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MOTTO 
“Great people are not made from comfort, pleasure and convenience. But it is formed 

through the air of the eyes and challenges”. 

 فَاِنَّ  مَعَ  الْعسُْرِ  يسُْرًاۙ 

   اِنَّ  مَعَ  الْعسُْرِ  يسُْرًاۗ  

"So indeed, with difficulty there is ease, indeed with difficulty there is ease." (QS. 
Ash-Syrah [94]: 5-6). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

ix 

 

PREFACE 

Praise Allah SWT for providing convenience, grace, and mercy in writing the 

thesis " Determinant of Behavior Intention Among Generation Z Customers Toward 

Halal Product Cosmetics." This thesis is prepared to fulfill one of the requirements: 

obtaining a bachelor's degree at the Faculty of Economics and Business, Universitas 

Muhammadiyah Yogyakarta. The author took this topic in the hope that it can provide 

input for organizational companies in the use of influencing tactics in taking consumer 

behavior intentions and provide development ideas for further research. The 

completion of this thesis is inseparable from the guidance and support of various 

parties; therefore, on this occasion, the authors would like to express our deepest 

gratitude to the following: 

1. Dean of the Faculty of Economics, Universitas Muhammadiyah 

Yogyakarta, who provided instructions, guidance, and convenience for 

the author to complete the study.  

2. Mrs. Indah Fatmawati, Dr SE., MSi., has patiently provided input and 

guidance while completing this thesis.  

3. My father, mother, brothers, and sisters always gave me 

encouragement and attention until I finished my studies. 

4. All parties who have provided support, assistance, ease, and 

enthusiasm in the process of completing this final project (thesis).  

 

As a final word, no ivory is cracked; the author realizes that there are still many 

shortcomings in this thesis. Therefore, criticism, suggestions, and further research 

development are indispensable for the depth of this topic. 

 

Yogyakarta, ………………………  

Author 



 

x 

 

 

Table of Contents 
DETERMINANT OF BEHAVIOR INTENTION AMONG GENERATION Z 
CUSTOMERS TOWARD HALAL PRODUCT COSMETICS (Study on Customer 
Cosmetics Somethinc) .................................................................................................... i 

DECLARATION .......................................................................................................... v 

MOTTO ....................................................................................................................... vi  

INTISARI .................................................................................................................... vii  

ABSTRACT ............................................................................................................... viii 

Table of Contents .......................................................................................................... x 

List of Table ............................................................................................................... xiii 

Table of Figures ......................................................................................................... xiv 

CHAPTER I .................................................................................................................. 1  

A. Research Background ..................................................................................... 1 

B. Research Question .......................................................................................... 8 

C. Research Objectives ....................................................................................... 8 

D. Research Benefit ............................................................................................. 9 

1. Theoretical benefits..................................................................................... 9 

2. Practical Benefits ...................................................................................... 10 

CHAPTER II ............................................................................................................... 11  

A. Theoretical Framework ................................................................................ 11 

1. Stimulus–organism–response model ........................................................ 11 

B. Research Conceptual Definition ................................................................... 13 

1. Social Media Activity ............................................................................... 13 

2. Halal Awareness ....................................................................................... 14 

3. Brand Image .............................................................................................. 15 

4. Attitude ..................................................................................................... 16 

5. Behavior Intention .................................................................................... 17 

C. Previous Research Findings ......................................................................... 19 

D. Relationship among variables and hypothesis Development ....................... 23 



 

xi 

 

1. The Social Media Activity on Brand Image logical relationship. ............ 23 

2. The Social Media Activity on Attitude Logical Relationship. ................. 24 

3. The Halal Awareness of Brand Image logical relationship. ..................... 25 

4. The Halal Awareness of Attitude logical relationship. ............................. 26 

5. The Brand Image on Attitude logical relationship. ................................... 28 

6. The Brand Image on Behavior Intention logical relationship................... 29 

7. The Attitude on Behavior Intention logical relationship. ......................... 29 

8. The brand image is Mediated by social media activity to behavioral 
intention logical relationship. .............................................................................. 30 

9. The effect of mediation brand image between Halal Awareness to 
Behavior Intention logical relationship. .............................................................. 31 

10. Attitude mediates social media marketing activities to behavior. Intention 
is a logical relationship........................................................................................ 32 

11. The Attitude Mediates on Halal Awareness to Behavior Intention logical 
relationship. ......................................................................................................... 33 

E. Research Model ............................................................................................ 34 

CHAPTER III ............................................................................................................. 36  

