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ABSTRACT

Objective - Food products are diverse in Indonesia. However, there are still numerous products have not certified as
halal food. It becomes a challenge, especially for children who cannot adopt a decision with full consideration. This
research aims to analyze knowledge, attitude, subjective norms, behavioral control, purchase intention, and purchase
behavior differences among students from every level (elementary school, junior school, and senior high school).
Furthermore, this research also aims to analyze the influence of knowledge, attitude, subjective norms, and behavioral
control toward purchase intention and the influence of knowledge, attitude, subjective norms, behavioral control, and
purchase intention toward a purchase behavior.

Methodology/Technique — The research conducted as quantitative research through a self-administered survey on 207
students from elementary school, junior school, and senior high school. The analysis performed SEM.

Finding & Novelty - The results show that overall, attitude, subjective norms, and behavioral control significantly
influence purchase intention and attitude, subjective norms, behavioral control, and purchase intention influence toward
a purchase behavior. This finding implies that the role of business and government in facilitating consumers to buy halal
food.
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1. Introduction

Indonesia is the fourth most populated country in the world. Most of Indonesia's population are Muslims.
This staggering number of people, and the still-growing muslim population in Indonesia, means increased
demands of halal food.

) Paper Info: Revised: July 19, 2019
Accepted: September 19, 2019
. Corresponding author: Megawati Simanjuntak
E-mail: mega_juntak@apps.ipb.ac.id
Affiliation: Department of Family and Consumer Sciences, Faculty of Human Ecology, IPB University, Bogor,
Indonesia.

ISSN 2180-0421, e-1ISSN 2289-8506 © 2019 Global Academy of Training & Research (GATR) Enterprise. All rights reserved.



Megawati Simanjuntak , Filza Nasiha

In Indonesia, the standard of halal food is guaranteed by the country, referring to Law no. 33 the year
2014 concerning Halal product guarantee. Article 1 paragraph 2 from that law said that halal product is a
product that has been stated halal according to Islamic law. Islamic law explained that halal means it is
allowed, and haram is forbidden. There is an exception for every kind of food and drink that is haram to be
consumed by Muslim.

Data from MUI (Indonesian Ulema Council, an organization that published the halal standard) showed
that on October 2017, only 2.98 percent product is halal-certified. This number is still low if we see the
number of Muslims that should only eat halal food means that Muslims have very limited selection on
choosing halal food. With many products that still have not been certified, people need to be more selective
when choosing the food, which is why it very important to see the ability of consumer to be selective on what
they eat, especially on young consumer. The selective process of product will be more difficult on young
consumer. As children cognitive ability is still not as good as adults, and younger consumer still can’t decide
a purchase with complete consideration.

According to Ajzen (1991), intention described as one’s motivation to take action. The intention can be
predicted through attitudes toward behavior, subjective norms, and behavior control, which is also known as
Theory of Planned Behavior. Maichum et al., (2017) found that the attitude of the consumers has become one
of the variables which influence the intention to buy halal food. Otherwise, knowledge of halal food does not
affect consumers' purchase intentions. Other research showed that purchase intention of halal cosmetics
influenced by knowledge, religiosity, and attitude (Rohmatun & Dewi, 2017). Kavaliauske and Ubartaite
(2014) reported that ethical belief is the utmost important factor indeed influences the purchase intention of
organic products of the consumers. Besides, Punnoose (2012) has claimed intention significantly affected by
perceived usefulness, subjective norms, and perceived convenience of using the product.

This research focuses on children and adolescent. Calvert (2008) stated that child consumers are
difference since children have limited cognitive abilities and skills equal to adults. The results of
Triwijayanti's (2012) study showed that children have been able to take consumption decisions independently
but not with full consideration. Similarly, Brici et al. (2013) showed that adolescent consumers are more
likely to did impulsive buying than adults did. The study explained that impulsive buying behavior often
takes place in response to the strain felt by them. Denoth et al. (2011) explained that one of the determinants
of adolescent eating behavior in Italy was social constraint from their peers. This means that children
consumer are more susceptible to non-halal food rather than adults.

Previous research stated that attitudes toward behavior, subjective norms, and behavioral control
significantly influenced the intention to purchase halal food (Alam & Sayuti 2011). The study did not discuss
the effect of these three factors on the purchase of halal food by children who have not been able to consider
while food products are increasingly diverse.

