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Abstract

This study aims to analyze the influence of halal products and halal labels on Generation
Z purchasing decisions, emphasizing the significant role of product quality, brand
perception, and price as mediating variables. These variables not only amplify the impact
of halal products and labels, but also become the main link that explains how awareness
of halal products drives purchasing decisions. The research method used is quantitative
with a survey approach, involving 523 respondents from five districts and cities in East
Java (Jombang, Kediri City, Kediri Regency, Tulungagung, and Trenggalek) selected
through purposive sampling. The results show that halal labeling has a significant effect
on brand perception, indicating a moderate positive relationship. Halal products also have
a strong influence on perceived quality, making it a major factor in increasing product
attractiveness. In addition, the relationship between perceived quality and price shows a
significant effect, emphasizing that quality is the main determinant of price in the context
of halal products. In contrast, the path from halal label to price through brand has a very
low and insignificant coefficient, confirming the weak role of brand in influencing price.
This finding bridges the literature gap by showing that product quality plays a more
dominant role than brand in mediating the relationship between halal attributes, price,
and purchase decision. The practical implication is that businesses focusing on the halal
market need to direct marketing strategies on improving product quality to strengthen
competitiveness, instead of relying too much on brand strength.
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Introduction

The growing demand for halal products,’ particulatly among Generation Z,” calls for a better
understanding’ of the factors shaping their purchasing decisions.* Global trends or developments
related to this research theme include: Mian N. Riaz (2018) highlights how halal standards are
implemented in various countries.’ In addition, Yunes Ramadan Al-Teinaz (2020) discussed various
important aspects of the halal food industry, including food safety, regulation and certification.’
More recently, Hussain Mohi-ud-Din Qadri (2024) provides a comprehensive view of the concept
of halal, covering sharia, commercial, regulatory and technological aspects of the global halal
industry. Issues such as the use of advanced technologies (e.g. blockchain and artificial intelligence)
in the halal sector are also discussed. In addition, the book proposes solutions to challenges such
as harmonization of halal standards at the global level, making it an essential reference for
academics and practitioners in the field of Islamic economics as well as halal business globally.”

Although the market for halal products is expanding, comprehensive research on how halal
labels, product quality, brand perception, and price influence the purchasing behavior of this
demographic remains lacking. According to a survey conducted by Halal Research Institute, 62%
of Generation Z consumers in Indonesia expressed a preference for halal-certified products,
indicating a significant market opportunity.” However, the specific mechanisms through which
halal labelling and product quality influence their purchase decisions remain unexplored, which
highlights a critical research gap. Research (Simbolon, 2019; Juliana et al., 2022) shows that Muslim
consumers prefer products with halal certification, as such certification assures them of compliance
with their religious beliefs” and increases their confidence in product quality and safety."” Halal
labels serve not only as a marker of religious compliance but also as a signal of product integrity,
which is especially important for consumers who prioritize ethical consumption."" Furthermore,
the perception of halal products as high quality is often associated with the strict standards

! Khurun’in Zahro’ et al., “The Influence of Marketing, Pricing and Promotion on Gen Z’s Purchase Behavior
of Halal Cosmetics in Indonesia,” The Journal of Muamalat and Islamic Finance Research, 2023, 112-24,
https://doi.otg/10.33102/jmifr.517.

2 Nur Rizqi Febriandika, Vamel Wijaya, and Lukmanul Hakim, “Gen-Z Muslims’ Purchase Intention of Halal
Food: Evidence From Indonesia,” Innovative  Marketing 19, no. 1 (2023): 13-25,
https://doi.org/10.21511/im.19(1).2023.02.

3 Dia Purnama Sari, Itsla Yunisva Aviva, and Utari Evy Cahyani, “Muslim Z Generation Purchase Behavior on
Halal Cosmetics and Skincare,” A#-Tzjaroh Jurnal Imn Manajemen Dan Bisnis Islam 8, no. 2 (2022): 186-98,
https://doi.org/10.24952/tijaroh.v8i2.5282.

4 Niyazi Gumis and Ebru Onurlubas, “Investigation of Factors Affecting Generation Z’s Halal Cosmetics
Adoption,” Marketing and Management of Innovations 14, no. 1 (2023): 1-11, https://doi.org/10.21272/mmi.2023.1-01.

5 Mian N Riaz and Muhammad M Chaudry, Handbook of Halal Food Production (CRC Press, 2018).

¢ Yunes Ramadan Al-Teinaz, Stuart Spear, and Ibrahim H A Abd El-Rahim, The Halal Food Handbook (John
Wiley & Sons, 2020).

7 Hussain Mohi-ud-Din Qadti, The Global Halal Industry: A Research Companion (Taylor & Francis, 2024).

8 Burhanudin and Reza Nur Saifullah Daldiri, “Chinese Ice Cream in Indonesia: Analyzing Halal Brand Image,
Halal Brand Loyalty, Halal Brand Trust and Purchase Intention,” The Journal Gastronomy Tonrism 10, no. 2 (2023): 152—
66, https://doi.otg/10.17509/ gastur.v10i2.63353.

? Freddy Pandapotan Simbolon, “The Impact of Halal Label, Price, and Brand on the Purchase Decision of
Bakso Wagyu in Kota Wisata Cibubut,” The Winners 20, no. 2 (2019): 111, https://doi.otg/10.21512/tw.v20i2.5891.

10 Juliana et al., “Halal Cosmetics in the Eyes of Millennial Muslims: Factor Analysis of Halal Labels and
Celebrity Endorsers,” Jurnal Eonomi Dan Bisnis Islam (Journal of Islamic Economics and Business) 8, no. 2 (2022): 318-33,
https://doi.org/10.20473 /jebis.v8i2.40598.

11 Abdalla Mohamed Bashir et al., “Factors Affecting Consumers’ Intention Towards Purchasing Halal Food
in South Africa: A Structural Equation Modelling,” Journal of Food Products Marketing 25, no. 1 (2018): 26-48,
https://doi.org/10.1080/10454446.2018.1452813.

