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Abstract. This research applies TPB theory to the online and offline halal cosmetics
purchase choices in Jabodetabek, examining the impact of attitudes, subjective norms,
perceived behavioral control, pricing, religiosity, and halal labeling. This study uses
quantitative research with logistic regression analysis research method with Eviews 10 and
SPSS software. Data was collected by distributing questionnaires to Muslim women living
in Jabodetabek who have used halal cosmetic products using purposive sampling
techniques, referring to the Hair formula calculation. This calculation resulted in a sample
of 130 research respondents. The results showed that the tendency of Jabodetabek people
to choose online halal cosmetic purchases was 96.6%, and 2.4% chose offline purchases.
Then, the subjective norms and halal label variables influence purchasing decisions.
Meanwhile, attitude variables, perceived behavioral control, price, and religiosity do not
influence purchasing decisions for halal cosmetics. This is because millennials, who make
up the bulk of this survey's respondents, value recommendations from friends and family
very highly when it comes to halal cosmetics. The results of this research are expected to
be useful for those involved in the marketing of halal cosmetics and related services.
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1 Introduction

The potential in development of the halal industry in Indonesia can be said to have good
potential to increase Islamic economic growth Septiani & Indraswari (2018). People's awareness
of product quality in Indonesia should not only focus on the halal food and beverage sector but
also on the use of cosmetics; people must also be aware of the importance of the benefits of
halal cosmetic products. In accordance with the Islamic economic report, it is stated that the
consumption expenditure for halal cosmetics in 2021 is US$ 65 billion and has increased by
6.8% to US$ 70 billion (Indonesia Halal Markets Report, 2022).

Halal cosmetics in Indonesia are widely spread in local brand products. Cosmetics produced
from foreign countries have also been rampant in Indonesia, and some products already have
halal certificates (bp-guide. id, 2018). Halal cosmetic products spread in Indonesia have been
widely sold offline and online. Consumers usually do offline sales of halal cosmetics by visiting
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cosmetic stores directly. One reason for the fast growth of online shopping is the COVID-19
epidemic of 2019, which has made individuals want to spend less time interacting with others
and more time shopping online. [1]. In accordance with data from Bank Indonesia, e-commerce
transactions in 2022 experienced a growth of 31.41% with a value of Rp530 trillion (Bank
Indonesia, 2022).

It can be seen from the data in Graph 1 that it is clear the tendency of people in Indonesia to
prefer to make online purchases of halal cosmetics in e-commerce or social media. About 69%
of people choose to buy cosmetics online, namely 66% of purchases in e-commerce, and 3%
choose to buy on social media networks. Only about 31% of people choose to buy cosmetics
offline, namely in cosmetic stores directly in supermarkets, minimarkets, and other stores. This
is because online or offline purchases have advantages and disadvantages, affecting a
consumer’s purchasing decision. [2].
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Fig. 1. Sales data of cosmetics in Indonesia in 2022 (in percent)

In offline purchases, consumers must go directly to the store. Offline stores are also clearly
visible, or shop buildings can be seen and visited directly. Consumers can buy a product related
to the condition of the goods or services to be purchased so that they can avoid errors or
imperfections in a product. [3]. Online purchases are different from offline purchases, where
there is no visible store in online purchases. So that consumers cannot visit the store. Consumers
can only order or make purchases through online shopping applications or e-commerce.
However, another advantage is that consumers can make purchases quickly, and there is no time
limit. [4] Internet sales inside the state are soaring, particularly in light of the recent COVID-19
outbreak. Many people's interests and ways of living changed throughout that period.
Consumers realized that they needed halal products to use because they realized that if they used
products that had not been tested halal, there was a high potential for the virus. [5].

Theory of Planned Behavior (TPB) is used to assess a consumer when making a purchase
decision online and offline. When viewed based on the Theory used, namely TPB, a consumer's
purchasing decision to shop both offline and online can be influenced by several factors. These
factors include attitudes, subjective norms, perceived behavioral control, price, and halal labels.