This study aimed to analyze the influence of knowledge, attitudes towards behavior, subjective norms,
and behavioral control toward purchase intentions and purchase behavior. Prior studies examined factors that
influence purchase intention. Conversely, this study emphasis more on the behavior of purchasing halal food
using the Theory of Planned Behavior Approach by included the knowledge variable. The subject of this
study is an important differentiator with previous studies, namely among children and adolescents.

This research will be beneficial for the educational institution to educate halal food for students. Bussiness
also can utilize this research as input in product management and marketing. The government, particularly
for the Indonesian Ulema Council, this research become an input in formulating policies or programs
regarding the sale and marketing of halal food.
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2. Literature Review
2.1 Effect of knowledge on purchase intention

Research shows that knowledge, religiosity, and attitudes influence purchase intention (Rohmatun &
Dewi 2017). Shaari and Arifin (2010) found that knowledge is the main factor that influences the purchase
intention of halal food. Research conducted by Ginting and Ekawati (2016) shows that knowledge about the
environment has a positive and significant influence on the intention to buy green products. Chen et al.
(2017) explain that knowledge positively influences purchase intention. This means a person with better
knowledge, should have a better intention of buying halal products.

Kusuma and Untarini (2014) found that product knowledge had a significant effect on the shaping of
purchase intentions, and also had a significant indirect effect on purchase intention through attitude. In line
with that research, the results of other studies on environmentally friendly products show that knowledge has
a positive and significant effect on purchase intention. This means that the higher a person's knowledge is,
the higher their buying intention is (Suwarso & Wulandari, 2015). Other research shows that knowledge is
the most significant factor in influencing someone's purchase intention (Suki, 2016). In contrast to those
previous research, Erida and Rangkuti's (2017) explains that knowledge does not significantly influence
someone's purchase intention. It is important to see if knowledge influence someone’s purchase intention, as
younger consumer usually still don’t have a lot of knowledge about halal product, for example the standard
of halal products, and what makes the product halal.

Based on empirical studies from Rohmatun and Dewi (2017), Shaari and Arifin (2010), Ginting and
Ekawati (2016), Chen et al. (2017), Kusuma and Untarini (2014), Suwarso and Wulandari (2015), Suki
(2016), and Erida and Rangkuti (2017) the hypothesis below were formulated:

H1: Knowledge has a significant effect on purchase intention

2.2 Effect of Attitude toward behavior on purchase intention

The research of Dwipayani and Rahyuda (2016) shows that attitudes partially have a significant positive
effect on the intention to buy online in Denpasar. The results of other studies indicate that the most
significant factors that influence consumer purchase intention are consumer attitudes and price perceptions
(Jaafar et al., 2013). In line with these findings, the results of research on online promos show that attitudes
and normative are affecting consumer purchase intentions (Cheah et al., 2015).

Ali (2017) explained in his research on the purchase intention of halal products in Pakistan that attitudes
have a positive influence on the purchase intention of halal food for non-Muslim consumers. Sallam and
Algammash (2016) found that consumers' attitudes toward advertising have a positive and significant effect
on purchase intention. Maichum et al. (2017) state the same thing as the studies mentioned earlier, that
attitude is the most powerful factor and has a direct influence on purchase intention. Which means it very
important that consumer has a positive attitude towards halal products, we believe that if the consumer has
positive attitude, then it would lead to higher purchase intention on halal products.

Based on a theoretical study from Dwipayani and Rahyuda (2016), Jaafar et al. (2013), Cheah et al.
(2015), Ali (2017) and Maichum et al. (2017) hypotheses can be drawn as follows:

H2: Attitude toward behavior has a significant effect on purchase intention

(Jaafar et al., 2013; Cheah et al., 2015; Sallam & Algammash, 2016; Maichum et al., 2017; Dwipayani &
Rahyuda, 2016; Ali, 2017).

2.3 Effect of Subjective Norms on Purchase Intention

A study of Yean, Johari, and Sukery (2015) about employee intentions in returning to work proved that
subjective norms have a significant effect on intention. Ham, Jeger, and Frajman (2015) also stated that
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subjective norms have a significant effect on purchase intention, and Anggelina and Japarianto (2014)
showed that subjective norms influence one's intentions.

Research conducted by Ketabi, Ranjbarian, and Ansari (2014) shows that subjective norms directly
influence purchase intentions online. In line with the results of these studies, other studies about halal food,
also found that subjective norms influence a person's purchase intention (Afendi, Azizan, & Darami, 2014).

