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Abstract 

This study aims to investigate the factors influencing Muslim consumers' intention to 
purchase halal packaged food products, focusing on the roles of halal certification, 
product composition, and halal awareness as a mediating variable. A survey was 
conducted with 215 Muslim undergraduate students in the Solo Raya region of 
Indonesia, selected through purposive sampling. The data were analyzed using 
Structural Equation Modeling - Partial Least Squares (SEM-PLS) to test the 
proposed hypotheses.The results indicate that both halal certification and product 
composition positively affect halal awareness. Additionally, halal awareness 
significantly influences the intention to purchase halal packaged food. Notably, halal 
awareness serves as a partial mediator between halal certification, product 
composition, and purchase intention.The findings suggest that manufacturers should 
prioritize obtaining and displaying halal certifications, provide transparent product 
information, and invest in consumer education about halal principles. This approach 
can enhance consumer trust and increase purchase intentions.This research 
contributes to the existing literature by providing empirical evidence on the mediating 
role of halal awareness in the context of halal packaged food consumption, 
addressing a gap in understanding consumer behavior in the halal market. 
 
Keywords: halal certification; halal awareness; purchase intention; product 
composition; muslim consumers  

 
 

A. INTRODUCTION  

Indonesia, with its predominantly Muslim population, presents significant 

potential for the growth of the Islamic economy, particularly in the consumption of 

halal products. The country holds a prominent position in the global halal product 

trade, as evidenced by its third-place global ranking with a Global Islamic Economy 

Indicator (GIEI) score of 99.9 in a 2025 report released by DinarStandard in 

collaboration with the Ministry of National Development Planning/National 

Development Planning Agency (PPN/Bappenas) and the Indonesia Halal Lifestyle 

Center (IHLC) (Nurzaman, 2025). 
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Muslim consumer spending on food in Indonesia has shown consistent 

growth, increasing by 2.6% in 2023 to US$1.43 trillion from US$1.40 trillion in 2022. 

Indonesia remains the largest market based on spending, with projections indicating 

a rise to US$1.94 trillion by 2028, reflecting an average annual growth rate (CAGR) 

of 6.2% between 2023 and 2028 (Nurzaman, 2025) 

The Indonesian packaged food and beverage industry has demonstrated 

remarkable resilience and growth, establishing itself as a key driver of the national 

economy. Data from the Central Statistics Agency (BPS) for 2024 shows a 

continuous increase in production value, from Rp87.6 trillion in 2022 to Rp100 trillion 

in 2024, with a projection of Rp105 trillion by the end of 2025. The sector's 6% 

growth in 2024 surpassed the national economic growth target of 5% 

(https://kowantaranews.com/, 2025). 

Despite the robust growth in the packaged food industry and high public 

interest, there remains a lack of clarity regarding the specific factors influencing 

Muslim consumers' purchasing decisions for packaged food products. Previous 

studies have identified several influential factors, including halal certification, the 

composition or ingredients listed on the packaging of the packaged product. Another 

factor that could be a connecting factor is concern for halal products in influencing 

consumer interest in purchasing packaged food products. 

A halal certificate, issued by BPJPH based on a written fatwa from MUI, is 

essential for a product to be labeled halal and plays a vital role in building consumer 

trust (Https://ihatec.com/label - halal/, 2021). Studies indicate that halal certification 

enhances consumer confidence and purchase intent, with younger consumers often 

viewing it as a guarantee of quality (Azam, 2016; Khalek et al., 2017; Mutmainah, 

2018). Product composition, encompassing ingredients and processing, is also 

critical, as consumers increasingly seek safer, healthier, and more sustainable food 

options, paying close attention to ingredient labels (Prinyawiwatkul, 2024; Sari et al., 

2018; Hussain et al., 2016; Fachrurrozie et al., 2023). 

