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ABSTRACT: Halal certification is still no guarantee that consumers will purchase the product. This study aims to analyze the role 

of consumer trust in mediating the relationship between halal certification and intentions, where intentions ultimately impact the 

consumption behavior of halal cosmetic products during the Covid-19 pandemic. The population of this study is the female 

population in Jakarta aged 15-60 years. The number of research samples to be taken is 160 respondents with the purposive 

sampling technique. Data will be collected using questionnaires and analyzed using Partial Least Square (PLS) analysis method. 

Based on the research results, halal certification positively affects consumer trust, and trust has a positive influence on consumer 

intentions to buy halal products. Halal certification also positively influences consumer intentions to buy halal products. In addition 

to direct influence, halal certification indirectly affects intentions—the effect of halal certification on intentions through trust 

mediation. Futhermore, intention positively influences the consumption behavior of halal products. 
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I. INTRODUCTION 

The Covid-19 virus outbreak provides several lessons. One of them is that every violation of Islamic Sharia will cause harm, damage, 

and destruction (Rifa’i et al., 2020). As a country with the largest Muslim population globally, Muslims can give their best role 

through the halal industry. The halal industry is in the spotlight during a new normal era when hygiene is the current priority. The 

potential is getting more prominent along with the new normal order, which prioritizes cleanliness or hygiene (Kamila, 2020). 

Halal means permitted or based on Islamic law, which refers to products permitted for consumption by Muslims (Ambali & 

Bakar, 2013). The concept of halal emphasizes cleanliness, safety, process, manufacture, and production on a good platform in 

Islam (Hussain et al., 2016). Halal products are products that are declared halal by the provisions of Islamic law (Kamila, 2020). 

The product categories included in halal products are food and beverages and cosmetics and personal care, pharmacy, tourism, 

and hospitality (Islam & Chandrasekaran, 2015). 

One of the halal product categories is cosmetics and personal care. Cosmetic and personal care products are considered halal 

only when all ingredients meet halal and sharia requirements and haram materials such as alcohol and ingredients derived from 

pork are not used in their manufacture, and all ingredients must be produced, stored, packaged, and shipped according to halal 

standards (Islam & Chandrasekaran, 2015). Before the Covid-19 pandemic in 2019, Indonesia was in the second position ($ 4 

billion) after India ($ 6 billion) in the halal cosmetics shopping market. Muslim spending from 1.9 Billion Muslims on cosmetics 

globally in 2019 also increased compared to 2018, namely to $ 66 billion, with India, Indonesia, and Russia representing the top 

three countries by expenditure (DinarStandard, 2020). 

The Covid-19 pandemic has an impact on decreasing public consumption activities which have started to occur in all products, 

including halal cosmetic products (Sumarni, 2020). The Covid-19 pandemic has significantly impacted beauty products and 

cosmetics sales, especially make-up because many consumers are forced to live and work from home. Given the profound and 

widespread impact of Covid-19, global Muslim consumer spending on cosmetics is expected to fall by 2.5% to $ 64 billion by 2020 

(DinarStandard, 2020). 

Consuming halal products is an obligation for Muslims. Therefore, halal cosmetic manufacturers are trying to obtain halal 

certification so that Muslims can easily accept their products. Consumers see product quality assurance through the existence of 
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halal certification. Halal certification, whether in the form of a certificate, logo, trademark, or stamp, is a guarantee that the 

product has gone through a rigorous and extensive inspection by a legitimate Islamic certification authority and shows that the 

source, material, and process are based on Sharia principles (Al-Mazeedi et al., 2013; Nawi & Nasir, 2014). 

Consumers will only trust halal products if a halal certification (Bakar et al., 2017). The finding also consistent with the findings 

of Omar et al., (2012), where there is no other way how a consumer can determine the halalness of a product except by relying 

on a credible halal logo. Halal product manufacturers include halal certification to increase consumer trust (Rahman et al., 2015). 