Several studies have looked at the factors that influence halal cosmetic purchase decision-
making. Research conducted by [6], [7], and [8] It was found that subjective norm variables,



attitude variables, and perceptual control variables affect a buyer's decision to buy halal
cosmetic products. However, there are differences in research [9]. However, there are
differences in [9] research on subjective norms on purchasing decisions because, according to
the respondents, they do not always buy halal cosmetics based on the advice of others.

It is suspected that the price factor of a halal cosmetic product can influence a consumer's
decision. As is the case in research [10] and [11]the price variable influences consumer decisions
in buying halal cosmetics. Meanwhile, different results were found where there was no influence
from the price variable on a person's decision to buy cosmetics online. [12].

Another indicator that is thought to influence halal cosmetic purchasing decisions is the
religiosity variable. In line with research, [13] prove that the religiosity variable can influence a
consumer's intention to buy halal cosmetic products. Contrary to research [14], where the
religiosity variable does not influence consumer decisions. Then purchasing decisions can also
be influenced by the presence of a halal label contained in a product package, this is proven in
research [15] and [16] where the halal logo affects the decision to buy halal cosmetics.
Meanwhile, [17] has different results, indicating that the halal label variable does not influence
consumer purchasing decisions.

The purchasing decision of a consumer regarding the purchase of halal cosmetics in reality,
there are still many consumers who use cosmetics only in terms of quality without caring about
the halalness of these cosmetic products. However, if a consumer realizes the importance of the
safety of a halal-tested product, then it will be much better when consumers consume a product.
Based on this, the researcher is interested in studying why a consumer decides to purchase halal
cosmetics offline and online, focusing on consumers in Jabodetabek Province. So, this research
aims to use attitude, subjective norm, perceived behavioral control, price, religion, and halal
label variables to determine what aspects impact a consumer's purchase of halal cosmetics.

2 Literature Review

Every human being has needs that need to be met in his life. In an effort to meet the needs of
human life, the presence of trade or purchasing activities in people's lives can help meet human
needs. The purchasing process can also be done in two ways: by making purchases directly at
the store or purchasing with the help of technological sophistication and the internet, commonly
known by the public as online shopping. In offline purchases, consumers must go directly to the
store. Offline stores are also visible, and shop buildings can be seen and visited directly.
Consumers can buy a product related to the condition of the goods or services to be purchased
to avoid errors or imperfections in a product. [3]. In contrast to online purchases, online
purchases are growing rapidly, accompanied by the development of technology and an
increasingly sophisticated internet.

[4] state online purchases are growing rapidly, especially during the Covid-19 pandemic. At that
time, there was a transition in changes in people's interests and lifestyles where consumers
realized that they needed halal products to use because they realized that if they used products
that had not been tested halal, there was a high potential for the virus[5]. Halal products are also
highly sought after during a pandemic because consumers need products that are hygienic and
good and halal products for consumption. Even during the pandemic, the cosmetics industry in



Indonesia not only produces skin care products such as makeup and skincare but also produces
hand sanitizers and personal care to prevent the coronavirus[5]. Indirectly, halal industrial
policies in the Islamic economic system can restore economic growth during the pandemic[18].

Online marketing strategies can be carried out with the help of digital marketing, which can
increase the development of a business[19]. According to [20], promotions in digital marketing
can be done through websites, advertisements, or promotions. They can also be done by utilizing
technological sophistication, such as creating content, images, or promotional videos distributed
through social media applications.

According to [21] marketing strategy when promoting halal cosmetics must be able to present
interactive and innovative content without reducing the Islamic image. Meanwhile, offline
marketing usually costs more energy and money to promote products. Producers or sellers must
interact directly with consumers to promote a product. In addition, sellers can use offline
promotional media, such as by distributing flyers or banners that consumers can see directly.

[4].

The development of the cosmetics industry in Indonesia is very rapid due to the high consumer
interest in cosmetic products. However, the increase is more likely to be on cosmetics that are
not halal certified, the knowledge and awareness of consumers towards halal cosmetics is still
very low, and it is not uncommon for a consumer to still choose a cosmetic product only in
terms of quality without knowing the existence of a halal label.

