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Abstract
Purpose – Due to a staggering growth rate in the recent past, halal products have attained a significant
attention of marketers across countries. However, marketing practitioners seek to have detailed
understanding of what drives consumers of different demographics towards this product category so as to
better market and position themselves in the competitive landscape. Correspondingly, this study aims to
provide insights into the Muslim women consumers’ halal cosmetics purchase behaviour and examines the
variables (and their interplay) when purchasing such products.

Design/methodology/approach – The data for the study were collected through a self-administered
questionnaire from 371 Muslim respondents from India. The data were analysed through structural equation
modelling using AMOS 22.0 SEM software.

Findings – The findings of this study reveal that religious knowledge, religious commitment and halal
certification(s) affect consumers’ actual purchase behaviour of halal cosmetics, which subsequently drives
their repurchase intention. The findings further reveal a non-significant effect of religious orientation with
both the actual purchase behaviour and repurchase intention towards halal cosmetics. Additionally, actual
purchase behaviour of halal cosmetics is found to positively affect customers’ repurchase intentions.

Originality/value – Despite the recent growth of overall beauty industry, this particular segment of halal
cosmetics has a huge potential given the phenomenal preference that Muslim consumers have shown in such
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niche. Therefore, this paper contributes towards examining the key factors influencing consumers purchase
behaviour towards halal cosmetics in India that can be capitalized on.

Keywords Halal logo, Halal cosmetics, Religious commitment, Purchase decision,
Religious orientation, Religious knowledge

Paper type Research paper

1. Introduction
Religion of an individual plays a crucial role in shaping their behaviour, intention and
choices about the purchases they make (Agarwala et al., 2019). Individuals’ religion and
their beliefs have become significant factors in consumer-based research; recent research
direction is a clear indication towards this end (Forghani et al., 2019; Sarofim and Cabano,
2018; Dekhil et al., 2017; Mathras et al., 2016). With several definitions of “religion”
explaining its different perspectives and contours, it may well be defined as a coherent
system of faith, rituals, practices and traditions (Cai et al., 2020; Dobbelaere, 2011; Muhamad
and Mizerski, 2010) that an individual follows. More specifically, Islam as a religion has the
second largest population in the world and is projected to offer exponentially increasing
revenues to business organizations in the coming years (Lipka and Hackett, 2015). For
Muslims, substantially all consumer goods and services are being integrated and “baptized”
into the Islamic faith that they practice. Islam encourages quality that cares of all goods and
services that they should consume: this is made to happen in diverse large-than-life areas-
from halal food to banking and insurance products, hospitality, tourism to logistic,
telecommunication, education to media and advertising and cosmetics and personal care
products (Melewar and Alwi, 2017). Hence, the growth of Islamic marketing and
commercialization is incredibly swift and is considered as an essential factor that triggers
segments of the market for Muslims and non-Muslims consumers alike (Usman et al., 2017;
Wilson and Liu, 2011). As the concept in halal business has moved from halal food and
shaken and churned Islamic financing, halal cosmetics is gaining ground as the next in-
thing (Wilson and Liu, 2010).

1.1 Halal cosmetics as the study focus
To carve out targeted, profitable marketing campaigns, to fulfill the needs and serve the
Muslim population, the marketers must respect their Islamic beliefs and values (Saeed et al.,
2001; Khan et al., 2020), thereby creating value for them and for themselves in the process.
This deliberate and conscious campaign must be initiated at the inception phase of
production itself. Researchers are of the view that it is critically essential to track the entire
production cycle and develop a mechanism to preserve the halal compliance parameters for
all goods and services (Fathi et al., 2016; Kamaruddin et al., 2012). For example, alcohol and
animal-derived substances are unrestricted and have no possibility of being used in
cosmetic formulations (Shahid et al., 2018). Furthermore, any chemical, biological and
microbiological issues, as well as contaminated processes, and human flesh and blood
should not be used in halal cosmetics formulation (Ali et al., 2016). Halal cosmetics have
gained a reputation for being healthier and safer products, making them more appealing to
both Muslim and non-Muslim consumers (Amalia et al., 2020; Shahid et al., 2018). Only when
the components meet Islamic Sharia’s criteria are certified halal.

With the growing number of companies globally manufacturing halal cosmetics and
personal care products to tap the booming demand, statistics show this market is valued at
US$1823.7m in 2020, and is poised to grow by US$2681.9m by the end of 2026, progressing
at a CAGR of over 7% during the forecast period (Technavio, 2020). The halal cosmetics are

Halal
cosmetics

repurchase
intention

827



regarded as a breakthrough and revolutionary in the cosmetics business as they provide
high-quality products that adhere to halal guidelines (Handriana et al., 2020; Khan et al.,
2020). This market includes a wide variety of products ranging from skin care products
(including body care, hand care), fragrances, colour cosmetics, etc. Halal “fairness” products
are those cosmetic items made solely from the materials and ingredients considered
appropriate and permitted under Islamic law, these products also should not contain certain
animal ingredients and their by-products which are prohibited for Muslims to eat and such
products should also be alcohol free (Fam et al., 2004). Furthermore, the growth of Muslim
consumers and their rising purchasing power and the willingness to spend have also seen an
unprecedented transition (Shahid et al., 2018). These Muslim consumers have shown
inclination towards the consumption of (Halal) beauty products resulting in the growth of
halal cosmetics industry. Indian market, in particular, has shown an enormous growth
potential, next only to China (Shahid et al., 2021, 2022). This market is fast becoming highly
competitive, and it is essential for marketers to have proper plans to capitalize on the
opportunities brought to the fore (Farooqi and Shahid, 2017; Islam and Rahman, 2017; Islam
and Singh, 2020; Islam et al., 2018).

1.2 Purpose of the study
With revenue in the cosmetics segment amounting to US$6251m in 2020 in India (Statista
Report, 2020) and brands such as Shehnaz Herbals, Biotique, BodyShop, Iba, Himalaya
products already making inroads into the organic, vegan or halal cosmetics and personal
care market segments, this market is still highly untapped and wide-open. Moreover,
BusinessWire Report (2021) states that Indian cosmetic industry is forecasted to reach US
$28985.33m by FY 2026. Owing to the growing awareness among Indian women, India is
becoming one of the leading markets for cosmetic products. Women, in particular, tend to
use cosmetics, and picking the correct beauty products during which labels have always
been a challenge for most women (Ajitha and Sivakumar, 2017). With roughly 172 million
Indian Muslim consumers (Census, 2011), this segment is worth a research investigation to
uncover the anatomies of this gigantic market (Sama and Trivedi, 2019; Shahid et al., 2018).

The past literature indicates the significant impact of halal consumption on Muslims and
health-conscious consumers (Sama and Trivedi, 2019; Alserhan, 2010). As halal is a
framework for health, quality, hygiene and safety standards, this is the key reason that has
led to the halal revolution in the cosmetic industry too and has transformed the consumption
behaviour of today’s Muslims (Yeo et al., 2016; Swidi et al., 2010). With a vast literature
about halal consumption, researchers have studied it from varied views. Patton (2009)
emphasized the increase in demand for halal products; Cheng and Low (2008) focused on
branding of halal products; Shaari and Aarifin (2010) highlight the importance of purity and
compliance with Shariah law; Kim and Chung (2011) discuss about product safety; and
religious affiliation and individuals’ membership of a religious group was emphasized by
Tariq and Khan (2017) and Muhamad and Mizerski (2010). These factors are vastly studied
from the point of view of halal food consumption, the perspectives about the effect of such
variables on the consumption of halal cosmetics is still lacking (Naeem et al., 2019; Shahid
et al., 2018). As limited number of research examining the actual purchase behaviour
towards halal cosmetic consumption is found, and due to the increasing demand for halal
cosmetic products globally, the factors influencing actual purchase behaviour as well as the
repurchase intention of consumers towards halal cosmetic products are undertaken by the
present study. By doing so, the study identifies and examines what factors encourage Indian
Muslim consumers to shift to halal cosmetic products.

JIMA
14,3

828



Researchers have studied the impact of religious orientation on information search
(Muhamad and Mizerski, 2010), decision making (Muhamad and Mizerski, 2013), shopping
orientation (Essoo and Dibb, 2004), openness to the religious developments (Meagher, 2015)
and perceived religious rewards (Lavri�c and Flere, 2011). Prior studies opine that an
individual’s religious orientation emphasizes on the perception and awareness of religious
laws that would influence consumer behaviour (Muhamad et al., 2016); however, there are
limited studies that investigate the impact of a person’s religious orientation on the actual
purchase behaviour and repurchase intention towards halal cosmetics, thereby leaving a
huge lacuna in the body of knowledge, which this study attempts to address. Similarly, the
impact of religious commitment on consumption behaviour and consumer choice has been
examined in the past (Khraim, 2010; LaBarbera and Stern, 1990); however, there is a call for
research the studies the impact of religious commitment on consumers’ buying behaviour
towards halal cosmetics (Abu-Alhaija et al., 2018; Khan et al., 2020). Lastly, prior studies
have found that halal logo plays a crucial role in influencing purchase intention towards
halal food products in South Africa (Bashir et al., 2019) and Malaysia (Khan et al., 2020);
however, studies understanding the influence of halal logo on Indian consumers are scant
(Shahid et al., 2018).

To address the gap in the research undertaken so far, this study empirically tests a
framework that helps consider religiousness through the manifestations in religious
commitment (which is considered as the degree to which an individual is devoted to his/her
faith and its preaching); religious knowledge (which corresponds to the experience and
expertise gained by an individual or a group through a conceptual or logical learning about
the subject); and religious orientation (which indicates the motives of individuals to pursue
their religious beliefs, i.e. their religious approach, which can be classified as intrinsic or
extrinsic) to influence Muslim consumers’ actual purchase behaviours as well as their future
repurchase intentions. The framework further identifies halal certification (that is
incorporation of halal labelling or product packaging statement indicating that the product
is licensed and approved as permissible or “Halal”) as crucial for Indian Muslim consumers’
actual purchase behaviours as well as their future repurchase intentions. This study aims to
propose and empirically validate a model incorporating multiple expressions of
religiousness and halal logo/certification to determine their influence on Indian Muslim
consumers’ actual purchase behaviour and repurchase intention towards halal cosmetics.
From a practical perspective; this study suggests marketers to focus their advertising and
communication efforts to express halal in a more visible form. Marketers ought to devise
tailored offers for particular Muslim customers, by communicating with them via
personalized emails and messages, to build long-lasting relationships with their valuable
customers.