Halal awareness as an intervention or moderating factor has been widely 

studied by previous researchers. A study (Susilawati et al., 2023) found that halal 

awareness acts as a partial mediator between religiosity and the intention to 

purchase halal products. This means that religiosity influences the intention to 

purchase, but its effect is largely mediated through the halal awareness possessed 

by consumers. Research (Albra et al., 2023) demonstrated that religiosity positively 

and significantly affected halal awareness. Similarly, religiosity and halal awareness 

positively and significantly affected halal purchase intention. This indicates that 

increasing religiosity and halal awareness enhance interest in buying halal food. It 

can be concluded that religiosity and awareness are vital indicators in explaining the 

increasing interest in buying halal products. Furthermore, the mediating effect results 

revealed a partial mediation of halal awareness on the relationship between 

religiosity and halal purchase intention. This implies that halal awareness plays an 

essential role in mediating this relationship. Similarly, research by Djakasaputra et al. 

(2023) found that halal awareness directly influences purchase intention. Although 

not explicitly as mediation, this study emphasizes the importance of halal awareness 

as a key driver of purchase intention, which is often triggered by other factors such 

https://kowantaranews.com/,
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as knowledge or religiosity.  

Previous empirical studies on the role of halal awareness as a mediating effect 

in the relationship between product composition and halal certification on the 

intention to purchase halal products are still limited and difficult to access. The 

primary aim of this research is to investigate the factors influencing Muslim 

consumers' intention to purchase halal packaged food products, specifically 

examining the roles of halal certification, product composition, and halal awareness. 

The study seeks to understand how these factors interact and the extent to which 

halal awareness mediates the relationship between halal certification, product 

composition, and purchase intention. Ultimately, the research aims to provide 

insights that can enhance marketing strategies and consumer education within the 

halal food industry. 

 
 

B. LITERATURE REVIEW  

Halal packaged food is considered very important in social, cultural, and 

economic contexts, especially in countries with large Muslim populations. Halal 

packaged food not only considers the halal aspects of the ingredients used, but also 

prioritizes Sharia values in the production and distribution processes. In a global 

environment increasingly focused on food safety and product quality, halal packaged 

food provides Muslim consumers with assurance that the products they consume 

align with their religious laws and beliefs. This makes halal products an important 

choice for consumers who prioritize not only taste but also spiritual and ethical 

values. 

The issue of halal in the food industry has shown rapid growth in recent years, 

in line with increasing global awareness of food that complies with sharia principles. 

This is inseparable from the growth of the Muslim population worldwide, which now 

exceeds 1.9 billion people, significantly influencing the dynamics of the halal food 

market (Safitri & Afandi, 2023). The halal food market is estimated to be worth 

around $1.17 trillion and is projected to continue growing to $1.38 trillion by 2024 

(Anam, 2022). This trend reflects not only the need for products that are in line with 

religious beliefs, but also increasing attention to food quality and safety. 

One of the main factors driving the growth of the halal industry is increasing 

consumer awareness of food health and hygiene. Consumers are now more 

selective in choosing the products they consume, considering not only halal 

certification but also the quality of raw materials and transparent production 

processes (Waharini & Purwantini, 2018). For example, research shows that the 

presence of halal certification on food products provides significant additional 

confidence for Muslim consumers to choose those products (Masruroh, 2020). With 

regulations such as the Halal Product Assurance Law No. 33 of 2014 in Indonesia, 

companies are required to obtain halal certification, which further enhances 

consumer confidence (Masruroh, 2020). 

Trust is another reason why halal packaged foods are becoming increasingly 

popular. Muslim consumers feel more comfortable when they can easily identify 

foods that have valid halal certification, which indicates that the product has 
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undergone a rigorous inspection process in accordance with sharia guidelines. 

Research shows that consumers tend to prefer halal-certified products, as this 

reduces doubts and concerns about the halal status of the food they consume 

(Oktavianingtias & Muslichah, 2022). In this context, the presence of halal labels on 

packaging plays a key role in attracting consumer interest, giving them confidence in 

compliance with religious norms. 

