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Abstract 

The current market trend for cosmetic products in Malaysia is where consumers are starting to 

look for cosmetic products that are safe to use. This has led some locally produced cosmetic 

brands to promote their cosmetic products as Halal although that product does not have the 

Halal certificates. Halal elements that are highlighted in their marketing strategies are the use 

of natural ingredients in the product, cruelty-free, and ablution friendly. The use of pull strategy 

in their marketing strategy confuses customers about the real concept of Halal itself. Therefore, 

this study aims to identify the relationship between knowledge, attitude, and environment 

towards customer purchase decisions on Halal cosmetics. There are 201 respondents involved 

in this study. The findings show that customer decision to purchase Halal cosmetics has a 

significant relationship with environmental factors. The results would help industry players 

and related agencies to improve and develop their marketing strategy and be able to support 

important decisions of making Muslim customers more aware of Halal cosmetics in the market.  
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Introduction 
 

Global cosmetics products grew rapidly year by year. In 2018, global cosmetics grew an 

estimated 5.5 percent. The range of cosmetics products in the cosmetics markets are skincare, 

haircare, make-up, perfumes, toiletries, deodorants, and oral cosmetics. The most leading 

category of cosmetics is skincare where it contributes 39 percent, whereas hair care products 

are 21 percent and make-up 19 percent. From 2014 to 2019, skincare remains the most 

profitable product with a market value growth of 20.1 billion U.S. dollars (Ridder, 2020). The 

growing pattern of cosmetics worldwide creates an advantage for global halal cosmetic 

products. This sector is an important sphere within halal services (Kadirov et al., 2020). 

 

Halal cosmetics products become trending when the global market acknowledges the 

importance to consume halal food. As Islam is the second-largest religion in the world, the 

demand for halal products in the market is increasing and is expected to reach 2.6 trillion by 

2021 (Wunsch, 2020). This becomes the biggest opportunity for halal products including 

beauty branding with halal certificates, natural, and organic beauty products. 

 

Halal cosmetics is a new product line in Malaysia’s cosmetics market. The concept of Halal 

cosmetics covers all aspects of management such as manufacturing procedures, storage, 

packaging, and logistics which must comply with Malaysian Halal standards and Procedures. 

Apart from that, the formulation and quality of the product must also comply with the 

guidelines set by the National Pharmaceutical Regulatory Agency (NPRA), Ministry of Health 

Malaysia. Therefore, from the aspect of Halal determination for a cosmetic product, it is 

necessary to have a valid Halal certificate issued by JAKIM. Meanwhile, for foreign cosmetic 

products that have a Halal logo from an agency recognized by JAKIM, they must meet the 

standards set by the Ministry of Health Malaysia. 

 

Understanding and awareness of Halal cosmetic products are still lacking compared to Halal 

food products. A study on Halal food products found that the index of consumer concern on 

Halal issues is high at 88 percent which shows that consumers have a good understanding and 

awareness of Halal food products which translated into their purchasing decisions (Nor Aini 

and Mohd Ali, 2013; Khan et al. 2019; Mandlik et al. 2021). Azreen Jihan and Rosidah (2014) 

in their study on women's awareness of Halal cosmetics found that the level of awareness is 

still low. Therefore, it is not possible to ascertain the aspect of consumer awareness and concern 

for this product.  

 

Looking at the increasing trends in market demand for halal cosmetics prompts cosmetics 

manufacturers to promote their cosmetics as halal cosmetics even though they do not have a 

JAKIM Halal certificate or a halal certificate from a recognized body. Here it is doubtful 

whether the understanding of halal is lacking among cosmetic manufacturers as well. Despite 

the cosmetic product is manufactured using natural and organic ingredients, it still needs to 

have a Halal certificate to confirm the Halal status of the product. 

 

The other issues that arise are when most of the customers still purchase non-Halal certified 

cosmetics although they understand that halal cosmetics are safer. The study conducted on the 

usage of cosmetics among young Muslim women found that Muslim women were aware of 

the availability of Halal cosmetics however, they still consumed non-Halal certified cosmetics. 

