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Abstract: Indonesia is a lucrative market or imporied cosmetics from around
the world. As a consequence, local cosmetics must sirive hard lo win the
competition in the local market by improving their marketing stratesies: one af
the strategies used is [slamic branding by which local cosmetics are marketed
using Islamic themes to appeal to lhe majority Muslim community in the
countrv. This research analyscs the factors influencing preferences towards
lslamic branding for cosmetic products m Indonesia, The samples of this
research were customers of a local family-owned Tslamic cosmetic business.
The variables included in this rescarch are Islamic religiosity, brand perceplion
and brand preference. This rescarch employed SPSS statiztical tool to analyse
the data collected [vom questionnaires spread to 250 Muslim [emale customers
of halal cosmetics. To test the hvpatheses, this research cmploved structural
cquation modelling (SEM) through AMOS. The result of this rescarch
indicated thal brand perception was the highest influencer towards the brand
preference for halal cosmetics.
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1 Introduction

In the past few years, religion has gained prominence, many times linked with domestic
socioeconomic and political factars, in influencing consumer purchasing decision in
emerging markets, such as Indonesia. Marketers thus have become more interested in
developing faith-based branding strategies (i.e., hala/ products) in order to appeal to
certain group of people (Aoun and Toumods, 2015). Moreover, halal business had
become an inleresting research subject i respond to the growing importance of culture
and religion in developing business relationships (Ramadani et al., 2015).

The Arabic word ‘halal' 1s generally understood as foods which are not spoiled by
impure components, such as pork and alcohol, and they are served in accardance with the
Sharia law. The word ‘halal’ is not only applied on foods but may extend to all
consumables, such as cosmetics (Rahman et al. 2015). Moreover, the concept of halal
products has slowly gained worldwide recognition as an alternative henchmark for safety,
hygiene and quality assurance (Ambali and Bakar, 2014).

Indonesia 1s the most populous Muslim country in the world of which more than
200 million people or 88% of the Indonesian population are Muslims {Ratanamaneichat
and Rakkarn, 2013). Muslims are the majority of the population in the western part of
Indonesia, such as Sumatera and Java. Tn contrast, Muslims are the minority in the
easlern part of Indonesia, such as Papua, Bali and Sulawesi.

Anggadwita et al. (2015) argued that women have a pivotal role in economic
development of a nation. Women in Indonesia is about half of 250 million populations:
however, poverty and lack of education have deprived them from the means to achieve
their true potential. Therefore, women entrepreneurship is the key: not only has it
conformed to Islamic teaching but also a powerful instrument to make societal changes.
Seme of these women entrepreneurial activities are prominent in Islamic fashion and
cosmetics industries.

The rising trend in beputy and grooming as promoted by various social media
platforms as well as clever marketing ads has made many Indonesians invest in
cosmetics. Unfortunately, halal cosmetics still generate fewer sales compare to
international manufacturers, such as Unilever and P&G, who still dominate beauty and
personal care in the country. Nevertheless, Indonesia endowed with large Muslim
population is a lucrative market for halal products (Euromonitor, 2016).

According to Maamoun (2016}, one of the marketing strategics to appeal to Muslim
community is Tslamic branding, by which products are marketed using Islamic identity
{i.c., Islam, Sharia, Islarnic names, the halal label). The presence of Tslamic marking
depends on the company’s goals in affecting consumer buying interest especially Muslim
consumers. Their awareness about the significance of applying the standards of Sharia
will make Tslamic branding progressively popular among Muslim consumers. For
instance, Wardah as one of the local cosmetics players in the country is utilising Tslamic
branding strategy. Aoun and Tournois (20135) argued that Wardah cosmetic was not just
tor Muslims; the brand offered peace of mind to Muslim women while helping other
peaple [non-Muslim] to understand what halal means

In response to the growing demand of halal products in Indonesia, LPPOM-MUIT
{ Council of Ulama) was established in 1989 to provide assurance in regards to the nature
of wvarious products in the market by issuing fatwa and halal certification
(Ratanamaneichat and Rakkarn, 2013). Therefore, both domestic and international
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busimesses have seen the halal certification/label as a way to win the hearts of Muslims in
the country.

