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ABSTRACT 
The purpose of this research is to analyze the effect of halal awareness, halal certification 
and halal marketing on purchase intention. Muslim millennial characteristics in this research 
are gender, age, occupation, income, status and domicile. The quantitative approach is 
carried out by online survey methods to respondents. The data were collected from October 
to April 2019 and respondents were selected by accidental sampling, data processing 
technique used in this research were SEM (Structural Equation Modelling) with Lisrel 8.3 
software and descriptive analysis with SPSS 22. The results of this research indicate that 
halal awareness, halal certification and halal marketing have a significant influence on 
purchase halal purchase intention. It is characterized by positive score obtained in all the 
variables. 
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Agriculture and Agri-Food Canada (2016) stated that Indonesia is one of the largest 
food industry markets in Asean. One of the industries that drive the development of the food 
industry in Indonesia is the fast food industry. Fast food is food which was served quickly, 
easily obtained, it feels good and using fresh ingredients nutritious, which usually have been 
through the first stage cooking process so that the presentation is much easier and faster 
(Sharkey JR et al, 2011; Rania 2017). Fast food types as stated by Alam (2013) is food from 
western fast food (burgers, sandwiches, fried chicken, pizza, donuts) and fast food from 
Japan (bento, sushi). Amelia (2018) added the fast food of Indonesia such as nasi Padang, 
soup, chicken porridge, nasi warteg (rice food stall). 

A survey conducted by JakPat in 2016 showed that the age range of 20-39 years 
known to the highest number of fast food purchases. The age range of 19-38 (year of birth 
from 1981 to 2000) is Millennials generation or Generation Y (Ali and Purwandi 2016). One 
of the millennial behavior is "I want it fast, I want it now" even to the selection of food, the 
millennial prefer fast food. (Barton et al 2012). 

When eating fast food, some consumers have their own perspective on what they 
consume. For examples Muslim consumers want to be sure of what foods they eat is halal, it 
also applies to Muslim consumer’s millennial. Food that allowed in Islam is the good food or 
usually called halalan thayyiba means substances, does not contain carrion, blood, pork or 
alcohol and both of how to get it. Cloud research results et al (2015) presents religiosity set 
the standards of behavior of someone who directly impact on the food preferences. 

In choosing halal food, Muslim millennial more likely to choose a product or service that 
has been certified halal. Tri (2019) states that the certification of halal for Muslims millennial 
merely to ensure that the product or service offered has passed the test of the Indonesian 
Council of Ulama (MUI), so there is no intention to know more about the product. In fact, 
there are some manufacturers who do not have adequate knowledge about halal food and 
claim their products are halal. Therefore, they display the halal logo without halal certification 
from MUI, where an action can be categorized as public deception (Rashid, 2010). This 
resulted in Muslim consumers are likely to have awareness of the food they consume. 
Unfortunately, the millennial Muslims tend not to find out about what they consume halal 
because of their lifestyle. 
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Temporal (2011) reveals that the Muslims constitute a quarter of the population in the 
world, but it turns out the Muslim market is not homogeneous, many variables that influence 
consumer purchase decisions. Beyond of halal and halal certification awareness of a Muslim 
doing purchase intention is based marketing strategy offered out by fast food restaurants. 
Today's consumers are increasingly sensitive to price and quality so they tend to choose 
good quality products. This is the appeal of a fast food restaurant how they care for their 
customers especially if their customers are Muslim majority. 
 

LITERATURE REVIEW 
 

Purchasing intention is the behavior that appears in response to an object that shows 
the interest of consumers to make purchases or also a repeat purchase interest (Assael, 
2004). Farouk and Fathima (2017) found consumer purchase intention in products such as 
food are influenced by habit what they do. If they are Muslims, they will have an interest in 
buying the products accordance with sharia and Islamic rules. Islam has set what is lawful 
and unlawful food to be consumed by Muslims. 

Awareness in the context of halal food is a condition in which the consumer has a 
special interest based on experience and the information they know about allowed food in 
Islam, as a religion that believed someone would affect to the purchase intention. (Ambali, 
2014; and Mathras, 2016). 

Shafie (2006) claimed that halal certification is used by manufacturers to inform and 
reassure consumers that their products are halal and sharia-compliant. To represent the 
credibility of consumer products are safe for consumption by Muslims usually labelled the 
halal logo on their products (Wibowo & Ahmad, 2016). 

The definition of halal marketing is conceptually the same with marketing in general, 
the differences is in halal marketing where it should be fixed to the rules and guidelines set 
by the Shari'a (Salehudin and Mukhlis 2012). Nurhasanah (2018) highlights four tools of the 
important marketing mix to be considered in satisfying the customer and company goals as a 
way to evaluate how they respond to their customers in accordance with the manufacturer's 
marketing strategy. Islamic marketing mix consists of product, price, promotion and logistics 
(Alserhan 2011). But, only three variables of marketing mix that being used in this study 
namely: product, price and promotion. 

