, brand image, and product quality on the intention to buy Halal
cosmetics products in the cosmetics industry in Indonesia.

Methodology — This study used a purposive sampling method to collect
data. As many as 522 young Muslim consumers in 32 provinces in Indonesia
have previously used halal cosmetic products.
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Findings — The study results show that religiosity and Halal product
knowledge significantly influence attitudes, subjective norms, and intentions
to buy halal cosmetic products. Interestingly, the findings reveal that product
knowledge has a higher impact on religiosity on attitudes, subjective norms,
and intentions to buy in terms of cosmetics. Meanwhile, attitudes, brand
image, and product quality affect intention, but subjective norms do not affect
the intention of the young Muslim generation to buy cosmetic products.
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the younger generation of Muslims to introduce halal cosmetic products.
This promotion will increase the knowledge of the young Muslim generation
about halal cosmetics to increase the intention of the young Muslim
generation to buy halal cosmetic products.

Originality — Research develops the influence of knowledge and religiosity
on attitudes and intention, and subjective norms to buy halal cosmetic
products. The object of this research is the young Muslim generation, aged

between 15 and 30 years, with mostly high school and university education.
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Introduction

The global increase in Muslim populations and purchasing products has created a new demand for
halal cosmetic product development. According to Research & Markets' predictions, by 2020, the
cosmetics market will reach US$ 675 billion. In Indonesia, cosmetics sales have increased due to
awareness of beauty and lifestyle. The population of Indonesian women who use cosmetics has
increased by 126.8 million people. In order to find out the habits of Indonesian women regarding
buying cosmetics, research was conducted based on an analysis of 2,442 women's shopping receipts
with an age range of 25 years to 34 years. From the results of this research conducted from January
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to September 2016, millennial women dominated cosmetic purchases, namely in the form of facial
make-up at minimarkets/supermatkets or hypermarkets (Bachdar, 2017).

There is a social stigma about beauty standards that mostly look at the physical with white
skin criteria, beautiful eyeballs, a tall and slim body, a smooth face without pimples, and long
straight hair (Rahmaniah, 2021). This criterion is not only for women but men also begin to use
physical measurements to define perfection as humans. This situation fosters discriminatory
behavior among young people in their environment (Rahmaniah, 2021). Therefore, individual
efforts to look beautiful and handsome are attempted by using cosmetics (Ngah et al., 2021).
Women can have an estimated nine pcs of cosmetics that are used daily. However, it differs from
men, who only need five pcs of cosmetics daily (Picodi, 2020).

Along with the increasing interest of the younger generation in cosmetics, the demand for
halal cosmetic products with various variants has also increased. The increasing demand for halal
cosmetics is influenced by increasing awareness of halal cosmetics, knowledge about halal cosmetics,
and religiosity among the younger generation (Shahid et al., 2018). Ahmad et al. (2015), Divianjella et
al. (2020), and Sudarsono et al. (2020) found that knowledge and religiosity influence attitudes and
intentions to use halal cosmetics in Indonesia. Challenges and opportunities for halal cosmetics in
Indonesia show that consumers with literacy related to the importance of halal cosmetics positively
respond to and promote the use of halal cosmetic products. It will positively impact their skin and
be clean while they process cosmetic products before they sell at market (Rahmi, 2021). Research by
Abd Rahman et al. (2015) and Suki and Suki (2018) conducted in Malaysia found what influences
attitudes to buy halal cosmetics. In addition, their research also revealed that there is a positive
influence between attitudes and intentions to buy halal cosmetic products.

This research seeks to complement previous research on interest in buying halal cosmetics.
This study develops the theory of reasoned action (TRA) put forward by Fishbein and Ajzen
(1975), making attitudes and subjective norms the main variables influencing individual intentions
to buy something. However, in this research, religiosity and knowledge are the main variables that
affect a person's interest in buying cosmetics, but they also affect attitudes and individual subjective
norms. The object of this research is the young generation of Indonesian Muslims who use halal
cosmetics.

Literature Review and Hypothesis Development
Halal Cosmetics

Halal is an Arabic word, quoted explicitly in the Qut’an, which means permitted and lawful (Wilson
& Liu, 2010. The halal concept has a particular motive to preserve the purity of religion, maintain
the mentality of Islam, preserve life, protect property, protect future generations, and support
dignity and integrity (Jaelani, 2017). The concept of halal and haram is part of the entire legal system
of Islam (Sugibayashi et al., 2019). Islamic jurisprudence provides definitions and guidelines for
using cosmetics following Islamic law. According to al-Qaradawi (2009), cosmetics are products
used to enhance one's appearance or maintain good hygiene, and they must be made from halal
ingredients that do not contain any prohibited or harmful substances. Al-Shingiti (2011) provides
a more detailed definition, which includes products used for dental hygiene, and emphasizes the
importance of using halal ingredients and ethical production methods. Halal cosmetics are
becoming increasingly popular among Muslim consumers. Halal cosmetics comply with Islamic
principles and do not contain haram or harmful ingredients (Farooq & Rafiuddin, 2018; Sulaiman
& Hj Ghani, 2019).