Despite the growing need for halal cosmetics, various researches have indicated that
*halal’ has yet become the first crteria for choosing cosmetics among Indonesian
Muslims. For instance, a study by Sigma Research Indonesia (2017) involving
1,200 Muslim women in Indonesia suggested that halal was only the fifth critenia for
choosing cosmetics, being the first criteria was the suitability of cosmetics formula 1o
one's face or alin,

To swvive the competition, one of the biggest [amily-owned halal cosmetic
businesses in Indonesia has been forced to alter their ‘Islamic’ image as well as their
marketing commumication strategies by reaching out to non-Muslim customers and also
the growing Muslim cosmopolitan women in the country who are in favour of foreign
branded cosmetics regardless their halal siaws,

Based on the previous research conducted by Mansor et al. (2015), the researchers
found that religiosity and brand perception were faclors influencing consumer preference
towards Islamic branding, This research was focusing on Muslim female consumers of
halal cosmetics in Bekasi, Indonesia. The objective of this research is to determine the
maost significant factor which influences Muslims® preference towards halal cosmetic
products.

2 Literatare reviews

2.4 Islamic branding

Alserhan (2010) argued that Tslamic branding could be broken down into three
components: compliance — the extent to which a brand follows the Islamic rules and
values, origin — the extent to which a brand comes from a Muslim majority country; and
customer — the extent to which a brand is offered to solve the needs of Muslim
consumers. Currently, the academic research of Islamic branding will more concem on
how to make Muslim's consumer are willing to buy a brand with Islamic aspects.
According to Temporal (2011} and Alserhan (2010), the marketing mix requires the
concern on Islamic laws and norms. To appeal to Muslim consumers, it is even mare
important to create a brand identity which gets them closer to Tslamic principles. This
concept is the key to differentiate Islamic brand to others; consumers may choose brands
as they choose their religion that is Islam.

2.2 Brand preference

Ebrahim (2013) argued that consumer brand preference is the key to understanding
consumer behaviour. Brand preferences suggest the attributes a brand possesses that are
appealing to consumers hence by having this knowledge, companies may develop a
successtul brand strategy as well as develop a better product so that it can strengthen its
position in the market.

As cited in Batra (20146), brand preference is the picture of that specific brand in the
mind of the customers. Customers usually select, organise and interprets information they
are expased to (such as via marketing ads) in order to create a meaningful picture about
the brand or the product There are three phase process that makes an interpretation of
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raw stimuli into important data which are exposure, attention, and interpretation. Every
individual interprets the importance of information they are exposed to in accordance to
their unique biases, needs and desires.

2.3 Religiosity

According to Basri et al. (2015), Islam is a way of life and covers the following elements:
Al-Iman (related with one’s belief towards the theological ideas in Islam), Al-Tslam
(righteous actions as the manifestation of the five pillars in Tslam), and Al-Ihsan (a sense
of being watched over by Allah). Therefore, a true Muslim is expected to have faith, to
represent their belief through righteous actions, including daily worship and charity, and
to do it all with sincerity because he or she knows that Allah is watching over them all the
time. Therefore, to believe or to have faith is the first step. Moreover, according o
El-Menouar (2014), the role of Islam in societal development as well as politics has
become important and the extent to which Muslim religiosity influences the two aspects
has become an interesting topic for social research,

El-Menouar’s model of religiosity was based on Charles Glock’s multidimensional
model of religiosity which served as a basic model to define Muslim religiosity. Glock
(1962) suggested that religiosity has six dimensions which covered all religious aspects
as commonly found in world religions: First 1s the belief aspect which is the agreement
with the central theological ideas in a religion. In this regards, the core foundations of
faith in Tslam are the belief in the existence of Allah as the one and only God, the beliel
it Quran as the pristing words of God and also the holy boolks before it the belief in the
existence of Jinn, angels and other supernatural creatures found in the Quran, the belief in
Mohammed, the prophet, as well as the prophets before him, and lastly, the belief in fate
and destiny, Second is the ritual aspect which is a set of ritual activities committed by a
believer. In this regards. five times prayer (Salah). charity, fasting during the holy month
of Ramadan, the pilgrimage to Mecca, elc. are some of the measurements of ritualistic
dimension of Islam, Third is the devotion aspect, such as to recite basmala or to invoke
the name of God before carrying out important tasks in everyday life. By invoking the
name of God privately and spontanecusly, Muslims place their actions under the will of
God and hope for His blessings. The forth is the experience aspect which is a perceived
communication or personal encounter with a supernatural entity, In this regards, the
feeling of being watched by God and being able to communicate with Him to some
degree are popular in Islam. Mareover, God is believed to punish or reward human
behaviour in this world. The fifth is knowledge aspect which is the extent to which
believers know and understand religious contents in their religion. In this regards, the
Quran and the Hadiths are the main sources of Tslamic knowledge hence Muslims are
expected to know a minimum of these contents, Sixth is the consequences aspect which is
the extent to which religious law regulates the everyday life of the believers and also
gives guidance to correct their actions.

