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Abstract. This study also aims to determine the effect of halal certification, 

halal awareness, and religiosity on purchasing decisions with purchase 

intention as an intervening variable. The population in this study were 

consumers of Geprek Sa'i Salatiga. A total of 97 respondents were selected 

as respondents using the purposive sampling technique. Methods of data 

analysis using regression test and path analysis test. The results show that 

buying interest affects purchasing decisions while halal certification, halal 

awareness and religiosity have no effect. Meanwhile, halal awareness affects 

buying interest, while halal certification and religiosity have no effect. As 

for halal certification, halal awareness and religiosity affect purchasing 

decisions through buying interest as an intervening variable. 

1 Introduction 

Today the number of Muslims is very large and spread all over the world. Indonesia is a 

country that has the largest number of Muslims from other countries in the world. Indonesia 

is a country with the largest Muslim population globally, even far above Arab countries such 

as Saudi Arabia, Iran, Iraq and others. Such a large population of Muslims in Indonesia is a 

potential market for food producers to enter. This will certainly be a phenomenon that 

marketers should consider in Indonesia to increase sales of their products (Syahputra & 

Hamoraon, 2014).  

Based on data sourced from the Institute for the Study of Food, Drugs and Cosmetics of 

the Indonesian Ulema Council (LPPOM-MUI) in 2012-2019 regarding certified products 

circulating in Indonesia, in 2016 there were 6,564 halal-certified companies, 7,392 halal 

certificate holders, and 114,264 products declared halal. In 2017 there were 7,198 halal-

certified companies, 8,157 halal certificate holders, and 127,286 products declared halal. In 

2018 there were 11,294 halal-certified companies, 17,398 halal certificate holders, and 

204,222 products declared halal. In 2019, there were 13,951 halal-certified companies, 

15,495 halal certificate holders and 274,796 halal products. 
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Table 1. LPOM-MUI  Data 2012-2019 

Year 
Number of 

companies 

Number of 

Halal 

Certificates 

Number of 

products 

2012 5.829 6.157 32.890 

2013 6.666 7.014 64.121 

2014 10.180 10.322 68.572 

2015 7.940 8.676 77.256 

2016 6.564 7.392 114.264 

2017 7.198 8.157 127.286 

2018 11.249 17.398 204.222 

2019 13.951 15.495 274.796 

  Source: LPPOM MUI (2020) 

 

The development of the fast-food halal food business itself is growing rapidly, along with 

the increasing busyness of society. This is because the workers and the community have been 

busy with their activities and prefer something instant to fulfil their daily needs. In Salatiga, 

a halal fast food restaurant is quite well known with the brand "Ayam Geprek Sa'i," This 

business was established in early 2017 and had a sharia restaurant concept where good quality 

products and fast service are the main priority. In addition, convenience facilities and 

affordable prices are added values given to consumers (Harfania, 2018). 

The selection of Geprek Sa'i Salatiga consumers as objects in this research is based on 

considerations where Geprek Sa'i itself is unique. The menus served are different from others, 

using Islamic names and sharia elements in presentation and management, halal. Currently, 

consumer awareness about halal products is also high. So that researchers want to know the 

level of buying interest when deciding to buy halal food. 

2 Literature Review 

2.1 Theory of planned behaviour (TPB)  

TPB postulates three conceptually independent determinants of intention. The first is an 

attitude towards behaviour which refers to how a person has a favourable or unfavourable 

evaluation or assessment of the behaviour in question. Attitude towards behaviour is an 

overall evaluation of a person performing the behaviour in question (Ajzen, 2002). The 

second predictor is a social factor called subjective norm which refers to the perceived social 

pressure to perform or not perform the behaviour. The third antecedent is the level of 

perceived behavioural control, which refers to the perceived ease or difficulty of performing 

the behaviour and is assumed to reflect past experiences and anticipated barriers and 

obstacles (Ajzen, 1991).  

In general, the more attitudes and subjective norms supported, the more control people 

have over their behaviour, and the more willing they are to implement the responses 

discussed. By asking respondents to rate each predictor variable based on a series of scales, 

all predictor variables in TPB can be directly evaluated. Instead, based on beliefs that are in 

line with attitudes towards behaviour, behavioural control and subjective norms, indirect 

analysis can be carried out (Ajzen, 2002). 

