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Abstract 

This study aims to examine empirical evidence of the influence of knowledge, 

religiosity and attitudes on purchase intention of halal cosmetics among millennials. 

This study uses a quantitative research approach to investigate the influence between 

knowledge, religiosity, attitudes and purchase intentions. To achieve the research 

objectives, data was collected from users of halal cosmetics. Using structural equation 

modeling, and after a series of exploratory and confirmatory factors were analyzed, 

the authors tested an integrated model of the influence between knowledge, religiosity, 

attitudes on purchase intention. 

The results of this study indicate that knowledge has a significant positive effect 

on attitudes. Religiosity has insignificant influence on attitudes. Attitude has a positive 

and significant effect on purchase intention. Knowledge has an insignificant effect on 

purchase intention. Religiosity has a positive and significant effect on purchase 

intention. The results of this study also show that the role of knowledge in improving 

millennial consumer attitudes towards halal cosmetics is better than the role of 

religiosity in attitudes. The role of knowledge is not as good as the role of religiosity 

in increasing purchase intention. Other results also show that attitudes can mediate 

the influence of knowledge and purchase intention. 

 

Keywords: knowledge, religiosity, attitude, purchase intention, halal cosmetics 
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Abstrak 

Penelitian ini bertujuan untuk menguji bukti empiris pengaruh knowledge, 

religiosity dan attitude terhadap purchase intention kosmetik halal di kalangan 

milenial. Studi ini menggunakan pendekatan penelitian kuantitatif untuk menyelidiki 

pengaruh antara knowledge, religiosity, attitude dan purchase intention. Untuk 

mencapai tujuan penelitian, dilakukan pengumpulan data dari pengguna kosmetik 

halal. Dengan menggunakan pemodelan persamaan struktural, dan setelah serangkaian 

faktor eksplorasi dan konfirmatori dianalisis, penulis menguji model terintegrasi dari 

pengaruh antara knowledge, religiosity, attitude terhadap purchase intention.  

Hasil penelitian ini menunjukkan bahwa knowledge berpengaruh signifikan 

positif terhadap attitude. Religiosity memiliki pengaruh yang tidak signifikan terhadap 

attitude. Attitude berpengaruh positif dan signifikan pada purchase intention. 

Knowledge memiliki pengaruh yang tidak signifikan terhadap purchase intention. 

Religiosity memiliki efek positif dan signifikan pada purchase intention. Hasil 

penelitian ini juga menunjukkan bahwa peran knowledge untuk meningkatkan attitude 

konsumen milenial terhadap kosmetik halal lebih baik dibandingkan dengan peran 

religiosity terhadap attitude. Peran knowledge tidak sebaik peran religiosity dalam 

meningkatkan purchase intention. Hasil lain juga menunjukkan bahwa attitude dapat 

memediasi pengaruh knowledge dan purchase intention. 

 

Kata Kunci: knowledge, religiosity, attitude, purchase intention, kosmetik halal 

 

  