Halal certification has a positive and significant effect on consumer trust (Novagusda & Deriawan, 2019; Yusuf et al., 2019). Halal 

certification is proven to increase consumer trust in halal products (Mangkarto, 2005). Halal certification also has a positive and 

significant effect on the intention to buy halal products (Faturohman, 2019; Fitria et al., 2019; Majid et al., 2015; Nurhasanah & 

Hariyani, 2017). Halal certification provides quality assurance assessed by consumers and leads to broader acceptance of products 

(Rajagopal et al., 2011). However, halal certification was also found to have no significant effect on buying intention in halal 

products (Putri & Rimadias, 2020; Setiawan & Mauluddi, 2020). This means that halal certification has not been guaranteed to be 

a factor that significantly influences intention in buying a product. 

Meanwhile, consumers usually buy products with the halal logo printed on the packaging and trust the producers 

wholeheartedly (Alqudsi, 2014). This shows the validity of consumers' trust in the product's halal status (Aziz & Vui, 2012). Based 

on the Commitment-Trust Theory of Relationship Marketing, trust plays an essential role in instilling consumer trust and creating 

commitments considered important in purchasing behavior (Morgan & Hunt, 1994). Thus, trust can mediate the effect of halal 

certification on purchase intention. Zakaria et al., (2015) show that trust plays a role in mediating the relationship between halal 

certification and intention. 

Trust in halal product producers is essential to shape consumer intentions and behavior. This is based on consumers' preference 

to buy products from trusted brands and well-known manufacturers (Ismail et al., 2019). Trust has a positive and significant effect 

on buying intention in halal products (Handriana et al., 2020; Romle et al., 2016; Triantoro et al., 2020). However, Setiawan & 

Mauluddi, (2020) show that consumer trust does not significantly affect the intention to buy halal products. This means that 

consumer trust has not been guaranteed to be a factor that significantly influences the intention to buy halal products. 

Futhermore, the intention will influence consumption behavior. Intention would depict the people’s plans and motivations to 

purchase a product in the near future (Wibowo et al., 2020). Intention positively affects the consumption behavior of halal 

products (Huda et al., 2018; Kadengkang & Linarti, 2020; Khan et al., 2017). However, Ma’rifat et al., (2015) show that intention 

has a negative and significant effect on the consumption behavior of halal products. This means that the intention can reduce the 

consumption behavior of a halal product. 

Based on the description above, findings show that halal certification does not significantly affect purchase intentions, even 

though halal cosmetic manufacturers are trying to obtain it so that Muslims can easily accept their products. This shows the validity 

of consumers' trust in the product's halal status. Therefore, seeing the effect of halal certification on intention through trust is 

essential where in turn, the intention will impact the behavior of consuming halal products. By the main focus of Theory of Planned 

Behavior (Ajzen, 1985) namely the individual's intention to perform certain behaviors, many factors have influenced the stability 

of behavioral intentions. 

Research on the consumption behavior of halal products is important because halal cosmetic manufacturers are trying to obtain 

halal certification so that Muslims can easily accept their products. In addition, the majority of Indonesia's population is Muslim, 

plus the emergence of halal issues during the Covid-19 pandemic. The halal products that focus on this research are cosmetic 

products and halal personal care from local brands in Indonesia. 

 

II. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 

Theory of Planned Behavior (TPB) 

The Theory of Planned Behavior (TPB) has proven to be the best way of predicting individual consumption intentions 

(Ajzen, 1991). In addition, TPB provides a socio-psychological framework for understanding and predicting the 

determinants of human behavior and integrating several fundamental concepts in the social and behavioral sciences 

(Armitage & Conner, 2000). TPB is a conventional model helpful in predicting consumer buying behavior (Bashir et al., 

2019). 

Behavior 

Kotler & Keller, (2012) define consumer behavior as the study of how a person chooses to buy uses or no longer uses 

goods, services, ideas, or experiences to fulfill their needs and desires. Consumer behavior also means a reflection of 
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consumer decision-making and the physical activity that a person does when evaluating, obtaining, using, or not an item 

and service (Shamser, 2016). Their buying intention will first influence a person's buying behavior before the purchase 

decision is actually implemented (Ajzen, 1985). 

The theory of consumer behavior built on Islamic sharia is different from conventional theories. The primary differences 

are related to the fundamental values that form the basis of theory, motives, and consumption goals to budget allocations 

(Huda et al., 2018). The consumption behavior of halal products can be reflected through the regular use of halal products, 

routine purchases of halal products, purchases of halal products compared to non-halal products, large budget allocations 

in purchasing halal products (Adiba, 2019). 