 

The Concept of Halal 

Halal is an Arabic word that refers to “something that is permissible” among 

Muslim consumers. The concept of halal applies universally in every aspect of life 

and is not limited to food and beverages. However, the concept of halal in this study 

refers to food products. In the food industry, the concept of halal can also include the 

concept of “toyyiban,” which is not only permissible but also considered “good, pure, 

or healthy.” (Habibie & Donna, 2020; Hassan & Hanif, 2017; Shaari et al., 2019). This 

is in accordance with what is mentioned in the Quran: “Eat from what is on earth, 

which is halal and good” (2:168). 

 

Halal Certification 

Halal certification is the process of certifying products or services in 

accordance with Sharia law. In providing assurance to Muslim consumers regarding 

halal quality, the halal certification and verification system is considered a key 

element (Khan & Haleem, 2016). Halal certification is the process of obtaining a halal 

certificate through several steps to prove that raw materials, production processes, 

and halal assurance systems have been implemented in accordance with 

established standards (LPPOM MUI, 2008). In Indonesia, halal recognition for a 

product is issued by the Halal Product Assurance Agency (BPJPH) based on a 

written halal fatwa issued by the Indonesian Ulema Council (BPJPH, 2024). 

Halal certification not only increases consumer confidence but also has a 

positive impact on purchase intent. This relationship is particularly strong among 

Muslim consumers, who prioritize halal certification when choosing food products. 

Halal certification builds trust among consumers, as it guarantees that the product 

complies with Islamic dietary laws (Saleh & Rajandran, 2025).  

Based on previous research, the following hypotheses are proposed:  

H1: Halal certification has a positive and significant effect on the 

intention to purchase halal packaged food products.  

 

Product Composition 

Product composition refers to all elements that make up the product, including 

the ingredients used, production processes, processing techniques, and packaging. 

In the context of food products, this composition must comply with the halal principles 

established by Islamic sharia law, which includes prohibitions on haram ingredients 

(such as pork and alcohol) and other non-halal components. This aspect of 

composition is important to consider, especially for Muslims (Permata, 2019). 

According to Sari et al. (2018), many consumers pay close attention to information 

about the food they choose, and this information is usually listed on the product label. 
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Consumers who are aware of the importance of this information tend to check the 

ingredient composition label as part of their knowledge and consideration in deciding 

whether to purchase or not. Hussain et al. (2016) conducted a study showing that the 

ingredients in a product significantly influence consumers' attitudes toward 

purchasing decisions. Fachrurrozie et al. (2023) found that concern for the halal 

status of a product to be consumed is an important consideration in the decision to 

purchase food products. Based on previous research, the hypothesis proposed is as 

follows:  

H2: Product composition has a positive and significant effect on the 

intention to purchase halal packaged food products. 

 

Halal Awareness 

Awareness is the ability to understand, feel, and recognize every event and 

object that exists. Awareness is also a concept that indicates the truth of every event 

or issue that exists (Aziz & Chok, 2013). Awareness plays an important role in 

determining the intention to choose. 

Halal awareness refers to consumers' awareness and knowledge of what is 

considered halal according to Islamic sharia law, including in the aspects of food, 

products, and services. This includes an understanding of the criteria, processes, 

and practices that make a product or service religiously acceptable. Essentially, halal 

awareness serves as a bridge connecting sharia principles with daily consumption 

decisions for Muslim consumers. Good knowledge of halal can encourage 

consumers to make choices that are in line with their religious beliefs (Firmansyah et 

al., 2023; Suryaputri et al., 2020).  

Halal awareness plays an important role in influencing consumer behavior in 

purchasing decisions. Consumers who are highly aware of halal tend to look for 

products that are equipped with halal certification and clear labels. Research shows 

that halal awareness significantly influences Muslim consumers' purchase intentions, 

where the higher the halal awareness, the more likely consumers are to purchase 

halal products (Alinda & Adinugraha, 2022; Firmansyah et al., 2023; Habibie & 

Donna, 2020). 

