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Abstract

Purpose - ﬂ purpose of this study is to determine the relationship between product knowledge and
ct mvolvement with purchase decision-makmg. In addition, this study also def@@hines the role of halal
rand awareness as a moderating variable in influencing the relationship between product knowledge and
product involvement with purchase decision-makmng.
Design/methodology/approach - Five major cities in Indonesia were chosen as study locations
because they are student citi d also cities with more population and more famous in Indonesia, so the
sample is more heterogeneous. A total of 500 questionnaires were distributed using a convenience sampling
method with an effective rate of 93%. Hypotheses are tested by structural equation modeling procedures
usinganalysis of moment structure 220, 1
Findings — The empirical results suggest that product knowledge and product inwmient have a positive
and significant effect on consumer purchase dedision-making; halal brand awareness is 8 moderating variable in
the relationship between product knowledge uct mvolvement with purchase decision-making,
Research limitations/implications — This study adopts convenience sampling with the sanpling area
restricted in five cities, so It may not be suitable to be concluded as a consumer in general. This study only conducts
research on halal food in general. Fuhwe research may choose to use one brand of halal food product or
compare several other | food product brands. The results of the study support that the heterogeneity of
respondents fage, education, gender and religion) has always been an important component in the study of
consumption behavior. So that future research can examine the effect of different characteristics of respondents on
therelationship between produ wiedge, product mvolvement, halal brand awareness and purchase decisions.
Practical implications — The findings have significant implications that can help producers to develop
egies suitable for halal brand awareness and heighten the deasion to purchase halal products by consumers
in both Muslim and uslim countries. So that the branding of halal products can enabldfplisinesses to access
new markets for non-Muslim consumers in both Muslim and non-Muslim couniries, so as 0 merease producer
prafitability by selling products at higher prices thereby ]@ding higher profit margins.
Originality/value - In accordance with the author's knowledge, this st the first study to examine the
maoderator role of halal brand awareness variables in the relationship of product knowledge and product
involvement wpth purchase decision-making,.

Keywords uct knowledge, Product involvement, Purchase decision-makmg, Halal brand awareness
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1. Introduction e e
Indonesia is the fifth country in the world with a population density of 253,609,643 people e airli e i

and more than 87% of the population is Muslim (BPS, 2010). The Indonesian Ulema Council 1y 1o symuncs amose




Food, Drug and Cosmetics Study Institute (LPPOM MUI) states that Indonesia has the
potential to become a very strategic World Halal Center in the international halal market.
MecKinsey Report states that Indonesia is ranked 16th in the world in the world in the field of
industry so it has the opportunity to continue to increase (McKinsey Global Institute, 2019).
This has become a positive signal and a big opportunity in the halal product business that
can generate huge profits through demand from Muslim consumers in Indonesia (Awan
etal, 2015).

Research on consumer behavior in making decisions about purchasing halal products
has become a very interesting topic. In recent vears, consumers, regardless of their
religion, have increasingly cared about the products they buy (Wilson, ). This
awareness 1s caused by consumers, both Muslim and non-Muslim, preferring to purchase
halal products (Jusmaliani and Nasution, 2013; Ali ef al, 2018). Halal products are a
symbol of cleanliness, safety and quality standards for Muslim consumers (Wilson and
Liu, 2010). Knowledge about halal brand awareness, including understanding how the
production process of a product in accordance with halal standards, will affect consumer
intentions in decision-making (Awan ef af., 2015). So that halal brand awareness can be a
factor that influences consumer behavior m buying products or services (Diallo and
Siqueira, 2017).

According to Kotler and Keller (2015), consumers will form a better assessment of a
product with a brand that has been considered positive in the community. When consumers
are afraid to make the wrong decision, they will tend to choose a brand that is already
known (Kotler and Keller, 2015). Halal market producers can take advantage of
opportunities and industrial movements to increase public awareness of halal products
(Wilson and Grant, 2013; Wilson, 2014). Ali ef al (2018) explained that halal brand
awareness is the level of consumer knowledge to find and consume halal products in
accordance with SharT'ah. Measurement of halal brand awareness is based on brand
awareness indicators, namely, recall, how far consumers can remember when asked what
halal brand they will remember; recognition, how far consumers can recognize the halal
brand into one particular category; purchase, how far consumers will enter a halal brand
into an alternate choice when they will buy a halal product or service; consumption, how far
consumers will remember a halal brand when they are using a competitar’s halal product or
service (Kotler and Keller, 2015; Agustina and Hana, 2019; Nurhavati and Hendar, 2019;
Vanany ef al,, 2019),

Lin and Chen (2006) found i their empirical study that product knowledge and
product involvement had a significant positive effect on consumer purchasing decisions.
However, Tang ef @l (2010) reported that purchase decisions have a negative relationship
with the level of product experience and product knowledge. Besides that, Azam (2016a,
2016b) states that consumer halal brand awareness has a significant influence on
consumer purchase intentions. If consumers have halal brand awareness, the purchase
intention is high and consistent with halal products only. However, research conducted
by Soon and Wallace (2017) shows that there is no significant effect between halal brand
awareness on purchase decision-making. Tang ef @l (2010) reported that purchase
decisions have a negative relationship with the level of product experience and product
knowledge. The results of previous studies show inconsistent results and there is a
resear@¥Rap.

So the purpose of this study is to answer the research gap, which 15 to analyze the
relationship between product lnowledge and product involvement purchasing
decisions on halal food products. This study also analyzes the role @#halal d awareness
as a moderating variable in influencing the relationship between product knowledge and




product involvement with purchasing decision-making (Mittal and Lee, 1989; Warrington
and Shim, 2000; VonRiesen and Herndon, 201 1; Hutter ef al, 2013).

2. Theoretical development and hypotheses

2.1 Relationship abowt product knowledge and purchase decision-making

Many studies have found that product knowledge is a very important factor in making
consumer decisions to make purchases. The concept of product knowledge is defined as the
level of experience and familiarity a person has with a product. Consumers often rely on
personal memories or experiences to make decisions when making a purchase. Rao and
Sieben (1992) defines product knowledge as consumers’ perceptions of certain products,
including prior experience using products. The consumer then develops various product
knowledge structures based on various levels of familiarity with a type or brand of product
(Rao and Monroe, 1988).

Ineral, consumers with higher product knowledge have better memory and analysis
than consumers who have lower product knowledge. So consumers who have higher
product knowledge tend to relv on intrinsic requirements rather than stereotypes to make
judgments on product quality because consumers are aware of the importance of product
information. There are four indicators in product knowledge, namely, product attributes,
functional benefits, psychological benefits and values obtained when consumers consume a
product (Mamberg et al, 2012). .

Oh and Abraham (2016) in his research shows that product knowledge has a positive and
significant effect on purchase dedsions. hel research results by Lin and Chen (2006) also

that there are differences between consumers who have high product knowledge and
consumers who have low product knowledge. Consumers §ho have high product
knowledge will have a high purchase decision, coffared to consumers who have low
product knowledge. Lin and Chen (2006) examined the effect of product knowledge and
product involvement on consumer purchasing decisions on catering services in Taiwan by
distributing 400 questionnaires using a convenience sampling method. test the
hypothesis, Lin a; hen (2006) used a stepwise regression analysis. The results of the
study indicate that product knowledge and product involvement have a significant positive
effect on consumer purchasing decisions. E

Prendergast ef al. (2010) also conducted research to examine the effect of product
knowledge and product involvement on consumer p asing decisions. Data were collected
from questionnaires distributed to 379 students. Data e analyzed using multiple
regression to test three hypotheses. The results showed that product knowledge and product
involvement all had a significant positive influence on consumer purchasing decisions.

Ra@@nd Sieben (1992) show that during the purchasing process, consumer knowledge
about the product will not only affect product information retrieval behavior but also affect
the treatment of product information in the decision-making process. In addition, even
further, will affect the purchase intention. Soon and Wallace (2017) in HBresearch explained
that when consumers choose a product, consumers usually use their understanding of the
product to conduct an evaluation. His understanding of a prod@® will also affect the
processing of information retrieval of the product. Different levels of product knowledge will
determine umer purchasing decisions and will indirectly affect their purchase
intentions. Moore and Lehmann (1980) found in their empirical studies, knowledge of
consumer products has a significant positive impact on their business in information
seeking, Research conducted by Wang ef al (2019) states that product knowledge can
influence the entire purchasing decision-making process by consumers in buying a product.

ealal brand
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Product knowledge is conceptualized as a direct antecedent of purchase mtention (ﬁng
etal, 2019).
Based on the above discussion, the following hypothesis is proposed:

HI1. There is a significant relationship between product knowledge and purchasing
decision-making,

2.2 Relationship about product involvement and purchase decision-making

Product involvement 1s defined as a personal relationship between products and consumers
(Heiskanen et al, 2007). Continuous involvement between products and consumers 1s
influenced by how the product relates to the liv consumers (Swinyard, 1993). When
product categories are important for consumers, there is a strong relationship between
products and consumers (Solomon, 2012).