Halal Certification and Trust 

Halal certification identifies that the product meets halal requirements (Razalli et al., 2013). Halal product 

manufacturers include halal certification to increase consumer trust (Rahman et al., 2015). Halal certification has a positive 

and significant effect on consumer trust (Novagusda & Deriawan, 2019). The higher consumer perception regarding halal 

certification impacts increasing consumer trust to buy halal products. Based on the description above, the following 

hypothesis can be formulated: 

H1 = Halal certification has a positive and significant effect on trust. 

Trust and Intention 

Trust in halal product manufacturers is essential to shape consumer intentions and behavior. This is based on 

consumers' preference to buy products from trusted brands and well-known manufacturers (Ismail et al., 2019). Consumer 

trust has been shown to positively and significantly affect buying intention in halal products (Handriana et al., 2020; Romle 

et al., 2016; Triantoro et al., 2020). The existence of a high level of trust from consumers impacts increasing their intention 

to buy halal products. Buying intention is the stage where consumers form their choice among several brands that are 

incorporated in the device of choice, then ultimately make a purchase on the most preferred alternative or the process 

where consumers buy an item or service based on various considerations (Septianti et al., 2021). Trust becomes a consumer 

action to depend on the integrity of the product provider accompanied by positive expectations and perceptions from 

consumers so that the individual will then use halal products (Nurachmi & Setiawan, 2020). 

Based on the description above, the following hypothesis can be formulated: 

H2 = Trust has a positive and significant effect on buying intention in halal products. 

Halal Certification and Intention 

Halal certification provides quality assurance that is valued by consumers and leads to broader product acceptance 

(Rajagopal et al., 2011). Halal certification has been shown to positively and significantly affect buying intention in 

halal products (Faturohman, 2019; Fitria et al., 2019; Majid et al., 2015; Nurhasanah & Hariyani, 2017). The higher the 

consumer's perception of the halal certification of a product, the higher the consumer in buying intention in halal 

products. 

Based on the description above, the following hypothesis can be formulated: 

H3 = Halal certification has a positive and significant effect on buying intention in halal products. 

Halal Certification, Trust and Intention 

Halal certification is used to inform and convince consumers that the product is halal and sharia-compliant (Shafie 

& Othman, 2006). However, halal certification was found to have no significant effect on intention in buying halal 

products (Putri & Rimadias, 2020; Setiawan & Mauluddi, 2020). Trust can mediate the effect of halal certification on 

buying intention. Zakaria et al. (2015) show that trust acts as a mediator between the relationship between halal 

certification and buying intention. Based on the description above, the following hypothesis can be formulated: 

H4 = Trust mediates the effect of halal certification on intention in buying halal products. 

Intention and Behavior 

Ajzen, (1985) argues that human behavior is first influenced by intention (behavior intention). Thus, a person's 

buying behavior will be influenced by buying intention before the purchase decision is actually implemented. 

Intentions have a positive and significant effect on the consumption behavior of halal products (Huda et al., 2018; 

Kadengkang & Linarti, 2020; Khan et al., 2017). The higher a person's intention towards halal products, the higher the 

consumption behavior. 
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Based on the description above, the following hypothesis can be formulated: 

H5 = Intention has a positive and significant effect on the consumption behavior of halal products. 

Based on the hypothesis development, this study's framework (research model) is illustrated in Figure 1. 

 
Figure 1: Research Model 

 

III.  METHOD 

Type of Research 

This research is causal research, which explains the effect of independent variables on the dependent variable. The variables to 

be used consist of halal certification, trust, intention, and behavior. Measuring variables in this study will use a Likert scale where 

the latent variables to be measured are translated into indicators. Then these indicators are used as a starting point for compiling 

instrument items (questionnaires) which can be in the form of statements or questions (Sekaran & Bougie, 2016). This study will 

use a Likert scale with a range of categories 1-7, namely 1 = strongly disagree; 2 = disagree; 3 = quite disagree, 4 = neutral; 5 = 

quite agree; 6 = agree; 7 = totally agree. 

 

Variables 

Latents Indicators References 

Halal 

Certification 

 knowledge of halal certification bodies (HC1),  

 the inclusion of the halal logo on product packaging (HC2), 

 product content according to halal certification (HC3). 