Theory Reasoned Action (TRA)

This research uses the theory of reasoned action (TRA), where individual behavior can be very
dependent on their interests/intentions, but it differs from the intention to behave, which depends
on attitudes and subjective norms. From another angle, a belief can create an attitude of individual
behavior with the consequences of behavior and evaluation of the results. It's the same with
normative beliefs and motivation to follow other people's opinions, which can also determine
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subjective norms. It can be said that there are internal factors reflected in individual attitudes and
external factors reflected in the influence of other people that can influence individual interests to
make decisions (Simbolon, 2015). According to Fishbein and Ajzen (1975), the individual's
intention to behave determines whether or not the behavior will be carried out. There are two basic
determinants, namely attitudes (attitude towards behavior) and subjective norms (subjective norms)
(Jalil et al., 2019).

The theory of reasoned action (TRA) illustrates a relationship of interest/intention with
behavior within individual control. The basic assumption of TRA is that each individual will be
aware when making a decision to do or not perform a behavior if the individual has the will. In the
field of marketing, TRA is implemented to explain consumer purchase behavior as a determinant
for making purchases based on their intentions. Similarly, behavior intention can be influenced by
attitudes and subjective norms (Jalil et al., 2019). According to Fishbein and Ajzen (1975), that
attitude is a combination of feelings of like and sadness in an individual towards a behavior.
Meanwhile, subjective norms are responses from individuals related to opinions or input from
others as a trigger for individual intentions to do or not to do a behavior (Aryadhe et al., 2018).

This study utilizes several research variables. There are six variables: attitude, religiosity,
halal knowledge, brand image, subjective norms, and cosmetic quality. It can be concluded that the
theory of reasoned action (TRA) can encourage individuals to behave when it is associated with
beliefs and attitudes and is influenced by certain factors according to this study, including religiosity,
halal knowledge, brand image, subjective norms, and cosmetic quality so that it can decide to buy
halal cosmetic products.

Religiosity and Intention

Religiosity is the level of individuals adhering to religious beliefs, values, practices, and their
application in everyday life (Ngah et al., 2020). This indicates that the stronger the religiosity, the
stronger the positive attitude of consumers toward halal products (Adriani & Ma'ruf, 2020a).
Consumer beliefs and attitudes are formed through religiosity, which is very important in humans
(Al-Otoum & Nimri, 2015; Sudarsono et al., 2021). The stronger the religion, the consumers should
pay attention and be careful with the halal status of products, including cosmetics. They even have
a stronger intention to buy halal maintenance and personal care products, which will generate a
positive response to consumption. (Ahmad et al., 2015). Study Wang and Wong (2021), Karimi et
al. (2022), and Graafland (2017) shows that religiosity is positively related to subjective norms. On
the other hand, Balques et al. (2017) found that religiosity has a positive effect on Muslimah
consumer attitudes in Surabaya towards halal cosmetic products. Likewise, the findings Larasati et
al. (2018) show that the religiosity variable positively influences consumer attitudes towards halal
cosmetic products with Muslim consumer respondents who have never purchased or used
cosmetics. Meanwhile, research Abd Rahman et al. (2015) and Adriani and Ma'ruf (2020) show that
religiosity will have a positive correlation with asking consumers to buy halal cosmetic products.
From previous research, the hypothesis can be formulated as follows:

H1. Religiosity has a positive effect on subjective norms on purchase intention for halal cosmetic

products

H2. Religiosity has a positive effect on attitude toward purchase intention for halal cosmetic products
H3. Religiosity has a positive effect on purchase intention for halal cosmetic products

Halal Knowledge and Intention

Knowledge refers to facts, feelings, or experiences that a certain person or group knows. It can
also be considered awareness gained from experience or learning (Sudarsono et al., 2021). In short,
knowledge is a theoretical or practical skill and expertise a person or group possesses about a
subject (Mahardika, 2019). Study Maichum et al. (2016) and Phocharoen et al. (2020) found that
knowledge positively relates to subjective norms. Meanwhile, the research found that knowledge
positively influences consumer attitudes toward cosmetic products. On the other hand, research
Adriani and Ma'ruf (2020b), Mahardika, (2019), and Putri et al. (2019)show that hala/ knowledge has
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a positive effect on the purchase intention variable and a#fitude toward halal products. From

previous research, the hypothesis can be formulated as follows:

H4. Halal knowledge has a positive effect on subjective norms on the purchase intention to halal
cosmetic products

H5. Halal knowledge has a positive effect on attitude toward purchase intention for halal cosmetic
products

H6. Halal knowledge has a positive effect on intention to purchase halal cosmetic products

Brand Image and Intention

Brand image relates to a brand name, sign, design, symbol, or a combination of these that can
represent an item and differentiate it from its competitors (Rahi et al., 2020). Study Sanny et al.
(2020) and (Mao et al., 2020) explained that brand image positively influences millennial male
consumers' interest in buying a product. Meanwhile, research Ngah et al. (2021) explained that
brand image positively affects the intention to buy halal cosmetics for millennial Muslims. Research
on Wardah's cosmetic products found that brand image influences Muslim women's decisions to
buy halal cosmetics (Lutfie et al., 2015). Based on the explanation above, the hypothesis can be
formulated as follows:

H7. Brand image has a positive effect on the intention to purchase halal cosmetic products

Attitude and Intention

Attitude is a state of mind that can directly or indirectly influence an individual's response to an
object or related situation (Fishbein et al., 1980). Consumers interested in halal cosmetic products
will tend to buy in the future (Briliana & Mursito, 2017). The stronger consumers' attitude toward
halal cosmetics, the stronger the consumer's decision to buy halal cosmetic products (Adriani &
Ma'ruf, 2020a). Study Abd Rahman etal. (2015), Aryadhe et al. (2018), Al-Otoum and Nimri (2015),
Sriminarti (2018), and Wahyuningsih (2018) found that attitude has a positive effect on individual
interest in purchasing halal products. Likewise, research by Ngah et al. (2021) confirm that attitude
positively affects the intention to purchase halal cosmetics.

