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GEN-Z MUSLIMS PURCHASE
INTENTION OF HALAL FOOD:
EVIDENCE FROM INDONESIA

Abstract

Halal food production is a crucial sector for Muslims, especially Generation Z, who
spend time eating in stalls and restaurants instead of eating homemade food. This ten-
dency is higher than in the previous generation. Thus, this study aims to estimate the
factors influencing the purchase intention of halal food for Generation Z Muslims in
Indonesia. This quantitative study uses a questionnaire distributed randomly online
to 352 respondents. Data analysis and hypotheses were examined using the structural
equation model (SEM) approach. The results show that religious belief, exposure, and
health reasons are essential in increasing halal awareness. Meanwhile, halal aware-
ness and knowledge positively contributed to increasing interest in buying halal food.
On the other hand, Islamic brands do not affect the buying interest of Generation Z
Muslims in halal products. This shows that Islamic brands in the food sector have no
impact on Generation Z Muslims in a Muslim-majority country like Indonesia. This
also confirms previous studies conducted in Muslim-majority countries such as Saudi
Arabia that Islamic brands do not increase interest in buying halal food. This is be-
cause they are used to buying food without seeing the Islamic brand as long as it is
halal. However, this result may be different if Muslims live in a non-Islamic country
since Islamic branding can provide a comfortable feeling for Muslims in a non-Islamic
country.

Keywords Generation Z, halal food, religious belief, exposure,

health reason, Islamic brand, purchase intention

JEL Classification M21, M31, N35, P23

INTRODUCTION

In 2010, there were 1.7 billion Muslims, or 23 percent of the world’s
population (Kwag & Ko, 2019). By 2050, the Muslim population
is projected to reach 2.2 billion, or 26.4% of the world’s population
(Jia & Chaozhi, 2021). According to a report from The Royal Islamic
Strategic Studies Center (RISSC), the number reaches 231.06 million,
or equivalent to 86.7% of the total population of Indonesia (Qoniah,
2022). Currently, halal is not only a religious issue but has become
part of business and trade (Yamaguchi, 2019). The Muslim population
continues to grow worldwide. The global halal market is anticipated
to reach $10 trillion by 2030 (Mostafa, 2020). The growth of the halal
industry in the world currently occurs not only in Muslim-majority
countries but also becomes a trend in non-Muslim countries. This is
because even non-Muslim countries are aggressively developing the
halal industry in the face of globalization, demographics, and bilat-
eral relations with Muslim countries. Therefore, the development of
the halal industry aims to reach the Muslim market in non-Muslim
countries (Konety et al., 2021).

A demographic bonus is the number of productive ages more than

non-productive ages. 2030 is anticipated to mark the demographic
peak in Indonesia (Lubis & Mulianingsih, 2019). The halal food indus-
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try can use this opportunity to proliferate along with the benefits of the demographic bonus. According
to Dwinanda and Rachmawati (2021), Generation Z was born between 1995 and 2010. Currently,
Generation Z Muslims play an essential role in the contribution of the halal industry in Indonesia. This
attracts attention because most of Generation Z was born to parents with stable financial backgrounds
and were raised in a multicultural and technology-rich environment (Sari et al., 2020). The contex-
tual environment significantly influences their upbringing, lifestyle, and personality as carefree, fun-
loving individuals willing to take risks. Therefore, the halal food industry is an important business for
Muslims, especially Generation Z, who like spending time and eating in stalls and restaurants instead

of eating homemade food.

1. LITERATURE REVIEW

AND HYPOTHESES

The world’s largest Muslim population exists in
Indonesia. It is experiencing reasonably fast econom-
ic growth because it has some characteristics that
can be used as an economic power in the country’s
development (Febriandika et al., 2020). The devel-
opment of the Islamic economy is relatively rapid in
Indonesia, which is currently making many chang-
es in formulating strategies for economic progress
(Febriandika et al., 2022). The halal food industry
is vital in Muslim-majority countries like Indonesia,
which benefits from a demographic advantage.

Religion is one of the most important and influ-
ential roles in determining food choices in reli-
gious communities. In European countries, re-
ligion also significantly affects the likelihood of
individuals becoming entrepreneurs (Nunziata
& Rocco, 2021). In addition, recent investigations
have shown that while high levels of religiosity are
incompatible with high values of science in some
cultures, religiosity and science may be fully com-
patible in others, such as Iran (Payir et al., 2021).

Islam is a religion that regulates every element of a
Muslim’s life, including consuming halal food.
Regarding foods and beverages, halal and haram
refer to what Muslims may and may not consume
according to the Quran and Sunnah (Henderson,
2016). Halal food is food free from components
that are forbidden to be consumed by Muslims
(Denyingyhot et al., 2021). All Muslims are re-
quired to consume halal cuisine. Religion is a vital
guideline of culture and values that affect every
aspect of life for religious people (Alqudsi, 2014).
The religious attitude of religious communities is
one factor in their consumer behavior (Karahalil,
2020). Religiosity is a benchmark for a Muslim to
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be committed and involved in God, and it can be
measured by attachment to religious activities or
teachings and devotion to charity (Nasse, 2020).
Zhao et al. (2022) stated that solid religious beliefs
could affect a person’s level of corporate social re-
sponsibility compared to those who do not have
strong religious beliefs. A Muslim religious belief
is also a person’s reference in determining what
foods can and should not be consumed (Pra-
mintasari & Fatmawati, 2017).

Diverse food variations in the market create con-
fusion for consumers about what they will con-
sume. Most consumers are unaware of what they
have consumed (Ambali & Bakar, 2014). Giving
Muslims direction through teaching and expo-
sure to appropriate food purchasing is essential.
The fundamental strategy to make people aware of
halal food is through educational exposure to ha-
lal food requirements related to food safety and
hygiene conditions (Ambali & Bakar, 2013). They
will be exposed to and make informed decisions
about everyday diet due to education. Consumers,
schoolchildren, and food sector workers need food
safety education. Due to technological advance-
ments, a variety of media can be utilized to inform
consumers about the halal status of a product in
the current period. People can improve their
knowledge by reading daily newspapers, watching
television, engaging in social media, or using oth-
er communication outlets. All of these have the
potential to play a crucial part in the dissemina-
tion of information regarding halal warnings and
exposures. As a result, educational exposure has
the potential to function as a source of under-
standing regarding the halal food that Muslims
consume.

