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Abstract. In Islam, halal refers to what is allowed, while haram refers to what is forbidden.
The word halal is frequently connected with food. However, this phrase encompasses more
than just food. This is also true when it comes to cosmetics. This study is going to
investigate the effect of religiosity on to purchase decision of halal cosmetics in youth. The
method used for this research is quantitative. The analytical tool used in SmartPLS 3.2.0.
The sample in this research amounted to 100 respondents from 3 faculties in UMPP. The
result of this research indicates that religiosity affects purchase decisions. Even though
religiosity affects purchase decision but youth does not matter about the halalness of the
cosmetics they buy due to the understanding that halal is only something that is eaten. It
implies that young consumers of halal cosmetics do not tend to the halalness of the product.
The government is expected to be increasingly concerned with the number of the
circulation of cosmetic products, considering that Indonesia is the country with the largest
Muslim population in the world, tightening halal products by issuing a mandatory halal
logo on its products.
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1 Introduction

Halal refers to what is permissible, whereas haram refers to what is forbidden in Islam.
Halal and haram laws are a part of Islam's overall legal system. When it comes to food, the
phrase halal is assumed. However, this phrase has a broader meaning than just food [1]. Halal
concerns all aspects of human life such as income, someone’s attitude towards products, and
religiosity [2]. The demand for halal products is not only for food but also for cosmetics [3].
Halal medicines and cosmetics have attained increasing awareness and demand of 2.4 billion
Muslim consumers around the world. The global halal market is ready for expansion with a
combined growth rate of 6.8% until 2024 [4]. Pigs, corpses, blood, human body parts, predators,
reptiles, and insects are prohibited from being used in halal cosmetics. The cosmetic ingredients
come from animals that must be slaughtered in accordance with Islamic law in order to be
declared halal [1]. The halal cosmetic items must be labeled halal in accordance with the
established label criteria. To aid consumers in making a decision and ingesting the food, the
label must include a halal mark and accurately depict the product's components. Cosmetics
products that have been registered their products to get the halal certificates in Indonesia are as
seen in Table 1 below.
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Table 1. Cosmetics Halal in Indonesia

No Brand Halal Labeled
1.  Wardah 1998
2. Sariayu 2012
3. Zoya 2013
4, Forest Secret 2014
5. BLP Beauty 2016
6. ESQA 2018
7. Amara 2018
8. L’Oreal 2018
9.  Beauty Story 2018
10. Make Over 2018
11.  Silky Girl 2018
12, Safi 2018
13.  Olive Natural Skincare 2018

The halalness of these products is the right thing because it is related to Muslim worship
and prayers. Consumers are expected to be provided with information about the halalness of the
product, which if not done adequately will create bad satisfaction [5]. The halal label can give
consumers with information and foster a sense of confidence. The purpose of the halal label on
a product is to inform Muslim consumers who utilize halal products that the product is safe and
can be trusted [6]. Halal certification on certain products assures Muslim customers that all
materials and manufacturing methods are sharia-compliant [7]. Religion is a factor that
influences people's everyday attitudes about product selection. This indicates that religiosity is
linked to a way of life principle that is represented in society's and individuals' values and
attitudes [8]. There have been several studies on religiosity [9, 10, 11, 8]. However, most
research has only reached the intention to buy [11, 12, 13, 14]. Several researchers found that
religiosity affects purchasing decisions for halal products [9, 15]. From the research that has
been done, no one has revealed a person’s religiosity towards the decision to buy halal
cosmetics.

2 Method

This study was place from January to March 2020. Primary and secondary data were
employed in this investigation. Primary data was collected using the survey approach, which
involved randomly distributing questionnaires to students in three faculties at UMPP (regardless
of age, gender, or class boundaries). The variable measurement scale on the questionnaire uses
Likert scale. Secondary data was carried out by conducting literature studies from various
available sources. The sampling procedure uses Non-Probability Sampling. The number of
respondents used was 100 students from a population of 2.397 students. Data processing in this
study used the SmartPLS 3.2.0 version software and Microsoft Excel 2013. The collected data
was converted into csv extension using MS. Excel statistical analysis software then analyzed
using SmartPLS 3.2.0 version software, which is expected to obtain accurate, complete, and
comprehensive data analysis results.