Various studies have discussed the impact of halal awareness on the intention 

to purchase halal products. Jannah & Al-Banna, (2021) explain that the higher the 

consumer awareness of product halalness, the greater the likelihood that they will 

purchase halal food. Habibie & Donna, (2020) state that halal awareness has a 

significant influence on the decision to purchase halal products among Muslim 

consumers. Azam, (2016) explains that Muslim consumers are now increasingly 

paying attention to products labeled as halal, indicating that purchasing behavior is 

driven by growing halal awareness. Setiawati et al. (2019) identify that one of the 

factors influencing millennials' intention to purchase halal products is their attitude, 

which is influenced by halal awareness. Khan et al. (2020) investigated the behavior 

of Generation Y consumers regarding their decisions to purchase halal products. 

This study shows that halal awareness is one of the important factors motivating 

consumers to choose halal products. In other words, halal awareness can be 

considered the primary driving factor in consumer behavior and decisions when 
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choosing products that align with Sharia principles. Based on previous research, the 

hypothesis proposed is as follows: 

H3: Halal awareness has a positive and significant effect on the intention 

to purchase halal packaged food products. 

 

Halal Awareness as a Mediating Variable 

Mediation variables are elements that play an important role in explaining the 

relationship between independent and dependent variables. In this context, halal 

awareness can function as a mediation variable for product composition and halal 

certification on purchase intention. Previous empirical studies on the role of halal 

awareness as a mediating effect in the relationship between product composition and 

halal certification on the intention to purchase halal products are still limited and 

difficult to access. However, a study by Nurhayati and Hendar (2020) suggests that 

consumers' level of halal awareness is shaped by good knowledge of halal products, 

which further influences their intentions. This relationship clearly has a positive effect 

mediated through halal awareness. Based on previous research, the hypothesis 

proposed is as follows: 

H4 Product composition mediated by halal awareness positively affects 

halal purchase intention. 

H5. Halal certification mediated by halal awareness positively affects 

halal purchase intention. 

 
C. METHOD 

Design and Research Sample 

 This research employed a survey as a strategy for collecting the data. This 

method is most appropriate to capture the phenomena as well as analyze the 

proposed hypothesis. This survey was conducted using a measurement tool in the 

form of a questionnaire. The form of the questionnaire presented to respondents was 

an online questionnaire. The selection of online questionnaires was carried out for 

reasons of ease of data collection, namely by providing flexibility for respondents to 

access the questionnaire through their respective devices. 

This study used purposive sampling method. The respondent of this study was 

a 215 muslim undergraduate student who studied in Solo Raya region. Solo Raya 

region was taken because it consists of multi ethnic groups, therefore, the food has 

variety.  

According to Hair et al. (2013), the minimum sample in SEM-PLS analysis is at 

least ten times the number of formative indicators used to measure a constructor. 

Another choice is ten times the number of the largest structural paths that lead to a 

particular construct (Hair et al., 2013). The most significant number of indicators in a 

construct is 6, while the most significant number of structural lines that lead to a 

particular construct is three lanes. The minimum sample is 60 or 30 respondents. 

With a total of 215 respondents, the sample meets the minimum requirements in 

SEM-PLS, according to Hair et al. (2013). The demographic characteristics of the 

respondents are divided into some of the information presented in Table 1. 

 



 “ 

Ahmad, Wati & Habibie  – “Beyond the Label …”  | 54 

Table 1. Respondent Characteristics 

Note Frequency Percentage 

Gender  Male 58 28.0% 

Female 57 72.0% 
Total         215 100% 

Income 0 – Rp500.000 132 54.4% 

Rp500.001 – Rp1.000.000 68 34.3% 

Rp1.000.001 – Rp1.500.000 8 7.2% 

Rp1.500.001 – Rp2.000.000 4 2.7% 

More than Rp2.000.000 3 1.5% 

Total 215 100% 

Source: Data Processed, 2025 
 
 