Not only religious motives but also health prob-
lems related to religious identity and the level of

http://dx.doi.org/10.21511/im.19(1).2023.02



acculturation can determine public awareness of
halal products or food for consumption (Bonne
et al., 2007). Currently, the pattern of food con-
sumption in the community tends to be detrimen-
tal to health and the environment due to a lack of
understanding of the health and environmental
benefits/risks of food (Pink et al., 2022). In recent
years, the ethical dimensions of food have been
further developed, leading to greater attention to
how food is produced and consumed (Pettoello-
Mantovani & Olivieri, 2022). Th erefore, under-
standing the reasons for the consumption of cer-
tain foods is paramount for improving the lives of
people around the world.

As halal urges, a total commitment must be made to
producing clean and safe food for consumers. This
is under Allah’s command in the Qurian to con-
sume halal and good food to ensure the health of
consumers’ lives. It is not only seen as a mere reli-
gious requirement for the Muslim community, but
non-Muslims also perceive that halal food is much
cleaner, hygienic, and tastier (Zulfakar et al., 2014).
Therefore, the government or the corporation must
use health concerns as a source of alternative pol-
icy information in order to persuade customers of
the significance of their understanding of the halal
status of a product, mainly food. Previous studies
have demonstrated that considerations about one’s
health have a favorable impact on the composition
of one’s food (Ambali & Bakar, 2014).

A brand represents perceptions and feelings to-
ward a product. A product or service brand can
give meaning to consumers depending on how
the existence of a brand binds consumers. Both
countries and companies have seen the power
of branding in the global market and seen many
conventional brands move to the Muslim mar-
ket (Yusof & Jusoh, 2014). Brands are not just
names and symbols; each brand name has mul-
tiple meanings that physically and emotionally
relate to consumers. Islamic brands are created
according to Islamic principles that guide what is
permissible, not only in the food industry but also
in cosmetics, pharmaceuticals, logistics, clothing,
finance, hospitality, and banking (Talib & Johan,
2012). Therefore, academic scholars should consid-
er Muslims’ thoughts, behaviors, and desires for
products and services (Sandikci, 2011). The phe-
nomenon of Islamic marketing and branding as a

http://dx.doi.org/10.21511/im.19(1).2023.02
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new and separate discipline has attracted the at-
tention of many academics and practitioners from
inside and outside the Islamic world (Wilson & Liu,
2010). Meanwhile, Islamic branding is a branding
approach that is friendly or follows Sharia princi-
ples (Wilson & Liu, 2011).

Brands boost consumer confidence in buying and
consuming Islamic products, especially those that
show halal labels on food and other Islamic identi-
ties (Purwanto et al., 2021b). In previous research,
brands also influence Muslim consumers’ interest
in skincare products (Ma’ruf et al., 2022). In addi-
tion, increasing demand for halal food and intense

competition has led to Islamic-specific branding
to attract Muslim interest in buying halal cuisine.

Knowledge tends to influence intentions because
“knowledge” refers to an individual’s or commu-
nity’s awareness of other people’s sentiments or
experiences. Knowledge also refers to experience
or learning-based knowledge. Specifically, knowl-
edge is a person’s or group’s theoretical or practi-
cal understanding of a subject (Ahmat et al., 2011).
Meanwhile, knowledge in managing halal food-
based organizations refers to the organization’s
ability to understand sharia principles based on
Quran and Sunnah guidelines (Purwanto et al,,
2021b). Previous research has proven a correlation
between knowledge and interest in buying deter-
gent products labeled halal (Rizkitysha & Hananto,
2022). In addition, Aziz and Chok (2013) discov-
ered a correlation between non-Muslim consum-
ers’ understanding of halal cuisine and their in-
tention to purchase.

Knowledge refers to facts, feelings, or experiences
known by a person or group (Briliana & Mursito,
2017). Knowledge can also be defined as aware-
ness or familiarity gained through experience or
learning. Previous studies’ findings indicate a re-
lationship between knowledge of halal food and
purchasing decisions (Hamdan et al., 2013).

In general, awareness refers to an individual’s per-
ceived and intellectual responsiveness to the con-
ditions of what they consume, drink, and utilize
(Ambali & Bakar, 2014). Halal awareness is indi-
vidual awareness about halal issues. Halal aware-
ness is marked by the knowledge of a Muslim
about what is halal (Aziz & Chok, 2013). Currently,
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Figure 1. Research model

Muslims are more aware of the importance of
buying and consuming halal food, which indirect-
ly leads to the expansion of the global halal food
industry (Azam, 2016).

The process of being aware of a product or ser-
vice is necessary before making a buying deci-
sion. This highlights the first part of purchasing
for purchasers unfamiliar with the service or
product to become acquainted with the product
or service. Knowing something or understand-
ing something refers to “awareness” (Bashir et
al., 2019). Awareness indicates having a particular
interest or experience in something and/or being
well-versed in halal food, drink, and products. In
addition, consumer awareness of halal influences
the decision to buy halal food products (Zakaria
et al., 2018). Awareness of buying and consuming
halal food is essential for Generation Z Indonesian
Muslims because halal products must comply with
Islamic law. This proves that consumers, especial-
ly Generation Z Indonesian Muslims, are becom-
ing more aware of considering halal issues more
seriously and critically and have an understand-
ing and knowledge of halal awareness. Their con-
cerns, especially concerning food consumption,
are paramount in avoiding dubious and haram
food products. Therefore, it can help consumers,
especially Generation Z Muslims, to have a clearer
picture that will help them make halal food pur-
chasing decisions that align with their preferences
and beliefs.

This study compiles and integrates a model con-
sisting of Islamic aspects, exposure, health rea-
son, and knowledge as a driver of the growth of
Gen-Z Muslims’ purchase intention of halal food.
Islamic aspects as indicators attached to Muslims
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can be categorized into halal awareness, religious
belief, and Islamic brand. Based on the results of
previous research and the development of the re-
search model (Figure 1), the following hypothe-
ses are offered:

HI: Religious belief influences Gen-Z Muslims’
halal awareness.

H2: Exposure influences Gen-Z Muslims’ halal
awareness.

H3: Health reason influences Gen-Z Muslims’
halal awareness.

H4: Islamic brand influences Gen-Z Muslims’
purchase intention toward halal food.

H5:  Knowledge influences Gen-Z Muslims’ pur-
chase intention toward halal food.

Hé6: Halal awareness influences Gen-Z Muslims’
purchase intention toward halal food.