2. Conceptual framework and hypotheses development
In this section, a set of research hypotheses and an associated conceptual framework is
developed, which is shown in Figure 1.

2.1 Religious knowledge and actual purchase behaviour
Religion plays a crucial role in social life of every practising individual. Every religion has
beliefs that influence its practitioners in all spheres of public and social interactions
(Norenzayan, 2014). Religious knowledge and principles are perceived as influential factors
in forecasting consumer behaviour, but are viewed as tradition in marketing discipline and
so has not been examined in detail (Muhamad and Mizerski, 2010). Knowledge corresponds
to the evidence, emotions or observations that an individual or a group of people understand
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and are aware about. Further, it may even be classified as perception, consciousness or
expertise attained through observation or practices (Sinclair, 2010) by an individual or
group of people through interaction or practice. Che Ahmat et al. (2011) opined knowledge as
means of furnishing awareness and competencies that an individual or group have learned
by conceptual or logical skills of the subject (Pradana et al., 2020a).

As religion is a common aspect of beliefs and conviction in the absolute trustworthiness
and fundamental values of the religious principles and commandments of a person
(Norenzayan and Shariff, 2008), religious knowledge plays a significant role in shaping
consumer behaviour (Shahid et al., 2018). Religious knowledge, when it comes to Muslim
purchasing pattern behaviour, is very important (Muhamad et al., 2016). As the religious
knowledge about halal concept is broadening amongst Muslim consumers, the purchase
behaviour pattern has changed as these individuals continue to learn about what is halal
(permitted) and haram (forbidden) (Alserhan, 2010; Wilson, 2014). Shahid et al. (2018) in their
study opined that, with high-level of awareness, Muslim consumers are highly professional
and well-educated about the world and the practices of their religion. Furthermore, due to
the demographic profile of religiously aware and diverse Muslim professionals, supplied
with information and knowledge concerning halal consumption, the consumer market for
halal products has seen a strong expansion (Lada et al., 2009; Elasrag, 2016). Research
exhibits that increased religious knowledge is bound to impact consumer purchase
behaviour (Bang et al., 2000; Shepherd and Towler, 1992). In the similar vein, Aziz and Chok
(2013) highlighted that consumers knowledge about halal food significantly impacts non-
Muslim consumers purchase intention (as well).

Ahmad et al. (2015) indicated that the attitude of the people surveyed showed substantial
difference between consumers of halal food products and halal cosmetic products. Prior
studies suggest that the rapid increase in consumer desire for halal cosmetics is due to the
increased awareness and knowledge about non-halal ingredients, health risks and safe
lifestyle (Yeo et al., 2016; Norkumala Awang, 2016). The religious knowledge as well as
safety measures linked with halal cosmetic products motivate consumers to buy it. Ajzen’s
theory of planned behaviour provides a well-defined structure for examining the impact of
numerous factors on consumers purchase behaviour (Jang et al., 2011). Rahim et al. (2013) in
their study found out that knowledge of halal ingredients is a crucial component affecting
the perception of Muslim consumers of non-halal items.

Repurchase intention is very crucial for marketers as repeat customers add a significant
value contrary to the consumers who buy just once (Islam et al., 2017). The information and

Figure 1.
The proposed
conceptual model
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knowledge about what products are halal to consume assist in Muslim consumers’ decision-
making. As the effect of religious knowledge is impacted by the experience of the
consumers, the awareness of the halal products would drive consumers’ repurchase
intentions (Shahid et al., 2018). As knowledge has a significant impact on consumer
purchase behaviour; therefore:

H1. Religious knowledge positively affects consumers’ halal cosmetics actual purchase
behaviour.

H2. Religious knowledge positively affects consumers’ halal cosmetics repurchase
intention.

2.2 Religious orientation and actual purchase behaviour
Holm (2004) defines religious orientation as “an individual reflection of religious life, which
appears in three dimensions as religious thinking and opinions, religious attitudes and
behaviours, and religious experiences” (p. 24). As religious orientation examines the motives
of individuals to pursue their religious beliefs; their religious approach can be classified as
intrinsic or extrinsic (Allport and Ross, 1967; Noble et al., 2007). Where intrinsic individuals
are those who consider religion as their life’s purpose, they have strong commitment
towards their religion’s doctrines and beliefs and their behaviour centres around religious
principles and values (Laher, 2007; Noble et al., 2007; Mansori et al., 2015); for extrinsic
individuals’ religion is not their central reason and does not govern their motives (Allport
and Ross, 1967; Laher, 2007; Meagher, 2018). Furthermore, Ajzen’s theory predicts human
behaviour. It offers a foundation for consumer behaviour by investigating the impact of
motivational factors (in this case religious orientation) on consumer actual purchase
behaviour that is within the realms of consumers buying decision. So it is critical to
comprehend how halal cosmetic products are seen by consumers (Shahid et al., 2018). As
Muslims tend to observe and follow Islamic principles in their daily lives, their behavioural
decisions are intensively impacted by their religious orientation. Religious orientation
examines the desire of an individual to practice their religion (Shahid et al., 2018).
Furthermore, individual’s religious orientation stresses on the awareness of customers
religious law that influence their behavioural decisions repeatedly. Therefore:

H3. Religious orientation positively affects consumers’ halal cosmetics actual purchase
behaviour.

H4. Religious orientation positively affects consumers’ halal cosmetics repurchase
intention.

2.3 Religious commitment and actual purchase behaviour
Religious commitment or religiosity is considered as the degree to which an individual is
devoted to his/her faith and its preaching. This dedication is expressed in the beliefs and
behaviour of the person (Johnson et al., 2001). Worthington et al. (2003) explained religious
commitment as the extent whereby people relate to, and use their religious values, beliefs
and activities in everyday life. The presumption is that a religious people observe the
universe through religious views and incorporate their faith into the lifestyle (Mokhlis,
2009). Sungkar (2010) states the degree to which an individual is devoted to his/her faith and
religious beliefs, such as his/her behaviour and actions reflects his/her commitment. The
preferences and dislikes of customers are highly affected by their devotion and commitment
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to their religion. According to Muhamad and Mizerski (2010), religious commitment
influences Muslim consumers’ purchase behaviour. Sungkar (2010) also states that with the
revival of Islam, the rise in consciousness of the materials, methods, origins and other
factors of consumer goods has increased among the consumers. Swimberghe et al. (2009) in
their study states that religious commitment entails cognitive (individual’s knowledge of
faith) and behavioural (individual’s religious connection) dimensions. Religious commitment
influences consumer behaviour in terms of habits of purchasing as well as interpersonal
actions (Muhamad and Mizerski, 2010). Yun et al. (2008) state that consumers may prefer
purchasing new items if they would not infringe or challenge their religious concepts.
Stephens and Gwinner (1998) state that religiously committed individuals will consider
infringement of religious norms as rather unpleasant incidents and will view them as
harmful to themselves. Jamal and Sharifuddin (2015) state that religious commitment and
values have an effect on individual’s emotions and intention concerning consumption.
Researchers opine that as far as determining the essence of consumer preferences is
concerned, marketers will have to ascertain how deeply people are motivated (Shahid and
Paul, 2021) and loyal to their religion and its beliefs; as religiosity reflects their commitment
and strict devotion to the teachings and philosophies of their religion (Pradana et al., 2020a),
which is reflected in their actual buying behaviour and decision-making style (Mokhlis and
Spartks, 2007; Khraim, 2010). An individual’s observed behaviour in a particular scenario in
relation to a specific objective is referred to as behaviour (Ajzen, 1991). So, the extent to
which an individual commits to and implements his or her religious ideals, beliefs and
rituals in daily life is going to impact their behaviour (Ma et al., 2021). Therefore:

H5. Religious commitment positively affects consumers’ halal cosmetics actual
purchase behaviour.

H6. Religious commitment positively affects consumers’ halal cosmetics repurchase
intention.

2.4 Halal logo/certification and actual purchase behaviour
With vegan, organic, cruelty free products demand increasing in the market (Technavio,
2020), it is evident that consumers worry a lot regarding what is going inside their cosmetics
and makeup items. The purchase of halal cosmetics has seen a rise over the past decade
(Shahid et al., 2018). On daily basis, Muslim consumers have to choose from the broad
variety of consumer goods, the ingredients of which could be questionable according to their
religious standards (Al-Kwifi et al., 2019). Therefore, Muslim consumers are becoming very
selective and heedful while picking their products. As halal corresponds to goods
manufactured, processed through ingredients and material that are “allowable” under
Islamic law, halal is certainly a rising concern among these Muslim consumers (Ambali and
Bakar, 2014). Therefore, these consumers prefer to purchase halal-certified products.

Halal certification means “the process of certifying products or services as pronounced
by Shariah law” (Noordin et al., 2014). Thus, it is a written statement indicating that the
product complies to the Islamic parameters and is, therefore, permissible for consumption
by Muslims. Halal logo or certification is the incorporation of halal labelling or product
packaging statement indicating that the product is licensed and approved as permissible or
“Halal ” (Azam, 2016). Many Muslims are of the view that the products that are used on skin
should also comply to halal requirements. i.e. the products should not include pork, dead
animals, not slaughtered in proper way, blood, alcohol or carnivorous animals (Salman and
Siddiqui, 2011). These things are considered “forbidden” or haram in Islam. Therefore,
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Muslim consumers looking out for honesty and quality of the products have their concerns
responded to by halal certifications (Salleh and Hussin, 2013). This makes the halal labels/
logos instruments of confirmation and “tangibility” (Shahid et al., 2018; Muhamad et al.,
2016). Hence, halal certification affects Muslim consumers buying decisions as consumers
trust these logos (Shahid et al., 2018), and therefore, act as the benchmarks for halal
compliance (Hashim and Mat Hashim, 2013). Moreover, this creates trust among Muslim
consumers as it is an official proof to validate the producer’s assertion that the product
complies with Islamic standards (Shahid et al., 2018). The introduction of halal certification/
logo concept has increased the Muslim consumers’ awareness of the value of purchasing
things that meet Islamic norms and principles. The logo increases the degree of confidence
of consumers in the products they purchase. Researchers have opined that halal certification
and halal logos are essential as they certify safety and purity to Muslim consumers and help
in the eventual halal cosmetics purchase behaviour (Ambali and Bakar, 2014; Nasir et al.,
2009). Therefore:

H7. Halal certification/logo positively affects consumers’ halal cosmetics actual
purchase behaviour.