H8. Attitude has a positive effect on the intention to purchase halal cosmetic products

Subjective Norm and Intention

Subjective norm is a belief that can determine the mindset of individuals in accepting behavior
from other individuals or groups (Briliana & Mursito, 2017). Subjective norms relate to the
influence of individual behavior through friends, peers, and family members. The association will
determine the mindset in behaving so that there will be a feeling of pressure and want to do it.
Study Ngah et al. (2021) and Balques et al. (2017) found that Subjective norms are an important
factor in influencing consumers to buy halal products. The subjective influence of norms with this
intention can be formulated as follows:

H9. Subjective norm has a positive effect on the intention to purchase halal cosmetic products

Cosmetic Quality and Intention

Product quality is a product's advantage in terms of its benefits, including strength, ease of
packaging, durability, reliability, repair, and other product characteristics (Das Guru & Paulssen,
2020). Product quality can be seen, among others, from the product's most important and owned
characteristics. These features are secondary or complementary characteristics, and reliability or
reliability, namely the smallest possibility of damage or failure when used (Lutfie et al. 2015). Khan
et al. (20106) revealed that product quality relates to individual loyalty to buy an item. Research by
Lutfie et al. (2015) found that product quality influences Muslim women's decisions to buy Wardah
products and halal cosmetics. From the explanation above, the hypothesis can be formulated as
follows:

H10. Cosmetic Quality has a positive effect on the intention to purchase halal cosmetic products
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Based on the ten hypotheses above, a research model can be made as follows:

Brand Image

Religiosity

Subjective
Norm

Intention to
purchase

Attitude

Halal

Knowledge

Cosmetic Quality

Figure 1. Research Model

Research Methods
Sample and Data Source

Distribute of questionnaires to respondents through social media such as WhatsApp, Instagram,
and Telegram throughout Indonesia. The sampling method uses non-probability purposive
sampling. The researcher will directly select a sample based on the criteria of sample members,
including male and female Muslim students aged between 15-30 years and who live in Indonesia.

Data Analysis Method

In this study, researchers used SmartPLS 3.0 software to assist in the data processing. This study's
data analysis method uses Structural Equation Modeling (SEM) analysis with Partial Least Square
(PLS). This technique is an alternative technique to Structural Equation Modeling (SEM) analysis
in which the data used does not have to be normally distributed multivariate. The partial regression
analysis (Partial Least Square/PLS) used aims to test the eight hypotheses that have been proposed.

Characteristics of Respondents

Table 1. Characteristics of Respondents

Characteristics of Respondents Frequency Percentage
Gender Man 215 41.9 %
Woman 297 58.1 %
Age 15-20 years 343 66.9 %
21- 25 years 166 32.5%
26-30 years 3 0.6 %
Education SENIOR HIGH SCHOOL 62 12.1 %
Diploma 16 3.1 %
Bachelor 429 83.8 %
Masters 2 0.4 %
Doctor 3 0.6 %
Monthly expenses Under 100,000 211 41.2%
110,000-250,000 173 33.8%
251,000-500,000 96 18.8 %
510,000-750,000 16 3.1 %
751,000 — 1,000,000 9 1.8 %
1,010,000 — 1,250,000 3 0.6 %
1,251,000 — 1,500,000 1 0.2 %
Above 1,500,000 3 0.6 %
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Table 1 shows that the number of female respondents was 297 (58.1%), more than men,
215 people (41.9%). Based on age, the number of respondents aged 15-20 years was 343 people
(66.9%), 20-25 years around 166 people or 32.5%, and three respondents aged 26-30 years (0.6%).
Judging from the education level, most respondents took undergraduate education, namely as many
as 429 people (83.8%), followed by respondents taking high school education, diploma education,
master education, and doctoral education. Meanwhile, as seen from monthly expenditures for
purchasing cosmetics, most respondents were below Rp. 100,000, namely, there were 211 people
(41.2%)).

Results and Discussion

Evaluation of the Measurement Model (Outer Model)

In the figure table, all question items have a factor loading greater than 0.7, and the AVE value for
each variable is greater than 0.5, so no items are excluded (see Table 2)—the results of the test
show that all items from the instrument pass the convergent validity test.
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Figure 2. Factor loading

Table 2 above shows that the value of all variables in the reliability test using either Composite
reliability or Cronbach's Alpha has a value of > 0.70, and validity testing using Average Variance
Extracted (AVE) has a value of > 0.50. Therefore, it can be concluded that the variables tested are
valid and reliable so that it can be continued to test the structural model.