2. METHODOLOGY

This study applies quantitative approaches. First,
the data for the research project were gained
through the participants’ responses to the ques-
tionnaires. It was decided to create a survey and
distribute it among 352 respondents, Generation Z
Indonesian Muslims born between 1995 and 2010.
In addition, the questionnaire was also designed
in the same way based on previous research, and
a five-point Likert scale varied from 1 (strong-
ly disagree) to 5 (strongly agree). An individual
or group of people’s attitudes, views, and percep-

http://dx.doi.org/10.21511/im.19(1).2023.02



Table 1. Research constructs and their relative questions
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Variable : Items References

; | belleve there is no god but AIIah and Muhammad is His messenger.
Religious Belief Azam (2016)
Exposure Azam (2016)

Health Reason

Purwanto et al. (2021a)

Halal Awareness

Azam (2016)

Islamic Brand

Azam (2016)

Knowledge
{forbldden

{1 have enough knowledge to distinguish between what is allowed and what is

i Ambali and Bakar (2014)

i not halal.

Purchasing Intention

i1am more interested in purchasmg halal food than I amin purchasing anything that is

{ Abd Rahman et al. (2015)

: | will choose to buy halal food products.

Note: * items with a strikethrough have been removed.
tions concerning social phenomena can be meas-
ured with the help of a Likert scale as was done
by Derbani et al. (2022) in research examining on-
line buying behavioral tendencies of Generation
Z. Data were obtained from participant respons-
es to the distributed survey and then statistically
processed. In addition, SPSS and AMOS software
were used to develop measurement models based
on the validity and reliability of the test. Statistical
analysis was used to investigate the profile of re-
spondents as well as a general description of the
data; frequency was the factor utilized to estimate
the variance of the general technique.

This study is based on data obtained from a ques-
tionnaire that assesses each participant’s inter-
est in buying halal food. Table 1 summarizes the
questionnaire and the sources from which the
questions originated. Based on that data, four
questions assess religious belief, four assess expo-

http://dx.doi.org/10.21511/im.19(1).2023.02

sure, four assess health reasons, four assess halal
awareness, four assess Islamic brand, four assess
knowledge, and four assess purchase intentions.

Due to their low factor loading, two questions were
excluded from the final analysis following further
review using exploratory factor analysis (EFA). This
method is typically employed to eliminate incor-
rect variables (Paul et al., 2013). The components
excluded from the analysis are detailed in Table 1.
SPSS and AMOS were utilized to conduct both ex-
ploratory and confirmatory factor analyses.

3. RESULTS

In this study, as many as 352 valid respondents
from Generation Z Indonesia were collected
through an online questionnaire. Demographic
results show that there are 42.9% are men (151),
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Table 2. Measurement model

Source: Own calculations.

Construct Items Factor Loading CR KMO Cronbach Alpha AVE
LRL 792
‘ R2 ‘ 525
Religious Belief B 0.813 0.750 721 0.527
L= 782
LRa N SO R SO S
X 344
Exposure Lox2 681 0.674 0.676 717 0.447
R A S R S S S
AL 866
HR2 .878
Health Reason freeeen 0.825 0.818 .858 0.647
Lo.HR3 731
....................................... HR4 730
L TAL 512
Halal Awareness i HA3 .549 0.550 0.642 656 0.289
LA s A SN S S S
L . 750
fooB2 776
Islamic Brand e 0.839 0.790 .820 0.567
B3 690
LLBa 792 SN S S S
LK 594
K2 : 794
Knowledge freesee 0.796 0.781 .802 0.498
LI 788
ok 624 SN S S S
L 715
P2 647
Purchase Intention B 0.792 0.775 .829 0.490
H PI3 H .769
P14 : .663

57.1% are women (201), 100% are Muslim (352),
and 100% are born between 1995-2010 (352). In
addition, 67.6% are students (238), 12.5% are work-
ers (44), and 9.7% belong to other categories (34).
The provinces are 1.1% Aceh (4), West Sumatra
0.9% (3), North Sumatra 0.9% (3), South Sumatra
25% (91), Lampung 1.7 % (6), Jambi 1.4% (5) Riau
0.9% (3), Bangka Belitung 1.7% (6), Bengkulu 1.7%
(6), DKI Jakarta 6.5% (23), Banten 2.0% (7), West
Java 7.0% (23 people), Central Java 26.7% (94), East
Java 7.1% (25), DIY 0.9% (3), Bali 2.6% (9), Nusa
Tenggara West 0.9% (3), East Nusa Tenggara 1.1%
(4), West Kalimantan 0.3% (1), South Kalimantan
1.3% (5), Central Kalimantan 0.3% (1), East
Kalimantan 0.9% ( 3), West Sulawesi 0.9% (3),
Southeast Sulawesi 1.1% (4), South Sulawesi 2.6%
(9), Central Sulawesi 1.1% (4), Gorontalo 0.3% (1),
North Maluku 0.6% (2), and Papua 0.3% (1).

In order to verify that there was no instance of sin-
gle-factor bias, a one-factor test for common meth-
od bias (CMB) was carried out. This test aims to de-
termine whether the model contains a bias due to
the influence of a single element. According to this
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test, using the other factors may result in bias if the
first component in the preliminary EFA accounts
for more than fifty percent of the overall variance
(Podsakoff & Organ, 1986). Since the percentage of
variance attributed to a single component (7.28%)
was lower than the 50% criterion, as mentioned in
Table 2, this study did not contain any single-factor
bias. Confirmatory factor analysis (CFA) was then
used to evaluate the validity and reliability of the
remaining items and their relative construction,
following the elimination of two items with factor
loadings that were lower than sixty percent as a re-
sult of exploratory factor analysis (EFA). The sta-
tistics indicate that the overall KMO index of the
model is 0.911, which is already higher than the
threshold. Consequently, the outcomes of the fac-
tor analysis model will be reliable, and the sample
size will be sufficient. Furthermore, the results of
the CFA model showed a good and reliable fit (x 2/
df = 2.340, GFI = 0.869, CFI = 0.914, TLI = 0.900,
and RMSEA = 0.062), as mentioned in Table 4.
Additionally, Cronbach’s Alpha value for each con-
struct is greater than 0.6, indicating an adequate re-
liability level (Gu & Lai, 1991; Cronbach, 1951).

http://dx.doi.org/10.21511/im.19(1).2023.02



On the other hand, the composite reliability val-
ues on each excellent construct varied between the
range of 0.6 and 0.8 as acceptable values (Bagozzi
& Yi, 1988). In addition, the average extracted var-
iance (AVE) for each construct also met the stand-
ard values (Browne & Cudeck, 1992). Although
less than 0.5 for the four constructs (exposure, ha-
lal awareness, knowledge, and purchase intention),
because the CR value is more than 0.6, except for
halal awareness, the construction is acceptable
(Fornell & Larcker, 1994). In summary, consider-
ing the values reported in Table 3, the model has
an acceptable level of reliability and validity.