The Partial Least Square-Structural Equation Model (PLS-SEM) is used in this study. SEM
is a cross-sectional, linear, and general statistical modeling tool [16]. Factor analysis, path



analysis, and regression are all included in this SEM. SEM is a statistical approach for
developing and testing statistical models, most commonly causal models. SEM may estimate
numerous relationship relationships between variables and depict the pattern of link between
latent constructs and indicator variables. SEM can perform factor, regression, and path analysis
simultaneously and can complete the analysis with a one-time estimate where the other is solved
by multiple regression equations. It can be stated that SEM contains qualities that are more
confirmatory than explanatory in nature. PLS-SEM is an alternative to SEM analysis that
permits data that is not normally distributed to be used (SEM requires normally distributed data),
but it may also be used with normally distributed data [16]. As a result, PLS-SEM is also known
as a soft modeling technique with less severe requirements than SEM, such as measurement
scale, sample size, and residual distribution. In PLS-SEM, the endogenous latent variable's
variants are maximized by estimating the partial model relationship in the order of the usual
least squares regression iteration, and the latent variable values are estimated using a linear
combination of the indicator variables associated with the latent variable and treated as a
substitute for the indicator variables. The main goal of PLS-SEM is to increase the variance of
endogenous latent variables as described in [16]. A structural model analysis (inner model) can
be performed using PLS-SEM, which shows the strength of the estimation between the latent or
construct variables, as well as a measurement model evaluation analysis (outer model), which
shows how the manifest variable represents the latent variable to be measured. The reflecting
and formative models are evaluated separately in the measuring model evaluation. This research
employs and evaluates a reflective model. The loading factor, composite reliability, average
variance extracted (AVE), and Cronbach's alpha are all included while evaluating the outer
model [17]. Evaluation of the inner model consists of two latent variables, namely religiosity
and purchasing decisions. Each latent variable has a reflective indicator that reflects the variable.
The analytical method is used to determine the overall direct and significant positive effect on
exogenous latent variables, that is religiosity towards endogenous latent variables, that is
purchasing decisions.

This research model uses an adaptation approach from [9] and [15] where religiosity is as
x1 and purchasing decisions as y2. The construct that is built consists of religiosity which has 8
indicators [15] and purchasing decisions which have 6 indicators [11]. The research model is
presented in Figure 1.
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Fig. 1. Research Model



The research hypothesis is compiled based on one thing that is a measure of religiosity
towards purchasing decisions for halal products in youth. From Figure 1, the research hypothesis
can be formulated as follows:

H1.: religiosity has a significant effect on the purchase decision of halal cosmetics in youth

3 Results and Discussions

3.1. PLS-SEM analysis in religiosity and purchase decisions

The outer model and inner model are both evaluated when the PLS model is evaluated [18].
The outer model is a measuring model that is used to evaluate the model's validity and
dependability. The measurement model parameters (convergent validity, discriminant validity,
composite reliability, and Cronbach's alpha) were collected by the algorithm iteration process,
including the R2 value as a parameter of the prediction model accuracy. The inner model is a
structural model that predicts latent variable causality [18]

3.2. Validity test

The validity test assesses the strength of the association between the construct and the
question items, as well as the relationship with other factors. The loading factor > 0.7, AVE >
0.5, and cross-loading > 0.7 in one variable is the rule of thumb that is commonly used to
determine validity [19].

3.3. Outer model
In this study, the validity and reliability of the latent variable indicators of religiosity and

purchasing decisions were carried out using the SmartPLS 3.2.0 software. Figure 2 shows the
model output.
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From the result in Figure 2 shows that the loading factor for religiosity there are five
indicators that have a value of <0.7, including x1_4 (0.374), x1_5 (0.520), x1_6 (0.594), x1_7
(0.430), and x1_8 (0.631). Meanwhile, for purchasing decisions, three indicators have a value
of <0.7, namely y1 1 (0.572), y1 5(0.579) and y1_6 (0.632). That is, several indicators have a
less strong correlation between the construct and the question items, while some correlate.

Based on the loading factor result in Figure 2, the indicators with a value of <0.7, that is
x1 4,x1 5,x1 6,x1 7,x1 8,yl 1, yl 5andyl 6 were removed from the model because
they were not significant. Then the model is re-estimated again by removing these indicators.
The results of the calculation are as shown in Figure 3.
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Fig. 3. Output Model After Change
From Figure 3 above, it can be seen that the loading factor (X) of the indicator value of each
construct of religiosity and purchase decision has a value of> 0.7, this means that it is valid to
use. Construct reliability and validity show in Table 2.

Table 2. Construct reliability and validity

Cronbach’s o A cor_npps_,ite average variance extract
alpha - reliability (AVE)

purchase decision  0.813 0.819 0.889 0.728

Religiosity 0.868 0.888 0.919 0.791

From Table 2 it can be seen that the AVE value of each variable is valid because> 0.5 is
0.728 for the purchasing decision variable and 0.791 for the religiosity variable. Discriminant
validity show in Table 3.

Table 3. Discriminant Validity

purchase decision religiosity
purchase decision 0.853
Religiosity 0.642 0.889

The value of the correlation between the variable and the variable itself, as well as the value
of the variable with other variables, is known as discriminant validity. The required correlation
between the variable and the variable must be higher than the required correlation between the
variable and other variables. Table 3 reveals that the purchasing decision variable's correlation



value with the purchasing decision variable (0.853) is higher than the purchasing decision
variable's correlation value with the religiosity variable (0.642). Furthermore, the correlation
coefficient between the religiosity variable and the religiosity variable (0.889) is higher than the
correlation coefficient between the purchase decision variable and religiosity (0.642). There is
no shortage of meaning. Cross loading show in Table 4.