Various factors can influence consumer decisions when purchasing halal cosmetics. The
research conducted by [9] used the TPB theory in their research entitled " The Purchasing Habits
of Malaysian Muslims in Relation to Halal Personal Care Goods." The purpose of this research
is to identify the elements that lead potential halal cosmetics buyers to make a purchase.
Intentions to purchase halal cosmetics were shown to be influenced by attitude characteristics
and behavioral control. Wanting to buy halal cosmetics has little to do with the subjective norm
variable. This is because, in this study, consumers decide to buy halal cosmetics, which is not
always based on the advice of others, because those who have the right to determine and feel
the impact are the consumers themselves.

Then, the research was conducted by [22] to see the factors that influence online purchasing
decisions in the Shopee application. Where in this study uses the same variable, namely the
price variable. Consumers' online shopping choices are influenced by the price variable,
according to this study's findings. Unlike the research case [12], the variable does not influence
online consumer purchasing decisions.

Research [23] and [24] also explain that the price factor of a product affects the decision of a
consumer to purchase halal cosmetics. In addition, the religiosity factor is thought to influence
buying decisions for halal cosmetics. In research conducted [25] said that religious values
impact halal cosmetic product purchases. This study found that those with a strong religious
awareness were more inclined to purchase halal cosmetics.

Then, suppose a consumer is aware of the importance of the halal label of a product. In that
case, it will increase a consumer's purchasing decision in both online and offline purchases. In
research, [26] and [27] stated that the halal label influences consumer decisions when buying
cosmetic products. Consumers are very concerned about the halal label because it is guaranteed
that the composition and manufacture of cosmetic products have been tested for halal.



3 Theoretical foundation

3.1 Theory of Planned Behavior

Individuals engage in planned activity when they make a conscious choice to do so, according
to the Theory of Planned activity. [28]. Martin Fishbein and Icek Ajzen first presented the
Theory of Reasoned Action (TRA) in 1980; this Theory is an expansion of that theory.

We can use this hypothesis to try to figure out why consumers buy halal cosmetics. All three of
the pillars of TPB—attitude variables, subjective norms, and perceived behavioral control—are
present in this study. Potential purchasers could be swayed by any of these factors.[28].

3.2 Price

Price is the amount of value spent by the public when they want to buy a product, and when the
product has been purchased, the consumer will benefit from the product. According to [29], an
essential aspect in making a consumer's purchasing decision is based on the price factor of a
good or service. Consumers tend to consider price value before deciding on a purchase. Usually,
the price value will be compared to the choice of product with other products, or the price will
be compared in one shop with another shop, then consumers will analyze the price suitability in
terms of the quality of a product with the amount of money that consumers have spent.

3.3 Religiosity

According to [30], religiosity leads to aspects of the quality of belief and behavior of each
individual in accordance with the religion adopted in a person so that it focuses more on the
substance of noble religious values. The meaning of religiosity can also be interpreted as a
person's behavior or actions related to religious knowledge, and this behavior will be
implemented in everyday life by obeying all the commands and staying away from the
prohibitions of Allah SWT. [31]. Religiosity is applied to various aspects of human life. The
value of religiosity also needs to be implemented in daily life, which is closely related to life
activities between fellow humans, such as establishing good relations with neighbors and being
polite. Therefore, the value of religiosity does not lie only in the aspect of worship to Allah SWT
but to fellow humans; the value of religiosity must also be owned by someone.

3.4 Halal Label

A logo contained in a packaged product with a halal mark as a product guarantee. For a Muslim
the halal label has an important role in the life of Muslims, especially regarding the halalness of
a product to be consumed. Consumers will feel safe when buying a product tested for halalness;
besides that, a halal logo is essential to include because it will make it easier for a consumer
when he wants to buy a product[32].

4 Methods

The population in this study is Muslim women in Jabodetabek halal cosmetics. The sampling
technique used is purposive sampling based on certain respondent criteria. An online survey
evaluating attitude factors, subjective norms, perceived behavioral control, price, and halal



labeling was used to collect the results. The survey consisted of 26 items. Using a Likert scale,
the responses to the questionnaire are evaluated.

