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Abstract. In this study, we suggest the basis and marketing plan to expand the expert of 
Korean food, especially Indonesia consumer, by improving understanding of Halal 
industry and consumer awareness in Indonesia and providing information on Halal 
certification issue.  Suggesting ways to strengthen the credibility of Halal certification 
in Korea and seek to build trust between the two countries through the food industry. 
This paper develops a nine-constructs-based model. Halal awareness, Awareness of 
Korea, Religious Belief, Halal logo, Exposure, COO credibility, Islamic brand and 
product ingredients are used as the pre-determined factors for measuring consumer’s 
purchase intention. This study suggests that the higher the understanding of Korea, the 
higher the reliability of Korean-produced Halal-certified foods. In other words, 
promoting Korea, spreading Korean food, and providing a positive image means that the 
Halal products exported from Korea can be made more reliable. Consumers are aware of 
the by products derived from the issues they are familiar with, especially those products 
that are trusted to provide the prescribed standards. Also Religious belief, Halal 
awareness, Product ingredient have a positive impact on the purchasing intention. This 
research is expected to have theoretical and practical contributions in both academic 
society and practitioners, especially to the one who involved in food industry.  

Keywords: Halal, Awareness of Korea, Halal Certification, Country of Origin, TPB, 
Marketing ,Strategy, Product Intention, Halal Awareness,  

1  INTRODUCTION 

Internationally, many developed and emerging economies are investing in new markets to 
escape from the current market, which is becoming saturated in the 21st century. Among them, 
the research on the Muslim market, which has been perceived to be unrecognized up to now, is 
on the rise and shows a positive prospect of the potential value of the Muslim market. The 
Halal industry is rapidly emerging as a new $ 2 trillion industry, but it is still a positive 
outlook for the Muslim market, is a child step (Korea Trade Investment Promotion Agency's 
2010). 

The Muslim population, geographically distributed in many parts of the world, is 
perceived as a gigantic consumer market of 1.6 billion people with a religious homogeneity of 
the country. Apart from the prejudice of a male-centered society with a closed and ascetic 
image of the past, countries such as Southeast Asia, Indonesia, Malaysia and the Arab 
countries of Egypt, Algeria and Saudi Arabia are expanding market openness to other cultures. 
The reasons for this change are the abundance of resource-based economic power, high 
population growth rate, and strong consumption patterns, as well as the widening of the upper 
middle class due to income growth ( Focus 2011) 

 

ICONISTECH 2019, July 11-12, Bandung, Indonesia
Copyright © 2021 EAI
DOI 10.4108/eai.11-7-2019.2297680



Halal market in Indonesia, many institutions and companies are actively investing in and 
researching the new frontier market of Halal industry. However, in light of the potential of 
Korea in comparison with other advanced and multinational companies, the recognition of 
Halal market and Halal certification are still less than those of other competitors in the 
international market. It is lagging behind in all areas, from basic market concepts to 
economics. 

                                    

2   REASERCH METHODOLOGY 

2.1   Research Design 

  The purpose of this study was to investigate the related factors influencing the intention 
of halal food purchasing for Muslims who design a research model and occupy the majority of 
Indonesian population, And to draw up hypotheses for research. 

A research model has been created to carry out this study based on various existing 
literature on Halal-certified food purchasing factors and consumer behavior. The variables 
obtained from previous studies and theoretical considerations are as follows. 

 

 

Figure. 1. Source : Afshan Azam, (2016) "An empirical study on non-Muslim’s packaged halal food 
manufacturers 

 

According to the study of Afshan Azam, The research framework for this study (Figureure 
3.1) is adapted from the theory of planned behaviour (TPB; Ajzen, 1991). TPB is an 
established motivation-based model originated from Fischbein’s Expectancy Theory (Ajzen, 
1991). TPB model argues that ones’ behavioural action is strongly determined by their 
behavioural intention, while the latter is the product of ones’ attitude towards a particular 
behaviour, perceived others’ expectations on the behaviour,and ones’ perceived control over 
the behaviour(Ajzen,1991). Severalmeta analyses and model comparison studies support the 
high efficacy of the modelin predicting accuracy of behavioural intention and reported 



behaviours (Lajunen and Räsänen, 2004; SandbergandConner,2008). This study incorporates:  
a construct of the importance of COO in assessing credibility of a halallogo; and  areligiosity 
construct. The combination of these two constructs helps to understand consumers’ decision-
making relying on halallogos through a theoretical framework of COO and religious influence. 