Variable Measurement 

Intention to Buy Halal Packaged Food 

The research instrument used in this study was translated into Indonesian 

through a translate-retranslate process from its source to ensure its meaning did not 

change. Intention to Buy Halal Packaged Food was adapted from Yunus et al., 

(2014) and Aziz dan Chok (2013). The measurement instrument contains five 

statement points as follows: 1) In my opinion, choosing halal packaged food is a 

good idea, 2) I will buy halal packaged food, 3) Most of the people closest to me 

choose halal packaged food products, 4) My family prefers halal packaged food 

products, 5) I will recommend halal packaged food products to others. Each 

statement is measured using a five-point Likert scale, 1 = "strongly disagree", 5 = 

"strongly agree". 

 

Halal Certification 

Halal Certification variables are measured using instruments adapted from 

Aziz and Chok (2013). The measurement instrument contains four statement points 

as follows: 1) A halal logo is something very important in choosing a product, 2) I will 

buy packaged food products based on a halal logo, 3) I will always be careful when 

choosing products with a halal logo, 4) I am aware of the difference between an 

original halal logo and a fake one, 5) I am aware of the difference between an 

original halal logo and a fake one. Each statement is measured using a five-point 

Likert scale, 1 = "strongly disagree", 5 = "strongly agree". 

 

Halal Awareness 

Halal Awareness variables are measured using instruments adapted from 

Yunus et al., (2014). The measurement instrument contains five statement points as 

follows: 1) I am aware of the halalness of food. 2) I am aware of halal because it is 

an obligation in religion. 3) I am aware of food safety and hygiene. 4) Knowing the 

halal food production process is very important. 5) I pay attention to the packaging of 

halal food products. Each statement is measured using a five-point Likert scale, 1 = 

"strongly disagree", 5 = "strongly agree". 
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Product Composition 

Product Composition variables are measured using instruments adapted from 

Yunus et al., (2014) and Hussin et al., (2013). The measurement instrument contains 

three statement points as follows: 1) I am always aware of the composition or 

ingredients used in making food products, 2) The information on the 

content/composition of the ingredients in the food labeling is very important, 3) I will 

not buy food ingredients that are foreign or suspicious of halal, 4) Foreign ingredients 

used in the product will trigger suspicion of the "halalness" of a product. Each 

statement is measured using a five-point Likert scale, 1 = "strongly disagree", 5 = 

"strongly agree". 

 

Hypothesis testing 

 Hypothesis testing uses Structural Equation Model-Partial Least Square 

(SEM-PLS) analysis. SEM-PLS is used because it can test the relationship of more 

than one independent variable and the dependent variable simultaneously. Besides, 

SEM-PLS can be processed with a small number of samples, and there is 

multicollinearity between independent variables (Hair et al., 2013). Another reason 

for using PLS is because it does not require the assumption of a normal distribution 

(Hair et al., 2013). The analytical tool used is WarpPLS 7.0. 

 There are two stages in SEM-PLS. First is the estimation of the measurement 

model followed by the structural model. Estimating of the measurement model is by 

evaluating the validity (convergent validity and discriminant validity) and its reliability. 

Convergent validity is determined by looking at the loading factors of each indicator, 

which qualifies if the loading value is above 0.60. Discriminant validity is determined 

by looking at the correlation between latent variables. It fulfilled the criteria if the 

average variance extracted root (AVE) in the diagonal column is higher than the 

correlation between latent variables. Reliability is determined by the AVE value, 

composite reliability, and Cronbach’s alpha of each latent variable. Reliability is 

fulfilled when AVE, composite reliability, and Cronbach’s alpha are above 0.50.   

 Hypothesis 1 and hypothesis 2 was tested by analyzing the beta coefficient of 

halal certification and product composition on intention to buy halal packaged food. 

After that, the mediation test was tested using a step-wise approach in structural 

testing, according to Baron and Kenny (1986). First, estimating the direct effect of 

halal certification and product composition on intention to buy halal packaged food. 

Second, to estimate the indirect effect simultaneously for all variables in the SEM-

PLS model. The conditions for mediation effects that must be fulfilled are significant 

influences in both stages. 

