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Abstract

Halal cosmetic is becoming a trend, not only directly targeted to muslim women as main consumer but non-muslim women also set as a
target. Halal cosmetic is not only perceived as a product that meets islamic laws and proper to be used by muslim woman but more than
that, it is perceived as a product that provides good quality assurance, does not contain with harmful substances, safe and ethical products.
Some aspects from manufacturer side thought to have significant role as a trigger in purchase decision towards halal cosmetic. This study
explores the variabels of Arabic brand name, halal logo and manufacturer country of origin image to be addressed deepen to check how
those variabels influence consumer positive perception that lead to purchase decision on halal cosmetic.

This study is conducted via on-line survey by using WhatsApp mobile application in Surabaya. Respondents are women 20 — 50 years
old, muslim and non-muslim, users of mass-market cosmetic brand in Indonesia

Collected answers from 76 respondents within one week field project. The result of this study is expected to be a preliminary study used
by cosmetic manufacturer as a reference to set up the most suitable product strategy to be competitive in halal cosmetic market.
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1. Introduction

The world's Muslim population growth and increased revenue in
Muslim majority countries that show a positive trend has brought
a significant increase in demand for halal products globally. Glob-
al market demand for halal cosmetic products continue to rise, in
2015 the value of the global market for cosmetics women to reach
US $ 23.4 billion and is expected in 2020 will reach US $ 45 bil-
lion with a CAGR of 14.3%, while the growth of the cosmetics
market in Asia-Pacific region will experience growth of 11.8%
from the period 2013-2018(1)

The increasing demand for halal cosmetic also occur in non-
muslim western countries, along with increasing consumer aware-
ness on halal cosmetics, cosmetic with halal assurance is identified
as the product that is safe and having high quality assurance, be-
cause it does not contain elements that are harmful to the body,
and free from the element of animal-derived.

Although muslim is the major population in Indonesia and con-
tribute significant affect to halal cosmetic market in Indonesia,
supported by research conducted by the Pew Research Centre
"The Future of the Global Muslim Population” - January 2011 (2)
estimates that by 2030 Indonesia will occupy the 2nd position of
the largest Muslim population in the world, numbers of 238 mil-
lion people, in fact that does not mean halal cosmetics will be
devoted only to Muslim women, in practice, non-Muslim women
consumers also become the target consumers for cosmetic manu-
facturers. For halal cosmetics manufacturer itself non-Muslim
consumers are their potential target consumer, by taking the non-
muslim consumers as target market besides muslim consumers,

halal cosmetic market becomes wider and has more possibility to
greater business opportunities.

Along with the consumer awareness of halal cosmetic known as
safe for health, halal cosmetic perceived provide guarantees for
the safety, purity and healthy can become its own attractiveness to
non-muslim consumer in Indonesia. Halal is no longer just purely
religious issue. It is in the realm of business and trade, and it is
becoming a global symbol for quality assurance and lifestyle (3).
With the increasing demand for halal cosmetic particularly in
Indonesia market, trigger cosmetic manufacturers to adapt to these
changes, trying to make dedicated halal cosmetic product or regis-
ter their existing products to the formal institutions authorized to
issue halal certification and obtain halal logo are some part of the
ways to be taken.

This study started from the requirements of halal cosmetics manu-
facturer to find out How significant halal product attributes and
manufacturer country of origin image trigger consumer purchase
decision, halal product attributes are define for Arabic brand name
and halal logo based on consideration that these aspects are quite
familiar and have strong perception with halal image while manu-
facturer country of origin image is taken as an anwer for cosmetic
industry.

This study has taken respondents of women from age range 20 up
to 50 years old both are muslim and non-muslim in Surabaya,
users of mass-market cosmetic brand, the survey conducted via
on-line survey. The result of this study is expected to be a prelimi-
nary study used by cosmetic manufacturer to set up the most suit-
able product strategy to be competitive in halal cosmetic market.
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2. Theoretical Framework

This study uses Theory of reason action (4) The purpose of behav-
ior is influenced some one’s attitude toward the specific character-
istics being considered and the subjective norm. Social pressure to
perform the action. It consists of attitude, subjective norms, behav-
ior.

Theory The behavioral plan became the theoretical foundation that
later evolved into Theory of Plan Behavior (5)(6), the basis for the
selection of Theory of plan behavior to support the decision to
purchase halal cosmetics against other antecedents because the
purchase decision in halal cosmetics is not included in impulse
buying behavior, generally before purchasing cosmetics, consum-
ers have first planned the choice of brand or type of cosmetic
product they want to use or purchase.

The proposed framework for this research does not directly trans-
late Theory of Plan Behavior, but Theory of Plan Behavior helps
explain the way in which consumers have a belief or perception
that is determined or influenced by the consumer's desire to en-
gage in behavior or action, the most relevant component of the
TPB is the attitude (Attitude).