An empirical study from Yean et al. (2015), Ham et al. (2015), Anggelina and Japarianto (2014), Ketabi
et al. (2014), and Afendi et al. (2014) explained that subjective norms influence someone's purchase
intention, so the hypothesis can be drawn as follows:

H3: Subjective norms have a significant effect on purchase intention

(Anggelina & Japarianto, 2014; Yean et al., 2015; Ham et al., 2015; Ketabi et al., 2014; Afendi et al.,
2014).

2.4 Effect of Behavioral Control on Purchase Intention

Wang (2014) stated that behavioral control has an effect on purchase intention so that the higher the
control of a person's behavior, the higher the purchase intention of that person towards a product. Maichum et
al. (2016) also stated that behavior control influences purchase intention.

The results of the study of Afendi et al. (2014) show that a person's behavioral control has a positive
influence on the purchase intention of halal food. Giantari, Zain, Rahayu and Solimun (2013) showed that
behavioral control affects the intention to buy online. Research by Huda, Rini, Mardoni, and Putra (2012),
Anggelina and Japrianto (2014) showed that behavioral control has a significant effect on purchase intention,
so the hypotheses drawn are as follows:

H4: Behavioral control has a significant effect on purchase intention

(Wang, 2014; Maichum et al., 2017; Afendi et al., 2014; Giantari et al., 2013; Huda et al., 2012;
Anggelina & Japrianto, 2014).

2.5 Effect of Purchase Intention on Purchase Behavior

Van Hooft Born, Taris, Van der Flier, and Blonk (2005) 's research shows that on job search, intention
predicted the job search behavior significantly. Kiriakidis (2015) states that intentions influence behavior,
and its relationships tend to be stable under certain conditions.

In the retail industry, the results of research by Canniére et al. (2010) show that the stronger a person's
purchase intention is, the higher the possibility of the person to make a purchase. Sheeran and Webb (2016)
explain that intention is used as behavior in about half the cases, but the quality of the intention itself greatly
influences actual behavior. Based on van Hooft and Born (2005), Kiriakidis (2015), Canniére et al. (2010),
and Sheeran and Webb (2016), hypotheses can be drawn as follows:

H5: Purchase intention has a significant effect on purchase behavior

(Van Hooft et al., 2005; Kiriakidis, 2015; Canniére et al., 2010; Sheeran & Webb, 2016).
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Based on the empirical researches, the framework is presented in Figure 1.

Knowledge
H1
Attitude H2
\ Purchase H5 Purchase
Intention > Behavior
Subjective y
norms
H
Behavioral

control

Figure 1. Research framework

3. Research Methodology

The study applied quantitative research, conducted in public and private elementary schools, junior
schools, and senior high schools in Bogor City. The samples were taken using quota sampling amounted 207
respondents that consisted of 71 elementary school students, 72 junior high school students, and 64 senior
high school students. Data were drawn from self-administered questionnaires. The researcher explained how
to fill out the questionnaires in advance before the student filled out the questionnaire by themselves.

Endogenous variables in this study are purchase intention and purchase behavior, while exogenous
variables are knowledge, attitudes toward behavior, subjective norms, and behavioral control. Knowledge
stands for respondents’ knowledge of halal food that consists of 20 questions refers to Musdyaningwati
(2016) (reliability 0.797). Instruments of attitude towards behavior, subjective norms, and behavioral control
adopted from Endah (2014). The instrument of attitudes toward behavior, subjective norms, behavioral
control, purchase intentions, and purchase behavior were measured using five Points-Likert scales.

Attitudes toward behavior stand for the evaluation of halal purchasing behavior that consists of eight
statements (reliability 0.97). Subjective norm stands for the influence of respondents’ reference groups with
11 questions (reliability 0.93). Behavioral control stands for respondents’ perception of how far they choose
to or not to buy halal food that consists of seven statements (reliability 0.79). Purchase intention relates to the
feeling of the buyer and their plan to do a purchase of halal food refers to Maichum et al., (2017) with four
statements (reliability 0.85). Purchase behavior stands for respondent’s activities in purchasing process refers
to Murti (2016) with 14 statements (reliability 0.89).

Structural Equation Modelling (SEM) used to analysis that combines the factor analysis approach,
structural model, and path analysis. AMOS used to test the whole respondent because AMOS can be used to
analyze a lot of data (with the total data used are 207). SmartPLS used to test respondent in every level of
education, which is elementary, junior school, and senior high school.