H8. Halal certification/logo positively affects consumers’ halal cosmetics repurchase
intention.

2.5 Actual purchase behaviour and repurchase intention
According to Ajzen (1991), consumers’ willingness to buy a product is an indicator of their
actual buying behaviour. Researchers in the past have extensively studied actual purchase
behaviour of consumers; however, majority of these studies were conducted in developed
countries (Kumar and Ghodeswar, 2015; Carrington et al., 2010; Nicholls and Lee, 2006;
Islam et al., 2017). In the past, studies have reported a gap between consumers’ expressed
favourable attitudes and actual purchasing practices (Tanner and Wölfing Kast, 2003;
Vermeir and Verbeke, 2008).

Prior research has studied factors examining purchase behaviour of consumers such as
attitude (Pencarelli et al., 2020; Pradana et al., 2020b), satisfaction (Ranaweera et al., 2008)
and loyalty (Anderson et al., 2014). While these factors are considered as significant
indicators of actual purchase behaviour, limited studies have tried to study the determinants
of consumers’ actual purchase of halal cosmetics from an emerging markets context.
Furthermore, actual purchase behaviour is regarded as a significant predictor of future
repurchase intentions, subjected to the favourable experiences that customers have during
and after purchasing a product (Law et al., 2004; Shahid et al., 2018). Repurchase is the
purchase by the consumer of a product of the same brand as the purchase on previous
occasion (Curtis et al., 2011). Most of the customers’ actual purchases (if satisfactory) drive
customers’ repurchase intention (Peyrot and Van Doren, 1994) and makes customers loyal to
the specific brand in the long run (Zhang et al., 2011). Given a choice, Muslim consumers
prefer purchasing halal products (Bashir et al., 2019; Shahid et al., 2018). While such
consumers purchase halal cosmetics, they attain a higher degree of confidence in carrying
out such behaviour; which drives their future repurchase intentions within the given
situations (Amalia et al., 2020; Ishak et al., 2019; Sama and Trivedi, 2019). Therefore:

H9. Actual purchase behaviour of halal cosmetic products positively affects consumers’
repurchase intention.
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3. Research methodology
3.1 Sample and data collection
Using a questionnaire surveymethod, data were collected from halal cosmetics consumers in India.
Using contacts generated through personal referencing, university alumni group, andmall-intercept
method, the data were collected from women consumers of three major cities (Delhi, Mumbai and
Hyderabad) with a strong Muslim population in India. Women were chosen as the respondents of
this study as they are the key consumers of cosmetic products in India (Shahid et al., 2018). Besides,
Muslim women in India are increasingly interested in the beauty industry and are very open to try
new things, as long as it does not compromise with their faith (Hashim and Musa, 2013; Kaur and
Osman, 2014). The questionnaire was administered in English language and was divided into two
sections. The first section comprised the demographic profile of the respondents, and the second
section comprised the study’s constructs tomeasurem-banking CXusing a seven-point Likert scale.
The questionnaires were distributed to 800 halal cosmetics purchasers of which 427 questionnaires
were received back over a period of six weeks (15 December 2019 to 30 January 2020) yielding a
response rate of 53.4%. All the respondents were informed about their anonymity and
confidentiality, with the details about the purpose of the research. Of these, 47 questionnaires were
incomplete and were excluded from any further analysis; 9 respondents’ data were excluded either
due to outliers or unengaged responses, resulting in a total of 371 final responses, taken for further
analysis.

Literature offers different opinions with respect to an adequate sample size. For instance,
Tabachnick and Fidell (2001) suggest that the sample size should not be less than 300 if
factor analysis is to be applied. Hair et al. (2010) suggest that 10–15 participants should be
taken for each item of a corresponding variable. This means, a study with 15 items needs to
take a sample size of 150–225. Correspondingly, as the present study comprises of 24 items
for various constructs, a minimum sample size of 240 (24*10) is acceptable. Some researchers
(see for example, Green, 1991) recommend the following formula to configure a sample size:

N� 50þ 8 m
(Where, N =minimum sample size required, and

m = number of items included)
As per the above formula, the minimum required sample size for this study must be

anything greater than 322 [N� 50 þ (8*24) = 242]. Taking into account these diverse
criteria along with the researcher’s convenience, a sample size of 371 meets all the above
suggested criteria. Table 1 summarizes the respondents’ demographic profiles.

As presented in Table 1, 70 (18.9%) respondents belonged to the age-group of 20–
25 years, majority of respondents, i.e. 165 (44.5%) belonged to the age-group of 26–35 years,
followed by 109 (29.4%) respondents who belonged to the age group of 36–45 years.
Majority of the respondents had a college degree 172 (46.4%) followed by post graduate
degrees 132 (35.6%). The respondents purchase halal cosmetics both from India and abroad
using online as well as offline platforms to make their purchases. The minimum age limit for
a potential respondent was set to be 20 years based on the assumption that 20-year-old
individuals in India have sufficient purchasing power (Ajitha and Sivakumar, 2019). More
than half of the respondents (around 53%) reported an annual income of less than INR 5 Lac.

3.2 Measures
The scales for the variables were derived from the already established scales with 28 items
using a five-point Likert scale rating from 1 (totally disagree) to 5 (totally agree). The
questionnaire’s content validity was pre-tested by obtaining the insights of an expert panel
comprising two subject area expert professors and two halal cosmetics product managers, who
held a couple of meetings for the said purpose. Religious knowledge was assessed through four
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items by Golnaz et al. (2010); religious commitment was measured through five items adapted
from Allport and Ross’s (1967) scale and Worthington et al.’s (2003) scale. For religious
orientation, three items by Allport and Ross (1967) and Gorsuch and McPherson (1989) were
used; halal certification/logo was measured through three items by Shaari and Aarifin (2010).
Actual purchase was measured by four items taken from Lee’s (2009) scale. Lastly, repurchase
intention was measured through four items by Cronin et al. (1992) and Hellier et al. (2003). Scale
items were modified with expert recommendation to ensure the contextual fit (see Appendix
for the scale items).

4. Data analysis and results
The study used a two-step approach recommended by Anderson and Gerbing (1988) for the
hypothesized relationship analysis. AMOS 22.0 software was used to conduct confirmatory factor
analysis (CFA) followed by structural equation modelling (SEM). To determine the reliability and
validity of themeasurementmodel, CFAwas run for all latent variables (Table 2). Commonmethod
variance (CMV) was also examined using Harman’s one-factor test (Podsakoff et al., 2003). The
results indicated 21.682% (i.e.< 50%) of the variance, confirming no issues related to CMV in the
current research. Furthermore, Nazir and Islam (2020) suggest that CMV is less likely to be an issue
if correlations are not excessively high (i.e. not >0.90). An adequate reliability of the scale was
reflected by the Cronbach’s alpha values (>0.70); also the composite reliability for all the constructs
was greater than 0.70 (Nunnally et al., 1967). Convergent validity was further achieved as the
loading for all the itemswas above 0.60 (Kline, 2015).

Table 1.
Demographic profile

of respondents

Characteristics N (371) (%)

Age
20– 25 70 18.9
26–35 165 44.5
36–45 109 29.4
above 45 27 7.3

Education
10þ 2/Intermediate 41 11.1
Some college degree 172 46.4
Some post-graduation degree 132 35.6
Doctorate 26 7.0

Approximate annual income (INR)
Less than 5 lac 198 53.4
5 lac - 10 Lac 106 28.6
10 Lac - 15 Lac 47 12.7
Above 15 Lac 20 5.4

Place of halal cosmetic purchase
India 204 54.9
Abroad 167 45.1

Type of purchase
Online 142 38.27
Offline
Both

157
72

42.31
19.42

Note: 1 lac INR equals $1355, as on December, 2020
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Table 3 shows adequate discriminant validity among the constructs as the square root of
AVE in every latent variable exceeded its corresponding inter-construct correlations
(Fornell and Larcker, 1981; Hair et al., 2010).

4.1 Structural model assessment hypotheses testing
The second step in the two-step process model includes testing the structural model and
subsequent hypothesized relationships. The fit indices (x2/df= 1.250; GFI = 0.940; AGFI = 0.924;

Table 2.
Reliability and
validity of the
constructs

Construct Items Factor loading Cronbach’s alpha Composite reliability

Religious knowledge 0.932 0.895
RlKn1 0.765
RlKn2 0.750
RlKn3 0.792
RlKn4 0.724
RlKn5 0.764

Religious orientation 0.884 0.902
RlOr1 0.796
RlOr 2 0.831
RlOr 3 0.806
RlOr 4 0.807

Religious commitment 0.899 0.862
RlCm1 0.744
RlCm2 0.765
RlCm3 0.821
RlCm4 0.774

Halal certification/logo 0.873 0.884
HaLo1 0.778
HaLo2 0.803
HaLo3 0.850

Actual purchase 0.832 0.832
Behaviour AcPr1 0.728

AcPr2 0.709
AcPr3 0.696
AcPr4 0.703

Repurchase intention 0.862 0.908
RePr1 0.805
RePr2 0.765
RePr3 0.798
RePr4 0.774

Table 3.
Descriptive statistics
and correlations

Variable AVE MSV MaxR(H) RlKn RlOr RlCm HaLo AcPr RePr

RlKn 0.629 0.401 0.895 0.793
RlOr 0.696 0.319 0.902 0.504* 0.834
RlCm 0.610 0.411 0.863 0.422* 0.365* 0.781
HaLo 0.656 0.341 0.884 0.524* 0.564* 0.449* 0.810
AcPr 0.553 0.411 0.834 0.633* 0.455* 0.641* 0.584* 0.744
RePr 0.768 0.378 0.911 0.615* 0.560* 0.372* 0.500* 0.545* 0.876

Notes: RlKn = Religious knowledge, RlOr = Religious orientation, RlCm = Religious commitment, HaLo =
Halal Logo, AcPr = Actual purchase behaviour, RePr = Repurchase intention, *Correlation significance at
0.05 level; N = 371; values in Italics represent the square roots of AVEs
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NFI = 0.948; RFI = 0.939; RMSEA = 0.026) indicated a reasonable fit amidst the proposed model
and observed data (Hu and Bentler, 1999). The path coefficients and t-values of the measurement
model are depicted in Figure 2.