(Aziz & Chok, 

2013) 

Trust  product performance that meets expectations (TR1),  

 the product can be trusted (TR2),  

 the product is reliable (TR3),  

 product confidence (TR4). 

(Handriana et al., 

2020) 

Intention  Interest in buying halal products (IN1) 

 main preference on halal products (IN2), 

 tendency to refer products to others (IN3) 

 tendency to always seek information about products of interest (IN4). 

(Haro, 2018) 

 

Behavior  the routine use of halal products (BV1),  

 routine purchases of halal products (BV2),  

 purchases of halal products compared to non-halal products (BV3), 

 significant budget allocations in purchasing halal products (BV4). 

(Adiba, 2019) 

 

Population and Sample 

The population of this study is Jakarta residents who are female and aged 15-60 years, where the data in 2020 amounted to 

3.304.885 people (BPS-Statistics of DKI Jakarta Province, 2020). Due to the absence of a complete sampling frame, this study uses 

a non-probability sampling technique, namely purposive sampling, with the respondent's criteria (1) being Muslim (2) having 

bought and used local brands of halal cosmetics and personal care products at least once. In the absence of a complete sampling 

frame and the method of analysis to be used is SEM analysis, this number of studies requires a sample of at least five times the 

number of parameters to be analyzed (Ferdinand, 2014). This study requires a sample of at least five times 16 indicators, namely 

90 respondents. However, considering many women in Jakarta, the target number of respondents in this study was 160 (10 times 

16 indicators). 
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Analysis Method 

This research use component/variance-based structural. Component/variance based structural equation modeling is an 

alternative to covariance-based SEM known as partial least square (PLS). SEM-PLS consists of measurement and structural models 

(Ghozali & Latan, 2015). 

 

IV.  RESULTS AND DISCUSSION 

Evaluation of Measurement Model (Outer Model) 

Evaluation of the measurement model can be seen from convergent validity results. Convergent validity is seen 

from the value of the outer loading. The value of the outer loading indicator, which is more significant than 0.7, is 

valid. But the value of outer loading which is greater than 0.6 still tolerated for exploratory study. The value of the 

outer loading of this study can be seen in Figure 2. 

 
Figure 2: The Values of Outer Loading 

 

Based on Figure 2, all indicator variables have an outer loading value greater than 0.6. It means all indicators are 

valid. It can be concluded that the construct has good convergent validity. The other evaluation of the measurement 

model is seen in reliability and construct validity results. The reliability of a construct can be seen from the value of 

Composite Reliability and  Cronbach's Alpha. 

The construct validity is seen from Average Variance Extracted (AVE) value. It compares the square root value of 

AVE with the correlation between respective latent constructs in the model. Constructs have good reliability if the 

Composite Reliability value is more significant than 0.8 and the value of Cronbach's Alpha is more significant than 

0.7. The values of Composite Reliability, Cronbach's Alpha, and Average Variance Extracted (AVE) can be seen in Table 

3. 

 

Table 3: The Values of Composite Reliability, Cronbach’s Alpha, Average Variance Extracted (AVE)  

  Cronbach's Alpha Composite Reliability Average Variance 

Extracted (AVE) 

Behavior 0.853 0.901 0.695 

Halal Certification 0.759 0.864 0.682 

Intention 0.808 0.873 0.635 

Trust 0.918 0.942 0.803 

 

Based on Table 3, all constructs are valid. This can be seen from all constructs that have AVE values above 0.5. All 

constructs are reliable. This is because all constructs must have Composite Reliability values, which are more 

significant than 0.7. The values of Cronbach's Alpha are more significant than 0.7.  

The following evaluation of construct validity is discriminant validity by comparing the square root values of AVE 

with the correlation between the respective latent constructs. If the AVE square root value of each construct is 

greater than the correlation between constructs, the model has good discriminant validity. The comparison of AVE 
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square root values with inter-construct correlations can be seen through The Fornell-Larcker Criterion (see Table 4). 