The attitude that comes from belief (Belief) if halal cosmetics is
better, in terms of the feelings of elements about halal cosmetics
can provide positive emotions and thus create a feeling of security
to the product and affect consumer behavior to the next stage
which ultimately determines the decision to purchase halal cos-
metics.

Arabic
Brand
Name

Positive
Perception

Purchase
Decision

Manufacturer
Coo
Image

Figure 1: Research Model
2.1 Arabic Brand Name

As one of the variables that supposedly give effect in the percep-
tion of consumers to choose halal cosmetic, it is not inseparable
from the condition that halal is directly related to Islam and Arabic
terminology correlated strongly with Islam, so as to be seen
whether Arabic terminology significantly becomes Influence fac-
tor in purchase intention towards halal cosmetic.

Based on (7) has recognized that certain brands may not only be
represented by a name or a symbol, a brand perception and con-
sumer sentiment towards products and services, which means
consumer’s point of view. Brands can affect preference and inten-
tion to buy consumer (8)(9). Naming the brand by using Islamic
brand or Arabic terminology is interesting for further study, now-
adays some cosmetic brands in Indonesia are named with Arabic
brand name, this can be one of the taken action to create differen-
tiation amongs other brands, naming the product with Arabic
brand name supposedly provide assistance in delivering messages
if the product is halal or in purpose for muslim.

Studies on the Arabic brand name are not much to be found, one
can be used as a reference is (10) refer his journal in Banking
Industry, based on his research findings most of the respondents

agree that the Arabic terminology gives sort of competitive edge
for the Islamic banks but at the same time they indicate that the
catchy Arabic name will give them difficulty in gaining a fast
information and comprehension towards the product, another ref-
erence comes from Miles Young speech (11) warns that Islamic
branding can be seen “as something worthy but fundamentally
second-rate”. Having said that, the Noor Brand Index, a ranking of
brands according to the perception of Sharia friendliness,
classified two well-known multinational brands in the financial
sector, namely, HSBC and RBS, as the worst perceived in terms
of Sharia friendliness.

H1 : There is significant relationship between Arabic brand name
and positive perception

2.2. Halal Logo

Having a Halal logo or certificate in today’s globalized world is a
must in order to cater for all Muslim needs(12). Based on (13)
research finding in Malaysia, the positive correlation between
labelling and purchase intention indicates that as customers have
higher confident in labelling of the halal products, they will have
higher intention to purchase the Halal products. Consumers who
can differentiate and are confident about the genuineness of the
Halal logo tend to have higher intent to purchase the products.

In Indonesia nowadays many cosmetics can be found with the
halal logo, giving halal logo on cosmetics is not only apply to new
brand, or brand with specific targeting to muslim consumer and
claiming itself as halal cosmetic brand, but existing or even old
cosmetic brands are started applying halal logo on their products,
the authorized institution in Indonesia that have authorization to
issue halal certification is only LPPOMMUI.

Manufactures’ practice to apply halal logo on products do not
necessary give them chance to the be chosen by target consumer,
therefore halal logo becomes one of the variabels to be checked in
this study, it is necessary to find out whether halal logo on product
significantly influence consumers purchase intention towards halal
cosmetic between muslim and non-muslim consumers.

In his study (14) said consumers assess product attributes as a
basis for evaluating a product with respect to the benefits consum-
ers seek when purchasing the product. Consumers also use attrib-
utes to make comparisons between competitive brands. The im-
portance of attributes goes beyond the physical features of a prod-
uct because, consumers most often attribute attributes to the con-
sequences of purchasing or using the product.

Initially the researchers looked at attribute products as the physical
properties of products measured quantitatively and objectively
(15). However, in recent years it has extended its scope to all crite-
ria that can be evaluated, including the objective or physical na-
ture of price, brand name or subjective criteria such as quality,
style, profit or value (16)(17). Islamic brand and halal logo are
attributes on halal cosmetic product that will be assessed whether
significant enough in building positive perception

H2 : There is significant relationship between halal logo and posi-
tive perception

2.3. Manufacturer Country of Origin Image

Such as brands, countries should also have equity associated with
them (18). Consumers tend to embrace certain ideas and
stereotypes of foreign countries as producers of goods and
services and then use these ideas to evaluate the qualities of these
products (19).

Manufacturer country of origin refer to the type of inferential be-
lief (4), this type of belief is formed by making inferences (cor-
rectly or incorrectly) based on past experience as this experience
relates to current stimulus, as an example a person whose experi-
ence suggests that German cars are durable might infer that since
an Audi is a German car, an Audi is a durable car (20).