Table 3. Discriminant validity

Source: Own calculations.

Construct . R~ X HR . HA . IB . K . Pl
R i0.726: : : : :
T odss 05
0.394: 0.421  0.804
0.456: 0.527 : 0.517 i 0.538
1B 0229 043 | 021 03370753
K 0.331: 0.491 | 0.264 : 0.434 : 0.537 : 0.705
Pl 10,538 0.548 | 0.367 | 0.579 : 0.411 : 0.533 : 0.7

Note: The diagonal is SQRT (AVE).
Table 4. Confirmatory factor analysis

Source: Own calculations.

. Acceptable | CFA |
COF Index : Vaplue . Model Results
X2 (Chi-square) . .........653450 :GoodFit
Df (Degree of freedom) 279
Xepdf <3 . 2340  GoodFit
Rl .%08 0869 Good Fit
CFI C 5009 0914 : Good Fit
T >3 . 0900  GoodFit
RMSEA ¢ <008 0.062 : Good Fit

Table 5. SEM results for testing the hypotheses

Source: Own calculations.

Hypothesis | Path @ B : S.E.. p-value | Result
H1 { R>HA i1.077:.094 i ***  Supported
My XDHA 905 043 *** . Supported
H3. HROHA 784 076 *** Supported
H4 S IB->Pli193 038 311 Sup,:gtt’ted
H5 K= Pl 399 065 .006 Supported
H6 i HA > Pl i .490 ;.082 i ¥k ¢ Supported

Note: Degree of confidence: *** p <0.001, ** p < 0.01.

The hypothesis is accepted if the probability val-
ue (p-value) < 0.05, which means that there is a
significant influence between the independent

http://dx.doi.org/10.21511/im.19(1).2023.02
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variable and the dependent variable. On the oth-
er hand, the hypothesis is rejected if the proba-
bility value (p-value) > 0.05, which means there
is no significant effect between the independent
and dependent variables. As in Table 5, H1 shows
that the results of the religious belief construct (R)
get a p-value of < 0.001 and a standardized coef-
ficient (B) of 1.077 for the halal awareness (HA)
construct. The influence of religious belief on halal
awareness is positive, where the p-value obtained
from the significance level is 0.05. Therefore, the
first hypothesis can be accepted, which means
that the influence of religious belief can shape ha-
lal awareness.

H2 shows that the results of the exposure con-
struct (E) obtain a p-value of < 0.001 and a stand-
ardized coeflicient () of 0.905 for the halal aware-
ness (HA) construct. The effect of exposure on
halal concern for Generation Z Muslims is posi-
tive, where the p-value obtained from the signifi-
cance level is 0.05. Therefore, the second hypothe-
sis is accepted, meaning exposure can shape halal
awareness.

H3 shows that the results of the health reason
(HR) construct obtained (p-value) of < 0.001 and
the standardized coefficient (p) of 0.784 for the ha-
lal awareness (HA) construct. The effect of health
reasons on halal awareness is positive, where the
p-value obtained from the significance level is 0.05.
Therefore, the third hypothesis is accepted, which
means that health reasons influence halal aware-
ness in Generation Z Muslims. H4 shows that the
results of the Islamic brand (IB) construct yield a
p-value of 0.311 and a standardized coefficient ()
of 0.193 on the purchase intention (PI) construct.
The influence of Islamic brands on purchase in-
voices cannot be accepted because the p-value
obtained from the significance level is more than
0.05. Therefore, the fourth hypothesis is rejected.

H5 shows that the results of the knowledge con-
struct (K) obtain a p-value of 0.006 and a stand-
ardized coefficient (B) of 0.399 for the purchase
intention (PI) construct. The effect of knowl-
edge on purchase intentions is positive, where
the p-value obtained from the significance level
is 0.05. Therefore, the fifth hypothesis is accept-
ed, which means that the influence of knowledge
can influence the interest in buying halal food in
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Generation Z Muslims. H6 shows the results of
the halal awareness (HA) construct to obtain a
p-value of < 0.001 and a standardized coefficient
(B) of 0.490 against the purchase intention (PI)
construct. The effect of halal awareness on pur-
chase intentions is positive; the p-value obtained
from the significance level is 0.05. Therefore, the
sixth hypothesis is accepted, which means that the
effect of halal awareness can influence the interest
in buying halal food.

4. DISCUSSION

The results of this study prove that religious be-
lief has a positive and significant effect on ha-
lal awareness in Generation Z of Indonesian
Muslims by producing a standardized coefficient
(B) value of 1.077 and p-value < 0.001. The high-
er the person’s religious belief, the higher the ha-
lal concern for halal food; this affects the interest
in buying halal food. Religious belief is a condi-
tion when a person has an attachment to carrying
out religious activities or teachings and devotion
to charity. Therefore, the individual’s religiosi-
ty can be reflected in product purchase decisions
under the individual’s religious beliefs. For most
Muslims, their religious beliefs have been theoret-
ically identified as an integral source in shaping
their behavior and dietary habits. Therefore, the
beliefs can affect the awareness of halal food. They
also firmly believe that consuming halal food is
a Muslim’s obligation. These results are consistent
with Ambali and Bakar (2013), who have proven
that religious beliefs influence halal concerns.

The findings show that exposure has a posi-
tive and significant effect on halal awareness in
Generation Z Indonesian Muslims by producing
a standardized coeflicient () of 0.905 and a p-val-
ue < 0.001. Generation Z Muslims believe that
information about the halalness of a product is
crucial. Consumers are also getting easier to find
information about the halalness of a product due
to technological advances. Exposure to halal food
or products may include advertisements in news-
papers, television, radio, the Internet, or other
channels. Likewise, in an environment where the
majority of the population is Muslim, it is effort-
less to find halal food. Moreover, schools are also
very supportive of caring for food, and people are
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exposed to information from social media. These
results are consistent with Azam (2016), who con-
cluded that exposure influences halal awareness.