The results of the hypothesis testing are presented in Table 4. The results reveal that
religious knowledge positively affects consumer’s halal cosmetics purchase behaviour (b =
0.223, t = 3.481, p< 0.05) as well as consumer’s repurchase intention (b = 0.281, t = 3.998,
p< 0.05), thereby supporting H1 and H2. Religious orientation indicated an insignificant
relationship with both the actual purchase (b = 0.075, t = 0.798, p< 0.05) and repurchase
intention towards halal cosmetics (b = 0.069, t = 0.711, p< 0.05), thereby not supportingH3
and H4. Religious commitment to one’s religion also showed a significant relationship with
actual purchase behaviour of halal cosmetics (b = 0.269, t = 3.573, p< 0.05) and also with
consumer’s repurchase intention (b = 0.196, t = 2.128, p< 0.05), thereby supporting H5 and
H6. Halal certificate/logo was found to have a significant positive effect on both the actual
purchase (b = 0.215, t = 2.989, p< 0.05) and repurchase intention towards halal cosmetics
(b = 0.201, t = 2.675, p< 0.05), thereby supporting H7 and H8. In the similar vein, actual
purchase behaviour of halal cosmetic products indicated a strong positive effect on
consumers repurchase intention (b = 0.328, t= 4.672, p< 0.05), thereby supportingH9.

Figure 2.
Validated research

model

Religious 
knowledge

Religious 
orientation

Religious 
commitment

Halal
certification

Repurchase
intention

Actual purchase
behavior

0.32*(4.67**)

0.28*(3.99**)

0.06*(0.71**)

0.19*(2.12**)

0.20*(2.67**)

Note: *Depicts the path estimates and **depicts the t-values

Table 4.
Hypotheses testing

results

Hypotheses b t-values Test results

H1: Religious knowledge – Actual purchase behaviour
H2: Religious knowledge – Repurchase intention
H3: Religious orientation –Actual purchase behaviour
H4: Religious orientation – Repurchase intention
H5: Religious commitment –Actual purchase behaviour
H6: Religious commitment – Repurchase intention
H7: Halal certificate/logo – Actual purchase behaviour
H8: Halal certificate/logo – Repurchase intention
H9: Actual purchase behaviour – Repurchase intention

0.223
0.281
0.075
0.069
0.269
0.196
0.215
0.201
0.328

3.481
3.998
0.798
0.711
3.573
2.128
2.989
2.675
4.672

Supported
Supported
Not Supported
Not Supported
Supported
Supported
Supported
Supported
Supported
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5. Discussion and implication
5.1 Discussion
Indian Muslim women are adherent to their religious beliefs and are conscious to the
ingredients like alcohol and pig residue used during the concocting of cosmetic products,
which are haram as per their religion. In the light of the increasing awareness of Muslim
women seeking halal-certified cosmetic products with clean, safe, organic and secure
production in accordance with the Islamic law, the purpose of this study is to propose and
empirically validate a model incorporating multiple expressions of religiousness and halal
logo/certification to determine their influence on Indian Muslim consumers’ actual purchase
behaviour and their repurchase intention towards halal cosmetics. This study is expected to
assist marketers to better position their products and capitalize on this very prospective
market. Consequently, this research highlights several interesting results. This study is
built on the actual purchase behaviour of halal cosmetics among Indian Muslim women
consumers; the underlying findings drawn from this research indicate that female
consumers’ willingness to buy halal cosmetic products is essential for their individual and
social lives. It is known that Muslim countries such as Indonesia, Turkey, Saudi Arabia,
Malaysia, United Arab Emirates and others are more receptive to halal cosmetic products,
but Indian Muslim consumers are no way lagging behind. Therefore, analysing the
consumers’ motivational factors that have an impact on their behavioural pattern towards
halal cosmetic is a challenging task in countries like India.

Religious knowledge has been found to have a significant positive relationship with
actual purchase behaviour and repurchase intention. As expected, these findings are
consistent with the past research works trying to study consumer behaviour in relation to
religious knowledge (Bang et al., 2000; Sinclair, 2010). As knowledge indicates consumers’
experience, awareness, feelings and consciousness acquired by individuals, past research
has shown knowledge as a significant indicator of consumer behaviour (Ahmad et al., 2015;
Aertsens et al., 2011). Further, these findings highlighted the significant inclination of
consumer awareness to choose halal cosmetic products as they indicated a positive buying
behaviour towards halal cosmetics.

Knowing the essence of consumer behaviour defines how deep customer interaction is
and how correlated it is with their religious beliefs. Religious commitment was found to
have a significant positive relationship with actual purchase behaviour and repurchase
intention. As there are insufficient studies examining consumer behaviour regarding
cosmetic products, religious commitment has been found to be the driving force for many
consumers to purchase halal food products (Hamdan et al., 2013). These findings highlight
the importance of religious commitment, and that it can forecast many facets of shopping
behaviour (Mokhlis and Spartks, 2007). Consumers show commitment towards their
religious beliefs, as they are becoming more aware about the halal concept and the
ingredients that go into their products. The effect of religious commitment on consumer
buying behaviour implies that consumers religiosity is capable of influencing their lifestyle
and purchase behaviour (Muhamad andMizerski, 2010; Mokhlis and Spartks, 2007).

Religious orientation is a common strategy used by researchers to study the influence of
religion on individual (Meagher, 2018) as it indicates the desire or sensitivity of a person
towards religious advancement. Past literature on religious orientation has shown its
significant impact in influencing consumers’ decision-making (Lin et al., 2015; Moltafet et al.,
2010; Steffen et al., 2015). Contrary to the past literature, our research showed an
insignificant impact of religious orientation on both actual purchase behaviour and
repurchase intention. The results could be due to the fact that Muslim consumers are young
in that most of the respondents 235 (63.4%) are aged between 20 and 35 age-group which
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belong in the young adult category according to the “Youth in India” report published by the
Government of India, which considers an individual young if his/her age is 635 years and
old if it is >35 years (Shahid et al., 2021; Verma et al., 2017). Possibly because of being
young, their understanding of the halal concept is still limited, and there is still a lot to
explore related to the impact of religion on the market-related fatwas or rulings.

Halal logo and certification was found to have a significant impact on actual purchase
behaviour as well as on repurchase intention. Current cosmetic products pose several halal
authentication threats. Muslim consumers in India are new to the concept of halal cosmetic
certification with only a few bodies/agencies involved in the accreditation domain. The
authors are of the view that a cosmetic product having the halal logo is the indicator of
quality, safety, purity and cleanliness; and serves as a guarantee and assurance to the
consumers that the product has been through a review to justify that status (Sugibayashi
et al., 2019). Once the consumers become aware about the products, they prefer buying them
with the assurance given. Moreover, with the increasing knowledge of Muslim consumers
about the halal ways and processes of manufacturing the cosmetic products and with
different governments across countries introducing halal cosmetic standards, a lot of
Muslim consumers around the globe have shown interest in halal-certified products
(Marzuki et al., 2012; Shahid et al., 2018). For these consumers, halal logo is an indication of
standard of quality and religious satisfaction (Aziz and Chok, 2013). Moreover, today’s
consumers are getting aware about the use of ingredients like “procine” in cosmetics which
is prohibited in Islam. This has made consumers shift to halal-certified products. These
halal labels are appealing to those consumers who are willing to resist products containing
prohibited ingredients, as these logos increase consumers’ confidence in the products (Aziz
and Chok, 2013).

Cosmetic consumption is essential for women’s personal and social image. Women who
are conscious about their public image are more inclined to buying beauty products. These
consumers’ cosmetics usage reflects their psycho-physical perception and the need to exploit
their image to convey their external appearance in social settings (Robertson et al., 2010).
Individuals’ desire to develop a proper social connection with others assists in defining their
current and future attitude (Belk, 1988; Goffman, 1978).

According to our analysis, actual purchase behaviour strongly impacts consumers
repurchase intentions. This indicates that consumers who once consume halal products
definitely go back to the same product. Also, with the advent of Internet and other digital
technologies (Islam et al., 2021; Rasool et al., 2020); online websites strengthen the visibility
and accessibility of halal cosmetic products, alongside improving the extent of shoppers’
participation in buying such products (Beuckels and Hudders, 2016).

5.2 Theoretical implications
Cosmetic products are a sign of beauty for a woman. Due to the changing lifestyle and
increasing awareness among the females, and the consumers becoming conscious about the
products they consume; this study contributes to the growing consumer behaviour literature
about their purchase pattern within the influence of their religious beliefs. With
the increasing number of Muslim women willing to integrate their religious beliefs with the
current fashion trends, the halal beauty and personal care market has seen a growing trend.
As halal indicates a safe and hygienic process of product manufacturing and the ingredients
used, the sales of halal cosmetic products have witnessed huge upsurge by individuals who
buy natural and safe make-up products to alleviate the damage induced by non-halal
ingredients. Though the marketers selling halal-certified products introduced them into the
cosmetic arena to satisfy the Muslim world’s shopping demands, non-Muslim buyers have
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often got involved in the halal market, and have valued these products primarily because of
their natural and organic properties.

The results from our study would contribute to the Muslim consumers literature related to
the knowledge they exhibit to distinguish from acceptable and prohibited items, in addition
to clear knowledge of Islamic law pertaining to cosmetic products (Suki and Suki, 2018).
Moreover, considering that Muslims obey and observe Islamic principles in their daily lives,
their actions and choices are likely to be significantly affected by their extent of religious
understanding and dedication, giving us insights into their consumption behaviour.

5.3 Practical implications
For a competitive and effective strategic marketing, examining the behaviour of consumers
is very crucial, as it allows companies to identify and anticipate how consumers would
behave (Schiffman and Kanuk, 2004). As consumers after-sales experience furnishes
collective vibe that causes consumers to buy the product again (Lin et al., 2015), it is essential
for marketers to learn how Indian Muslim consumers respond to the concept of halal
consumption, what determines their actual purchase behaviour and what can shape their
repurchase intentions.

