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Abstract

This study aims to analyze the factors influencing the purchase intentions of male and 
female Muslim Gen Z in Indonesia toward halal cosmetics. A total of 434 female and 
302 male respondents participated in the survey, and the data were analyzed using the 
Structural Equation Modeling Partial Least Squares (SEM-PLS) technique. The results 
indicated that religiosity significantly influenced attitudes and subjective norms of fe-
male respondents (β = 0.170, p = 0.000; β = 0.184, p = 0.000), and affected attitudes, 
subjective norms, and perceived behavioral control of males (β = 0.119, p = 0.014; β = 
0.105, p = 0.092; β = 0.181, p = 0.002). Halal knowledge significantly affected attitudes, 
subjective norms, perceived behavioral control, and purchase intentions of females (β 
= 0.149, p = 0.004; β = 0.272, p = 0.000; β = 0.361, p = 0.000; β = 0.185, p = 0.001), 
whereas it affected attitudes, subjective norms, and perceived behavioral control of 
males (β = 0.202, p = 0.009; β = 0.370, p = 0.000; β = 0.367, p = 0.000). Halal certifica-
tion also significantly influenced attitudes, subjective norms, and perceived behavioral 
control of females (β = 0.200, p = 0.000; β = 0.310, p = 0.000; β = 0.169, p = 0.009) and 
males (β = 0.124, p = 0.043; β = 0.305, p = 0.000; β = 0.189, p = 0.006). In conclusion, 
attitudes, subjective norms, and perceived behavioral control are key determinants of 
the purchase intentions of both male and female Gen Z individuals regarding halal 
cosmetics. 
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INTRODUCTION

As the world’s largest Muslim-majority country, Indonesia holds a sig-
nificant position in the global halal cosmetic industry. With a Muslim 
population exceeding 236 million (Biro Pusat Statistik, 2021), the na-
tion represents an expansive market for halal-certified products. A no-
table segment of this market is the younger generation, particularly 
Gen Z, which comprises over 46 million individuals aged 15-24. This 
demographic is substantial and plays a pivotal role in shaping fu-
ture consumer trends, especially in industries that align with Islamic 
principles.

As the halal cosmetic industry evolves, the intersection of religious 
values and modern consumer behavior presents a critical scientific 
inquiry. The growing demand for halal-certified cosmetics reflects a 
broader trend wherein consumers seek products that meet religious 
criteria and conform to the global standards of safety, cleanliness, and 
quality. In this context, the significance of halal certification becomes 
paramount, serving as both a marker of religious compliance and an 
assurance of product integrity.
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This study is set within the broader landscape of consumer behavior influenced by religiosity, particu-
larly how Islamic values shape purchasing decisions. In the case of Indonesia’s Gen Z, religiosity appears 
to play a vital role in guiding their preferences for halal cosmetics, underscoring the need to explore the 
psychological and behavioral factors at play in this rapidly expanding market.

1. LITERATURE REVIEW 

The Theory of Planned Behavior (TPB) model was 
developed from the reasoned action model (Ajzen, 
1991). The TPB was also formulated based on at-
titude, subjective norms, and perceived behavioral 
control, culminating in the formation of an indi-
vidual’s intention (Bashir, 2019; Holdsworth et al., 
2019). According to Bashir et al. (2018), attitude 
is an important predictor of behavioral intention. 
By contrast, Holdsworth et al. (2019) stated that 
subjective norm is associated with the opinions of 
relatives, co-workers, close friends, and business 
partners. Perceived behavioral control is an indi-
vidual’s perception of the means and opportuni-
ties to perform a particular behavior (Ajzen et al., 
2005). Several studies have used TPB as a model 
to predict consumer intentions and behaviors in 
various fields (Bashir et al., 2018; Holdsworth et 
al., 2019). Similarly, some studies have modified 
TPB by including religiosity,  halal knowledge, and 
halal certificate as constructs of the intention-
to purchase halal-related products (Ishak et al., 
2019; Khan et al., 2020; Islam, 2020; Widyanto & 
Sitohang, 2020).Several preliminary studies have 
examined the influence of religiosity, halal knowl-
edge, and halal certificate on attitude, subjective 
norms, and perceived behavioral control(Rahman 
et al., 2015; Ishak et al., 2019; Afmalia et al., 2020; 
Sudarsono & Nugrohowati, 2020; Khan et al., 
2020; Widyanto & Sitohang, 2021; Aufi & Aji, 
2021). Iranmanesh et al. (2020) and Ngah et al. 
(2021) reported a relationship between attitude, 
subjective norms, and perceived behavioral con-
trol in purchasing cosmetics.