 The mediation hypothesis is not supported if the coefficient value of the 

second stage estimation result remains significant and does not change. It was 

concluded that partial mediation if the second stage coefficient value dropped but 

remained significant. If the second stage coefficient value decreases and becomes 

insignificant, then the form of mediation is full mediation. 

 Following Hair et al. (2013), mediation testing can be confirmed by analysis of 

Variance Accounted For (VAF). First, testing whether perceptions of halal certification 
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and product composition on intention to buy halal packaged food. If it has a 

significant influence, it can be continued with the next step. Second, include halal 

awareness as a mediating variable in the model and test the significance of the 

indirect effect. If the indirect effect is significant, the analysis of Variance Accounted 

For (VAF) can be calculated. Halal awareness becomes a full mediating variable 

when the VAF value is> 80%, partial mediation when the VAF value is between 20% 

-80%, and below 20%, there is no mediating effect.  

Hypothesis 3 and 4 are tested by analyzing the demand coefficient beta for 

halal certification and product composition on halal awareness. Hypothesis 5 is 

tested by analyzing the beta coefficient of halal awareness in the intention to buy 

halal packaged food. The model of the study is in Figure 1. 

 
Figure 1. Model of The Study 

 
Source:  Author, 2025 

 
 

D. RESULT AND DISCUSSION  

Descriptive Statistics 

The descriptive statistical analysis describes data between variables. The 

results of the descriptive statistical analysis are presented in Table 2. 

 

Table 2. Descriptive Statistics 

Variable N 

Theoretical 

score 
Actual Score Mean

s 
SD 

Min. Max Min. Max. 

Halal Awareness 215 1.00 5.00 1.00 5.00 4,68 0,323 

Product Composition 215 1.00 5.00 2.00 5.00 4,29 0,504 

Halal Certification 215 1.00 5.00 1.00 5.00 4,38 0,458 

Intention to Buy Halal 
Packaged Food 

215 1.00 5.00 1.00 5.00 4,60 0,449 

Source: primary data processed, 2025 

H4 

H5 

H4 

H1 

**Sig < 0.01 
* Sig <0.05 

Halal 
Certification 

Halal 
Awareness 

 

Intention to Buy 
Halal Packaged 

Food 

Product 
Composition H2 
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Measurement Model Analysis 

 The first stage in SEM-PLS is estimating the measurement model. In this 

measurement model, the construct validity and reliability evaluations are carried out 

in the model. The construct validity of the model is analyzed in two components: (1) 

convergent validity (loading factor and AVE), and (2) discriminant validity (AVE root 

and a correlation between latent variables). The test results for convergent validity 

are shown in table 3: 

 

Table 3. Convergent and reliability validity. 

Latent Variable  Std.Dev Loading 

Halal Awareness (CR=0.804; AVE= 0.507; Cronbach Alpha=0.675) 

Halal Awareness 1    0,428 0.703 

Halal Awareness 2    0,316 0.695 

Halal Awareness 3    0,486 0.772 

Halal Awareness 4    0,618 0.676 

Product Composition (CR= 0.828; AVE=0.547; Cronbach Alpha=0.723) 

Product Composition 1  0,697 0.759 

Product Composition 2  0,618 0.787 

Product Composition 3  0,729 0.670 

Product Composition 4  0,751 0.738 

Halal Certification (CR=0.813; AVE=0.593; Cronbach Alpha=0.655) 

Halal Certification 1  0,645 0.777 

Halal Certification 2  0,778 0.825 

Halal Certification 3  0,831 0.703 

Intention to Buy Halal Packaged Food (CR=0.871; AVE=0.574; Cronbach 

Alpha=0.813) 

Intention to Buy Halal Packaged Food 1   0,536 0.686 

Intention to Buy Halal Packaged Food 2   0,501 0.772 

Intention to Buy Halal Packaged Food 3  0,608 0.812 

Intention to Buy Halal Packaged Food 4  0,636 0.788 

Intention to Buy Halal Packaged Food 5  0,682 0.724 

Source: primary data processed, 2025 

 

 The results in Figure 3 show that the loading of each indicator has met the 

requirements for convergent validity that is above 0.60 and is significant. Average 

variance extracted (AVE) values have fulfilled the requirements above 0.50. 

