A Quantitative Investigation Toward Halal Cosmetics Products : Theory of Plan Behavior
Rahmawati
Rahma.W104@gmail.com
Arista Fauzi.K
Universitas Islam Malang

[bookmark: _GoBack]Nowadays, halal cosmetics growing rapidly in muslim countries. Halal is not only a religious issue but also is an opportunity to increase sale and acquire competitive advantage. This research explores to exert theory of planned behavior knowing the young consumer attitude for intention to buy halal cosmetics product. The framework of young consumer attitude in this research is based on the Ajzen’s Theory of Planned Behavior which postulates three conceptually independent determinants of behavioral intention consist of attitude, subjective norm and perceived behavioral control. Data were collected through young consumer in Malang City and the respondent between 15 to 25 years old. The findings of the research revealed young consumer attitude and perceived behavior control have significant relationship for intention to buy halal cosmetics product. However, subjective norm have less significant if compared with attitude and perceived behavior control of young consumer in choosing halal cosmetics product. This research suggest that to increase young consumer attitude toward halal cosmetics product the company should make integrated marketing strategy to raise consumer awareness toward halal cosmetics product. For future research may take a look the framework of theory planned behavior which is consist three conceptually independent in the different geographical location in other side of Indonesia.
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1. Introduction
Nowadays, halal cosmetics growing rapidly in muslim countries. Halal is not only a religious issue but also is an opportunity to increase sale and acquire competitive advantage. Halal is an Arabic word which means lawful or permitted as prescribed by Islam. Halal is a Muslim religious certification that is used to endorse a product or service as being religiously compliant with the requirements and pillars of Islam (Siala, 2013). Even though the market for halal cosmetics is large, most of these cosmetics and other personal care products are made by manufacturers in non- Muslim countries, which can lead to disputes related to halal raw materials. As a result, the cosmetic and pharmaceutical sectors have been the subjects of greater study by Muslim scholars, because of the suspicion that many international brands could be using enzymes extracted from pork or alcohol as a preservative. Consumer's concern about halal products is usually more related to food ingredients. However, today's Muslim consumers are increasingly aware that some cosmetics contain ingredients derived from animals and halal status of the product. In addition to the raw materials used, the process of quality control, equipment, buildings and personnel involved in product preparation also affects the quality and halal status from cosmetics.

One of the drivers cosmetics market increase is the growth of the middle class, so that demand for cosmetics from this segment has also been raised. Increased middle class numbers mean an increase in the middle class that stands out in its Islamic identity. Not only caring about the material and emotional benefits of buying goods, the Muslim middle class also cared about the shari'a aspects of the items they bought. This is also supported by Lada (2009) arguing that the growth of halal products is increasing rapidly since consumers are more religious along with the increasing knowledge and information on halal products.
The majority of the cosmetics industry targets are women (Kumar, 2010). Being beautiful is every woman's natural desire. All the ways they will do to achieve this dream. Cosmetics nowadays can be classified as a “must-have” item not only for women but also for a minority of man with a metrosexual personality (Ahmad et al., 2015).The use of cosmetics is dominated by teenagers. Kumar (2010) suggests that new markets for cosmetics target are among adolescents. Today's teen life is very different from the life of a teenager in the past. The use of cosmetics is start from an early age, which should not be appropriate for use by children at an early age. But in reality, according to what we see it turns out that early childhood has relied on their lives with the use of cosmetics.
This study can provide an overview of today's consumer behavior towards halal cosmetic products. To understand consumer behavior, one way to analyze is to use the Theory of planned behavior. Thus this study will analyze the Theory of planned behavior formulated by Icek Ajzen (1991). Based on this theory, the most important determinant of a person's behavior is intention to behave. Individual intention to display behavior is a combination of attitudes to display these behaviors and subjective norms. Individual attitudes toward behavior include beliefs about behavior, evaluation of behavioral results, subjective norms, normative beliefs and motivation to obey.
2. Literature Review