2.2 Buying decision 

The purchase decision gives the most preferred brand of the various alternatives, but two 

factors can be between the purchase intention and the purchase decision. The first factor is 
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attitude, and the second factor is the situational factor (Armstrong et al., 2014). Making 

purchasing decisions consists of problem recognition, information search, evaluation of 

alternatives, purchase decisions, and post-purchase behaviour. Purchase decisions by 

consumers are related to the emotions and feelings of consumers, where someone will feel 

happy and satisfied in buying the product so that it will strengthen their interest in buying it. 

In purchasing decisions, Anggadwita et al. (2020) states that there are several indicators in 

purchasing decisions, namely need recognition, information search, evaluation of 

alternatives, purchase decisions, and post-purchase behaviour. 

2.3 Halal Certification 

Halal is defined as a document issued by an Islamic organization that certifies that its 

products meet Islamic guidelines as defined by the certification body (Riaz & Chaudry, 

2003). The objective of the MUI Halal Certification, according to LPPOM MUI (2020), is to 

provide certainty of halal status so that it can reassure consumers in consuming it. The 

producers guarantee the continuity of the halal production process by implementing the Halal 

Assurance System. For companies that want to obtain LPPOM MUI halal certificates, both 

processing industries (food, medicine, cosmetics), Slaughterhouses (RPH), and 

restaurants/catering/kitchens must register for halal certification and meet the requirements 

for halal certification. 

Saifudin & Puspita (2020) state halal certification indicators; namely, halal certification 

is important, choosing a halal certification, feeling security with halal certification, and 

understanding the difference between halal and non-halal. 

2.4 Halal Awareness  

Awareness is the ability to understand, feel, and become aware of events and objects. Halal 

awareness, according to Ahmad et al. (2013) known based on whether or not a Muslim 

understands what is halal, knows the correct slaughter process and prioritizes halal food for 

them to consume. Meanwhile, according to Nofianti & Rofiqoh (2019), awareness is the level 

of understanding of Muslims in issues related to the concept of halal. Such understanding 

includes understanding the product and its elements. Muslim awareness is characterized by 

knowledge about the process of slaughtering, food packaging, and food hygiene following 

Islamic law. Halal awareness is the level of understanding of Muslims in knowing issues 

related to the halal concept. Yunus et al. (2014) mention several indicators of halal awareness, 

namely knowledge about halal, being aware of halal due to religious obligations, cleanliness 

and product safety, knowing the manufacturing process, and caring about food. 

2.5 Religiosity 

Religiosity is the overall function of the individual soul, including beliefs, feelings, and 

behaviours directed consciously and seriously to the teachings of his religion by working on 

five religious dimensions, including obligatory worship procedures (Stark & Glock, 1968). 

Religiosity is a comprehensive unity of elements, which makes a person called a religious 

person, not just a religion. Religiosity affects one's purpose in life and the responsibility to 

God, oneself, and others. Consumer religiosity also depends on a person's commitment to his 

religion. For a Muslim, religiosity can be known from the extent of knowledge, belief, 

implementation and appreciation of the religion of Islam. Consumers who have a high level 

of religiosity will usually buy food that is clearly halal and always avoid activities that 

involve them consuming what haram is. 
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According to El-Menouar (2014), there are several indicators in religiosity, namely belief, 

ritual, loyalty, experience, knowledge, and consequences. 

2.6 Buying Interest 

Interest is defined as a personal matter related to attitudes, where individuals interested in an 

object will have the urge to perform a series of behaviours to get the object. At the same time, 

the purchase has the meaning of a situation where someone decides to make a transaction 

based on previous experience (Nugraha, 2017). The interest in making a purchase creates a 

motivation that continues to be recorded in his mind and becomes a very strong activity. At 

the end, when a consumer has to fulfill his needs, he will actualize what is in his mind. Thus, 

buying interest will arise during the decision-making process. 

There are four stages of producers determining buying interest or determining consumer 

encouragement in making purchases of the products or services offered (Kotler & Lee, 2008), 

including Attention, Interest, Desire and Action. According to Kusumawati & Saifudin 

(2020), There are several indicators of buying interest, including determination in 

purchasing, always looking for information in purchasing, not looking for other products, 

desire to make a purchase, referral effort in purchasing, and estimation of satisfaction that 

will be obtained with the purchase. 