Ali and Purwandi (2016) states millennial consumers who born in the range of 1981 -
2000, estimated to be aged in the range 19-38 years now. One characteristic of Muslim 
generations millennial is they believe religion and modernity can go hand in hand, but did not 
see any cons in both of them (Janmohamed 2017). For example, the development of the 
food, Islamic people are required to always consume halal foods. Some Muslims millennial 
judge halal food if the food is labelled by halal logo. But most other millennial Muslims want a 
guarantee that not only the inclusion of the halal logo, but also more thoroughly covers 
certification and official halal information (Janmohamed, 2017). 
 

METHODS OF RESEARCH 
 

This study took place in all regions of Indonesia. The study began October 2018 to 
April 2019. The approach used in this study was a quantitative approach with online survey. 
Respondents in this study were all millennials Muslim consumers (19-38 years) who have 
purchase intention of the products at the food outlets and fast food restaurant in Indonesia. 
The technique of the sample collection is accidental sampling technique. The total numbers 
of samples were 385 respondents. Data processing technique used in this research was 
SEM (Structural Equation Modeling) with Lisrel 8.3 software and descriptive analysis with 
SPSS 22. 

Based on the empirical studies conducted, it was assumed that halal awareness, halal 
certification and halal marketing have an effect to halal purchase intention. The conceptual 
framework was presented in Figure 1 as follows: 
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Figure 1 – Conceptual Framework 

 
Based on the conceptual framework above, the proposed research hypotheses are: 
H1: Halal awareness has a positive and significant effect on lawful purchase intention; 
H2: Halal certification has a positive and significant effect on lawful purchase intention; 
H3: Halal marketing has a positive and significant effect on lawful purchase intention. 

 
RESULTS AND DISCUSSION 

 
Characteristics of gender identify purchase intention of fast food tends to be done by 

women than men. Women's high interests to fast food are driven by practical food so that 
women do not need to buy groceries as well as a waste of time to cook. Millennial Muslims 
who aged 19-23 years is more dominant in doing purchase intention of fast food. Millennials 
now like to gather and spend their time at a fast food place, so that the interest aged 19-23 
years against fast food is higher. Respondents who have good job are more likely to have 
interest in buying fast food. Respondents whose income less than Rp.1. 500,000 is a 
respondent who has interest in buying fast food. Consumer purchasing ability with an income 
of Rp.1. 500.000 prefers food based on the sale price and taste. Fast food is a solution of 
food at a bargain price and good taste. Purchase intention fast food tends to be done by 
people who are not married yet. People who are unmarried have flexible time and tend to 
have flexible preferences in making purchasing decisions on food. Married consumers pay 
more intention in selecting food consumption for either individuals or families. Most Muslim 
respondents millennial lived in the Java island, and the millennial Muslims in Java more 
dominant consume fast food than in other regions. The information can be seen in the 
following table 1. 

The table shows the relationship among the variables halal awareness, halal 
certification, marketing halal and halal purchase intention by demographics for instance 
gender, age, occupation, income, status and region. It should be noted by fast food 
marketers that the relationship between demographic variables to be one way to look at the 
target market segment and millennial Muslims. Men have a higher halal awareness in 
comparison to women, but not for halal certification, and halal marketing purchase intention. 
This is because women are more curious about the halal certification than men and interest 
toward halal purchase intention is also high as the halal marketing. 

The age range of 29-33 years have higher halal awareness, but for halal certification 
age range of 24-28 years and 34-38 years had a curious high level of halal certification, aged 
24-28 years have higher halal marketing than that others in reverse for the halal purchase 
intention aged 29-33 years have a high desire for buying interest against halal food. This 
happens either because they are influenced by employment and income. There is a 
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significant difference in halal awareness, halal certification, halal marketing and halal 
purchase intention on employment and income. 
 