Health reasons have a positive and significant ef-
fect on halal concern for Generation Z Indonesian
Muslims by producing a standardized coefficient
(B) of 0.784 and a p-value < 0.001. Healthy and
clean food is often associated with food that has
received a halal label (Afsari et al., 2017). Muslims
believe that consuming halal food is not only an
obligation to carry out religious orders but it also
affects their physical and mental health. The more
customers believe halal food products are safe, the
more they will believe they are healthy (Nurhasah
et al., 2018). Muslims cannot ignore the correla-
tion between physical fitness and human wellness.
Muslims who are health-conscious may prefer the
cuisine because it has nutritious ingredients. For
human health, it is essential to guarantee that
meat originates from healthy animals. Currently,
many modern diseases are caused by poor nu-
trition and unhealthy food consumption. This
leads to a high level of awareness about halal food.
Health reasons are another source of informa-
tion where consumers can be aware of what they
consume daily. Manufacturers can add informa-
tion on health reasons to convince consumers to
increase brand awareness of halal food. The more
consumers believe that halal food items are safe
for consumption, the greater their belief that con-
suming them is beneficial (Nurhasah et al., 2018).
The results are consistent with Ambali and Bakar
(2014), who found that health reasons influence
the concerns.

The analysis of this study proves that the Islamic
food brand does not influence the interest in buy-
ing halal food by producing a standardized coef-
ficient (B) value of 0.193 and a p-value of 0.311.
Muslim consumers consume goods and servic-
es under Islamic laws and conventions. Hence,
Islamic branding must fulfill all brand charac-
teristics (Alam & Maknun, 2021). From the in-
dicators above, most believe that Indonesia, as a
country with a majority Muslim population, does
not need and depend on a brand to buy halal food.
Alserhan (2010) has described brands as Islamic
when the brands are: (1) true Islamic brands: halal
items manufactured in Islamic nations and mar-
keted to Muslims; (2) traditional Islamic brands:
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presumed to be halal from Islamic countries and
marketed to Muslims; (3) inbound Islamic brands:
halal brands from Islamic nations, not necessar-
ily for Muslims; or (4) outbound Islamic brands:
halal products from non-Islamic nations, not nec-
essarily for Muslims. The results of this categori-
zation show different attitudes between subjective
norms, purchase intentions, and behavior. Many
halal food products sold do not display an Islamic
brand on their food products. This is because most
Generation Z Muslims from Indonesia do not
make Islamic brands a critical element in their in-
terest in buying halal food. However, few compa-
nies will try to create a trusted brand in consum-
er perception to get a good image in the minds of
consumers. The findings in this study only apply
to halal food products; this could be different if it
relates to Islamic branding on cosmetics or sham-
poos focused on Muslim customers.

The findings in this study differ from Purwanto et
al. (2021a), who concluded that a brand influenc-
es interest in buying halal food. However, these
findings confirm previous studies conducted in
Muslim-majority countries such as Saudi Arabia
that Islamic brands do not affect increasing inter-
est in buying halal food. It is in line with Azam
(2016) that Islamic brands do not affect Muslim
consumers’ purchase intention in Saudi Arabia.
They are used to buying food without seeing the
Islamic brand as long as it is halal. This result may
be different if Muslims live in a non-Islamic coun-
try since Islamic branding can provide a comfort-
able feeling for Muslims in a non-Islamic country
where most of the food products in circulation do
not comply with Islamic rules.

Knowledge positively and significantly affects
the interest in buying halal food in Generation
Z Indonesian Muslims by producing a standard-
ized coefficient () value of 0.399 and a p-value
of 0.003. Product knowledge is an essential fac-
tor in consumer decision-making. It can influ-
ence how consumers access products (Said et al.,
2014). Knowledge in the context of halal food is
a condition where someone knows about prod-
uct information. It is fundamental in convincing
consumers to choose what they want. This is al-
so the main reason consumers save their money
in Islamic banks for religious and profit reasons.
Consequently, product knowledge is a collection

http://dx.doi.org/10.21511/im.19(1).2023.02

Innovative Marketing, Volume 19, Issue 1, 2023

of several forms of information that customers
have about products. These types of information
include product categories, brands, product lan-
guage, product traits or features, product prices,
and product trust. Knowledge of a product entails
familiarity with the advantages offered and the
gratification customers attain from using it. This
knowledge includes product qualities or traits,
when and where a product will be acquired, and
how producers propose using or consuming a
product, so it works effectively. Knowledge of ha-
lal products includes product categories, brands,
nomenclature, features, prices, place and time of
sale, how to use them, and beliefs regarding ha-
lal items. A person’s knowledge can also be meas-
ured based on knowledge between haram and ha-
lal food. Therefore, they can distinguish between
halal and haram food or something that is not al-
lowed in the view of Islam. This can be assessed
from their knowledge of halal certification and
food composition so that it can shape their inter-
est in buying halal food. The results are consistent
with Rizkitysha and Hananto (2022), who proved
that knowledge influences interest in buying de-
tergents labeled halal.

Halal concern positively and significantly affects
the interest in buying halal food for Generation Z
Indonesian Muslims by producing a standardized
coefficient () value of 0.490 and a p-value < 0.001.
Awareness is the ability to understand, feel, and be
aware of the phenomena (Faturohman, 2019). In
this case, Generation Z Indonesian Muslims are
increasingly aware of the halalness of food. In ad-
dition, their concern for food can be seen in their
concern for food cleanliness and halal certifica-
tion. Therefore, most will also remain consistent
with always buying and consuming halal food in
the future. According to Islam, awareness of the
product halalness can be an absolute requirement
for food consumers and producers. Therefore, a
Muslim may be more confident in buying or con-
suming food with the awareness that food is halal.

Consequently, the firm belief and concern for ha-
lal consumers will be interested in buying halal
food in the future. However, the level of consumer
awareness of consuming halal food varies between
Muslim countries based on their income and per-
ceived religiosity (Susilowati et al., 2018). The re-
sults of this study are consistent with Nurhayati
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and Hendar (2020), who showed that halal con-
cern influences interest in buying halal products.

This study focuses on the key factors that influ-
ence the interest of Generation Z Indonesian
Muslims in buying halal food. Data collected
from a structured questionnaire were analyzed
through SEM estimation. This study focused on-
ly on Generation Z. The reason behind the deci-
sion is the special awareness Generation Z shows
regarding consuming food. This paper is expect-
ed to provide a view that religious belief, expo-
sure, health reason, and knowledge can influence
the decision of Indonesian Gen Z Muslims to buy
halal food. Meanwhile, Islamic brands do not in-
fluence the interest in buying halal food for Gen
Z Muslims in Indonesia. The practical or mana-
gerial implications are expected to provide guide-

lines for food producers in Indonesia to consider
Gen Z Indonesian Muslims as potential markets
for the halal food industry. Their lifestyle, which
is different from previous generations, can im-
pact the consumption of halal food. Exposure is
their preference for the consumption of halal food,
starting from the environment, education, and
even social media. Health reasons are believed to
be a strong reason to buy halal food, not only as
an obligation of a Muslim but also as a pattern of
their daily healthy life. Knowledge of food is al-
so a consideration for Muslims. They believe that
the food consumed must be according to Islamic
norms. Therefore, to encourage them to buy ha-
lal food, producers need to find ways to convince
them that the food is under their religious beliefs,
giving consumers the understanding that their
products are halal and healthy.