The commitment towards Islam s both the testament and the expression of Muslim
identity (Hassan, 2005). This is true to all Muslims regardless their degree of devotion
and organisations and irrespective to where they live, be it in Muslim majority countries
ot non-Muslim countries, Moreover, religious commitment assures an imperative parl in
individuals™ lives through moulding their beliefs, knowledge, and attitudes (Rehman and
Shabbir, 2010).
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The hypothesis is as follows:

H; The Islamic religiosity has a significant influence on brand preference toward
Islamic branding for cosmetic products.

2.4 Brand perception

Brand perception deals with customers’ perceptions on product quality, package design,
ingredient/material being used, price, overall functions and benefits, and symbolic value
of the product (Ahmad et al.,, 2015).

Halal Togo is important to Muslims and is often linked to their perception on the
overall quality of the product as well to its purchase decision. Consequently, Muslims
may show negative reactions toward products whose compliance towards halal is not
certain (Ishak et al., 2016).

Jalil and Rahman (2014) in their research concluded that perception influenced
preference toward Islamic branding hence the hypothesis is as follows:

H; The brand perception has a significant influence on brand preference toward Islamic
branding for cosmetic products,

3 Research methodology

The researchers applied quantitative method which emphasise on  statistical
measurements or mathemalical analysis to interpret the data. Quantitative research
focuses on gathering numerical data in order to explain a particular phenomenon. The
numerical data can be primary or secondary in nature. Primary data is usually derived
from polls, guestionnaires, and surveys; whereas secondary data is derived from
pre-existing statistical data, Both are processed using computational software, such as
SPSS.
Figure 1 depicts the theoretical framework of this research,

Fizure 1 Theorelical framework

Islamic Religiosity Il
(X1)
Preference loward
Islamic Branding
7 {Y)

Brand Perceplion
(M)

The questionnaire consisted of seven demographical questions and 53 other questions for
measuring independent variables and dependent variables regarding the factor
influencing preference towards Islamic branding for cosmetic products. The dependent
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variable is brand preference. The researchers used five points of Likert scale as the
measurement of the guestionnaires, namely: (1) never, (2) rarely, (3) sometimes,
(4) often and (5} always,

To test the hypothesis, the researchers employed structural equation modelling {SEM)
analysis which usually focuses on latent constructs or hidden factors and seek to find the
relationships among these factors, their natures and strengths.

Table | is a guideline to measure goodness fit

Table 1 Goodness 1l index value
N, Fir thdex Description Sativfactory value
1 Chi square Testing whether the cstimated Insignilicanl p valuc

Naormed chi square

(x2/df]

population covariance is the same
with sample cavariance (whether
the model fits the data)

The ratio between the values of
chi square wilh degrec of freedom,

less (.03

2 CMIN/DF Alsp called normal chi-square, Values less than 2 are
normed chi-sgquare, or simply preferred but
chi-square to df ratio, is the somewhere between 2
chi-zguare il index divided by and 5 are acceplable,
deprees of freedom. less than 5
3 Root mean square The average difference in degree Vahues less than (0,03
ermor of approximation  of freedom which is expected to represent excellent [,
(RMSEA) oceur in population, ad not the
sample.
4 Comparative fitindex  Feastbility test of the proposed WValues For this statistic
{CFT) model with the basic model. If range between 1.0 and
CFI closer to |, indicating the 1.0 with values clasor to
highest level of fit. L0 indicating good [,
Satizfaclory it is
sugpested o be higher
(.95,
5 Tucker-Lewis index Comparing a model thal was Values for this statistic

(TLI)

tesled against a bascline model.
The size measure combines
parsimony ints a comparative
index between the proposed model
and null model,

range between 0.0 and
L0 with values closer to
L.y indicating good fit
Satialactory fit 15
suggested to be higher
0.935.

Sowrce: Hooper et al. {200%) and Shadfar and Malckmohamemadi (20133

Table 1 describes commaon satisfactory values for model fit However, Hooper et al.
(2008) a sructural model should also be examined with respect to the underlying theories
which motive such construct or else any numbers produced by the software could simply
derail the researchers from the main purpose of testing the theoretical model through
SEM. Moreover, the usefulness of fit indices has been debated by some authors calling
for their abandonment,
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4  Analysis

4.1 Descriptive analysis

All of the respondents who filled out the questionnaires were Muslim women that have
purchased halal cosmetics. The demographic profiles of 250 respondents were based o
age, educalivn, occupation, monthly spending on halal cosmetic products, and Islam
denomination.