Table 4. Cross Loading

purchase decision religiosity
x1_1 0.468 0.835
x1_2 0.631 0.923
x1_3 0.596 0.906
yl 2 0.858 0.564
yl 3 0.873 0.582
yl 4 0.828 0.493

Cross loading is a correlation between indicators and variables. Table 4 shows that the
indicators that measure the correlation variable are greater than the correlation indicators with
other variables. The meaning, there is no lack.

3.4. Reliability test

The value of Cronbach's alpha and composite reliability must be greater than 0.7 [20]. AVE,
Cronbach’s Alpha, composite reliability show in Table 5.

Table 5. AVE, Cronbach’s Alpha, Composite Reliability

Cronbach’s o A composite average variance extract
alpha - reliability (AVE)

purchase decision  0.813 0.819 0.889 0.728

Religiosity 0.868 0.888 0.919 0.791

In table 5, the results of the analysis show that all latent variables have AVE, Cronbach's
alpha, and composite reliability values above the set prerequisites, which is 0.7, meaning that
the measurement model is acceptable, valid, and reliable.

3.5. Inner model

The R-Square (R2) for the dependent variable is used to evaluate the structural model in
PLS, while the path coefficients and t-statistic for each path are used to test the significance
between variables in the model show in Table 6. The level of variation in changes in the
independent variable versus changes in the dependent variable is measured by the R2 value. The
greater the R2 score, the better the research model's prediction model [18]. R2 values of 0.75
are considered high, 0.50 are considered moderate, and 0.25 are considered weak, according to
the rule of thumb [20].



Table 6. R-square

r square Interpretation
purchase decision 0.413 Moderate

Table 6 shows that the R2 value of the purchasing decision variable is 0.413. This means
that the purchasing decision variable is influenced by the religiosity of 41.3%, while the
remaining 58.7% is influenced by other variables such as halal certification, country of origin,
and others.

By comparing the t-statistic with the t-table, hypotheses are tested by looking at the
outcomes of bootstrapping on the path coefficients (1.96). If the t-statistic> t-table then the
hypothesis (H1) is accepted. Tables 7 and 8 show the outcomes of data analysis with an alpha
of 5%.

Table 7. Path coefficient

purchase decision religiosity

purchase decision
Religiosity 0.642

The values in table 7 show that 0.642 are in the range of -1 to 1. So, the direction of the
relationship of religiosity to purchasing decisions is positive.

Table 8. t-statistic (bootstrapping)

original  sample standard
sample mean deviation
religiosity to purchase decision  0.642 0.518 0.319 2.013 0.045

t-statistic p-value

The t-statistic in Table 8 shows that the value 2013 is> 1.96. So, the results of this study
are significant. Hypothesis test result show in Table 9.

Table 9. Hypothesis Test Result

Path path coefficient  t-statistic p-value  Hypothesis  Result
Religiosity -> Purchase
decision 0,642 2.013 0.000 Accepted Significant

Based on the results of the evaluation of the inner model, the researcher concludes the
research hypothesis. The results of hypothesis testing are as follows:

H1: There is an influence between religiosity on purchasing decisions

The results of the analysis as presented in Table 9 show that religiosity has a significant
effect on purchasing decisions with a t-statistic of 2.013> 1.96 with a p-value or at a significance
level of 0.000, which means that the test results are 100% probable, then H1 is accepted.
Indicators such as the 5 daily prayers, observing the fast-during Ramadan, and paying zakat all
serve the reasons for a person to decide to buy halal cosmetics.

The results of this study are in line with research conducted by Bachleda which states that
religiosity affects purchasing decisions for Moroccan women on Muslim clothing even though
it has only a slight effect. Other characteristics, such as age, marital status, and education, may
have higher value as a segmentation tool for women's apparel in Muslim nations, according to



Bachleda's research. To put it another way, a Muslim woman's choice of clothing is not solely
motivated by piety. This is confirmed by the results of this study. Respondents admit that the
selection of halal cosmetics is not just about halal but also other factors such as compatibility
with the respondent's skin type. Bachleda's research used regression as an investigative tool for
research. Whereas in this study using SmartPLS. Research by Machali shows that religiosity
has a direct effect on purchase decisions significantly. Customer behavior is influenced by
consumer religiosity, according to the findings. Individuals who are deeply religious are more
likely to be worried about halal meals and to make halal food purchases. The findings of this
study back this up. The results of data analysis show that religiosity has a significant influence
with a significance of 2.013.

The present study had several limitations which might also inform future research. First,
the number of respondents which is only 100 may not represent the number of users of halal
cosmetics. Second, it is also deemed necessary to consider the age of the respondents.

4 Conclusion

The results of this research indicate that religiosity affects the purchase decision of halal
cosmetics on youth. Even though religiosity affects the purchase decision but youth does not
matter about the halalness of the cosmetics they buy due to the understanding that halal is only
something that is eaten, they choose the products based on the ingredient (such as for sensitive
skin).
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