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CHAPTER V 

FINDINGS AND DISCUSSION 

A. QUALITY DATA AND INSTRUMENT TEST  

This chapter will present statistical results from the analysis of this 

research data which processed with the statistical software program IBM SPSS 

Statistics 25.0. Before the data is analysed, the instrument will be analysed to see 

the validity and reliability of the instrument test.  

1. Validity test 

In developing an instrument, it is necessary to have validity. In 

this study tested the validity of item statement before the questionnaire as 

a whole. This test is conducted to ascertain whether the item stated in the 

questionnaire can answer the research needs. Validity test using Pearson 

correlation method by correlating each item score with total item score. 

The statement is valid if r-count> r-table and vice versa. 

In this study, the amount of data used for the validity test is 43 

respondents (N-43). Thus, if the formula df = N-2 then df = -2 = 41 with a 

significant level of 0.05 (5%) is 0.3008. The result of the validity test 

shows that the question items on the variable have the result of r-count 

larger than r-table. Thus, it can be concluded that all questions on the 4 

(four) variables are valid or appropriate to be used as a research 

instrument. 
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a. Halal label  

The following table shows that the Pearson correlation of 

instrument can be used to measure the influence of halal label 

variables in this research because of all t the result of r-count bigger 

than r-table. 

TABLE 5.1 

Halal Label Validity Analysis 

Variable Instrument r count r table Description 

Halal Label 

 

 

 

 

 

 

 

H1 0,437 0,3008 valid 

H2 0,691 0,3008 valid 

H3 0,693 0,3008 valid 

H4 0,606 0,3008 valid 

H5 0,517 0,3008 valid 

H6 0,735 0,3008 valid 

H7 0,709 0,3008 valid 

H8 0,662 0,3008 valid 

Source: Primary data, 2019 

b. Price 

The following table shows that the Pearson correlation of 

instrument P1 cannot be used to measure the influence of price 

variables in this research because of the result from r-count is smaller 

than r-table. While, the other instrument can be used to measure the 

influence of price variables in this research as the result of r count is 

larger than r table. 
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TABLE 5.2 

Price Validity Analysis 

Variable Instrument r hitung r tabel Description 

Price 

P1 0,423 0,3008 valid 

P2 0,450 0,3008 valid 

P3 0,617 0,3008 valid 

P4 0,376 0,3008 valid 

P5 0,532 0,3008 valid 

P6 0,623 0,3008 valid 

P7 0,671 0,3008 valid 

 Source: Primary data 2019 

c. Ingredients 

The following table shows that the Pearson correlation of 

instrument can be used to measure the influence of ingredient variables 

in this research because of all t the result of r-count bigger than r-table. 

TABLE 5.3 

Ingredients Validity Analysis 

Variable Instrument r hitung r tabel Description 

Ingredients 

 

 

 

 

I1 0,455 0,3008 Valid 

I2 0,569 0,3008 Valid 

I3 0,751 0,3008 Valid 

I4 0,514 0,3008 Valid 

I5 0,801 0,3008 Valid 

 Source: Primary data 2019 

d. Purchasing decision 

The following table shows that the Pearson correlation of 

instrument can be used to measure the influence of purchasing decision 

variables in this research because of all t the result of r-count bigger 

than r-table. 
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TABLE 5.4 

Purchasing decision Validity Analysis 

Variable Instrument r hitung r tabel Description 

Purchasing 

decision 

 

 

 

 

 

 

 

 

DM1 0,707 0,3008 Valid 

DM2 0,512 0,3008 Valid 

DM3 0,778 0,3008 Valid 

DM4 0,676 0,3008 Valid 

DM5 0,872 0,3008 Valid 

DM6 0,800 0,3008 Valid 

DM7 0,727 0,3008 Valid 

DM8 0,617 0,3008 Valid 

DM9 0,721 0,3008 Valid 

 Source: Primary data 2019 

It can be concluded that the instruments of all variables in 

this study are valid and fit to be used as research instruments. 

2. Reliability Test 

An instrument also needs to be tested for reliability. Reliability 

tests show the accuracy, precision and consistency of the questionnaire in 

measuring variables. A questionnaire is said to be reliable or reliable if 

one's answer to a question is consistent or stable over time. Reliability 

testing is performed only on the constructor indicators that have been 

through validity and declared valid. Each question item in the 

questionnaire is considered reliable when the Cronbach Alpha value is 

above 0.6. The table below shows a summary of the reliability test results. 