4, Results

Based on the goodness of fit test, the RMSEA value of 0.069 means that the model acceptable and
included in the good fit category. The GFI value obtained was 0.804, the CFI value was 0.833, the IFI value
was 0.836, the RMR value was 0.117, the AGFI value was 0.767, and the NFI value was 0.718 included in
the marginal fit category. The SEM model used in this study was fit because it meets the RMSEA value as
0.08. This model was obtained after eliminating indicators that have t-value less than 1.96 or p-value more
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than 0.05. Twenty-one indicators were deleted because the requirements. The eliminating indicators were as
follows, six indicators of attitude to behavior, four indicators of subjective norms, two indicators of behavior
control, four indicators of purchase intention, and five indicators of buying behavior.

Table 1. The goodness of fit result

No Goodness of fit Cut off value Result
1. Root Mean Square Residual (RMR) <0.1 0.117
2. The goodness of Fit Index (GFI) >0.90 0.804
Root Mean Square Error of Approximation
3. (RMSEA) <0.08 0.069
4, Adjusted Goodness Fit of Index (AGFI) 0.80 < AGFI<0.90 0.767
5. Incremental Fit Index (IFI) >0.90 0.836
6. Normed Fit Index (NFI) 0.80 <NFI1<0.90 0.718
7. Comparative Fit Index (CFI) >0.90 0.833

The result of SEM analysis to answer hypotheses 1 through 5 was presented in Table 1. The intention to
buy halal food was influenced by all the studied factors with the r-square value as 86.3 percent for
elementary school, 75.2 percent for junior high school, 68.8 percent for senior high school, and 86.0 percent
for overall level. Halal food purchase behavior was influenced by intention by r-square value as 33.4 percent
for elementary school, 35.4 percent for junior high school, 46.5 percent for senior high school, and 35.2
percent for overall level.

Based on the SEM test, five hypotheses (H1 to H5) had examined. In elementary and junior high school,
only two hypotheses were accepted, while in senior high school, three hypotheses were accepted, and overall,
four hypotheses were accepted (Table 2).

Table 2. Hypothesis test result

Path Elementary school | Junior high school | Senior high school | Overall

Beta status Beta status Beta status Beta status
Knowledge —  Purchase Reject Reject Reject Reject
Intention 0.040 01 0.115 H1 0.005 H1 0.010 a1
Attitude toward behavior — Reject % | Accept « | Accept «x | Accept
Purchase Intention 0.047 H2 0.686 H2 0.507 H2 0.499 H2
Subjective norm — Purchase % | Accept Reject Reject < | Accept
Intention 0.856 H3 -0.082 H3 0.083 H3 0.569 H3
Behavioral ~ control  — Reject Reject «x | Accept % | Accept
Purchase Intention 0.134 H4 0419 H4 0.424 H4 0.536 H4
Purchase  intention  — «x | Accept ~x | AcCcept « | Accept «x | Accept
Purchase behavior 0.578 H5 0-595 H5 0.682 H5 0.594 H5
R Square intention 0.863 0.752 0.688 0.860
R Square behavior 0.334 0.354 0.465 0.352

Note: *significant on p<0.05; **significant on p<0.01
5. Discussion
5.1 The Effect of Knowledge toward Purchase Intention

Knowledge proved to have no significant effect on halal food purchase intention (p-value>0.05), revealing
that people with more knowledge do not necessarily determine a person's purchase intention towards halal
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food increased. The value means that H1 is rejected; the finding is in line with Erida and Rangkuti (2017)
research that has been mentioned above, that knowledge does not have a significant effect on purchase
intention. The result applied to every school level. However, the result is in contradict with Shaari and Arifin
(2010), who found knowledge as the primary point that affects halal food purchase intention, and research by
Chen et al., (2017) who stated that knowledge significantly affects purchase intention positively.

5.2 The Effect of Attitude Toward Behavior toward Purchase Intention

The attitude significantly affects purchase intention (p-value<0.05) on the level of junior and senior high
school and in general, thus H2 is accepted. The approved hypothesis reveals that the halal food purchase
intentions conducted by respondents based on their evaluation and perception of halal food. Maichum et al.
(2017) also discovered that attitude is the most influential factor that has a direct effect on purchase intention.
The second hypothesis (H2) in elementary school is rejected since the p-value more than 0.05. Oppositely
with Maichum et al., (2017) and Jaafar et al., (2013) studies, which stated attitude as the most significant
factor that affects purchase intention.

