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ABSTRACT 
The purpose of the study is to test brand awareness, halal labels, subjective norms on purchase 

intention and attitude able to mediate. The research design used exploratory descriptive research using 

primary data and skunder. The data source is taken directly from respondents in the form of 

respondents' answers on the questionnaires distributed.  The population and sample of the study were 

100 respondents of the Management Study Program. The results of the study explained that brand 

awareness, halal labels, subjective norms positively increase attitude and brand awareness, halal 

labels, subjective norms, have a positive and significant effect on purchase intention, and brand 

awareness variables, halal labels, subjective norms, have a positive and significant effect on purchase 

intention through attitude as an intervening variable. 
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INTRODUCTION 

The development of the industrial revolution 4.0 Indonesian consumers have a higher 

appreciation than before because Indonesia is one of the countries that has potential markets 

that can support the development of business trends (Bella, 2018). The development of 

business trends, one of which is in the field of cosmetics, cosmetics in Indonesia has increased 

very sharply. The cosmetic industry is currently one of the industries that has the potential to 

become a mainstay of export value and is able to make import alternatives. Cosmetics in 

Indonesia have become part of the primary needs for women to support their appearance to be 

more attractive and confident. Cosmetic users in Indonesia itself are dominated by career 

women and teenagers, cosmetic consumption in Indonesia from year to year increases not 

only from local products but foreign products are also in great demand. Cosmetic business 

opportunities in Indonesia are encouraged by the increasing population of young people or 

millennial generation and the emergence of awareness to look attractive (pelakubisnis.com, 

2020). 

Competition between cosmetic companies is sometimes abused by adding some ingredients 

that should not be used and are harmful. Referring to the regulation of the head of the Food 

and Drug Supervisory Agency (BPOM) Number HK.03.1.23.08.11.07517 of 2011 regarding 

the technical requirements of cosmetic ingredients in circulation must be safe. But with the 

increase in the cosmetic industry in Indonesia, there are 1,371 chemicals contained in 

cosmetics and 2,040 cosmetic products that were revoked on the grounds of "quality safety" 

from 2012 to 2017 (Adzkia, 2018). Brand awareness is something that can encourage 

consumers to get to know the brand better so as to create a sense of familiarity and 

commitment to consumers, the level of consumer awareness of the brand is seen through 

several levels starting from consumers can get to know a brand, to where the brand is the only 
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product that has special characteristics. The high brand awareness of a product causes 

consumers to want to buy the product without thinking about the risk (Naufal, 2014). 

Consumer perceptions or views regarding the judgment of others who are considered to be 

believed can influence a person's interest in doing or not doing a behavior according to his 

views can be called subjective norms (subjective norms). Subjective norms are formed 

through beliefs about the behavior expected by others based on their own considerations and 

considerations from others who are considered important and trusted so as to form subjective 

norms in individuals (Udayana and Ramadhan, 2019). As is the case when in an environment 

that uses cosmetics labeled halal, there is a sense of  want to try cosmetics and buy cosmetics 

labeled halal, so that this behavior can affect someone's buying interest in choosing cosmetic 

products (Udayana and Ramadhan, 2019). 

Another factor that influences attitudes is subjective norms, subjective norms are an 

individual's beliefs that are influenced by the surrounding environment both individuals and 

groups to carry out a behavior or not to perform a behavior (Sholihah and Welsa, 2018) In 

research (Udayana and Ramadhan, 2019) shows the results that subjective norms have no 

effect on attitudes, while research (Susatyo, EB; Nurhayati, 2013) shows The result is that 

subjective norms have an effect on attitudes. In the study, there is a gap that makes 

researchers want to find out again whether subjective norms will affect consumer attitudes in 

buying cosmetics while the research conducted (Rakhma, Ariningsih and Rahmawati, 2019) 

and (Permana, 2019) shows that brand awareness has no significant relationship with 

attitudes. From the information in the background, the purpose of the study is to test brand 

awareness, halal labels, subjective norms on purchase intention and attitude able to mediate. 

