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ABSTRACT

This study aims to determine the attitude of Muslim consumers to halal label on
fast food sausages and nuggets; and to determine the factors that influence
consumer attitudes towards Muslim halal label on processed fast food sausages
and nuggets. Respondents in this study amounted to 50 people taken by random
sampling that is the respondent housewife is Muslim. Data analysis method used
is score scale with percentage of score and multiple linear regression analysis
The results show that consumers are positive toward halal label on sausage foods
and nuggets. Cognitively consumers know the various labels under study.
Affectively affirming the consensus that five labels are important. Consumer
Consider Considering five kinds of labels to show a halal Cognitive consumers
know the various labels under study. Affectively affirming the consensus that five
labels are important. Consumer consumers consider five kinds of labels to show
the halalness of a product.The results of multiple linear regression analysis
showed there are several factors that influence consumer attitudes such as family
habit, expenditure and motivation.
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