 

Table 4: The Fornell-Larcker Criterion 

  Behavior Halal Certification Intention Trust 

Behavior 0.834    

Halal Certification 0.612 0.826   

Intention 0.716 0.632 0.797  

Trust 0.604 0.571 0.478 0.896 

 

The Fornell-Larcker Criterion shows that the diagonal value in bold is the square root of AVE, while other values 

are the correlations between the respective latent construct. The discriminant validity is achieved when a diagonal 

value (in bold) is higher than its row and column values. It can be concluded that discriminant validity for all constructs 

is achieved (Table 4). 

Evaluation of Structural Model (Inner Model) 

Evaluation of the structural model looks at the relationship between constructs and the significance values 

indicated by the value of T-statistics based on PLS output. The coefficient path that has a T-statistic value ≥ 1.654 is 

significant. The path coefficient can be seen in Table 5. 

 

Table 5: Path Coefficient 

  Original Sample (O) T Statistics P Values Results 

Halal Certification -> Intention 0.532 5.848 0.000 Significant 

Halal Certification -> Trust 0.571 8.150 0.000 Significant 

Intention -> Behavior 0.716 15.410 0.000 Significant 

Trust -> Intention 0.174 2.299 0.011 Significant 

 

Based on Table 11, the direct relationship test between constructs shows that the image construct of halal 

certification has a positive effect on trust with a parameter coefficient value of 0.571 and is significant because the p-

value is 0.000 < 0.05 and the T-statistics value is > T-table (8.150 > 1.654). The trust construct has a positive effect on 

intention with the parameter coefficient value of 0.174 and significant because the p-value is 0.011 < 0.05 and the T-

statistics value is > T-table (2.29 9 > 1.654). The halal certification construct has a positive effect on intentions with a 

parameter coefficient value of 0.532 and significant because the p-value is 0.000 < 0.05 and the T-statistics value is < 

T-table (5,848 > 1.654). The intention construct has a positive effect on behavior with the parameter coefficient value 

of 0.716 and is significant because the p-value is 0.000 <0.05 and the T-statistics value is > T-table (15,410 > 1.654). 

Thus, H1, H2, H3, and H5 are accepted. 

In addition to the direct effect, the indirect effect can be seen in Table 8. In this study, the indirect effect seen is the 

effect of halal certification on intentions through trust. 

 

Table 6: Specific Indirect Effects     

  Original Sample (O) T Statistics P Values Results 

Halal Certification -> Trust -> 

Intention 

0.099 2.017 0.022 Significant 

 

Based on Table 6, the effect of halal certification on intentions through trust is 0.099. This indirect effect is positive and 

significant because the p-value is 0.022 < 0.05 and the T-statistics value is > T-table (2.017 > 1.654). Thus, H4 is accepted. 

Evaluation of the structural model is also done by looking at the value of R-Square. The value of R-Square shows the 

variability of the model that the constructs can explain in the model. The R-Square value of the results of this study can be 

seen in Table 7. 
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Table 7: R-Square 

  R-Square 

Behavior 0.513 

Intention 0.420 

Trust 0.326 

 

Based on Table 7, the R-Square value of trust is 0.326, which means that the variability of the construct of trust in 

halal products that the construct of halal certification can explain is 32.60%. In contrast, other variables outside the 

model explain the remaining 67.40%. The value of R-Square of intention is 0.420, which means that the variability of 

the construct of intention that can be explained by the construct of halal certification and trust is 42.00%. In 

comparison, other variables outside the model explain the remaining 58.00%. The behavioral R Square value of 0.513 

means that the variability of the behavioral construct that can be explained by the intention construct is 51.30%, while 

other variables outside the model explain the remaining 48.70%. 

Evaluation of the structural model is also done by looking at the value of F Square. F Square assesses the effect 

size model (Table 10). In addition to evaluating the R Square values of all endogenous constructs, the change in the R 

Square values when certain exogenous constructs are eliminated from the model can be used to evaluate whether if 

any constructs are omitted it can have a substantive impact on the endogenous constructs. 

 

Tabel 8. F-Square 

  Behavior Halal Certification Intention Trust 

Behavior         

Halal Certification     0.329 0.484 

Intention 1.053       

Trust     0.035   

 
The effect size value of halal certification on trust is 0.484 (large). The effect size value of halal certification on intention is 

0.329 (large). The value of the effect size of trust on intention is 0.035 (low). The value of the effect size of the intention on 

behavior is 1.058 (high). 