 

 

 

 

 

 



69 
 

 

TABLE 5.5 

Reliability Analysis 

Construct Cronbach’s Alpha 

Halal Label 0,753 

Price 0,705 

Ingredients 0,774 

Purchasing decision 0,772 

Source: Primary data 2019 

Based on the above table, it can be seen that all variables are 

reliable because the Cronbach Alpha value is greater than 0.6 and also if 

judged based on the value of r-table is worth 0.3008 then to the above 4 

(four) variables can also be said reliable or trustworthy as a means of 

collecting materials research. 

B. ANALYSIS DATA TECHNIQUE  

1. Testing Requirements Analysis 

Testing requirements analysis in the form of normality test, 

multicollinearity test, and heteroscedasticity test. 

a. Normality Test 

Normality testing in this study uses the Kolmogorov-

Smirnov analysis technique and for its calculations using the SPSS 

25.0 for windows program. Normality test results for each 

dimension and variable the research is presented below. 
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TABLE 5.6  

Normality Analysis 

Dimensions significant Descriptions 

Halal Label 0,014  Not Normal 

Price 0,002 Not Normal 

Ingredient 0,000 Not Normal 

Purchasing decision 0.022 Not Normal 

Source: Primary data 2019 

The normality test results above can be seen that all 

instrument and research variables show probability value which is 

smaller than 0.05 in (sig> 0.05), so it can be concluded that the 

research data is not normally distributed. However, based on the 

central limit theorem, (Kwak & Kim. 2017), if the samples more 

than 30, the assumption about the distribution of the population is 

inconsequential hence the sample is considered normal 

distribution.  

b. Multicollinearity Test 

Multicollinearity test aims to test whether the regression 

model found a correlation between independent variables. A good 

regression model should not occur correlation between 

independent variables. If independent variables are correlated, 

these variables are not orthogonal. 
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TABLE 5.7 

Multicollinearity Analysis 

Dimensions tolerance  VIF Description 

Halal Label 0,520  1,924 

There is no 

multicollinearity 

Price 0,444 2,252 

There is no 

multicollinearity 

Ingredients 0,444 2,252 

There is no 

multicollinearity 

Source: Primary data 2019 

From the table above it can be seen that all dimensions 

namely Halal Label, Price and Ingredients have tolerance values 

above 0.1 and the VIF value below 10, so it can be concluded that 

regression models in this study did not occur multicollinearity. 

c. Heteroscedasticity Test 

Heteroscedasticity test is used to test whether in the 

regression model there is a variant inequality of the residual in one 

observation to another. A good regression model is no 

heteroscedasticity. 

TABLE 5.8 

Heteroscedasticity Analysis 

Dimensions significant Descriptions 

Halal Label 0,092 Heteroscedasticity does not occur 

Price 0,96 Heteroscedasticity does not occur 

Ingredients 0,76 Heteroscedasticity does not occur 

Source: Primary data 2019 

The table above shows that all dimensions of the halal 

label, price and ingredients have significance value greater than 
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0.05 so that it can be concluded that the model regression in this 

study did not occur heteroscedasticity. 

c. Multiple Regression Analysis 

Multiple regression is based on functional relationships 

as well as causal relationships of two or more independent 

variables with one dependent variable. Multiple regression analysis 

can be done if the number of independent variables contained at 

least 2 or more. 

TABLE 5.9 

Multiple Regression Analysis 

 

 

 

           

 

Source: Primary data 2019 

 

Adjusted R Square or the coefficient of determination 

that shows how good the regression model is formed by the 

interaction of independent variables and dependent variables. From 

the Adjusted R Square value of 0.611 or 61.1%, this figure shows 

that the dimensions of the halal labels (H), price (P) and 

Dimensions B Beta T Sig. Alpha Descriptions 

Halal Label 0,496 0,426 9,825 0,000 0,05 Significant 

Price 0,184 0,168 3,576 0,000 0,05 significant 

Ingredients 0,496 0,292 6,236 0,000 0,05 significant 

N= 400 

R = 0,783 

R Square = 0,614 

Adjusted R Square = 0,611 

Constant = 3,435 
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ingredients (I) contributed to the purchasing decision (DM) of 

61.1%. 