Purchase intention (IN) is an approach for pre-
dicting consumer behavior by focusing on certain 
products and consumers’ willingness to purchase 
(Alam & Suyuti, 2011; Hashim & Musa, 2013). 
Decisions to purchase a product comprise a series 
of individual intentions and willingness to act on 
the product (Garg & Joshi, 2018). Kraljevic and 
Filipovic (2017) state that millennial consumers 
have the most significant amount and are edu-

cated as potential markets. Several studies have 
examined teenagers’ intentions to purchase cos-
metics because they have higher user intentions 
than adults (Briliana & Mursito, 2017; Herlina et 
al., 2020; Islam & Chandrasekaran, 2020; Khan et 
al., 2020; Widyanto & Sitohang, 2020). Conversely, 
numerous studies have examined the effect of 
gender on intention to purchase halal cosmetics 
(Ishak et al., 2019; Ngah et al., 2021). This research 
was conducted assuming that females’ intention 
to purchase cosmetics is higher than that of males. 
Environmental factors or subjective norms influ-
ence the purchasing percentage of females (Ngah et 
al., 2021). This is in addition to other factors, such 
as religiosity, halal knowledge, halal certificate, at-
titude, and perceived behavioral control (Briliana 
& Mursito, 2017; Ishak et al., 2019; Herlina et al., 
2020; Islam & Chandrasekaran, 2020; Khan et al., 
2020; Ngah et al., 2021).

Religiosity (RE) is the belief and commitment 
to following the principles set by God (Ambali 
& Bakar, 2013). Forghani et al. (2019) state that 
this is an important aspect that greatly influ-
ences consumers’ decisions to purchase products. 
Rakrachakarn et al. (2015) revealed that religiosity 
affects the lifestyle aspects of selective consumer 
behavior. It is an important factor used to deter-
mine the intention of the younger generation to 
purchase halal cosmetics because they are more 
conservative in carrying out religious orders (Ali 
et al., 2020). Therefore, religiosity positively affects 
subjective norms, perceived behavioral control, 
and the intention of Muslim Gen Z to purchase 
halal cosmetics. Muslim millennials in religious 
societies, purchase intentions, and habits can in-
dependently affect their purchase (Amalia et al., 
2020). Several studies have shown that religios-
ity has a positive effect on attitude (Abd Rahman 
et al., 2015; Ahmadova &Aliyev, 2021; Elshaer et 
al., 2021; Handriana et al., 2020; Suparno, 2020), 
subjective norms (Elshaer et al., 2021), perceived 
behavioral control(Elshaer et al., 2021) and the 
intention to purchase halal cosmetics (Briliana 
& Mursito, 2017; Elshaer et al., 2021; Haque et al., 
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2018; Herlina et al., 2020; Iranmanesh et al., 2020; 
Islam & Chandrasekaran, 2020; Khan et al., 2020; 
Widyanto & Sitohang, 2020). 

Halal knowledge (HK) is a theoretical and prac-
tical understanding of halal-certified products 
that significantly shapes consumer decision-mak-
ing processes (Nora. Suki & Norb. Suki, 2018). 
Rahman et al. (2015) defined knowledge as ex-
perience that refers to facts, feelings, and aware-
ness gained through learning. It also refers to 
the expertise and skills inherent in individuals 
through theoretical or practical understanding 
of the subject (Abd Rahman et al., 2015). The in-
crease in the demand for halal products among 
consumers, particularly cosmetics, is determined 
by an increase in knowledge (Hashim & Musa, 
2013; Sudarsono et al., 2024). Bashir et al. (2018) 
state that halal knowledge is critical for ensuring 
that consumers understand the concept and sys-
tem of halal. Therefore, knowledge is considered 
one of the critical factors used to predict the at-
titude and intention of Muslim Gen Z individu-
als to purchase halal cosmetics. Previous research 
has found that halal knowledge positively affects 
consumers’ attitudes and intentions to purchase 
cosmetics (Abd Rahman et al., 2015; Riswandi 
et al., 2022; Sudarsono et al., 2020; Widyanto & 
Sitohang, 2020). Halal knowledge is obtained and 
owned by Gen Z Muslims and is emphasized to 
encourage further the intention to consume halal 
products; this is due to a Muslim optimizing ac-
tions to be in accordance with Islamic principles. 