The data analysis method used is binary logistic regression using SPSS software version 26 and
Eviews version 12. Logistic analysis is used to see the effect of the relationship pattern between
the dependent variable (YY), which can be nominal or ordinal with one or more independent
variables (X) (Ghozi et al., 2018). In this study, the sample was obtained through the calculation
of [33]. The minimum sample size is around 5 to a maximum of 10 observations for each
parameter or indicator being estimated. Based on the calculation of the formula for the sample
in this study was 130, which was obtained from the calculation results, namely 26 indicators x
5 = 130 respondents.
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Source: Author, 2023

Fig. 2. Research Framework

The independent variables consist of attitude (X1), subjective norms (X2), perceived behavioral
control (X3), price (X4), religiosity (X5), and halal label (X6), while the purchase decision (Y)
as the dependent variable which is dummy, namely number 0 as an online purchase and number
0 as an offline purchase. Islamic and general housing intention regression equation models:

Y=Ln—l"—1_p=a+BX11 +BXo2 +PXas +BXas +PXss+PXes +€

Description:

Y : Halal Cosmetics Purchasing Decisions online and offline
B0, L1 B2 B3, 4: Regression coefficients

X1, X2, X3, X4, X5, X6: Independent variable

¢: Error of term or disturbance

5 Results and Discussion

Respondents in this study were women domiciled in Jabodetabek (Jakarta, Bogor, Depok,
Tangerang, and Bekasi) aged 17 to 55 years who have used or are using halal cosmetics and
have bought halal cosmetics in offline and online stores. The sample taken amounted to 130
respondents.



Table 1. Model Accuracy Test

Purchase Decision

Online Offline Percentage
purchase purchase Correct
Purchase Online 172 6 96.6
Decision purchase
Offline 80 2 24
purchase
Overall Percentage 66.9

Source SPSS 26 (Processed by the author, 2023)

Based on table 1, it shows that the prediction results of consumer decisions in purchasing halal
cosmetics online are 96.6%. While only 2.4% choose to make purchases of halal cosmetics
offline. It can be concluded that consumers are more interested in making online purchases. This
is in accordance with the times at this time where the increasing sophistication and ease of
technology can attract people to purchase with the help of technology and the internet.

Table 2. Simultaneous Test

Chi-square df Sig.
Step 1 Step 13.168 6 .040
Block 13.168 6 .040
Model 13.168 6 .040

Source SPSS 25 (Processed by the author, 2023)

Table 2, The dependent variable is substantially affected by the independent variables all at
once, as shown by the omnibus test table significance value of 0.040 <0.05. This lends credence
to the idea that the factors of attitude, subjective norms, perceived behavioral control, price,
religiosity, and halal label do, in fact, have a substantial impact on whether people choose to
buy halal cosmetics online or in-store.



Table 3. Partial Test

95% C.1. for
EXP(B)
B SE. Wald df Sig. Exp(B) Lower  Upper

Step Attitude -132 112 1.376 1 241 877 .703 1.092
12 Subjective Norm .288 123 5.446 1 .020 1.334 1.047 1.698

Perceived Behavioral .028 122 .052 1 .820 1.028 .809 1.306

Control

Price 123 077 2.533 1 JA11 1131 972 1.316

Religiosity -.042 071 .346 1 .556 .959 834 1.102

Halal Label =277 111 6.217 1 013 .758 610 943

Constant 467 1.338 122 1 727 1.596

Source SPSS 26 (Processed by the author, 2023)

Then, table 3 shows a significance value of 0.020 for the subjective norm variable and the
significance value of the halal label of 0.013, which is smaller than the significance value,
namely o = 0.05. Meanwhile, the variables of attitude, perceived behavioral control, price, and
religiosity do not significantly affect purchasing decisions for halal cosmetics because they have
a significance value more significant than the a value of 0.005.