Table 2. Outer Loading Value

Variable Composite Reliability  Cronbach's Alpha AVE
Attitudes (AT) 0.943 0.925 0.769
Religion (RE) 0.886 0.839 0.608
Halal Knowledge (HK) 0.921 0.892 0.699
Brand Image (BM) 0.925 0.899 0.712
Subjective Norms (SN) 0.942 0.918 0.803
Cosmetic Quality (CQ) 0.935 0.913 0.743

Intention (IN) 0.928 0.903 0.721
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Discriminant Validity

Table 3 shows that the correlation of cross loading values for each item has a value > 0.70. Also,
each item, it has the greatest value when it is associated with its latent variable compared to when
it is associated with other latent variables. This shows that each manifest variable in this study
correctly explains its latent variable and proves that discriminant validity meets the requirements
of the test and that all items are declared valid.

Table 3. Cross Loading Results

AT BM CQ HK MO RE SN
AT1 0.886 0.676 0.583 0.592 0.510 0.508 0.700
AT2 0.892 0.640 0.610 0.563 0.522 0.487 0.685
AT3 0.867 0.598 0.647 0.461 0.514 0.451 0.608
AT4 0.885 0.680 0.629 0.493 0.533 0.456 0.638
AT5 0.853 0.695 0.544 0.543 0.526 0.457 0.707
BM1 0.576 0.789 0.500 0.537 0.452 0.335 0.477
BM2 0.648 0.842 0.521 0.487 0.485 0.373 0.557
BM3 0.570 0.845 0.517 0.475 0.428 0.337 0.527
BM4 0.720 0.859 0.633 0.502 0.520 0.458 0.628
BM5 0.641 0.882 0.561 0.518 0.527 0.390 0.586
CQ1 0.565 0.472 0.836 0.373 0.407 0.392 0.499
CcQ2 0.605 0.605 0.872 0.462 0.501 0.423 0.538
CQ3 0.634 0.618 0.885 0.464 0.502 0.453 0.567
CQ4 0.627 0.597 0.895 0.495 0.484 0.483 0.557
CQ5 0.520 0.493 0.819 0.430 0.470 0.371 0.482
HK1 0.585 0.517 0.484 0.814 0.456 0.562 0.536
HK2 0.528 0.519 0.432 0.849 0.460 0.470 0.475
HK3 0.469 0.494 0.436 0.809 0.391 0.400 0.442
HK4 0.503 0.501 0.421 0.877 0.452 0.438 0.450
HK5 0.429 0.454 0.384 0.829 0.445 0.405 0.409
MO1 0.524 0.475 0.527 0.455 0.841 0.400 0.469
MO2 0.449 0.489 0.423 0.441 0.872 0.357 0.395
MO3 0.436 0.502 0.382 0.403 0.864 0.336 0.407
MO4 0.452 0.451 0.438 0.423 0.863 0.350 0.417
MO5 0.621 0.509 0.535 0.502 0.802 0.474 0.546
RE1 0.393 0.351 0.366 0.408 0.320 0.779 0.345
RE2 0.421 0.369 0.364 0.442 0.325 0.781 0.379
RE3 0.416 0.301 0.385 0.411 0.347 0.792 0.380
RE4 0.377 0.369 0.355 0.438 0.388 0.765 0.388
RE5 0.481 0.368 0.445 0.441 0.397 0.783 0.454
SN1 0.673 0.561 0.543 0.475 0.437 0.452 0.890
SN2 0.714 0.637 0.554 0.521 0.507 0.493 0.920
SN3 0.682 0.619 0.549 0.524 0.502 0.435 0.899
SN4 0.664 0.547 0.558 0.549 0.464 0.420 0.899

Goodness of Fit (GoF) or Model Fit

The Goodness of Fit (GoF) criteria or Fit Model consists RMS Theta value or Root Mean Square
Theta <0.102, SRMR or Standardized Root Mean Square Value <0.10, and NFI Value > 0.9. Based
on the results of data processing, the RMS Theta or Root Mean Square Theta value is 0.119 >
0.102, and the NFI value is 0.860 <0.9. So based on the two assessments of the model, it does not
meet the fit model criteria. However, based on the SRMR value or Standardized Root Mean Square,
the value is 0.055 <0.10, so the model is fit, so it can be concluded that the fit model and feasible
to use to test the research hypothesis.

Hypothesis Test

The hypothesis testing results show that religiosity positively affects subjective norms, attitudes,
and purchase intentions of halal cosmetics. This result is in line with the findings Graafland (2017),
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Karimi et al. (2022), and Wang and Wong (2021), which reveals that religiosity is positively related
to subjective norms. So are the findings Agag and Colmekcioglu (2020) found that Islamic
religiosity has a positive relationship with subjective norms. As well previous researchers Divianjella
etal. (2020), Larasati et al. (2018), Mahardika (2019), Putri et al. (2019), And Sudarsono et al. (2020)
show that religiosity with attitude has a positive effect on halal cosmetic products. Study Abd
Rahman et al. (2015), Adriani and Ma'ruf (2020), and Balques et al. (2017) show that religiosity has
a positive effect on attitudes toward halal cosmetic products. Meanwhile, these findings also
support the findings Adriani and Ma'ruf (2020b) and Mahardika (2019), who revealed the positive
influence of Islamic religiosity on the intention to buy halal cosmetics.