This non-Halal-certified brand is usually an international brand and is well known in the market 

(Abdul Hafaz Ngah, Serge Gabarre, Heesup Han, Samar Rahi, Jasim Ahmad Al-Gasawneh, Su 

Hyun Park, 2021). Therefore, this study aims to identify factors influence customers’ purchase 
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decision. Previous research on Halal food awareness focuses on knowledge, attitude, and 

environment. Therefore this study tries to measure the relationship between these three 

independent variables with customer's purchase decisions on Halal cosmetics.   

 

Literature Review 
 

Halal Cosmetics 

 

The concept of Halal is not only limited to the Halal of an ingredient but it also includes aspects 

of purity in terms of spiritual and physical such as safety, health, and hygiene (Kadirov et al, 

2021). So it is clear here that if a product meets the entire concept of Halal as mentioned, then 

the quality assurance of the product starts from the production process until sales are 

guaranteed (Talib & Ali, 2008). Touching on the Halal aspect, it is not only limited to food and 

beverage products but also includes other products such as pharmaceuticals, cosmetics, food 

premises, consumer goods, logistics, medical devices, and so on (Kadirov, 2014; 2019). The 

application of cosmetics directly relates to women's adornment. 

 

Modesty is the primordial state of human beings and it is uniquely inherent to the Islamic faith 

(Krisjanous et al., 2021). Despite the Halal cosmetic industry's emergence, the use of cosmetic 

products with the intention of public adornment is frowned upon (Alexander, 2021). Guidelines 

regarding adornment have been highlighted in Al-Quran:  

 

ينَتَُهنَّ إَِّلَّ َما َظهَ  يَن زِّ نَّ َويَْحفَْظَن فُُروَجُهنَّ َوََل يُْبدِّ هِّ رِّ ـٰ ْن أَْبَص تِّ يَْغُضْضَن مِّ ـٰ نَ ْلُمْؤمِّ لَ َوقُل ل ِّ ََ نَّ  هِّ ُمرِّ ُُ ْبَن بِّ ََْضرِّ ْنَها   َوْل ٰى َر مِّ

نَّ أَْو أَ  نَّ أَْو َءابَآءِّ بُعُولَتِّهِّ نَّ أَْو َءابَآئِّهِّ ينَتَُهنَّ إَِّلَّ لِّبُعُولَتِّهِّ يَن زِّ نَّ   َوََل يُْبدِّ نَّ ُجَُوبِّهِّ نِّهِّ نَّ أَْو بَنِّٓى إِّْخَوٰ نِّهِّ نَّ أَْو إِّْخَوٰ نَّ أَْو أَْبنَآءِّ بُعُولَتِّهِّ ْبنَآئِّهِّ

نَّ أَْو نِّسَ  تِّهِّ نُُهنَّ أَوِّ أَْو بَنِّٓى أََخَوٰ ـٰ نَّ أَْو َما َملََكْت أَْيَم َنَ ٱآئِّهِّ بِّعِّ ـٰ َْرِّ أُ۟ولِّى  لتَّ ْربَةِّ ٱَغ َن  ْْلِّ َجالِّ ٱمِّ ْفلِّ ٱأَوِّ  لر ِّ ينَ ٱ لط ِّ لَٰى  لَّذِّ ََ لَْم يَْظَهُرو۟ا 

تِّ  نَّ    لن َِّسآءِّ ٱََْوَرٰ يَنتِّهِّ ن زِّ فََِّن مِّ ُْ نَّ لَُِّْعلََم َما يُ ْبَن بََِّْرُجلِّهِّ َعًا أَيُّهَ  للَّهِّ ٱَوتُوبُٓو۟ا إِّلَى   َوََل يَْضرِّ نُونَ ٱَجمِّ لَعَلَُّكْم تُْفلُِّحونَ  ْلُمْؤمِّ  

 

“And tell the believing women to lower their gaze and guard their chastity, and not to reveal 

their adornments 1 except what normally appears. 2 Let them draw their veils over their 

chests, and not reveal their ˹hidden˺ adornments 3 except to their husbands, their fathers, 

their fathers-in-law, their sons, their stepsons, their brothers, their brothers’ sons or sisters’ 

sons, their fellow women, those ˹bondwomen˺ in their possession, male attendants with no 

desire, or children who are still unaware of women’s nakedness. Let them not stomp their 

feet, drawing attention to their hidden adornments. Turn to Allah in repentance all together, 

