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This study aims to explore the significance of halal labeling
in food and beverage purchasing decisions at minimarkets
in Palembang, Indonesia, with a particular focus on the
factors influencing Muslim consumers' choices. The
research employed a descriptive survey design, utilizing an
online questionnaire to collect data from 155 respondents
over a one-month period. Demographic information,
including age, gender, educational level, and religion, was
gathered alongside questions about the prioritization of halal
labels in purchasing decisions. Descriptive statistical
analysis was used to process the data. The findings reveal
that the halal label is the most influential factor in
consumers' purchasing decisions, followed by price and
taste. Gender did not significantly affect the prioritization of
the halal label, while age and educational level showed
variations in preference, with younger and less-educated
respondents placing more emphasis on halal certification.
The study highlights the dominant role of religious beliefs
in shaping purchasing behavior, particularly among Muslim
consumers. The research has implications for marketers and
retailers, emphasizing the importance of halal certification
in product offerings, especially in regions with a
predominantly Muslim population. However, the study's
limitations include its reliance on a non-probability
sampling method and a homogenous respondent pool, which
may not fully represent the broader population's preferences.
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1. INTRODUCTION

The impact of consumer behavior related to
religious and health aspects has become a
prominent area of interest within the academic
community. One of the primary areas of focus
is the inclination of consumers, particularly
those of the Muslim faith, to select products that

have been certified as halal. Halal has now
become an integral aspect of the lifestyle of
Muslim consumers across a range of
geographical regions. Concomitantly with the
expansion of the global Muslim population,
there has been a notable increase in awareness
concerning the significance of consuming halal
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products (Rahim et al., 2013). The
understanding of the sanctity and halalness of
products has become a crucial factor in
consumer purchase decisions (Muzdalifah &
Almuin, 2023; Nurhayati & Hendar, 2020;
Usmandani & Darwanto, 2021). In addition to
awareness of halal  products, health
considerations, perceived value, and halal
marketing have been identified as significant
drivers of consumer interest in purchasing halal
products (Astuti, 2021; Nurhasanah et al., 2017,
Nurhasanah & Hariyani, 2017). The existence
of halal certification and labeling provides
consumers with the information they require to
make informed purchasing decisions, as it
indicates that the product has been officially
recognized as halal by an authorized body
(Farisha et al., 2022). Furthermore, the quality
of halal products, as indicated by halal labeling,
has been shown to positively influence brand
image and consumer purchase decisions (Ulfia
etal., 2021).

As stated by Rahim et al., (2013), the term
"halal™ is not exclusive to food products; it also
encompasses non-food items such as cosmetics,
toiletries, pharmaceuticals, leather goods,
perfumes, writing instruments, and other
products. Furthermore, services such as
banking, entertainment, tourism, and logistics
are also associated with halal principles. As the
country with the second-largest Muslim
population in the world (Dewi, 2024), it would
be prudent for Muslims in Indonesia to adopt a
halal lifestyle in alignment with the global
trend. In accordance with Islamic teachings,
products purchased and consumed by Muslims
must comply with halal principles (Hidayati et
al., 2020). The interest in purchasing halal
products has not only been observed among
Muslim  consumers.  For  non-Muslim
consumers, the alignment of halal food product
attributes with their food preferences can result
in positive evaluations and potentially increase
their interest in halal products (Wibowo et al.,
2020). Furthermore, halal products are of
paramount importance in providing consumers
with a sense of security and trust (Fauzi et al.,
2023). As Salim et al., (2022) have observed,
consumer purchase decisions are significantly
influenced by halal labeling and promotions.
Meanwhile, Paramita et al., (2022) posit that
halal labeling, product quality, and purchase

intention influence purchasing decisions. The
findings of the research conducted by
Muzdalifah & Almuin (2023) indicate that the
majority of respondents possess a high level of
understanding of halal products, primarily
driven by religious and health factors as the
main determinants of their evaluations and
purchase intentions. Furthermore, brand image
and product information have been identified as
significant  factors influencing consumer
decision-making. However, the diversity of
respondent  preferences  indicates  that
evaluations and purchase intentions may vary
based on product types and religious
backgrounds.

Minimarkets, such as Indomaret and Alfamart,
have proliferated across Indonesia, catering to
the increasing demand for convenience among
consumers.  Studies indicate that the
convenience of location, product availability,
and competitive pricing are critical factors
driving consumer preference for minimarkets
over traditional markets (Mujahid &
Muljaningsih, 2023; Prakoso, 2021; van
Greuningen et al., 2024). The modern retail
format offers a shopping experience that aligns
with the fast-paced lifestyle of urban dwellers,
who often prioritize quick and easy access to
goods (Ujianti et al., 2023; Yulida et al., 2023).
This shift is not merely a local trend; it mirrors
global patterns where consumers gravitate
towards retail formats that provide efficiency
and convenience, often at the expense of
traditional market structures (Destiana et al.,
2024). Given this transformation in consumer
shopping habits, understanding the role of halal
labeling in minimarkets is crucial. Unlike
traditional markets where consumers often rely
on direct interaction with sellers for product
verification, minimarket shoppers depend on
packaging and labeling for product information.
This makes halal certification a key determinant
in purchase decisions, particularly among
Muslim consumers who seek assurance
regarding product compliance with Islamic
dietary laws. Additionally, the diverse
consumer base of minimarkets spanning
different ages, education levels, and religious
backgrounds provides an ideal context for
examining the influence of demographic factors
on halal-conscious purchasing behavior.
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In light of the aforementioned discussion, the
researcher is interested in investigating the
significance of halal labeling in consumer
purchase decisions for food and beverages
among minimarket consumers in Palembang
City. This research is concerned with the
influence of demographic factors, including
age, gender, religious background, and
educational level, on consumer behavior. The
objective of this research is to examine the
significance of halal labeling as a determining
factor in consumer purchase decisions for food
and beverages in minimarkets in Palembang
City. This study aims to analyze the influence
of demographic factors, including age, gender,
religious background, and educational level, on
consumer perceptions and decisions regarding
halal-labeled products.

