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INTRODUCTION

Halal food not only adheres to religious requirements but also emphasizes cleanliness, ethics,
and high food safety standards, making it appealing to both Muslim and non-Muslim consumers.
Research on halal food provides insights into how consumer perceptions of halal certification
influence their purchasing decisions (Triansyah, 2023). In the food processing industry around
SFA Steak & Resto (SFA Halal Food) Gentan, not all establishments have obtained halal
certification. Various foods, including those made from dog meat, are often sold freely.
Additionally, there is a widely known issue in the community regarding a popular chicken noodle

product infamously referred to as "Mie Ayam Pocong”. SFA Steak & Resto was chosen as the
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research object because it has received halal certification and is the most favored dining destination
in the Gentan Sukoharjo area.

Understanding halal products plays a significant role in influencing consumers' purchase
intentions. Consumers equipped with comprehensive information are more likely to choose
products with halal certification. Halal products are often associated with high cleanliness and
safety standards, which raises awareness of the importance of selecting quality products free from
harmful ingredients (Triansyah, 2023). This aligns with consumer knowledge that influences
decisions about which products to purchase and consume. Every consumer has a perception of
products or services. According to Rizkitysha & Hananto (2020), knowledge contributes to
purchasing behavior, product information search, and product evaluation. Interestingly, millennial
consumers (Generation Y) are theorized to exhibit positive behaviors and attitudes, such as
reciprocity when receiving quality and assured products from a company (Blau, 1964).

Research conducted by Muflih & Juliana (2021) indicates that halal food purchasing
decisions are positively and significantly influenced by halal labeling and other factors such as trust,
spirituality, brand image, and customer satisfaction. However, a study by Raziqi (2022) found that
purchasing decisions for food and beverages with halal labels did not have a significant influence.
Fermanto & Sholahuddin (2020) demonstrated that halal labeling on halal food with natural
additives positively and significantly affects purchasing decisions. Similarly, research by Ekowati
et al, (2020) found that halal labeling associated with a halal lifestyle, supported by young
generations' knowledge, has a positive and significant impact on purchasing decisions. In contrast,
a study by Suprapto & Azizi (2020) revealed that halal labels, along with other factors, were not
proven to significantly affect consumer purchasing decisions.

The study by Mahendri (2020) demonstrated that religiosity has a positive and significant
influence on purchasing decisions. Similarly, (Wulandari, 2021) found that religiosity positively and
significantly affects purchasing decisions. However, research by Fitria & Artanti (2020) showed
that religiosity does not have a significant impact on purchasing decisions. The objective of this
study is to analyze the influence of halal product knowledge, halal labeling, and religiosity on the
purchasing decisions of halal food at SFA Steak & Resto (SFA Halal Food) Gentan. The novelty
of this research lies in its focus on millennials, aiming to identify the factors influencing this
generation's decisions to purchase halal food.

LITERATURE REVIEW
Purchasing Decision
According to Kotler & Keller (2016), a purchasing decision is the action taken by a consumer

to either buy or not buy a product or service. Research by Muflih & Juliana (2021) shows that

purchasing decisions are positively and significantly influenced by halal labeling and other factors.
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Similarly, Muzakar & Istikomah (2023) found that consumers’ purchasing decisions for food are
driven by their behavior, influenced by halal labeling and other factors, with a positive and
significant impact (Isa, Muzakar & Istikomah, 2023).

According to Kotler & Keller (2016), a purchasing decision is the action taken by consumers
to decide whether to buy or not buy a product or service. The purchasing decision process is often
complex and may involve several stages, including problem recognition, information search,
evaluation of alternatives, and the final purchasing decision (Rizkitysha & Hananto, 2020). Factors
such as social influences, marketing efforts, and personal values all play a role in this process.
Individual differences and influences, such as motivation, knowledge, attitudes, personality,
lifestyle, and demographics, also contribute to purchasing decisions. Furthermore, psychological
processes, including information processing, learning, attitude changes, and consumer behavior,
are integral after information is processed (Herliani, Yeni dan Farid, 2018).

Halal Product Knowledge
Halal knowledge refers to the understanding and awareness of what is permissible (halal)

and prohibited (haram) in Islam, particularly concerning consumption and lifestyle choices
(Rizkitysha & Hananto, 2020). Knowledge serves as a critical consideration in purchasing
decisions, reflecting the quality of products or services. Research by Rizkitysha & Hananto (2020)
revealed that product knowledge has a positive and significant influence on consumer purchasing
decisions. The study also highlighted those independent variables, including halal logos and
religiosity, have significant simultaneous and partial impacts on purchasing decisions.