Tribakti: Jurnal Pemikiran Keislaman
Volume 30, Issue 1, January 2025
44



Assessing the Role of Product and Halal Label in Shaping Consumer Behavior
Imam Sopingi, Irham Zaki, Peni Haryanti, Rohmad Prio Santoso, Muhammad Rizal Asri

associated with halal certification,'” which can significantly influence decisions.” In addition to halal
labeling, product quality plays an important role in consumer decision-making. Research
(Hasbullah, 2023; Arifitria, 2023) shows that consumers are more likely to buy halal products when
they perceive them to be of high quality,' as this perception directly affects their trust and
satisfaction.” Research by Bukhari et al. (2019) on halal cosmetics has shown that product quality,
in addition to halal certification, significantly affects consumer preference and purchase intention. '
This suggests that while halal labeling is important, the intrinsic quality of the product cannot be
ignored, as it is integral to consumer satisfaction and loyalty. In addition, the interaction between
halal labeling and product quality is crucial in understanding consumer behavior. Some studies
suggest that consumers may prioritize product quality over halal certification when making
purchasing decisions,'” especially in markets that do not prioritize halal products.' This suggests a
potential shift in consumer priorities, where product quality may take precedence, thus challenging
the assumption that halal labeling is the sole determinant of purchasing behavior."”

For marketers and businesses aiming to penetrate this lucrative market segment,
understanding how halal products and labels impact Generation Z's purchasing decisions is
essential. Research indicates that brand image and price significantly influence consumer purchase
intentions, with 75% of consumers willing to pay a premium for products that align with their
values, such as those with halal certification.”” In addition, research by Ulfia, et al. (2022) shows
that 80% of consumers consider halal labels as a marker of quality and trust, further emphasising
the importance of these factors in purchasing decisions.”

This study addresses the research gap by examining how halal products and labeling influence
Generation Z's purchasing decisions, with a particular focus on the mediating roles of product
quality, brand perception, and price. While previous research has explored various aspects of halal
branding, the findings are inconsistent. For example, some studies show that halal labelling

12 Muniaty Aisyah, “Consumer Demand on Halal Cosmetics and Personal Care Products in Indonesia,” A/~
Igtishad Jonrnal of Islamic Economics 9, no. 1 (2016), https://doi.org/10.15408/aiq.v9i1.1867.

13 Siti Salmah and Anwar Adem Shikur, “The Relationship of Attitude, Perceived Behavioral Control, Subjective
Norm on Halal Food Purchasing Behavior on Indonesian Muslim Millennials,” E&onomi Islam Indonesia 5, no. 1 (2023),
https://doi.otg/10.58968/eii.v5i1.258.

14 Nurul Adilah Hasbullah, Adlin Masood, and Norfhadzilahwati Rahim, “Does Faith Dictate the Purchasing
Behavior of Malaysian Muslim Millennials and Gen Z in Halal Cosmetics?,” in I-IECONS E-Proceedings, 2023, 681-87,
https://doi.org/10.33102/iiecons.v10i1.48.

15 Sekar Alma Arifitria, Reny Fitriana Kaban, and Hidajat Sofyan Widjaja, “How Do Halal Labels, Pricing, and
Promotion Affect Sasha Toothpaste Purchasing Decisions?,” Perbanas Journal of Islamic Economics and Business 3, no. 2
(2023): 112, https://doi.org/10.56174/ pjieb.v3i2.135.

16 Faheem Bukhari et al., “Is Religiosity an Important Consideration in Muslim Consumer Behavior,” Journal of
Istamic Marketing 10, no. 4 (2019): 1288-1307, https://doi.org/10.1108/jima-01-2018-0006.

I7 Harie Lutfie et al., “Which Is More Important? Halal Label or Product Quality,” in Proceedings of the 3rd
International Seminar and Conference on Learning Organization (Isclo-15), 2016, https://doi.org/10.2991 /isclo-15.2016.41.

18 Lily Ulfia, Mamluatul Maghfiroh, and Rachma Indrarini, “Halal Label and Product Quality: Case Study
Wardah Cosmetic Product Purchase Decision,” Li Falah Jurnal Studi Ekonomi Dan Bisnis Islam 6, no. 2 (2022): 41,
https://doi.org/10.31332/lifalah.v6i2.1919.

19 Finka Oktaniar, Erna Listyaningsih, and Bambang Purwanto, “The Effect of Halal Labeling, Advertisement
Creativity and Lifestyle on Purchase Decisions of Wardah Products (Case Study of Students of Universitas
Malahayati),” Kne Social Sciences, 2020, https://doi.org/10.18502/kss.v4i14.7926.

20 Hilda Yuliastuti et al., “Analysis of the Influence of Brand Image, Price, and Product Quality on Consumer
Buying Intentions in the Indonesian Retail Market: Mediation by the Level of Consumer Trust,” International Journal of
Business Law and Education 5, no. 1 (2024): 657-67, https://doi.org/10.56442/ijble.v5i1.453.

21 Ulfia, Maghfiroh, and Indrarini, “Halal Label and Product Quality: Case Study Wardah Cosmetic Product
Purchase Decision.”
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significantly increases brand trust and consumer loyalty,” while others show that price sensitivity

can mask the impact of brand image.23

This inconsistency underscores the need for further
investigation into how these variables interact to influence purchase decisions among Generation
7 consumers. For example, Anubha study (2023) found that brand perception does not have a
significant impact on the intention to purchase halal cosmetic products among consumers.* This
contradicts previous findings by Attaman and Ulengin (2003), which state that brand perception is
an important factor influencing the purchase intention of halal products.” Such inconsistencies
highlight the need for further research to clarify the role of brand perception in the context of halal
products. Similarly, Gojali & Asih (2020) identified many factors that influence Muslim consumer
behavior in choosing halal products, but they did not find a consistent relationship between halal
labeling and purchasing decisions. This suggests that while halal labeling may be important, other
factors such as consumer confidence and trust in the halal logo may play a more significant role,
indicating a complex interaction of variables that requires deeper exploration.”

