i

ISSN: 2987-8683
Vol. 2 No. 2 December 2024

Journal of Islamic Economics and Business Studies (JIEBS)

Type of journal (Article)

The Influence Of Halal Logos, Religiosity, And Knowledge
About Halal On Buying Interest In Ice Cream Products From

China.

Nilna Faizah!, Herdian Farisi**, Hendro Sukoco®
Universitas Nahdlatul Ulama Purwokerto'??

"Correspondence: hedianfarisi@gmail.com

Citation: Faizah N., Farisi H.,
Sukoco H. (2024). The Influence of
Halal Logos, Religiosity, and
Knowledge About Halal on
Buying Ineterest in Ice Cream
Product from China. Journal of
Islamic Economics and Business
Studies (JIEBS), 2(2), 18-24.

Received: 10" August 2024
Revised: 10" November 2024
Accepted: 30" November 2024
Published: 02" December 2024

Copyright: © 2023 by the
authors. Submitted for possible
open access publication under
the terms and conditions of the
Creative Commons Attribution
(CC BY) license
https:/ / creativecommons.org /1
icenses/by/4.0/).

Journal of Islamic Economics and Business Studies. 2024, Vol,2 No.2

Abstract: The purpose of this study was to determine the effect of halal logo, religiosity,
halal knowledge on buying interest in ice cream products from China, namely Mixue. The
study employed quantitative methods with purposive sampling. It gathered primary data
through surveying 100 Mixue consumers in Purwokerto. Statistical analysis using
multiple linear regression revealed that the presence of a halal certification significantly
increases purchase intent. However, religious commitment and knowledge about halal
products did not show a significant influence on Mixue's purchase intention in
Purwokerto. This study aims to provide valuable insights for Mixue's operations in
Purwokerto and other related parties regarding what halal logo, religiosity, and halal
knowledge are most attractive to Mixue consumers in Purwokerto city.

Keywords: Halal Logo, Religiosity, Halal Knowledge, Interest Buying, Products from
China.

1. Introduction

Islam stands as the predominant faith in Indonesia. This is illustrated
by the country's contribution of 12.7% to the global Muslim population. With
an estimated total population of 273 million, the proportion of Muslims in
Indonesia is approximately 86.93% (Basri & Kurniawati, 2019). Islam itself is a
religion that regulates guidelines regarding consumption (Regeinstein, 2003).
Consumption that will be carried out by an individual is clearly regulated in
the Qur'an and Hadith, especially the consumption of halal products. So that
individual belief in halal products becomes stronger (Maftuhah, 2014). Halal
products that are sought after by the Indonesian people are food and beverage
products. Based on the Global Status Report for 2019/2020, the food and
beverage market share is second only to Islamic finance amounting to 1.7
trillion in Indonesia. The surge in the need for halal food and drinks is
significantly indicated by the growing number of businesses in this sector (Aziz
& Chok, 2013).

The halal certification is a symbol that signifies the product is
permissible according to Islamic law (Heidarzadeh Hanzaee & Reza Ramezani,
2011). Having a halal logo makes a product more trustworthy and more easily
recognized by the public. The presence of a halal certification mark on a product
is utilized to assure customers of its compliance (Mian, 2003). The halal logo is
also used so that the product is more clearly halal and so that it can compete
with other products (Mohamed et al., 2008).
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The consumption pattern carried out is influenced by the religiosity possessed by each individual
because it is influenced by the orientation of the choices made (Ahmad et al., 2015). A person's intention
to buy is also positively impacted by their level of religiosity (Mukhtar & Butt, 2012). Consumer
behavior towards choosing a good product is influenced by the knowledge they have (Petrovici &
Ritson, 2006).

Over time, the development of the beverage industry has become one of the industries whose
development has increased drastically. This is evidenced by the number of beverage companies
established in Indonesia. One of the well-known beverage companies in Indonesia is Mixue from China.
When it first arrived in Indonesia, Mixue received high enthusiasm from the public. However, as time
goes by, Mixue is getting less and less enthusiastic. This is evidenced by several Mixue stores in
Purwokerto which are empty of buyers even though the company is certified and has a halal logo from
the Indonesian Ulema Council. With these problems, Mixue is suitable as a case study in research that
has a population of Mixue Purwokerto consumers aged 18-26 years. The aim is to develop a model of
the problem gap regarding the variables of halal logo, religiosity, and knowledge about halal on
consumer buying interest.