From the results of this analysis, it is also known that 

the independent variables (H, P, I) have a dominant influence on 

product purchasing decisions (DM) are halal labels (H). This is 

evidenced by the Beta value of the dimension of the halal label (H) 

of 0.426 or 42.6% which is the biggest Beta compared to other 

Beta dimensions, namely the Ingredient dimension (I) of 0.292 or 

29.2% of the Price dimension (P) of 0.168 or 16.8%. 

d. Test Research Hypothesis 

To answer the first research goal, which is to determine 

the effect of consumer attitudes consisting of halal labels, prices, 

and ingredients on purchasing decisions for cosmetic products, 

multiple linear regression analysis is used both simultaneously and 

partially. Based on the results of the linear regression analysis in 

the table 5.6, the multiple linear regression equation is produced as 

follows: 

Y = a + B1 P +B2 I +B3 H  

DM = 3,435 + 0,184(P) + 0,521(I) + 0,496(H) 
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2. Simultaneous Test and Partial Test 

a. Simultaneous Analysis and Interpretation (F Test 

Results) 

To determine the effect simultaneously on consumer 

attitudes consisting of the dimensions of the halal label (H), price 

(P) and ingredient (I) on purchasing decisions (Y), it can be seen in 

the table as follows: 

 

TABLE 5.10 

Simultaneous Analysis (F Test) 

 

ANOVA
a
 

Model F Sig. 

1. Regression 209,818 0.000
b
 

a. Predictors: (Constant), Investment Motivation, Investment 

Knowledge 

b. Dependent Variable: Investment Interest in Islamic capital 

market 

 

From the table above, it can be seen that the value of F 

calculated is greater than the significance level of F calculated 

<0.05, i.e. (0.000 <0.05) then Ho is rejected. Because the 

probability value (0,000) is smaller than 0.05, it can be said that the 

halal label variable (H), Price (P) and ingredient (I) together have a 

relationship and influence on product purchasing decisions (DM). 

Or it can be concluded that the independent variables 

simultaneously affect the dependent variable, thus the hypothesis 

Ha proved. 
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From the results of this analysis can be interpreted that 

consumer attitudes which include halal labels, prices and 

ingredient influence purchasing decisions to buy cosmetics 

product.  

b. Partial Analysis and Interpretation (t Test Results) 

TABLE 5.11 

Partial Analysis (t test) 

Dimensions B T sig 

Halal Label 0,496 9,825 0,000 

Price 0,184 3,576 0,000 

Ingredient 0,521 6,236 0,000 

 

1) Halal label  

A T-test on the halal label variable (H) obtained 

the significance of t-count <5% (0,000 <0.05) so that H0 

reads no significant effect between the dimensions of the 

halal label (H) on the purchase decision variable (DM) is 

rejected. Therefore, partially the halal label dimension (H) 

significantly influences the purchase decision. 

For each contribution from each dimension of 

the halal label (valuation on the halal label, price, and 

ingredient) will affect the purchase decision by 0.521 units, 

which means the purchase decision will increase by 0.521 

units assuming the other independent variables (P and I = 0) 

or Ceteris Paribus. 
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From the results of this analysis it can be 

interpreted that the price which includes the valuation of 

the product, product attributes and benefits have a 

significant influence on product purchasing decisions. This 

indicates that prices can move consumers' attitudes to 

decide to buy the cosmetic product of their choice. 

2) Price (P) 

A T-test on the price variable (P) obtained the 

significance of t-count <5% (0,000 <0.05) so that H0 reads 

no significant effect between the dimensions of the price 

(P) on the purchase decision variable (DM) is rejected. So 

partially the price dimension (P) significantly influences the 

purchase decision. 

For each contribution from each dimension of 

the price (valuation on the halal label, price, and ingredient) 

will affect the purchase decision by 0,184 units, which 

means the purchase decision will increase by 0,184 units 

assuming the other independent variables (H and I = 0) or 

Ceteris Paribus. 

From the results of this analysis, it can be 

interpreted that price significantly influence product 

purchasing decisions. This indicates that prices can move 
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consumers' attitudes to decide to buy the cosmetic product 

of their choice. 

3) Ingredient (I) 

A T-test on the ingredient variable (I) obtained 

the significance of t-count <5% (0,000 <0.05) so that H0 

reads no significant effect between the dimensions of the 

ingredients (I) on the purchase decision variable (DM) is 

rejected. So partially the ingredients dimension (I) 

significantly influences the purchase decision. 

For each contribution from each dimension of 

the ingredient (valuation on the halal label, price, and 

ingredient) will affect the purchase decision by 0,521 units, 

which means the purchase decision will increase by 0,521 

units assuming the other independent variables (H and P = 

0) or Ceteris Paribus, from the results of this analysis, it can 

be interpreted that ingredient significantly influence 

product purchasing decisions. This indicates that 

ingredients can move consumers' attitudes to decide to buy 

the cosmetic product of their choice. 

c. Discussion of Research Result Data 

This research was conducted to discuss the effect of 

halal labels, prices, and ingredients on purchasing decisions for 

halal cosmetic products. According to the survey results distributed 
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using the online questionnaire, the result analysis and explanations 

are as follows; 

1. The influence of halal label, price, and 

ingredients together on the purchase decision of 

cosmetic products. 