A halal certificate (HC) or logo is a guarantee is-
sued by the government that states the product 
content of the materials according to Islamic 
values. The Halal Inspection Agency (LPH) au-
diting for halal certificate in Indonesia is part 
of the Institute for the Research of Food, Drugs, 
and Cosmetics, the Indonesian Ulema Council 
(LPPOM MUI). Besides, the fatwa trial process is 
also carried out by MUI before BPJPH issues the 
certificate. Manufacturers and marketers use ha-
lal certificate to inform and convince consumers 
that their products are under Islamic law (Ambali 
& Bakar, 2013; Annabi & Ibidapo-Obe, 2017; 
Sudarsono et al., 2023). A certified halal product 
usually has a halal logo printed on it along with 
its ingredients before distribution (Aqdas & Amin, 
2020; Bashir, 2019). Halal products with a ha-

lal certificate can build the brand image of these 
products. Halal-certified products confirm safety, 
cleanliness, quality, and environmental sustain-
ability; therefore, their associated cosmetics are 
rational for Muslim Gen Z people to use daily 
(Aziz & Chok, 2013; Haque et al., 2018). 

Subjective norm (SN) is an individual’s percep-
tion of the social pressure to perform or avoid a 
behavior (Ajzen et al., 2005). Jin and Kang (2011) 
also report that it plays a critical role in an in-
dividual’s purchase intention. Social groups that 
influence individual behavior are families, peers, 
colleagues, and professionals(Souiden & Rani, 
2015). Ngah et al. (2021) stated that subjective 
norms influence females’ intention to purchase 
halal cosmetics more than males do. Besides, 
several studies have found a positive influence 
of subjective norms on the intention to purchase 
halal cosmetics (Haque et al., 2018; Iranmanesh 
et al., 2020; Ngah et al., 2021). Therefore, subjec-
tive norm is an essential factor influencing the at-
titude and intention of Muslim Gen Z individu-
als to purchase cosmetics. Numerous preliminary 
studies have also shown that subjective norms 
positively affect attitude and intention when 
purchasing cosmetics in Indonesia (Briliana & 
Mursito, 2017; Widyanto & Sitohang, 2021).

Perceived behavioral control (PBC) reflects peo-
ple’s perceptions of how easy or difficult it is to 
perform a behavior (Ajzen, 2005). Individuals 
with high levels of control affect their intentions 
to perform the behavior. It reflects perceptions of 
access to the resources and opportunities need-
ed to achieve the behavior, such as money, time, 
and self-confidence, which people focus on in 
performing the behavior (Ajzen, 1991; Ajzen & 
Fishbein, 1980). The relationship between per-
ceived behavioral control and a person’s inten-
tion indicates that behavior has a certain level of 
control over the individuals engaged in the pro-
cess. Perceived behavioral control is not only a 
decisive factor influencing attitude and behavior 
change but is also associated with salient beliefs 
as an essential source for decision-making (Ajzen 
& Madden, 1986). Therefore, perceived behavior-
al control positively affects Muslim Gen Z’s in-
tention to purchase halal cosmetics. Haque et al. 
(2018), Iranmanesh et al. (2020), and Ngah et al. 
(2021) found a positive relationship between per-
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ceived behavioral control and consumer inten-
tion to purchase halal cosmetics. 

Attitude (AT) refers to an individual’s feelings and 
perceptions that influence future behavior (Ajzen, 
1991). It has a reasonably close relationship with 
individuals and can be used to predict future be-
havior. Mafabi et al. (2017). stated that an indi-
vidual with a positive attitude towards a specific 
behavior creates positive intention. Attitude refers 
to the stage before an individual intends to pur-
chase or forfeit a product formed from positive in-
formation. Therefore, the attitude of Muslim Gen 
Z members has a positive effect on their desire to 
know and own a product. Numerous preliminary 
studies have confirmed a positive relationship be-
tween attitude and intention (Bashir et al., 2018; 
Briliana & Mursito, 2017; Haque et al., 2018; Ngah 
et al., 2021; Sudarsono et al., 2020). 