Halal food knowledge specifically refers to the understanding and information possessed by
individuals, particularly non-Muslim consumers, regarding halal food (Wibowo et al., 2020).
Product knowledge encompasses a wide range of information that consumers have about a
product. This includes product categories, brands, terms related to the product, attributes or
features, price, and trust in the product. Additionally, product knowledge involves an
understanding of the benefits offered by the product and the level of satisfaction it can provide to
consumers. It also covers insights into the product’s characteristics or attributes—both physical
and abstract—as well as information about the purchasing process, such as where and when to
acquire the product. Furthermore, product knowledge includes guidance on usage, such as
recommendations from the manufacturer to ensure the product performs optimally according to
its intended purpose (Nurhayati & Hendar, 2019).

Halal Label
A halal label is a mark or written evidence guaranteeing a product’s halal status, typically in

the form of the word "halal" written in Arabic, Latin script, and accompanied by a code issued by
the Ministry of Religious Affairs. It is authorized based on halal inspections by the Halal Inspection
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Institution, halal fatwas from the Indonesian Ulema Council (MUI), and halal certification from
MUI, serving as an official guarantee (Sukiati, 2019).

Research by Hui-Rang & Soyoung (2021) revealed that halal labeling significantly and
positively influences purchasing decisions among Korean consumers. Similarly, Akhtar et al.,
(2020) demonstrated that halal labeling in Chinese restaurants has a positive and significant impact
on purchasing decisions. Fermanto & Sholahuddin (2020) also found that halal labeling on halal
food with natural additives positively and significantly affects purchasing decisions. Halal labels
provide information regarding the halal status of food, presented in the form of images, text, or a
combination thereof, incorporated into the product’s packaging (Handayani, 2022; Sari, 2018).
These labels ensure clarity regarding raw materials, production processes, halal certification, and
the certifying institution, affirming that the certified products contain no haram or prohibited
substances for Muslim consumption.

Religiosity
Religiosity is a critical factor influencing consumer behavior. It represents a system of beliefs,

values, and behaviors focused on worldly issues, rooted in ultimate beliefs. According to Muslichah
et al. (2020), religiosity refers to the extent to which individuals demonstrate adherence or
commitment to their religious teachings, encompassing belief, ritual practices, and the role of
religion in daily life. Higher levels of religiosity often indicate a deeper commitment to religious
values and norms. As stated by Koc et al. (2024) and Nurhayati & Hendar (2019), religiosity can
be defined in various ways, yet these definitions are closely interconnected. Fundamentally,
religiosity reflects the extent to which individuals adhere to their religious beliefs and practices. It
can be categorized into high or low levels of religiosity. For this study, the dimensions used to
measure the religiosity level of millennials (Generation Y), born between 1980 and 2000 (ages 23-
43) in Sukoharjo, include belief dimensions, religious practice dimensions, and application
dimensions.

Millennial Generation
The term "millennial" was first coined by William Strauss and Neil Howe in their book

Millennials Rising: The Next Great Generation (2000), though it was introduced globally as early
as 1987. This generation currently dominates the workforce both in Indonesia and internationally.
Theoretically, millennials exhibit a positive outlook and behavior, often reflecting a sense of
reciprocity when receiving quality products or services from a company (Blau, 1964). Millennials
are characterized as a generation with a strong understanding and experience in global markets.
They possess high self-esteem, independence, and a sense of security, combined with an ambitious

drive to achieve their goals.
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Development
The Influence of Halal Product Knowledge on Purchasing Decisions
Research by Mutiara & Syahputra (2018) and Musthofa & Buhanudin (2021) revealed that

halal product knowledge positively and significantly influences purchasing decisions. Their
findings showed that Halal Product Knowledge contributes 16% to purchasing decisions, while
the remaining 84% is influenced by other variables such as price, advertising, and benefits not
examined in their study, including product quality and brand image. Based on this, it is presumed
in this study that halal product knowledge is one of the factors explaining the variability of
determinants in consumer purchasing decisions. Therefore, the hypothesis proposed in this study
1s:

H1: There is a positive and significant influence of halal product knowledge on purchasing

decisions

The Influence of Halal Label on Purchasing Decisions
Research by Ikawati et al,, (2024) demonstrates that halal labels have a positive and

significant influence on purchasing decisions. This aligns with findings from Matondang et al.,
(2023), which also confirm the positive and significant impact of halal labels on purchasing
decisions. Similarly, Sara et al. (2014) and Sururi (2021) reported consistent results, showing that
halal labels significantly influence purchasing decisions. Based on these findings, it is proposed
that halal labels are among the factors explaining the variability in determinants of consumer
purchase intentions. Hence, the hypothesis proposed in this study is:

H2: There is a positive and significant influence of halal labels on purchasing decisions

The Influence of Religiosity on Purchasing Decisions
Religiosity is a significant and essential factor influencing consumer behavior. Research by

Mahendri (2020) demonstrated that religiosity has a positive and significant impact on purchasing
decisions. Similarly, Wulandari (2021) found that religiosity significantly influences purchasing
decisions. Rafiki et al. (2023) highlighted that religiosity acts as a moderating variable in the
relationship between halal brand awareness and purchasing decisions, indicating that the effect of
brand awareness on purchasing decisions is stronger for individuals with higher levels of religiosity.
Based on these findings, the hypothesis proposed in this study is:

H3: There is a positive and significant influence of religiosity on purchasing decisions
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Figure 1. Research Model
METHODOLOGY

The population in this study is the millennial generation (Generation Y) born between 1980
and 2000 (aged 23-43 years) in Sukoharjo Regency, who have purchased or are currently
purchasing from SFA Steak & Resto (SFA Halal Food) Gentan. The population size is unknown.
SFA was chosen as the study site because it has halal certification and is a popular restaurant with
many visitors in the Gentan area.

Since the population size is unknown, the sample size was determined using the Cochran

formula:
h=2pq
o2
Where:
N = Required sample size
z = Prize from the normal curve for a 5% margin of error, with a value of 1.96

p = Probability of success 50% = 0,5
q = Probability of failure 50% = 0,5

o

= Sampling error margin

For this study, a sampling error margin of 10% is set:

n = 7z’pq
62
n = (1,96)*(0,5) (0,5)
(0,10)2

n = 96,04 or 96 resident.
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Based on the calculations above, the sample in this study consists of 100 individuals from
the millennial generation (Generation Y), born between 1980 and 2000, or those currently aged 23
to 43 years, residing in Sukoharjo Regency.

The type of data in this study, according to the dimension of time, is cross-sectional data.
This means the data is collected at a single point in time, but from different sources. In this study,
primary data is used, collected through a questionnaire via Google Forms. The respondents are
millennials (Generation Y) born between 1980 and 2000 (ages 23 to 43), who have either purchased
or are currently purchasing from SFA Steak & Resto (SFA Halal Food) Gentan. Additionally,
secondary data sources are used, such as books, journals, and other information related to the
research variables.

In this study, variable 1 is product knowledge, represented by xi. Product knowledge is the
score obtained from the respondents' answers, which measures their knowledge of the product
with the following indicators: subjective knowledge (name of the place; location of the place; menu
knowledge), objective knowledge speed in making purchase decisions; sense of safety and comfort;
self-confidence), and experience-based knowledge (feeling of confidence; always trusting;
satisfaction). According to Aurier Philippe et al. (1999) on Syahlani et al. (2023), subjective
knowledge is an individual perception regarding a product, whereas objective knowledge is an
understanding of actual information detailing a product.

In this study, variable 2 is the halal label, represented by x.. The halal label is the marking of
halal products with the Arabic word "halal," the Latin word "halal," and a certification code from
the Ministry of Religious Affairs, based on halal inspections by MUI. The indicators are: the
command to consume halal products, the prohibition of consuming forbidden (haram) products,
halal labeling on products by LPPOM MUI, the guarantee of safety when consuming halal-labeled
products, and the benefits of consuming halal-labeled products.

In this study, religiosity is represented by x;. Religiosity refers to a state within an individual
that drives them to behave in accordance with the level of their adherence to religion. The
indicators of religiosity include belief dimensions (aqgidah), religious practice dimensions (worship),
and application dimensions (morals).