The current research work on halal branding takes consumers’ perspective into consideration.
This research on Indian Muslims female halal product market has tremendous opportunities to
draw more Muslim consumers who are well aware and educated towards their faith, thereby
enabling more consumers to purchase halal products. Furthermore, with well-travelled consumers
and growing use of social media, theMuslim consumers are understanding the importance of halal
products in their day-to-day life. The key results of the current study indicate thatmarketers need to
target this lucrative and growing market with brands catering to the needs of these consumers.
Furthermore, targeting at halal cosmetic products market requires explicit set of skills that are not
necessarily integrated into the framework and system of an organization. To succeed in this
emerging market with limited data, companies will have to establish a deeper awareness of their
Muslim customers. Well-educated and affluent consumers are apprehensive about the use of halal
mark to distinguish halal cosmetic products. Therefore, companies need to address the
terminologies linked with halal products and should try to establish clear packaging for their
consumers’ awareness. While foreseeing the difficulties and possible problems linked with the
production and promotion of halal products, marketers should try to address the concerns of
Muslim consumers. Moreover, halal marketers need to target non-Muslim consumers who are in
search of “natural” products that would be organic and cruelty-free. As halal and vegan products
serve the same purpose, themarketers can benefit from their consumption.

6. Limitation and future research
The results of this study have attempted to make a significant contribution to the
knowledge of customers’ halal cosmetic purchase behaviour. There are certain limitations
acknowledged by this study. This study is limited to halal cosmetics users only, more
research can be done on other personal and beauty care product. This study considered only
female Muslim consumers for our study, further researchers can try to examine the non-
Muslim consumers’ cosmetics consumption behaviour vis-à-vis halal products (as they
consume halal products for being natural, vegan and having been produced with cruelty-
free means and processes). Further, researchers can examine the impact of constructs like
trust, emotions, religious beliefs and customer satisfaction on the consumption behaviour of
halal cosmetics.

JIMA
14,3

840



References
Abu-Alhaija, A.S.A., Yusof, R.N.R., Hashim, H. and Jaharuddin, N.S. (2018), “Religion in

consumer behaviour research: the significance of religious commitment and religious
affiliation”, International Journal of Economics, Commerce and Management, Vol. 6 No. 1,
pp. 245-258.

Aertsens, J., Mondelaers, K., Verbeke,W., Buysse, J. and Van Huylenbroeck, G. (2011), “The influence of
subjective and objective knowledge on attitude, motivations and consumption of organic food”,
British Food Journal, Vol. 113 No. 11, pp. 1353-1378.

Agarwala, R., Mishra, P. and Singh, R. (2019), “Religiosity and consumer behavior: a summarizing
review”, Journal of Management, Spirituality and Religion, Vol. 16 No. 1, pp. 32-54.

Ahmad, A.N., Abd Rahman, A. and Ab Rahman, S. (2015), “Assessing knowledge and religiosity on
consumer behavior towards halal food and cosmetic products”, International Journal of Social
Science and Humanity, Vol. 5 No. 1, p. 10.

Ajitha, S. and Sivakumar, V.J. (2017), “Understanding the effect of personal and social value on attitude
and usage behavior of luxury cosmetic brands”, Journal of Retailing and Consumer Services,
Vol. 39, pp. 103-113.

Ajitha, S. and Sivakumar, V.J. (2019), “The moderating role of age and gender on the attitude towards
new luxury fashion brands”, Journal of Fashion Marketing and Management, Vol. 23 No. 4,
pp. 440-465.

Ajzen, I. (1991), “The theory of planned behavior”, Organizational Behavior and Human Decision
Processes, Vol. 50 No. 2, pp. 179-211.

Ali, S., Halim, F. and Ahmad, N. (2016), “Beauty premium and halal cosmetics industry”, Journal of
MarketingManagement and Consumer Behavior, Vol. 1 No. 4, pp. 22-33.

Al-Kwifi, O.S., Farha, A.A. and Ahmed, Z.U. (2019), “Dynamics of Muslim consumers’ behavior
toward halal products”, International Journal of Emerging Markets, Vol. 14 No. 4,
pp. 689-708.

Allport, G.W. and Ross, J.M. (1967), “Personal religious orientation and prejudice”, Journal of
Personality and Social Psychology, Vol. 5 No. 4, p. 432.

Alserhan, B.A. (2010), “Islamic branding: a conceptualization of related terms”, Journal of Brand
Management, Vol. 18 No. 1, pp. 34-49.

Amalia, F.A., Sosianika, A. and Suhartanto, D. (2020), “Indonesian millennials’ halal food purchasing:
merely a habit?”, British Food Journal, Vol. 122 No. 4, pp. 1185-1198.

Ambali, A.R. and Bakar, A.N. (2014), “People’s awareness on halal foods and products: potential issues
for policy-makers”, Procedia – Social and Behavioral Sciences, Vol. 121 No. 19, pp. 3-25.

Anderson, J.C. and Gerbing, D.W. (1988), “Structural equation modeling in practice: a review and
recommended two-step approach”, Psychological Bulletin, Vol. 103 No. 3, p. 411.

Anderson, K.C., Knight, D.K., Pookulangara, S. and Josiam, B. (2014), “Influence of hedonic and
utilitarian motivations on retailer loyalty and purchase intention: a Facebook perspective”,
Journal of Retailing and Consumer Services, Vol. 21 No. 5, pp. 773-779.

Azam, A. (2016), “An empirical study on non-Muslim’s packaged halal food manufacturers”, Journal of
IslamicMarketing, Vol. 7 No. 4, pp. 441-460.

Aziz, Y.A. and Chok, N.V. (2013), “The role of halal awareness, halal certification, and marketing
components in determining halal purchase intention among non-Muslims in Malaysia: a
structural equation modeling approach”, Journal of International Food and Agribusiness
Marketing, Vol. 25 No. 1, pp. 1-23.

Bang, H.K., Ellinger, A.E., Hadjimarcou, J. and Traichal, P.A. (2000), “Consumer concern, knowledge,
belief, and attitude toward renewable energy: an application of the reasoned action theory”,
Psychology andMarketing, Vol. 17 No. 6, pp. 449-468.

Halal
cosmetics

repurchase
intention

841



Bashir, A.M., Bayat, A., Olutuase, S.O. and Abdul Latiff, Z.A. (2019), “Factors affecting consumers’
intention towards purchasing halal food in South Africa: a structural equation modelling”,
Journal of Food ProductsMarketing, Vol. 25 No. 1, pp. 26-48.

Belk, R.W. (1988), “Possessions and the extended self”, Journal of Consumer Research, Vol. 15No. 2, pp. 139-168.
Beuckels, E. and Hudders, L. (2016), “An experimental study to investigate the impact of image

interactivity on the perception of luxury in an online shopping context”, Journal of Retailing and
Consumer Services, Vol. 33, pp. 135-142.

BusinessWire Report (2020), “India $28.9 billion cosmetics market, competition, forecast and
opportunities, FY2026 – ResearchAndMarkets.com”, available at: www.businesswire.com/
news/home/20210126005520/en/India-28.9-Billion-Cosmetics-Market-Competition-Forecast-
Opportunities-FY2026—ResearchAndMarkets.com (accessed 28 August 2021).

Cai, G., Li, W. and Tang, Z. (2020), “Religion and the method of earnings management: evidence from
China”, Journal of Business Ethics, Vol. 161 No. 1, pp. 71-90.

Carrington, M.J., Neville, B.A. and Whitwell, G.J. (2010), “Why ethical consumers don’t walk their talk:
towards a framework for understanding the gap between the ethical purchase intentions and
actual buying behaviour of ethically minded consumers”, Journal of Business Ethics, Vol. 97
No. 1, pp. 139-158.

Census (2011), “Provisional population totals paper 1 of 2011 India Series 1”, available at: https://
censusindia.gov.in/2011-prov-results/prov_results_paper1_india.html (accessed 18 July 2021).

Che Ahmat, N., Mohd Radzi, S., Zahari, M.S.M., Muhammad, R., Abdul Aziz, A. and Ahmad, N.A.
(2011), “The effect of factors influencing the perception of price fairness towards customer
response behaviors”, Journal of Global Management, Vol. 2 No. 1, p. 22.

Cheng, P.L.K. and Low, K. (2008), “The brand marketing of halal products: the way forward”, The Icfai
University Journal of BrandManagement, Vol. 5 No. 4, pp. 37-50.

Cronin, J., Joseph, J. and Steven A, T. (1992), “Measuring service quality: a reexamination and
extension”, Journal of Marketing, Vol. 56 No. 3, pp. 55-68.

Curtis, T., Abratt, R., Rhoades, D.L. and Dion, P. (2011), “Customer loyalty, repurchase and satisfaction:
a meta-analytical review”, Journal of Consumer Satisfaction, Dissatisfaction and Complaining
Behavior, Vol. 24, p. 1.

Dekhil, F., Boulebech, H. and Bouslama, N. (2017), “Effect of religiosity on luxury consumer behavior:
the case of the TunisianMuslim”, Journal of IslamicMarketing, Vol. 8 No. 1, pp. 74-94.

Dobbelaere, K. (2011), “The contextualization of definitions of religion”, International Review of
Sociology, Vol. 21 No. 1, pp. 191-204.

Elasrag, H. (2016), “Halal industry: key challenges and opportunities”, Hussein Elasrag, ISBN, Vol. 13,
pp. 978-1530029976.

Essoo, N. and Dibb, S. (2004), “Religious influences on shopping behaviour: an exploratory study”,
Journal of MarketingManagement, Vol. 20 Nos 7/8, pp. 683-712.

Fam, K.S., Waller, D.S. and Erdogan, B.Z. (2004), “The influence of religion on attitudes towards the
advertising of controversial products”, European Journal of Marketing, Vol. 38 Nos 5/6,
pp. 537-555.

Farooqi, R. and Shahid, S. (2017), “The art of branded luxury-Indian consumers buying behaviour”,
Journal of IMS Group, Vol. 11 No. 1, Available at SSRN 2959886.

Fathi, E., Zailani, S., Iranmanesh, M. and Kanapathy, K. (2016), “Drivers of consumers’ willingness to
pay for halal logistics”, British Food Journal, Vol. 118 No. 2, pp. 464-479.

Forghani, M.H., Kazemi, A. and Ranjbarian, B. (2019), “Religion, peculiar beliefs and luxury cars’
consumer behavior in Iran”, Journal of Islamic Marketing, Vol. 10 No. 2, pp. 673-688.

Fornell, C. and Larcker, D.F. (1981), “Evaluating structural equation models with unobservable
variables andmeasurement error”, Journal of Marketing Research, Vol. 18 No. 1, pp. 39-50.