2. Results
2.1 Statistic deskriptive Analysis
Table 1. Result of Statistic Deskriptive Analysis

Std.

N Minimum Maximum Mean Deviation
Logo Halal 100 31.00 40.00 36.3000 3.30136
Religiusitas 100 17.00 30.00 26.4100 2.60184
Pengetahuan 100 17.00 25.00 22.3300 2.31401
halal
Minat Beli 100 13.00 20.00 16.8000 1.95918
Valid N 100
(listwise)

Source : SPSS Output Recapitulation (2024)

According to the aforementioned test results, which are based on respondents' answers rated
on a scale from 1 (Strongly Disagree) to 5 (Strongly Agree), the findings reveal that the highest average
score is 36.3000 on the halal logo variable (X1) and the lowest average value is 16.8000 on the purchase
intention variable (Y).

2.2 Hypothesis Testing
Table 2. Result of t-Partial Testing

Unstandardized Standardized
Coefficients Coefficients
Std.

Model B Error Beta T Sig.
(Constant) 4,899 1,905 2,572 ,012
Total logo halal ,238 ,090 ,401 2,630 ,010
Total Religiusitas  -,032 ,099 -,042 -,319 ,750
Total Pengetahuan ,184 ,129 217 1,426 ,157

halal

Source : SPSS Output Recapitulation (2024)

The halal certification icon received a t-score of 2.630, surpassing the critical t-value of 1.984,
with a significance level of 0.10, which is less than 0.05. Thus, it can be deduced that the halal
certification icon positively and significantly influences the purchasing interest variable. According to
this information, it is affirmed that the initial hypothesis regarding the halal certification icon (X1) and
purchasing interest (Y) is upheld. Conversely, the religiosity factor recorded a t-score of -319, falling
below the critical t-value of 1.984, with a significance level of 0.750, exceeding 0.05. Therefore, it can be
inferred that the religiosity factor negatively and insignificantly affects the purchasing intention
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variable. Based on these findings, it is concluded that the second hypothesis concerning religiosity (X2)
and purchasing interest (Y) is dismissed. Similarly, the knowledge regarding halal attained a t-score of
1.426, which is below the critical t-value of 1.984, with a significance level of 0.157, surpassing 0.05.
Hence, it can be concluded that knowledge about halal has a negative and insignificant impact on the
purchasing intention variable. Consequently, the third hypothesis regarding knowledge about halal
(X3) and purchasing interest (Y) is rejected based on this data

2.3 Coefficients Determinant Testing

Table 3. Result of Coefficient Determinant Testing

Model Summary®

Std. Error of the
Model R R Square Adjusted R Square Estimate
1 ,558° 312 ,290 1,65039

Source : SPSS Output Recapitulation (2024)
Based on table 3, it is evident that the R squared value stands at 0.312, equivalent to 31.2% in

percentage terms. This suggests that the halal logo variable has a significant impact, religiosity, and
knowledge about halal on buying interest is 0.312 or equivalent to 31.2%.

2.4 Coefficients Simultaneous Testing

Table 4. Result Coefficients Simultaneous Testing

ANOVA?
Model Sum of Squares Df Mean Square F Sig.
1 Regression 118,518 3 39,506 14,504 ,000°
Residual 261,482 96 2,724
Total 380,000 99

Source: SPSS Output Recapitulation (2024)

Based on the data presented in Table 4, the computed F value stands at 14.504, yielding an F
significance (F sig) of 0.000. These findings indicate that F sig is below 0.05, and the computed F value
of 14.504 exceeds the critical F value of 2.70. Therefore, it can be inferred that the variables of halal logo,
religiosity, and knowledge about halal collectively influence purchase intention. These data support the
hypothesis regarding the impact, religiosity, and knowledge about halal on buying interest is jointly
accepted.