CONCLUSION

This study aims to estimate the factors influencing the purchase intention of halal food for Generation
Z Muslims in Indonesia. The findings show that religious belief, exposure, and health reasons are crit-
ical in increasing halal awareness. Meanwhile, halal awareness and knowledge positively contributed
to increasing interest in buying halal food. On the other hand, Islamic brands do not affect the buy-
ing interest of Generation Z Muslims in halal products. This shows that in a Muslim-majority country
like Indonesia, Islamic brands in the food sector have no impact on Generation Z. This also confirms
previous studies conducted in Muslim-majority countries such as Saudi Arabia that Islamic brands do
not affect increasing interest in buying halal food. This is because they are used to buying food without
seeing the Islamic brand as long as it is halal. However, this result may be different if Muslims live in a
non-Islamic country since Islamic branding can provide a comfortable feeling for Muslims in a non-Is-
lamic country where most food products in circulation do not comply with Islamic rules.

However, the Islamic brand is not a determining factor in increasing interest in buying halal products
in Muslim-majority countries, especially among Generation Z Muslims. Therefore, halal food business
owners and policymakers need to improve customer knowledge and awareness to increase interest in
buying halal products among Generation Z. Meanwhile, the increase in halal awareness is influenced by
religious beliefs, exposure, and health reasons.

This study has several limitations. First, the respondents only come from Indonesia and are limited to
Muslims. Future research needs to consider broader data coverage and aspects of demographics, na-
tions, or regions. Second, this analysis was conducted in a Muslim-majority country, requiring further
research in non-Muslim countries as a comparison. It is possible to have different results, especially
concerning the relationship between Islamic brands and purchase intention.

AUTHOR CONTRIBUTIONS

Conceptualization: Nur Rizqi Febriandika, Vamel Wijaya, Lukmanul Hakim.
Investigation: Vamel Wijaya.
Methodology: Nur Rizqi Febriandika.

22

http://dx.doi.org/10.21511/im.19(1).2023.02



Software: Nur Rizqi Febriandika.

Innovative Marketing, Volume 19, Issue 1, 2023

Supervision: Nur Rizqi Febriandika, Lukmanul Hakim.

Validation: Nur Rizqi Febriandika, Vamel Wijaya, Lukmanul Hakim.
Writing - original draft: Nur Rizqi Febriandika, Vamel Wijaya.
Writing - review & editing: Nur Rizqi Febriandika.

REFERENCES

1. Abd Rahman, A., Asrarhaghighi,
E., & Ab Rahman, S. (2015).
Consumers and halal cosmetic
products: Knowledge, religiosity,
attitude and intention. Journal of
Islamic Marketing, 6(1), 148-163.
https://doi.org/10.1108/JIMA-09-
2013-0068

2. Afsari, A, Suryantini, A., & Mulyo,
J. H. (2017). The influence of
attitude, subjective norm, and
perceived behavioural control
toward snack consumer behaviour
in halal labeling in Yogyakarta.
Ilmu Pertanian (Agricultural
Science), 2(1), 029. https://doi.
org/10.22146/ipas.10827

3.  Ahmat, N. C,, Radzi, S. M., Zahari,
M. S. M., Muhammad, R., Aziz,
A. A, & Ahmad, N. A. (2011).
The effect of factors influencing
the perception of price fairness
towards customer response
behaviors. Journal of Global
Management, 2(1), 22-38.

4. Alam, A., & Maknun, L. (2021).
Impact of Islamic branding on
purchasing decisions on facial
wash product. Proceedings of the
First International Conference
on Economics, Business and
Social Humanities, ICONEBS
2020. Madiun, Indonesia. https://
doi.org/10.4108/eai.4-11-
2020.2304556

5. Alqudsi, S. G. (2014). Awareness
and demand for 100% halal supply
chain meat products. Procedia -
Social and Behavioral Sciences, 130,
167-178. https://doi.org/10.1016/j.
sbspro.2014.04.021

6. Alserhan, B. A. (2010). Islamic
branding: A conceptualization of
related terms. Journal of Brand
Management, 18(1), 34-49. https://
doi.org/10.1057/bm.2010.18

7. Ambali, A. R, & Bakar, A. N.
(2013). Halal food and products in
Malaysia: People’s awareness and

http://dx.doi.org/10.21511/im.19(1).2023.02

10.

11.

12.

13.

policy implications. Intellectual
Discourse, 21(1), 7-32. Retrieved
from https://journals.iilum.edu.
my/intdiscourse/index.php/id/
article/view/504

Ambali, A. R., & Bakar, A. N.
(2014). People’s awareness on halal
foods and products: Potential
issues for policy-makers. Procedia

- Social and Behavioral Sciences,
121, 3-25. https://doi.org/10.1016/j.
sbspro.2014.01.1104

Azam, A. (2016). An empirical
study on non-Muslim’s packaged
halal food manufacturers: Saudi
Arabian consumers’ purchase
intention. Journal of Islamic
Marketing, 7(4), 441-460. https://
doi.org/10.1108/JIMA-12-2014-

0084 16.

Aziz, Y. A., & Chok, N. V. (2013).
The role of halal awareness, halal
certification, and marketing
components in determining halal

purchase intention among non- 17.

Muslims in Malaysia: A structural
equation modeling approach.
Journal of International Food and
Agribusiness Marketing, 25(1),
1-23. https://doi.org/10.1080/0897
4438.2013.723997

Bagozzi, R. P, & Yi, Y. (1988).
On the evaluation of structural
equation models. Journal of

the Academy of Marketing 18.

Science, 16(1), 74-94. https://doi.
org/10.1007/BF02723327

Bashir, A. M., Bayat, A., Olutuase,
S. 0., & Abdul Latiff, Z. A. (2019).
Factors affecting consumers’
intention towards purchasing
halal food in South Africa: A
structural equation modelling.

Journal of Food Products Marketing, 19-

25(1), 26-48. https://doi.org/10.10
80/10454446.2018.1452813

Bonne, K., Vermeir, 1., Ber-
geaud-Blackler, E, & Verbe-
ke, W. (2007). Determinants

14.