 

 

Figure. 2. Source : Nazlida Muhamad and VaiShiem Leong(2017)Does the country of origin of a 

halallogo matter? The case of packaged food purchases 

 

We have also cited the above structural model to analyze the impact of other factors. To 
conduct this study, halal awareness, Islamic brand and product ingredients functioned as the 
three mainin dependent variables as input in determining its influence toward the dependent 
variable. On the other hand, purchase intention has been labeled as the dependent variable, as 
most of the discussion in the literature review illustrates that those listed independent variables 
have been widely used as pre-assumptions to prove its relationship.Therefore,this study 
proposes the following framework,whichis illustrated in Figureure3.2 

 

2.2   Hypothesis 

   This study examined the effects of Korean Awarenesss, Religious beliefs, Halal logo, 
and Exposure effects on Halal Awareness and Credibility of COO, and investigated the effect 
of these factors on the intention to buy food in Indonesia Muslims Several hypotheses have 
been written based on the above study model. 

 



* Hypothesis 1 :  

 Awareness of Korea has a positive impact on the credibility of Halal-certified  

* Hypothesis 2A : 

Religious belief has a positive impact on the belief that COO of Halal logo indicates Halal 

logo’s credibility. 

* Hypothesis 2B : 

 Religious belief of Muslims has a positive impact on level of awareness toward Halal foods 

or products among Muslims. 

* Hypothesis 3 :   

Halal certification/logo enforcement has a positive impact on level of awareness toward 

Halal foods product from Korea among Muslims 

* Hypothesis 4 :   

Exposure through advertisements and teaching has a positive impact on level of awareness 

toward Halal foods product from Korea among Muslims. 

* Hypothesis 5 :   

The belief that a Halal logo COO indicates the credibility of the logo is positively related to 

the intention to consider a Halal logo during a food product from Korea purchase. 

* Hypothesis 6 :   

Halal awareness has a positive impact on a Muslim’s intention to purchase a non-Muslim’s 

Halal food 

* Hypothesis 7 :  

Islamic brand has a positive impact on a Muslim’s intention to purchase a Halal food. 

* Hypothesis 8 :  

Product ingredients have a positive impact on a Muslim’s intention to purchase a non-

Muslim Halal food 

 

 

 

 

 

 



Research Model  

 

 

 

3   ANALYSIS AND DISCUSSION. 

 

3.1   Confirmatory Factor Analysis & Reliability Analysis 

          In this study, we used the method of evaluating the reliability of the measurement 
concept consisting of several items by using the Cronbach's alpha coefficient, which is 
commonly used to measure the reliability, Or 0.7 or better, and thus 0.6 was selected as the 
evaluation criterion in this study. 

This study validated the dimensional validity through Confirmatory Factor Analysis (CFA) as 
a method to verify the validity. Average Variance Extracted (AVE) and Composite Construct 
Reliability (CCR) The results of this study are summarized as follows. 

The validity of discrimination was verified through correlation analysis. This study 
used Cronbach's α ≥ 0.7 criterion to identify the internal consistency, and confirmatory factor 
analysis was χ2 (p ≥ 0.05), CMIN / df ≤3, CFI ≥ 0.9, RMSEA ≤0.08, RMR ≤0.08, NFI ≥0.9, 
and TLI≥0.9 were used. 



In order to verify the convergent validity, we used the criteria of factor load of 0.4 or more, 
AVE (average variance extraction) of 0.5 or more and CCR (conceptual reliability) of 0.7 or 
more. Finally, in order to verify the discriminant validity, it is evaluated that the discriminant 
validity is obtained when the AVE value is larger than the correlation value between the latent 
variables. 