While research on halal label branding and consumer behavior is expanding, there remains a
notable gap in understanding how halal products and labels specifically affect Generation Z's
purchasing decisions. Previous research has mainly focused on adult consumers or specific product
categories, with no studies targeting younger demographic groups.”” Although the importance of
brand image and product quality has been highlighted in several studies, their mediating effects,
along with price, on Generation Z's purchasing behavior remain underexplored.”

This study aims to analyze the effect of halal products and halal labels on Generation Z
purchasing decisions, with a focus on testing product quality, brand perception, and price as
mediating variables. This study is also designed to evaluate each mediating variable individually to
identify which variable has the most dominant influence on purchasing decisions. A survey using
a quantitative approach was conducted targeting Generation Z consumers in five regencies and
cities in East Java: Jombang, Kediri City, Kediri Regency, Tulungagung, and Trenggalek. This
research adds to the existing knowledge by offering empirical evidence on the factors influencing
purchasing decisions in the halal market, helping businesses refine their marketing strategies to
better cater to this demographic's needs.

22 Nuryakin, Mohd Shamsuri Md Saad, and Maghfira Rizky Maulani, “Purchase Intention Behavior of Halal
Cosmetics. Comparing Study between Indonesia and Malaysia Millennial Generation,” Journal of Islamic Accounting and
Business Research 15, no. 8 (Januaty 1, 2024): 1266-92, https://doi.org/10.1108 /JIABR-06-2021-0177.

2 Marco Pichierri and Luca Petruzzellis, “The Effects of Companies’ Face Mask Usage on Consumers’
Reactions in the Service Marketplace,” Journal of Services Marketing 36, no. 4 (January 1, 2022): 530-49,
https://doi.org/10.1108 /JSM-04-2021-0116.

24+ Anubha, “Mediating Role of Attitude in Halal Cosmetics Purchase Intention: An ELM Perspective,” Journal
of Islamic Marketing 14, no. 3 (January 1, 2023): 645-79, https://doi.org/10.1108/JIMA-04-2021-0112.

25 Berk Ataman and Burg¢ Ulengin, “A Note on the Effect of Brand Image on Sales,” Jourmal of Product & Brand
Management 12, no. 4 (2003): 237-50, https://doi.org/10.1108/10610420310485041.

26 Dudang Gojali and Vemy Suci Asih, “Determinant Factors of Indonesian Muslim Behavior in Choosing
Halal Products,” Innovative Marketing 16, no. 4 (2020): 155-63, https://doi.org/10.21511/im.16(4).2020.14.

27 Ulfia, Maghfiroh, and Indrarini, “Halal Label and Product Quality: Case Study Wardah Cosmetic Product
Purchase Decision.”

28 Ceini Anggar Kusuma and Dudi Anandya, “The Impact of Consumer Purchase Intention and Halal Brand
Equity on Halal-Labeled Instant Noodle Products in Indonesia,” Journal of Entreprenenr & Business 4, no. 2 (2023): 125—
37, https://doi.org/10.24123/jeb.v4i2.5719.
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Method

This study uses a quantitative approach with a survey method to analyze the effect of halal
products and halal labels on Generation Z purchasing decisions. The mediating variables used in
this study include product quality, brand perception, and price. The research population is
Generation Z who live in five districts and cities in East Java, namely Jombang, Kediri City, Kediri
Regency, Tulungagung, and Trenggalek. The research sample of 523 respondents was selected
using purposive sampling technique, with the main criteria being individuals aged 18-25 years who
have experience buying packaged products.

The purposive sampling technique was used because this research requires respondents with
certain characteristics relevant to the research objectives, namely Generation Z who have direct
experience in buying and using packaged products. This ensures that the data obtained is more in
line with the variables studied, so that it can provide more accurate and valid results. Data was
collected through an online questionnaire designed to measure variables such as halal products,
halal labeling, purchasing decisions, product quality, brand perception, and price.

The research instrument is a questionnaire with a 5-point Likert scale, namely 1 (Strongly
Disagree) to 5 (Strongly Agree), used to measure the level of respondents' agreement with
statements that reflect the research variables. Before analyzing the effect of the independent
variable on the dependent variable or the mediation test, the questionnaire was first tested for
validity and reliability on the test sample to ensure the quality of the data generated. After the data
is declared valid and reliable, processing is carried out using the Partial Least Squares-Structural
Equation Modeling (PLS-SEM) model. This model was chosen because it has the ability to handle
data with non-normal distribution, handle the complexity of models with many variables and
indicators, and evaluate direct and indirect relationships between variables.”

The use of PLS-SEM over other techniques, such as covariance-based Structural Equation
Modeling (SEM) or regression analysis, is based on several considerations. First, PLS-SEM is more
suitable for exploratory and predictive research, especially when the model involves complex causal
relationships. Second, this technique does not require a normal distribution of data, making it more
flexible in the analysis of real-world data. Third, PLS-SEM allows simultaneous analysis of
relationships among latent variables, both direct and mediating relationships, which is difficult to
achieve with conventional regression analysis. This makes PLS-SEM the right choice to ensure
research results that are more robust and in line with the study objectives.”

Data analysis was conducted through three main stages to ensure the validity of the research
results. The first stage is the construct validity and reliability test, which aims to ensure that the
research instruments meet good measurement criteria. Construct validity was tested using a loading
factor with a minimum threshold value of 0.7, while reliability was tested using composite reliability
(CR) and Cronbach's Alpha, with a minimum threshold value of 0.7. The second stage is structural
model testing to identify the relationship between halal products and halal labeling on purchasing
decisions, as well as the mediating role of product quality, brand perception, and price. This analysis
is carried out to evaluate the strength and direction of the causal relationship between variables.
The third stage is to test the significance of the model results using the bootstrapping technique
with 1,000 iterations. This technique is used to identify the strength of the relationship between

2 Imam Ghozali, Partial Least Squares: Konsep, Teknik Dan Aplikasi Menggunakan Program Smart PLS 3.2.9 Untuk
Penelitian Empiris (Semarang: Badan Penerbit Universitas Diponegoro, 2021).