A. Research Approach ....................................................................................... 36 

B. Research Subject .......................................................................................... 36 

C. Research Object ............................................................................................ 38 

D. Sampling Method ......................................................................................... 39 

E. Data Collection Method ............................................................................... 40 

F. Variable Identification .................................................................................. 40 

G. Operational Definition .................................................................................. 41 

H. Instrument Test ............................................................................................. 44 

CHAPTER IV ............................................................................................................. 50 

A. General Description of Object and Subject Research .................................. 50 

1. Object Research ........................................................................................ 50 

2. Research Subjects ..................................................................................... 51 

B. Analysis of Statistical Description of Research Variables ........................... 55 

C. Instrument and Data Quality Test ................................................................ 53 



 

xii 

 

D. Research Results of Analysis and Structural Equation Modelling (SEM) ... 56 

1. Analisa dan Structural Equation Modelling (SEM) .................................. 56 

E. Hypothesis Testing ....................................................................................... 67 

F. Discussion (Interpretation) ........................................................................... 78 

CHAPTER V ............................................................................................................... 91 

A. Conclusion .................................................................................................... 91 

B. Research Limitation ..................................................................................... 92 

C. Recommendation .......................................................................................... 93 

BIBLIOGRAPHY ....................................................................................................... 94 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

xiii 

 

List of Table 
Table 2. 1 Previous Research Finding......................................................................... 20 
Table 2. 2 The Relationship between social media activities and brand image .......... 24 
Table 2. 3 The Relationship between Social Media Activities and Attitude. ............. 25 
Table 2. 4  The Relationship between Halal Awareness and Brand Image ................ 26 
Table 2. 5 The Relationship between Halal Awareness and Attitude. ........................ 27 
Table 2. 6 The Relationship between Brand Image and Attitude. .............................. 28 
Table 2. 7 The Relationship between Brand Image and Behavioral Intention. .......... 29 
Table 2. 8 The Relationship between Attitude and Behavioral Intention. .................. 30 
Table 2. 9 The effect of mediation Brand Image between social media activities and 
behavior intention........................................................................................................ 31 
Table 2. 10 The effect of mediation attitude on halal awareness and behavior 
intention. ..................................................................................................................... 32  
Table 2. 11 The effect of mediation attitude between social media marketing activity 
and behavior intention. ................................................................................................ 33 
Table 2. 12 The effect of mediation attitude between halal awareness and behavior 
intention. ..................................................................................................................... 33  
 
Table 3. 1 Variable Operational Definition................................................................. 43  
Table 3. 2 Table Likert scale ....................................................................................... 44 
 

Table 4. 1 Characteristic Respondent.......................................................................... 52 
Table 4. 2 Statistical Research Variables Descriptive Statistics ................................. 55 
Table 4. 3 Instrument and Data Quality Test .............................................................. 54 
Table 4. 4 Computation of degrees of freedom (Default model) ................................ 59 
Table 4. 5 Uji Outliers Penelitian ................................................................................ 60 
Table 4. 6 Test Results of Research Outliers After Elimination ................................. 61 
Table 4. 7 Normality Test ........................................................................................... 62 
Table 4. 8 Hasil uji goodness of fit index ................................................................... 65 
Table 4. 9 Modification Indices Regression Weights ................................................. 66 
Table 4. 10 Output Modification ................................................................................. 66 
Table 4. 11 Hasil Uji Signifikansi Regression Weights: (Group number 1 - Default 
model) ......................................................................................................................... 67  
Table 4. 12 ................................................................................................................... 70 
Table 4. 13 ................................................................................................................... 71 
Table 4. 14 ................................................................................................................... 71 
Table 4. 15 ................................................................................................................... 72 
Table 4. 16  Hypothesis Test Results .......................................................................... 77 
 



 

xiv 

 

 

Table of Figures 
 

Figure 2. 1 The research model ................................................................................... 34 
Figure 4. 1Diagram jalur SEM AMOS………………………………………… 57 
Figure 4. 2 SEM Modeling Output ............................................................................. 64  
Figure 4. 3 Brand as a variable that mediates the relationship between social media 
marketing activity variables and behavior intention. .................................................. 73 
Figure 4. 4 Calculate Sobel Test Brand Image as a variable that mediates the 
relationship between social media marketing activity variables and behavior 
intention. (Sobel Calculate Online). ............................................................................ 74  
Figure 4. 5 Calculate the Sobel Brand Image test model online as a mediating variable 
of the Relationship between halal awareness variables and behavior intention. ........ 75 
Figure 4. 6 The calculation results of the Sobel test with the input number needed in 
the test. ........................................................................................................................ 75  
Figure 4. 7 The calculation of the Sobel test with the input number needed. ............. 76 
 
 

 

 

 

 

 

 

 