2. AIM AND HYPOTHESES

This study aims to analyze the factors influencing 
the intention of female and male Muslim Gen Z 
to purchase halal cosmetics in Indonesia (Figure 
1). This study differs from previous studies by add-
ing religiosity, halal knowledge, and halal certifi-
cation as factors influencing the intention to pur-
chase halal cosmetics directly or through subjec-
tive norm, attitude, and perceived behavioral con-
trol. The model is expected to effectively predict 
the influence on the intention of female and male 
Muslim Gen Z to purchase halal cosmetics.

Based on the literature review, hypotheses can be 
derived to assess the validity of these theories and 
confirmed through a comprehensive statistical 
analysis.

H1a: Religiosity has a positive effect on subjective 
norms.

H1b: Religiosity has a positive effect on  perceived 
behavioral control.

H1c: Religiosity has a positive effect on attitude.

H1d: Religiosity has a positive effect on intention 
to purchase halal cosmetics.

H2a: Halal knowledge has a positive effect on sub-
jective norms.

H2b: Halal knowledge has a positive effect on per-
ceived behavioral control.

H2c: Halal knowledge has a positive effect on 
attitude.

H2d: Halal knowledgehas a positive affects on in-
tention to purchase halal cosmetics.

H3a: Halal certificate has a positive effect on sub-
jective norms.

H3b: Halal certificate has a positive effect on per-
ceived behavioral control.

Figure 1. Research framework

Religiosity

Halal Knowledge

Halal Certificate

Subjective Norm

Attitude

Perceived Behavioral 

Control

Intention to Purchase 

Halal Cosmetics
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H3c: Halal certificate has a positive effect on 
attitude.

H3d: Halal certificate has a positive affects on in-
tention to purchase halal cosmetics.

H4a: Subjective norms have a positive affects 
attitude. 

H4b: Subjective norms have a positively affects in-
tention to purchase halal cosmetics.

H5a: Perceived behavioral control has a positive ef-
fect on attitude.

H5b: Perceived behavioral control has a positive ef-
fect on intention to purchase halal cosmetics.

H6: Attitude has a positively affects on intention 
to purchase halal cosmetics.

 Multiple hypotheses are necessary to comprehen-
sively examine the various relationships between 
constructs, particularly given the complex na-
ture of consumer behavior in the halal cosmetic 
industry. The research is grounded in the Theory 
of Planned Behavior (TPB), which inherently re-
quires multiple factors. Moreover, several moder-
ating and mediating variables were investigated, 
naturally increasing the number of hypotheses.

It is important to emphasize that each hypoth-
esis was carefully formulated to address spe-

cific relationships within the model, ensuring 
the study’s scientific rigor and relevance. While 
17 hypotheses may seem numerous, they are 
believed to be essential for fully capturing the 
intricate dynamics of the model and providing 
meaningful insights.

3. METHODOLOGY

This study was conducted to analyze the factors 
influencing the purchase intentions of Muslim 
Generation Z (Gen Z) in Indonesia towards ha-
lal cosmetics. A total of 434 female and 302 male 
respondents were selected using purposive sam-
pling that targeted individuals interested in halal 
cosmetics.

Data were collected through an online question-
naire distributed via social media platforms, such 
as WhatsApp, Instagram, and Facebook, over 16 
days. The questionnaire was designed with seven 
constructs, each consisting of three to five items 
measured on a five-point Likert scale ranging 
from 1 (strongly disagree) to 5 (strongly agree). 
The items were adapted from established stud-
ies in the field (Abd Rahman et al., 2015; Ishak et 
al., 2019; Islam & Chandrasekaran, 2020; Khan et 
al., 2020; Ngah et al., 2021; Sudarsono et al., 2020; 
Widyanto & Sitohang, 2020). A pretest was ad-
ministered to 37 respondents to ensure clarity and 
understanding, and several items were revised be-
fore the final distribution.