Table 1 – Average - Average score a variable based on the respondent's profile 
 

Profile of Respondents 
Research variable 

halal 
Awareness 

halal 
Certification 

halal 
Marketing 

Halal Purchase 
Intention 

Gender 

 Man 

 Woman 

 
3.92 
3.91 

 
4:20 
4:26 

 
3.91 
4:08 

 
3.98 
3.98 

Age 

 19-23 years 

 24-28 years 

 29-33 years 

 34-38 years 

 
3.88 
3.91 
3.99 
3.88 

 
4:18 
4:30 
4:25 
4:30 

 
3.97 
4:04 
4:00 
4:03 

 
3.97 
3.90 
4:06 
3.99 

Work 

 College student 

 Honorary 

 Private employees 

 Government employees 

 Does not work 

 entrepreneur 

 more 

 
3.87 
3.96 
3.80 
3.96 
3.98 
3.90 
3.96 

 
4:20 
4:31 
4:22 
4:25 
4:30 
4:14 
4:28 

 
4:05 
4:10 
4:08 
4:02 
4:00 
3.83 
4:02 

 
3.98 
3.98 
4:00 
4:18 
3.98 
3.86 
3.92 

Income 

 <Rp.1.500.000 

 Rp.1.500.000-

Rp.2.999.000 

 Rp.3.000.000-

Rp.4.999.000 

 Rp. 4,500,000-

Rp.5.999.000 

 > Rp.6.000.000 

 
3.91 
3.89 
3.96 
3.95 
3.89 

 
4:19 
4:29 
4:31 
4:28 
4:20 

 
3.96 
3.85 
4:00 
4:23 
4:03 

 
3.97 
3.85 
3.98 
4:07 
4:03 

Status 

 Single 

 Married 

 
3.92 
3.92 

 
4:23 
4:26 

 
3.95 
4:14 

 
3.91 
4:16 

Domicile 

 Bali, NTB & NTT 

 Java 

 Kalimantan, Sulawesi 

 Maluku and Papua 

 Sumatra 

 
4:00 
3.97 
3.89 
3.86 
3.86 

 
4:20 
4:30 
4:22 
4:17 
4:18 

 
4:20 
4:05 
4:11 
4:00 
3.82 

 
4:07 
4:02 
4:06 
4:33 
3.92 

Average - Average Total 3:29 4:24 4:02 4:00 

 
Both unmarried and married respondents have same halal awareness, but not halal 

certification, and halal marketing purchase intention. There is a difference between 
respondents who are unmarried and married. This is because the millennial married Muslim 
consumers pay more attention on deciding of individual consumption needs as well as for 
long term purchasing intention. 

Unmarried millennial Muslim consumers ae more flexible in buying fast food they are 
influenced by the marketing carried out by fast food restaurants. Region also play important 
distinction for halal awareness, halal certification, halal marketing and halal purchase 
intention. Relations domicile and halal certification. While other variables did not show 
relationship. Omar et al (2008) reveals that halal certification is not a problem issue in 
Kelantan since most of the population is Muslim consumers so that consumers tend to ignore 
the halal certification in the consumption of food products. 

But it is different if a place where Muslim is minority so they are aware of halal products 
and halal certification at a fast food restaurant which they will choose is the solution to attract 
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purchase intention of Muslim consumers. This condition can be utilized as a marketer to 
focus on the halal certification and halal marketing on their fast food products. 

Compatibility test model can be seen from RMSEA, GFI, AGFI, IFI, NFI, CFI as can be 
presented in the following Table 2. The overall aspects score of the compliance criteria was 
in Good Fit category for overall it is claimed eligible. 
 

Table 2 – Results of the overall compatibility test models (overall model fit) 
 

Goodness-of-Fit Cut-off-Value result Conclusion 

RMSEA ≤ 0:08 0071 Good fit 

GFI > 0.90 0.97 Good fit 
AGFI > 0.90 0.96 Good fit 

IFI > 0.90 0.98 Good fit 
NFI > 0.90 0.96 Good fit 
CFI > 0.90 0.98 Good fit 

 
Scoring result for testing the goodness of fit showed RMSEA which score was 0071 

0:08, it means the model is already good fit. The use of criteria other goodness of fit is GFI, 
AGFI, IFI, NFI and CFI the score was> 0.90, which means the models in category as 
goodness of fit. Since some indicators showed goodness of fit category the hypothesis 
testing can be conducted. RMSEA score was of 0.07 <0.08 it means the model was 
accepted and categorized as good fit in RMSEA criterion. GFI score was 0.97 which 
indicates that the model is a good fit. AGFI score of 0.96 which indicates that the model is a 
good fit. Scoring result showed that IFI score of 0.98, NFI score of 0.96, and the CFI score of 
0.98 showed that the model was in good fit. 