The definition of product involvement generally includes concepts of product
importance, risks included in product selection decisions, as well as symbolic value and
product pleasure (Kapferer and Laurent, 1985). Traylor (1981) in his research stated that the
personal involvement of consumers provides a direct assessment of e perception of the
importance of the product. Coulter et al (2003) investigated the relationship between
consumer pri mvolvement and knowledge on purchasing decisions. The results of the
study stated here is a positive and significant relationship between product
involvement and product knowledge on consumer buying decisions. The dimensions of
product involvement used are product interests, risk interests, symbolic value of the product
and product pleasure value. However, Gendel-Guterman and Levy (2013) noted that product
involvement was defined as a single dimension, namely, “Interests meerns.” In this
study, the product involvement variable is not only explained on how “important”
consumers find certain attributes individually but also as a measure of how many aspects or
attributes of a product that are considered important by someone, especially halal products.

Product i ement greatly affects consumer behavior in the market (Coulter ef al,
2003). When consumers with low levels of product involvement, they tend to consider
extrinsic factors such as advertising, prices and recommendations from others, including
salespeople In shopping at the time of making a purchase (Gendel-Guterman and Levy,
2013). However, when consumers are more involved with products, they are mare likely to
rely on intrinsic conditions to make decisions (Bian and Moutinho, 2011).

Petty ef al. (1983) used envolvement in the concept of “low envolvement” to explain the

that when a consumer has a high el of envolvement, consumers will look for more
accurate product information. Park el al (2007) revealed that product envolvement is an
important variable in consumer behavior. With a high level of involvement, consumersg®ill
look for product information at a higher level. Siala (2013) found that products with ngh
involvement would have a far more positive influence on brand awareness, brand loyalty
an rchasing decisions, compared to products with low involvement.

ased on the above discussion, the following hypothesis is proposed:

H2 There is a significant relationship between product involvement and purchasing
decision-making,




2.3 Moderating role of halal brand awareness in purchase decision-making

Purchasing decision is a process where consumers make an assessment of various alternate
products, then choose one product that is needed based on certain considerations.
Purchasing decisions are an important part of consumer behavior. According to Karimi ef al
(2015), purchasing decisions are consumers’ understanding of the wants and needs of a
product by assessing from existing sources by setting purchase goals and identifying
alternates so that making a decision to buy is accompanied by behavior after buying
Consumers make the decision to make a purchase based on their knowledge and experience
ofa product (Racherla, 2008).

According to Kotler and Keller (2015), there is a hierarchy of consumer behavior that
causes purchases. The purchase decision-making process refers to actions that are more
congistent to meet needs (Alba and Hutchinson, 1987). One of the variables fluence
consumers’ decision to make a purchase is awareness of the brand of a product. Awareness
is the ability to understand, feel and become aware of a product. Brand awareness is an
emotional perception that connects consumers with certain brands (Wilsen and Liu, 2010;
Ambali and Bakar, 2014). According to Bang ef al (2014), brand awareness includes
symbolic meanings associated with specific brand attributes. In adBition, brand awareness
helps consumers to choose products or services in situations where it is difficult to
distingB®h products or services because they have the same quality (Nurhayati and Hendar,
2019). a result, brand image includes symHBlic benefits, functional benefits and
experience benefits (Ambali and Bakar, 2014). Bz on the above definitions and
explanations, this research proposes a new construction, “halal brand awareness”
and defines it as “a set of brand perceptions in the customer’s mind related to halal issues
and halal commitments.”

Halal brand awareness is obtained from consumers’ understanding and knowledge about
the hal: ducts they want to buy (Wilson and Liu, 2010; Ireland and Rajabzadeh, 2011;
Ahmed ef al, 2019). Knowledge of halal products has a positive influence on purchasing
decisions. As a result, halal brand awareness has a big influence in explaining consumer
purchasing decisions to buy halal pre )ducmflukhtar and Butt, 2012).

Golnaz ef al. (2007) states that many consumers believe that halal food products follow
maore gent safety and quality standards than non-halal products. Rezai ef al (2012)
states that halal products are healthier and safer than non-halal products. In their research,
Rezai ef al (#M2) highlighted variables that play an important role in promoting halal
products for non-Muslim consumers in Malaysia. They found that religion, safety and
environmental characteristics of the residence are the variables that significantly influence
consumer attitudes irfehe halal product brand awareness. Ambali and Bakar (2014) found
that there are three Iactors that play an important role in shaping Muslim consumer
awareness of halal products in Malaysia, namely, religion, health factors and halal
certification. Arsil ef al. (2018) provide evidence of a significant relationship between several
dimensions of halal food, namely, safety, health and intention to purchase halal. Arsil ef al
(2018) claiming that mncreasing awareness of halal products, Muslim consumers not only
read the halal label on the product but also sought to find out the source of the product.

Then, Wilson and Liu (2010) emphasize that consumer behavior is an important factor
that determines whether the person will have a favorable/unfavorable attitude toward
purchasing halal products. Accarding to Bian and Moutinho (2011), consumers who have a
positive involvement with product will have a positive attitude toward the product.
Thus, if Muslim &)m%m&l&?& a positive attitude toward halal products based on the
involvement involved, then s are more likely to buy products that are labeled halal
(Armitage and Conner, 1999; Al ef al., 2017; Asif ef al, 2018, Wang ef al, 2019). So much
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Figure 1.
Researchmodel and
proposed hypothesis

research has finally suggested that understanding the behavior and attitudes of Muslim
consumers toward halal products by looking at aspects of knowledge and involvement in
the product and also awarenes$gEfgthe halal brand is an important area for future research
(Mukhtar and Bu 12; Rezai ef al., 2012 Aziz and Chol, 2013; Asif ef al, 2018; Nurhayati
and Hendar, 2019; Wang et al, 2019).

Based on the above discussion, the following hypothesis is proposed:

H3. Halal brand awareness moderates grelationship between product knowledge and
purchase decision-making.

H4., Halal brand awareness moderates the relationship between product involvement
and ase decision-making.

The research model is shown in Figure 1.

3. Methods
3.1 Sample and data collection
The locations of this study are five major cities in Indonesia, namely, Yogvakarta, Surabaya,
Surakarta, Malang and Jakarta. Sampling in the five cities because the dties are student cities,
and also aties with more population and more famous in Indonesia, so the sample will be more
heterogeneous. Sampling in this study using convenience sampling techniques by distributing
questionnaires to consumers in large supermarkets in each sample city (Nunnally, 1978,
Ferdinand, 2006; Hair ef af, 2010; Ghozali, 2017). Researchers distributed 500 questionnaires and
465 questionnaires could be used. The data were collected in December 2019 to January 2020.
This research focuses on primary data collected thmgh structured questionnaires
developed and adapted from existing literature. Scales were measured using a seven Likert
type scale (1 represent strongly disagree and 7 represent strongly agree). The questionnaire
consists of 36 items. The imtial four items (a—d) match up to demographic items. Dimensions
of halal brand awareness HB1-HB8 (Agustina and Hana, 2019; Nurhavati and Hendar, 2019;
Vanany ef al, 2019). Dimensions of product knowledge PK1-PK8 (Karimi ef af, 2015; Oh
and Abraham, 2016). Dimensions of product involvement PI1-PI8 (Laurent and Kapferer,
1985; Mittal, 1989; Gendel-Guterman and Levy, 2013). Dimensions of purchase decision-
making PDM1-PDMB8 (Mondelaers ef al., 2009; Rezai ef al,, 2012). All questions are modified
to be associated with the purchase of halal food products.

3.2 Data analysis

Demographic characteristics of respondents will be processed using international buhess
machines corporation statistical product and service solutions 22, This study adopts a two-
stage approach proposed by Anderson and Gerbing (1988) for structural equation modeling

Halal Brand
Awareness
H3
R4
Product Knowledge
H1 Purchase
Decision Making

Product imvolvement 2




2
(SEM), which is the first stage to test the research framework and the second stage to test
the research hypotheses (Bryne, 201 lunch, 2017; Hayes, 2017). For the first stage,
analyzing the research model using confirmatory factor analysis (CFA) to assess the
reliabiB¥ and validity of the measurement model (Abowitz and Toole, 2010). For the second
stage, this study uses SEM to test the research hypothesis, namely, the direct mfluence
between variables and the influence of moderating variables (A. F. Hayes, 2017).

4. Results
4.1 Demographic characteristics
Demographic information on the respondent’s gender, religion, age and education level are
explained in Table 1.

According to Table 1, approximately 69.7% are female, 67.5% are Muslims, 47.5% in the
age range of 21-30vears and 72.5% have higher level education, which are bachelors,
master and doctor degree.

4.2 Descriptive stalistics

To do the descriptive scoring on each variable in this study, categorizing is used based on
interval scales with the average scores. Categories of the scores for each variable based on
interval scales can be identified in Table 2.

Demographic factors Frequency (")

City

Yogyakarta 100 215
Surabaya 90 19.4
Surakarta 100 215
Malang 80 17.2
Jakarta 95 204
Total 465 100.0
(render

Male 141 0.3
Female 324 60.7
Total 465 100.0
Religion

Muslim 314 67.5
Non-Muslm 151 325
Total 465 100.0
Age

21-30 221 47.5
3140 116 .0
41-50 93 200
Above 50 35 75
Total 465 100.0
Edwcation level

Lower level 128 5
Upper level [37 725
Total 465 100.0

Source: Primary data (2020)

Halal brand
AWAreness

Table 1.
Demographic
characteristic
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Table 2.
Descriptive statistics
and scoring
categories based on
scales

According to Table 2, 1t can be seen that purchase dedsion-making have the highest
average score. The highest scores indicated a higher tendency for purchasing behavior.
While product knowledge have the lowest average score, but still in the high interval scale
categary.