Table 1. Description data 

Variables Description Female Male

Frequency Percent Frequency Percent

Age Bracket

Under 15 years 3 0.01 1 0.00

15-20 years 311 0.72 233 0.77

21- 26 years 116 0.27 66 0.22

Above 27 years 4 0.01 2 0.01

Education 
Qualification

Senior high school 29 0.07 29 0.10

Bachelor 400 0.92 271 0.90

Master 5 0.01 2 0.01

Monthly  

Expenditure 

Under IDR 100.000 139 0.32 151 0.50

IDR 110.000-250.000 172 0.40 86 0.28

IDR 260.000-500.000 94 0.22 45 0.15

IDR 510.000-750.000 19 0.04 6 0.02

IDR 760.000-1.000.000 5 0.01 10 0.03

Above IDR 1.100.000. 3 0.01 1 0.00

Total 434 302

Note: IDR 15.700 is equal to 1 US Dollar. 
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After excluding incomplete or invalid responses, the 
questionnaires has been filled out by 736 Gen Z re-
spondents, consisting of  434 female and 302 male 
respondents were used for the final analysis. Table 1 
shows that most respondents were aged between 15 
and 20 years, with the largest proportion of female 
(71.16%) and male respondents (77.67%) falling with-
in this age range. Educational level varied, with most 
respondents being either high school or undergradu-
ate students. The monthly expenditure on cosmetics 
was reported to range between IDR 110,000 and IDR 
250,000 for the majority of respondents.

The data were analyzed using the Structural 
Equation Modeling Partial Least Squares (SEM-
PLS) technique. This method was chosen to test 
the complex models and examine the relation-
ships between multiple constructs. The analysis 
was performed to assess the measurement and 
structural models, ensuring the validity and reli-
ability of the constructs used in the study.

4. RESULTS 

Table 2 presents the findings of the validity 
test, indicating that PBC1, an item, has an outer 
loading value of less than 0.70. This item has to 
be eliminated since it does not reach the mini-
mum threshold in the validity test, even though 
it should be able to measure perceived behavior-
al control data. Each variable’s Cronbach’s Alpha 
(CA) value has complied with the minimal crite-
rion of 0.60. Because the value is more than 0.70, 
and the average variance extracted (AVE) value is 
0.50, the composite reliability (CR) score has also 
been satisfied. Consequently, every variable in this 
study had trustworthy instruments that could be 
employed.

Table 3 displays the findings of the discriminant 
validity analysis, which indicate that for each con-
struct, the square root of the AVE value is larger 
than the squared AVE value when compared to 

Table 2. Construct validity

Construct Item
Female Male

FL CA rho_A CR AVE FL CA rho_A CR AVE

Attitude (AT)

AT1 0.880

0.900 0.904 0.931 0.772

0.907

0.923 0.923 0.946 0.813
AT2 0.897 0.905

AT3 0.924 0.914

AT4 0.809 0.881

Halal Certificate (HC)

HC1 0.864

0.901 0.904 0.931 0.772

0.905

0.896 0.898 0.928 0.762
HC2 0.907 0.922

HC3 0.887 0.936

HC4 0.856 0.915

Halal Knowledge (HK)

HK1 0.830

0.853 0.857 0.900 0.693

0.868

0.939 0.939 0.956 0.846
HK2 0.847 0.891

HK3 0.818 0.848

HK4 0.834 0.884

Intention (IN)

IN1 0.825

0.875 0.876 0.909 0.667

0.864

0.914 0.917 0.936 0.745

IN2 0.826 0.891

IN3 0.833 0.845

IN4 0.828 0.883

IN5 0.771 0.831

Perceived Behavioral 

Control (PBC)

PBC1 0.674

0.758 0.801 0.862 0.679

0.814

0.837 0.848 0.902 0.754PBC2 0.871 0.897

PBC3 0.908 0.891

Religiosity (RE)

RE1 0.814

0.806 0.821 0.873 0.632

0.805

0.860 0.860 0.905 0.704
RE2 0.844 0.878

RE3 0.764 0.822

RE4 0.754 0.850

Subjective Norm (SN)

SN1 0.910

0.932 0.933 0.948 0.787

0.915

0.938 0.939 0.953 0.802

SN2 0.899 0.888

SN3 0.902 0.909

SN4 0.882 0.897

SN5 0.840 0.867
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the other constructs. The discriminant validity 
results met the accepted standards. According to 
Gefen et al. (2000), the square root of the AVE for 
each construct is greater than the highest correla-
tion with the other constructs, indicating that the 
findings of this study are legitimate.