2.5 Multiple Regression Analysis
Table 5. Multiple Regression Analysis

Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error  Beta T Sig.
1 (Constant) 4,899 1,905 2,572 ,012
Total logo halal ,238 ,090 ,401 2,630 ,010
Total Religiusitas -,032 ,099 -,042 -,319 ,750
Total Pengetahuan ,184 ,129 217 1,426 ,157
halal

Source : SPSS Output Recapitulation (2024)
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Based on table 5 shows that the regression coefficient value in the coefficients table is in column
B, where in this section there is a constant value with a constant value of 4.899 and a regression
coefficient value for the halal logo of 0.238, religiosity -0.032 and knowledge of halal 0.184. Based on
these results it can be formulated that:
Y = a+biX1 + b2Xo+...+ bnXn + e
Y =0.4899 +0.238 + (-0.32) + 0.184

3. Discussion

The findings of this study indicate that the halal certification logo positively impacts and
significantly affects consumers' purchase intentions. Numerous studies have explored the influence of
the halal logo on consumer purchasing behavior, consistently demonstrating its positive and significant
impact, as evidenced by research conducted by Haryani Dwi & Mahmud (2023). Similarly Bashir (2019)
research in the African market reaffirms that the halal logo substantially boosts consumer interest in
halal products.

Conversely, the research reveals that religiosity has a negligible and negative impact on
consumers' purchase intentions, aligning with Faradina & Istyakara Muslichah (2022) findings on
Korean cuisine. This observation is further supported bylkhsan & Sukardi (2020) study at Ahmad
Dahlan University, which found no significant effect on purchasing behavior within the Faculty of
Economics and Business. However, these findings contrast with the results of Yaakub & Sham (2021)
research, which identified a positive and significant influence.

Based on the findings of the study, the level of awareness regarding halal has shown a
detrimental impact and lacks significant influence on purchasing intentions. This study contrasts with
Suarjana et al (2018) research, which found a positive and substantial correlation with purchase interest.

In alignment with by Sholihah et al (2022) research, this study affirms that the halal certification
exerts a favorable and noteworthy influence on consumer purchasing interest in Wardah lipstick
products within Banyuwangi Regency. Furthermore, it corroborates Aziz & Chok (2013a) findings,
emphasizing the significant impact of halal labeling on purchase intentions. The level of religiosity
possessed by an individual greatly influences what he will consume. Religiosity itself is an individual's
commitment to the religion he adheres to Johnson et al (2001). According to by Aji (2018) ) findings, the
research demonstrated a notable increase in purchasing interest for halal-certified detergent products.
Similarly, the study by Arifah & Usman (2017) concluded that religious adherence significantly boosts
consumer preference for halal-certified food products. With knowledge they can distinguish between
good and bad. Knowledge about halal is also an understanding of what is consumed Vristiyana (2019).
This research is in line with Hidayati & Prabowo (2021) who argue that knowledge influences buying
interest. This is also in line with res who argue that knowledge has an effect on buying interest. This is
also in line with the research of Maharani & Silvia (2019) where halal knowledge and purchase intention
of halal cosmetics are significantly interconnected Based on previous research data, it can be concluded
that the halal logo, religiosity and knowledge about halal together have a positive and significant
influence on buying interest.

4. Materials and Methods

This study employed quantitative research methodologies. These methods are utilized for
investigating specific populations or samples, employing research instruments for data collection, and
employing quantitative statistical analysis to test predefined hypotheses. Quantitative research is
characterized by its reliance on numerical data, and it is employed to examine relationships between
variables. Data in this study were gathered through the distribution of questionnaires, a method
involving presenting respondents with a series of questions or statements to respond to (Sugiyono,
2018). The study focused on Mixue Purwokerto consumers as its population, and the Lemeshow
formula will be applied due to the unknown size of this consumer base. So that the use of this formula
is very suitable to be used to be really precise so that the results taken from the existing population can
be representative (represent part of the population). Using the Lemeshow formula described earlier, the
sample size was determined to be 96.4, which was subsequently rounded up to 100 individuals.
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The sampling procedure employed non-probability techniques, which do not ensure equal
representation across the entire population. Furthermore, the chosen approach was purposive
sampling, as defined by Sugiyono (2018) where the researcher selects participants based on specific
criteria. The criteria used by researchers in taking respondents as samples are as follows:

1. Consumers who have purchased Mixue in Purwokerto.
2. Consumers aged 18 — 26 years (Sekar Arum et al., 2023)

5. Conclusions

The presence of the halal certification greatly influences consumer interest in purchasing Mixue
ice cream products in Purwokerto. Religiosity does not impact the purchasing intent for Mixue ice cream
products in Purwokerto. Similarly, familiarity with halal standards does not influence consumer
interest in Mixue ice cream products in Purwokerto. However, the combination of the halal certification,
religiosity, and knowledge about halal collectively exerts a positive and significant influence on
consumer interest in Mixue ice cream products in Purwokerto.

Reference
Ahmad, A. N., Abd Rahman, A., & Ab Rahman, S. (2015). Assessing knowledge and religiosity on

consumer behavior towards halal food and cosmetic products. International Journal of Social Science
and Humanity, 5(1), 10.

Aji, H. M. (2018). The effect of knowledge about halal and Islamic religiosity on attitude toward halal
label. Conference on Islamic Management, Accounting, and Economics (CIMAE) Proceeding, 1(2010), 1-
8.

Arifah, L., & Usman, H. (2017). Pengaruh religiusitas, subjective norm dan perceived behavioral control
terhadap keputusan Muslimah berhijab. Jurnal Middle East and Islamic Studies, 4(1), 61-72.
http:/ /meis.ui.ac.id /index.php / meis/ article/ view / 14%0Ahttp: / / meis.ui.ac.id / index.php / mei
s/article/download/14/5

Aziz, Y. A, & Chok, N. V. (2013a). The role of Halal awareness, Halal certification, and marketing
components in determining Halal purchase intention among non-Muslims in Malaysia: A
structural equation modeling approach. Journal of International Food & Agribusiness Marketing, 25(1),
1-23.

Aziz, Y. A., & Chok, N. V. (2013b). The Role of Halal Awareness, Halal Certification, and Marketing
Components in Determining Halal Purchase Intention Among Non-Muslims in Malaysia: A
Structural Equation Modeling Approach. Journal of International Food and Agribusiness Marketing,
25(1), 1-23. https:/ / doi.org/10.1080/08974438.2013.723997

Bashir, A. M. (2019). Effect of halal awareness, halal logo and attitude on foreign consumers’ purchase
intention. British Food Journal, 121(9), 1998-2015.

Basri, Y. Z., & Kurniawati, F. (2019). Effect of Religiosity and Halal Awareness on Purchase Intention
Moderated by Halal Certification. KnE Social Sciences, 2019, 592-607.
https:/ /doi.org/10.18502 / kss.v3i26.5403

Faradina, N. F., & Istyakara Muslichah. (2022). Anteseden Minat Muslim untuk Membeli Makanan
Korea Halal: Studi di Indonesia. Jurnal Ekonomi Syariah Teori Dan Terapan, 9(3), 310-324.
https:/ /doi.org/10.20473 / vol9iss20223pp310-324



Journal of Islamic Economics and Business Studies, Vol,2 No.2 23 of 24

Haryani Dwi, & Mahmud. (2023). Pengaruh Keyakinan Agama, Logo Halal, Keamanan Bahan, Dan Promosi
Pada Produk Ms Glow Terhadap Minat Pembelian Konsumen. 3(1), 2620-2625.

Heidarzadeh Hanzaee, K., & Reza Ramezani, M. (2011). Intention To Halal Products In The World
Markets. Interdisciplinary Journal of Research in Business, 1(5), 1-7.