3 Method 

The type of research used is quantitative. The population in this study were all Geprek Sa'i 

Salatiga consumers. The sample is determined using the Lemeshow formula to find the 

number of respondents because the total population is not known with certainty. By using 

this method, a sample of 97 respondents was obtained. The independent variables 

(independent) in this study are halal certification, halal awareness, and religiosity. The 

intervening variable in this study is buying interest, while the dependent variable (dependent) 

is purchasing decisions. The sampling technique used in this research is purposive sampling. 

Purposive sampling is a sampling technique based on certain considerations (Sugiyono, 

2015). 

To test the hypothesis being tested, data analysis was used through a partial test (t-test) 

and path analysis test. The t statistic test shows how far the influence of one explanatory or 

independent variable is individually in explaining the variation of the dependent variable. In 

contrast, the path analysis test is used to test the intervening variables (Ghozali, 2013). All 

data collected was processed using IBM SPSS 25.0 software for windows. 

4 Results and Discussion 

Statistical tests were conducted to determine how far the influence of the independent 

variables individually on the dependent variable being studied. The following are the test 

results using the SPSS version 25.0 program. 

Tabel 4.1 T-Test Results (Equation 1 Against Y) 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 7.108 4.790  1.484 .141 

Total_X1 .178 .218 .094 .818 .415 
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Total_X2 -.354 .224 -.199 -1.581 .117 

Total_X3 .119 .058 .189 2.043 .044 

Total_Z .980 .139 .674 7.064 .000 

a. Dependent Variable: Total_Y 

Source: Processed data, 2021 

 

Tabel 4.2 T-Test Results (Equation 2 Against Z) 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 (Constant) 13.351 3.301  4.045 .000 

Total_X1 .109 .163 .083 .669 .505 

Total_X2 .682 .151 .560 4.503 .000 

Total_X3 -.084 .043 -.193 -1.961 .053 

a. Dependent Variable: Total_Z 

Source: Processed data, 2021 

 

Table 4.3 Result of R² Direct Effect of Equation 1 on Z 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .745a .555 .535 1.843 

a. Predictors: (Constant), Total_Y, Total_X3, Total_X2, Total_X1 

Source: Processed data, 2021 

 

Table 4.4 Result of Direct Coefficients Equation 1 against Z 

Coefficients 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 13.351 3.301  4.045 .000 

Total_X1 .109 .163 .083 .669 .505 

Total_X2 .682 .151 .560 4.503 .000 

Total_X3 -.084 .043 -.193 -1.961 .053 

a. Dependent Variable: Total_Z 

Source: Processed data, 2021 

4.1 Effect of halal certification on purchasing decisions 

Based on the test results in table 4.7, where the results of the t-test obtained show a coefficient 

of 0.178, the value of t-count = 0.818 with a significance value of 0.415> 0.05. Thus, the first 

assumption (H1) in this research, namely that halal certification has a positive and significant 

effect on purchasing decisions, is rejected. 

Halal certification refers to the provision of a halal label on a product to be traded. 

According to the results of this study, even though the product has included a halal label, it 

is not yet able to improve purchasing decisions for Sa'i Salatiga fried chicken consumers. 

This can happen with the assumption that consumers have not consistently chosen halal-

labelled products. In other words, consumers of Sa'i Salatiga Geprek Chicken can experience 

a decrease and increase in a certain period. 
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This research is in line with the research results conducted by Akhyar & Pramesti (2015), 

which states that certification has a negative and insignificant effect on purchasing decisions. 

On the one hand, this research rejects other findings made by (Surya 2020)) dan (Ashari, 

2019) which explains that certification has a positive and significant effect on purchasing 

decisions. 

4.2 The effect of halal awareness on purchasing decisions 

Based on the test results in table 4.7, where the results of the t-test obtained show a coefficient 

of -0.354, the value of t count = -1.581 with a significance value of 0.117> 0.05. Thus, the 

second assumption (H2) in this research is that halal awareness positively affects purchasing 

decisions. 

This means that consumers are not fully aware of halal products. Because basically, 

consumers who understand halal products will ultimately prioritize halal food for their 

consumption. 