2. LITERATURE REVIEW

A product is defined as an item that is
manufactured or produced for sale (Aziz et al.,
2022). Halal products are those that are
permitted or lawful according to Islamic law
(Azam & Abdullah, 2020; Aziz et al., 2022;
Millatina et al., 2022; Noor et al., 2023; Yaacob
et al., 2023). Halal products are required to
refrain from containing any substances that are
considered haram or forbidden in Islam,
including, but not limited to, pork, alcohol, and
other prohibited ingredients. The concept of
halal is a significant element of Islamic lifestyle
and consumption, as it provides guidance on
various aspects of life, including food,
cosmetics,  pharmaceuticals, and  other
consumer goods (Muhamed et al., 2022; Sari &
W, 2023; Yaacob et al., 2023).

The concept of halal is not merely a label or a
branding strategy; rather, it represents a
comprehensive belief system and a moral code
of conduct that governs the manner in which
Muslims consume and engage with products
and services. The concept of halal is becoming
a global symbol of quality assurance and a
lifestyle choice, not only for Muslims but also
for non-Muslims who are attracted to the values
and principles associated with halal (Yarar,
2020). The selection of food and beverage
products by consumers is shaped by a multitude
of factors, including age, gender, religious
affiliation, and educational level. The
significance of halal certification has grown,

particularly among Muslim consumers, as it
serves to indicate that a product aligns with
Islamic dietary guidelines (Hehanussa, 2022).
Adherence to halal requirements ensures that a
food or beverage product aligns with Islamic
law in terms of both ingredients and production
process. Furthermore, halal certification
provides a seal of approval for the quality,
cleanliness, and safety of the product for
consumers (Muhamad et al., 2023; Sham et al.,
2017). In the global food industry, the
integration of halal standards and food safety
management systems such as HACCP is
becoming increasingly important to ensure
compliance with halal regulations and food
safety (Kohilavani et al., 2021). In a recent
study, Aslan (2023) investigated the factors
influencing Muslim consumers' halal food
purchasing intentions in Bingo6l, Turkey. The
research revealed that religiosity, subjective
norms, and halal awareness significantly impact
buying intentions, while perceived behavioral
control, trust, and attitude showed insignificant
effects. The study also emphasized the crucial
role of halal certification in building consumer
trust and recommended increased focus on halal
awareness and regular inspections to ensure
compliance with Islamic principles in food
production.

Demographic factors are of considerable
consequence in determining an individual's
preference for halal-certified products. For
example, younger consumers may be more
aware of and concerned about the halal status of
the items they purchase. This is because they are
more likely to be informed about the importance
of halal certification and the implications it has
for their spiritual well-being. Similarly, gender
can also influence the likelihood of choosing
halal-labeled products. Studies have indicated
that female consumers tend to be more attuned
to the halal status of their purchases than their
male counterparts. Religious affiliation is
arguably the most significant factor influencing
an individual's preference for halal-certified
products (Fadzil & Sawari, 2021; Mohayidin &
Kamarulzaman, 2014; Muhamad et al., 2023).
As the Quran and the teachings of Islam provide
clear guidelines on what is considered
permissible (halal) and impermissible (haram)
for consumption, Muslim consumers are
particularly attentive to the halal status of the




IJIEM (Indonesian Journal of Industrial Engineering & Management) Vol 6 No 1 February 2025, 1-12

food and beverages they purchase (Hehanussa,
2022; Muhamad et al., 2023; Sham et al., 2017).
Several studies, such as Aslan (2023), have
indicated that consumer attitudes toward halal
products do not always serve as the primary
determinant in purchasing decisions. While
religiosity is frequently linked to a preference
for halal products, other factors, including trust,
perceived quality, and price, may exert varying
influences on purchasing behavior across
different consumer groups. However, the
limited number of studies that specifically
investigate the impact of demographic factors
such as age, gender, educational level, and
religion on halal purchasing decisions creates a
gap in understanding the inconsistencies in the
influence of consumer attitudes toward halal
products.

3. RESEARCH METHOD

Determining Criteria

The objective of this study is to ascertain the
relative importance of criteria in purchasing
decisions for food or beverage products at
minimarkets in Palembang City. To this end,
descriptive statistical tests will be employed to
analyze the data.The research will encompass
criteria considered by consumers in product
purchasing decisions, with the aim of
determining the influence of the halal label on
these decisions.The study will employ a
descriptive survey design, utilizing a data
collection instrument in the form of a
guestionnaire. The questionnaire will include
demographic data such as age, gender, religious
background, and educational level.