In this study, the purchase decision variable is represented by y. Purchase decision is an
action taken by consumers to either buy or not buy a product or service. The indicators of
consumer purchase decision behavior include social, cultural, personal or individual influences,
and psychological factors. Multiple linear regression analysis is also used for forecasting purposes,
enabling the data collected by the researcher to be applied in predicting the population. The results

are projected linearly, ensuring no deviation occurs between the data and its realization.
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The characteristics of respondents are comprehensively explained. The gender distribution

of respondents is presented in Table 1, as follows:

Table 1. Gender of Respondents

Gender
Frequency Percent | Valid Percent | Cumulative
Percent
Valid | Male 35 35.0 35.0 35.0
Female 65 65.0 65.0 100.0
Total 100 100.0 100.0

Source: Processed Data, 2023

Based on the data in Table 1, it is known that the majority of respondents in this study are

female, totaling 65 individuals. The largest percentage of respondents comprises 65% females,

while the remaining 35% are male respondents. This data shows that the number of female

respondents is higher than that of male respondents.

Next, the characteristics of respondets based on age can be seen in table 2, as follows:

Table 2. Age of Respondents

Age
Frequenc Percent Valid Percent Cumulative Percent
y

Valid 23-24 36 36.0 36.0 36.0
25-29 28 28.0 28.0 64.0
30-34 6 6.0 6.0 70.0
35-39 12 12.0 12.0 82.0
40-43 18 18.0 18.0 100.0
Total 100 100.0 100.0

Source: Processed Data, 2023

Based on the data in Table 2, it is observed that the majority of respondents, within the age

range of 23—43 years, belong to the 23-24 age group, totaling 36 individuals (36%). The remaining

respondents are distributed as follows: 28 respondents (28%) aged 25-29, 6 respondents (6%)
aged 30-34, 12 respondents (12%) aged 35-39, and 18 respondents (18%) aged 40—43.

Next, the characteristics of respondents based on their occupation can be seen in table 3, as

follows:
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Table 3. Respondents Based on Occupation

Occupation
Frequency | Percent Valid Percent Cumulative
Percent

Valid | Students 25 25.0 25.0 25.0

Civil Servants 11 11.0 11.0 36.0

Employees 23 23.0 23.0 59.0

Freelancers 23 23.0 23.0 82.0

Others 18 18.0 18.0 100.0

Total 100 100.0 100.0

Source: Processed Data, 2023

Based on the data in Table 3, the majority of respondents in this study are students, totaling
25 individuals (25%). The remaining respondents are distributed as follows: civil servants, totaling
11 individuals (11%); employees, totaling 23 individuals (23%); freelancers, also totaling 23
individuals (23%); and those categorized under "others," totaling 18 individuals (18%).

This description indicates that the majority of respondents in this study belong to the
millennial population (Generation Y), born between 1980 and 2000 (aged 23-43 years) in
Sukoharjo Regency. These respondents have previously purchased or are currently purchasing at
SFA Steak & Resto (SFA Halal Food) Gentan and predominantly belong to the category of
individuals who are not yet working and are still pursuing higher education. The sample was
proportionally selected from each district in Sukoharjo, totaling 100 respondents.

The validity test of the instrument for product knowledge (xi) is based on the comparison
between the calculated r-value and the table r-tabel for the questionnaire items in the online survey
regarding product knowledge (x1). The results are presented in Table 4 as follows:

Table 4. Validity Test Results for Product Knowledge Instrument (xi)

Statement Items r value r table Remarks
Statement 1 0,670 0,1966 Valid
Statement 2 0,670 0,1966 Valid
Statement 3 0,646 0,1966 Valid
Statement 4 0,540 0,1966 Valid
Statement 5 0,615 0,1966 Valid
Statement 6 0,667 0,1966 Valid
Statement 7 0,557 0,1966 Valid
Statement 8 0,662 0,1966 Valid
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Statement Items t value tr table Remarks
Statement 9 0,609 0,1966 Valid
Source: IBM SPSS Statictics 25

The comparison between the calculated r-value and the table r-value for the online
questionnaire items regarding the Halal Label (x2) is presented in Table 5 as follows:

Table 5. Validity Test Results for Halal Label Instrument (x2)

Statement Items r value r table Remarks
Statement 1 0,611 0,1966 Valid
Statement 2 0,547 0,1966 Valid
Statement 3 0,608 0,1966 Valid
Statement 4 0,518 0,1966 Valid
Statement 5 0,664 0,1966 Valid
Statement 6 0,709 0,1966 Valid
Statement 7 0,598 0,1966 Valid
Statement 8 0,649 0,1966 Valid
Statement 9 0,602 0,1966 Valid
Statement 10 0,597 0,1966 Valid
Statement 11 0,502 0,1966 Valid
Statement 12 0,574 0,1966 Valid
Statement 13 0,569 0,1966 Valid
Statement 14 0,658 0,1966 Valid
Statement 15 0,532 0,1966 Valid