4.3 Model testing

CF A 1s used to test the validity of the questionnaire. After the validation test, it can be
seen that all indicators are valid because they have an estimated standardized
regression weights = 0.5. Validation test can be seen in Table 3 output standardized
regression weight.

Reliability test tied out to determine the extent to which the results of measuring
instruments using the same object will produce the same data. A reliable instrument is that
it gives an identical score at all times (Kerlinger and Lee, 2000). In Table 3, the item
reliability values can be seen in the output square multiple correlation. From the results of
the study, it can be seen that in the output square multiple correlation all indicators have an
estimated value above 0.600. Because the value is greater than 0.600, the questionnaire
measurement tool ist e or meets the reliability requirements.

The normality test can be seen from the value of the critical ratio (CR) in skewness and
kurtosis, 1e. a distribution of data is said to be normal if the CR skewness number or CR
kurtosis number is between —2.58 to 2.58. However, if the numbers are below —2.58 (e.g. —4,
—b, etc.) or above 2,58, the data distribution can be said to be abnormal (Hair ef al, 2010).
Based on the output of data processing, it is seen that the overall (multi-variate) data
distribution is normal because the multi-variate number 15 1,023, This means that the
research model has fulfilled the assumption of multi-variate normality.

The test of multi-variate outliers was performed using the Mahalanobis distance criteria
at a level of p < 0.05, which can be seen in the Mahalanobis d-squared output. This study
uses 32 indicators, so to find the Mahalanobis distance value Xz (32, 0.05) = 46.19426. This
means all cases that have a Mahalanobis distance greater than 46.19426 are multi-variate
outliers, From the output of the research, it can be seen that the Mahalanobis d-squared
values are allsmaller than 46.19426 so it can be concluded that there are no outlier data.

Test of multi-collinearity can be seen in the output moments output, namely, the
determinant of the sample covariance matrix. A very small determinant value indicates an
indication of multi-collinearity and singular problems (Hair ef al, 2010). It is expected that
the determinant value moves away from 0 and even better if it 1s more than 1. It can be seen
that the determinant of the sample covariance matrix value 1s 0.943. Because the value
moves away from 0, there is no multi-collinearity.

Variable Mean sD Scoring interval scales
Product knowledge 546 0.49 High

Product involvement 6.26 0.32 Very high

Halal brand awareness 6.15 (.55 High

Purchase decision-making 6.50 .61 Very high

Interval scale 1.00-1.85 Very low; 1.86-271 Low; 2.72-3.57 Low enough;
3.58-4.43 Neutral; 4.44-5.29 High enough; 5.30-6.15 High and 6.16-7.00 Very high

Source: Primary data (2020)




Indicators Variables SEW SMC
PK1 <— Product knowledge 0.638 0615
PK2 <— Product knowledge 0.859 0.889
PK3 <— Product knowledge 0.903 0870
PE4 <— Product knowledge 0613 0.661
PK5 <— Product knowledge 0717 0925
PK& <— Product knowledge 0.862 0.679
PK7 <— Product knowledge 0.597 0759
m < Product Bflwledge 0.890 0717

< Product mvolvement 0.673 0628
P12 <— Product involvement 0.516 0.757
PI3 < Product involvement .564 0.789
Pl4 <— Product mvolvement 0.724 0.836
PI5 <— Product imvolvement 0.773 0777
PI6 <— Product involvement 0.738 0609
PI7 < Product involvement .681 0770
PI8 <— uct involvement 0.942 0671
HB1 <— lal brand awareness 0.734 0.822
HB2 < Halal brand awareness 0.867 0713
HB3 <— Halal brand awareness 0.709 0.825
HB4 < 1l brand awareness 0.523 0711
HB5 <— Ial brand awareness 0.761 0.835
HB& <— Halal brand awareness 0.881 0919
HB7 <— Halal brand awareness 0.643 0.819
HB8 < Halal brand awareness 0.672 0827
rbuM1 <— Purchase decision-making 0.821 0.688
PDM2 < Purchase decision-making 0613 0.657
PDM3 <— Purchase decision-making 0.754 0.781
PDMA4 < Purchase decision-making 0.752 0.636
PDM5 <— Purchase decision-making 0.721 0787
PDMG <— Purchase decision-making 01653 0719
PDM7 <— Purchase decision-making (1634 0.750
PDMB <— Purchase decision-making 0.961 0.651

Notes: SRW: standardized regression weight; SMC: squared multiple correlations
Source: Primary data (2020)

Halal brand
AWAreness

Table 3.
Validity and
reliability test

Goodness of fit test can be seen in Table 4.%6(1 on Table 4, it can be seen that all indexes
of goodness of fit test are at fit and good fit, so the model is appropriate and can be
continued on further analysis,

4.4 Hypothests testing
4.4.1 Hypothesis testing direct effect between variables. After the overall structural model is
fit, the next process is testing the research hypothesis. Testing this hypothesis is done by
looking at the estimated results of the research model. If the CR value = 196 and the p-value <
0.05 then the hypothesis is supported. If the CR value <196 and the p-value =005 then the
hypothesis is rejected (Hair of al, 2010). The estimation results of the model can be seen in
Table b

HI: ve is a significant relationsfip between product knowledge and purchasing
decision-making. supported. This is because the probability value is less than 0.05
(*** <(.05) and the CR value is 3.151 (CR = 1.96). A positive estimate value of 0.220 means
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Table 4.
Goodness of fit index

@ﬂff value

Fit index Result Model evaluation
Chisquare Expected to be small 316432 Crood jit
ificance probability =005 0.082 Crood fit
N/DF =200 atau = 3.00 24561 Crood it
GFI =080 <1 0916 Crood fit
AGFI1 =080 <1 0923 Crood fit
PGFI =050 <1 0,643 (rood jit
NFI =085 <1 0921 Fit
IF1 Approaching 1.0 0932 Fit
TLI =085 <1 0.985 (rood fit
CFI =095 <1 0.924 Fit
RMSEA 0.03-0.08 0.052 Crood fit

mes: Chi-square: minimum value of the discrepancy function; CMIN/DF:

ed chisquare, GFL

oodness-of-fit index; AGFI: adjusted goodness-of-fit mdex; PGFL Parsimonious goodness of fit index; NFL
fit index; IFL: incremental fit index; TLL: Tucker—Lewis index CFI: comparative fit index; RMSEA:
root mean square ervor of approximation
Source: Primary data (2020)

Table 5.
Model estimation
results

Hypothesis Eﬁmﬂte SE CR. B Decision
PDM < PK 0.220 0.114 3151 ek Supported
PDM <— Pl 0.517 0.026 4952 ek Supported

otes: S.E: standard errors; CR: critical ratio; P probability (***p is significant at 001 level). PDM:
purchase decsion-making; PK: product knowledge; PI: product involvement
Source: Primary data (2020)

that the effect is positive, that is if product knowledge increases, purchase decision- I
also increases. Product knowledge is the coverage of all accurate information stored m the
consumer's memory and his perception of product knowledge. The results of the study
support previous research that the higher the product knowledge ovmed by consumers will
increase purchase decisions (Alba and Hutchinson, 1987; Rao and MEf@oe, 1988; Rao and
Sieben, 1992; Lin and Chen, 2006; Bian and Moutinho, 2011; Ibrahim ef al, 2012; Momberg
et al, 2012; Aziz and Chok, 2013; Kuminoff ef al, 2013; Banaeian ef al, 2015; Oh and
Abral . 2016; Tatiek and Hendar, 2019; Nurhayati and Hendar, 2019).

H2: There is a significant relationship between product involvement and purchasing decision-
making: supparted. This is because the probability value 1s less than 0.05 (¥¥% <0.05) and the
CR value is 492 (CR = 1.96). A positive estimate value of 0517 means that the effect is

itive, that is if product involvement increases, purchase decision-making also increases,

oduct involvement is the consumer’s fRreeption of the product based on the needs, values
and mterests inherent in the consumer (Lin and Chen, 2006; Prendergast ef al, 2010). Product
involvement is an important variable for understanding consumer decision-making behavior
(Bian and Moutinho, 2011). The results suppart previous research that when product
involvement is high, the decision process to buy becomes faster than consumers who have low
product mvolvement (Traylor, 1981; Slama and Tashchian, 1985; Zaichkowsky, 1985; Kapferer
and Laurent, 1985; Mittal Lee, 1989; Warrington and Shim, 2000; Coulter ef al, 2003; Lin
and Chen, 2006; Heiskanen , 2007; Park ef al, 2007; Racherla, 2008; Prendergast ef al, 2010,
Bian and Moutinho, 2011; VonRiesen and Herndon, 2011; Hutter ef al, 2013).




4.4.2 Hypothesis testing effect of moderating variables. For testing H3 and H4 using
mader test, there are several theories that suggest that the influence of one endogenous
latent variable is moderated by the second exogenous variable causing non-linear variables
(Hair et al,, 2010; Chen, 2015). In SEM, there are several methods that can be used to assess
maoderating effects. One of the easiest methods and can estimate moderating effects on complex
SEMs is the Ping method (Ping, 1996b, 1996a; Li ef al,, 1998). Ping states that a single indicator
should be used as an indicator of a moderating variable (Ping, 1996b, 1996a). The single
indicator is a multiplication of exogenous latent indicators and their moderator indicators.