Population and Sample

The population of this study comprises
consumers who purchased food or beverage
products at minimarkets during the specified
period (November 10 - December 10, 2024) and
who consented to complete a questionnaire.
Data Collection Technique

Data was collected through the distribution of
questionnaires on an online platform (Google
Forms).

Data Analysis Technique

The data obtained was processed with
descriptive statistical analysis techniques using
Statistical Product and Service Solutions
software version 26 (IBM SPSS Statistics
26).The  descriptive  statistical  analysis
techniques employed in this study are as

follows: (1) Frequency and percentage
distribution: to describe the distribution of
respondents based on demographic data (age,
gender, religion, and educational level) and
their responses to each criterion, (2) Average
and Proportion Calculation: to ascertain the
relative importance of each criterion for
questions using a Likert scale, (3) Presentation
of Graphs and Diagrams: Bar graphs will be
used to illustrate the distribution of respondents'
answers regarding attention to halal labeling
and show the prioritization of factors for
purchasing food or beverages in minimarkets. A
pie chart will be used to illustrate the
demographics of respondents, (4) Finally, the
order of priority will be determined by
segmenting the respondents according to the
demographics that are prioritized as halal
labeling.

4. RESULT AND DISCUSSION

Data Collection

Data for this study was collected using an online
questionnaire distributed via Google Forms.
Data collection was conducted over a period of
one month, from November 10 to December 10,
2024. This questionnaire was designed to
explore information related to the importance of
halal labeling in consumers' purchasing
decisions, taking into account various factors
such as age, gender, educational level, and
religion.

During the data collection period, a total of 155
respondents successfully provided complete
responses. The respondents consisted of various
age groups, educational level, and genders,
providing a fairly diverse representation for
analysis. This study used a non-probability
sampling method where respondents were
recruited voluntarily after purchasing food or
beverage products at convenience stores. The
questionnaire consists of two parts, including
demographic information (such as age, gender,
educational level, and religion) and questions
related to the priority of halal labels in food and
beverage purchasing decisions.

Respondent Profile Based on Age
The distribution of respondents by age is shown
in Table 1.
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Table 1. Distribution of respondents by age

Number of

Age Respondents Percent
12-17 years 31 20,00%
18-24 years 112 72,26%
25-34 years 6 3,87%
35-44 years 4 2,58%
>45 years 2 1,29%
Total 155 100%

The following analysis of the respondent profile
based on age reveals that the majority of the 155
respondents fall within the 18-24 age range,
constituting 72.26% of the total sample. The
12-17 age group is the second-largest, with 31
respondents (20%). In contrast, the proportion
of respondents in the 25-34, 3544, and >45
age categories is comparatively lower.

Respondent Profile Based on Gender
The distribution of respondents by gender is
presented in Table 2 below:

Table 2. Distribution of respondents by gender

Number of
Gender Respondents Percent
Male 106 68.39%
Female 49 31.61%
Total 155 100%

As indicated by the data in Table 2, there is a
substantial disparity in the number of male and
female respondents. Of the 155 respondents,
106 (68.39%) identified as male, while 49
(31.61%) identified as female.

Respondent Profile Based on Educational
Level

The distribution of respondents by their highest
level of educational level is shown in Table 3.

Table 3. Distribution of respondents by educational level

completed Senior High School or an equivalent
program, totaling 111 individuals (71.61%).
This is followed by respondents with a
Bachelor's degree (S1), amounting to 22
individuals (14.19%). Respondents with an
education level of Primary School or an
equivalent program and Junior High School or
an equivalent program each represent the same
number, 10 individuals (6.45%). A negligible
proportion of respondents have obtained a
Diploma (D1/D2/D3) or a Master's degree (S2),
with only one respondent each (0.65%). This
suggests that the majority of respondents are
within the secondary to undergraduate
education levels.

Respondent Profile Based on Religion

The study's respondents are exclusively
Muslim, comprising a total of 155 individuals,
representing 100% of the sample. This finding
suggests a high degree of homogeneity among
the respondents with regard to their religious
affiliation. It is plausible that this homogeneity
is influenced by the geographical or
demographic context of the specific minimarket
in Palembang, where the majority of the
population is Muslim.

Data processing

The collected data from respondents will be
analyzed to identify the extent to which the
halal label influences purchasing decisions.
This analysis seeks to provide insights into
consumer preferences for halal-certified
products, which can serve as a reference for
improving marketing  strategies and
meeting consumer needs.

Tabel 4. Respondents' purchase priority order

. Number of Order
Educational Level Respondents Percent Category 1 > 3 7 Total
Primary School or Price 45 35 43 32 155
Equivalent 10 6.45% Taste 17 79 51 8 155
Junior High School or 10 6.45% Halal Label 80 28 37 10 155
Equivalent A7 Brand 13 13 24 105 155
Senl_or High School or 111 71.61% Total 155 155 155 155
Equivalent
Diploma (D1/D2/D3) 1 0.65% As indicated by the findings presented in Table
Bachelor's Degree (S1) 22 14.19% 4 which is derived f ing th
Master's Degree (S2) 1 0.65% g W_ !C IS derived Trom a survey assessing tne
Total 155 100% significance of the halal label, the halal label

The distribution of respondents’ education
levels indicates that the majority have

factor emerged as the primary consideration in
purchasing decisions, as indicated by 80
respondents. This observation suggests that a
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significant proportion of respondents place
considerable emphasis on the halal label when
making purchasing decisions for food or
beverage products in minimarkets. Price
emerged as a significant factor, with 45
respondents ranking it as their primary
consideration, though its impact was less
pronounced than that of the halal label. This
suggests that while price remains a relevant
factor, it does not wield the same level of
dominance as the halal label.