30 Prana Ugiana Gio, Partial Least Squares Structural Equation Modeling (PLS-SEM) Dengan Software SmartPLS, Uwais
Inspirasi Indonesia (Ponorogo: IKAPI Jawa Timur, 2022).
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variables and ensure the stability of the estimate. The significance threshold value is determined by
p-value (= 0.05) and 95% confidence interval. If the p-value is below 0.05 or the confidence interval
does not include a zero value, the relationship between variables is considered significant. This
approach ensures robust and reliable analysis results in answering the research questions.” The
results of this analysis are expected to offer a comprehensive understanding of how halal products
and labels influence Generation Z's purchasing decisions in the East Java region within the context
of halal products.

Result & Discussion
Respondents’ descriptive analysis

According to Table 1, of the 523 respondents in the study, 287 were female, making up 55%
of the total, while 235 were male, accounting for 45%. This shows the more dominant involvement
of women in this survey. The largest number of respondents came from Tulungagung with 130
people (25%), followed by Kediri District with 115 people (22%), Jombang with 104 people (20%),
and Kediri City with 94 people (18%). The lowest number of respondents came from Trenggalek,
with 78 people (15%). This data reflects a fairly even distribution of respondents across the five
regions of East Java, with the highest proportion coming from more urbanised areas with better
access to information, such as Tulungagung and Kediri District. This may also reflect potential
differences in preferences based on the characteristics of the region of residence.

Table 1. Characteristics of Respondents

Categories Quantity Percentage %
Gender Male 235 45
Female 287 55
Regional Origins Jombang 104 20
Kediri Town 94 18
Kediri District 115 22
Tulungagung 130 25
Trenggalek 78 15
Total 523 100%

Source: Data processed (2024)

Outer Model Evaluation

The measurement model in SEM-PLS can be evaluated in two ways: Firstly by looking at the
construct model. Second, based on three main criteria: convergent validity, discriminant validity
and reliability. Figure 1 shows that all constructs with indicators have a loading factor value greater
than 0.70, indicating that all construct indicators are valid.”

3 Harnilawati et al., Metodologi Penelitian (Makasar: Cendekia Publisher, 2024).
32 Ghozali, Partial Least Squares: Konsep, Teknik Dan Aplikasi Menggunakan Program Smart PLS 3.2.9 Untuk Penelitian
Empiris
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Figure 1. PLS Construct Model

Convergent validity is assessed using Average Variance Extracted (AVE), with an AVE value
of 0.50 or higher indicating that the construct explains more than half of the indicator variance.
According to Table 2, the AVE results for all constructs are above 0.50, indicating that all indicators

are valid.
Table 2: AVE Results
Average 1V ariance Exctracted
Brand 0.667
Halal Label 0.635
Halal Product 0.667
Price 0.659
Product Quality 0.635
Purchase Decision 0.696

Source: Processed data (2024)

Discriminant validity tests the constructs are different from one another. This can be
evaluated using the Fornell-Larcker criterion, which shows that the square root of the AVE for
each construct is greater than its cotrelation with other constructs.” Based on table 3, the
correlation between halal products and halal labels is found to be 0.857 which is greater than the
square root of halal products is 0.817, and so forth. This shows that discriminant validity is adequate

and valid.**
Table 3: Fornell-Larcker Criteria Results

Brand  Halal Halal Price Product Purchase
Label Product Quality  Decision
Brand 0.817
Halal Label 0.857 0.797
Halal Product 1.000 0.857 0.817
Price 0.846 0.995 0.846 0.812

Product Quality 0.853 1.000 0.853 0.995 0.797
Purchase Decision  0.919 0.938 0.918 0.944 0.935 0.834

3 Indah Pratiwi and Yusakh Ivanovic, “Analysis of the Effect of Occupational Safety and Health (OSH) Culture
on Implementing OSH Awareness: A Case Study,” Jurnal Teknik Industri 23, no. 1 (2022): 17-30,

https://doi.org/10.22219/jtiumm.vol23.n01.17-30.
3 Juriko Abdussamad et al., Metode Penelitian: Kuantitatif, Knalitatif, Dan Mixed Methode (Medan: PT Media Penerbit

Indonesia, 2024).
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Source: Processed data (2024)

Reliability refers to the consistency of measurements, typically assessed using Cronbach's
Alpha, tho_A, or Composite Reliability. Values of Cronbach's Alpha, tho_A, or Composite
Reliability above 0.70 are typically considered acceptable, indicating that the indicators reliably
measure the latent construct.” Table 4 shows that all constructs exceeded the 0.70 threshold,

confirming their reliability.”
Table 4: Reliability Results

Cronbach’s Alpha rho_A  Composite Reliability
Brand 0.899 0.902 0.923
Halal Label 0.927 0.931 0.940
Halal Product 0.899 0.901 0.923
Price 0.925 0.929 0.939
Product Quality 0.927 0.931 0.940
Purchase Decision 0.937 0.939 0.948

Source: Processed data (2024)

Structural Model Evaluation (Inner Model)

Figure 2 illustrates that the PLS inner model in this study includes two exogenous variables,
namely halal products and halal labels. Likewise, it also has an endogenous variable or dependent
variable, namely purchasing decisions. Product quality, brand and price as mediating variables or
commonly called intervening variables. An intervening variable explains the process or path
through which exogenous variables affect endogenous variables, outlining the causal relationship
between them; this study employs three techniques in the inner model test, as used by Nurjanah
and Limanda (2024): direct effect test, indirect effect test, and coefficient of determination test.”
The direct effect test examines the direct relationship between exogenous and endogenous
variables, excluding the consideration of intervening variables. The indirect effect test evaluates
how the intervening variable mediates the relationship between exogenous and endogenous

variables.

% Eva Yuniarti Utami, Supriandi Supriandi, and Rival Pahrijal, “Analysis of the Use of Environmentally
Friendly Raw Materials and Environmental Awareness on Purchasing Decisions and Consumer Loyalty in the Central
Java  Manufacturing  Industry,”  West  Science  Interdisciplinary ~ Studies 2, no. 03  (2024):  593—604,
https://doi.org/10.58812/wsis.v2i03.733.