Evaluation of the structural model is also seen through the value of Q-Square. The value of Q-Square is used to measure 

how well the observed values generated by the model and its parameter estimates are. The value of Q-Square > 0 indicates 

that the model has predictive relevance. The magnitude of the value of Q-Square has a range of 0 < Q-Square < 1 where the 

closer to 1 the predictive relevance of the model is getting better. The following is the Q-Square value from the blindfolding 

menu for the results of this study which can be seen in Table 9. 

 

Tabel 9. Q-Square 

  SSO SSE Q² (=1-SSE/SSO) 

Behavior 640.000 427.549 0.332 

Halal Certification 480.000 480.000  

Intention 640.000 481.575 0.248 

Trust 640.000 486.470 0.240 

 

The Q-Square values of belief, intention and behavior are 0.240, 0.248 and 0.332, respectively. The three values of 

Q-Square are greater than 0 so that it shows evidence that the observed values have been reconstructed properly so 

that the model has predictive relevance. 

The Effect of Halal Certification on Consumer Trust 

Halal certification has a positive effect on consumer trust. The effect of halal certification on consumer trust is 

proven to be significant. This shows that halal certification affects consumer trust in halal cosmetic products. The 

higher consumer perception regarding halal certification impacts increasing consumer trust to buy halal cosmetic 

products. 
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The results of this study are consistent with the research results by Novagusda & Deriawan, (2019) and Yusuf et 

al., (2019), which shows that halal certification has a positive and significant effect on consumer trust. The existence 

of halal certification impacts increasing consumer trust to buy halal products. This is because halal certification 

identifies that the product meets halal requirements (Razalli et al., 2013). Halal product manufacturers include halal 

certification to increase consumer trust (Rahman et al., 2015). 

In this study, halal certification is reflected through knowledge of halal certification bodies (HC1), the inclusion of 

the halal logo on product packaging (HC2), and product content according to halal certification (HC3). The inclusion 

of a halal logo on product packaging and information on product content according to halal certification are the two 

indicators that contribute the most to the measurement of halal certification. Consumers feel that the inclusion of a 

halal logo on product packaging and information on product content according to halal certification shows that the 

product has been certified halal. 

The Effect of Trust on Intention 

Trust has a positive influence on consumer intentions to buy halal products. The effect of trust on consumer 

intentions is proven to be significant. This shows that trust affects consumers' intentions to buy halal cosmetic 

products. The higher the trust in halal cosmetic products, the higher the purchase intention for halal cosmetic 

products. 

The results of this study are consistent with the results of research by Handriana et al., (2020); Romle et al., (2016); 

Triantoro et al., (2020), which show that trust has a positive and significant effect on the purchase intention of halal 

products. The higher the trust in halal products, the higher the purchase intention. 

In this study, trust is reflected through product performance that meets expectations (TR1), the product can be 

trusted (TR2), the product is reliable (TR3), and product confidence (TR4). Trustworthy products are the indicators 

that contribute the most to measuring trust. Consumers feel that the product's perception can be trusted shows their 

trust in halal products. Consumers will feel calm if the product purchased can be trusted in halal (Bakar et al., 2017). 

Effect of Halal Certification on Intention 

Halal certification has a positive influence on consumer intentions to buy halal products. The effect of halal 

certification on consumer intentions is proven to be significant. This shows that halal certification affects consumers' 

intentions to buy halal cosmetic products. The higher consumer perception regarding halal certification impacts 

increasing consumer intention to buy halal cosmetic products. 

The results of this study are consistent with the results of research by Faturohman, (2019); Fitria et al., (2019); 

Majid et al., (2015); Nurhasanah & Hariyani, (2017), which show that halal certification has proven to have a positive 

and significant effect on buying intention in halal products. The higher the consumer's perception of the halal 

certification of a product, the higher the buying intention in halal products. This is because halal certification provides 

quality assurance valued by consumers and leads to broader product acceptance (Rajagopal et al., 2011).  