JIMA
14,3

842

https://www.businesswire.com/news/home/20210126005520/en/India-28.9-Billion-Cosmetics-Market-Competition-Forecast-Opportunities-FY2026---ResearchAndMarkets.com
https://www.businesswire.com/news/home/20210126005520/en/India-28.9-Billion-Cosmetics-Market-Competition-Forecast-Opportunities-FY2026---ResearchAndMarkets.com
https://www.businesswire.com/news/home/20210126005520/en/India-28.9-Billion-Cosmetics-Market-Competition-Forecast-Opportunities-FY2026---ResearchAndMarkets.com
https://censusindia.gov.in/2011-prov-results/prov_results_paper1_india.html
https://censusindia.gov.in/2011-prov-results/prov_results_paper1_india.html


Goffman, E. (1978),The Presentation of Self in Everyday Life, Vol. 21, London, Harmondsworth.
Golnaz, R., Zainalabidin, M., Mad Nasir, S. and Eddie Chew, F.C. (2010), “Non-Muslims’ awareness of

halal principles and related food products in Malaysia”, International Food Research Journal,
Vol. 17, pp. 132-142.

Gorsuch, R.L. andMcPherson, S.E. (1989), “Intrinsic/extrinsic measurement: I/E-revised and single-item
scales”, Journal for the Scientific Study of Religion, Vol. 28 No. 3, pp. 348-354.

Green, S.B. (1991), “How many subjects does it take to do a regression analysis?”, Multivariate
Behavioral Research, Vol. 26 No. 3, pp. 499-510.

Hair, J., Black, W.C., Babin, B.J. and Anderson, R.E. (2010), Multivariate Data Analysis, 7th ed., Upper
saddle River, NJ, Pearson Education International.

Hamdan, H., Issa, Z.M., Abu, N. and Jusoff, K. (2013), “Purchasing decisions among Muslim
consumers of processed halal food products”, Journal of Food Products Marketing, Vol. 19
No. 1, pp. 54-61.

Handriana, T., Yulianti, P., Kurniawati, M., Arina, N.A., Aisyah, R.A., Aryani, M.G.A. and Wandira, R.
K. (2020), “Purchase behavior of millennial female generation on halal cosmetic products”,
Journal of Islamic Marketing, Vol. 12 No. 7, pp. 1295-1315.

Hashim, P. and Mat Hashim, D. (2013), “A review of cosmetic and personal care products: Halal
perspective and detection of ingredient”, Pertanika Journals of Science and Technology, Vol. 21
No. 2, pp. 281-292.

Hashim, A.J.C.M. and Musa, R. (2013), “Modeling the effects on the attitude of young adult
urban Muslim women towards halal cosmetic products: new insights for championing
the halal economy”, International Journal of Education and Research, Vol. 1 No. 7,
pp. 1-8.

Hellier, P.K., Geursen, G.M., Carr, R.A. and Rickard, J.A. (2003), “Customer repurchase intention”,
European Journal of Marketing, Vol. 37 Nos 11/12, pp. 1762-1800.

Holm, N.G. (2004),Din Psikolojisine Giris� (A. Bahadır, Çev.), _Istanbul, _Insan Yayınları.
Hu, L.T. and Bentler, P.M. (1999), “Cutoff criteria for fit indexes in covariance structure analysis:

conventional criteria versus new alternatives”, Structural Equation Modeling: A
Multidisciplinary Journal, Vol. 6 No. 1, pp. 1-55.

Ishak, S., Omar, A.R.C., Khalid, K., Ghafar, I.S.A. and Hussain, M.Y. (2019), “Cosmetics purchase
behavior of educated millennial Muslim females”, Journal of Islamic Marketing, Vol. 11 No. 5,
pp. 1055-1071.

Islam, J. and Rahman, Z. (2017), “The impact of online brand community characteristics on customer
engagement: an application of Stimulus-Organism-Response paradigm”, Telematics and
Informatics, Vol. 34 No. 4, pp. 96-109.

Islam, J.U., Rahman, Z. and Connolly, R. (2021), “Commentary on progressing understanding of online
customer engagement: recent trends and challenges”, Journal of Internet Commerce, Vol. 20
No. 4, pp. 1-6.

Islam, J., Rahman, Z. and Hollebeek, L. (2017), “Personality factors as predictors of online consumer
engagement: an empirical investigation”, Marketing Intelligence and Planning, Vol. 35 No. 4,
pp. 510-528.

Islam, J., Rahman, Z. and Hollebeek, L. (2018), “Consumer engagement in online brand communities: a
solicitation of congruity theory”, Internet Research, Vol. 28 No. 1, pp. 23-45.

Islam, M. and Singh, B.N. (2020), “Factor affecting attitude and purchase intention of luxury fashion
product consumption: a case of Korean university students”, Sustainability, Vol. 12 No. 18,
p. 7497.

Jamal, A. and Sharifuddin, J. (2015), “Perceived value and perceived usefulness of halal labeling: the role
of religion and culture”, Journal of Business Research, Vol. 68 No. 5, pp. 933-941.

Halal
cosmetics

repurchase
intention

843



Jang, Y.J., Kim, W.G. and Bonn, M.A. (2011), “Generation Y consumers’ selection attributes and
behavioral intentions concerning green restaurants”, International Journal of Hospitality
Management, Vol. 30 No. 4, pp. 803-811.

Johnson, B.R., Jang, S.J., Larson, D.B. and De Li, S. (2001), “Does adolescent religious commitment
matter? A re-examination of the effects of religiosity on delinquency”, Journal of Research in
Crime and Delinquency, Vol. 38 No. 1, pp. 22-44.

Kamaruddin, R., Iberahim, H. and Shabudin, A. (2012), “Willingness to pay for halal logistics: the
lifestyle choice”, Procedia – Social and Behavioral Sciences, Vol. 50, pp. 722-729.

Kaur, K. and Osman, S. (2014), “Predicting working women purchasing behaviour of Malaysian halal
cosmetic products by using theory of planned behaviour”, International Academic Research
Journal of Business andManagement, Vol. 3 No. 1, pp. 1-7.

Khan, N., Sarwar, A. and Tan, B.C. (2020), “Determinants of purchase intention of halal cosmetic
products among generation Y consumers”, Journal of Islamic Marketing, Vol. 12 No. 8,
pp. 1461-1476.

Khraim, H. (2010), “Measuring religiosity in consumer research from Islamic perspective”, International
Journal of Marketing Studies, Vol. 2 No. 2, p. 166.

Kim, H.Y. and Chung, J.E. (2011), “Consumer purchase intention for organic personal care products”,
Journal of ConsumerMarketing, Vol. 28 No. 1, pp. 40-47.

Kline, P. (2015), A Handbook of Test Construction (Psychology Revivals): Introduction to Psychometric
Design, Routledge.

Kumar, P. and Ghodeswar, B.M. (2015), “Factors affecting consumers’ green product purchase
decisions”,Marketing Intelligence and Planning, Vol. 33 No. 3, pp. 330-347.

LaBarbera, P.A. and Stern, J. (1990), “The relationship between Jewish religious intensity and repeat
purchasing behavior”, In Proceedings of the Annual Meeting of the Southern Marketing
Association, pp. 87-90.

Lada, S., Harvey Tanakinjal, G. and Amin, H. (2009), “Predicting intention to choose halal products
using theory of reasoned action”, International Journal of Islamic and Middle Eastern Finance
andManagement, Vol. 2 No. 1, pp. 66-76.

Laher, S. (2007), “The relationship between religious orientation and pressure in psychology I students
at the university of the witwatersrand”, South African Journal of Psychology, Vol. 37 No. 3,
pp. 530-551.

Lavri�c, M. and Flere, S. (2011), “Intrinsic religious orientation and religious rewards: an empirical
evaluation of two approaches to religious motivation”, Rationality and Society, Vol. 23 No. 2,
pp. 217-233.

Law, A.K., Hui, Y.V. and Zhao, X. (2004), “Modeling repurchase frequency and customer satisfaction for
fast food outlets”, International Journal of Quality and Reliability Management, Vol. 21 No. 5,
pp. 545-563.

Lee, K. (2009), “Gender differences in Hong Kong adolescent consumers’ green purchasing behavior”,
Journal of ConsumerMarketing, Vol. 26 No. 2, pp. 87-96.

Lin, C.L., Yeh, J.T., Wu, M.C. and Lee, W.C. (2015), “Religious orientation, endorser credibility, and the
portrayal of female nurses by the media”, Journal of Religion and Health, Vol. 54 No. 5,
pp. 1699-1711.

Lipka, M. and Hackett, C. (2015),Why Muslims Are the World’s Fastest Growing Religious Group, Pew
Research Center.

Ma, L., Wang, X. and Zhang, C. (2021), “Does religion shape corporate cost behavior?”, Journal of
Business Ethics, Vol. 170 No. 4, pp. 835-855.

Mansori, S., Sambasivan, M. and Md-Sidin, S. (2015), “Acceptance of novel products: the role of
religiosity, ethnicity and values”,Marketing Intelligence and Planning, Vol. 33 No. 1, pp. 39-66.

JIMA
14,3

844



Marzuki, S.Z.S., Hall, C.M. and Ballantine, P.W. (2012), “Restaurant managers’ perspectives on halal
certification”, Journal of IslamicMarketing, Vol. 3 No. 1, pp. 47-58.

Mathras, D., Cohen, A.B., Mandel, N. and Mick, D.G. (2016), “The effects of religion on consumer
behavior: a conceptual framework and research agenda”, Journal of Consumer Psychology,
Vol. 26 No. 2, pp. 298-311.

Meagher, B.R. (2015), “The effects of interpersonal differences within religious communities: a group
actor-partner interdependence model of US congregations”, The International Journal for the
Psychology of Religion, Vol. 25 No. 1, pp. 74-90.

Meagher, B.R. (2018), “Deciphering the religious orientation of a sacred space: disparate impressions of
worship settings by congregants and external observers”, Journal of Environmental Psychology,
Vol. 55, pp. 70-80.

Melewar, T.C. and Alwi, S.S. (Eds) (2017), Islamic Marketing and Branding: Theory and Practice,
Routledge.

Mokhlis, S. (2009), “Relevancy and measurement of religiosity in consumer behavior research”,
International Business Research, Vol. 2 No. 3, pp. 75-84.