3 Hernawaty Manalu, Fahrudin Ramly, and Imam Sopingi, Metode Penclitian Ekonomi: Konsep, Metode, Dan
Implementasi, PT. Mifandi Mandiri Digital Medan: PT. Mifandi Mandiri Digital, 2024).

37 Listia Nurjanah and Kelfi Yanti Limanda, “Analisis Pengaruh Influencer Dan EWOM Terhadap Minat Beli
Skincare Pada Generasi Z Di Kota Batam: Peran Mediasi Brand Image,” Jurnal Manajemen Bisnis Dan Kenangan 5, no. 1
(2024): 117-33, https://doi.org/10.51805/jmbk.v5i1.195.
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Figure 2: PLS Inner Model

The direct effect test results in Table 5 show that the halal label affects the brand, halal
products influence product quality, price impacts purchasing decisions, and product quality affects
price. This is seen by the p-value less than the value of 0.05 (tolerance threshold value). The brand
variable has no effect on price, as the p-value exceeds 0.05. When viewed from the Original Sample
value, it means the amount of influence partially, then the halal label partially affects the brand by
0.857 or 85.7%, halal products partially affect product quality by 0.853 or 85.3%, the price partially
affects purchasing decisions by 0.944 or 94.4%, and product quality partially affects the price by
1,006 or 100%.

Table 5: Direct Effect Test Results

Hypothesis Influences Original p-Value Conclusion
Sample
H1 Brand > Price -0.013 0.101 Rejected
H2 Halal Label > Brand 0.857 0.000 Accepted
H3 Halal Product > Product Quality 0.853 0.000 Accepted
H4 Price > Purchase Decision 0.944 0.000 Accepted
H5 Product Quality > Price 1.006 0.000 Accepted

Source: Processed data (2024)

The results of the indirect effect test, as shown in Table 6, indicate that halal products affect
price through product quality, product quality influences purchasing decisions through price, and
halal products impact purchasing decisions through both product quality and price, with all
relationships showing significant effects. This is evident from the p-value of 0.000, which is below
the 0.05 threshold. Halal label variables on prices mediated by brands, brands on purchasing decisions
mediated by prices, and halal labels on purchasing decisions mediated by brands and prices all show
no effect. The mediating effect of product quality on the relationship between halal products and
price is 85.9%, the effect of price mediation on the relationship between product quality and
purchasing decisions is 95%, and the combined mediating effect of product quality and price on the
relationship between halal products and purchasing decisions is 81.1%.

Table 6: Indirect Effect Test Results

Hypothesis Influences Original Sample p-Valu.  Conclusion
H6  Halal Label > Brand > Price -0.011 0.103  Rejected
H7  Halal Product > Product Quality > Price 0.859 0.000  Accepted
H8  Brand > Price > Purchase Decision -0.012 0.101 Rejected
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H9  Halal Label > Brand > Price > Purchase -0.010 0.103 Rejected
Decision

H10  Product Quality > Price > Purchase 0.950 0.000  Accepted
Decision

H11  Halal Product > Product Quality > Price 0.811 0.000  Accepted

> Purchase Decision

Source: Processed data (2024)
Table 7 shows that four endogenous variables—brand, price, product quality, and purchase
decisions—have Adjusted R-Squared values. Hair et al. (2019) argue that the criteria for the
Adjusted R-Squared value above 0.5 state that mediation has a strong influence and above 0.8 is
very strong.” The Adjusted R-Squared value of 0.734 for the brand indicates that 73.4% of the
brand's influence is determined by the halal label, with the remaining 26.6% influenced by other
variables not included in the research model. The Adjusted R-Squared value of 0.991 for price
indicates that 99.1% of the price is influenced by halal products, product quality, halal labels, and
brands, with the remaining 0.9% affected by other variables not included in the research model.
The product quality Adjusted R-Squared value of 0.728 indicates that 72.8% of product quality is
influenced by halal products, with the remaining 27.2% affected by other variables not included in
the research model. The Adjusted R-Squared value of 0.892 for purchase decisions indicates that
89.2% of purchasing decisions are influenced by halal products, product quality, halal labels,
brands, and prices, while the remaining 10.8% is influenced by other variables not included in the
research model.
Table 7: Test Results of the Coefficient of Determination (Adjusted R-Squared)

Variables Adjusted R-Squared Conclusion
Brand 0.734 Strong
Price 0.991 Very Strong
Product Quality 0.728 Strong
Purchase Decision 0.892 Very Strong

Source: Processed data (2024)

Discussion

The interplay between brand dynamics, halal labeling, product quality, and price has a
significant impact on consumer purchase decisions, especially among Muslim consumers. This
discussion blends theoretical frameworks from Western marketing theory and insights from
renowned Muslim scholars while examining empirical studies that align or contradict the proposed
hypotheses. The interaction of these factors underscores the complexity of consumer behavior in
the halal market, which requires a deep understanding of the influence of religion and culture on
purchasing decisions. The findings in this study as shown in Table 5 that halal labeling affects
brand, halal products affect product quality, price affects purchasing decisions, and product quality
affects price. This can be seen from the p-value which is smaller than the value of 0.05 (tolerance
threshold value). The brand variable has no effect on price, because the p-value exceeds 0.05. When
viewed from the Original Sample value, it means the amount of influence partially, then the halal
label partially affects the brand by 0.857 or 85.7%, halal products partially affect product quality by

38 Joseph F Hair et al., “When to Use and How to Report the Results of PLS-SEM,” Eurgpean Business Review

31, no. 1 (Januaty 1, 2019): 2-24, https://doi.otg/10.1108/EBR-11-2018-0203.
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0.853 or 85.3%, prices partially affect purchasing decisions by 0.944 or 94.4%, and product quality
partially affects prices by 1,006 or 100%.