The same thing applies to cosmetics industry, especially halal
cosmetics, to be associated perfectly as halal cosmetic products,
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the country where the halal cosmetic products manufactured be-
come one of the associations forming towards image of the prod-
uct. Accordingly, manufacturer should put on interest in
understanding how country of origin associated with consumers’
perception towards quality judgments and purchase decision.

The research area of manufacture of products and its effects on
consumer preferences have long been discussed in the marketing
and international business literature as “country-of-origin effects”.
Refer to (21) country of origin may be used as a stereotype
measure that acts as an external product evaluation cue. (22) found
that the cultural dimension of individualism and collectivism will
influence the country-of-origin effects on product evaluation.
Country’s image can be thought of as a proxy of overall
attractiveness of a country's products, and governs a country's
ability to produce globally competitive products and is an
information cue that affects consumers' perceptions and mental
representations of country-of-origin (23). country-of-origin image
has a considerable impact on consumers' evaluation of products
originating from different countries and therefore influences their
subsequent buying decisions (21).

Variable manufacture of origin image is one of the important vari-
abels to find out on creating positive perception that might trigger
purchase decision on halal cosmetic since it is related directly to
long-term corporate strategic decision.

H3 : There is significant relationship between manufacturer
country of origin image and positive perception

2.4. Positive Perception

Positive perception begins with the collection of information from
the environment. The information obtained is then interpreted by
the consumer. This process of interpretation requires acceptance
of information and includes two cognitive processes of attention
and comprehension. In the consumer attention process choose
which information is needed, then the consumer comprehension
process determines the subjective meaning that creates knowledge
and belief (beliefs). This knowledge and beliefs are stored in the
memory and can be "called back™ at any time in the future. At the
integration stage, consumers combine the knowledge and feelings
of the product or brand to create attitudes and intentions that are
the trigger factors of a behavior. Consumers who have the same
affiliation will share the same cognitive system(24).

Positive perception becomes the mediating variable between Ara-
bic brand name, halal logo and manufacturer country of origin
image with purchase decision in halal cosmetic.

H4 : There is significant relationship between positive perception
and purchase decision

2.5. Purchase Decision

According to Kotler, Armstrong has four main factors that influ-
ence consumer buyer behavior (25) Consumer purchasing behav-
ior is influenced by four main characteristics of buyers: cultural,
social, personal, and psychological. While many of these factors
can not be influenced by marketers, it can be useful for identifying
interested buyers and in shaping products and appeal to better
serve consumer needs.

Referring to the journal written by Lin (26) Consumer behavior
and consumer purchase behavior in accordance with the confirma-
tion of his request. Therefore, in this study the following two ele-
ments are used:

1. The purpose of information retrieval: summarizing consumer
behavior and buying behavior based on references from (27)
(28), when the consumer confirms his request, he will start
looking for information relevant. That means consumers read
about relevant product information through various sources,
compare differences between products, and then spend more
time on product searches (29). In this process when consum-
ers buy a product, the intention of information retrieval takes

a large portion. Therefore, the desire to search information as
the first element in influencing consumer purchasing deci-
sions.

2. Buying desire: in evaluating alternatives and decision-making

decision maps, (30) suggest that between alternative evalua-
tions and purchasing decisions, both will shape the desire to
buy. (4) verify that buying desire can be considered an im-
portant index for predicting consumer behavior. Therefore,
this study selects the buying desire as a second element influ-
encing consumer purchasing decisions.

3. Methodology

The approach used is a quantitative model and this research was
conducted via on-line survey, target respondents are women age
range between 20 — 50 years old who are familiar exposed to the
Internet or web-based users, located in Surabaya.

This research model has five latent variables. The collection of
data to see relationships between latent variables using a ques-
tionnaire five-point Likert scale where (1) for the selection of
"Strongly Disagree" to (5) "Strongly Agree". As for the demo-
graphic questions using multiple choice. The indicator questions
or variable measurements in this study was adapted from several
sources.

Questionnaires distributed to 100 female respondents combined
between muslim and non-muslim respondents with the criteria of
the respondents as follows: they are in active age group 20 up to
50 years old, use or have ever used cosmetic brand regular product
or mass-market brand, brand decision maker, SES and education
levels are free (not restricted), questionnaires filled by respondents
themselves (self-administered questionnaire) through on-line sur-
vey.

To determine the sample size for quantitative research, according
to Robin Hill (31) in the journal titled “What Sample Size is
“Enough” in Internet Survey Research?”, he mentioned that ac-
cording to (32) in behavioral research, sample larger than 30 is
ensure the researcher the benefit of central limit theorem while a
samples of 500 assure that sample error will not exceed 10% of
standard deviation about 98% time. Thus the range of 30-500 for
sample size is appropriate for a study. In this research, the re-
spondent collected for quantitative research is 76 persons with
simple random sampling as all kind of respondents, as long as
they use mass-market cosmetic brands, they have equal opportuni-
ty to participate in this survey.