O believers, so that you may be successful.” (An-Nur 24:31) 

 

Halal cosmetics products refer to cosmetics with Halal certification. However, the terms Halal 

have been used for cosmetic products using natural ingredients, organic, vegan, and cruelty-

free. From the aspect of health beauty, this range of products met the desired standards for 

products that are healthier for the skin and environmentally friendly. However, there is an 

overlap between these ideals and Halal cosmetics, Halal-certified cosmetics products offer a 

guarantee that not only are wholesome ingredients used but strict manufacturing and 

production regulations following Islamic law have been adhered to. The halal cosmetics market 

is a type of a public good beneficial for Muslims (Kadirov, 2018).  

 

Muslim Consumer Attitude  

 

Muslim consumer attitude is different from that of the non-Muslim consumer. Muslim 

consumers behave based on Islamic ethics and moral value. According to Mohd Zaid Mustafar 

and Joni Tamkin Borhan (2013), there are 6 types of behaviors and attitudes of Muslim 
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consumers when making a purchase decision. These six behavior are giving priority to needs 

(plan what they want to buy), preserving and keeping the maqasid al-shari’ah, confirmation 

that the products and services complying with the principles of Halal and Haram, quality 

consumption, celebrating individual and society maslahah, and the practice of moderation. 

This kind of attitude shapes the consumer buying behavior in the market (Kadirov et al., 

2020b). 

 

Engel et al. (1978) stated, a person's actions are usually influenced by many factors, and these 

factors are classified as 'psychological field'. First, an individual can be motivated through basic 

internal desires. This condition is often determined based on the present situation only without 

being influenced by the past and the future. 

 

In turn, an individual can also be influenced by environmental conditions, especially the 

surrounding social rules. These factors are very closely related to each other. From the aspect 

of consumerism, the surrounding community will provide a support function through views 

and experiences to influence others (Kahioya and Kadirov, 2020). However, an individual still 

has the free opportunity to act either according to the surrounding circumstances or make 

personal decisions. Complexity in the psychological field which involves external and internal 

factors that influence user behavior is unlikely to be analyzed through user actions alone 

because mental processes cannot be interpreted directly. 

 

Knowledge of Halal Concept 

 

According to Fishbein and Ajzen (1975), knowledge is also known as a cognitive factor. 

Knowledge also is the foundation that builds the building blocks in the structure of human 

thought. It also serves as the core to determine the attitude (attitude), intention, and behavior 

of an individual. 

 

The knowledge component plays an important role in helping humans to see the environment 

with more focus (Mahadevan, 2009). When an individual obtains information about Halal 

cosmetic products, then this action will affect the knowledge as well as lead to the purchase 

selection of an individual. This is supported by Mahmud and Siarap (2013) who stated that 

knowledge plays an important role in introducing attention factors (attitudes) towards the 

purchase of Halal cosmetic products. Knowledge of the Halal concept will influence consumer 

attitude to choose Halal products while making their purchase decision. Knowledge of the 

Halal concept also will prevent customers to consume Haram food because as Muslims we 

believe whatever comes into the body will be flesh and blood and it will influence our attitude 

and our life in this world and hereafter. This has been described in the hadith of the Prophet 

Muhammad S.A.W. as narrated by At-Thabrani:  

 

"Know that if bribes are forbidden to enter the stomach of one of you, then the deeds will not 

be accepted for 40 days" 

 

Environmental Factors 

 

Environmental factors are capable of influencing consumer-determined behaviors, attitudes, 

and principles (Mowen, 1993). Different store environments give different perceptions to 

consumers (Baker et al., 1992). Mehrabian and Russel’s (1974) model explains that 

environment and design will influence emotions and in turn, will influence the form of behavior 

that users will take. 
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According to Norman and Wahid (2017), environmental factors are the most influential factors 

in the purchase of Halal products. This is supported in the findings of a study by Mohamad et 

al. (2016), where consumer purchasing decisions on a product can be influenced by various 

factors such as advertising, media, and environmental factors. The study of Wakefield and 

Baker (1998) which supports the study of Mehrabian and Russell (1974), also states that the 

physical environment does indeed have a strong influence on consumer behavior either to buy 

or not to buy. 