This study shows that brand variables have no effect on price, there are several reasons that
can explain this phenomenon, Firsz, price is often determined by non-brand factors. If a brand does
not yet have strong differentiation or wide recognition in the market, its impact on price is likely
to be small. For example, new products often face challenges in embedding brand value in
consumer perceptions. In many cases, product prices are influenced more by production costs,”
marketing strategies, and market competition than the brand image itself.* Research (Aufegger et
al., 2021; Hernandez et al., 2020) shows that in highly competitive markets,"" consumers are more
likely to compare prices than consider brands,” which reduces the influence of brands on prices;
The second is the lack of brand differentiation. If consumers do not see significant differences
between the brands under test, then the brand will not influence their perception of price. Products
with similar functional value from different brands often compete in similar price ranges. In
markets with many players and little product innovation, consumers are more sensitive to price
than brand," so the brand-price relationship is weak.* Research (Wahyudi, 2024; Mamuaya, 2024)
that in the context of products that have similar functions,” consumers tend to choose based on
price;* The third is that consumers don't always make brand a factor in determining price. In many
cases, consumers pay more attention to other attributes such as product quality, features or
sustainability. Research (Ellyson & Basu, 2021; Sun, 2024) shows that in markets that focus on
functional value, such as basic necessities," consumers prioritize competitive prices over brands.*
This suggests that in certain contexts, brand may not be considered a direct indicator of product
value; The fourth is an inconsistent brand image. If a brand does not have a consistent image or
reputation, this can reduce its influence on price perception. Consumers may be unsure whether
the brand deserves a price premium. Brands with an unstable image often lose appeal, so their price
is assessed based on other factors such as product reviews or availability.* Dickson & Kent's (2021)

% Muhammad Aria Wahyudi and Sri Mulyono, “Analysis of Marketing Mix Implementation on Purchasing
Decisions for Skintific Skincare Products (Survey of the Community in Jabodetabek),” International Journal of Business
Law and Education 5, no. 2 (2024): 1570-75, https:/ /doi.org/10.56442/ijble.v5i2.613.
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020-00293-5.
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(2021): 345-56, https://doi.org/10.11118/actaun.2021.032.
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Health Economies 30, no. 5 (2021): 107081, https://doi.org/10.1002/hec.4248.
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as an Example,” Journal of Education Humanities and Social Sciences 27 (2024): 293-98, https://doi.org/10.54097 /jg20zn91.
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research shows that consumers tend to seek certainty in brand image to determine product value;”
The fifth is inappropriate market segmentation. If the brand does not fit the target market or does
not offer value that matches consumer expectations, then its influence on price is weak. If the
research involves a sample of consumers who have no emotional attachment or loyalty to the
brand, the relationship between brand and price is weak.” Dalimunthe's (2021) research shows that
brand loyalty can influence pricing decisions, but only if consumers have a strong attachment to
the brand; The sixth is fierce competition in the market. The presence of brands that offer lower
prices can suppress the influence of premium brands in influencing prices. In highly competitive
markets, brands are not always able to set prices that reflect their image because consumers
compare prices rather than consider brands.” Research by Hernandez et al. (2020) shows that in
the context of intense competition, price is a more dominant factor in purchasing decisions;™ The
seventh 1s the effect of geographical or cultural context. In some cases, consumers may pay more
attention to factors such as religious values, product quality, or discounts than brand reputation.
In cross-cultural research, differences in consumer perceptions of brands can reduce the effect of
brand on price.” Ellyson & Basu's (2021) research shows that social and cultural context can
influence how consumers assess brands and prices.” Taking these various factors into account, it
can be concluded that while brands have the potential to influence price, in many situations, this
influence can be minimized by other factors that are more dominant in consumers' purchasing
decisions.

Furthermore, based on Table 6, the results of the indirect effect test show that halal products
affect prices through product quality, product quality affects purchasing decisions through price,
and halal products affect purchasing decisions through both product quality and price, with all
relationships showing a significant effect. This is evidenced by the p value of 0.000 which is below
the 0.05 threshold. The relationship between the halal label variable on brand mediated by price,
brand on purchasing decisions mediated by price, and halal label on purchasing decisions mediated
by price all show no effect. The mediating effect of product quality on the relationship between
halal products and prices is 85.9%, the effect of price mediation on the relationship between
product quality and purchasing decisions is 95%, and the combined mediating effect of product
quality and price on the relationship between halal products and purchasing decisions is 81.1%.

Several reasons why some relationships do not mediate: Firsz, lack of consumer
understanding of the halal label, namely if consumers may consider the halal label as an attribute.
As a result, the presence of the halal label is not a major determining factor in purchasing decisions.
A study by (Rafifasha, 2022; Hasibuan, 2021) shows that many consumers consider the halal label
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only as an additional attribute,” not as a major determining factor in their purchasing decisions.”®
This indicates that although the halal label exists, consumers may not consider it important in the
context of their overall purchase decision; Second, the stronger dominance of the brand over the
halal label also contributes to this phenomenon. When consumers already have high trust in a
particular brand,” they tend to ignote additional attributes such as the halal label.”’ In the case of
reputable products, consumers are more likely to rely on the brand image than the halal label, which
suggests that the brand can serve as a substitute for the trust expected from the halal label;" Third,
price is not always perceived as a major factor in purchasing decisions for halal products. In
research (Alinda & Adinugraha, 2022; Pahutar, 2023), it was found that consumers do not always
see price as an important influence when evaluating halal products,” especially if the product is
considered essential or of high quality.”’ This suggests that consumers may focus more on product
value and quality rather than price, which may reduce the influence of halal labeling in purchasing
decisions; Fourth, the statistically insignificant mediation effect can also explain why this
relationship does not mediate. In line with research (Sahabudin, 2023; Farida, 2023) when the
relationship between halal labeling and purchasing decisions through mediators such as brand and
price is not strong enough,” the mediation effect becomes insignificant.” Edtis' research (2024)
shows that for a strong mediation effect, a significant relationship is needed between the
independent variable (halal label) and the mediator, as well as between the mediator and the
dependent vatiable (purchase decision);” Fifth, a diverse sample of respondents can also affect
research results. Differences in cultural values, purchasing power, and knowledge of halal labeling
across different consumer groups can produce varying results. For example, if respondents do not
pay much attention to the halal label or have certain brand preferences, the results could show no
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effect.” This shows the importance of considering social and cultural context in research on
purchasing decisions;* Sixzh, the complexity of factors in purchasing decisions is also a reason why
the halal label does not always mediate. Purchasing decisions are influenced by many factors,
including previous experiences, product reviews, and personal preferences,” which may be more
dominant than the halal label or price.””’ The interaction between variables such as halal label, brand,
and price may not be strong enough to reflect a statistically significant effect, thus reducing the role
of halal label in purchasing decisions.” Thus, these various interrelated factors suggest that the halal
label does not necessarily serve as a mediator in purchase decisions, and it is important to consider
the broader context in the analysis of consumer behavior.