This moderation analysis is done by imputing data from the variables involved in
moderation interaction i.e. product knowledge, product involvement, halal brand awareness
and purchase decision-making variables. The next process 1s to model the intel')n
moderation, with the halal brand awareness variable acting as a moderating variable to the
relationship between product knowledge, product involvement and purchase decision-
making variables (Figures 2 and 3).

H3: Based on the output of the analysis results in Table 6, the interaction variable
between product knowledge and halal brand awareness has a significant effect on purchase
decision-making (P < 005 and CR = 1.96): supported. So it can be concluded that halal
brand a ess variables are moderating variable or halal brand awareness variable
moderate the relationship between product knowledge and purchase decision-making,

H4: Based on the output of the analysis results in Table 6, the interaction variable
between product involvement and halal brand awareness has a significant effect on
purchase decision-making (7 < 0.05 and CR = 1.96): supported. So it can be concluded that

halal bra areness variables are moderating variable or halal brand awareness variable
maoderate the relationship between product involvement and purchase decision-making,.
Zscore(PK)
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084 PK_x_HBA L | Zscore(PDM)
0.5% 0.35
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Etimatc SE.

Interaction moderation path CR. ]
ZPDM — ZHBA 0.523 0.083 6.263 e
ZPDM — Pl_x HBA 0.099 0.047 2118 0,034
ZPDM — ZP1 0.331 0.085 3.882 e
DM — ZPK 0.436 0.131 3.336 ok
DM — PK_x_HBA 0.083 0.045 1.834 ok
ZPDM — ZHBA (1.351 0.127 2759 hE
Table 6 Notes: CR: critical ratio; P: probability (##* p is significant at 0,01 level). PDM: purchase decision-making;
Interaction HBA: Halal brand awareness. PK: product knowledge; PI: product involvement
moderation Source: Primary data (2020)
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Based on Figures 4 and 5, it can be concluded that for both high and low goduct knowledge
and product involvement 1 there is a halal brand awareness role in increasing the
positive influence between product knowledge and product involvement on purchase

decision-making.

The results of this study support a large number of empirical studies, which est d
positive relationship between brand awareness and purchase decision-making (Aziz and
Chok, 2013; Yukichika ef al, 2018; Agustina @hd Hana, 2019; Babatunde ef al, 2019;
Mohamed, 2019). For example, Mohamed (2019) found that halal brand quality produces an
excellent reputation and provides positivi d awareness to consumers. In addition, some
researchers argue that brand awareness tends to build positive attitudes, which, in turn,
influence consumer attitudes toward brands, frequency of purchases and brand lovalty
(Mohamed, 2019; Muslichah ef al., 2019; Tatiek and Hendar, 2019).

The findings of this study provide a new picture of the role halal brand awareness, which
until now there has been no research conducted on the influence of halal brand awareness as
a moderating ble. Based on Figure 6, it can be seen that by understanding the attitudes
and desires of Muslim and non-Muslim consumers toward halal products by looking at
aspects of their knowledge and involvement in the product and also by the role of halal
brand awareness, it 1s expected to mncrease purchasing decfibns. Similar to the role of brand
awareness for products, in general, halal brand awareness can create value for the company
because it can make it easier for consumers to find information about halal products,
thereby creating associations that create feelings and positive attitudes toward consumers
of | products than other products of the same brand. .

n the context of halal products, some researchers have stated that product knowledge
and produ olvement refers to the personal relationship between products and
consumers. For Muslim consumers, trust in halal products is influenced by their knowledge
of the halal attributes of the product (Rezai ef al, 2012). Ambali and Bakar (2014) shows that
consumers trust more halal products because they follow strict rules against Islamic law
compared to non-halal products, In a study conducted by Chan W@RPark and Moon (2003),
it is known that product knowledge is a moderating variable in the relationship between
product imvolvement and purchasing decisions. Knowledge and involvement of products
owned by consumers can strengthen or weaken the relationship between the relationship of
product involvement with purchasing decisions (Brockman and Morgan, 2003; Tang ef al.,
2010; Mohd Suki, 2016).

Halal brand

Awdreness

Figure 6.

Purchase decision-
making of halal food
product
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5. Discussion and implications
Although many previous studies address the issue of brand awareness, there is no research
that has explored the concept of halal brand awareness. Therefore, this research applies a
new construction concept, namely, ffBlal brand awareness, which is then developed to
describe the relationship between pi knowledge, product involvement, purchase
decision and halal brand awareness. In addition, this study is the first to develop an
integrated model to investigate modeﬁng relationships between variables

Empirical results indicate that product knowledge has a ‘slgmh(,dnt and positive
influence on purchase decision-making (f1). Product involvement has a significant and

itive influence on purchase decision-making (HZ2). In addition, halal brand awareness
acts as a moderating variaEFlin the relationship between product knowledge and purchase
decision-making (H3) andfgl the relationship between product involvement and purchase
decision-making (H4). All proposed hypotheses were supported in this study. The results
show that it is very important for companies and producers to ensure that halal brand
awareness Is a very important variable to attract halal-conscious consumers (Wilson and
Liu, 2011; Razzaque and Chaudhry, 2013; dichah ef al, 2019; Tatiek and Hendar, 2019).
Likewise, positive product knowledge ant?%uct involvement play an important role in
influencing consumer purchasing decisions (Lin and Chen, 2006; Prender gast et al, 2010;
Bian and Moutinho, 2011). From another perspective, when the halal brand attribute is equal
to the competitor’s brand, halal brand awareness will act as an added value that can produce
consumer preferences for the brand (Ahmed, : Shah Alam and Mohamed Sayuty, 2011;
Soon and Wallace, 2017; Elseidi, 2018). So the results of the study can confirm that in halal
products without providing a strong halal brand awareness, (2 efforts of producers to
attract halal-conscious consumers with halal product attributes such as product knowledge
and product involvement will experience difficulties.

Theoretical imphcations

e results of this study indicate that the higher nowledge of consumer products, the
higher the consumer decides to make a purchase (Kao and Monroe, 1988; Rao and Sieben,
1992; Momberg ef al., Karimi ef al, 2015; Oh and Abraham, 2016). The results of this
study also showed that the higher the level of consumer product involvement, the higher the
behavior in deciding to make a purchase (Hollebeek ef al, 2007, Park ef al., 2007; Siala, 2013).
Therefore, this study shows that consumers with a higher frequency of involvement and
have more detailed product knowledge, such as quality, service, taste and comfort can
decide to make a purchase more quickly and dULUldt&lY .

The influence of halal brand awareness in the 1eldt10n1-sh1p between product knowledge
and product involvement on purchase deci aking is also significant (Ozguven, 2012,
Figueroa, 2013; Latif ef al, 2014; Abu-Hussin ef al., 2017; Soon and Wallace, 2017; Kaur ef al.,
2018; Bashir ef al, 2019). This phenomenon shows that consumers with different religious
backgrounds prefer to use halal pr@Ricts. Previous research in looking at consumer buying
behavior toward halal products used product evaluation, pur@Bse intentions or
repurchase intentions as research variables, This study focuses more on the effect of product
knowledge and product involvement on purchase decision-making. Then, develop the
moderating effect of halal brand awareness in influencing consumer purchasing decisions.

This study also answers the research gap that occurs ufffnsumer purchasing decisions.
Lin and Chen (2006) found in their empirical study that product knowledge and product
involvement had a significant positive effect on consumer purchasing decisions. Research
conducted by Soon and Wallace (2017) also explaing that when consumers choose a product,
consumers usually use their knowledge of the product to conduct an evaluation. Different




understandings and levels of knowledge will determine consumers in making purchases so
that indirectly it will also affect consumer purchase intentions. However, Tang ef al (2010)
reported that purchase decisions have a negative 1'elatimnip with the level of product
experience and product knowledge. This study verifies that product knowledge and product
involvement have a significant positive relationship with consumer purchasing decisions
moderated by halal brand awareness. Therefore, the results of this study clarify the existing
research gap.

5.2 Practical inlications
The influence of product knowledge and product involvement on business competition
strategies is very Bh (Lin and Chen, 2006). When halal product manufacturers use product
knowledge and consumer product involvement to develop appropriate competitive
strategies, it can easily win and encourage @hsumers to buy their halal products (Razzaque
and Chaudhry, 2013; Mchamed, 2019). Product knowledge and product involvement
sumers have different positive effects on consumer purchasing decisions, so consumers
must first have a certain level of product knowledge then look for various relevant
information, and finally have a high product involvement (Lin and Chen, 2006). Therefore,
the marketing strategy deve(gtled by producers must be fair to all consumers, both Muslim
and non-Muslim consumers (Aziz and Chols, 2013; Muslichah ef al, 2019). Promoation of halal
products to non-Muslim consumers can be done to attract a wider market. As it is known
that issues related to halal products regarding health, safety, quality, environment and
q;al treatment of animals can be further yrated to increase awareness of the concept
of halal products (Haque et al., 2015). So e results of this study can ultimately be used
to increase understanding and trust by Muslim and non-Muslim consumers toward
halal products. By providing relevant and targeted product information, consumer
purchasing decisions on halal products will also increase (Hollebeek ef al., 2007; Nayeem and
Casidy, 2013; Parment, 2013; Drossos ef al., 2014),

Halal producers must face competitive strategies from other producers. Halal product
image is believed to influence consumer purchasing decisions. Therefore, when
manufacturers promaote their halfll products to the market, they must consider the brand
image of their halal products, then develop the most appropriate competitiv@strategy
(Wilson and Liu, 2010; Ambali and Bakar, 2014). Execution of halal product marketing
activities helps consumersg® better understand the benefits of halal products. So that halal
products can be marketed not to Muslim consumers but also to non-Muslim consumers
(Ireland and Rajabzadeh, 2011; Mukhtar and Butt, 2012; Rezai ef al., 2012; Abu-Hussin ef al,
2017).