 

Customer’s Purchase Decision  

 

Purchasing decisions according to Schiffman and Kanuk (2008), are possible when there is a 

selection process from two or more alternatives. This means an individual has to choose one 

among the other alternatives provided. According to Kotler and Keller (2009), purchasing 

decisions are influenced by marketing stimuli consisting of product, price, venue, and 

promotion. Promotion is one form of marketing communication, while what is meant by 

marketing communication is marketing activities done to spread information, influence or 

persuade and then remind the target group to be willing to accept, buy and be loyal to the 

products offered. Kotler and Keller (2018), also highlight the intervening factors which exist 

between the evaluation of alternatives and a purchase decision. These intervening factors are 

the influence on us another person’s attitude and unanticipated situational factors that may 

erupt to change the purchase intention. 

 

Methodology 
 

This study applies the quantitative method. 201 Muslim women in Selangor participated in this 

study. As for the determination of the sample size, the research team referred to the 

recommendation of Roscoe (1975) where according to him, a sample size larger than 30 and 

less than 500 respondents is sufficient to conduct a study. Given that the sample size used for 

this study was 201 Muslim women, the researcher concluded that this sample size was robust 

to achieve the objectives of the study. The questionnaire design for this study has been divided 

into five sections as in Table 1. Five questionnaires on the expression of intention under attitude 

have been drop because the Cronbach alpha value does not meet the minimum requirements 

which are only 0.44 (Table 1). 
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Table 1: Sections in Questionnaire 

Sections Variables Total Adoption 

A Demographic 7 - 

B Attitude Expression of Belief 6 Hall E.E. & Sevim, N. 

(2016); Norman & Wahid 

(2017); Nashaqilla Norlee 

Rosslee & Elistina Abu 

Bakar (2014). 

Expression of Feelings 5 

Expression of Intention 5 

C Knowledge Tacit Knowledge: 

Knowledge Through 

Experience, Thought, 

Competence & 

Commitment. 

8 Fadila Anak Layang & 

Zamri Mahamod (2019) 

 

Christyanto Sulisthio & 

Albert Yulianus (2018) 

Explicit Knowledge:    

Knowledge Through Data, 

Documents & Records 

8 

D Environment Social Environment 6 Hall E.E. & Sevim, N. 

(2016); Norman & Wahid 

(2017); Awan, Siddiquei & 

Haider (2015) 
General Environment 6 

E Decision to Purchase 7 Alina Stankevich (2017); 

Hanaysha (2017) 

TOTAL 61  

 

 

Table 2: Instrument Reliability Analysis 

Constructs Instruments No. 

Items 

Cronbach 

Alpha Value 

 (α) 

Drop Item 

Knowledge Tacit 6 0.70 - 

Explicit 8 0.81 - 

Attitude Expression of 

Belief  

6 0.77 - 

Expression of 

Feelings 

5 0.89 - 

Expression of 

Intention 

5 0.44 5 

Environment Social Environment 6 .773 - 

General 

Environment 

6 .938 - 

Decision to Purchase 7 .863 - 

 

 

Figure 1 illustrates the research framework for this study. The relationship between variables 

was tested using multiple regression. Three hypotheses have been developed: 

 

H1: Consumer’s attitude is related to consumer’s decision to purchase Halal cosmetics 

H2: Knowledge of Halal is related to consumer’s decision to purchase Halal cosmetics 

H3: Environment is related to consumer’s decision to purchase Halal cosmetics. 
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Figure 1: Research Framework 

 

Analysis 
 

Demographic of Respondent 

 

The demographic profile of the sample showed that 201 samples were consisting of the 

majority of ages were 26 to 33 years (29.9%), 42 to 49 years (23.4%), 34 to 41 years (22.9%), 

18 to 25 years (12.9%) and the remaining 50 years and above (10.9%). The next demographic 

data is on the marital status of the respondents involved in this study. A total of 69.7% were 

married and the remaining 30.3% were single. The data reported that there were 78 people 

(38.8%) with education up to Bachelor's Degree, 44 people (21.9%) with Master's Degree, 39 

people (19.4%) with STPM/STAM/Diploma/Matriculation qualifications /A Level, 27 people 

(13.4%) have Sijil Pelajaran Malaysia (SPM), 7 people (3.5%) have the highest education 

which is Doctorate Degree (Ph.D.), 3 people (1.5%) have education level at Tahfiz/Madrasah 

level, 2 people (1.0%) have PT3/PMR/SRP/LCE education and the rest of the respondents 

involved have UPSR education level and below which is 1 person (0.5%). 