Table 4. Path Coefficient and Hypothesis Testing

Ho  Variable Koef T-Stat P-Val Results
H1 Religiosity = Subjective Norm 0.281 5,973 0.000 Supported
H2  Religion = Attitude 0.294 6,217  0.000 Supported
H3  Religiosity = Intention 0.097 2,283 0.023 Supported
H4  Halal Knowledge = Subjective Norm 0.402 7,231 0.000 Supported
H5 Halal Knowledge = Attitude 0.445 8,382 0.000 Supported
H6 Halal Knowledge = Intention 0.159 3,246 0.001 Supported
H7  Brand Image = Intention 0.169 2,892  0.004 Supported
H8  Attitude > Intention 0.157 2,177 0.030 Supported
H9  Subjective Norm => Intention 0.065 1,046 0.296 Not Supported
H10  Cosmetic Quality = Intention 0.163 2,714 0.007 Supported

Halal knowledge positively affects subjective norms, attitudes, and intentions to purchase
halal cosmetics. These results are relevant to the research Maichum et al. (2016) and Phocharoen
et al. (2020)found that halal knowledge positively affects subjective norms. Meanwhile, Adriani and
Ma'ruf (2020), Briliana and Mursito (2017), Divianjella et al. (2020), Larasati et al. (2018), Mahardika
(2019), Phocharoen et al. (2020), Sudarsono et al. (2020)found that there is a positive and significant
influence between halal knowledge and attitude towards halal products. On the other hand,
research Adriani and Ma'ruf (2020), Putri et al. (2019), and Sriminarti and Nora (2018) shows that
halal knowledge has a positive and significant effect on purchase intention. Respondents who
already know the knowledge will be more likely to have the desire to buy halal cosmetics directly.
Knowledge is accumulated into actions or intentions to buy halal cosmetics.

Brand image has a positive effect on the intention of the young Muslim generation to
purchase halal cosmetics. These results are supported by research Ago et al. (2015), Ngah et al.
(2021), and Mao et al. (2020), which reveals that brand image influences purchase intention. Brand
image is an important factor in identifying the suitability of halal cosmetic products with the
behavior of the younger generation, who tend to be pragmatic in their attitudes. This is confirmed
in research by Sanny et al. (2020), which reveals that the male millennial tends to make the brand
image an important factor in buying products.

Attitude influences the young Muslim generation's interest in buying halal cosmic products.
This research is consistent with Ngah et al. (2021), which reveals that attitude positively affects the
intention to purchase halal cosmetics. These results are also in line with research Abd Rahman et
al. (2015), Adriani and Ma'ruf, (2020b), Al-Otoum and Nimri (2015), Afendi et al. (2014), Aryadhe
et al. (2018), Briliana and Mursito (2017), Ekawati and Utami (2020), Mahardika (2019),
Phocharoen et al. (2020), Sriminarti and Nora (2018), and Wahyuningsih (2018) which shows that
attitude towards halal products has a positive and significant effect on purchase intention.

The influence of important people known to individuals influences the interest in buying
products suggested by these important people. However, it turns out that important people known
by the young Muslim generation do not influence their interest in buying halal cosmetics. Results
that are not in line with the research Afendi et al. (2014), Al-Otoum & Nimri (2015), Balques et al.
(2017), Phocharoen et al. (2020), Wahyuningsih (2018), and Ngah et al. (2021) who found that
subjective norms affect the intention to purchase halal cosmetics. On the other hand, these findings
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reinforce the findings Ikhsan and Sukardi (2020) and Alam et al. (2012), which reveal that the
influence of subjective norms does not affect the intention to buy halal cosmetic products.

Quality is important for the younger generation of Muslims in having halal cosmetics. It is
proved that there is a positive influence between the quality of cosmetics and the purchase intention
of halal cosmetics. These results are supported by the findings Accaradejruangsri (2012) and Lutfie
et al. (2015), which show a positive influence of product quality on buying the product. The
younger generation of Muslims considers cosmetics important to maintain the appearance and
increase self-confidence. Therefore, the quality of cosmetics guarantees a better appearance and
confidence.

Conclusion

Based on the research that has been done, empirical evidence has been obtained that there is a
direct influence between religiosity, halal knowledge, brand image, attitude, subjective norms, and
cosmetic quality on the intention to purchase halal cosmetics. There is also an indirect effect of
religiosity and halal knowledge with attitudes towards purchase intentions of halal cosmetics and
from religiosity and halal knowledge with subjective norms on purchase intentions of halal
cosmetics. The results of this study indicate that religiosity and cosmetics are important factors for
the young Muslim generation to buy halal cosmetic products. Therefore, companies need to
increase promotions targeting the young Muslim generation to increase their understanding of halal
cosmetic products,

This research has limitations; among others, the respondents in each province are
disproportionate in terms of the number of respondents and gender. Several male respondents still
considered that identical cosmetics were used for women, giving rise to doubts for male
respondents to complete the questionnaire. From these limitations, it is recommended for research
that will use more data or only focus on certain areas, besides that cosmetics are often
misinterpreted as only for women, so it is necessary to explain in more detail from the start
cosmetic products for men

Reference

Abd Rahman, A., Asrarhaghighi, E., & Ab Rahman, S. (2015). Consumers and halal cosmetic
products: Knowledge, religiosity, attitude and intention. Journal of Islamic Marketing, 6(1),
148-163. https://doi.org/10.1108/JIMA-09-2013-0068

Ackaradejruangsri, P. (2012). The effect of product quality attributes on Thai consumers buying
decisions. Ritsumeikan Journal of Asia Pacific Studies, 33(c), 14-24.