Empirical studies have shown that the presence of halal labeling significantly increases
consumer trust and perceived value, leading to increased purchase intentions. Research (Aisyah,
2016; Nurhayati & Hendar, 2019) shows that consumers with higher levels of intrinsic religiosity
are more likely to show a preference for halal products, as they consider these products to be in
line with their religious beliefs” and values.” Moreover, the perceived quality of halal products is
often positively correlated with consumer attitudes,™ as halal certification is increasingly seen as a
marker of quality assurance,” not only among Muslims but also among non-Muslims.” However,
various research results suggest that while halal labeling positively influences purchase intention,
factors such as price sensitivity and brand loyalty may complicate this dynamic. For example, some
consumets may priotitize price over halal certification,”” especially in competitive markets where
non-halal alternatives are much cheaper.” In this study, consumers will buy halal products when
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supported by the quality and price of these products (see H11 in Table 6). Conversely, when halal
products, although branded and affordable, they will not buy when the product is not of high
quality (see H9 in Table 6). This indicates that consumers are more selective of product quality and
the halal label does not yet reflect that the product is of high quality. Therefore, it is necessary to
educate them that the halal certification process among the requirements is that the product must
be of high quality and safe for consumption.

Cultural and contextual factors contribute to the observed contradictions in consumer
behavior towards halal products. In regions with a strong Islamic presence, such as Indonesia and
Malaysia, the emphasis on halal labeling is often reinforced by cultural norms and religious
teachings,” leading to a higher likelihood of purchasing halal products.*” Conversely, in
multicultural societies, perceptions of halal products may be influenced by broader societal
attitudes, including Islamophobia, which may deter non-Muslim consumers from using halal
products despite their good quality.” Furthermore, the marketing strategies employed by brands
also play an important role; brands that effectively communicate the benefits of halal products,*
including ethical considerations and quality assurance,” tend to be more attractive to consumers.*

The relationship between brand perception and price is complex. Western theories often
suggest that strong brands can command higher prices due to perceived quality® and trust.*
However, Simbolon's (2019) findings show that the hypothesis that brand has a direct effect on
price is not universally accepted.” This aligns with the notion that, while brand equity affects
pricing strategies, external factors like market competition and consumer price sensitivity also
significantly influence them.” In contrast, the Islamic marketing perspective emphasises the ethical
dimension of branding, where halal certification increases trust and brand loyalty among Muslim
consumers,” thus potentially influencing their price sensitivity.”” Based on the description above,
the western theory that states that brand has an effect on price, then in this study it is rejected (see
H1 in Table 5). This is in accordance with the Islamic view that not all branded products are
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expensive. Islam is more concerned with maslahah (halal) and avoiding mafsadah (haram) in
consuming, not the brand (see H2 in Table 5).

The halal label is crucial in influencing purchasing decisions, particularly among Muslim
consumers. Studies by Juliana et al. (2022) and Ulfia et al. (2022) confirm that halal labelling
positively influences brand perception’ and consumer trust.” This is in line with Islamic teachings
that prioritise halal compliance as a reflection of quality and ethical consumption.” However, the
results of this study confirm that halal labeling has a positive impact on purchasing decisions
mediated by the quality and price of these products (see H11 in Table 6). Conversely, halal labeling
has no impact on purchasing decisions when mediated by the brand and price of the product. This
indicates that consumers are more selective of product quality rather than brand (see H9 in Table
0).

The interaction between product quality and price is well documented in Western and Islamic
marketing literature. Research indicates that consumers frequently rely on price as a cue for
quality,” particularly when other quality indicators are unavailable.” For example, Aisyah (2016)
notes that Muslim consumers tend to perceive halal products as higher quality products, which can
justify a price premium.” This supports the hypothesis that product quality strongly influences
price, with consumers willing to pay a premium for products they perceive as halal and of superior
quality. However, while many Muslim consumers are willing to pay more for halal products, there
are limits to this willingness. Price sensitivity varies among individuals and can be influenced by
factors such as income level, economic conditions, and the availability of alternative products.”
Research by Ireland (2018) suggests that when the price of halal products is much higher than non-
halal alternatives, some consumers may favor cost over certification, especially in challenging
economic times.” Research by Ireland (2018) is in accordance with this study and is supported by
data that consumers make buying decisions when prices are affordable even though the goods
purchased do not have a halal label. (see H4 in Table 5 and H9 in Table 0).

Contextual factors also play an important role in shaping consumer behavior regarding halal
products. Cultural perceptions of value and quality can influence how much consumers are willing
to pay for halal certification. In markets where halal products are perceived as luxury or premium
goods,” consumers may be more likely to accept higher prices."” Conversely, in regions where
halal products are widely available and competition is fierce, price sensitivity may increase, leading
consumers to seek the best deal regardless of halal certification.'” In addition, the concept of “fair
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price” in Islamic economics suggests that while consumers may be willing to pay more for halal
products, there is a threshold where the perceived value does not justify the cost."”” Factors such
as income levels, economic conditions, and availability of alternative products are among the
thresholds in question.'”