Based on age, 175 respondents were of 16-25 years old, 42 respondents were of
26-35 years old, 33 respondents were above 35 years old. Based on education
background, 21 respondents were of diploma degree level, and 152 respondents were of
undergraduate level, 62 respondents of graduate level, 15 were of postgraduate level,
Based on occupation, 52 respondents were of government officers, 124 respondents were
private employees, 47 respondents were professionals and 27 respondents were of
entreprenewrs, Based on monthly spending on halal cosmetics, 125 respondents had
manthly spending less than TDR 300,000, 87 respondents had monthly spending between
TDR 500001 — IDR 1,000,000, 38 respandents had monthly spending between TDR
1000001 — IDR 1,500,000, Based on denomination that the respondents professed, 181
respondents were of Sunni, ten respondents were of Shi’a, two respondents were of
Khawarij, 16 respondents were of Ahmadiyya, four respondents were of Sufi and
37 respondents did not profess any branch in Islam.

From the above respondent profiles, it can be concluded that most of the respondents
were Muslim women that professed as Sunni who were |6-25 vears old whose education
background was on undergraduate level and with monthly spending on Islamic cosmetics
less than IDR 500,000,

4.2 Validity and reliability rest

Before proceeding to SEM analysis, the data gathered was tested on account of their
validity and reliability (Table 2). The researchers derived construct validity through
factor analysis with the cut off value of factor loading more than 55, After that, the
researchers checked the KMO-MSA and Bartlett’s test which should be higher than 0.5,
In this regards, Islamic religiosity, brand perception and hrand preference factors were all
greater than 0.5, Meanwhile, the significance of Bartlett’s test of sphericity suggested
0.000 with DF 465. Next communalities after extraction showed an average value of
more than 0.5 Lastly, the total varance explained is 73.956% which iz above 60%
requirement hence the data are eligible for further analysis,

Items RL.G3, RLG13, BPR12, BPF3, and BPF4 were eliminated due to a low value of
communality of less than 0.5 Also, the items RLG4, RLGS, RLGS, RLG14, RLGI S,
RLG1s, RLG17, RLGIS, RLG20, RLG21, RLG22, BPF1, BPF2, BPF10, BPF12,
BPF13. BPF14 and BPF15 were eliminated due to the high cross-loading of more than
one factor with a value greater than (4.

For the dama to be reliable, the Cronbach’s alpha of each factor has to be greater than
0.6, As indicated by Table 2, all factors have passed the reliability test with Cronbach’s
alpha ranging from 909 to . 965.
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After the removal of the 23 items, all the items are with acceptable communality
values which are ranging from 0,586 to 0.903. The faclors extracted are three as indicated
in Table 3,

Table 2 Validity and reliability test

Conede Factor loading Reliability
Lzlamic religiosity RL{GL 52 63
RLG2 B9z
ELGH 237
RLG7 Aal
RLGH 853
RLGH R27
RLGID B3
RLGII 421
RLGI2 836
RLGLA iy
Brand perception BPR1 e 2 830
EFE2 727
BFR3 73R
BPR4 138
BFRS .73l
BPRA A0
BFR? 96
BFRE 63
EFR9 K63
Brand preference BPFS 676 Dy
BFFG Rkl
BFF7 -6ED
BPFR (830
BrFa A4
BFFLL 86

4.3 Struciyral equation modelling analysis

A SEM was conducted with the independent variables used in this research, which are
Islamic religiosity and brand perception. This analysis was done by using the AMOS 24th
version as the software, Tn this research, the data was considered as normal, thus the data
van be used in testing the hypothesis. The variables are being tested using SEM in order
to test the tuthfulness of theoretical framework and hypotheses proposed by the
researchers. The independent wvariables are Islamic religiosity and brand perception,
whereas the dependent variable is Islamic brand preference.
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Table 3 Rotated component matrix

Component
! 2 3

RL{ 436

RLG2 ART

RLG4 Nnlil

BLGH a0

RLGT A42

RLGH B350

REGD R26

BLGLO B4

RLGLI i

RLGIZ B27

RLG14 36

RLGI12 72

RLG22 375

BFRI BB

BPE2 706

BPR3 717

BFR4 il

BPR3 J22

BPRA R3N

BFRY 881

BFRA 62

BPRO A4

BFRID 733

BPRI1 671

BFF3 667
BPFa 419
BPF? JORT
BPFg 838
BPF2 420
BFF10 729
BFF11 R0

Maotes: Exiraction method: principal component analvsis.
Rotation method: varimax with Kaiser nonmalisation.