According to Hair et al. (2014), the coefficient of 
determination and the significance level of the co-
efficient were measured using R2. Cosmetics pur-
chasing intentions for females and males, using 
the R2 measurement yielded 0.67 (67%) and 0.65 
(62%), respectively. This means that 67% and 65% 
of the variance in the intention to purchase halal 
cosmetics can be explained by religiosity, halal 

knowledge, halal certificate, subjective norm, at-
titude, and perceived behavioral control in the fe-
male and male groups, respectively. 

Table 4 shows that religiosity among female Gen 
Z significantly impacted attitude (β = 0.170, p = 
0.000) and subjective norms (β = 0.184, p = 0.000). 
For male Gen Z, religiosity influenced attitude (β 
= 0.119, p = 0.014), subjective norms (β = 0.105, p = 
0.092), and perceived behavioral control (β = 0.181, 
p = 0.002). Halal knowledge was found to signifi-
cantly affect attitude, subjective norms, and per-
ceived behavioral control for both genders, while 
halal certification had a similar impact on both fe-
male and male respondents.

Table 3. Discriminant validity

Gender Construct AT HC HK IN PBC RE SN

Female

Attitude 0.878

Halal Certificate 0.635 0.879

Halal Knowledge 0.611 0.541 0.832

Intention 0.523 0.430 0.526 0.817

Perceived Behavioral Control 0.413 0.380 0.469 0.545 0.824

Religiosity 0.583 0.509 0.522 0.380 0.306 0.795

Subjective Norm 0.744 0.551 0.536 0.495 0.372 0.484 0.887

Male

Attitude 0.902

Halal Certificate 0.598 0.873

Halal Knowledge 0.639 0.548 0.920

Intention 0.665 0.558 0.559 0.863

Perceived Behavioral Control 0.601 0.491 0.557 0.692 0.869

Religiosity 0.526 0.554 0.476 0.460 0.461 0.839

Subjective Norm 0.751 0.566 0.588 0.649 0.645 0.450 0.895

Table 4. Path coefficients and hypothesis testing 

Gender Hypotheses Koef Mean SD T-Stat P-Val Result

Female

Attitude → Intention 0.134 0.126 0.077 1.736 0.083 Supported

Halal Certificate → Attitude 0.200 0.199 0.052 3.833 0.000 Supported

Halal Certificate → Intention 0.028 0.026 0.050 0.560 0.576 Not Supported
Halal Certificate → Perceived Behavioral Control 0.169 0.178 0.064 2.626 0.009 Supported

Halal Certificate → Subjective Norm 0.310 0.311 0.053 5.884 0.000 Supported

Halal Knowledge → Attitude 0.149 0.149 0.052 2.872 0.004 Supported

Halal knowledge → Intention 0.185 0.187 0.054 3.426 0.001 Supported

Halal knowledge → Perceived Behavioral Control 0.361 0.359 0.060 6.045 0.000 Supported

Halal knowledge → Subjective Norm 0.272 0.274 0.048 5.612 0.000 Supported

Perceived Behavioral Control → Attitude 0.046 0.045 0.034 1.349 0.178 Not Supported
Perceived Behavioral Control → Intention 0.331 0.333 0.044 7.454 0.000 Supported

Religiosity → Attitude 0.170 0.170 0.044 3.885 0.000 Supported

Religiosity → Intention 0.018 0.019 0.048 0.372 0.710 Not Supported
Religiosity → Perceived Behavioral Control 0.032 0.034 0.053 0.600 0.549 Not Supported
Religiosity → Subjective Norm 0.184 0.184 0.045 4.088 0.000 Supported

Subjective Norm → Attitude 0.455 0.455 0.049 9.238 0.000 Supported

Subjective Norm → Intention 0.149 0.158 0.070 2.120 0.034 Supported
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5. DISCUSSION