15.

of halal meat consumption in
France. British Food Journal,
109(5), 367-386. https://doi.
org/10.1108/0070700710746786

Briliana, V., & Mursito, N.
(2017). Exploring antecedents
and consequences of Indonesian
Muslim youths’ attitude towards
halal cosmetic products: A case
study in Jakarta. Asia Pacific
Management Review, 22(4), 176-
184. https://doi.org/10.1016/j.
apmrv.2017.07.012

Browne, M. W,, & Cudeck, R.
(1992). Alternative ways of
assessing model fit. Sociological
Methods & Research, 21(2), 230-
258. https://doi.org/10.1177/00491
24192021002005

Cronbach, L. J. (1951). Coefficient
alpha and the internal structure
of tests. Psychometrika, 16(3),
297-334. https://doi.org/10.1007/
BF02310555

Denyingyhot, A., Phraephaisarn,
C., Vesaratchavest, M., & Dahlan,
W. (2021). A new tool for quality
control to monitor contamination
of six non-halal meats in food
industry by multiplex high-
resolution melting analysis
(HRMA). NFS Journal, 25,

31-40. https://doi.org/10.1016/j.
nfs.2021.09.002

Derbani, A., Adawiyah, W. R, &
Waulandari, S. Z. (2022). Impact
of online buying behavioral
tendencies of Generation Z

on their parents’ consumption
behavior: Insight from Indonesia.
Innovative Marketing, 18(2),
39-48. https://doi.org/10.21511/
im.18(2).2022.04

Dwinanda, S., & Rachmawati,

1. (2021). Pengaruh ekuitas
merek terhadap minat beli ulang
produk wardah pada generasi

Y. JURNAL SeMaRaK, 4(2), 98.
(In Indonesian). https://doi.
org/10.32493/smk.v4i2.10994

23



Innovative Marketing, Volume 19, Issue 1, 2023

20. Faturohman, I. (2019). Faktor
yang mempengaruhi minat beli
terhadap makanan halal. Studi
pada konsumen muslim di
Indonesia. Jurnal Adminstrasi
Niaga, 10(1), 882-893. (In
Indonesian).

21. Febriandika, N. R., Millatina,
A.N,, Luthfiyatillah, &
Herianingrum, S. (2020).
Customer e-loyalty of Muslim
millennials in Indonesia:
Integrated model of trust, user
experience and branding in
e-commerce webstore. ACM
International Conference
Proceeding Series, 369-376. https://
doi.org/10.1145/3377571.3377638

22. Febriandika, N. R., Nurzaman,

J., & Ariananda, M. R. (2022).
Potential fraud on online auction
business via Instagram: Overview
of Islamic law and Indonesian
statutory law. Varia Justicia, 18(1),

1-17.

23. Fornell, C., & Larcker, D.

(1981). Structural equation
models with unobservable
variables and measurement

error: Algebra and statistics.
Journal of Marketing Research,
18(3), 382-388. https://doi.
org/10.1177/002224378101800313

24. Gu, M., & Lai, T. L. (1991). Weak
convergence of time-sequential
censored rank statistics with
applications to sequential

testing in clinical trials. Annals
of Statistics, 19(3), 1403-1433.
Retrieved from https://www.jstor.
org/stable/2241955

25. Hamdan, H., Issa, Z. M., Abu, N.,
& Jusoft, K. (2013). Purchasing
decisions among muslim
consumers of processed halal food
products. Journal of Food Products
Marketing, 19(1), 54-61. https://
doi.org/10.1080/10454446.2013.
724365

26. Henderson, J. C. (2016). Halal
food, certification and halal
tourism: Insights from Malaysia
and Singapore. Tourism
Management Perspectives, 19,
160-164. https://doi.org/10.1016/j.

tmp.2015.12.006

Jia, X., & Chaozhi, Z. (2021).
Turning impediment into
attraction: A supplier perspective

27.

24

28.

29.

30.

31.

32.

33.

34.

35.

on Halal food in non-Islamic
destinations. Journal of
Destination Marketing and
Management, 19, 100517.
https://doi.org/10.1016/j.
jdmm.2020.100517

Karahalil, E. (2020). Principles of
halal-compliant fermentations:
Microbial alternatives for the
halal food industry. Trends in
Food Science and Technology, 98,
1-9. https://doi.org/10.1016/j.
tifs.2020.01.031

Konety, N., Aditiany, S., & Nidatya,
N. (2021). Japan’s rational choice
in developing the halal industry.
MIMBAR : Jurnal Sosial Dan
Pembangunan, 37(1). https://doi.
org/10.29313/mimbar.v37i1.7057

Kwag, S. I., & Ko, Y. D. (2019).
Optimal design for the halal food
logistics network. Transportation
Research Part E: Logistics and
Transportation Review, 128, 212-
228. https://doi.org/10.1016/j.
tre.2019.06.005

Lubis, B., & Mulianingsih, S.
(2019). Keterkaitan bonus
demografi dengan teori generasi.
Jurnal Registratie, 1(1), 21-36. (In
Indonesian).

Ma'ruf, A., Alam, A., & Sya-

raf, A. B. (2022). Analysis of
muslim consumer preferences

in buying skincare products.
I-ECONOMICS: A Research
Journal on Islamic Economics, 7(2),
82-93. https://doi.org/10.19109/
ieconomics.v7i2.9935

Mostafa, M. M. (2020). A
knowledge domain visualization
review of thirty years of halal
food research: Themes, trends and
knowledge structure. Trends in
Food Science and Technology, 99,
660-677. https://doi.org/10.1016/j.
tifs.2020.03.022

Nasse, T. B. (2020). Religious
beliefs, consumption and
inter-religious differences and
similarities: Is syncretism in
consumption a new religious
dynamics? International Journal of
Management ¢ Entrepreneurship
Research, 2(2), 59-73.

Nunziata, L., & Rocco, L. (2021).
The implications of cultural
background on labour market

36.

37.

38.

39.

40.

41.

42.

choices: The case of religion and
entrepreneurship (IZA Discussion
Paper No. 6114). https://doi.
0rg/10.2139/ssrn.1965131

Nurhasah, S., Munandar, J. M., &
Syamsun, M. (2018). Faktor-fak-
tor yang mempengaruhi minat
beli produk makanan olahan
halal pada konsumen. Jurnal
Manajemen Dan Organisasi, 8(3),
250. (In Indonesian).