This study is in line with the research results conducted by Munir et al. (2019), which 

states that awareness has a positive and insignificant effect on purchasing decisions. On the 

one hand, this research rejects the results of other findings by Munir et al. (2019), which 

explains that halal awareness has a positive and significant effect on purchasing decisions. 

4.3 The effect of religiosity on purchasing decisions 

Based on the test results in table 4.7, where the results of the t-test obtained show a coefficient 

of 0.119, the value of t-count = 2.043 with a significance value of 0.044 <0.05. Thus, the 

third assumption (H3) in this research is that religiosity has a positive and significant effect 

on purchasing decisions. 

Consumers who have a high level of religiosity will usually buy food that is clearly halal 

and always avoid activities that involve them consuming what haram is. 

Consumers can judge the halalness of a product based on the level of religiosity. This is 

evidenced by Amin's (2019) and Vristiyana (2019), which states that religiosity affects 

purchasing decisions. Based on the previous findings, the following hypothesis can be 

formulated. 

4.4  The effect of halal certification on buying interest 

Based on the test results in table 4.8, where the results of the t-test obtained show a coefficient 

of 0.109, the t-value = 0.669 with a significance value of 0.505> 0.05. Thus, this research 

rejected the fourth assumption (H4), namely that halal certification has a positive and 

significant effect on buying interest. 

Products that have been guaranteed to be halal by being proven by halal certification, 

which has been proven to be safe and halal, will thus affect consumer buying interest. Halal 

certification is a security guarantee for a Muslim consumer to choose good food for him and 

follow religious rules. 

This research is in line with the research results conducted by Wiliyanto (2020), which 

states that certification has a negative and insignificant effect on asking to buy. On the one 

hand, this research rejects the results of other findings conducted by Malik et al. (2019), 

which explains that certification has a positive and significant effect on purchase intention. 
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4.5 The effect of halal awareness on buying interest 

Based on the test results in table 4.8, where the results of the t-test obtained show a coefficient 

of 0.682, the value of t count = 4.503 with a significance value of 0.000 <0.05. Thus, the fifth 

hypothesis (H5) in this research is that halal certification positively affects the accepted 

purchase decision. 

Consumers who are aware of or understand the concept of halal, then the products they 

consume must have guaranteed smoothness. Thus consumer buying interest will be based on 

the concept of halal and increase interest in halal products. This is evidenced by research 

conducted by Izzudin (2018), stating that halal awareness has a positive and significant effect 

on buying interest in food products. The results of this study support the results of research 

conducted by Wiliyanto (2020), concluding that halal awareness affects consumer buying 

interest. 

4.6 The influence of religiosity on buying interest 

Based on the test results in table 4.8, where the results of the t-test obtained show a coefficient 

of -0.084, the value of t count = -1.961 with a significance value of 0.053> 0.05. Thus, this 

research rejected the sixth assumption (H6), namely that halal certification has a positive and 

significant effect on purchasing decisions. 

Religiosity will have an impact on someone's actions to interest in buying something. 

Someone with a high level of religiosity allows them to be more careful in emphasizing the 

interest in the choice that he will determine. This study is in line with the results of a study 

conducted by Fauzia et al. (2019), which stated that religiosity had a negative and 

insignificant effect on asking to buy. On the one hand, this research rejects the results of other 

findings conducted by Rakhmawati (2018) and Mahardika (2019), which explains that 

religiosity has a positive and significant effect. 

4.7 Pengaruh minat beli terhadap keputusan pembelian 

Based on the test results in table 4.7, where the results of the t-test obtained show a coefficient 

of 0.980, the t-count = 7.064 with a significance value of 0.000 <0.05. Thus, the seventh 

assumption (H7) in this research is that buying interest has a positive and significant effect 

on purchasing decisions. 

Buying interest arises because of a feeling of interest and wanting to have a common good 

or service. Following research conducted by Febiana (2014) and Agustin (2015) stated that 

buying interest has a positive and significant effect on purchasing decisions.  