Adriani, L., & Ma’ruf. (2020a). Pengaruh Islamic religiosity dan halal knowledge terhadap purchase
intention kosmetik halal dimediasi oleh attitude terhadap produk halal di Indonesia. 4/
Muzara’Ah, 8(1), 57-72. https:/ /doi.org/10.29244 /jam.8.1.57-72

Adriani, L., & Ma’ruf. (2020b). Pengaruh islamic religiosity dan halal knowledge terhadap purchase
intention kosmetik halal dimediasi oleh attitude terhadap produk halal di Indonesia. 4/
Muzara’Ah, 8(1), 57-72. https:/ /doi.org/10.29244 /jam.8.1.57-72

Afendi, N. A., Azizan, F. L., & Darami, A. 1. (2014). Determinants of halal purchase intention:
Case in Perlis. International Journal of Business and Social Research, 4(5), 118-123.
https://doi.org/10.18533/ijbsr.v4i5.495

Agag, G., & Colmekcioglu, N. (2020). Understanding guests’ behavior to visit green hotels: The
role of ethical ideology and religiosity. International Journal of Hospitality Management,
91(Match), 102679. https://doi.org/10.1016/j.ijhm.2020.102679

Ago, G., Suharno, Mintarti, S., & Hariyadi, S. (2015). Effect of product quality perception, trust,
and brand image on generic drug buying decision and consumer satisfaction of hospital
patientsi in East Kalimantan. European Journal of Business and Management, 7(14), 50—69.
https:/ /www.iiste.org/Journals/index.php/EJBM/article /view /22482



The intention of the young Muslim generation to purchase halal cosmetics . .. 159

Ahmad, A. N., Rahman, A. A., & Rahman, S. A. (2015). Assessing knowledge and religiosity on
consumer behavior towards halal food and cosmetic products. International Journal of Social
Science and Humanity, 5(1), 10-14. https://doi.org/10.7763/1JSSH.2015.V5.413

Al-Otoum, D. F. J., & Nimri, R. S. (2015). Antecedents of consumers’ behavior towards halal food
among Jordanian customers: A structural equation modeling (SEM) approach. Journal of
Marketing and Consumer Research, 12. https:/ /doi.org/10.1016/0016-5085(91)90613-p

Alam, S. S., Janor, H., Zanariah, Wel, C. A. C., & Ahsan, M. N. (2012). Is religiosity an important
factor in influencing the intention to undertake Islamic home financing in Klang Valley?
World Applied Sciences Journal, 19(7), 1030-1041.
https://doi.org/10.5829 /idosi.wasj.2012.19.07.392

Al-Shinqiti, M. M. (2011). Figh al-adiyyah wa al-adab al-mufradah. Dar al-Kitab al-Islami.
Al-Qaradawi, Y. (2009). The lawful and the prohibited in Islam. 1slamic Book Trust

Aryadhe, T, Suryani, A., & Sudiksa, I. B. (2018). Pengaruh sikap dan norma subjektif terhadap niat
beli dan keputusan pembelian, E-Jurnal Manajemen  Unud, 7(3), 1452-1480.
https://doi.org/10.24843 /EJMUNUD.2018.v7.i03.p012

Bachdar, S. (2017). Menganalisis konsumsi kosmetik  perempuan  millennials Indonesia. Marketeers.
https:/ /www.marketeers.com/menganalisa-konsumsi-kosmetik-perempuan-milenial-
indonesia/

Balques, A., Noer, B. A., & Nuzulfah, V. (2017). Analisis sikap, norma subjektif, dan niat beli
produk kosmetik halal pada konsumen muslimah di Surabaya. Jurnal Sains dan Seni ITS, 6(2).
https://doi.org/10.12962/i23373520.v6i2.25472

Briliana, V., & Mursito, N. (2017). Exploring antecedents and consequences of Indonesian Muslim
youths’ attitude towards halal cosmetic products: A case study in Jakarta. Asia Pacific
Management Review, 22(4), 176-184. https://doi.org/10.1016/j.apmrv.2017.07.012

Das Guru, R. R. & Paulssen, M. (2020). Customers’ experienced product quality: scale
development and validation, European Journal of marketing, 54(4), 0645-
670. https://doi.org/10.1108/EJM-03-2018-0156

Divianjela, M., Muslichah, I. & Ariff, Z. (2020). Do religiosity and knowledge affect the attitude
and intention to use halal cosmetic products? Evidence from Indonesia. Asian Journal of
Istamic Management, 2(2), 71-81. https://doi.org/10.1108/AJIM.vol2.iss2.art1

Ekawati, T., & Utami, T. (2020). Kajian faktor-faktor yang mempengaruhi niat beli produk organik.
Journal of Business and Information Systems, 2(1). https://doi.org/10.36067 /jbis.v2i1.35

Farooq, S., & Rafiuddin, M. (2018). Islamic marketing and branding: Halal cosmetics industry in
focus. Journal of Islamic Marketing, 9(2), 369-381. https://doi.org/10.1108/JIMA-04-2017-
0041

Fordian, D., & Ramadiawati, A. A. (2020). Pengaruh brand orientation dan co-creation value
terhadap marketing capability studi pada make-up artist (MUA) di kota Bandung. Jurnal
Riset Akuntansi Dan Managemen, 91, 1-15. http://ojs.itb-
ad.ac.id/index.php/LQ/article/view/348/226

Fishbein, M., & Ajzen, 1. (1975). Belief, attitude, intention, and bebavior: An introduction to theory and
research. Addison-Wesley Publishing.