It is called reliability verification or Cronbach alpha verification to see if it is possible to 
obtain the same measurement value if the measurement is repeated for the same concept. In a 
normal paper, it is judged that reliability is 0.6 or more. 

  

3.2  Confirmatory Factor Analysis of All Research Models (CFA) 

In this study, Confirmatory Factor Analysis (CFA) was conducted to evaluate the 
validity of factor structure and measurement model for measurement tools. Confirmatory 
factor analysis is used to test the validity of measurement tools such as intensive validity and 
discriminant validity as an analytical method for verifying the relationship between latent 
variables and observed variables and potential variables. The validity of χ2, GFI, AGFI, CFI, 
RMR To determine the model fit. 

The validity and validity of the measurement model were verified through confirmatory 
factor analysis. As shown in <Table 4-2>, the fitness of the measurement model was χ2 / df = 
2.137 (standard <0.3), RMR was 0.051 and less than 0.08, and GFI was 0.851, which was 
close to the standard value of 0.9 can do. Also, as a result of the CFI analysis, the fitness index 
of 0.927 was found to be 0.9 or more, which is the standard value, and RMSEA is 0.057, 
which is smaller than 0.08. 

Confirmatory factor analysis of the whole research model 

Factor Variable Estimate S.E CCR AVE Cronbach alpa 

AWARENESS OF 

KOREA 

AWARENESS OF KOREA 1 

AWARENESS OF KOREA 2 

AWARENESS OF KOREA 3 

AWARENESS OF KOREA 4 

AWARENESS OF KOREA 5 

AWARENESS OF KOREA 6 

0.588 

0.604 

0.598 

0.664 

0.913 

0.636 

 

0.100 

0.114 

0.128 

0.119 

0.135 

0.854 0.500 0.827 

RELIGIUOS BELIEFE RELIGIUOS BELIEFE 1 Delete 0.845 0.659 0.749 



RELIGIUOS BELIEFE 2 

RELIGIUOS BELIEFE 3 

RELIGIUOS BELIEFE 4 

0.519 

0.983 

0.752 

 

0.256 

0.226 

HALAL 

LOGO/CERTIFICATION 

HALAL LOGO / CERTIFICATION 1 0.782 

0.803 

 

0.103 
0.768 0.539 0.703 

HALAL LOGO / CERTIFICATION 2 

HALAL LOGO / CERTIFICATION 3 Delete 

HALAL LOGO / CERTIFICATION 4 0.448 0.097 

Factor Variable Estimate S.E CCR AVE Cronbach αlpa 

EXPOSURE 

EXPOSURE 1 

EXPOSURE 2 

EXPOSURE 3 

EXPOSURE 4 

0.998 

0.713 

 

0.062 
0.863 0.69 0.774 

Delete 

0.562 0.081 

COO CREDIBILTY OF 

HALAL LOGO 

COO CREDIBILTY OF 

HALAL LOGO1 

COO CREDIBILTY OF 

HALAL LOGO2 

COO CREDIBILTY OF 

HALAL LOGO3 

0.521 

0.978 

0.504 

 

0.419 

0.299 

0.789 0.58 0.723 

HALAL AWARENESS 

HALAL AWARENESS 1 

HALAL AWARENESS 2 

HALAL AWARENESS 3 

HALAL AWARENESS 4 

0.705 

0.913 

 

0.227 
0.839 0.726 0.789 

Delete 

ISLAMIC BRAND 

ISLAMIC BRAND 1 

ISLAMIC BRAND 2 

ISLAMIC BRAND 3 

0.984 

0.583 

 

0.094 
0.776 0.648 0.687 



ISLAMIC BRAND 4 

ISLAMIC BRAND 5 

ISLAMIC BRAND 6 Delete 

PRODUCT 

INGREDIANT 

PRODUCT INGREDIANT 1 

PRODUCT INGREDIANT 2 

PRODUCT INGREDIANT 3 

PRODUCT INGREDIANT 4 

PRODUCT INGREDIANT 5 

0.555 

0.812 

0.934 

0.640 

 