The regression equation model in this study is:

Halal cosmetics purchase decision online and offline = 0.467 - 0.132 Attitude + 0.288
Subjective norm + 0.028 Perceived behavioral control + 0.123 price - 0.042 Religiosity - 0.277
Halal label

It can be explained that subjective norm variables and halal labels influence the variables that
influence purchasing decisions for halal cosmetics online and offline. The attitude variable does
not affect purchasing decisions for halal cosmetics both online and offline. In this case, it is
because the attitude of some respondents does not pay attention to the halal value of a cosmetic
product that will be purchased or used. This is because most of the consumers in this study are
aged 17-24 years, which includes the millennial generation, who prefer to use cosmetic products
that are certain to suit themselves, which will make consumers look beautiful when used without
seeing the level of safety and halal content of a product, in line with research conducted by [34]
who, among female students at Ahmad Dahlan University's Faculty of Economics and Business,
discovered no statistically significant correlation between the attitude variable and their
propensity to buy halal cosmetics.

Subjective norms affect purchasing decisions for halal cosmetics online and offline. This study
explains that suggestions or recommendations from people around influence halal cosmetic
purchasing decisions. Consumers likely choose halal cosmetic products because of the trend of
halal cosmetic products or because a halal cosmetic product brand has just issued a new variant
or product that is currently viral on social media. This is also in accordance with current
conditions where with the increasingly sophisticated technology, people efficiently receive all



information, especially when purchasing a product recommended by content creators on social
media. This is reinforced by research conducted by [35] where their research stated that the
subjective norm variable affects the decision to purchase halal cosmetics both online and offline
in Mandailing society. Other research, such as that conducted by [36], [37], and [7] which, also
states that subjective norm variables affect halal cosmetic purchasing decisions.

Then, the perceived behavioral control variable does not affect purchasing decisions for halal
cosmetics online or offline. This happens because there may be inhibiting factors for the
respondents in this study when they want to make decisions in purchasing halal cosmetics both
online and offline, especially in this study, where most of the respondents are female students
who have not maximized their income, so that the possible inhibiting factor is due to the problem
of the price of halal cosmetics which is still not affordable for female students in Jabodetabek.
Research is in line with and also strengthened by [37] where perceived behavioral control does
not affect women buying halal cosmetics.

Price also does not influence purchasing decisions for halal cosmetics online or offline. This is
because the prices of halal cosmetic products are still not affordable for the wider community,
and only a few halal cosmetic products have prices that are affordable for the public, especially
students, in accordance with the profile of respondents in this study where respondents have an
income of less than Rp. 500,000. So halal cosmetic product prices are still not affordable for
respondents in this study. This is in accordance with and reinforced by researchers [38], They
used the Shopee app and discovered that users' choices to buy were unaffected by the price
variable. In contrast, some academics, such [39] and [12], Additionally, it was revealed that
halal cosmetics purchase choices are unaffected by price.

Then religiosity also has no effect on purchasing decisions for halal cosmetics online and offline.
It is related to the profile of respondents in this study, where most of them are female students
who prefer to buy halal cosmetic products only based on subjective norms or the influence of
other people around without considering the value of Islamic teachings. Similar to research
conducted by [40], inside the context when religious factors do not impact the desire to purchase
halal cosmetics, the halal knowledge variable is a significant factor that might impact this
intention. This is reinforced by research from Nasrullah (2015), where the religiosity variable
has no effect because the tendency of consumers in Indonesia is to be consumptive so that its
people prioritize their desires over their needs in accordance with Islamic teachings.

Meanwhile, the halal label variable affects purchasing halal cosmetics online and offline. This
proves that a halal label on a product will provide important information for consumers,
especially Muslim consumers. This is in line with research conducted by [41], where it is
explained that halal labeling is an important and influential factor in the decision-making of a
consumer in buying halal cosmetics conducted by female students of Muhammadiyah
University of Yogyakarta.

Conclusion

There were disparities in the intended purchases, according to the data analysis. According to
the findings of this investigation, a portion of, the variables of subjective norms and halal labels
can influence the purchasing decisions of a consumer when buying halal cosmetics online or



offline. Meanwhile, attitude variables, perceived behavioral control, and price do not
significantly influence purchasing decisions for halal cosmetics in Jabodetabek online or offline.
Then, people in Jabodetabek prefer to purchase halal cosmetics online rather than having to buy
halal cosmetics directly in stores. Meanwhile, the brand of halal cosmetic products that is the
people's favorite or choice is Wardah brand cosmetic products. Some parties, such as halal
cosmetic manufacturers,s are expected to understand the characteristics of consumers and
provide various types of cosmetics at more economical prices so that all groups, especially
students, can reach them. In addition, producers are also expected to add information related to
halal products during the promotion or advertisement of a cosmetic product so that the public is
more aware of the benefits of halal cosmetic products. Then, for consumers, it is hoped that
paying attention to cosmetic products is not based on suitability alone but must pay more
attention to safety and halalness, especially for Muslim consumers.