Mokhlis, S. and Spartks, L. (2007), “Consumer religiosity and shopping behaviour in Kuala Lumpur”,
MalaysianManagement Journal, Vol. 11 No. 1 and 2, pp. 87-101.

Moltafet, G., Mazidi, M. and Sadati, S. (2010), “Personality traits, religious orientation and happiness”,
Procedia – Social and Behavioral Sciences, Vol. 9, pp. 63-69, doi: 10.1016/j.sbspro.2010.12.116.

Muhamad, N. and Mizerski, D. (2013), “The effects of following Islam in decisions about taboo
products”, Psychology andMarketing, Vol. 30 No. 4, pp. 357-371.

Muhamad, N. and Mizerski, D. (2010), “The constructs mediating religions influence on buyers and
consumers”, Journal of Islamic Marketing, Vol. 1 No. 2, pp. 124-135, doi: 10.1108/
17590831011055860.

Muhamad, N., Leong, V.S. and Mizerski, D. (2016), “Consumer knowledge and religious rulings on
products: young Muslim consumer’s perspective”, Journal of Islamic Marketing, Vol. 7 No. 1,
pp. 74-94.

Naeem, S., Ayyub, R.M., Ishaq, I., Sadiq, S. and Mahmood, T. (2019), “Systematic literature review of
halal food consumption-qualitative research era 1990-2017”, Journal of Islamic Marketing,
Vol. 11 No. 3, pp. 687-707.

Nasir, K.M., Pereira, A. and Turner, B.S. (2009), “Muslims in Singapore: Piety, Politics and Policies”,
Routledge.

Nazir, O. and Islam, J.U. (2020), “Effect of CSR activities on meaningfulness, compassion, and employee
engagement: a sense-making theoretical approach”, International Journal of Hospitality
Management, Vol. 90, p. 102630.

Nicholls, A. and Lee, N. (2006), “Purchase decision-making in fair trade and the ethical purchase ‘gap’:‘is
there a fair trade twix?”, Journal of Strategic Marketing, Vol. 14 No. 4, pp. 369-386.

Noble, A., De Galbraith, C.S., Singh, G. and Stiles, C.H. (2007), “Market justice, religious orientation, and
entrepreneurial attitudes: an empirical study”, Journal of Enterprising Communities: People and
Places in the Global Economy, Vol. 1 No. 2, pp. 121-134, doi: 10.1108/17506200710752548.

Noordin, N., Noor, N.L.M. and Samicho, Z. (2014), “Strategic approach to halal certification system: an
ecosystem perspective”, Procedia – Social and Behavioral Sciences, Vol. 121, pp. 79-95.

Norenzayan, A. (2014), “Does religionmake people moral?”, Behaviour, Vol. 151 Nos 2/3, pp. 365-384.
Norenzayan, A. and Shariff, A.F. (2008), “The origin and evolution of religious prosociality”, Science,

Vol. 322 No. 5898, pp. 58-62.

Norkumala Awang (2016), “Vaksin dan tuntutan maqasid syariah, utusan”, available at: www.utusan.
com.my/rencana/vaksin-dan-tuntutan-maqasid-syariahrencana-utusanonline (accessed 1 March
2020).

Halal
cosmetics

repurchase
intention

845

http://dx.doi.org/10.1016/j.sbspro.2010.12.116
http://dx.doi.org/10.1108/17590831011055860
http://dx.doi.org/10.1108/17590831011055860
http://dx.doi.org/10.1108/17506200710752548
http://www. utusan.com.my/rencana/vaksin-dan-tuntutan-maqasid-syariahrencana-utusanonline
http://www. utusan.com.my/rencana/vaksin-dan-tuntutan-maqasid-syariahrencana-utusanonline


Nunnally, J.C., Knott, P.D., Duchnowski, A. and Parker, R. (1967), “Pupillary response as a general
measure of activation”, Perception and Psychophysics, Vol. 2 No. 4, pp. 149-155.

Patton, D. (2009), “Could halal cosmetics be developing into a new global C and T niche market?”,
available at: Halalfocus.net/could-Halal-cosmetics-be-developing-into-a-new-global-ct-niche-
market/28May

Pencarelli, T., Ali Taha, V., Škerh�akov�a, V., Valentiny, T. and Fedorko, R. (2020), “Luxury products and
sustainability issues from the perspective of young Italian consumers”, Sustainability, Vol. 12
No. 1, p. 245.

Peyrot, M. and Van Doren, D. (1994), “Effect of a class action suit on consumer repurchase intentions”,
Journal of Consumer Affairs, Vol. 28 No. 2, pp. 361-379.

Podsakoff, P.M., MacKenzie, S.B., Lee, J.Y. and Podsakoff, N.P. (2003), “Common method biases in
behavioral research: a critical review of the literature and recommended remedies”, Journal of
Applied Psychology, Vol. 88 No. 5, p. 879.

Pradana, M., Huertas-García, R. and Marimon, F. (2020a), “Spanish Muslims’ halal food purchase
intention”, International Food and Agribusiness Management Review, Vol. 23 No. 2, pp. 189-120.

Pradana, M., Huertas-García, R. and Marimon, F. (2020b), “Purchase intention of halal food products in
Spain: the moderating effect of religious involvement”, International Food Research Journal,
Vol. 27 No. 4, pp. 735-744.

Rahim, N.F., Shafii, Z. and Shahwan, S. (2013), “Awareness and perception of Muslim consumers on
non-food halal product”, Journal of Social and Development Sciences, Vol. 4 No. 10, pp. 478-487.

Ranaweera, C., Bansal, H. and McDougall, G. (2008), “Web site satisfaction and purchase intentions:
impact of personality characteristics during initial web site visit”,Managing Service Quality: An
International Journal, Vol. 18 No. 4, pp. 329-348.

Rasool, A., Shah, F.A. and Islam, J. (2020), “Customer engagement in the digital age: a review and
research agenda”, Current Opinion in Psychology, Vol. 36, pp. 96-100.

Robertson, S.P., Vatrapu, R.K. and Medina, R. (2010), “Online video ‘friends’ social networking:
overlapping online public spheres in the 2008 US presidential election”, Journal of Information
Technology and Politics, Vol. 7 Nos 2/3, pp. 182-201.

Saeed, M., Ahmed, Z.U. and Mukhtar, S.M. (2001), “International marketing ethics from an Islamic
perspective: a value-maximization approach”, Journal of Business Ethics, Vol. 32 No. 2,
pp. 127-142.

Salleh, M.F.M. and Hussin, R. (2013), “Halal assurance system requirements and documentation in
cosmetics industry”, In Proceedings of international conference on Halal issues and policies,
Makasar, pp. 1-6.

Salman, F. and Siddiqui, K. (2011), “An exploratory study for measuring consumers awareness and
perceptions towards halal food in Pakistan”, Interdisciplinary Journal of Contemporary Research
in Business, Vol. 3 No. 2, pp. 78-89.

Sama, R. and Trivedi, J.P. (2019), “Factors affecting consumers’ loyalty towards halal cosmetics: an emerging
market perspective”, International Journal of Business andEmergingMarkets, Vol. 11No. 3, pp. 254-273.

Sarofim, S. and Cabano, F.G. (2018), “In God we hope, in ads we believe: the influence of religion on hope,
perceived ad credibility, and purchase behavior”,Marketing Letters, Vol. 29No. 3, pp. 391-404.

Schiffman, L.G. and Kanuk, L.L. (2004), Consumer Behavior, 8th ed., NJ, Pearson Prentice Hall.
Shaari, J.A.N. and Aarifin, N.S. (2010), “Dimension of halal purchase intention: a preliminary study”,

International Review of Business Research Papers, Vol. 6 No. 4, pp. 444-456.
Shahid, S., Ahmed, F. and Hasan, U. (2018), “A qualitative investigation into consumption of halal cosmetic

products: the evidence from India”, Journal of IslamicMarketing, Vol. 9 No. 3, pp. 484-503.
Shahid, S., Islam, J.U., Farooqi, R. and Thomas, G. (2021), “Affordable luxury consumption: an emerging

market’s perspective”, International Journal of EmergingMarkets, doi: 10.1108/IJOEM-01-2021-0144.

JIMA
14,3

846

http://Halalfocus. net/could-Halal-cosmetics-be-developing-into-a-new-global-ct-niche-market/28May
http://Halalfocus. net/could-Halal-cosmetics-be-developing-into-a-new-global-ct-niche-market/28May
http://dx.doi.org/10.1108/IJOEM-01-2021-0144


Shahid, S. and Paul, J. (2021), “Intrinsic motivation of luxury consumers in an emerging market”,
Journal of Retailing and Consumer Services, Vol. 61, p. 102531.

Shahid, S., Islam, J.U., Malik, S. and Hasan, U. (2022), “Examining consumer experience in using m-
banking apps: a study of its antecedents and outcomes”, Journal of Retailing and Consumer
Services, Vol. 65 No. 1, pp. 102-124.

Shepherd, R. and Towler, G. (1992), “Nutrition knowledge, attitudes and fat intake: application of the
theory of reasoned action”, Journal of HumanNutrition and Dietetics, Vol. 5 No. 6, pp. 387-397.

Sinclair, R. (2010), “Dewey, religion, and the new atheism”, Contemporary Pragmatism, Vol. 7 No. 1,
pp. 93-106.

Statista Report (2020), “Market size of the cosmetics industry across India from 2010 to 2025”, available at:
www.statista.com/statistics/876609/india-market-size-of-cosmetics-industry/ (accessed on 27 July 2021).

Steffen, P.R., Clayton, S. and Swinyard, W. (2015), “Religious orientation and life aspirations”, Journal of
Religion and Health, Vol. 54 No. 2, pp. 470-479.

Stephens, N. and Gwinner, K.P. (1998), “Why don’t some people complain? A cognitive-emotive process
model of consumer complaint behavior”, Journal of the Academy of Marketing Science, Vol. 26
No. 3, pp. 172-189.

Sugibayashi, K., Yusuf, E., Todo, H., Dahlizar, S., Sakdiset, P., Arce, F., Jr, and See, G.L. (2019), “Halal cosmetics:
a review on ingredients, production, and testingmethods”,Cosmetics, Vol. 6 No. 3, p. 37.

Suki, N.M. and Suki, N.M. (2018), “Halal cosmetic products: do knowledge and religiosity affect
consumers’ attitude and intention to use”, International Journal of Engineering and Technology,
Vol. 7 No. 4, pp. 764-767.