The taste factor emerged as the second most
significant element, with 79 respondents
designating it as their paramount concern,
underscoring its importance beyond price and
halal certification.In fourth place, brand
emerged as the least prioritized factor in
purchasing decisions, with 105 respondents
ranking it as their least preferred choice. This
suggests that while brand does possess some
influence, it is not as dominant as the halal label,
taste, and price.

120
100
80
60

4

o

N
o

o

1st order 2nd order

The survey results indicate that the halal label is
a predominant factor in food and beverage
purchasing decisions within  minimarkets,
particularly among respondents who are
Muslim.A significant proportion of
respondents, 51.6%, identified the halal label as
the paramount consideration, underscoring the
significance placed on products being in
accordance with religious principles. This
suggests a high level of awareness and
consideration of religious dietary restrictions.
While factors such as taste and price do
influence purchasing decisions, they are less
significant than the halal label in determining
consumer behavior. This finding underscores
the role of the halal label as a pivotal factor in
consumer decision-making, particularly among
Muslim consumers, who prioritize both their
taste preferences and their religious beliefs
when making purchasing choices. The
following graph 1 illustrates this results.

3rd order 4th order

mPrice mTaste mHalal Label mBrand

Figure 1. Respondents' purchase priority order

Furthermore, an in-depth analysis was
conducted regarding the priority of the halal
label in the selection of food and beverage
products by considering several demographic
variables, namely the gender category, age,
religious background, and education level of
respondents. This analysis aims to identify
differences in preference patterns for halal
labels between these groups, as well as to
explore the factors that influence purchasing

decisions for halal products based on the
characteristics of the individuals concerned.

Halal Prioritization by Gender

Table 5. Halal priorities by gender

Order
Gender 1 > 3 7 Total
Male 54 23 21 8 106
Female 26 5 16 2 49
Total 80 28 37 10 155
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Based on the data in Table 5, it can be seen that
there are two groups based on gender, namely
male and female, who give different priorities
to food and beverage products based on halal
criteria. Of the total 106 male respondents, 54
people (50.49%) made the halal label a top
priority in choosing food and beverage
products. Meanwhile, of the 49 female
respondents, 26 people (53.06%) also placed
the halal label as the main factor influencing
purchasing decisions. As a second priority, 23
men (21.70%) chose halal products, compared
to 5 women (10.20%). This data shows an
interesting difference in preference patterns
between the two gender groups.

Halal Prioritization by Age

Table 6. Halal priorities by age
Order

Age 1 > 3 4 Total
12-17 years 16 3 10 2 31
18-24 years 58 22 24 8 112
25-34 years 5 1 0 0 6
35-44 years 1 1 2 0 4

>45 years 0 1 1 0 2
Total 80 28 37 10 155

The data shows that the selection of halal
products has different priorities in each age
group. The 12-17 age group demonstrated a
significant emphasis on halal, with 51.61% (16
people) of respondents ranking it as the top
priority. This trend continued in the 18-24 age
group, where 51.79% (58 people) prioritized
halal, indicating a strong emphasis on halal
considerations within younger demographics.
The 25-34 age group also exhibited a high
regard for halal, with 5 people (83.33%)
prioritizing it. While the sample size for older
age groups was limited, the data suggest that
halal criteria remain an important consideration
across all age demographics, albeit with varying
degrees of emphasis.

Halal priorities based on education level

Table 7. Halal priorities based on education level

. Order Total
Education Level 1 > 3 2

Primary School 7 1 2 0 10
Junior High School 3 1 4 2 10
Senior High School 57 23 24 7 111

Diploma 0 1 0 O 1
Bachelor's Degree 12 2 7 1 22

Master's Degree 1 0O 0 O 1
Total 80 28 37 10 155

The respondents' level of education has been

shown to influence their priorities in choosing

food and beverage products based on halal
criteria. The following is a summary of findings
based on education level:

1. Primary School/ equivalent (10 respondents)
The majority of these respondents (7
respondents) placed halal as the top priority,
indicating that halal criteria are of significant
importance to this group.

2. Junior  high  school/equivalent (10

respondents)
The distribution is more balanced, with three
respondents ranking halal as their top
priority, while the remaining respondents
allocated their preferences to different tiers,
ranging from second to fourth place.

3. Senior High school/equivalent (111

respondents)
The majority of respondents selected first
place (57 respondents), while numerous
respondents selected second to fourth place,
indicating that while halal is considered
important, other factors are also taken into
consideration.

4. Diploma (D1/D2/D3) (1 respondent)

One respondent selected second place,
indicating that halal criteria remain
significant, though not predominant, in this
group.