References

[1] A. Bhatti, H. Akram, H. M. Basit, A. U. Khan, S. M. R. Naqvi, and M. Bilal, “E-commerce trends
during COVID-19 Pandemic,” Int. J. Futur. Gener. Commun. Netw., vol. 13, no. 2, pp. 1449-1452,
2020, [Online]. Available: https://www.researchgate.net/publication/342736799

[2] R. Irwansyah et al., Consumer Behavior. Widina Bhakti Persada Bandung, 2021.

[3] Z. Hamzah, M. Arif, and C. Nisa, “Comparative Analysis of Marketing Strategies in Online and
Offline Buy and Sell Transactions on Hijab (Case Study: Riau Islamic University Students),” J. Sharia
Econ., vol. 2, no. 1, 2019.

[4] S. Popon, F. Hilal, N. A. Azzahra, and S. L. Nurlaeli, “Comparison of Online and Offline Marketing
Strategies in the Era of the Covid-19 Pandemic,” Al-Kharaj J. Islam. Econ. Financ. Bus., vol. 5, no. 3,
pp. 1080-1083, 2022, doi: https://doi.org/10.47467/alkharaj.v5i3.1480.

[5] N. Hidayah et al., Covid-19: Plague, Fitnah, and Wisdom. Amma Alamia Library, 2020.

[6] A. A. Rahman, E. Asrarhaghighi, and S. A. Rahman, “Consumers and halal cosmetic products:
Knowledge, religiosity, attitude and intention,” J. Islam. Mark., vol. 6, no. 1, pp. 148-163, 2015, doi:
https://doi.org/10.1108/JIMA-09-2013-0068.

[7] M. Aisyah, “Consumer Demand on Halal Cosmetics and Personal Care Products in Indonesia,” Al-
Igtishad J. Islam. Econ., vol. 9, no. 1, 2017, doi: https://doi.org/10.15408/aiq.v9i1.1867.

[8]J. A. Kadengkang and U. Linarti, “Measurement of behavior and purchase intention of halal cosmetic
products through modification of Theory of planned behavior (TPB),” Sci. J. Appl. Psychol., vol. 8, no.
1, p. 25, 2020, doi: https://doi.org/10.22219/jipt.v8i1.8769.

[9] A. Haque, N. Anwar, A. K. Tarofder, N. S. Ahmad, and S. R. Sharif, “Muslim consumers’ purchase
behavior towards halal cosmetic products in Malaysia,” Manag. Sci. Lett., vol. 8, no. 12, pp. 1305-1318,
2018, doi: https://doi.org/10.5267/j.msl.2018.9.0009.

[10] A. Fathurrahman and M. Anggesti, “The Influence of Lifestyle, Halal Label and Price on Cosmetic
Purchasing Decisions (Case Study on Safi Products),” J E S, vol. 6, no. 2, 2021.

[11] N. Aeni and M. T. Lestari, “The Effect of Halal Label, Brand Image and Price on Purchasing
Decisions for Wardah Cosmetic Products,” J. Bus. Econ. Manag. Account., vol. 1, no. 2, pp. 2797-7161,
2021, doi: https://doi.org/10.47709/jebma.v1i2.996.

[12] F. V. Sudjatmika, “The Effect of Price, Product Reviews, Convenience, and Security on Online
Purchasing Decisions at Tokopedia.Com,” AGORA, vol. 5, no. 1, 2017.

[13] A. Larasati, S. R. H. Hati, and A. Safira, “Religiosity and Knowledge on Muslim Consumers’



Attitude and Intention to Purchase Halal Cosmetic Products,” Essence J. Bus. Manag., vol. 8, no. 2,
2018, doi: https://doi.org/10.15408/ess.v8i2.7459.

