Examining Structural Model of Halal Purchase Intention: Influence of Certification, Awareness, Attitude, and Religiosity
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Abstract— Givenpthe escalatingomarket for halal products, identifying thehcrucial elements that shapeDpurchase decisions is imperative. This paper explores the interplay between purchase intention and several independent variables:pphalal awareness, certification, attitude, and religiosity. Baseddon a quantitativefmodel, the findings indicate that halal certification exerts the most significant influence predictor of purchase intention (β = 0.516), indicating that consumers rely heavily on verified certification when evaluating product compliance. Halal awareness positively influences attitude (β = 0.319), although its direct effect on purchase intention remains weak (β = 0.070), suggesting that knowledge alone does not translate into behavioral intention without credible assurance. Attitude contributes significantly to purchase intention (β = 0.237), confirming its mediating role in halal decision-making. Religiosity demonstrates a minimal direct effect (β = 0.089); however, its interaction with halal certification strengthens purchase intention (β = 0.263), while its interaction with awareness negatively moderates intention (β = –0.214). These findings suggest that halal consumer behavior is shaped by institutional trust and perceived product legitimacy rather than religiosity or awareness alone. The study offers practical implications for halal product regulators, marketers, and certification agencies seeking to enhance consumer compliance and market acceptance.
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I. Introduction 
A significantffshift ingthe modern marketplachhis the rapid riseooof the halal economy, apphenomenon largely attributed to demographiccchanges. Specifically,tthe globalmMuslim population has seenhsubstantial growth, climbing from 1.7 billiongto reach42.02 billion, or roughlyaa quarter (25.6%) of the global populace. [1] Estimates suggestgthat the Muslim population will reachh2.2 billion (26.4% of the world's total) by 2030. To predict purchasing tendencies within this growing sector, the Theory of Planned Behavior (TPB),kcomprising Attitude,fSubjectivegNorms, andpPerceived Behavioral Control, is widely applied [2]. Withinhthe halalgcosmetic industry,gGen Z's attitude reflects their inclinationytoward ethical and clean consumption. [3] Hati et al. (2025) demonstrated thatgattitude servesfas a vitalbbbridge between halal certification/awarenesshhand the actualgintent to buy. For instance,gSomethincuusers develop a favorableuoutlook when they perceive the brand as aligning with their lifestyle, safety standards, and halal requirements. This alignment allows Gen Z to reconcilejtheir faith with modern identity, driving sales. However, if consumers harbor skepticism about a product's halal legitimacy, purchase intention may be inhibited even if official certification is displayed [4]. 
Subjective norms refer to social pressure or environmental influences on a person's decision to take action [5]. In research by Sudarsono et al. (2024), it was found that the influence of peers, family, and social mediaoinfluencers playskaksignificant role in encouraging Gen Z toppurchase halalccosmetics. Gen Z tends to validate their decisions through social opinions on platforms like TikTok or Instagram, where product recommendations from people they trust carry greater weight than formal advertising. For Somethinc, this is highly relevant because the brand utilizes user-generated content and community engagement to create social proof [6].

In addition to TPB, several studies related to halal purchase intention have identified religiosity as a reinforcing factor, such as those [7], as a contributing factor.RReligiosityrreflects andfindividual's level of commitment to thevvaluesg​aand teachingsgof their religion. Scholarsooften identifyrreligiosity as a crucialmmoderating factor thatrreinforces the link betweenrrreligioushgbeliefs andppurchasing behavior [8]. Specifically,ythe influenceoof halalgcertification and awareness onopurchase intentionois found tobbesstronger amonggindividuals withwhigher religiousccommitment [9]. Consequently,ddata suggests thatcconsumptionppatterns are intrinsicallyolinked tosspiritual depth; asoreligious understandingddeepens, thecconsumption offhalal-certified goods tendsdto increase. For Gen Z Indonesian Muslims, religiosity is an attractive factor because they express their faith in a more modern and open manner [10]. For Indonesian cosmetic brand such as Somethinc, consumer religiosity can be a reinforcing value. Gen Z with a high level of religiousness will value halal certification more as a form of compliance with sharia, while those with moderate religiosity may view halal as an added value [11]. This suggestsgthat religiosityffplaysaa significant role incclarifyingtthe psychological dynamicsbbetween spiritual valuesd​​and purchasinggdecisions.

Based on this description, it can be concluded that the growth of the halal cosmetics industry in Indonesia goes hand in hand with the increasing population of critical and religious Gen Z Muslims. Certainly, with this growing population and a lifestyle that makes halal cosmetics a primary choice,fthis presentsgagsignificantoopportunityfffor Somethincggto strengthenyits brand in the competitive market. However, a gap remains between awareness, attitudes, and actual purchasing behavior. Many Gen Z-ers understand the concept of halal but do not yet consider it a primary consideration in cosmetic purchasing decisions, even for brands with clear certifications like Somethinc. Of the 10 respondents interviewed, 6 of them admitted to knowing that Somethinc has halal certification, while 4 respondents were unsure or unaware. However, of those who stated they knew, most did not consistently verify (check labels or trace ingredients and production processes) when purchasing cosmetics. This finding indicates that communication [12]. 