Cosmetic industrialization was initiated to meet 
the needs of females identical to beauty through 
the design of various products, such as powders, 
lipsticks, and various skincare creams (Ngah et al., 
2021). In recent years, Indonesian manufacturers 
have begun to explore the production of halal cos-
metics for both females and males. Industries have 
tried to explore potential markets from the mil-
lennial generation because their amount and char-
acter are educated people (Kraljevic & Filipovic, 
2017). Most of them have a society or organiza-
tion that has a significant influence on their life-
style. However, the product range for females was 
greater than that for males because of usage per-
centage. In addition, males are more independent 
in using cosmetics and tend to follow their needs 
than females, who consider friends, the surround-
ing environment, and trends. Ngah et al. (2021) 
stated that female cosmetic products are designed 
based on different demographic and climatic re-
gions. Religiosity, halal knowledge, and halal cer-
tificates are some of the determining factors of 
consumers’ purchasing intentions are religiosity, 
halal knowledge, and halal certificate (Haque et 
al., 2015; Khalek & Ismail, 2015; Khan et al., 2020; 
Shahid et al., 2018).

Religiosity is an important factor that influenc-
es the behavior of Muslim Gen Z members in 
their daily activities. The data processing results 

showed that religiosity affects attitudes and sub-
jective norms for male and female Muslim Gen Z 
members in making future decisions (Mafabi et 
al., 2017). Conversely, religiosity affects the choic-
es of Muslim Gen Z members in determining who 
influences them in making decisions. Muslim Gen 
Z in Indonesia is first educated about Islam in the 
family, followed by the school or Taklim Assembly, 
and then the environment. Islamic knowledge is 
also a practice of worship, such as prayer and fast-
ing, as well as social activities including cooking, 
dressing, and decorating. Therefore, religiosity 
is important in determining Muslim Gen Z atti-
tudes and subjective norms regarding halal cos-
metics (Abd Rahman et al., 2015; Nora. Suki & 
Norb. Suki, 2018).

Meanwhile, Muslim female Gen Z’s intention to 
use halal cosmetics is influenced by halal knowl-
edge from various sources on the use of the prod-
ucts. Females have different demands for their ex-
istence than males in the environment. Therefore, 
they tended to be more sensitive to owning and 
using cosmetics to appear perfect.

On the other hand, halal certificate affects the in-
tentionof male Muslim Gen Z to purchase cosmet-
ics, which indicates that their intention is relative-
ly less than that of their female counterparts. Male 
Muslim Gen Z members had less intention to look 
perfect and did not feel the need to use cosmetics 
to avoid changing their appearance. Besides, they 

Table 4 (cont.). Path coefficients and hypothesis testing 

Gender Hypotheses Koef Mean SD T-Stat P-Val Result

Male

Attitude → Intention 0.225 0.213 0.081 2.764 0.006 Supported

Halal Certificate → Attitude 0.124 0.129 0.061 2.027 0.043 Supported

Halal Certificate → Intention 0.131 0.144 0.060 2.177 0.030 Supported

Halal Certificate → Perceived Behavioral Control 0.189 0.199 0.068 2.772 0.006 Supported

Halal Certificate → Subjective Norm 0.305 0.309 0.074 4.143 0.000 Supported

Halal Knowledge → Attitude 0.202 0.210 0.077 2.616 0.009 Supported

Halal knowledge → Intention 0.053 0.060 0.072 0.744 0.457 Not Supported
Halal knowledge → Perceived Behavioral Control 0.367 0.363 0.071 5.198 0.000 Supported

Halal knowledge → Subjective Norm 0.370 0.373 0.086 4.318 0.000 Supported

Perceived Behavioral Control → Attitude 0.078 0.074 0.062 1.249 0.212 Not Supported
Perceived Behavioral Control → Intention 0.376 0.370 0.066 5.724 0.000 Supported

Religiosity → Attitude 0.119 0.116 0.048 2.464 0.014 Supported

Religiosity → Intention 0.014 0.012 0.048 0.283 0.778 Not Supported
Religiosity → Perceived Behavioral Control 0.181 0.178 0.058 3.130 0.002 Supported

Religiosity → Subjective Norm 0.105 0.102 0.062 1.687 0.092 Supported

Subjective Norm → Attitude 0.458 0.450 0.068 6.765 0.000 Supported

Subjective Norm → Intention 0.126 0.124 0.073 1.722 0.086 Supported
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do not need much consideration when making 
cosmetic choices because of their limited varia-
tions. This indicates that halal knowledge and 
halal certificates among female and male Gen Z 
individuals have different priorities in influencing 
their purchasing intention (Ngah et al., 2021).