METHOD 

The research design uses exploratory research using primary data taken directly from 

respondents in the form of answers to questionnaires distributed behind closed doors. 

Research analysis uses a model test in which the role of each variavel will be able to explain 

what is studied (kuncoro, et al 2023). Each construct built will be able to represent what 

researchers expect, which is in the form of values that are interrelated with the constructs of 

all variables (Kuncoro, et al 2023: 121). The research population of 100 respondents are 

active students in the Management Study Program Universitas Muria Kudus. 

 

RESULTS 

Normality Test 

The Normality Test data was used to see data in the normal or abnormal category of 

instruments in the study. Data normality tests are carried out both for single data normality 

and multivariate normality, where several variables are used at once in the final analysis of an 

existing study. The normality test here uses the critical value criterion set at plus or minus 

2.58 at a significance level of 0.05, compared to the calculation results as in table 1 in the 

following CR column: 
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Table 1. 

Normality Test 

 
Table 1 above, it can be seen that in column c.r. of skew there are no values outside the range 

of -2.58 to 2.58. Thus, the research data used has met the requirements of data normality or it 

can be said that the research data has been distributed normally. 

 

DISCUSSION  

Attitude has a considerable influence where respondents in this study enter into productive 

age, better maintain appearance and students who are studying at Universitas Muria Kudus, 

especially Management study program students with pocket money per month ranging from 

Rp. 100,000 – Rp. 3,000,000 so as to show that respondents with good enough education can 

support brand awareness and positive or negative assessments of the product, so that brand 

awareness of Emina products successfully affects consumer attitudes. In this study, halal 

labels are measured by several indicators, namely images that are the result of imitations in 
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the form of shapes or patterns, writing that is expected to be read, and attached to packaging, 

can be interpreted as trademarks. It can be interpreted that the halal label is one of the 

determinants of consumer attitudes. These results are in line with research conducted by 

Budiman and Annisa (2019) which states that the halal label has a positive and significant 

effect on the attitude of Muslims in Indonesia towards halal products. 

 

Subjective norms can be measured by looking at consumer concern for halal cosmetics, 

motivating compliance and normative beliefs these three things can determine an individual 

wants to act or not in accordance with group expectations. In this research which focuses on 

Management students in Universitas Muria Kudus It can be known that most of them get 

encouragement to use Emina cosmetic products from college friends, the encouragement and 

rumors regarding Emina products cause attitudes to try and buy Emina products. Respondents 

in this study have trust or brand awareness of Emina products and make respondents make 

purchases of Emina products. Strong brand awareness is very important to attract and stick in 

the hearts of consumers which can later influence buying interest (Sholihah and Welsa, 2018). 

This result is supported by research conducted by Research conducted by Research conducted 

by Rakhma et al (2020) and Tariq et al., (2017) shows that brand awareness has a positive and 

significant effect on buying interest.  In this study which focuses on female students 

Management in Universitas Muria Kudus, It can be known that the awareness of female 

college students regarding the Emina brand makes the most of it. The awareness of female 

students about Emina products has been attached to the minds of consumers with lightweight 

products and relatively affordable prices so that management students Universitas Muria 

Kudus interested in making a purchase. 

 

The halal label is very important because it will strengthen consumers to manage the product, 

the halal label has a positive and significant effect on purchase intention, with these results 

respondents who consume Emina products have buying interest without seeing the halal label 

of the product because they already believe that Emina products are halal without seeing the 

halal label.  The results of this study are in line with research conducted by Teng and Jusoh 

(2018) showing that there is a significant influence between halal labels and purchase 

intention and is directly proportional to research conducted by Sholihah and Welsa (2018) 

showing that halal labels negatively affect buying interest. Brand awareness affects purchase 

intention through attitude, so the influence will be greater than directly without attitude. In 

other words, respondents who have confidence and awareness will first have an attitude and 

then after that will have an interest in purchasing Emina cosmetic products. Subjective norm 

when influencing purchase intention through attitude, then the influence will be greater 

through attitude than directly. In other words, respondents who have social norms compulsion 

on the use of cosmetics, ask about products. Emina to her closest people, will influence her 

attitude first and then have an interest in buying Emina's cosmetic products. 