?3 Limitations

There are two limitatidER to this study as follows: the results of the study cannot conclude
consumers nationally: this @ldy adopts convenience sampling and the sampling area is
limited to only five regions. From the perspective of statistical theory, the sample may lack
generalization power, and may not be suitable for inference as a citizen in general. The
results of the study are not feasible to be concluded for one particular halal brand. This
study only conducts research on halal food products in general. Despite obtaining concrete
conclusions, the results of the study may not be suitable for conclusions with certain types

of halal food products.

Halal brand
awareness
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5.4 Suggestion
This finding has significant implications that can help producers to develop strategies that
are suitable for halal brand awar s and heighten consumer purchasing decisions for
halal products. With the increasing Muslim population and demand for halal products in
Muslim and non-Muslim ooungs, halal product branding is one of the trends that is
expected to be widely accepted for busin Muslim and non-Muslim countries. Halal
brand awareness has mcrease@fhe desire of Muslim and non-Muslim consumers to be more
willing to buy halal products. In ad@Rion, halal product branding can enable businesses to
access new markets, namely, non-Muslim consumers both in Muslim and @-Muslim
countries, to enjoy more competitive advantages from halal products so as to increase
pl‘nduca'ﬁi“mbﬂity by selling products at higher prices so that provide higher praofit
marging d an jabzadeh, 2011; Liang, 2012, Mukhtar and Butt, 2012; Rezai ef al.,
20ERKadirov, 2014; Abu-Hussin ef al, 2017; El-Bassiouny ef al, 2017).

is study found that consumer product knowledge is an important factor in influencing
their purchase intentions. Therefore, when producers try to develop marketing strategies
and projects, they must first understand the attitudes of consumers in handling relevant
product information, to enhance the effects of marketing strategies.

This research only conducts research on halal products in general. Future research may
choose to use one brand of halal product or compare several other halal product brands. The
results of this study support that the heterogeneity of respondents (age, education, gender
and religion) has always been an important component in the study of consumption
behavior. Therefore, research examining the influence of different cultural situations on the
relationship between product knowledge, product involvement, halal brand awareness and
purchase decisions must be an extraordinary topic for futae research because this will help
broaden the theory of buying behavior. In this study, researchers used a questionnaire
survey to verify hypotheses, thus only providing cross-sectional data. For future research,
longitudinal studies need to be conducted to see dynamic changes in consumer behavior
over time.

References

Abowitz, DA and Toole, TM. (2010), “Mixed method research: Fundamental 1ssues of design, validity,
and reliability in construction research”, Jowrnal of Construction Engineering and Management,
Vol. 136 No. 1, doi: 10.1061/(ASCE)C(.1943-7862 0000026.

Abu-Hussin, MLF,, Johari, F, Hehsan, A. and Mohd Nawawi, M.S. A B. (2017), “Halal purchase intention
among the smgaporean mushim minority”, Jowrnal of Food Products Maketing, Vol. 23 No. 7,
dot: 10.1080/10454446.2016.1141139.

Agustina, KD. and Hana, S. (2019), “Awareness level analysis of mdonesian consumers toward halal
products”, fowrnal of Iskemic Marketing, Vol 11 No. 2, pp. 522-546, dot: 10.1108/JIMA-10-2017 -
0104,

Ahmed, A. (2008), “Marketing of halal meat in the United Kingdom: Supermarkets versus local shops”,
British Food Jownal, Vol 110 No. 7, dot: 10.1108/000707 00810887 149,

Ahmed, W, Najmi, A, Faizan, HM and Ahmed, S. (2019), “Consumer behaviour towards willingness
to pay for halal products”, Brtlish Food fournal, Vol 121 No. 2, dor: 10.1108/b§-02-2018-0085.

Alba, JW. and Hutchinson, JW. (1987), "Dimensions of consumer expertise”, fowrnal of Consumer
Researdi, Vol 13 No. 4, dot: 10.1085/209080.

Ah, AA, Xiaohng, GG, Sherwani, M. and Al, A, (2017), “Factors affecting halal meat purchase

intention: evidence from international muslim students in China”, Brifisit Food Jowmal Vol. 119
No. 3, dor: 10.1108/BF]-10-2016-0455.




Al A A Xiaoling, G, Ali, A, Sherwani, M. and Hussein, 5. (2018), “Expanding the theory of planned
behaviour to predict chinese mushms halal meat purchase intention”, British Food fouwrnal,
Vol 120 No. 1, dot: 10.1108/BFJ-05-2017-0278

Ambal, AR and Bakar, A N. (2014), “People's awareness on halal foods and products: Potential 1ssues
for policy-makers”, Procedia — Soctal and Behaviovel Sciences, Vol 121, doi 10.1016/.
shspro.2014.01.1104.

Anderson, J.C. and Gerbmng, DW. (1988), “Structural equation modeling in practice: a review and
recommended two-step approach”, Psychological Bulletin, dot 10.1037/0033-2909.103 3411,
Armutage, CJ. and Conner, M. (1999), “The theory of planned behaviour: Assessment of predictive
validity and “perceived control”, British Journal of Soaal Psyelology, Vol 38 No. 1, dot: 101348

014466699164022.

Asif, M, Xuhw, W, Nasiri, A, and Ayyub, S (2018), “Determinant factors mfluencing organic food
purchase intention and the moderating role of awareness: a comparative analysis”, Food Qualtly
and Preference, Vol. 63, dot: 101016/ foodqual 2017 08.006.

Awan, HM., Siddiquei, AN. and Haider, Z. (2015), “Factors affecting halal purchase mtention —
evidence from pakistan's halal food sector”, Management Reseavch Review, Vol. 38 No. 6, dot:
10.1108/mrr-01-2014-0022.

Arsil, P. and Chok, N.V. (2013), “The role of halal awareness, halal certification, and marketing
components i determining halal purchase intention among Non-Muslms m Malaysia: a
structural equation modelng approach”, fownal of hternational Food and Agribustness
Marketing, Vol. 25 No. 1, dot: 10.1080/08974438 2013 .723997.

Arsil, P. (2018), “Personal values underlying halal food consumption: evidence from Indonesia and
Malaysia”, Bralish Food fowrnal, dot 10.1108/BFJ-09-2017-0519.

Azam, Z. (2016), “An empirical study on non-Mushm's packaged halal food manufacturers: Saudi
Arabian consumers’ purchase intention”, fowmal of Islamic Marketing, doi: 10,1108/ JIMA-12-
2014-0084.

Babatunde, JH., Asr, AM. and Razak, DA, (2019), “Halal certification mark, Brand quality, and
awareness; Do they mfluence buying decisions of migerian consumers?”, Jowrnal of Islaomic
Mavketing, dot 101108/ JIMA-07-2019-0155.

Banaetan, N., Mobli, H,, Nielsen, LE. and Omad, M. (2015), “A methodology for green supplier selection
in food industries”, dot 10.1007/978-3-642-33935-6_1.

Bashir, A.M, Bayat, A, Olutuase, S.0. and Abdul Latiff, Z.A. (2019), “Factors affecting consumers’
mtention towards purchasmg halal food i South Afnca: a structural equation modelling”,
Jowrnal of Food Products Mavketing, Vol. 25 No. 1, dot: 10.1080/10454446.2018.1452813.

Bang, H., Odio, M.A. and Rewo, T. {2014), “The moderatmg role of brand reputation and moral
obligationn an application of the theory of planned behavior”, Jowrnal of Management
Developent, dot: 10.1108D-12-2010-0102.

Bian, X. and Moutinho, L. (2011}, “The role of Brand image, product involvement, and knowledge
explaining consumer purchase behaviour of counterfeits: direct and indirect effects”, European
Journal of Marketing, Vol 45 Nos 1/2, doi: 10.1108/03090561111095658.

Blunch, NJ. (2017), “Structural equation modehng with AMOS", in fbroduclion to Structural Equation
Modeling Using IBM SPSS Statistics and AMOS, doi: 10.4135/9781526402257 nd.

BPS (2010), Sensus Pendudul 2010 - Penduduk Menuwrut Wilayah Dan Agama Yang Dianuet, Badan
Pusat Statistik.

Brockman, BEK. and Morgan, RM. (2003), “The role of existing knowledge m new product
nnovativeness and performance”, Deasion Scrences, Vol. 34 No. 2, dor: 10.1111/1540-5915.02326.

Bryne, B. (2010), “Structural equation modeling with AMOS: Basic concepts, applications, and
programming, structural equation modeling”.

Halal brand
AWAreness




JIMA

Chen, SP. (2015), "A general SEM framework for mtegrating moderation and mediation: the
constramed approach”, i Quantitative Psychology Research: The 79t Annual Meeling of the
Psychometvic Soaety, Madison, W1, 2014, dot: 10.1007/978-3-319-19977-1_17.

Coulter, RA, Price, LL. and Feick, L. (2003), “Rethmking the origins of involvement and Brand
commutment: Insights from postsocialist Central Europe”, Jowrnal of Consumer Research, Vol. 30
No. 2, doi: 10.1086/376809.