In SEM, the first step of analysing is to construct a path diagram of the variables that are
going to be analysed. The path diagram in this hypothesis testing is based on the resull of
the factor analysis. After the path diagram has been constructed, the next step is o
analyse the output. The result of the standardised estimates calculation is shown in
Figure 2,



The role of religiosiny and brand perception in the brand preference 1535

Figare 2  Standardiscd cstimates calenlation of SEM (proposed model) (see onling version

for colours)
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4.4 Assessing the goodness-of=fit

The result of SEM model fit that has been obtained from statistical software, should be
compared with the good fit cut-off value criteria as theorised by previous researchers, and
should make sure the result passed the criteria and interpreted as seceptable,

From Tahle 4, the value of standardised coefficient of regression between Islamic
religiosity and brand preference 1s .34, It means that Tslamic religiosity influences brand
preference as big as .34. The other factor that has standardised coefficient toward brand
preference is brand perception, which has .57, It indicates that brand perception
contribute .57 to brand preference.

For chi square, we normally expect the value to be = 0,05 or insignificant and yet the
result of the model 15 0.00 which is significant. This is due to large samples hence it is to
be ignored, The satisfactory value of CMIN/DF = 5 and the result is 4.259 which is
acceptable. The satisfactory value of GFI is > 0.95 and the result is 0.703 which is
moderately acceptable. The satisfactory value of AGFI is = 0.90 and the resull 0.650
which is moderately acceptahle. The satisfactory value of RMSEA is < D.08 and the
result is 0.107 which is poor. The satisfactory value of CFT is = 0.90 and the result is
0.866 which is acceptable. Lastly, the satisfactory value of TLI i3 > 0,90 and the result is
0.853 which is acceptable. Maodel fit shows that all the full model of SEM passed the
criteria and interpreted as moderate fit or acceptable.
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Table 4 Sumndardised regression weight

Estimate
Preference - Relimosity 342
Preference — Perception A7z

Sonrce: AMOS

Based on Table 4, brand perception has a bigger influence towards Tslamic brand
preference. When brand perception goes up by 1 standard deviation, brand preference
goes up by 0.572 standard deviation. Moreover, brand preference is also influenced by
Tslamic religiosity, when Tslamic relimiosity goes up by 1 standard deviation. brand
preference goes up by 0.342 standard deviation.

4.3 Interpretation of resull

Based on SEM outputs, Table 5 summarises the result for the hypothesis interpretation,

Table 5 Hypothesis testing result

R P value Interpretation
Hi  Religiosiiy = Preference 6,242 0,000 Significant.
Flypolhesis accepted.
H2  Perception = Prefercnce 8.625 0,000 Significant.

Hypothesiz accepled,

Source:  ANMODS

The data analysis showed that Islamic religiosity and brand perception influenced the
brand preference towards halal cosmetics.

The Previous research conducted by Mansor et al. (2015) found that religiosity and
perception were measures of preference toward Islamic branding. The result of their
study suggested that religlosity and perception had significant effects on consumer brand
preference toward Islamic branding. Similarly, Jalil and Rahman (2014) concluded that
perception influenced preference toward [slamic branding, so the hypothesis is in
accordance with the results of their study.

All dimensions of religiosity are alsa significantly influencing Muslims' brand
preference. The finding is also supported by previous journals, such as El-Menouar
(2014).

5 Conclusions and recommendation

This research aimed to analyse the factors influencing preference toward halal cosmetics.
After conducting the analysis the results were as follows: Islamic religiosity positively
influenced halal cosmetics preference. The C.R value of Tslamic religiosity was £.942
and the P value was 0,00 or less than 0.05, which indicated that the Islamic religiosity
significantly influenced halaf brand preference. Meanwhile, brand perception positively
influenced halaf cosmetics preference. The C.R value of brand perception was 86235 and
the P value was 0.00 or less than 0.05, which indicated that the brand perception
significantly influenced halal brand preference. Based on the result, the most influential
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factor of customer preference towards halal cosmetics was brand perception, Although
respondents’ (degree of) religiosity is one of important factors 1o consider, the result of
this study confirms that brand perception in regards to product quality, package design,
overall functions and benefits, etc, play a greater role in the preference of and selection
for halal cosmetics, Therefore, the key to win competition in the cosmetic market, halal
business practitioners are suggested 1o use a combination of religious symbol matched
with better utility and quality as the symbol already suggests. As this research only
mcorporates female Muslim respendents, further research in this area may also
incorporate male respondents who are also subjects to various halal products in the
market.
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