0.183 

0.203 

0.156 
0.868 0.631 0.826 

Delete 

Factor Variable Estimate S.E CCR Cronbach alpa  

PRODUCT INTENTION 

PRODUCT INTENTION 1 

PRODUCT INTENTION 2 

PRODUCT INTENTION 3 

PRODUCT INTENTION 4 

PRODUCT INTENTION 5 

PRODUCT INTENTION 6 

0.571 

0.825 

0.903 

0.668 

 

0.197 

0.223 

0.172 0.875 0.643 0.821 

Delete 

Goodness of fit: Chi-Squre(χ2)=568.575, df=345, χ2/df=1.648, p=0.000,  

RMR=0.051, NFI=0.837, IFI=0.929, TLI= 0.908, CFI=0.927, RMSEA=0.057 

 

Second, the standardization load of the construction concept is not satisfied with the 
reference value. RELIGIUOS BELIEFE 1, HALAL LOGO / CERTIFICATION 3, 
EXPOSURE 3, HALAL AWARENESS 3, HALAL AWARENESS 4, ISLAMIC BRAND 3, 
ISLAMIC BRAND 4, ISLAMIC BRAND 5, ISLAMIC BRAND 6 , PRODUCT 
INGREDIANT 5, PRODUCT INTENTION 5, and PRODUCT INTENTION 6 factors were 
deleted.  

As a result of the final analysis except the deleted items, the standardized load value of 
construction concept was 0.448 ~ 0.998, which was over 0.4.The conceptual reliability (CCR) 
was calculated as follows: AWARENESS OF KOREA 0.854, RELIGIUOS BELIEEF 0.845, 
HALAL LOGO / CERTIFICATION 0.768, EXPOSURE 0.863, COO CREDIBILTY OF 



HALAL LOGO 0.789, HALAL AWARENESS 0.839, ISLAMIC BRAND 0.776, PRODUCT 
INGREDIANT 0.868, PRODUCT INTEGRITY 0.875 More than 0.7. 

The mean variance extraction value (AVE) of the constructs was 0.500 for each factor, 
0.659 for RELIGIUOS BELIEEFE, 0.659 for HALAL LOGO / CERTIFICATION, 0.690 for 
EXPOSURE, 0.50 for CEL CILIBILTY OF HALAL LOGO, 0.726 for HALAL 
AWARENESS, 0.648 for ISLAMIC BRAND, 0.648 for PRODUCT INGREDIANT, 
PRODUCT INTENTION 0.643, both exceeding 0.5. The standardization factor, the 
conceptual reliability, and the mean variance extraction value all exceeded the reference value, 
indicating that the central validity is satisfied. 

 

 Pearson correlation analysis 

  

Correlation matrix and discriminant validity analysis result 

 ③  ② ③ ④ ⑤ ⑥ ⑦ ⑧ ⑨ 

①  1         

② 
0.199** 

(0.040) 
1        

③ 
0.004 

(0.000) 

0.327** 

(0.107) 
1       

④ 
0.151* 

(0.006) 

0.151* 

(0.023) 

0.177* 

(0.031) 
1      

⑤ 
0.230** 

(0.053) 

0.227** 

(0.052) 

.218** 

(0.048) 

0.189** 

(0.036) 
1     

⑥ 
-0.185** 

(0.034) 

0.138* 

(0.019) 

0.143* 

(0.001) 

0.142* 

(0.020) 

-0.055 

(0.003) 
1    

⑦ 
.0676** 

(0.457) 

0.367** 

(0.135) 

0.160* 

(0.010) 

0.037 

(0.001) 

0.193** 

(0.009) 

0.016 

(0.000) 
1   

⑧ 
0.143* 

(0.000) 

0.150* 

(0.023) 

-0.009 

(0.000) 

0.217** 

(0.047) 

0.182** 

(0.001) 

0.217** 

(0.047) 

0.178* 

(0.012) 
1  



⑨ 
0.011 

(0.000) 

0.268** 

(0.072) 

-0.135* 

(0.001) 

0.112 

(0.013) 

0.139* 

(0.019) 

0.168* 

(0.012) 

0.189** 

(0.036) 

0.222** 

(0.049) 
1 

AVE 0.500 0.659 0.539 0.690 0.58 0.726 0.648 0.631 0.643 

 

 

 

 

Analysis of structural model and hypothesis verification 

 

1. Awareness of Korea appeared to have a positive effect on COO credibility of Halal logo (β 
= 0.188, t = 1.967, p = 0.049). Research hypothesis H1 was adopted. 