Composite reliability (CR) and Cronbach’s alpha values are also above 0.50. It 

shows that reliability has been fulfilled. 

Table 4. Discriminant validity 

 
Halal 

Awareness 
Product 

Composition 
Halal 

Certification 

Intention to 
Buy Halal 
Packaged 
Food (IBH) 

Halal Awareness 0.712    
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Product 
Composition 

0.382*** 0.740   

Halal Certification 0.352*** 0.409*** 0.770  

Intention to Buy 
Halal Packaged 

Food (IBH) 
0.473*** 0.343*** 0.547*** 0.758 

Source: primary data processed, 2025 

 

 Table 4 shows that the AVE roots in diagonal columns are higher than the 

correlation between latent variables in columns other than the diagonal. Table 4 

shows the discriminant validity has been fulfilled. Overall, the results of the 

measurement model show good validity and reliability. Furthermore, it can test 

hypotheses developed with structural models.  

 

Structural Model Analysis 

 The structural models are used to test the hypothesised relationships, 

particularly to examine whether the effect of halal certification and product 

composition is direct or indirect (mediated by halal awareness). Following Sholihin et 

al (2011) in performing structural model analysis, we used a step wise approach. 

First, we tested whether halal certification and product composition affect intention to 

buy halal packaged food directly to test hypothesis 1 and hypothesis 2. Secondly, we 

ran PLS by introducing halal awareness as the mediating variable, and thirdly, we 

ran by including halal awareness as mediating variables, as portrayed in Fig 1. to test 

the other hypotheses. 

 

Table 5. PLS Results (path coefficient, t-statistics and R2) 

Panel A. Direct Effect   

Variable  Path to 

  Intention to buy halal packaged food 

Halal Certification 
Product Composition 
R2 

 0,484** 
0,204** 
0,360 

Panel B. Testing the mediating effect of halal awareness 

Variable Path to  

 Halal Awareness Intention to buy halal packaged food 

Halal Certification 
Product Composition 
Halal Awareness 
R2 

0.261** 
0.306** 
 
0.230 

0.414** 
0.127** 
0.304** 
0.440 

Source: primary data processed, 2025 

 

The results (see Table 5, Panel A) show that halal certification and product 

composition is positively associated with intention to buy halal packaged food 

(coefficient: 0,484, p<0.01 and coefficient; 0.204, p<0,01, R2=0.360). Therefore 

hypothesis 1 and hypothesis 2 are supported. Conducting further analysis by 

introducing halal awareness as mediating variable reveals that halal certification as 
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well as product composition are positively affecting halal awareness (coefficient = 

0.261; p<0.01 and coefficient= 0.306; p<0.01) and halal awareness also positively 

associated with intention to buy halal packaged food (coefficient= 0.304; p<0.01). 

However, the association between halal certification and product composition to 

intention to buy halal packaged food remains significant (coefficient= 0.414; p<0.01 

and coefficient= 0.127; p<0.01) (see Table 5, Panel B). This means that halal 

awareness only partially mediates the relationship between halal certification and 

product composition on intention to buy halal packaged food. In other words, while 

there is an indirect effect of halal certification and product composition on intention to 

buy halal packaged food via halal awareness, both of them still have a direct effect 

on intention to buy halal packaged food. 

VAF analysis was performed to confirm the conclusion of the mediation test. 

The results of the VAF analysis can be seen in Table 6. 