Gen Z builds trust in the products they consume 
based on information obtained from the fam-
ily, which is the center of their decision-making 
regarding halal cosmetic products (Handriana 
et al., 2020). The environment influences the in-
tentions of female and male Gen Z members to 
use these products. Families, communities, and 
schools are influential in providing experiences 
for Gen Z members to practice Islamic values 
daily (Amalia et al., 2020). The millennial demo-
graphic has a stronger preference for elements 
such as nutrition, taste, and comfort compared 
with previous generations, which leads to pres-
sure from their references, and they can have 
attitudes according to social pressures in the 
group. According to Maison et al. (2019), high 
religious involvement in the family affects a per-
son’s perception of halal product consumption. 
Besides, several reviews of halal cosmetics con-
ducted by beauty vloggers in several online me-
dia platforms have promoted the positive attitude 
of Muslim Gen Z towards the products (Anubha, 
2023). Positive attitude is an important factor for 
individuals to purchase halal cosmetics in the fu-
ture (Briliana & Mursito, 2017). 

The influence of family and society suggests that 
Gen Z members pay attention to the allowed or 
disallowed items. Female and male Gen Z mem-
bers who are still in high school and university 
have a fairly high level of dependence on their 
families because the majority do not earn income. 

In Indonesia, children are allowed to leave without 
parents or siblings, assuming that they have in-
come sources. Similarly, in terms of cosmetics use, 
they did not differ from their parents or siblings. 

The policy implication of this finding is that cos-
metic companies must provide complete infor-
mation about their products so that female Gen 
Z members can gain confidence while making 
purchases. Besides, the marketing model is imple-
mented on a massive scale as a strategic step to in-
fluence female Gen Z members to purchase cos-
metics. Companies need to optimize social media, 
which is highly popular as a source of social infor-
mation, and recommend shopping for females to 
advertise their products (Djafarova & Rushworth, 
2017). This can also be done by promoting beau-
ty vloggers, because they are highly influential 
in lifestyles, specifically in the cosmetic field. In 
contrast to female Gen Z, their male counterparts 
paid more attention to the halal logo on cosmet-
ic products while purchasing halal cosmetics. To 
them, it must give a good impression, as marked 
by the presence of the halal logo, to increase their 
purchase intentions.

Companies must consider female and male Gen 
Z members as the main subjects when design-
ing halal cosmetic marketing strategies and their 
families. Furthermore, companies must perceive 
changes because their families and environments 
influence Gen Z’s choices. Gen Z feels that they 
have a primordial experience while using cosmet-
ics from the same family because of the brands 
packaging, color, and smell elements that build 
the impression of closeness to the family. Besides, 
companies can promote halal cosmetics by col-
laborating with Islamic boarding schools through 
academic and nonacademic activities.

CONCLUSION 

This study examined the intentions of Indonesian female and male Muslim Gen Z members to purchase 
halal cosmetics. According to the findings of this study, religiosity and subjective norms significantly 
influenced the purchasing intentions of Gen Z Muslims in Indonesia regarding halal cosmetics. This 
study analyzes the factors influencing the buying intentions of female and male Muslim Gen Z indi-
viduals, highlighting religiosity as a critical determinant. These findings suggest that halal cosmetic 
manufacturers should focus more on subjective norms, such as family, friends, and the surrounding 
environment, while emphasizing religiosity, to reach Muslim Gen Z consumers effectively. However, 
this study has certain limitations. It primarily focuses on Indonesian Muslim Gen Z members, thus 
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limiting the generalizability of its findings to other cultural contexts. Future research should include 
broader demographic variations and conduct comparative analyses to discern differences in purchasing 
intentions between male and female Muslim Gen Z individuals. Besides, suggestions for future research 
include parental influences as factors that affect Gen Z people’s purchases of halal cosmetics, and add-
ing normative and religious questions to surveys to obtain a better understanding of these relationships.

Finally, further research is required to deepen the understanding of these factors and their implications 
for marketing strategies in the cosmetics industry. However, this study offers insightful information 
about the dynamics influencing Muslim Gen Z’s purchase intentions for halal cosmetics in Indonesia.
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