5. Bachelor (S1) (22 respondents)

The majority of respondents selected first
place (12 respondents), while others
demonstrated a more varied preference,
choosing second to fourth place. This
suggests that, in this group, halal criteria are
being given careful consideration, though
they may not yet be the dominant factor.

6. Master degree (S2) (1 responden)

Only one respondent from this group
continued to consider halal, albeit in limited
numbers.

The data demonstrate that halal criteria remain

the top priority across most education levels,

although as education levels increase, other
factors begin to influence decisions.

Discussion

Importance of Halal Labeling Based on
Educational Level

Respondents with a high school educational
level, primarily comprising young adults
entering the workforce or pursuing higher
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education, demonstrated a notable level of
awareness regarding halal products. This
finding aligns with previous research by
Muzdalifah &  Almuin, (2023), which
emphasizes the role of knowledge, attitudes,
subjective norms, and behavioral control in
shaping halal consumption intentions among
Muslim consumers. Purchase interest in halal
products, as defined by Kusumastuti, (2020),
encompasses the desire and intention to acquire
products that adhere to Islamic dietary
guidelines. Huda et al.,, (2018) further
corroborate this by highlighting the influence of
knowledge, attitudes, and religious
commitment on the purchasing behavior of
students towards halal products. Collectively,
these findings underscore the significance of
educational background in shaping consumer
awareness and preference for halal products.

Importance of Halal Labeling Based on Age
The findings revealed a strong correlation
between age and the prioritization of halal
labels. Notably, younger age groups (12-17, 18-
24) and the 25-34 age group demonstrated a
high level of awareness and preference for halal
products. In the 12-17 age group, 51.61% of
respondents ranked halal as the top priority,
while in the 18-24 age group, this figure rose to
51.79%. The 25-34 age group exhibited the
highest level of priority, with 83.33% of
respondents placing halal as the top
consideration. These findings suggest a
growing awareness and acceptance of halal
principles among younger generations, likely
influenced by factors such as increased
religious education, growing health
consciousness, and the emergence of a more
selective and ethical consumer lifestyle (Julianti
etal., 2024).

Importance of Halal Labeling Based on
Religion

The survey results unequivocally demonstrate
the dominant role of halal considerations among
Muslim respondents. A significant majority
(51.6%) of Muslim respondents prioritized
halal as the most important factor in their
purchasing decisions. This finding aligns with
the research of Esa et al., (2021). lhsana et al.,
(2021), and Muhamad et al., (2023), which
collectively emphasize the significant influence
of religious beliefs on consumer perceptions

and purchasing decisions regarding halal
products. The data clearly indicates a strong
preference for halal products among Muslim
consumers, highlighting the critical role of
religious conviction in  shaping their
consumption choices.

The Importance of Halal Label Based on
Gender

Gender differences do not contribute
significantly to respondents' perceptions of the
halal label in purchasing decisions. This can be
seen from the results of data analysis, where out
of a total of 106 male respondents, 54
respondents (50.49%) placed the halal label as
the top priority in choosing food and beverage
products. Meanwhile, of the 49 female
respondents, 26 respondents (53.06%) also
showed a similar preference, placing the halal
label as the main factor influencing purchasing
decisions. Although there is a slight percentage
difference between the two groups, this result
indicates that gender is not a major determinant
in the assessment of the importance of halal
labeling, as both men and women show
relatively equal attention to this aspect. This
finding indicates that gender is not a significant
moderating variable in influencing consumers'
assessment of the importance of halal
certification.

This study confirms that the halal label is a key
factor in purchasing decisions under certain
criteria. Previous research by Rizquina (2023)
found a significant difference in sales between
halal-labeled and non-halal products, with
halal-labeled products showing higher sales
volumes. However, non-halal products tend to
have a higher average price. Cross-country
analysis indicates significant differences in
halal and non-halal product sales across most
countries. However, in certain cases, such as
Indonesia-Singapore and Malaysia-Singapore,
no significant difference was observed in non-
halal product sales (Dwicahyo, 2023). This
suggests that demand for halal products is
stronger in Muslim-majority countries, while
other factors may influence purchasing
decisions in countries with a Muslim-minority
population. The findings of this study provide
strategic insights for the halal industry to refine
its market approach. Since Muslim consumers
place significant importance on halal
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certification, companies should ensure strong
branding, transparent supply chains, and
recognized certification to build trust.
Additionally, the industry can optimize pricing
strategies by maintaining affordability while
promoting the ethical and quality aspects of
halal products. Lastly, in non-Muslim-majority
markets where halal and non-halal product sales
show minimal differences, businesses can
expand their reach by emphasizing hygiene,
safety, and ethical consumption to attract a
broader consumer base.