Cosmetic is defined as treatment intended to restore or improve a person’s appearance or things intended to be used on human body especially face for cleansing, beautifying and changing the appearance. Cosmetic is defined as “any preparation, which is applied to the skin, eyes, mouth, hair or nails for the purpose of cleansing, enhancing appearance, giving a pleasant smell or giving protection” (de Groot and White, 2001). Azreen and Musa (2014) results of the study stated that "halal" is not the priority of teenagers in choosing cosmetics, but the third factor. The main factor in choosing cosmetics is the ingredients or elements contained in these cosmetics. Respondents in the study put forward the fact that cosmetics are "something outer" if they want to perform worship just cleaning with make-up removal if there are halal elements in the cosmetics element.
The consumer market for halal products has seen a rapid growth because of the demographic profile of young, religiously conscious and dynamic professional Muslim population (Elasrag, 2016). Research on factors influencing the purchase of cosmetics by the female Muslim consumer in Malaysia noted that the ingredients therein were the most influencing factor (Hashim and Musa, 2014). To maintain Halal integrity along the cosmetics supply chain, Hashim and Hashim (2013) recommended that Halal cosmetics should be produced under strict hygienic conditions, good manufacturing practices and public health regulations.

Table 1 Halal and Haram Cosmetics Ingredients
	Halal Ingredients
	Source
	Haram Ingredients
	Source

	Carmines/carmine dye, ethyl-phydroxybenzoate
sodium salt,
propyl-p-hydroxybenzoate, boric
acid, thiodipropionic acid and
locust bean gum
	Halal
Minds
(2014)
	By-products of blood, intoxicants,
aquatic animals, poisonous plants
unless the poison is removed
beforehand
	Jaafar et al.,
(2011, p.847)

	Industrial alcohol/ethanol (this is
clearly stated as prohibited in the
works of Jaafar et al., (2011) and
Hunter (2012)
	Hashim
and
Hashim
(2013)
	Human parts, genetically modified
organisms (GMOs), contaminated
ingredients/products from haram
ingredients/products
	Husain et al.
(2012)

	
	
	Albumen, cholesterol, ethanol,
tallow, glycerine, lanolin, lecithin,
keratin, vitamin A, lactic acid
	Hunter
(2012)

	
	
	Cysteine, lard or porcine by
products
	Hashim and
Hashim
(2013)


Source : Annabi and Obe 2017


	Theory of Planned Behavior
Theory of Planned Behavior (TPB) is an extension of the Theory of Reasoned Action (TRA). In TRA, it is explained that one's intention towards behavior is formed by two main factors, namely attitude toward the behavior and subjective norms (Fishbein and Ajzen, 1975), while in TPB one more factor is added, namely perceived behavioral control (Ajzen, 1991).
	Attitude
Attitude is expressed by "the degree to which a person has a favorable or unfavorable evaluation or appraisal of the behavior in question" (Ajzen, 1991). Miller (2005) stated that the sum of beliefs about a particular behavior weighted by evaluations of these beliefs. Alam and Sayuti (2011) stated that attitude has a significant and positive effect on halal food purchasing intention. Their finding found out that attitude is an important factor in influencing purchasing of halal food product because high positive attitudes appeared to have greater intentions to intent to purchase halal food products.
	
Subjective Norm
Subjective norm (SN), also referred to as normative norm, is a function of beliefs that specify an individual's thinking about the acceptability of a particular behaviour by related groups, for example consuming halal products (Lada & Amin, 2009). according to them is also a function of beliefs that require individuals or groups to think whether they should or should not behave in a certain way. These beliefs underlying a person's SN are termed normative beliefs. A person who believes that most referents, with whom he/she is motivated to comply, think he/she should perform the behaviour, will feel social pressure to do so. Azmi, et.al (2010), the results of these studies indicate that one of the factors that influence consumer perceptions of halal cosmetics is a subjective norm. The results of this study are also the same as the research conducted by Abd Aziz. Et.al (2013).
	Perceived Behavioral Control
Miller (2005) defines perceived behavior control as a function of both attitudes toward a behavior and subjective norms toward that behavior, which has been found to predict actual behavior. Perceived behavioral control reflects beliefs regarding the access to resources and opportunities needed to perform a behavior. Khairi M.O et al (2012) in their study indicated that perceived behavioral control was found positively related to the intention to choose halal products.
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Source : Ajzen, 1991

Based on the research framework, thus the following hypothesis can be described below :
H1	: Attitude has a positive impact toward intention to purchase halal cosmetics product
H2	: Subjective norm has a positive impact intention to purchase halal cosmetics product
H3	: Perceived behavioral control has a positive impact intention to purchase halal cosmetics product