Hidayati, F. A., & Prabowo, P. S. (2021). Pengaruh Pengetahuan Dan Religiusitas Konsumen Kopi
Kekinian Terhadap Minat Beli Kopi Kekinian Yang Telah Memiliki Sertifikasi Halal. At-Taradhi:
Jurnal Studi Ekonomi, 12(1), 36. https:/ / doi.org/10.18592 / at-taradhi.v12i1.4354

Ikhsan, R. R. N., & Sukardi, S. (2020). Pengaruh Religiusitas, Sikap, Norma Subjektif, dan Kontrol
Perilaku terhadap Niat Membeli Produk Kosmetik Halal di Fakultas Ekonomi dan Bisnis
Universitas Ahmad Dahlan Yogyakarta. Jurnal Ilmiah Ekonomi Global Masa Kini, 11(1), 49-55.
https:/ /doi.org/10.36982 /jiegmk.v11i1.1061

Johnson, B.R,, Jang, S.]., Larson, D.B., & De Lj, S. (2001). Does adolescent religious commitment matter?
A reexamination of the effects of religiosity on delinquency. Journal of Research in Crime and
Delinquency, 38(1), 22—44. https:/ / doi.org/10.1177 /0022427801038001002

Maftuhah. (2014). Halal Food in the Perspective of al-Quran, Science and Health. Jurnal Bisnis Islam, 7.

Mabharani, N. K., & Silvia, A. (2019). Analisis Pengaruh Pengetahuan dan Religiusitas terhadap Niat
Pembelian Produk Kosmetik Halal. AL-URBAN: Jurnal Ekonomi Syariah Dan Filantropi Islam, 3(1),
81-94. https:/ / doi.org/10.22236 / alurban

Mian, N. (2003). Halal Production (1st ed.). Boca Raton.
https:/ /doi.org/https:/ / doi.org/10.1201/9780203490082

Mohamed, Z., Rezai, G., Chiew, E., & Shamsudin, N. (2008). Halal logo and consumers’ confidence:
What are the important factors? (Logo Halal dan keyakinan pengguna: Apakah faktor penting?).
Economic and Technology Management Review, 3, 37—45.

Mukhtar, A., & Butt, M. M. (2012). Intention to choose Halal products: the role of religiosity. Journal of
Islamic Marketing, 3(2), 108-120.

Petrovici, D. A., & Ritson, C. (2006). Factors influencing consumer dietary health preventative
behaviours. BMC Public Health, 6(June). https:/ /doi.org/10.1186/1471-2458-6-222

Regeinstein, J. . (2003). The Kosher and Halal Food Laws. Comprehensive Reviews Food Sciences and Food
Safety, 2, 111-128.

Sekar Arum, L., Amira Zahrani, & Duha, N. A. (2023). Karakteristik Generasi Z dan Kesiapannya dalam
Menghadapi Bonus Demografi 2030. Accounting Student Research Journal, 2(1), 59-72.
https:/ / doi.org/10.62108/ asrj.v2i1.5812

Sholihah, A., Hardinawati, L. U., & Yuliati, L. (2022). Pengaruh Harga, Citra Merek Dan Label Halal
Terhadap Minat Beli Konsumen Lipstik Wardah Di Kabupaten Banyuwangi. VALUE: Journal of
Business Studies, 1(1), 128. https:/ / doi.org/10.19184 / value.v1i1.31659

Suarjana, I. K., Wayan, N., & Suprapti, S. (2018). Fakultas Ekonomi dan Bisnis Universitas Udayana ,
Bali , Indonesia Pada era teknologi komunikasi yang berkembang sangat pesat , masyarakat
membutuhkan akses internet yang cepat , mudah , dan murah . Baik pengguna internet maupun

volume penggunaannya makin. Manajemen Unud, 7(4), 1920-1949.



Journal of Islamic Economics and Business Studies, Vol,2 No.2 24 of 24

Sugiyono. (2018). Metode Penelitian Kuantitatif Kualitatif dan R&D. Alfabeta.

Vristiyana, V. M. (2019). PENGARUH RELIGIUSITAS DAN PENGETAHUAN PRODUK HALAL
TERHADAP PENILAIAN PRODUK HALAL DAN MINAT PEMBELIAN PRODUK HALAL
(Studi Kasus Pada Industri Makanan. Jurnal Ekonomi Dan Bisnis, 20(1), 85.
https:/ /doi.org/10.30659 / ekobis.20.1.85-100

Yaakub, S., & Sham, N. A. A. (2021). Impact of Knowledge, Religiosity, Awareness and Halal Logistics
on Purchase Intention. International Journal of Management Studies and Social Science Research, 3(4),
161-167.