Diallo, MF. and Siqueira, [ R. (2017), “How previous positive experiences with store brands affect
purchase mtention In emerging counfries: a comparison between Brazil and Colombia”,
Internattonal Marketing Rewvew, Vol. 34 No. 4, dot: 10.1108/IMR-07-20140224.

Drossos, DA, Kokkinala, F., (naglis, GM. and Fouskas, K.GG. (2014), "The effects of product
volvement and impulse buying on purchase intentions in mobile text advertising”,
Electronic Commerce Research and  Applications, Vol. 13 No. 6, do: 10,1016/
elerap.2014.08.003.

El-Bassiouny, N.M, Wilson, J.A.J. and Esmat, 5. (2017), “An 1slamic macromarketing perspective
on sustamability”, fowrnal of Islemic Mavkeling, Vol. 8 No. 2, doi: 10,1108/ JIMA-09-2015-
0069.

Elseidi, R.L (2018), “Determinants of halal purchasing intentions: evidences from UK”, Jowrnal of
Lslamic Markeling, Vol.9 No. 1, doi: 10.1108&/TIMA-02-2016-0013.

Ferdinand, A. (2006), Metode Penelitan Manajemen Pedomean Penelthan Untuk Penulisan Skrpst Tesis
Dan Drsertai e Manajemen, Universitas Diponegoro, Semarang.

Figueroa, PH. (2013), “Food purchasing decisions in a grocery store setting”, ProQuest Dissertations
and Theses.

Gendel-Guterman, H. and Levy, S. (2013), "Does consumers’ personal involvement have an fluence on
store Brand buying proneness?”, Jowrnal of Consumer Mearketmyg, Vol. 30 No. 7, doi: 10,1108/
JCM-06-2013-0582.

Ghazali, L (2017), “Model persamaan struktural, konsep dan aplikasi dengan program AMOS 24.0,
Update bayesian SEM”, tn Model Persamaan Strufturval, Konsep dan Aplikast Dengan Program
AMOS 24, Update Bayesian SEM. doi: 10.1016/1.ando.2009.02.007.

Harr, ], Black, W, Babin, B. and Anderson, R. (2010), Muliivarate Data Analvsis: A Global Perspective,
in Multivanate Data Analysis; A Global Perspective.

Haque, A, Sarwar, A, Yasmin, F., Tarofder, A K. and Hossain, M.A. (2015), “Non-mushm consumers'
perception toward purchasing halal food products m malaysia”, Jowrnal of Islemic Mavkeling,
Vol. 6 No. 1, dot: 10.1108/JIMA-04-2014-0033.

Hayes (2017), Methodology tn the Social Sciences: Introduction to Mediation, Moderation, and
Conditional Process Analysis: A Regression-Based Approach, The Guilford Press, New York,
NY.

Hayes, AF. (2017), "Methodology in the social sciences: Introduction to mediation,
moderation, and conditional process analysis”, A Regression-Based Approach, dot 978
1-60918-230-4.

Heiskanen, E., Hyvinen, K., Niva, M. Pantzar, M., Timonen, P. and Varonen, J. (2007), “User
imvolvement i radical innovation: Are consumers conservative?”, Ewwopean Journal of
Fmovation Management, doi: Vol 10 No. 4, dot 10,1108 146010607 10828790

Hollebeek, LD, Jaeger, SR, Brodie, R]. and Balerm, A, (2007), “The mfluence of mvolvement on
purchase intention for new world wine”, Food Qualily and Preference, Vol. 18 No. 8, doi: 10,1016/
1foodqual 2007.04.007,

Hutter, K., Hautz, J., Dennhardt, S. and Faller, ]. {2013), “The impact of user interactions n
social media on brand awareness and purchase intention: the case of MINI on facebook”,
Jowrnal of Product and Brand Management, Vol. 22 Nos 5/6, dot: 10.1108/JPBM-05-2013-
0299,




[brahim, LLS,, Raof, N.A, Samori, Z. and Sabtu, N. (2012), “Traceabuty and certification in meat
supply chain”, Procedia — Social and Behavtoral Sciences, dot: 10.1007/513398-014-0173-
72

[reland, ]. and Rajabzadeh, S.A. (2011), “UAE consumer concermns about halal products”, Jowmal of
Islemmic Marketing, Vol 2No. 3, dot: 10.1108/17590831111164796.

Jusmaliani, J. and Nasution, H. (2013}, “Religiosity aspect in consumer behaviour: determinants of
halal meat consumption”, ASEAN Mavketing fowrnal Vol 1 No. 1, do: 1021002/amy;.
v111.1977.

Kadirov, D. (2014), “Islamic marketing as macromarketing”, Jowmnal of Islamic Marketing, Vol 5 No. 1,
dot: 10.1 108/TIMA-09-201 2-0054.

Kapferer, ]-N. and Laurent, (. (1985), “Consumer involvement profiles: a new practical approach to
consumer nvolvement”, fournal of Adverttsing Research, Vol. 25 No. 6.

Karimi, 8., Papamuchail, KN, and Holland, CP. (2015), “The effect of prior knowledge and decision-
making style on the online purchase decision-making process: a typology of consumer shopping
behaviour”, Decision Support Systems, Vol 77, doi: 10.1016/).dss. 2015.06.004.

Kaur, K., Osman, S, Kaur, S, and Singh, J. (2018), “Is halal a priority in purchasmg cosmetics in
Malaysia among muslim malaysian women?”, lnlernalional Jowrnal of Business, Economics and
Laie,

Kerlmger, F. and Lee, H (2000), “Multiple regression analysis: Foundations”, in Foundabions of
behavioval research.

Kotler, P. and Keller, K L. (2015), Marketing Mangement, Pearson Edition Limited.

Kuminoff, N.V., Smith, VK. and Timmins, C. (2013), “The new economics of equilibrium sorting and
policy evaluation using housing markets”, Jowrnal of Economic Lilerature, Vol. 51 No. 4,
pp. 10071062, available at: www.jstor.org/stable/23644816.

Latif, LA, Mohamed, Z,, Sharifuddm, ], Abdullah, AM. and Ismal, MM (2014), "A comparative
analysis of global halal certification requirements”, Journal of Food Products Mavketing, Vol. 20
No. 1, dot: 10.1080/10454446.2014.921869.

Laurent, (. and Kapferer, J-N. (1985), “Measuring consumer mvolvement profiles”, Jowna of
Muarketing Research, Vol. 22 No. 1, doi: 10.2307/3151549,

Li, F.,, Harmer, P, Duncan, T E,, Duncan, 5C., Acock, A. and Boles, S. (1998), "Approaches to testing
nteraction effects usmng structural equation modeling methodology”, Multtvariate Belavioral
Research, Vol. 33 No. 1, dot: 10.1207/s15327906mbr3301_1.

Liang, Y-P. (2012), “The relationship between consumer product involvement, product knowledge and
impulsive buying behavior”, Procedia - Social and Belhavioval Sciences, Vol. 57, doi: 10,1016/,
shspro.2012.09.1193,

Lin, LY. and Chen, CS. (2006), “The mfluence of the country-of-origin image, product knowledge and
product involvement on consumer purchase decisions: an empirical study of insurance and
catering services m Taiwan”, Jowrna! of Conswmer Markeling, Vol. 23 No. 5, doi: 10.110&
(7363760610681 655.

McKimnsey Global Institute (2019), Globalizalon m Transition: The Futwre of Trade and Value Chains,
McKinsey and Company.

Mattal, B. (1989), “Measurmg purchase-decision involvement”, Psychology and Marketing, Vol 6 No. 2,
doi: 10.1002/mar 4220060206.

Mittal, B. and Lee, N5, {1989), “A causal model of consumer involvement”, Journal of Economic
Psychology, Vol 10 No. 3, doi: 10.1016/0167-4870(89)90030-5.

Mohamed, B.A. (2019), “Effect of halal awareness, halal logo and attitude on foreign consumers’
purchase intention”, British Food Journal, Vol 121 No. 9, pp. 1998-2015, doi: 10.110&/BF]J-01-
2019-0011.

Halal brand
AWAreness




JIMA

Mohd Sulka, N. (2016), "Green product purchase ntention: impact of green brands, atttude, and
knowledge”, British Food Jowrnal, Vol. 118 No. 12, doi: 10.1108/BFJ-06-2016-0295,
Momberg, D, Jacobs, B. and Sonnenberg, N. (2012), “The role of environmental knowledge in young

female consumers’ evaluation and selection of apparel in South Africa”, International Jouwrnal of
Conswmer Studies, Vol. 36 No. 4, doi: 10.1111/5.1470-6431 2011.01061 x.

Mondelaers, K, Verbeke, W. and van Huylenbroeck, G. (2000), “Importance of health and environment
as quality traits m the buying decision of organic products”, British Food Journal, Vol. 111
No. 10, dor: 10.110& 0007070001 0992952,

Mukhtar, A. and Butt, NM.M. 2012), “Intention to choose halal products: the role of religiosity”, fournal
of Idamic Marketing, Vol. 3No. 2, doi: 10.1108/17590831211232519.

Muslhichah, M, Rose, A. and Lutfi, AR. (2019), “The effect of halal foods awareness on purchase
decision with religiosity as a moderating vanable: a study among university students in Brune:
Darussalam”, Jowrnal of Idamic Markelmg, Vol. 11 No. 5, dot: 10,1108/ TIMA-09-2017-0102.