5. CONCLUSION

Based on the research findings, it can be
concluded that halal labeling plays a crucial role
in influencing Muslim consumer purchasing
decisions. The results indicate that consumers
generally prefer products that feature a halal
label, as it provides them with a sense of
assurance regarding the product's compliance
with Islamic dietary laws and principles. Halal
certification is seen not only as a mark of
religious adherence but also as a symbol of trust
in the product's quality and safety. Furthermore,
the significance of halal labeling is shaped by
various  demographic  factors, including
education, age, religion, and gender. The study
highlights that consumers, particularly those
from younger age groups and higher
educational backgrounds, exhibit a heightened
awareness of halal certification, making it a
critical consideration when choosing products.
This trend reflects the growing demand for halal
products, especially among more educated and
younger consumers who are increasingly
conscious of aligning their purchasing choices
with their religious values. In conclusion, halal
labeling is not just a regulatory requirement, but
a key determinant that influences the
purchasing behavior of Muslim consumers
across  various demographic  segments.
Moreover, the findings suggest that while halal
labeling is a significant factor in purchasing
decisions, its influence may vary depending on
regional and market contexts. In Muslim-
majority countries, the demand for halal-
certified products remains dominant, whereas in
regions with a Muslim-minority population,
other factors such as price, brand reputation,
and perceived quality may play a more
substantial role. This highlights the need for
businesses to adopt a strategic approach in

positioning halal products, tailoring marketing
efforts to specific consumer segments based on
their demographics and cultural backgrounds.

6. ACKNOWLEDGEMENT

The authors would like to express their sincere
gratitude to Universitas Muhammadiyah
Palembang, particularly to the Institute for
Research and Community Service (Lembaga
Penelitian dan Pengabdian kepada Masyarakat-
LPPM), for their invaluable support in
providing internal grant funding for the
successful implementation of this research.
Their contribution has been instrumental in
facilitating the progress and completion of this
study.

REFERENCES

Aslan, H. (2023). The influence of halal
awareness, halal certificate, subjective
norms, perceived behavioral control,
attitude and trust on purchase intention of
culinary  products among  Muslim
costumers in  Turkey. International
Journal of Gastronomy and Food Science,
32(June), 100726.
https://doi.org/10.1016/j.ijgfs.2023.10072
6

Astuti, C. C. (2021). PLS-SEM Analysis to
Know Factors Affecting The Interest of
Buying Halal Food in Muslim Students.
Jurnal Varian, 4(2), 141-152.
https://doi.org/10.30812/varian.v4i2.1141

Azam, M. S. E., & Abdullah, M. A. (2020).
Global Halal Industry: Realities and
Opportunities. International Journal of
Islamic Business Ethics, 5(1), 47-59.
https://doi.org/10.30659/ijibe.5.1.47-59

Aziz, N. A., Abdullah, S. M., Nasrun, M.,
Roslan, M. A., & Awang @ Ali, M. N.
(2022). Halal Labelling for the Malaysian
Pharmaceutical Products: A  Legal
Review. International Journal  of
Academic Research in Business and
Social Sciences, 12(5), 1759-1776.
https://doi.org/10.6007/ijarbss/v12-
i5/13210

Destiana, R., Rawi, & Muthiarsih, T. (2024).
Revisiting Neoliberalism in Indonesian
Minimarket Marketing Strategies and
Financial Reporting: How Do They
Perform? Scientechno: Journal of Science
and Technology, 3(1), 132-144.




IJIEM (Indonesian Journal of Industrial Engineering & Management) Vol 6 No 1 February 2025, 1-12

Dewi, C. (2024, March 10). 10 Negara dengan
umat muslim terbanyak di dunia, RI no
berapa? CNBC Indonesia, 1-5.
https://www.cnbcindonesia.com/research/
20240310150636-128-521083/10-negara-
dengan-umat-muslim-terbanyak-di-
dunia-ri-nomor-berapa#:~:text=Melansir
dari data World Population.

Dwicahyo, K. (2023). Analisis perbandingan
penjualan produk berlabel halal dan tidak
pada e-commerce di negara mayoritas
dan minoritas muslim. Universitas Islam
Indonesia.

Esa, I., Mas’ud, F., & Gunanto, E. Y. A. (2021).
Pengaruh Faktor Kesadaran Halal, Harga,
Pelayanan dan Religiusitas Terhadap
Keputusan Pembelian Orichick di Kota
Semarang. Ad-Deenar: Jurnal Ekonomi
dan Bisnis Islam, 5(2), 283-298.
https://doi.org/10.30868/ad.v5i02.1316

Fadzil, N. S., & Sawari, S. S. M. (2021). Halal
Food in Tourism: Exploring the Factors
that Influence Halal Food Selection
among Travelers. Journal of Tourism
Management Research, 8(1), 1-10.
https://doi.org/10.18488/journal.31.2021.
81.1.10

Farisha, M., Hartoyo, & Safari, A. (2022). Does
Covid-19  Pandemic  Change the
Consumer Purchase Behavior Towards
Cosmetic Products? Journal of Consumer
Sciences, 7(1), 1-19.
https://doi.org/10.29244/jcs.7.1.1-19

Fauzi, M., Mahmudin, & Hag, F. F. (2023).
Halal assurance climate creation in
processing products for micro waqgf bank
customers. Journal of Enterprise and
Development ~ (JED),  5(1), 1-17.
https://doi.org/10.20414/jed.v5i1s.6915

Hehanussa, U. K. (2022). Analysis of Non-
Halal Drug Use in the Perspective of
Magashid Syariah. Jurnal llmiah Ekonomi
Islam, 8(1), 437-443.
https://doi.org/10.29040/jiei.v8il1.4602

Hidayati, N., Sunaryo, H., Pradesa, H. A., &
Slamet, A. R. (2020). Exploring
Perception of Halal Product Among
Moslem Consumer: A Preliminary Study.
International Journal of Academic
Research in Business and Social Sciences,