4. Result and Findings

This study has collected 76 respondents from total 100 target re-
spondents, on-line survey was conducted by using structural ques-
tionnaire, up loaded digitally by using Google forms, that been
delivered by using smartphone through WhatsApp mobile applica-
tion within 2 weeks of field study.

All questionnaires were evaluated using a five-point likert scale,
where higher score represent agreement, while lower score repre-
sent disagreement. Respondent’s demographic’s were analysed
separately from the primary model.

From respondents profile it is revealed if respondents are mostly
comes from young age generation ages range 20-30 years old,
graduated from senior high school and muslim.

After first modification, all returned answers were analysed using
SmartPLS 3.0 Software. The results of reliability and validity tests
indicate several items with loading factors lower than 0.7 were
removed, and the analysis was performed once again. The second
analysis results revealed that the remaining item’s outer loadings
exceed 0.7 which indicates if indicator variabels are acceptable.
According to (33) suggested value 0.70 and 0.9 should be desira-
ble in advance stages of research.
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Results of the cronbach’s o are also as expected. PLS-SEM priori-
tizes the indicators according to their individual reliability, and
cronbach’s o assumes that all indicators are equally reliable. Ac-
cording to (34) cronbach’s o measures of reliability that ranges
from 0 to 1, with values of 0.6 to 0.7 deemed the lower limit of
acceptability. In this findings shown that all latent variabels get
cronbach’s o > 0.8.

Looking at the average variance extracted (AVE) , results of con-
vergent validity for each latent variable are also greater than the
acceptable threshold of 0.5 (35). As a parameter, this indicates that
the degree to which measures of contructs that theoretically should
be related, are in fact related.

Analysis of discriminat validity is used to measure the validity and
reliability of the model, in this section it can be seen that the rela-
tionship between itself for each latent variable is stronger than its
relationship with other latent variables, it indicates that the latent
variable is strong enough with itself and the indicator is also sup-
ported.

Looking at this diagram, the coefficient of determination (R2) for
Purchase Decision as the endogenous latent variable is 0.860
moderately explain 86% of the variance from endogenous positive
perception, while R2 value for Positive Perception is 0.688 mod-
erately explains 68% of the variance among 3 exogenous latent
variabels : Arabic brand name, Halal logo, Manufacturer COO
image.

Among 3 endegenous latent variables, path coefficient shown if
manufacturer country of origin image has positive and more sig-
nificant relationship to create positive perception with value of
0.553, second place comes from halal cosmetic which also has
positive relationship with slightly lower significant level to posi-
tive perception.

Endogenous Arabic brand name has negative relationship to posi-
tive perception and the value of -0.084 shown low significant
relationship. Arabic brand name is very interesting to check fur-
ther since all indicator has > 0.7 outer loading which means ac-
ceptable to measure latent variable. The negative inner model
loading -0.084 indicates if path relation from Arabic brand name
is the opposite pattern to positive perception, thus inversely posi-

tive perception is likely to correlate to Arabic brand name variable.

As refer to (34). The mean profile illustrate the interpretation of
signs whether it is positive or negative on the discriminant weights
and loadings. The negative weights or loadings are for those vari-
abels with the opposite pattern, thus the construct from Arabic
brand name should be change to endogenous latent variable.
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Figurel: Structural Graph After Data Processing
Source: SmartPLS Software data processing

After re-run PLS after re-run the data processing and take another
relation, it revelas if halal logo has positive and significant rela-
tioship to Arabic name, however Arabic name although has posi-
tive relationship to purchase decision but the significance level is
much lower than positive perception..
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Figure2: Re-run Structural Graph
Source: SmartPLS Software data processing

5. Conclusion

The results of this indicate from 3 anticedents which predicted
have significant relationship to purchase decision through mediat-
ing positive perception is manufacturer COO image, this finding
can be used as a reference for halal cosmetic manufacturer in
Indonesia to see if manufacturer COO image is significantly im-
portant to create consumer positive perception. based on
(36)country of origin image creates extrinsic cue on brand evalua-
tion relative to other extrinsic cues such as price, brand name, and
service, and intrinsic cues such as reliability, safety, fuel efficien-
cy, and styling, in this study manufacturer country of origin image
relates to build up a certain association towards halal.

The COO image manufacturer's indicator in the study is the home
country where halal cosmetic is produced, results of this study
indicates if consumers are more confident if the products are made
in Indonesia or Muslim countries, this finding is certainly useful
for cosmetic manufacturers to set product strategy in order to meet
their target consumer.

Halal logo is also considered positive and significant in creating
positive perception, so it can be a complement from product at-
tributes.

Avrabic brand name although has positive relationship to purchase
decision but the significance level is much lower than positive
perception. While it also find out if Arabic brand name does not
influence positive perception directly.
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