Fishbein, M., Jaccard, J., Davidson, A. R., Ajzen, 1., & Loken, B. (1980). Predicting and
understanding family planning behaviors. In Understanding attitudes and predicting social bebavior.
Prentice Hall.

Graafland, J. (2017). Religiosity, attitude, and the demand for socially responsible products. Journal
of Business Ethics, 144(1), 121-138. https://doi.org/10.1007/s10551-015-2796-9


https://doi.org/10.1108/EJM-03-2018-0156

160 Asian Journal of Islamic Management (AJIM), 2022, 4(2), 150-162

Ikhsan, R. R. N., & Sukardi, S. (2020). Pengaruh religiusitas, sikap, norma subjektif, dan kontrol
perilaku terhadap niat membeli produk kosmetik halal di fakultas ekonomi dan bisnis
Universitas Ahmad Dahlan Yogyakarta. Jurmal llmiah Ekonomi Global Masa Kini, 11(1), 49.
https://doi.org/10.36982/jiegmk.v11i1.1061

Iranmanesh, M., Mirzaei, M., Parvin Hosseini, S. M., & Zailani, S. (2019). Muslims’ willingness to
pay for certified halal food: An extension of the theory of planned behaviour. Journal of
Istamic Marketing, 11(1), 14-30. https://doi.org/10.1108/JIMA-03-2018-0049

Jaelani, A. (2017). Halal tourism industry in Indonesia: Potential and prospects. International Review of
Management and Marketing, 7(3). http://dx.doi.org/10.2139/ssrn.2899864

Jalil, I., Wahyuningsih, Y. E., & Ansari, L. P. (2019). Applied of reasoned action theory (TRA) yang
berdampak pada intention to purchase herbal cosmetics. Jurnal Bisnis dan Kajian Strategi
Manajemen, 3(2), 105-118. https://doi.org/10.35308/jbkan.v3i2.1376

Karimi, S., Liobikiene, G., & Alitavakoli, F. (2022). The effect of religiosity on pro-environmental
behavior based on the theory of planned behavior: A cross-sectional study among Iranian
rural female facilitators. Frontiers 7 Psychology, 13(February).
https://doi.org/10.3389/fpsyg.2022.745019

Khan, M. N., Aabdean, Z. ul,, Salman, M., Nadeem, B., & Rizwan, M. (2016). The impact of
product and service quality on brand loyalty: An exploratory investigation of quick-service
restaurants. Journal of  Foodservice Business Research, 2(3), 84-94.
https://doi.org/10.1300/J369v08n03_04

Khotimah, N. (2018). Pengaruh religiusitas, kepercayaan, citra perusahaan, dan sistem bagi hasil
terhadap minat nasabah menabung dan loyalitas di bank syariah Mandiri (Studi kasus pada
nasabah bank syariah Mandiri Gresik. [MM717: Jurnal Iimn Ekonomi dan Manajemen, 501),
37-48. https://doi.org/10.30996/jmm17.v5i01.1712

Larasati, A., Hati, S. R. H., & Safira, A. (2018). Religiusitas dan pengetahuan terhadap sikap dan
intensi konsumen muslim untuk membeli produk kosmetik halal. Esensi: Jurnal Bisnis dan
Manajemen, 8(2), 105-114. https://doi.org/10.15408/ess.v8i2.7459

Lutfie, H., Suzanti, E. P. P., Omar Sharif, O., & Alamanda, D. T. (2015). Which is more important?
halal label or product quality. Advances in Social Science, Education and Humanities Research.
https://doi.org/10.2991/isclo-15.2016.41

Mahardika, T. P. (2019). Pengaruh pengetahuan dan religiusitas terhadap minat beli dengan sikap
konsumen sebagai variabel mediasi (Studi pada pengguna kosmetik wardah di Yogyakarta).
Jurnal mn Manajemen, 16(2), 83-93. https://doi.org/10.21831/jim.v16i2.34766

Maichum, K., Parichatnon, S., & Peng, K. C. (2016). Application of the extended theory of planned
behavior model to investigate purchase intention of green products among Thai
consumets. Sustainability, §(10), 1-20. https://doi.org/10.3390/su8101077

Mao, Y., Lai, Y., Luo, Y., Liu, S., Du, Y., Zhou, J., Ma, J., Bonaiuto, F., & Bonaiuto, M. (2020).
Apple or Huawei: Understanding flow, brand image, brand identity, brand personality and
purchase intention of smartphone. Sustainability, 12(8).
https://doi.org/10.3390/SU12083391

Ngah, A. H., Gabarre, S., Enecizan, B., & Asri, N. (2020). Mediated and moderated model of the
willingness to pay for ‘halal transportation.  Journal of = Islamic  Marketing.
https://doi.org/10.1108/JIMA-10-2019-0199

Ngah, A. H., Gabarre, S., Han, H., Rahi, S., Al-Gasawneh, J. A., & Park, S. H. (2021). Intention to
purchase halal cosmetics: Do males and females differ? a multigroup analysis. Coswzetics,
8(1), 1-14. https://doi.otg/10.3390/ cosmetics8010019