10(8), 178-187.
https://doi.org/10.6007/ijarbss/v10-
i8/7523

Huda, N., Hulmansyah, & Rini, N. (2018).
Faktor Yang Mempengaruhi Perilaku
Konsumsi Produk Halal Pada Kalangan
Mahasiswa Muslim. EKUITAS (Jurnal
Ekonomi Dan Keuangan), 2(2), 247-270.
https://doi.org/10.24034/j25485024.y201
8.v2.i2.3944

Ihsana, K., Hakim, R., & Sulistyono, S. W.
(2021). Analisis Faktor-Faktor yang
Mempengaruhi  keputusan ~ Pembelian
Produk Makanan Berlabel Halal di
Kalangan Masyarakat Kecamatan Syiah
Kuala Banda Aceh. International Journal
of Islamic Economics Development and
Innovation  (IJIEDI), 1(1), 20-30.
http://ejournal.umm.ac.id/index.php/iiuui
uiu

Julianti, A., Rafidah, Alawiyah, R., Kanahaya,
S. N., Martina, R., Husen, M., & Maulana,
A.  (2024). Young  Generation’s
Contribution in Building a Halal Industry
Ecosystem in Indonesia. I1JEC (
International Journal of Economics, 3(2),
1183-11809.
https://doi.org/10.55299/ijec.v3i2.914

Kohilavani, Wan Abdullah, W. N., Yang, T. A,
Sifat, S. A. din, & Zzaman, W. (2021).
Development of Safe Halal Food
Management System (SHFMS). Food
Control,  127(September), 108137.
https://doi.org/10.1016/j.foodcont.2021.1
08137

Kusumastuti, D. (2020). Minat Beli Produk
Halal di Indonesia: Studi Pemetaan
Sistematis. Mabsya: Jurnal Manajemen
Bisnis Syariah, 2(2), 27-50.
https://doi.org/10.24090/mabsya.v2i2.392
9

Millatina, A. N., Hakimi, F., Budiantoro, R. A.,
& Arifandi, M. R. (2022). The Impact of
Halal Label in Halal Food Buying
Decisions. Journal of Islamic Economic
Laws, 5(1), 159-176.
https://doi.org/10.23917/jisel.v5i1.17139

Mohayidin, M. G., & Kamarulzaman, N. H.
(2014). Consumers’ Preferences Toward
Attributes of Manufactured Halal Food
Products. Journal of International Food
and Agribusiness Marketing, 26(2), 125—
139.
https://doi.org/10.1080/08974438.2012.7
55720

Muhamad, S. N. N., Bakar, N. A. A, Pazil, N.

10



IJIEM (Indonesian Journal of Industrial Engineering & Management) Vol 6 No 1 February 2025, 1-12

S. M., Shahidan, W. N. W., Nor, N. A. M.,
& Aziz, A. A. (2023). Factors Influencing
the Selection of Halal Products Using
Fuzzy Analytic Hierarchy Process (AHP).
International Journal of Academic
Research in Business and Social Sciences,

13(6), 1456-1468.
https://doi.org/10.6007/ijarbss/v13-
16/17215

Muhamed, A. A., Halif, M. M., Bakar, M. Z. A.,
Hassan, M. F., & Rahim, N. N. A. (2022).
Non-Conventional Strategic Supply Chain
Management towards Halal Perspective.
International Journal of Academic
Research in Business and Social Sciences,

12(1), 1454-1477.
https://doi.org/10.6007/ijarbss/v12-
11/12078

Mujahid, M. A., & Muljaningsih, S. (2023).
Analisis pengaruh pendapatan, harga, dan
tingkat  konsumsi  islami  terhadap
pembelian di minimarket al-khaibar
masjid rois dahlan. Islamic Economics
and Finance in Focus, 2(3), 500-512.

Muzdalifah, & Almuin, N. (2023). Analisis
Penilaian Dan Minat Beli Produk Halal
Pada Mahasiswa (Studi Pada Mahasiswa
Universitas Indraprasta PGRI). Jurnal
Review Pendidikan Dan Pengajaran
(JRPP), 6(4), 2216-2222.
http://journal.universitaspahlawan.ac.id/i
ndex.php/jrpp/article/view/21689

Noor, N. M., Azmi, N. A. N., Hanifah, N. A., &
Zamarudin, Z. (2023). Navigating the
Halal Food Ingredients  Industry:
Exploring the Present Landscape.
Halalpshere, 3(2), 32-43.
https://doi.org/10.31436/hs.v3i2.80

Nurhasanah, S., & Hariyani, H. F. (2017). Halal
Purchase Intention on Processed Food.
Tazkia Islamic Finance and Business
Review, 11(2), 187-209.
https://doi.org/10.30993/tifbr.v11i2.142

Nurhasanah, S., Munandar, J. M., & Syamsun,
M. (2017). Faktor-Faktor  yang
Mempengaruhi  Minat Beli  Produk
Makanan Olahan Halal pada Konsumen.
Jurnal Manajemen Dan Organisasi, 8(3),
250-260.
https://doi.org/10.29244/jmo.v8i3.22473

Nurhayati, T., & Hendar. (2020). Personal
intrinsic ~ religiosity ~ and  product
knowledge on halal product purchase

intention: Role of halal product
awareness. Journal of Islamic Marketing,
11(3), 603-620.
https://doi.org/10.1108/JIMA-11-2018-
0220

Paramita, A., Ali, H., & Dwikoco, F. (2022).
pengaruh labelisasi halal, kualitas produk,
dan minat beli terhadap keputusan
pembelian (literatute review manajemen
pemasaran). Jurnal Manajemen
Pendidikan Dan Ilmu Sosial, 3(2), 660—
669.