 

Data analysis also recorded that 37.8% earned a monthly income of RM1,000.00 - 

RM3,000.00, 28.9% earned a monthly income of RM5,000.00 and above, 24.4% earned an 

income of RM3,001.00 - RM5,000.00, and the remaining 9.0% earned a monthly income less 

than RM1,000.00. Data also records that there are 53 people (26.4%) respondents who live in 

the Hulu Langat area, 39 people (19.4%) respondents living in the Petaling area, 26 people 

(12.9) respondents live in the Gombak area, the three areas are Klang, Sepang and Hulu 

Selangor stated the same number of respondents which is 18 people (9.0%), Kuala Selangor 

has 7 respondents (3.5%) and the remaining respondents involved in this study live in Sabak 

Bernam area which is 1 person (0.5%). 

 

 

 

 

Expression 

of Feelings 

Expression 

of Belief 

Tacit 

Explicit 

Social 

General 

ATTITUDE 

KNOWLEDGE 

ENVIRONMENT 

Decision to 

Purchase 

H1 

H2 

H3 
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Table 3: Frequency of Buying Halal Cosmetic 

Item Descriptions Frequency Percentage 

(%) 

Frequency of 

buying Halal 

cosmetic items 

1-2 times annually 86 42.8 

3-4 times annually 65 32.3 

5 times and above 50 24.9 

 

Data reported that 42.8% of respondents bought Halal cosmetic products 1 to 2 times a year, 

32.3% of respondents stated that they buy Halal cosmetic products 3 to 4 times a year and the 

remaining 24.9% of respondents stated that they buy Halal cosmetic products 5 times and 

above for one year. 

 

Hypotheses 

 

To get results for hypotheses, six subconstructs are being analyzed using mean and multiple 

regression analysis. 

 

Table 4: Analysis Mean 

No. Variables Instrument Mean Standard 

Deviation 

Level 

1. Attitude Expression of Belief 8.92 1.05 High 

Expression of Feelings 9.13 1.10 High 

2. Knowledge Tacit 7.38 1.05 Medium 

Explicit 8.44 1.16 High 

3. Environment  Social 8.24 1.29 High 

General 8.01 1.34 High 

5. Decision to Purchase 9.20 1.38 High 

 

Table 4 shows that the purchasing decision factor was the highest (mean score 9.20 and S.D = 

1.38). This was followed by the expression of feelings factor showing the second highest mean 

score (mean 9.13 and S.D = 1.10), expression of belief (mean 8.92 and S.D = 1.05), explicit 

knowledge (mean 8.44 and S.D = 1.16), social (mean 8.24 and S.D = 1.29), general (mean 8.01 

and S.D = 1.34). Meanwhile, the tacit knowledge factor is at the lowest level compared to other 

subconstructs but still at a moderate level (mean score = 7.38 and S.D = 1.05). 

 

Multiple regression was used to analyze the relationship between dependent variables and a set 

of predictor variables. Predictor variables are the factors that affect the change in the dependent 

variable. 
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Table 5: Variables Entered / Removeda 

 

Model 
Variables 

Entered 

Variables 

Removed 
Method 

1 Environment  Stepwise (Criteria: Probability-of-F-

to-enter <= .050, Probability-of-F-to-

remove >= .100). 
a. Dependent Variable: Purchase Decision 

 

Table 6: Coefficientsa 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1  (Constant) 

Environment 

5.524 

.418 

.473 

.053 

 

.489 

11.668 

7.911 

.000 

.000 
a. Dependent Variable: Purchase Decision 

 

Table 7: Excluded Variablesa 

 

Model Beta In t Sig. Partial Correlation 

Collinearity 

Statistics 

Tolerance 

Knowledge 

Attitude 

.183b 

.144b 

1.959 

1.802 

.052 

.073 

.138 

.127 

.433 

.588 
a. Dependent variable: Purchase decision 

b. Predictors in the model: (Constant), Environment 

 

Based on the above findings (Table 5, Table 6, and table 7), significantly, only one predictor 

variable which is the environment factor (β= 0.489, t= 7.911, p< 0.05) is the predictor of a 

customer's decision to purchase Halal cosmetic products. The other two predictor variables 

(knowledge and attitude) were not included in the model because the beta in value was too 

small. The value of collinearity tolerance is less than 2.0, and an inter-correlation value of less 

than .90 for all independent variables and dependent variables indicates that the data of this 

study do not have multi-collinearity problems. In other words, all these variables are not similar 

to each other. 