In this study, halal certification is reflected through knowledge of halal certification bodies (HC1), the inclusion of 

the halal logo on product packaging (HC2), and product content according to halal certification (HC3). The inclusion 

of a halal logo on product packaging and information on product content according to halal certification are the two 

indicators that contribute the most to the measurement of halal certification. Consumers feel that the inclusion of a 

halal logo on product packaging and information on product content according to halal certification shows that the 

product has been certified halal. 

The Effect of Halal Certification on Intentions through Trust 

Halal certification positively influences consumer intentions to buy halal products through trust. The effect of halal 

certification on intentions through trust is proven to be significant. This shows that halal certification indirectly 

influences consumers' intentions to buy halal cosmetic products through trust. 

The results of this study indicate that the effect of halal certification on buying intention can be mediated by trust. 

Zakaria et al., (2015) show that trust acts as a mediator between the relationship between halal certification and 

buying intention. Halal certification is used to inform and convince consumers that the product is halal and sharia-

compliant (Shafie & Othman, 2006). 

Halal certification can build consumer trust to not hesitate to buy products (Yusuf et al., 2019). Based on the 

Commitment-Trust Theory of Relationship Marketing, trust plays an essential role in instilling consumer trust and 
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creating commitment considered necessary in purchasing behavior (Morgan & Hunt, 1994). This shows the validity 

among consumers of the belief in the product's halal status (Aziz & Vui, 2012). 

The Effect of Intentions on Consumption Behavior of Halal Products 

Intentions have a positive influence on the consumption behavior of halal products. The effect of intention on the 

consumption behavior of halal products is proven to be significant. This shows that the higher the consumer's 

intention to buy halal cosmetic products, the higher the consumer behavior in consuming halal cosmetic products. 

The results of this study are consistent with the results of research by Huda et al., (2018); Kadengkang & Linarti, 

(2020); Khan et al., (2017), which shows that intention has a positive and significant effect on the consumption 

behavior of halal products. The higher the intention towards halal products, the higher the consumption behavior. 

In this study, consumption behavior is reflected through the routine use of halal products (BV1), routine purchases 

of halal products (BV2), purchases of halal products compared to non-halal products (BV3), and significant budget 

allocations in purchasing halal products (BV4). The purchase of halal products compared to non-halal products is the 

indicator that contributes the most in measuring consumption behavior. Consumers feel that when they buy halal 

products compared to non-halal products, they already have the behavior to buy and consume halal products. 

 

V. CONCLUSIONS 

Halal certification has a positive effect on consumer trust. The higher consumer perception regarding halal certification 

impacts increasing consumer trust to buy halal products. Trust has a positive influence on consumer intentions to buy halal 

products. The higher the trust in halal cosmetic products, the higher the purchase intention for halal cosmetic products. 

Halal certification also positively influences consumer intentions to buy halal products. The higher consumer perception 

regarding halal certification impacts increasing consumer intention to buy halal cosmetic products. In addition to direct 

influence, Halal certification has an indirect effect on intentions. Halal certification has a positive indirect effect on 

intentions through trust. In the future, intention positively influences the consumption behavior of halal products. The 

higher the consumer's intention to buy halal cosmetic products, the higher the consumer behavior in consuming halal 

cosmetic products. 

Implication 

The results of this study can be used by local cosmetic companies or producers in Indonesia as a reference in business 

activities through a study of consumer behavior related to consumer trust in the consumption behavior of halal cosmetic 

products. Related to the implications of the halal certification variable, companies can increase the perception of halal 

certification by including a halal logo on cosmetic product packaging and information on the content of cosmetic products 

according to halal certification. Regarding the implications of the trust variable, the company can show that the product is 

a trustworthy cosmetic product. Related to the implications of the intention variable, companies can notice that consumers 

tend always to seek information about halal cosmetic products. Related to the implications of behavioral variables, 

companies can pay attention that the consumption behavior of halal cosmetic products is seen from consumers who 

purchase halal cosmetic products compared to non-halal cosmetic products. 

Limitation 

This study has limitations in its scope. Therefore, further researchers can add other constructs besides the constructs 

that have been used in this study. Future researchers are expected to examine another consumer trust by using 

antecedents or making it a moderating variable. In addition, further researchers can also expand the research area (not 

only the scope of Jakarta). Increase the number of samples according to the number of variables and indicators used and 

compare with the context of other halal products such as halal tourism, halal finance, or halal pharmacy. 
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