 

CONCLUSION 

Brand awareness of attitude in emina cosmetics, subjective norm towards attitude in emina 

cosmetics, from the results of data analysis and hypothesis testing that has been carried out it 

can be concluded that there is a significant influence on the influence of halal label variables 

on purchase intention with attitude variables as intervening variables in emina cosmetics. 

 

REFERENCES 

Aaker, D. A. (2017) Manajemen Ekuitas Merek. Jakarta: Spektrum Mitra Utama.  

Abubakar, R. (2018) Manajemen Pemasaran. Bandung: Alfabeta.  



Journal of  Economics and Public Health, Vol 1 No 3, September  2022 

 

137 

Adzkia, A. (2018) „Kosmetik terlarang masih bebas di pasaran‟, Beritagar.id.  

Agusli, D. et al. (2013) „Analisa Pengaruh Dimensi Ekuitas Merek Terhadap Minat Beli 

Konsumen Midtown Hotel Surabaya‟, Jurnal Manajemen Pemasaran Petra, 1(2), pp. 1–

8.  

Aisyah, M. (2017) „Consumers Demand On Halal Cosmetics And Personal Care Products In 

Indonesian‟, Journal Of Islamic Economics, 9(95), pp. 125–142. doi: 

10.15408/aiq.v9i1.1867.  

Asosiasi Digital Marketing Indonesia (2020) Data Produk Kecantikan Terlaris Di E-

Commerce | DIGIMIND, DIGIMIND.  

Azwar, S. (2011) Sikap Manusia: Teori dan Pengukurannya. 2nd edn. Yogyakarta: Pustaka 

Belajar.  

Bella, A. (2018) Seperti Apa Tren Perilaku Konsumen Indoneisa?, Marketeers Indonesia.  

Bilson, S. (2011) Memenangkan Pasar Dengan Pemasaran Efektif dan Profitabel. Jakarta: PT 

Gramedia Pustaka Utama.  

Briliana, V. and 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), pp. 176–184. doi: 10.1016/j.apmrv.2017.07.012. 

Budiman, A. N. and Annisa, I. T. (2019) „Pemahaman Muslim Berlangganan Restoran Halal : 

Peran Logo Halal dan Sikap Konsumen di Kota Bogor Understanding Muslims 

Subscribe to Halal Restaurants : The Role of the Halal Logo and Consumer Attitudes in 

the City of Bogor‟, Majalah Sainstekes, 6(2), pp. 74–81.  

Burhanuddin (2011) Pemikiran Hukum Perlindungan Konsumen dan Sertifikat Halal. 

Malang: Universitas Islam Negeri Maulana Malik Ibrahin Maliki Press.  

Cekindo (2020) Pertumbuhan Kosmetik Indonesia, cekindo. Available at: 

https://www.cekindo.com/id/layanan/registrasi-kosmetik-indonesia (Accessed: 29 May 

2020).  

Choriroh, A. (2019) Analisis Pengaruh Pengetahuan Produk, Religiusitas, dan Norma 

Subjektif Terhadap Keputusan Produk Berlabel Halal dengan Sikap Sebagai Variabel 

Intervening (Studi Kasus Pada Konsumen Kosmetik Safi di Kota Semarang). Insitut 

Agama Islam Negeri (IAIN) Salatiga.  

Dharmmesta, B. . and Handoko, T. . (2020) Manajemen Pemasaran: Analisa dam Perilaku 

Konsumen. Yogyakarta: BPFE.  