 

Table 6. VAF calculation 

Indirect Effect (0.261*0.304) and (0.306*0.304) 
aHC-> HA=0.261; bHA-> IBH=0.304 
cPC-> HA=0.306; dHA-> IBH=0.304 

 

0.080 

 

 

0.093 

Direct Effect 

HC->IBH without HA=0.414 

PC->IBH without HA=0.127 

 

0.414** 

 

 

0.127** 

Total Effect  0.493 0.220 

VAF = Indirect Effect / Direct Effect  

(0.079/0.414) 

(0.093/0.127) 

 

0.190 

 

 

0.732 

**p<0.01 

Source: primary data processed, 2025 

 

The result of the VAF calculation shows the VAF value of 0.160 and 0.732. 

This value is between 20% - 80%. It shows that trust becomes a partial mediator in 

the HC-IBH and PC-IBH relationship and supports hypothesis 4 and hypothesis 5. 

The conclusion of the VAF calculation supports previous mediation testing using 

Baron and Kenny’s approach (1986). 

The results show that halal certification has a positive effect on halal 

awareness Therefore, hypothesis 3 (halal certification has a positive effect on halal 

awareness) is supported. The product composition also has a positive effect on halal 

awareness, therefore hypothesis 4 is supported. The results also show that halal 

awareness has a positive effect on the intention to buy halal packaged food, 

therefore hypothesis 5 (halal awareness has a positive effect on the intention to buy 

halal packaged food) is also supported.  

Hypothesis 1 (halal certification has a positive effect on halal awareness) is 

supported. It shows that the higher perception of halal certification, the higher halal 

awareness of the people.  Hypothesis 2 (product composition has a positive effect on 

halal awareness) is supported. It shows that the higher perception of product 

composition, the higher halal awareness of the people.  
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This study provides empirical evidence of the influence of halal certification 

and product composition on the intention to buy halal packaged food. However, this 

effect diminishes when there is a halal awareness variable. The relationship between 

the halal certification and the product composition on intention to buy halal packaged 

food is mediated by halal awareness. Hypothesis 5 shows that whether halal 

awareness also has an effect on the intention to buy halal packaged food. The PLS 

result can be observed in Figure 2. 

 

Figure 2. PLS Result 

 

Source: primary data processed, 2025 

 

E. CONCLUSION  

The main finding of this study shows that halal certification and product 

composition has a positive effect on halal awareness. Halal awareness affects the 

intention to buy halal packaged food. Halal awareness also becomes a partial 

mediation variable between halal certification and product composition to the 

intention to buy halal packaged food.  

This study makes several significant contributions to the existing literature on 

halal packaged food consumption. Notably, it provides empirical evidence 

demonstrating the positive influence of halal certification and product composition on 

halal awareness. More critically, this research uniquely highlights the partial 

mediating role of halal awareness in the relationship between both halal certification 

and product composition, and the intention to purchase halal packaged food. While 

previous studies have explored these factors, the specific investigation and 

confirmation of halal awareness as a partial mediator, particularly concerning product 

composition and halal certification, addresses a gap in the current body of 

knowledge. Furthermore, the findings reinforce the direct positive effects of halal 

awareness, offering a comprehensive understanding of consumer decision-making in 

this vital sector. 

This study has several limitations. First, although the minimum number of 

samples used has met the criteria of Hair et al. (2013) and Cohen (1992), future 

β =0,26 ** 

R
2
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studies are expected to increase the number of samples. Second, this study uses 

students of Gen Z as a sample. Further research needs to use other samples to 

generalize the results.  

This study uses two variables that influence halal awareness, namely the halal 

certification and product composition. Future studies are suggested to add other 

variables in testing.  

Practical implication 

The main findings of this study offer crucial practical implications for various 

stakeholders within the halal packaged food industry, including manufacturers, 

marketers, and policymakers. For manufacturers / marketers, they can prioritize halal 

certification, be transparent about ingredients, educate consumers on halal. For 

policymakers and regulators, they can strengthen halal certification systems by 

maintaining an efficient and trustworthy halal certification process to boost consumer 

confidence and market growth, and promote halal awareness by supporting public 

education initiatives to foster a more informed consumer base that actively chooses 

halal products.  
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