2. Religious belief has a positive effect on COO credibility of Halal logo (β = 0.201, t = 
2.040, p = 0.041). Hypothesis H2a was adopted. 

3. However, religious belief did not appear to have a significant effect on Halal awareness (β 
= 0.118, t = 1.465, p = 0.143). H2b was rejected. 

4. Halal logo/certification did not show significant influence on Halal awareness (β = -0.007, 
t = -0.096, p = 0.923). H3 was rejected. 

5. Exposure also showed no significant effect on Halal awareness (β = 0.042, t = 0.727, p = 
0.467). H4 was also rejected. 

6. COO credibility of Halal logo appeared to have a positive effect on product intention (β = 
0.169, t = 2.201, p = 0.028). 

7. Halal awareness appeared to have a positive effect on product intention (β = 0.137, t = 
2.370, p = 0.018). 

8. Islamic brand did not have a significant effect on product intention (β = 0.082, t = 1.136, p 
= 0.256). H7 was rejected. 

9. Product ingredient appeared to have a positive effect on product intention (β = 0.182, t = 
2.393, p = 0.017). 

 

Based on the analysis result, hypothesis verification result is as follows. 

 

The model can be expressed as follows. 

 

 

 

 



Research Model Analysis 

 
 

 

4   CONCLUSION AND SUGGESTION 

 
4.1  Conclusion 

    The purpose of this study is to analyze how Indonesian Muslim consumers affect the 
purchasing of food and how Korean companies have a marketing strategy suitable for their 
consumption behavior in exporting food to Indonesia have. As a result of the study, we were 

able to get the following conclusions.  

 

1. If understanding and religious faith in Korea is high, the reliability of halal certified 
foods produced in Korea can be enhanced. This indicates that understanding of 
Korea will eventually affect the credibility of the country of origin and that the 
higher the confidence in the country of origin, the more reliable the halal 
certification in that country. Also, consumers with high religious values tend to check 
the Halal accreditation in imported foods, and they tend to consider the reliability of 



country of origin. The results of this study are consistent with the assertion of 
Schiffman and Kanuks (1997). Purchasing decisions of members of other religious 
groups are influenced by religious identity, direction, knowledge and beliefs. 
Ultimately, the credibility of the country of origin will ultimately increase the 
purchasing intentions of Indonesian consumers, so it is concluded that a high level of 
understanding and faith in Korea can lead to an increase in sales. 

 

2. The higher the level of understanding about Halal, the higher the intention to 
purchase Halal food. This is not a religious instruction to simply eat only Halal foods, 
but it includes practical aspects such as understanding of origins and reasons, types 
and methods. These results show that a good attenuation of Halal has a positive 
effect on the intention to purchase Halal products. In other words, it can be seen that 
consumers who have a high level of understanding about Halal may increase their 
purchase of Halal products. These results are the same as those of the previous study 
by Afshan Azam (2016). 

 

3. Food components have the highest positive impact on food purchasing. This is 
because the division of the halal is not simply a color or a shape but an inner raw 
material. As a result, food ingredients and ingredients must be clearly marked on the 
outside, which is expected to result in increased sales for Muslim consumers by 
positively impacting their consumption and purchasing behavior. These results are 
the same as those of the previous study by Afshan Azam (2016). In the previous 
study, it was considered that the relationship between product component and 
purchase intention was important, and therefore, it was claimed that product 
component gave important value to consumers' purchase behavior(Abdul 2013) 
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