The impact of price on purchase decisions is a well-recognized concept in marketing.
Research consistently shows that price is an important factor in consumer choice, often serving as
a proxy for quality."™ Findings from Simbolon (2019) and other studies confirm that price directly
influences purchase decisions, especially in markets where consumers are price sensitive.'” This is
in line with the accepted hypothesis that price significantly influences purchasing decisions (see H4
in Table 5).

Empirical evidence supports the relationship between halal product attributes and perceived
quality. Studies show that halal certification improves product quality perceptions among Muslim
consumers, " leading to increased purchase intentions.'”” This supports the hypothesis that halal
product attributes positively influence perceived product quality (see H3 in Table 5).

Several hypotheses regarding the intermediary role of price and quality in the context of halal
products have produced mixed results. For example, the hypothesis that halal labelling affects price
through brand dynamics was rejected (see HG6 in Table 6), in several studies, suggesting that while

108

halal labels improve brand perception,'” they do not necessarily result in higher prices."” In

contrast, the hypothesis that halal products influence price through perceived quality is accepted
(see H7 in Table 6),""” which suggests that higher perceived quality may justify higher prices.'"
From an Islamic perspective, the connection between brand, price, and quality aligns with
the principles of fairness and transparency in transactions, as confirmed by prominent scholars.
Imam Al-Ghazali in Thya' Ulum al-Din mentions that trade should be based on honesty and balance
of values in setting prices, so that no exploitation or injustice occurs. He writes that a fair price is
one that reflects the real benefits of a good or service.'”” Al-Ghazali's opinion is supported by the
findings of this study (see H4 in Table 5). Additionally, Ibn Taymiyyah in Al-Hisbah fi al-Islam
emphasizes the importance of integrity in pricing, particularly for products with distinctive
attributes like the halal label. According to him, such labels are not mere indicators, but should
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reflect real quality and trustworthiness so as not to mislead consumers.'”” Ibn Taymiyyah's opinion
is also supported in this study (see H11 in Table 6).

Imam Ibn Qayyim al-Jawziyyah in I'lam al-Muwaqqi'in asserts that all elements of a
transaction, including pricing, should promote the public good and avoid causing harm to any
party.'""* In the modern context, these principles can be applied in halal marketing, where trust and
quality are key pillars in influencing Muslim consumer decisions. The views of these scholars
emphasise that while halal attributes can enhance brand and quality perceptions, pricing should still
be based on fairness and Shariah values, as reflected in the principle of tawazun (balance). This
aligns with contemporary research, which indicates that while halal labeling enhances quality
perceptions, the price must remain ethically acceptable to the market.

Finally, to ensure that the halal label reflects true quality, businesses need to integrate a
transparent and reliable halal certification process, accompanied by periodic audits to maintain
consumer confidence. In addition, educating consumers about the halal standards applied can
strengthen the perception of product quality. In maintaining price fairness in a competitive market,
businesses can optimize production efficiency, use affordable quality raw materials, and utilize
technology to reduce costs without sacrificing quality. To strike a balance between brand, price,
and perceived quality, a branding strategy that highlights halal values, combined with honest and
relevant marketing campaigns, can build customer loyalty. Providing products at competitive prices
while still meeting halal standards will create a positive reputation among consumers, allowing
businesses to survive and thrive in the halal product market.

Conclusion

The findings show that brand has no direct influence on price, although attributes such as
halal labeling significantly influence brand and consumer perceptions of the product. In addition,
halal products are shown to increase perceptions of product quality, which in turn significantly
influence price. Price itself has a direct influence on purchase decisions, confirming that consumers
often use price as an indicator of quality, especially in the context of halal products.

Product quality was found to be an important mediator, both between halal products and
price, and between price and purchase decision. This confirms that quality plays a key role in
influencing consumer behavior. However, this study also found that halal labeling did not influence
price through brand, nor did it have a significant influence on purchase decision through the
combination of brand and price. Instead, product quality became a more dominant mediator,
suggesting that consumers focus more on quality compared to brand in determining purchasing
decisions. These findings confirm the importance of quality and halal attributes in the marketing
strategy of halal products.

In addition, an exploration of cultural context and religious awareness may strengthen the
conclusions of this study. In markets with high levels of religious awareness, such as in Muslim-
majority regions, the halal label is often considered a basic requirement in purchasing decisions.
However, different halal certification standards in different regions may affect consumer
confidence in the halalness of a product.

Furthermore, consumers' understanding of halal products may vary depending on their level
of literacy about the concept of halal. In some markets, consumers may place more emphasis on

113 Ibn Taymiyyah, A~Hisbah Fi Al-Istam.
14 Al-Jawziyyah, Ilam Al-Muwagqi’in, Jug 1, P. 96-97.
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the halalness of the production process, while in others, aspects of sustainability or business ethics
may also influence their decisions. Exploration of these factors provides deeper insights into how
research results may differ across markets, thus providing broader implications for marketing
strategies for halal products globally.

This study has several limitations that can be the focus of improvement in future studies.
First, this study has not examined the influence of cultural context or differences in the level of
halal awareness among consumers, which could potentially affect the results of the study. Variables
such as religious awareness, cultural preferences, and local market competition can act as
moderators that enrich the understanding of the dynamics of halal product marketing. The
addition of these variables in future studies may provide a more comprehensive insight into how
contextual factors influence consumer behavior.

Secondly, this study is limited to a linear relationship approach between variables, while a
non-linear approach can provide a more dynamic perspective. Non-linear analysis, such as machine
learning or simulation-based models, can capture complex relationships between variables that may
not be detected in linear models. Using this approach, researchers can identify adaptive patterns or
turning points in consumer decision-making.

In addition, consumer behavior may change over time due to growth or shifts in halal
awareness influenced by education, government policies or marketing campaigns. Longitudinal
studies would be beneficial to observe how these changes affect purchasing behavior in the long
run. By including a time dimension, research can provide deeper insights into trends and patterns
of change in consumer behavior. Through this approach, future research can not only overcome
the limitations of the current study but also expand insights into the dynamics of marketing halal
products across different contexts and time. This will provide wider practical implications for
industry players and policy makers to design more effective and adaptive strategies.
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