Prakoso, M. A. (2021). Pengaruh citra toko dan
kualitas pelayanan terhadap kepuasan
pelanggan yang berimplikasi kepada
loyalitas pelanggan toko indomaret di
jakarta. Jurnal Manajemen Bisnis Dan
Kewirausahaan, 5(5), 536-539.

Rahim, N. F., Shafii, Z., & Shahwan, S. (2013).
Awareness and Perception of Muslim
Consumers on Non-Food Halal Product.
Journal of Social and Development
Sciences, 4(10), 478-487.
https://doi.org/10.22610/jsds.v4i10.787

Rizquina, A. Z. (2023). Perbandingan
Penjualan Produk Halal Labeled Dan
Non-Labeled Pada E-Commerce
Tokopedia Indonesia. Universitas Islam
Indonesia.

Salim, A., Yusta, R. N., & Purnamasari, A.
(2022). Pengaruh Labelisasi Halal dan
Promosi terhadap Keputusan Pembelian
di Store Beringin Rajawali Kota
Palembang. EKOMBIS REVIEW: Jurnal
liImiah Ekonomi Dan Bisnis, 10(S1), 159—
168.
https://doi.org/10.37676/ekombis.v10is1.
2015

Sari, T. M., & W, D. (2023). Risk Assessment
and Mitigation Strategy in The Halal
Broiler Supply Chain. Jurnal Riset limu
Teknik, 1(2), 15-27.
https://doi.org/10.59976/jurit.v1il.5

Sham, R., Rasi, R. Z., Abdamia, N., Mohamed,
S., & TKM, T. B. (2017). Halal Logistics
Implementation in Malaysia: A Practical
View. IOP Conference Series: Materials
Science and  Engineering, 226(1).
https://doi.org/10.1088/1757-
899X/226/1/012040

Ujianti, N. M. P., Dewi, A. . S. L., Suryani, L.
P., & Wijaya, I. K. K. A. (2023).
International Journal of Social Science

11



IJIEM (Indonesian Journal of Industrial Engineering & Management) Vol 6 No 1 February 2025, 1-12

And Human Research Mini Market
Existence in the City of Denpasar after
Application Decision of the Mayor of
Denpasar Number 188 . 45 / 495 / Hk /
2011 in Business Competition Legal
Perspective. International Journal of
Social Science And Human Research,
6(8), 5097-5100.
https://doi.org/10.47191/ijsshr/v6-i8-63

Ulfia, L., Maghfiroh, M., & Indrarini, R.

(2021). Halal Label and Product Quality:
Case Study Wardah Cosmetic Product
Purchase Decision. Li Falah: Jurnal Studi
Ekonomi Dan Bisnis Islam, 6(2), 41-53.
https://doi.org/10.31332/lifalah.v6i2.1919

Usmandani, A. L., & Darwanto. (2021). Factors

Affecting Purchase Decision of Halal
Processed Meat for Muslim Consumers in
Semarang. Al-Amwal : Jurnal Ekonomi
Dan Perbankan Syari’ah, 13(1), 46-63.
https://doi.org/10.24235/amwal.v13i1.79
69

van Greuningen, D. M. F., Hartoyo, & Yuliati,

L. N. (2024). Consumer Preference in
Choosing Minimarkets: Indomaret and
Alfamart Bogor. International Journal of
Research and Review, 11(12), 151-159.

Wibowo, M. W., Permana, D., Hanafiah, A.,

Ahmad, F. S., & Ting, H. (2020). Halal

food credence: do the Malaysian non-
Muslim consumers hesitate? Journal of
Islamic Marketing, 12(8), 1405-1424.
https://doi.org/10.1108/JIMA-01-2020-
0013

Yaacob, T. Z., Abdullah, F. R., Hasan, M. Z., &

Hashim, H. 1. C. (2023). Determinants
Factors of Purchase Behavior Towards
The Intention to Purchase Halal Certified
Products among University Students.
International Journal of Academic
Research in Business and Social Sciences,
13(7), 1537-1550.
https://doi.org/10.6007/ijarbss/v13-
i7/17199

Yarar, A. E. (2020). Halal advertising on

youtube: A case study of fast food brands
in Malaysia. Food Research, 4, 157-163.
https://doi.org/10.26656/fr.2017.4(S1).S3
4

Yulida, F., Rana, J. A. S., Mandagie, W. C., &

Linggadjaya, R. I. T. (2023). Pengalaman
pelanggan dan promosi  penjualan
terhadap niat pembelian ulang: wawasan
tentang  minimarket yang  sangat
kompetitif di jakarta. International
Journal of Digital Entrepreneurship and
Business (IDEB), 4(1), 26-38.

12