4.8 The effect of halal certification on purchasing decisions with purchase 
intention as an intervening variable 

Based on the test results on path analysis, where the direct effect of halal certification on 

purchasing decisions is P5 = 0.094, the indirect effect of halal certification through buying 

interest on purchasing decisions is 0.055942, then the total effect of halal certification on 

purchasing decisions through buying interest is 0, 149942 

Based on the results of the calculations on the Sobel test, it is known that t count 

4.9563054723 > t table = 1.98580 with a significant level of 0.05. The conclusion is that 

buying interest can mediate the relationship between halal certification and purchasing 

decisions. Therefore, the eighth assumption (H8) in this research is that halal certification 

significantly affects purchasing decisions mediated by accepted purchase intentions. 
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It was making halal certification one factor that determines purchasing decisions where 

this decision will increase buyer interest. The inclusion of writing or a statement of halal on 

the product packaging indicates that the product in question has the status of a halal product. 

So the results of this study are in line with Kamilah & Wahyuati (2017) which states that the 

effect of halal certification on purchasing decisions is that buying interest is able to mediate 

the relationship between halal certification and purchasing decisions. 

4.9 The effect of halal awareness on purchasing decisions with purchase 
intention as an intervening variable 

Based on the test results on path analysis, where the direct influence of halal awareness on 

purchasing decisions is P6 = 0.199, the indirect effect of halal awareness through buying 

interest on purchasing decisions is 0.3774, then the total effect of halal awareness on 

purchasing decisions through buying interest is -0,17844. 

Based on the results of the calculations on the Sobel test, it is known that t count 

3.1979620346 > t table = 1.98580 with a significant level of 0.05. The conclusion is that 

buying interest can mediate the relationship between halal awareness and purchasing 

decisions. Therefore, the ninth assumption (H9) in this research is that halal awareness 

significantly affects purchasing decisions mediated by accepted purchase intentions. 

Someone who knows and understands the halal concept is more interested in buying 

because they prioritize consuming halal food. This research is in line with research conducted 

by Rizaldi (2020), which examines the effect of halal awareness on purchasing decisions 

mediated by buying interest, showing that halal awareness has a positive and significant 

effect on purchasing decisions and buying interest can mediate the positive influence of halal 

certification on purchasing decisions. The results of this study are in line with research 

conducted by Rizaldi (2020), which explains that buying interest can mediate the relationship 

between halal awareness and purchasing decisions. The influence of religiosity on purchasing 

decisions with buying interest as an intervening variable 

Based on the test results on path analysis, where the direct influence of halal certification 

on purchasing decisions is P7 = -0.189, the indirect effect of religiosity through buying 

interest on purchasing decisions is -0.130082, then the real influence of religiosity on 

purchasing decisions through buying interest is -0,313082. 

4.10 The influence of religiosity on purchasing decisions with buying interest 
as an intervening variable 

Based on the results of the calculations on the Sobel test, it is known that t count 

3.2873250856 < t table = 1.98580 with a significant level of 0.05, so the conclusion is that 

buying interest cannot be an intermediary for the relationship between religiosity and 

purchasing decisions. Therefore, the tenth assumption (H10) in this research, namely that 

religiosity significantly affects purchasing decisions mediated by buying interest, is rejected. 

Consumers will choose a product that does not conflict with their religion. The 

consumption activities of an individual are very closely related to the quality of appreciation 

of the religious values they believe in because, for them, religion is the main source. Judging 

from the behaviour of religious consumers, it shows that consumers care about religious 

issues. The above statement is supported by previous research that religiosity significantly 

influences purchasing decisions through buying interest. 

The results of this study are in line with research conducted by Akhyar & Pramesti (2015), 

which explains that buying interest cannot mediate the relationship between religiosity and 

purchasing decisions. However, this study also rejects other findings carried out by Abdillah 

(2020) that religiosity significantly influences purchasing decisions through buying interest. 
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5 Conclusion  

The results show that of the ten proposed hypotheses, five are accepted, and five are rejected. 

This study proves that halal certification, halal awareness and religiosity are proven to 

influence purchasing decisions through buying interest. 

Through SPSS calculations, the seven hypotheses analyzed using the t statistical test 

showed a significant relationship between the variables because they had a lower significance 

level than the specified alpha (0.000 < 0.05). A path analysis test was conducted to determine 

the effect of intervening variables contained in the research model. The results prove that 

halal certification, awareness, and religiosity affect purchasing decisions through buying 

interest, so hypotheses 8,9 and 10 are accepted. 
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