[14] D. Suhartanto, D. Dean, 1. S. Sarah, R. Hapsari, F. A. Amalia, and T. Suhaeni, “Does religiosity
matter for customer loyalty? Evidence from halal cosmetics,” J. Islam. Mark., vol. 12, no. 8, pp. 1521
1534, 2021, doi: https://doi.org/10.1108/JIMA-03-2020-0069.

[15] G. Anggadwita, D. T. Alamanda, and V. Ramadani, “Halal Label vs Product Quality in Halal
Cosmetic Purchasing Decisions Cite,” Econ. J. Isla Econ. Bus., vol. 4, no. 2, pp. 227-242, 2019,
[Online]. Available: https://ejournal.radenintan.ac.id/index.php/ikonomika

[16] Hayet, “The Effect of Halal Labeling on Purchasing Decisions for Cosmetic Products (Case Study
in Pontianak City, West Kalimantan, Indonesia),” J. Islam. Econ., vol. 10, no. 1, 2019, [Online].
Auvailable: http://www.topbrand

[17] S. Sitompul, “The Effect of Halal Label Knowledge and Brand Awareness on Cosmetic Purchasing
Decisions Through Group Recommendations as a Moderating Variable,” Shar-E J. Sharia Law Econ.
Stud., vol. 7, no. 1, pp. 50-64, 2021.

[18] N. Hidayah, Sharia Economy in Indonesia: A Review of Legal Aspects. Deepublish, 2023.

[19] 1. P. Rachmadewi, A. Firdaus, Qurtubi, W. Sutrisno, and C. Basumerda, “Analysis of Digital
Marketing Strategies in Online Stores for Small and Medium Enterprises,” J. INTECH Ind. Eng. Univ.
Serang Raya, vol. 7, no. 2, pp. 121-128, 2021, doi: https://doi.org/10.30656/intech.v7i2.3968.

[20] P. Lestari and M. Saifuddin, “Implementation of Product Promotion Strategies in the Purchase
Decision Process through Digital Marketing during the Covid-19 Pandemic,” J. Manag. Innov., vol. 3,
no. 2, pp. 2685-4716, 2020.

[21] C. Suparno, “Online purchase intention of halal cosmetics: S-O-R framework application,” J. Islam.
Mark., vol. 12, no. 9, pp. 1665-1681, 2020, doi: https://doi.org/10.1108/JIMA-09-2019-0192.

[22] F. I. H. Putri and D. Wibowo, “Analysis of Factors Affecting Consumers in Online Purchasing
Decisions for Shopee Users in Lakarsantri District,” J. Account. Sci. Ris., vol. 11, no. 2, 2022.

[23] N. Saktiana and M. A. Mifftahudin, The Effect of Consumer Attitudes, Price Perceptions, and Risk
Perceptions on Purchasing Decisions for Halal Labeled Cosmetics (Study on Consumers of Halal
Labeled Cosmetics Users in Purwokerto). 2021. [Online]. Available: www.swa.co.id

[24] N. A. Syafri, Mustari, M. Hasan, M. 1. Said, and Nurdiana., “The Influence of Lifestyle, Halal
Brand Image, Celebrity Endorser and Price Level on Wardah Cosmetics Purchasing Decisions (Case
Study of Economic Education Students at Makassar State University),” J. Econ. Bus., vol. 11, no. 2,
2022.

[25] 1. K. Rohmatun and C. K. Dewi, “The Effect of Knowledge and Religiousness on Purchase Intention
on Halal Cosmetics Through Attitude,” J. Ecodemica, vol. 1, no. 1, 2017, [Online]. Available: http://cci-
indonesia.com

[26] M. A. Amin and L. Rachmawati, “The Effect of Halal Label, Brand Image, and Online Consumer
Review on Wardah Cosmetics Purchasing Decisions,” J. Islam. Econ. Bus., vol. 3, no. 2, 2020, [Online].
Available: https://journal.unesa.ac.id/index.php/jei

[27] F. T. Hifzhan, A. Azis, and E. M. Syafitri, “The Effect of Product Quality and Halal Label on
Product Purchasing Decisions (Case Study on TAIN Salatiga Students),” J. Econ. Bus., vol. 8, no. 2, pp.
86-92., 2021.