Compatibility test for measurement model is conducted by applying validity and 
Realibity test. Compatibility test for measurement model and variance extracted score (VE) 
and construct reliability (CR) can be seen in Table 3 as follows: 
 

Table 3 – Compatibility measurement model test and variance extracted and construct reliability 
 

Construct Indicator Loading factor T- count 

Validity test test Reliability 

VE 
> 0.5 

Information 
CR 

> 0.70 
Information 

Halal Awareness 

HA1 0.74 29.67 0:54 Valid 0.88 reliable 

HA3 0.71 23:10     

HA4 0.77 29.50     

HA5 0.91 43.76     

HA6 0.64 17.95     

HA7 0.61 28.00     

Halal Certification 

HC1 0.67 16:37 0:51 Valid 0.83 reliable 
HC2 0.72 23:56     
HC3 0.72 14.77     
HC4 0.86 22.72     
HC5 0:54 14.93     

Halal Marketing 

HM1 0.81 19.67 0:51 Valid 0.80 reliable 
HM2 0.62 15.97     
HM3 0:54 15.99     
HM4 0.84 15.84     

Halal Purchase Intention 

PI1 0.65 33.35 0.66 Valid 0.90 reliable 
PI2 0.82 15:03     
PI3 0.88 15:13     
PI4 0.88 15:44     
PI5 0.80 15:02     

 
Based on the result as in standardized loading factor and factor t-value diagram it can 

be categorized that all the variables were valid as shown by score standardized loading 
factor which was more than 0.5 and the value of the t-value of 1.96 significant category. 
Based on the validity and reliability tests revealed that the models were valid and reliable is 
indicated by the score of VE> 0.5 it means that the model was valid, and CR> 0.7 means that 
any latent constructs are valid and reliable. Therefore, it can be concluded that the variables 
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used in this study had good reliability or able to measure the construction. The results of the 
measurement model evaluation showed that the overall model fit to the data, this research 
was valid and reliable. 

The next stage should be conducted after the model was analyzed for compliance is to 
test the compatibility structural model (structural model fit). There are three indicators which 
do not affect the halal awareness, and two indicators that do not affect halal marketing. This 
happens because this study using significance test which significance level is 0.05 (95% 
confidence level). Then at a rate of 0.05 t value of each structural equation coefficients must 
be different than 1.96. The score of t-values smaller than 1.96 indicates that no significant 
relationship or cannot explain the latent variables are designated by arrows. From the above 
results need the elimination. 
 

 
 

Figure 2 – Image loading factor after elimination 

 
 

Figure 3 – Picture T-count after elimination 
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Table 3 – Estimated result of SEM Model 
 

Variables Standardized loading factor t-count Conclusion 

HA - HPI 0:32 12.64 * Significant 
HC - HPI 0:29 9:34 * Significant 
HM - HPI 0:22 5:21 * Significant 

 

Note: *) value t count> t-table 1.96 means significant influence. 

 
Table 3 explains that all variables have a significant influence on halal purchase 

intention. It is characterized by positive score obtained in all the variables. This condition is 
relevant with some other research results which stated that halal awareness, halal 
certification and halal marketing have a positive influence on purchase intention (Nurhasanah 
2018; Awan et al 2015; Shaari 2009). Halal awareness has a positive influence on the halal 
purchase intention with a positive score (0.32) and t-count = 12.64. Halal certification has a 
positive influence on the halal purchase intention with a positive score (0.29) and t count = 
9.34. Halal marketing has a positive influence on the halal purchase intention with a positive 
score (0.22) and t count = 5.21. 

Based on this research results, there are three factors that affect the halal purchase 
intention to fast food that is halal awareness, halal certification and halal marketing. From the 
above results can be summarized that the most dominant factor is halal awareness, this 
indicates there are still many millennial Muslim consumers are wary of halal food will be 
consumed. Millennial Muslim worriless lessens if there is a halal certificate on the product, so 
that it becomes a second factor that affects halal purchase intention. Hence manufacturers 
pay more attention to the fast food halal certification, as well as safety for consumers also 
can be used as a marketing strategy. For halal marketing, millennial Muslim consumers tend 
to prefer halal products even if the price is high, this is because the millennial Muslims still 
consider their religion in consuming halal food. Besides, Muslims millennial consumer loyalty 
is also influenced by familiar brand name but on the results of this research indicate that it is 
not too dominant. This perhaps caused by millennial Muslims less loyal to a brand. However, 
a small portion of the millennial Muslim consumers still have to consider the price of halal fast 
food tend to be expensive. This is because the lack of purchasing power. The producers 
should determine prices according to the purchasing power of the millennial Muslims in order 
to compete with other competitors. Manufacturers of fast food needs to pay attention to the 
relationship between the variables (halal awareness, halal certification, halal marketing, and 
halal purchase intention) with the demography as a way to select segment and Muslim 
millennial as marketing market. 
 

CONCLUSION 
 

The research showed the effect of halal awareness, halal certification and halal 
marketing toward halal purchase intention. These results revealed that halal awareness, 
halal certification, halal marketing have a positive influence on halal purchase intention. 

Based on the research results, this study only analyzed aspects of halal awareness, 
halal certification and halal marketing. For the next research it highly is recommended to add 
variables such as Islamic advertising and brand which also yield an effect on halal purchase 
intention. The object for further research is expected to be more specific and add the data 
collection methods such as direct interviews with respondents. 
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