Nayeem, T. and Casidy, R. (2013), “The role of external influences in high involvement purchase
behaviour”, Marketmg Intelligence and Plawung, Vol 31 No. 7, doi: 10.1108/MIP-02-2013-0030.

Numnally, J. (1978), “Psychometric theory (2nd ed)”, Journal of Chemical Information and Modeling, dot
10.1017/CBOST81107415324.0044.

Nurhayati, T. and Hendar, H. (2019), “Personal intrinsic religiosity and product knowledge on halal
product purchase intention: Role of halal product awareness”, Jowrnal of Islonic Mavkeling,
Vol. 11 No. 3, dot: 10.1108/JIMA-1 1-2018-0220.

Oh, K. and Abraham, L. (2016), “Effect of knowledge on decision making in the context of organic
cotton clothing”, International Jowrnal of Consumer Shucies, Vol. 40 No. 1, dot: 101111/1e8.12214.

Ozguven, N. (2012), "Organic foods motivations factors for consumers”, Procedia - Socal and
Behavtoval Sciences, Vol. 62, doi: 101016/ sbspro.2012.09.110.

Park, CW. and Moon, B]. (2003), “The relationship between product Involvement and product
knowledge: moderating roles of product type and product knowledge type”, Pswhology and
Mavkettng, doi: 10.1002/mar 10105.

Park, DH, Lee, J. and Han, I (2007), “The effect of on-line consumer reviews on consumer purchasing
intention: the moderating role of involvement”, Filernaltonal fowrnal of Electronie Conmerce,
Vol. 11 No. 4, doi: 10.2753/JEC1086-4415110405.

Parment, A. (2013), "Generation Y vs. Baby boomers: Shopping behawvior, buyer imvolvement and
implications for retailling”, Journal of Retatbng and Consuwmer Services, Vol 20 No. 2, dot
10,1016/ jretconser 2012.12.001.

Petty, RE,, Cacioppo, J.T. and Schumann, D. (1983), “Central and peripheral routes to advertising
effectiveness: the moderating role of mvolvement”, fowrnal of Conswmer Research, dot 10,1086/
208954,

Ping, R A, (1996a), “Estimating latent variable interactions and quadratics: the state of this art”, fournal
of Management, Vol. 22 No. 1, doi: 10.1016/50149-2063(96)90016-1.

Ping, R.A. (1996h), “Latent variable interaction and quadratic effect estimation: a two-step technique
using structural equation analysis”, Psyelologionl Bulletin, Vol. 119 No. 1, doi: 10.1037/0033-
2009.119.1.166.

Prendergast, G P., Tsang, ASL. and Chan, CN.W. (2010), “The interactive influence of country of

origin of Brand and product mvolvement on purchase mtention”, Jownal of Consumer
Mavketing, Vol 27 No. 2, doi: 10.1108/07363761011027 277

Racherla, P. (2008), “Factors influencing consumers’ trust perceptions of online product reviews: a
study of the tourism and hospitality online product review systems”, ProQuest Dissertations
and Theses.

Rao, AR and Monroe, K.B. (1988), “The moderating effect of prior knowledge on cue utilization in
product evaluations”, Jowernal of Conswmer Research, Vol. 15 No. 2, dot: 10.1086/200162.




Rao, AR and Sieben, W.A. (1992), “The effect of prior knowledge on price acceptalility and the type of
nformation examined”, Jowrnal of Consuwmer Research, Vol. 19 No. 2, doi: 10.1086/209300.
Razzaque, M.A. and Chaudhry, SN, (2013), “Rehgiosity and muslim consumers’ decision-making
process i a nonMushm society”, Jowrnal of Islonwe Mavketing, Vol. 4 No. 2, doi: 101108

17590831311329313.

Rezai, G., Mohamed, Z. and Shamsudin, M.N. (2012}, “Non-Mushm consumers’ understanding of
halal prmciples in Malaysia”, fouwrnal of Islamie Marketing, Vol. 3 No. 1, doi: 10.1108/
17590831211206572.

Shah Alam, S. and Mohamed Sayuti, N. (2011), “"Applying the theory of planned behavior (TPB) in halal
food purchasmg”, hlernational Jowrnal of Commerce and Management, Vol. 21 No. 1, doi
10.1108/10569211111111676.

Siala, H. (2013), "Religious influences on consumers’ high-involvement purchasing decisions”, fournal
af Services Marketing, Vol 27 No. 7, doi: 10.1108/JSM-02-201 20046.

Slama, ME. and Tashchin, A, (1985), "Selected socioeconomic and demographic characteristics
associated with purchasing mvolvement”, Jowmal of Marketg, Vol. 49 No. 1, doi: 102307/1251177.

Solomon, MR, (2012), “Consumer behavior: Buying, having, being, consumer behavior”,

Soon, JM. and Wallace, C. (2017), "Application of theory of planned behaviour in purchasing intention
and consumption of halal food”, Nutrition and Food Sctence, Vol. 47 No. 5, dot: 10.1108/NFS-03-
2017-0059.

Swinyard, W R, (1993), “The effects of mood, imvolvement, and quality of store experience on shopping
ntentions”, Journal of Consumer Research, Vol 20 No. 2, doi: 10.1086/200348.

Tang, 7., Chen, X. and Xiao, J. (20010}, “Using the classic grounded theory approach to understand
consumer purchase deaision n relation to the first customized products”, fouwrnal of Product and
Brand Management, Vol. 19 No. 3, doi: 10.1108/1061 0421011046 166.

Tatiek, N. and Hendar, H. (2019), “Personal intrinsic religiosity and product knowledge on halal product
purchase mtention: Role of halal product awareness”, Jowrnal of Islamie Marketing, Vol. 11 No. 3,
doi: 10.1 108/JIMA-11-201 8-0220.

Traylor, M.B. (1981), "Product involvement and brand commutment”, Journal of Advertising Research,
Vol 21 No. 6, pp. 51-56.

Vanany, L, Soon, M, Maryam, A and Wibawa, B.M. (2019), “Determimants of halal-food consumption
in Indonesia”, fowrnal of Islanae Marketing, Vol. 11 No. 2, dot 101108/ TIMA-09-2018-0177.

VonRiesen, R.D. and Herndon, N.C. (2011), “Consumer involvement with the product and the
nature of brand loyalty”, Jowrnal of Marketing Channels, Vol. 18 No. 4, doi: 10,1080/
1046669X%.2011.613322.

Wang, X, Pacho, F, Ly, J. and Kajungiro, R. (2019), “Factors influencing organic food purchase
intention m tanzania and Kenya and the moderating role of knowledge”, Sustammability
{Sustainability), Vol 11 No. 1, doi: 10.339(0¢sul11010209.

Wang, H, Ma, B. and Bai, R. (2019), “How does green product knowledge effectively promote green
purchase mtention?”, Sustamabelily, Vol 11 No. 4, doi: 10.3390/sul1041193.

Warrington, P. and Shim, S. (2000), “An empincal mnvestigation of the relationship between product
involvement and brand commitment”, Psyehology and Mearketing, Vol 17 No. 9, dot: 10,1002
1520-6793(200009)1 79761 AID-MARZ=3.0.00;2-9.

Wilson, LA J. (2014), “The halal phenomenon: an extension or a new paradigm?”, Social Business, Vol. 4
No. 3, doi: 10.1362/204440814x 141034 54934294,

Wilson, J. A J. and Grant, J. (2013), “Islanuc marketing — a challenger to the classical marketing
canon?”, Journal of Islamic Marketing, Vol. 4 No. 1, dot: 10.1108/17500831311306327.

Wilson, J.AJ. and Liu, J. (2010), “Shaping the halal into a brand?”, Jownal of Iskemic Maketing, Vol. 1
No. 2, doi: 10.1108/17590831011055851.

Halal brand
AWAreness




JIMA

Wilson, J.AJ. and Liy, J. (2011), “The challenges of 1slamic branding: Navigating emotions and halal”,
Journal of Islemc Marketing, Vol. 2No. 1, dor: 10.1108/17590831111115222,

Yulachika, K, Nu, HSN. and Syed, SA. (2018), "Non-Mushims' acceptance of imported products with
halal logo: a case study of Malaysia and Japan”, Journal of Islomic Mavketing, Vol. 9 No. 1,
pp- 191-203, dot: 10.1108/IM A-02-2016-0009.

Zaichkowsky, JL. (1985), “Measuning the mvolvement construct”, Jowrnal of Consumer Research,
Vol. 12 No. 3, dot: 10.1086/208520.