Sungkar, I. (2010), “Consumer awareness: thoughts and trends across the globe”, The Halal Journal,
Vol. 2 No. 1, pp. 22-28.

Swidi, A., Wie, C., Hassan, M.G., Al-Hosam, A. and MohdKassim, A.W. (2010), “The mainstream cosmetics
industry in Malaysia and the emergence, growth and prospects of halal cosmetics”, The Third
International Conference on International Studies (ICIS 2010), Sintok, Universiti UtaraMalaysia.

Swimberghe, K., Sharma, D. and Flurry, L. (2009), “An exploratory investigation of the consumer
religious commitment and its influence on store loyalty and consumer complaint intentions”,
Journal of ConsumerMarketing, Vol. 26 No. 5, pp. 340-347.

Tabachnick, B.G. and Fidell, L.S. (2001), SAS for Windows Workbook for Tabachnick and Fidell Using
Multivariate Statistics, Allyn and Bacon.

Tanner, C. and Wölfing Kast, S. (2003), “Promoting sustainable consumption: determinants of green
purchases by Swiss consumers”, Psychology andMarketing, Vol. 20 No. 10, pp. 883-902.

Tariq, M. and Khan, M.A. (2017), “Offensive advertising: a religion based Indian study”, Journal of
IslamicMarketing, Vol. 8 No. 4, pp. 656-668.

Technavio (2020), “Cosmetic skin care market by product and Geography – Forecast and analysis 2020-
2024”, SKU: IRTNTR41578, available at: www.technavio.com/report/cosmetic-skin-care-market-
industry-analysis (accessed on 22 October 2021).

Usman, H., Tjiptoherijanto, P., Balqiah, T.E. and Agung, I.G.N. (2017), “The role of religious
norms, trust, importance of attributes and information sources in the relationship between
religiosity and selection of the Islamic bank”, Journal of Islamic Marketing, Vol. 8 No. 2,
pp. 158-186.

Verma, D., Dash, P., Sain, M., Kumar, S.P., Prakash, C., Kumar, R. and Kesan, (2017), Youth in India, Central
Statistics Office, Ministry of Statistics and Programme Implementation, Government of India, New
Delhi.

Vermeir, I. and Verbeke, W. (2008), “Sustainable food consumption among young adults in Belgium:
theory of planned behaviour and the role of confidence and values”, Ecological Economics,
Vol. 64 No. 3, pp. 542-553.

Halal
cosmetics

repurchase
intention

847

http://www.statista.com/statistics/876609/india-market-size-of-cosmetics-industry/
http://www.technavio.com/report/ cosmetic-skin-care-market-industry-analysis
http://www.technavio.com/report/ cosmetic-skin-care-market-industry-analysis


Wilson, J.A. (2014), “The halal phenomenon: an extension or a new paradigm?”, Social Business, Vol. 4
No. 3, pp. 255-271.

Wilson, J.A. and Liu, J. (2011), “The challenges of Islamic branding: navigating emotions and halal”,
Journal of Islamic Marketing, Vol. 2 No. 1, pp. 28-42.

Wilson, J.A. and Liu, J. (2010), “Shaping the halal into a brand?”, Journal of Islamic Marketing, Vol. 1
No. 2, pp. 107-123.

Worthington, E.L., Jr, Wade, N.G., Hight, T.L., Ripley, J.S., McCullough, M.E., Berry, J.W., Schmitt, M.
M., Berry, J.T., Bursley, K.H. and O’Connor, L. (2003), “The religious commitment inventory–10:
development, refinement, and validation of a brief scale for research and counseling”, Journal of
Counseling Psychology, Vol. 50 No. 1, p. 84.

Yeo, B.L., Mohamed, R.H.N. and Muda, M. (2016), “A study of Malaysian customers purchase
motivation of halal cosmetics retail products: examining theory of consumption value and
customer satisfaction”, Procedia Economics and Finance, Vol. 37 No. 16, pp. 176-182.

Yun, Z., Verma, S., Pysarchik, D.T., Yu, J. and Chowdhury, S. (2008), “Cultural influences on new
product adoption of affluent consumers in India”, The International Review of Retail,
Distribution and Consumer Research, Vol. 18 No. 2, pp. 203-220.

Zhang, Y., Fang, Y., Wei, K.K., Ramsey, E., McCole, P. and Chen, H. (2011), “Repurchase intention in B2C
e-commerce-A relationship quality perspective”, Information and Management, Vol. 48 No. 6,
pp. 192-200.

Further reading
Mutsikiwa, M. and Basera, C.H. (2012), “The influence of socio-cultural variables on consumers’

perception of halal food products: a case of Masvingo urban, Zimbabwe”, International Journal
of Business andManagement, Vol. 7 No. 20, p. 112.

JIMA
14,3

848



Appendix

About the authors
Shadma Shahid has earned her PhD from Centre for Management Studies, Jamia Milia Islamia, New
Delhi, India and is currently working at Canadore College, Brampton, Canada. Her work is published
in Journal of Retailing and Consumer Services, Journal of Islamic Marketing, International Journal of
Bank Marketing and International Journal of Emerging Markets, among others. She has presented her
work in various national and international conferences. Her areas of interest are luxury consumption,
consumer behaviour and services marketing.

Mohammad Ashraf Parray, PhD, is a Senior Assistant Professor and Head, Department of
Management Studies, Islamic University of Science and Technology, Awantipora, Jammu and
Kashmir, India. Dr Parray has around 20 years of experience in academia. His publications have

Table A1.
Scale items

Scale items Source

Religious knowledge (four items) Golnaz et al. (2010)
I understand Islamic laws of halal and haram
I feel that I have sufficient knowledge of which items are forbidden by
Islam
I have enough knowledge to differentiate between religiously permissible
and forbidden stuffs
I know about the current issues regarding ingredients such as C.I. 75470
or E120

Religious commitment (five items) Allport and Ross (1967);
Worthington et al. (2003)My religion is especially important to me because it answers many

questions about the meaning of life
My religious beliefs lie behind my whole approach to life
I enjoy spending time with others of my religious affiliation
My religious beliefs influence all my dealings in life
I spend time trying to grow in understanding of my faith

Religious orientation (three items) Allport and Ross (1967);
Gorsuch and McPherson (1989)I try hard to live all my life according to my religious beliefs

My whole approach to life is based on my religion
Occasionally I find it necessary to compromise my religious beliefs to
protect my social and economic well-being

Halal certification/ logo (three items) Shaari and Aarifin (2010)
The halal logo is important in choosing the product
I will choose the product based on the halal logo
I will always be careful when choosing products with the halal logo

Actual purchase behaviour (four items) Kaman (2009)
I often buy halal cosmetic product
I often buy halal cosmetic products because they are pure and safe
I often buy halal cosmetic products as they are against animal-testing
I often buy halal cosmetic products as they are safe to consumer and
healthy

Repurchase intention (four items) Cronin et al. (1992), Hellier et al.
(2003)I would continue purchasing halal cosmetic products

In the next year, my use of halal cosmetic products will be very frequent
I intend to purchase halal cosmetics over the next 12 months
I am likely to continue purchasing the same amount of halal cosmetic
products over the next 12 months

Halal
cosmetics

repurchase
intention

849



appeared in reputed national and international journals. His areas of research interest include
Sovereign wealth funds, tourism management and consumer behaviour.

George Thomas, PhD, is currently the Chair of the Department of Marketing at Prince Sultan
University, Riyadh. Prior to it, he served as the Director of MBA program and the Chair of different
departments in PSU for around 15 years. He has an accomplished teaching career spanning more
than two decades and published research papers in ABDC-ranked journals such as International
Journal of Emerging Markets, TQM Journal, International Journal of Education Management and
International Journal of Procurement Management. He participated in several high-profile national
and international conferences too. Besides, he has been contributing to the business world by serving
as the member of the Director Board of a company for the past seven years. He is known in the field
of training the business executives as well. George Thomas is the corresponding author and can be
contacted at: gthomas@psu.edu.sa

Rahela Farooqi, PhD, is a Professor with Centre for Management Studies, Jamia Milia Islamia
(Central University), New Delhi, India. With more than two decades of academic and industrial work
experience, Dr Raheela Farooqi has guided more than 15 doctoral students. She is a recipient of Junior
Research Fellowship from University Grants Commission of India. She has published more than 35
papers in refereed national and international journals published by Sage, Springer, etc. Apart from
India, she has presented papers in international conferences held in Denmark, Germany, Bangkok
and Malaysia to name a few. Dr Raheela Farooqi has edited three books and coauthored two.

Jamid Ul Islam has earned his PhD from Department of Management Studies, Indian Institute of
Technology Roorkee, India, and is currently working as an Assistant Professor (Marketing) at
College of Business Administration, Prince Sultan University, Riyadh, Kingdom of Saudi Arabia. His
work to-date is published in journals, including International Journal of Hospitality Management,
Journal of Services Marketing, Journal of Retailing and Consumer Services, Service Industries Journal,
Management Decision, Internet Research, Telematics and Informatics, Marketing Intelligence and
Planning and Current Issues in Tourism, among others. His areas of interest are customer
engagement, online brand communities, social networks, corporate social responsibility and
consumer behaviour. Dr Jamid is the recipient of Emerald Literati Network Awards 2018, for
Outstanding Paper and Highly Commended paper, 2018.

For instructions on how to order reprints of this article, please visit our website:
www.emeraldgrouppublishing.com/licensing/reprints.htm
Or contact us for further details: permissions@emeraldinsight.com

JIMA
14,3

850

mailto:gthomas@psu.edu.sa

	Determinants of Muslim consumers’ halal cosmetics repurchase intention: an emerging market’s perspective
	1. Introduction
	1.1 Halal cosmetics as the study focus
	1.2 Purpose of the study

	2. Conceptual framework and hypotheses development
	2.1 Religious knowledge and actual purchase behaviour
	2.2 Religious orientation and actual purchase behaviour
	2.3 Religious commitment and actual purchase behaviour
	2.4 Halal logo/certification and actual purchase behaviour
	2.5 Actual purchase behaviour and repurchase intention

	3. Research methodology
	3.1 Sample and data collection
	3.2 Measures

	4. Data analysis and results
	4.1 Structural model assessment hypotheses testing

	5. Discussion and implication
	5.1 Discussion
	5.2 Theoretical implications
	5.3 Practical implications

	6. Limitation and future research
	References