[28] I. Ajzen, Attitudes, Personality, and Behavior, Second Edi. McGraw-Hill Education, 2005.

[29] M. Aulia and 1. Hidayat, “The Effect of Product Quality, Service Quality and Price on Amanda
Brownies Consumer Satisfaction,” J. Manag. Sci. Res., vol. 6, no. 5, 2017.

[30] K. Sudarti and S. B. Ulum, “The Role of Consumer Attitudes in Mediating the Effect of Religiosity
and Brand Reputation on Repurchase Intention,” EKOBIS, vol. 20, no. 2, pp. 48-48, 2019.



[31] M. Zuhirsyan and N. Nurlinda, “The Influence of Religiosity and Customer Perceptions on
Decisions to Choose Islamic Banks,” Al-Amwal J. Econ. Sharia Bank., vol. 10, no. 1, p. 48, 2018, doi:
https://doi.org/10.24235/amwal.v10i1.2812.

[32] R. Paujiah, A. M. Kosim, and S. Gustiawati, “The Effect of Sharia Marketing Mix and Halal Label
on Purchasing Decisions,” Al Maal J. Islam. Econ. Bank., vol. 1, no. 2, p. 144, 2020, doi:
https://doi.org/10.31000/almaal.v1i2.1847.

[33] J. Hair, W. Black, B. Babin, and R. Anderson, “Multivariate Data Analysis: A Global Perspective,”
in Multivariate Data Analysis: A Global Perspective, 2010.

[34] R. R. N. Ikhsan and Sukardi., “The Effect of Religiosity, Attitudes, Subjective Norms, and
Behavioral Control on Intention to Purchase Halal Cosmetic Products at the Faculty of Economics and
Business, Ahmad Dahlan University Yogyakarta,” Sci. J. Present Glob. Econ., vol. 11, no. 1, 2020.
[35] A. Khadijatul, R. A. Siregar, M. Marpaung, and Rahmat., “Analysis of the Effect of Halal
Awareness, Subjective Norms, Attitudes and Intentions on Consumer Interest and Use of Halal
Cosmetics,” Int. J. Econ., vol. 1, no. 2, pp. 300-314, 2022, doi: https://doi.org/10.55299/ijec.v1i2.102.
[36] R. Sama and J. P. Trivedi, “Factors affecting consumers’ loyalty towards halal cosmetics: an
emerging market perspective,” Int. J. Bus. Emerg. Mark., vol. 11, no. 3, pp. 254-273, 2019.

[37] A. H. Ngah, S. Gabarre, H. Han, S. Rahi, J. A. Al-Gasawneh, and S. H. Park, “Intention to purchase
halal cosmetics: Do males and females differ? a multigroup analysis,” Multidiscip. Digit. Publ. Inst.,
vol. 8, no. 1, pp. 1-14, 2021, doi: https://doi.org/10.3390/cosmetics8010019.

[38] Fathorrahman, M. B. Ainun, and Minullah., “The Effect of Product Quality, Price on Purchasing
Decisions Through Market Place at Shopee,” Indones. J. Manag. Bus., vol. 8, no. 2, pp. 160-170, 2022.
[39] R. Emawati, A. B. Dwi, and J. G. Argo, “Analysis of the Effect of Promotion, Price, and Brand
Image on Purchasing Decisions on the Zalora E-commerce Site in Jakarta,” Bus. Manag. Anal. J., vol.
4, no. 2, pp. 80-98, 2021, doi: https://doi.org/10.24176/bmaj.v4i2.6663.

[40] T. Pramiyati, “The Role of Primary Data in the Formation of Factual Conceptual Schema (Case
Study: Conceptual Schema of Simbumil Database,” SIMETRIS J., vol. 8, 2017.

[41] A. Zukhrufani and M. Zakiy, “The Effect Of Beauty Influencer, Lifestyle, Brand Image, And Halal
Labelization Towards Halal Cosmetics Purchasing Decisions,” JEBIS J. Islam. Econ. Bus., vol. 5, no.
2, pp. 168-180, 2019.