Photcharoen, C., Chung, R., & Sann, R. (2020). Modelling theory of planned behavior on health


https://doi.org/10.21831/jim.v16i2.34766

The intention of the young Muslim generation to purchase halal cosmetics . .. 161

concern and health knowledge towards purchase intention on organic products. International
Business Research, 13(8), 100. https://doi.org/10.5539/ibt.v1308p100

Picodi. (2020). Preferensi orang Indonesia terbadap kosmetik. Picodi.Com.
https:/ /www.picodi.com/id/mencari-penawaran/preferensi-orang-indonesia-terhadap-
kosmetik

Putri, 1. S., Daryanti, S., & Ningtias, A. R. (2019). The influence of knowledge and religiosity with mediation
of attitude toward the intention of repurchasing halal cosmetics. 72(Icbmr 2018), 172-177.
https://doi.org/10.2991/icbmr-18.2019.29

Rahi, S., Ghani, M. A., & Ngah, A. H. (2020). Factors propelling the adoption of internet banking:
The role of e-customer service, website design, brand image and customer satisfaction.
International ~ Journal — of  Business — Information — Systems,  33(4), 549-569.
https://doi.org/10.1504/1]BIS.2020.105870

Rahmaniah, F. (2021). Heboh stigma masyarakat tentang standar fkecantikan. Kompasiana.
https:/ /www.kompasiana.com/fathr/60£54be270de0564ca70e3b2 /heboh-stigma-
masyarakat-tentang-standar-kecantikan?page=2&page_images=1

Rahmi, A. N. (2021). Peluang dan tantangan halal kosmetik di Indonesia. Bunga rampai 30 tahun
ekonomi syariah Indonesia. https://www.iaei-pusat.org/news/buku/bunga-rampai-30-
tahun-ekonomi-syariah-indonesia?language=id

Sanny, L., Arina, A. N., Maulidya, R. T., & Pertiwi, R. P. (2020). Purchase intention on Indonesia
male’s skin care by social media marketing effect towards brand image and brand trust.
Management Science Letters, 10, 2139-2146. https://doi.org/10.5267 /j.msl.2020.3.023

Shahid, S., Ahmed, F., & Hasan, U. (2018). A qualitative investigation into consumption of halal
cosmetic products: The evidence from India. Journal of Islamic Marketing, 9(3), 484-503.
https://doi.org/10.1108/JIMA-01-2017-0009

Simbolon, S. (2015). Aplikasi theory of reasoned action untuk memprediksi perilaku konsumen
dalam pembelian sepeda motor Yamaha Vixion (Studi kasus: Mahasiswa sekolah tinggi ilmu
ekonomi IT&B Medan). Unaversitas: KST Medan, 19.
http://ejournal.ust.ac.id/index.php/JIMB_ekonomi/article/view/96/102

Sriminarti, N., & Nora, L. (2018). The role of product knowledge and attitudes toward purchasing
intentions: The moderating effect of religiosity on halal cosmetics. KnZ Social Sciences, 3(10),
518-519. https://doi.org/10.18502/kss.v3i10.3153\

Sugibayashi K, Yusuf E, Todo H, Dahlizar S, Sakdiset P, Arce FJ, See GL. (2019). Halal cosmetics:
A review on ingredients, production, and testing methods. Cosmetics. 6(3), 37.
https://doi.org/10.3390/cosmetics6030037

Sudarsono, H., & Nugrohowati, R. N. I (2020). Determinants of the Intention to consume halal

food, cosmetics and pharmaceutical products . Journal of Asian Finance, Economics and Business,
7(10), 831-841. https://doi.org/10.13106/jafeb.2020.vol7.01010.831

Sudarsono, H, Ash Sidiqj, J. S., & Tumewang, Y. K (2021). The impact of religiosity and knowledge

on the intention of young muslim generation toward halal tourism in Indonesia, Towurism
and Hospitality Management, 27 (2), 255-272. https://doi.org/10.20867 /thm.27.2.2

Suki, N.M., & Suki, N.M. (2018). Halal cosmetic products: Do knowledge and religiosity affect
consumers' attitude and intention to use. Infernational Journal of Engineering and Technology,
7(4.38), 764-767. https:/ /doi.org/10.14419 /ijet.v7i4.38.27540

Sulaiman, N. L., & Hj Ghani, R. (2019). The development of halal cosmetics in Malaysia: A review.
Journal of Islamic Marketing, 10(4), 1081-1092. https://doi.org/10.1108/JIMA-06-2018-0126

Wahyuningsih, 1. (2018). Intensi konsumen terhadap kosmetik dan produk skincare halal di
indonesia: Pendekatan theory of planned behavior. Journal of Economics and Business


http://dx.doi.org/10.14419/ijet.v7i4.38.27540

162 Asian Journal of Islamic Management (AJIM), 2022, 4(2), 150-162

Aseanomics, 3(1), 41-59. https://doi.org/10.33476 /jeba.v3il.741

Wang, L., & Wong, P. P. W. (2021). Marketing of environmentally friendly hotels in China through
religious segmentation: a theory of planned behaviour approach. Towurism Review, 76(5),
1164-1180. https://doi.org/10.1108 /TR-08-2019-0327

Wilson, J. A. J., & Liu, J. (2010). Shaping the halal into a brand? Journal of Islamic Marketing, 1(2),
107-123. https://doi. org/10.1108/17590831011055851


https://doi.org/10.33476/jeba.v3i1.741