Corresponding author
Emy Rachmawati can be contacted at: emyunsoed9(@gmail.com

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints. htm
Or contact us for further details: permissions@emeraldinsight.com




7. A moderating role of halal brand awareness to purchase
decision making

ORIGINALITY REPORT

20, 11« 174 3

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS
PRIMARY SOURCES
morgana.unimore.it 4
Internet Source %
B Afzaal Ali, Guo Xiaoling, Mehkar Sherwani, 40/
0

Adnan Ali. "Antecedents of consumers’ Halal
brand purchase intention: an integrated
approach", Management Decision, 2018

Publication

www.tandfonline.com 1
%

Internet Source

Long - Yi Lin, Chun - Shuo Chen. "The 1
. o %
influence of the country - of - origin image,
product knowledge and product
involvement on consumer purchase
decisions: an empirical study of insurance
and catering services in Taiwan", Journal of
Consumer Marketing, 2006

Publication

Jin Kyun Lee, Wei-Na Lee. "Country-of-Origin <1 o
Effects on Consumer Product Evaluation °
and Purchase Intention: The Role of
Objective Versus Subjective Knowledge",



Journal of International Consumer
Marketing, 2009

Publication

Submitted to Gulf University for Science &
Technology

Student Paper

<1%

Yukichika Kawata, Syed Ahmed Salman. "Do
different Halal certificates have different
impacts on Muslims?", Journal of Emerging
Economies and Islamic Research, 2020

Publication

<1%

Norazah Mohd Suki, Abang Sulaiman Abang
Salleh. "Mediating effect of Halal image on
Muslim consumers’ intention to patronize
retail stores", Journal of Islamic Marketing,
2018

Publication

<1%

Maizaitulaidawati Md Husin, Noraini Ismail,
Asmak Ab Rahman. " The roles of mass
media, word of mouth and subjective norm
in family purchase intention ", Journal of
Islamic Marketing, 2016

Publication

<1%

Lee Di Milia. "A Psychometric Evaluation
and Validation of the Preferences Scale",
Chronobiology International, 2009

Publication

<1%

Hayat M. Awan, Ahmad Nabeel Siddiquei,
Zeeshan Haider. "Factors affecting Halal
purchase intention - evidence from

<1%



Pakistan's Halal food sector", Management
Research Review, 2015

Publication

Nurfaizi Suwandi. "THE MIGRATION <1 o
BEHAVIOR MODEL OF INDONESIAN FEMALE ’
MIGRANT DOMESTIC WORKERS IN EGYPT",
Corporate Ownership and Control, 2015
Publication
Submitted to University of Portsmouth

Student Paper y <1 %
www.jed.edu.vn

Internet SJource <1 %
Andreas C. Drichoutis, Panagiotis Lazaridis,

<l%
Rodolfo M. Nayga. "An assessment of
product class involvement in food -
purchasing behavior", European Journal of
Marketing, 2007
Publication
Submitted to Sunway Education Grou

Student Paper y p <1 %
www.acarindex.com

Internet Source <1 %
Xuehua Wang, Zhilin Yang. "The impact of

L | <1
brand credibility and brand personality on
purchase intention: An empirical study in
China", Emerald, 2011
Publication
kc.umn.ac.id

Internet Source <1 %



] Osama Sam Al-Kwifi, Allam Abu Farha, Zafar <1 o
U. Ahmed. "Dynamics of Muslim consumers’ ’
behavior toward Halal products”,

International Journal of Emerging Markets,
2019

Publication

acikbilim.yok.gov.tr

Internet Sourcey g <1 %
hrcak.srce.hr

Internet Source <1 %
Farah Syahida Firdaus, Ridho Bramulya

| - <1
lkhsan, Yudi Fernando. "Predicting purchase
behaviour of Indonesian and French Muslim
consumers: insights from a multi-group
analysis", Journal of Islamic Marketing, 2022
Publication

Sul?mitt.ed to Manchester Metropolitan <1 o
University
Student Paper
Submitted to Institute of Graduate Studies,

. <l
UITM
Student Paper

Mohamed Syazwan Ab Talib, Abu Bakar <1 o

Abdul Hamid, Thoo Ai Chin. "Motivations
and limitations in implementing Halal food

certification: a Pareto analysis", British Food
Journal, 2015

Publication




Pramono Hari Adi, Feronica Via Christiany.
L . <|%
"Religiosity and Purchase Intention of
Purwokerto Halal Mart", SHS Web of
Conferences, 2020
Publication
Rodoula Tsiqtsou. "The role of .perce'ived <1 o
product quality and overall satisfaction on
purchase intentions", International Journal
of Consumer Studies, 2006
Publication
Submitted to University of Huddersfield
Student Paper y <1 %
repository.iainbengkulu.ac.id
InteIanet Sourcey g <1 %
thesis.lib.cycu.edu.tw
Internet Source y <1 %
Emma Tonkin, Annabelle M Wilson, John <1 o
Coveney, Trevor Webb, Samantha B Meyer. ’
"Trust in and through labelling - a
systematic review and critique", British Food
Journal, 2015
Publication
Nur Rizqi Febriandika, Vamel Wijaya, <1 o

Lukmanul Hakim. "Gen-Z Muslims’ purchase
intention of halal food: Evidence from
Indonesia", Innovative Marketing, 2023

Publication




Yong-Pyo Hong, Youngjun Kim, Beon Cheol <1 o
Cin. "Product-Service System and Firm ’
Performance: The Mediating Role of Product
and Process Technological Innovation",

Emerging Markets Finance and Trade, 2015
Publication
flore.unifi.it

Internet Source <1 %
ris.utwente.nl

Internet Source <1 %
Bekir DEMIRTAS. "Assessment of the

. <l
impacts of the consumers’ awareness of
organic food on consumption behavior",

Food Science and Technology, 2019
Publication
Tamer Baran. "A literature review and

. . . <l%
classification of the studies on “halal” in
Islamic business journals (2010-2018)",

Journal of Islamic Marketing, 2020
Publication

Yusuf Hassan, Anirban Sengupta. "India - an <1 o
untapped market for halal products”,
Journal of Islamic Marketing, 2019
Publication
eprints.uthm.edu.m

IntErnet Source y <1 %
hj.diva-portal.or

Ingernet Souch)e g <1 %




magscholar.com

Internet Source

<1%

opus.lib.uts.edu.au

Internet Source

<1%

repository.uph.edu

Internet Source

<1%

technews.tmcnet.com

Internet Source

<1%

umexpert.um.edu.my

Internet Source

<1%

www2.mdpi.com

Internet Source

<1%

Business Process Management Journal,
Volume 6, Issue 2 (2006-09-19)

Publication

<1%

Carla A. Green, Michael R. Polen, Nancy A.
Perrin. "Structural Models of Gender,
Alcohol Consumption, and Health",
Substance Use & Misuse, 2009

Publication

<1%

Ul
B

Linda D. Hollebeek, Roderick J. Brodie.
"Wine service marketing, value co - creation
and involvement: research issues",
International Journal of Wine Business

Research, 2009

Publication




Mohamed Syazwan Ab Talib, Abu Bakar <1 o
Abdul Hamid, Thoo Ai Chin. " Can ’
certification influence logistics
performance? ", Journal of Islamic
Marketing, 2016

Publication

Mohammad Iranmanesh, Maryam Mirzaei, <1 o
Seyed Mehrshad Parvin Hosseini, Suhaiza ’
Zailani. "Muslims’ willingness to pay for
certified halal food: an extension of the
theory of planned behaviour", Journal of
Islamic Marketing, 2019

Publication

Submitted to UIN Sunan Kalijaga Yogyakarta <'] 0%

Student Paper

Ul
El

etdncku.lib.ncku.edu.tw
Internet Source <1 %
iceb.johogo.com
InternetJSourceg <1 %
Andreas Klein, Helfried Moosbrugger. <1 o

"Maximum likelihood estimation of latent
interaction effects with the LMS method",
Psychometrika, 2000

Publication

Fatya Alty Amalia, Adila Sosianika, Dwi <1
: : . %
Suhartanto. "Indonesian Millennials’ Halal
food purchasing: merely a habit?", British
Food Journal, 2020

Publication

57




Kang Li Lim, Geoffrey N Soutar, Julie A Lee. <1
"Factors affecting investment intentions: A "
consumer behaviour perspective", Journal
of Financial Services Marketing, 2013
Publication

Lucas Nesselhauf, Johannes S. Deker, Ruth <1

: : %
Fleuchaus. "Information and involvement:
the influence on the acceptance of
innovative wine packaging", International
Journal of Wine Business Research, 2017
Publication

E Mozard Mohtar, Azni Zarina Taha, Ezlika <1 o
Ghazali, Mardiana Md Radzi. "Investigating °
repatronage intention in stores carrying
halal products through store personalities”,

Journal of Islamic Marketing, 2019
Publication
Trent E. Johnson, Susan E.P. Bastian. "A fine <1
o : %
wine instrument - an alternative for
segmenting the Australian wine market",
International Journal of Wine Business
Research, 2015
Publication
Yael Steinhart, David Mazursky, Michael A. <1
. . %
Kamins. "The process by which product
availability triggers purchase", Marketing
Letters, 2013
Publication
Jae-Eun Chung, Jong Pil Yu, Dawn Thorndike <1 y
0

Pysarchik. "Cue utilization to assess food



product quality: A comparison of consumers
and retailers in India", The International
Review of Retail, Distribution and Consumer
Research, 2006

Publication

Jan Mei Soon, Carol Wallace. " Application of <1 o
theory of planned behaviour in purchasing ’
intention and consumption of food ",

Nutrition & Food Science, 2017
Publication

Shadma Shahid, Mohammad Ashraf Parray, <1 o
George Thomas, Rahela Farooqi, Jamid Ul ’
Islam. "Determinants of Muslim consumers’
halal cosmetics repurchase intention: an
emerging market's perspective", Journal of
Islamic Marketing, 2022
Publication

m Veeva Mathew, Sam Thomas. "Direct and <1 o

0

indirect effect of brand experience on true
brand loyalty: role of involvement", Asia
Pacific Journal of Marketing and Logistics,
2018

Publication

Exclude quotes On Exclude matches Off

Exclude bibliography On