5.3 The Effect of Subjective Norms toward Purchase Intention

The p-value more than 0.05 means that H3 is rejected, on junior school and senior high school level.
Contrarily, Yean et al., (2015) and Ham et al., (2015) stated subjective that norm has significant effect toward
purchase intention. In elementary school level and general, H3 is accepted (p-value<0.05) and this finding
supported by Yean et al., (2015) and Ham et al., (2015) study. Similarly, Afendi et al., (2014) found
subjective norm as one of the factors that affect purchase intention, showing that pressure from parents,
teachers, and friends influences the purchase intention of elementary school respondents.

5.4 The Effect of Behavioral Control on Purchase Intention

The result does not show any significant effect on elementary and junior school level (p-value>0.05);
therefore, H4 is rejected. This is not in line with research done by Wang (2014) who found the higher
somebody’s behavioral control is, the higher their purchase intention towards the product. However, in senior
high school level students and in general, behavioral control has a significant effect on purchase intention (p-
value<0.5), thus H4 is accepted within this level. Respondents thought that they were able to purchase halal
food, and this opinion affected their buying intentions. These are in line with Giantari et al., (2013) which
stated how behavioral control affected the purchase intention online, and Huda et al. (2012) who also stated
behavioral control have significant effect towards purchase intention.

5.5 The Effect of Purchase Intention toward Purchase Behavior

In general, and on every school level (elementary, junior, and senior high school), the p-value is lower
than 0.05. This finding shows that purchase intention has a significant effect on purchase behavior; in other
terms, H5 is accepted. In summary, the finding indicated that the higher the purchase intention is, then the
higher their purchase behavior. Likewise, Kiriakidis (2015) found that purchase intention has an effect on
purchase behavior, and the relationship tends to be stable. The result also follows Canniére et al., (2010),
Sheeran and Webb (2016), and also van Hooft et al., (2005) mentioned purchase intention significantly
affecting purchase behavior.

Attributed to the research results, some recommendations were given for elementary students, social
support from parents, family, and friends in purchasing halal food are needed. As for the junior and senior
high school students, it is recommended to guide their preference towards halal food and, increase the ability
to buy halal food for senior high school students. The results indicate that there is a need to have the role of
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business actors in facilitating consumers to buy halal food. The role of the government as a policymaker is
needed in ensuring the halal food products circulating in the market. The role of parents and teachers as part
of the social environment of students is also needed in guiding students to purchase halal food.

The limitation of this research is the use of a self-administered survey that done directly or offline. There
is also a limitation of time and sources of the researcher. Hence the researcher cannot make sure if the
respondent has answered the whole question, or there is missed the unanswered question. These limitations
can lead to invalid data and unfulfilled questionnaire.

6. Conclusion

The result of the SEM model shows there was no significant effect of knowledge on intention in every
level of school and overall. This means that knowledge does not necessarily determine the consumer
purchase intention towards halal food. Meanwhile, there was a significant effect in attitude toward behavior
on purchase intention, and this can be found on every level of school. Halal food purchase intentions are
based on the evaluation and perception of halal food. A significant effect of subjective norm toward
purchase intention can only be found on elementary school and in overall, while a significant effect of
behavioral control towards purchase intention can be found on senior high school level and in overall. It
means that pressure from parents, teachers, and friends will increase the purchase intention of elementary
school students. The higher the behavioral control is, the higher the purchase intention towards the product.
A significant effect of purchase intention toward purchase behavior can be found on all school level and
overall. Means that the higher the purchase intention is, then the higher the purchase behavior toward halal
food.

In this research, some data were not valid because of incompleteness while filling the survey. In a future
study, it is better to do collect data more efficiently, so there will be no invalid data. Efficiency can also be
done in term of time and human resources of the researcher.

Some recommendation needs to implement to increase the students' halal food buying behavior. For
elementary students, social support from parents, family, and friends is needed in purchasing halal food.
Junior school students are advised to increase their preference for halal food and also increase their ability to
buy halal food for senior high school students. The results of the study indicate the need for the role of
businesses in facilitating consumers to buy halal food. The role of the government as a policymaker is also
very much needed in ensuring the halal of food products circulating in the market. The role of parents and
teachers as part of the social environment of students is also needed in guiding students to purchase halal
food.

In the future, research on factors that influence the intention and behavior of halal food purchases can be
extended, such as brand image, advertisements, celebrity endorsers, brand trust, or other variables.
Researchers can also analyze the effect of knowledge on buying behavior through attitude. The self-
administered survey technique can be further conditioned by regulating the number of respondents and the
position of filling out questionnaires in the classroom. Random sampling can be used in determining samples
so that research results can be generalized.
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