Source: IBM SPSS Statictics 25
The comparison between the calculated r-value and the table r-value for the online
questionnaire items regarding Religiosity (xs) is presented in Table 6 as follows:

Table 6. Validity Test Results for Religiosity Instrument (x3)

Statement Items r value r table Remarks
Statement 1 0,503 0,1966 Valid
Statement 2 0,636 0,1966 Valid
Statement 3 0,676 0,1966 Valid
Statement 4 0,295 0,1966 Valid
Statement 5 0,642 0,1966 Valid
Statement 6 0,586 0,1966 Valid
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Statement Items r value r table Remarks
Statement 7 0,735 0,1966 Valid
Statement 8 0,511 0,1966 Valid
Statement 9 0,347 0,1966 Valid

Source: IBM SPSS Statistics 25
Comparison between calculated r-value and table r-value for the online questionnaire items
on Purchase Decision (y) can be seen in Table 7 as follows:

Table 7. Results of Validity Test for Purchase Decision Instrument (y)

Statement Items r value r table Remarks
Statement 1 0,448 0,1966 Valid
Statement 2 0,585 0,1966 Valid
Statement 3 0,544 0,1966 Valid
Statement 4 0,610 0,1966 Valid
Statement 5 0,623 0,1966 Valid
Statement 6 0,553 0,1966 Valid
Statement 7 0,546 0,1966 Valid
Statement 8 0,567 0,1966 Valid
Statement 9 0,468 0,1966 Valid
Statement 10 0,570 0,1966 Valid
Statement 11 0,498 0,1966 Valid
Statement 12 0,569 0,1966 Valid
Statement 13 0,667 0,1966 Valid
Statement 14 0,581 0,1966 Valid
Statement 15 0,559 0,1966 Valid
Statement 16 0,553 0,1966 Valid
Statement 17 0,523 0,1966 Valid
Statement 18 0,482 0,1966 Valid
Statement 19 0,526 0,1966 Valid
Statement 20 0,511 0,1966 Valid
Statement 21 0,636 0,1966 Valid
Statement 22 0,474 0,1966 Valid
Statement 23 0,576 0,1966 Valid
Statement 24 0,397 0,1966 Valid
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Statement Items r value r table Remarks
Statement 25 0,414 0,1966 Valid
Statement 26 0,587 0,1966 Valid
Statement 27 0,616 0,1966 Valid
Statement 28 0,472 0,1966 Valid
Statement 29 0,376 0,1966 Valid
Statement 30 0,572 0,1966 Valid
Statement 31 0,490 0,1966 Valid
Statement 32 0,635 0,1966 Valid
Statement 33 0,656 0,1966 Valid
Statement 34 0,592 0,1966 Valid
Statement 35 0,572 0,1966 Valid
Statement 36 0,578 0,1966 Valid
Statement 37 0,567 0,1966 Valid
Statement 38 0,575 0,1966 Valid
Statement 39 0,518 0,1966 Valid
Statement 40 0,431 0,1966 Valid
Statement 41 0,601 0,1966 Valid
Statement 42 0,561 0,1966 Valid
Statement 43 0,563 0,1966 Valid
Statement 44 0,579 0,1966 Valid
Statement 45 0,442 0,1966 Valid
Statement 46 0,735 0,1966 Valid
Statement 47 0,567 0,1966 Valid

Source: IBM SPSS Statistics 25

97

Reliability test for this instrument is based on the Cronbach's alpha value. If the Cronbach's

alpha coefficient is greater than 0.7, the instrument is considered reliable. The results of the

reliability test for the instrument are shown in Table 8 as follows:

Table 8. Results of Realibility Test for Research Variables

b

Research Variables Cronbach alpha Critical Value Remarks
Product Knowledge 0,802 0,7 Reliable
Halal Label 0,870 0,7 Reliable
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Research Variables Cronbach alpha Critical Value Remarks
Religiosity 0,721 0,7 Reliable
Purchase Decisions 0,949 0,7 Reliable