Durianto, S. and Lie joko Budiman (2004) Brand Equity Ten. Jakarta: PT Gramedia Pustaka 

Utama.  

Dwitari, D. M. et al. (2019) „Mengukur Sikap dan Minat Beli Konsumen Terhadap Produk 

Skin Care dengan Menggunakan Brand image Merek Lokal‟, Industrial Research 

Workshop and National Seminar, 10(1), pp. 686–696.  

Fajar, A. et al. (2019) Analisis Pengaruh Halal dan Kualitas Layanan Terhadap Minat Beli 

Makanan Dan Minuman Dengan Gaya Hidup Sebagai Variabel Moderating (Studi 



Journal of  Economics and Public Health, Vol 1 No 3, September  2022 

 

138 

Kasus Pengguna Layanan Gofood dan Grabfood di Indonesia). Institut Agama Isam 

Negeri Salatiga.  

Firmansyah, A. (2018) Perilaku Konsumen Sikap dan Pemasaran. Surabaya: Deepublish 

Publisher. 

Ghozali, I. (2016) Model Persamaan Struktral Konsep dan Aplikasi dengan Program AMOS 

24. Semarang: Badan Penerbit Universitas Diponegoro.  

Haque, A. et al. (2018) „Muslim Consumers‟ purchase behavior towards halal cosmetic 

product in Malaysia‟, Journal Management Science Letters, 8(1), pp. 1305–1318. doi: 

10.5267/j.msl.2018.9.009.  

Hulwani, N. Z. (2017) „Perilaku Konsumen Dalam Pengambilan Keputusan Pembelian 

Produk Kosmetik Bersertifikat Halal MUI (Studi Kasus pada Mahasiswi S1 Profdi 

Ekonomi Islam Fakultas Ekonomi dan Bisnis Universitas Brawijaya Malang)‟, Jurnal 

Ilmiah Mahasiswa FEB Universitas Brawijaya, 5(1), pp. 1–16.  

Infografis (2017) Industri Kosmetik Lokal di Twitter, GDILAB.com. Available at: 

https://www.gdilab.com/read/2385/infografis-industri-kosmetiklokal-di-twitter/ 

(Accessed: 27 May 2020).  

LPPOM MUI (2018) Produk Halal MUI, LPPOM MUI.  

LPPOM MUI (2019) Barang Gunaan Haruskah Bersertifikasi Halal?, LPPOM M\UI. 

Available at: http://www.halalmui.org/mui14/main/detail/baranggunaan-haruskah-

bersertifikat-halal (Accessed: 27 May 2020). 

Naufal, M. F. (2014) Analisis Pengaruh Brand Awareness, Norma Sbyektif, Keyakinan Label 

Halal Terhadap Brad Attitude untuk Meningkatkan Minat Beli Ulang Kosmetik Merek 

Wardah (Studi Kasus Pada Pelanggan Kosmetik Merek Wardah di Kota Semarang). 

Universitas DIponegoro Semarang.  

Permana, D. (2019) „Recognizing the Islamic Banking Consumer Behaviour from the 

Perspective of Product Knowledge, Brand Awareness and Attitude‟, Journal of 

Marketing and Consumer Research, 61(2012), pp. 16–22. doi: 10.7176/jmcr/61-03.  

Rakhma, Di., Ariningsih, E. and Rahmawati, F. (2019) „Pengaruh Electronc Word Of Mouth 

(EWOM) dan Brand Awareness terhadap Purchase Intention melalui Brand Image 

sebagai Variabel Mediasi (Studi pada konsumen Emina di Purworejo)‟, Jurnal Ilmiah 

Ekonomi, 10(1), pp. 1–18.  

Sholihah, M. and Welsa, H. (2018) „Pengaruh brand awareness, norma subyektif, keyakinan 

label halal terhadap brand attitude untuk meningkatkan minat beli ulang ice cream 

magnum‟, Jurnal UPAJIWA DEMANTARA, 2(2), pp. 112–124.  