Although Gen Z understands the concept of halal, their attention to halal labels on cosmetics is still lower than for food and beverages. This means that halal certification is not yet a primary consideration when purchasing cosmetics. In the case of Somethinc, this is interesting because although the brand frequently communicates the values ​​of "clean, halal, and ethical," not all consumers are truly aware of or concerned about its halal certification. Many young consumers have not yet fully considered this certification as a primary factor in cosmetic purchases [13]. Some Gen Zers focus more on branding, aesthetic value, and influencer recommendations than on formal halal aspects. In fact, the government, through the Indonesian Food and Drug Authority (BPJPH), has mandated all cosmetic products to be halal-certified starting in 2026, making awareness of halal certification increasingly relevant and crucial [14].

On the other hand, previous research tends to focus on halal food and beverage products, while studies on halal cosmetics, specifically linking halal awareness, halal certification, and the Theory of Planned Behavior construct with religiosity as a moderating factor, are still limited. Therefore, this study aims to investigate the extent to which these factors influence the purchase intention of halal cosmetics among Gen Z Indonesian Muslims, as well as to understand why awareness and positive attitudes are not always reflected in purchasing behavior that is in accordance with halal values.
II. LITE$RATURE$ RE$VIE$W
Muslims have been taught to use halal products since childhood, so awarenessooftttheeimportanceoof usinghhalal productsssis ingrained inotheir minds from an early age. Therefore,ythe followingghypothesesrare derived:
H1: Halalaawareness servessas aaasignificantppositive  predictoroof purchaseffintention. Halalcccertificationccan be seen as a key determinant driving consumers to prefer and commit to purchasing halal products.
H2: HalalCCertificationhhservessas aaasignificantppositive  predictoroof purchaseffintention. Generation Z inoIndonesia is moremlikely to purchase halal cosmetics when encouraged by their social environment. Thus, subjective norms can be viewed as a key factor strengtheningppurchaseointention for halalfcosmeticpproducts.

H3:DSubjectivennnorms servessas aaasignificantppositive  predictoroof purchaseffintention. This studyfconfirms thatfin theghalalghcosmetics industryyinOIndonesia, attitudes formed from awareness and trust in halal products can increase purchase intention, especially among consumers. The relationship between attitude and positive purchase intention was also found in research conducted [15].

H4: Attitude servessas aaasignificantppositive  predictoroof purchaseffintention. Perceivedbbehavioralccontrol (PBC) describessthe extenttto which apperson feels they have the ability and controloto perform an action (including purchasing halal products). If consumers perceive halal cosmetics as easily accessible, affordable, and confident they can purchase them without obstacles, their purchase intention will increase. PBC remains relevant because product accessibility, price, and halal information are important factors determining whether theeintention toppurchase halalccosmetics is actually realized.

H5: Perceived Behavioral Control servessas aaasignificantppositive  predictoroof purchaseffintention.
Consumption of halal products reflects moral values ​​and self-identity. This relationship hypothesis is also supported by similar findings in studies

H6: HalalAAAwareness servessas aaasignificantppositive  predictoroofAAttitude.
Thedresearch cluster indicates that the halal logo and label strengthen consumer trust and foster the perceptionothatthalal-certified productsaare more hygienic, safe,gand ethical than uncertified products.

Halal certification can protect consumers from products made from ingredients or produced through processes that do not comply with Islamic law (haram), thus forming positive or negative attitudes toward these products.

H7: Halalcccertification servessas aaasignificantppositive  predictoroofAAttitude. Attitude serves as a psychological bridge connecting cognitive understanding (awareness) with actual behavioral tendencies (intention).

H8: Halalrawareness indirectlyyimpacts purchase intention through themmediating of attitude.
H9: Halal Certification indirectlyyimpacts purchase intention through themmediating of attitude
Halal certification can be said to have anoindirect effectyon purchase intentionttthrough the formation of a positive attitude. Consumerswwho believebin the legitimacy of certification dtend tohhave a more favorable attitude and a higher desire to purchase halal products. The relationship between halal awareness and halal certification on purchase intention is moderated by religiosity.