Source: IBM SPSS Statistics 25
The results of the F-test calculation in this study show a significant value of 0.000 < 0.05.
Therefore, it can be concluded that the variables Product Knowledge (x1), Halal Label (x2), and
Religiosity (x3) simultaneously have an effect on Purchase Decision (y). This multiple linear
regression analysis is used for forecasting, where the data collected by the researcher can be used
to predict the population. The results of the data testing using the Statistical Product and Service
Solutions (SPSS) version 25 are shown in Table 9 as follows:

Table 9. Results of Multiple Linear Regression Data Testing

Coefficients®
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1| (Constant) 13.574 7.197 1.886 062
Product Knowledge (X) .006 294 .001 .020 984
Halal Label (X») 1.185 250 404 | 4733 .000
Religiosity (X5) 2.712 359 545 | 7.560 .000
a. Dependent Variable: Purchase Decisions (y)

Source: IBM SPSS Statistics 25

Based on the data in Table 9 above, the results of the multiple linear regression data testing

yielded the following regression equation:
y = 13,574 + 0,006x; + 1,185x, + 2,712x3

Based on the results of testing the effect of the independent variable, Product Knowledge
(x1) individually, it was found that the Product Knowledge variable has a positive value, but it does
not have an effect and is also not significant on Purchase Decision. This is shown by the t-value
< t-table value and a significance value of 0.984 > 0.05. This means that the Product Knowledge
variable does not have an effect and is not significant on Purchase Decision.

The results of testing the effect of the independent variable Halal Label (x») individually
show that the Halal Label variable has a positive and significant effect on Purchase Decision. This
is indicated by the t-value > t-table value and a significance value of 0.000 < 0.05. This means that

the Halal Label variable has an effect and is significant on Purchase Decision. The findings of
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Ikawati et al., (2024) support that the Halal Label is very important for consumers, especially in
Indonesia, where the majority of the population is Muslim. This label indicates that the food
complies with the standards for food that is suitable for consumption, which consumers associate
with cleanliness, safety, and health. A high perception of food safety risks can lead consumers to
be willing to pay a higher price for products with a Halal label due to the safety and health
standards.

The results of testing the effect of the independent variable, Religiosity (x3) individually,
show that the Religiosity variable has a positive and significant effect on Purchase Decision. This
is indicated by the t-value > t-table value and a significance value of 0.000 < 0.05. This means that
the Religiosity variable has an effect and is significant on Purchase Decision. In line with Zhang et
al. (2022), their research explains that religiosity significantly contributes to purchase decisions by
enhancing pro-environmental attitudes, moderating the effects of various predictors, and fostering
moral values that prioritize environmental protection. This understanding is crucial for marketers
aiming to promote eco-friendly products in Muslim communities. This is further supported by Ali
et al. (2022), who state that religiosity functions as a moral compass for individuals, guiding their
decisions on what is considered ethical or unethical. This is particulatly relevant in the context of
purchasing counterfeit products, where religious beliefs can shape attitudes toward such practices.
This study highlights that religiosity is a key predictor of attitudes toward counterfeit products,
showing that individuals often do not consider themselves unethical when buying counterfeit
goods.

CONCLUSION
The results of this study conclude five points. First, product knowledge does not significantly

affect purchase decisions. This means that the higher the consumer’s product knowledge, the lower
the purchase decision. Second, Halal labels have a positive and significant effect on purchase
decisions. This means that the clearer the product label for consumers, the higher the purchase
decision. Third, religiosity has a positive and significant effect on purchase decisions. This means
that the higher the consumer’s religiosity, the higher the purchase decision. Fourth, product
knowledge, Halal labels, and religiosity simultaneously affect purchase decisions. This means that
the higher the product knowledge, Halal label, and religiosity of consumers, the higher the
purchase decision.

The Halal label functions as a guarantee for Muslim consumers that a product meets Islamic
standards, thus increasing trust and confidence in the product, which ultimately drives purchase
decisions. Additionally, the Halal label is often associated with high standards in cleanliness,

quality, and safety. Therefore, the presence of this label not only influences Muslim consumers but
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also attracts the attention of non-Muslim consumers who value these aspects. Moreover,
consumers with a high level of religiosity tend to prioritize products that align with their religious
beliefs. For example, Muslim consumers prefer products with a Halal label because they follow
Islamic principles. Religiosity plays an important role in determining product selection criteria.
Furthermore, religiosity often influences ethical consumption behavior. Highly religious

consumers tend to avoid products that do not align with their religious values.
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