 

Table 8: Model Summaryb 

 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .489a .239 .235 1.21036 

a. Predictors: (Constant), Environment 

b. Dependent Variable:  Purchase Decision 
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Table 9: ANOVAa 

 

Model Sum of 

Squares 

df Mean 

Square 

F Sig. 

1 Regression 

Residual 

Total 

91.694 

291.530 

383.224 

1 

199 

200 

91.694 

1.465 

62.591 .000b 

a. Dependent Variable: Purchase decision 

b. Predictors: (Constant), Environment 

 

Significantly, environmental factors [F(1,199) = 62.591, p<.05] accounted for 23.9 percent of 

the variance (R2 = .239)  on consumer purchasing decisions. This means that the environment 

(β = 0.489, t = 7.911, p< 0.05) is a key predictor of purchasing decisions. Based on the results 

of this analysis, the researcher rejected hypothesis 1 and hypothesis 2, and accept hypothesis 

3. The findings reported that the purchase decision of Halal cosmetic products among Muslim 

consumers is influenced by environmental factors. A positive beta value indicates that the more 

Halal cosmetic products are used and available in the market, the more it influences consumers 

to decide to buy Halal cosmetic products. 

 

Table 10: Hypotheses Results 

 

Hypotheses Result 

Hypotheses 1: Consumer’s attitude is related to consumer’s decision to 

purchase Halal cosmetics. 

Rejected 

Hypotheses 2: Knowledge of Halal is related to consumer’s decision to 

purchase Halal cosmetics. 

Rejected 

Hypotheses 3: Environment is related to consumer’s decision to purchase 

Halal cosmetics. 

Accepted 

 

 

 
Figure 2: Research Framework 

 

Figure 2 shows that the environmental factor has a relationship with consumer’s decision to 

purchase. 

 

Discussion of Findings 
 

Consumer’s decisions to purchase Halal cosmetics have only been influenced by the 

consumer’s environment. The findings show that knowledge and attitude do not influence 

consumer’s purchase decisions. This finding is quite different from the previous study on 

purchase decisions where most of the findings found attitude and knowledge may influence 

consumer’s purchase decisions. This is because attitude on certain issues or aspects drives 

Social 

General 

ENVIRONMENT 
Decision to 

Purchase 

β = 0.489 

R2 = 0.239 
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individual behavior to act. Attitude is influenced by many factors including beliefs and 

feelings. Belief in religious practice will guide individual attitude on particulars thing. Muslim 

consumers believe in their submissions to God’s will. They also believe and feel that whatever 

they act and consume will be measure and need accountability. It is written in the Qur'an that 

every Muslim individual must take care of whatever food and drink will be eaten must taking 

into account every aspect such as cleanliness, safety, and purity of the food. Apart from that, 

we should also ensure that the items we consume are protected from things that can affect 

aqeedah. From the aspect of cleanliness, both external and internal angles should be 

emphasized as explained in surah Al-Baqarah verse 222; 

 

ََْن  ابِّ بُّ التَّوَّ ْينَ اِّنَّ اللّٰهَ يُحِّ رِّ بُّ اْلُمتََطه ِّ َويُحِّ  

"Indeed, Allah loves those who repent a lot and loves those who 

purify themselves ...." 