Nurhayati, T., & Hendar, H.
(2020). Personal intrinsic
religiosity and product knowledge
on halal product purchase
intention: Role of halal product
awareness. Journal of Islamic
Marketing, 11(3), 603-620. https://
doi.org/10.1108/JIMA-11-2018-
0220

Paul, L. C., Al Suman, A., &
Sultan, N. (2013). Methodological
analysis of principal component
analysis (PCA) method.

IJCEM International Journal of
Computational Engineering &
Management, 16(2), 2230-7893.

Payir, A., Davoodi, T., Cui, K.

Y, Clegg, J. M., Harris, P. L., &
Corriveau, K. (2021). Are high
levels of religiosity inconsistent
with a high valuation of science?
Evidence from the United States,
China and Iran. International
Journal of Psychology, 56(2),
216-227. https://doi.org/10.1002/
ijop.12701

Pettoello-Mantovani, C., &
Olivieri, B. (2022). Food safety
and public health within the
frame of the EU legislation. Global
Pediatrics, 2, 100020. https://doi.
0rg/10.1016/j.gpeds.2022.100020

Pink, A. E,, Stylianou, K. S.,

Ling Lee, L., Jolliet, O., &
Cheon, B. K. (2022). The

effects of presenting health and
environmental impacts of food
on consumption intentions.
Food Quality and Preference, 98,
104501. https://doi.org/10.1016/].
foodqual.2021.104501

Podsakoff, P. M., & Organ,

D. W. (1986). Self-reports

in organizational research:
Problems and prospects.

Journal of Management,

12(4), 531-544. https://doi.
org/10.1177/014920638601200408

http://dx.doi.org/10.21511/im.19(1).2023.02



43, Pramintasari, T., & Fatmawati,
1. (2017). Pengaruh keyakinan
religius, peran sertifikasi
halal, paparan informasi, dan
alasan kesehatan terhadap
kesadaran masyarakat pada
produk makanan halal. Jurnal
Manajemen Bisnis, 8(1), 1-33.

44. Purwanto, A., Ardiyanto, J., &
Sudargini, Y. (2021a). Intention
factors of halal food purchase
among student consumers: An
explanatory sequential mixed
methods study. Journal of
Industrial Engineering, 2(2), 21-
34.

45. Purwanto, A., Haque, M. G.,
Sunarsih, D., & Asbari, M.
(2021b). The role of brand
image, food safety, awareness,
certification on halal food
purchase intention: An empirical
study on Indonesian consumers.
Journal of Industrial Engineering
& Management Research
(JIEMAR), 2(3), 42-52.

46. Qoniah, R. (2022). Tantangan
dan strategi peningkatan ekspor
produk halal indonesia di
pasar global. Halal Research
Journal, 2(1), 52-63. https://doi.
0rg/10.12962/j22759970.v2i1.246

47. Rizkitysha, T. L., & Hananto, A.
(2022). Do knowledge, perceived
usefulness of halal label and
religiosity affect attitude and
intention to buy halal-labeled
detergent? Journal of Islamic
Marketing, 13(3), 649-670. https://
doi.org/10.1108/JIMA-03-2020-
0070

48. Said, M., Hassan, F., Musa,
R., & Rahman, N. A. (2014).
Assessing consumers’ perception,
knowledge and religiosity on
Malaysia’s halal food products.
Procedia - Social and Behavioral
Sciences, 130, 120-128. https://doi.
0rg/10.1016/j.sbspro.2014.04.015

49. Sandikci, O. (2011). Researching
Islamic marketing: Past
and future perspectives.
Journal of Islamic Marketing,
2(3), 246-258. https://doi.
org/10.1108/17590831111164778

50. Sari, I. P, Ifdil, I., & Yendi, F. M.
(2020). Konsep nomophobia pada
remaja generasi Z. JRTI (Jurnal
Riset Tindakan Indonesia), 5(1),

http://dx.doi.org/10.21511/im.19(1).2023.02

51.

52.

53.

54.

55.

56.

57.

58.

59.

Innovative Marketing, Volume 19, Issue 1, 2023

21-26. (In Indonesian). https://
doi.org/10.29210/3003414000

Conceptual framework on halal
food supply chain integrity
enhancement. Procedia - Social
and Behavioral Sciences, 121,
58-67. https://doi.org/10.1016/j.
sbspro.2014.01.1108

Susilowati, I., Edy Riyanto, E.,
Kirana, M., Mafruhah, I, &
Radam, A. (2018). The economic
and sharia value of moslem’s
awareness for halal food in
Indonesia. Jurnal Ekonomi
Pembangunan: Kajian Masalah
Ekonomi Dan Pembangunan,
19(1), 102-113. https://doi.
org/10.23917/jep.v19i1.5859

Talib, M. S. A., & Johan, M. R. M.
(2012). Issues in halal packaging:
A conceptual paper. International
Business and Management, 5(2),
94-98. https://doi.org/10.3968/j.
ibm.1923842820120502.1080

Wilson, J. A. J., & Liu, J. (2010).
Shaping the halal into a brand?
Journal of Islamic Marketing,
1(2), 107-123. https://doi.
org/10.1108/17590831011055851

Wilson, J. A. ., & Liu, J. (2011).
The challenges of Islamic
branding: Navigating emotions
and halal. Journal of Islamic
Marketing, 2(1), 28-42. https://doi.
org/10.1108/17590831111115222

Yamaguchi, H. K. (2019). The
potential and challenge of halal
foods in Japan. Journal of Asian
Rural Studies, 3(1), 1. https://doi.
org/10.20956/jars.v3i1.1712

Yusof, Y. L. M., & Jusoh, W. J. W.
(2014). Islamic branding: The
understanding and perception.
Procedia - Social and Behavioral
Sciences, 130, 179-185. https://doi.
0rg/10.1016/j.sbspro.2014.04.022

Zakaria, Z., Abdul Majid, M. D,,
Ahmad, Z., Jusoh, Z., & Zakaria,
N. Z. (2018). Influence of halal
certification on customers’
purchase intention. Journal of
Fundamental and Applied Sciences,
9(5S). https://doi.org/10.4314/jfas.
v9i5s.55

Zhao, X., Fang, L., & Zhang, K.
(2022). How foreign institutional
shareholders’ religious

beliefs affect corporate social
performance? Journal of Business
Ethics, 178(2), 377-401. https://
doi.org/10.1007/s10551-020-
04705-z

Zulfakar, M. H., Anuar, M.
M., & Talib, M. S. A. (2014).

25



	“Gen-Z Muslims’ purchase intention of halal food: Evidence from Indonesia”