3. Methodology
This research has used primary data through collecting questionnaire. The questionnaire was divided into two sections accordingly. Section A of the questionnaire was on the background of the respondent. Section B was on the variables researched. Five independent variables were used. A Likert 5 point scale (5- Strongly Agree, 4- Agree, 3–neutral, 2- Disagree and 1- Strongly Disagree) was used to gather the data. Sample used in this research are adolescent with age range of 15-25 years. Total amount of respondent to complete this questionnaire were 113. The data from the respondent were analyzed using SPSS and analyzed with multiple regression.
4. Result and Discussion
This research intends to describe how the young consumer behavior toward intention to buy halal cosmetics product. Sample of this research was adolescent with age range of 15-25 years. The total number of respondent is 113 consist of female 82,5% and male 17,5%. From the respondents’ profiles, the research found the majority (51.7%) were aged 20-21 years old.
Regression analysis is used to analyze one or more independent variables that affect a metric of dependent variables. In this research, regression analysis was used to analyze the subjective norm, attitude and perceive behavioral towards the intention to purchase halal cosmetic product. From table 2, there have a significant and positive relationship between the independent variables and the dependent variable. 

Table 2 Multiple Regression Analysis
	Model
	t
	Sig

	(Constant)
	1.288
	.200

	Attitude
	2.190
	.031

	Subjective Norm
	1.288
	.201

	Behavioral Control
	2.120
	.036



Based on the result from statistical analysis on table 2 there was significant result from the model with 5% level of significant. Attitude has statistically significant with t-value was 2.190 and significant level was 0.031. And the second was subjective norm seems like not significant with t-value was 1.288 and level significant was 0.201. And the last model behavioral control has statistically significant with t-value was 2.120 and significant level was 0.036. However, from table 3 below there was F test to know the simultaneous model. The result indicate that significant level 0.000 it means all independent variable may affect simultaneously dependent variable. 

Table 3 Result F-Test
	Model
	F
	Sig.

	Regression
	15.240
	.000a

	Residual
	
	

	Total
	
	



The purpose of the study was to explore the relationship within attitude, subjective norm, and behavioral control toward intention to purchase halal cosmetics product. Table 4 below would be described the result of research:






Table 4 Summary of hypothesis
	
	Statement
	Result

	H1
	Attitude has a positive impact toward intention to purchase halal cosmetics product
	Accepted

	H2
	Subjective norm has a positive impact intention to purchase halal cosmetics product

	Rejected

	H3
	Perceived behavioral control has a positive impact intention to purchase halal cosmetics product
	Accepted



The background of the consumers is very important and it has made customers more aware of and responsive to halal products and ingredients. According to Shaari and Ariffin (2010) stated that consumer would not be unwilling to purchase halal product with a knowledge. They will know which product are not halal and will ignore the other halal product with foreign halal logo. Briliana and Mursito (2017) Consumers with a high level of religiosity, and who are well educated, are very concerned about the halal label being used to identify halal cosmetics products.
Thus, this research highlights several interesting results. Attitude has positive impact toward intention to purchase halal cosmetics product. This finding similar with Alam and Sayuti (2011) stated that attitude has a significant and positive effect on halal food purchasing intention. Their finding found out that attitude is an important factor in influencing purchasing of halal food product because high positive attitudes appeared to have greater intentions to intent to purchase halal food products. Based on Aziz dan Wahab (2013) argued that attitude has significant affect to intention to purchase halal cosmetics product. 
Previous study well proposed by Azmi, et.al (2010), the results of these studies indicate that one of the factors that influence consumer perceptions of halal cosmetics is a subjective norm. The results of this study are also the same as the research conducted by Abd Aziz. Et.al (2013). From this research also similar with that subjective norm has not positive impact toward intention to purchase halal cosmetics product.
Moreover, this research finding perceived behavioral control has positive impact toward intention to purchase halal cosmetics product. Based on Aziz dan Wahab (2013) argued that perceived behavioral control has significant affect to intention to purchase halal cosmetics product. 



5. Conclusion
This research explores to exert theory of planned behavior knowing the young consumer attitude for intention to buy halal cosmetics product. The framework of young consumer attitude in this research is based on the Ajzen’s Theory of Planned Behavior which postulates three conceptually independent determinants of behavioral intention consist of attitude, subjective norm and perceived behavioral control. The findings of the research revealed young consumer attitude and perceived behavior control have significant relationship for intention to buy halal cosmetics product. However, subjective norm have less significant if compared with attitude and perceived behavior control of young consumer in choosing halal cosmetics product. This research suggest that to increase young consumer attitude toward halal cosmetics product the company should make integrated marketing strategy to raise consumer awareness toward halal cosmetics product. For future research may take a look the framework of theory planned behavior which is consist three conceptually independent in the different geographical location in other side of Indonesia.
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