Consumer knowledge on the other hand also will give a reflection on their decision. Knowledge 

of Halal will develop strong measurement in consumer’s minds while making a purchase 

decision. According to Mahadevan (2009), the actions performed by an individual are the result 

of coercion as well as of self-will, and it is closely related to cognitive factors when referring 

to psychological feelings or responses. To understand psychological action, it is clear that 

knowledge is the basis that influences an individual's attitude towards something (Mahadevan, 

2009). In addition, paying full attention to an issue or matter can indirectly influence the 

attitudes and actions of the individual involved in the future. For example, the promotion or 

awareness campaign on Halal products in the market, can to some extent influence the attitudes 

and actions of today's buyers. In addition, Fernbach (2002) stated that the more frequent the 

exposure to a piece of information, the greater the probability that it can affect the attitudes and 

actions of the recipient. The influence of a campaign can be positive or negative. 

 

This study, however, found that environmental factors are the only factors that influence 

consumer decision to purchase Halal cosmetic products. This result is similar to a study 

conducted by Norman and Wahid (2017), where they also found that environmental factors are 

the most influential factors in the purchase of Halal products. This is supported in the findings 

of a study by Mohamad et al. (2016), where consumer purchasing decisions on a product can 

be influenced by various factors such as advertising, media, and environmental factors. These 

findings are a little bit different from Mahmud and Siarap (2013) which states that knowledge 

plays an important role in introducing the factor of attention (attitude) towards the purchase of 

Halal cosmetic products compared to environmental factors. These findings are different might 

be because the focus of the study is on Halal food while this study focuses on Halal cosmetics. 

Consumers are more concerned about consuming Halal food. Their knowledge of the 

ingredients and Halal issues will influence their attitude in buying Halal food. Whereas for 

cosmetics some consumers might feel to try and purchase Halal cosmetics if the products are 

available close to them or easy for them to get the products. Besides, the promotion and 

influence from relatives and friends also encourage them to purchase Halal cosmetics.  

 

This finding is in line with the concept of emotional branding for Muslim consumers wherein 

emotional branding five levels need to be achieved before consumers make a purchase decision 

(Phillip Kotler, Kevin Lane Keller, Swee Hoon Ang, Chin Tiong Tan, Siew Meng Leong, 

2018). In emotional embedding, each brand will go through a process of brand awareness in 

the market. Awareness will encourage consumers to seek information related to products and 

brands. The third level is recognition. The search for information about brands and products 

will cause consumers to recognize the legality of products. However, this recognition also 

depends on the ability of the product and the brand to meet the Halal standards set by the 
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authorities. In the context of Malaysia, JAKIM. The next level is trust in the brand where the 

brand’s ability to fulfil what has been promoted. While the last level is loyalty. Traveling 

through these five levels will determine whether a brand or product is capable of building 

friendly relationships with consumers. Here it can be summarized, it is not uncommon for 

environmental factors to be the most influential factors on the purchase decision of Halal 

cosmetic products among Muslim consumers in addition to good knowledge of Halal products 

and brands. 

 

Based on the findings it can claim that consumers' decision whether to purchase or not depends 

on influence from their surrounding or environmental factors, their knowledge on the products 

which are in terms of availability in the market and the Halal concepts and also based on their 

attitude towards Halal. 

 

Conclusion 
 

In conclusion, this study found that environmental factors have a significant relationship with 

the purchase decision of Halal cosmetic products among consumers. Consumers who have a 

good knowledge of Halal cosmetic products will be more likely to decide to buy Halal cosmetic 

products. However, knowledge alone has not been able to contribute to the purchase. If there 

is good knowledge but the product cannot be bought easily or in other words, the product is 

not available much in the market, this will cause consumers to decide to buy a product whose 

brand is already familiar to them. Halal cosmetic products need to be marketed and distributed 

in all locations visited by consumers such as grocery stores, pharmacies, and supermarkets, and 

not only available for customers to buy online. 

 

This study was limited to Malaysian Muslim women consumers, Therefore, the findings were 

limited to the response of these groups only and may not be generalized to the whole Halal 

cosmetics consumers' purchasing decisions. Halal cosmetics are not only purchased by women 

but also there are a group of men and non-Muslim who also prefers Halal cosmetics compared 

to non-Halal certified cosmetics due to the understanding of purity, hygiene, and safety. Future 

studies should compare purchased decisions of different groups of respondents towards Halal 

cosmetics. The result of this study may become a reference for relevant parties to form an 

effective strategy in marketing Halal cosmetic products. Consumers are also expected to be 

aware of the importance of using Halal cosmetic products compared to regular cosmetic 

products whose Halal is not guaranteed.  
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