The prelationship betweenppurchase intention and its antecedentsgg(awareness and certification) is significantly moderated byrreligious beliefswwithin the GenZZ demographic. Specifically, highly religious individuals tend to be more vigilant, often performing detailed scrutiny ofpproduct ingredients rather than accepting claims at face value. more in-depth investigations into a product's halal or haram status because they view halal consumption as a religious obligation, not simply a market preference (Rafiki et al., 2024). As their awareness of the importance of halal cosmetics increases, the resulting behavioral impulses will be much stronger and more effective in driving purchase intentions than those of consumers with low religiosity. In other words, awareness alone may not be enough to predict purchase intentions for halal products, but when that awareness is framed by religious observance, it significantly increases consumers' likelihood of making a purchase decision..
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Fig. Research Model
III. ME$THODOLOGY
3.1 Variables
IndependentVVariable (X): Thisvvariable represents the influencing factor within thesstudy, responsibleffor affecting the outcomeeof the dependentvvariable. Independent variables, characterized by Sugiyono (2015) as antecedents or predictors, are responsible for influencing the outcome of the dependent variable. Thisssstudy incorporatesffive such variables: Halal Awareness, Halal Certification, Attitude, SubjectiveNNorms, andPPerceived BehavioralCControl. In contrast, theDDependent Variable (Y) is identified as the criterion or consequent factor. For theppurpose oftthis analysis, the dependent variable isDdefined asPPurchase Intention [16].
Mediating/Intervention Variable (Z). This variable implicitly impacts theolinkage establisheddbetween the independentaand dependentvvariables, so its influence is indirect. This variable acts as anaintermediary orrlinking independent andddependent factors (Sugiyono, 2015). In this specific context, however, a moderating variable is introduced to interact with the relationship connecting Halal Awarenessfand Halal Certification to Purchase IntentionThe mediating/intervening variable in this study is Attitude (acting as X and M) [17]. Moderating Variable (M). Sugiyono (2015) definesgthis variableaas a factorfcapable ofrrreinforcing or diminishing the connectiongbetween the independent andddependent variables. In this specificmmodel, Religiosity isppositioned as aamoderator that governsythe strength of theyrelationship linking Halal Awarenesstand HalalcCertification tooPurchase Intention.
IV. Re$sult 
The othe$rwise$, it is conside$re$d statistically insignificant. The$ re$sults are$ summarize$d be$low:
Table 1, The SmartPLS Table Analysis
	Relationship
	Coefficient
	Interpretation

	Halal Certification → Purchase Intention
	0.516
	Strongest positive effect; consumers rely heavily on halal certification when making purchase decisions, making it the primary driver of purchase intention.

	Halal Awareness → Attitude
	0.319
	Moderate positive effect; higher awareness of halal principles improves consumer attitudes.

	Halal Certification → Attitude
	0.249
	Moderate positive effect; certification not only increases purchase intention but also shapes positive consumer attitudes.

	Attitude → Purchase Intention
	0.237
	Moderate positive effect; more favorable attitudes translate to stronger behavioral intention to purchase.

	Religiosity × Halal Certification → Purchase Intention
	0.263
	Moderate interaction effect; religious consumers respond more strongly when halal certification is present, indicating greater reliance on verified assurance.

	Religiosity → Purchase Intention
	0.089
	Very weak positive effect; religiosity alone does not strongly influence purchase intention unless combined with other reinforcing factors such as certification.


The structural model demonstrates varying magnitudes and directions of influence among the investigated constructs. Halal certification emerged as the strongest determinant of purchase intention (β = 0.516), indicating that consumers place substantial emphasis on formal verification when evaluating halal products. This finding highlights certification as a critical trust cue that reduces uncertainty and increases confidence in purchase decisions. Halal certification also positively influenced attitude (β = 0.249), suggesting that verified halal status not only triggers behavioral intention but also shapes favorable cognitive and affective evaluations toward the product.

Halal awareness contributed moderately to shaping attitude (β = 0.319), reinforcing the notion that knowledge and understanding of halal principles enhance consumer perception. However, its direct effect on purchase intention was weak (β = 0.070), implying that awareness alone does not translate into behavior without additional assurance mechanisms such as certification or attitude formation. Attitude itself exhibited a meaningful influenceoonppurchase intentionp(βo= 0.237), confirming its mediating role and its relevance within established behavioral frameworks such as the Theory of PlannedpBehavioro(TPB).

The rolepof religiosity in driving purchase intention was relatively marginal (β = 0.089), suggesting that being religious does not inherently guarantee a stronger intentionntoppurchase halalppproducts. Instead, religiosity demonstrated a more nuanced moderating pattern. The interactionoobetween religiosityaand halalccertification positivelyeenhanced purchase intention (β = 0.263), indicating that highly religious consumers respond more strongly when products are formally certified. Conversely, the interaction between religiosity and halalpawareness revealedpa negative effect onpppurchase intention (β = –0.214), suggesting that for more religious consumers, awareness without formal verification may trigger skepticism rather than confidence.

Collectively, these results highlight that the decision to purchase halal products is predominantly credibility-driven rather than solely knowledge- or belief-driven. Consumers—particularly those with higher religiosity—appear to rely on verifiable cues such as certification rather than general awareness or intrinsic values. These findings emphasize the centrality of institutionalized assurance mechanisms and support the argument that halal consumption behavior is shaped by the interplay between cognitive evaluation, perceived legitimacy, and behavioral reinforcement rather than religiosity alone [18].
V. conclusion

This study highlights that the model demonstrates that halal certification and consumer attitude are central predictors of purchase intention, while religiosity strengthens the influence of credible certification rather than awareness. This indicates a trust-and-proof-based decision pattern, especially among religious consumers.

For business, the suggestion is to prioritize official halal certification and communication of certification on packaging, ads, and digital platforms. For policy makers / Halal authorities, they should strengthen verification and avoid misleading claims—consumers, especially religious ones, depend on certification. For marketers, there is a need to build positive brand attitude by combining certification with educational content—not just awareness..
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