Based on table 5.7, it can be seen that the 

calculated F value of 20.066 has a significant value of 

0,000. This means that the halal label, price, and 

ingredients variables together influence the purchase 

decision of cosmetic product. 

This research shows that many aspects that 

influence consumers' buying decisions, which are halal 

label of the cosmetic products, the price and composition 

contained in cosmetics. Those all are considerable for 

consumers. These can be one of the things that are 

important to be considered by local cosmetics producers so 

that they can continue to meet consumer demand and 

became more competitive to the imported cosmetic 

products. 

The Indonesian beauty industry market is the 

third-largest market in Asia. Great opportunities await the 

beauty industry players to succeed in the international 

world. Indonesia's population, which is the fourth largest in 
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the world, is considered a great opportunity in the world of 

beauty (Syadri, 2017). By looking at the opportunities of 

the cosmetics industry that are developing so rapidly it is 

expected that several factors that have been mentioned by 

authors in this study could increase the competitive 

advantage for competing this industry. The inclusion of 

halal labels, affordable prices, commensurate with essential 

benefits that consumers will receive, and the concern on the 

ingredients used will in the manufacture of cosmetic 

products besides being safe it can also pay attention to the 

concentration of the intended consumer skin type because 

this will greatly influence consumers' buying decisions as 

the researchers have done in this study, some of these 

factors can be used as a reference for the Indonesian 

cosmetics industry. 

Based on the research results, the majority of 

respondent's behaviour when consuming cosmetics 

products has been following with the principles of Islamic 

consumption, it can be seen that students in choosing the 

goods they consume are halal goods, considering the price, 

and paying attention to the ingredients on the cosmetic 

products to be purchased. This is in line with the principle 

of Islamic consumption in which consuming goods must 
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pay attention to the purpose of consumption, pay attention 

to scientific principles, and pay attention to forms of 

consumption. 

2. The effect of halal label on the Purchase Decision 

of Purchasing Cosmetic Products. 

From the results of the analysis, it can be seen 

that the halal label variable significantly influences the 

purchasing decision. This can be seen from the significance 

of the halal label of 0,000, which means it is smaller than 

the significance level used, which is 0.05. Halal label 

regression coefficient of 0.426 states that every time there 

is an increase in the value of halal labels by one unit, it will 

be followed by an increase in purchasing decisions of 0.426 

which means that every 1 person who buys cosmetic 

products and is affected or states that there must be a halal 

label on the product packaging, the decision to buy 

cosmetic products that are affected by the halal label is 

0.426. So Ha is accepted, that halal labels have a significant 

effect on purchasing decisions of cosmetic products. This 

shows that the halal label has a positive effect on 

purchasing decisions. 

It also indicates that the presence of halal labels 

on product packaging can be more convincing to the public 
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in buying products. Based on the results of the 

questionnaire, many respondents or female students stated 

that choosing a product labelled as halal would feel 

satisfied, feel safe and believe in the halal and security of 

the product. From this perception the process by which 

people will choose, manage and consider the products to be 

consumed. After this perception arises the people's beliefs 

and attitudes with the halal label. And in the end, these 

beliefs and attitudes affect people's purchases. 

This statement is supported by Philip Kotler 

who said that beliefs and attitudes affect individual buying 

behaviour. Faith is based on faith, and people have attitudes 

concerning religion, politics, clothing, food, and all things 

where attitudes put people into a frame of mind to like and 

or dislike something. This is also under the ethics of 

Islamic consumption which always refers to the basis of 

halal thoyiban, emphasizing the halal of a product where 

Muslim consumers tend to choose products that can provide 

problems. 

In accordance Islamic consumption perceptive, 

this study result meets the principles in consumption for a 

Muslim as well: 
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a. Pay attention to consumption goals  

Muslim consumption behaviour in terms 

of objectives not only achieve satisfaction from the 

consumption of goods but functions "worship" to 

get the pleasure of Allah SWT as the word of Allah 

in Surah Al-An'am verse 162: 

ِاْلَعالَِوييَِ َِِربِّ َِصََلجِيَِوً س ِكيَِوَهْحيَاَيَِوَهَواجِيِّلِِلَّ  ق ْلِإِىَّ

Meaning: Say: Verily my prayer, my 

worship, my life and my death are only for Allah, 

Lord of the worlds. 

The word "my life" means including 

consuming. Muslim consumption behaviour 

functions as worship so it is a pious deed because 

every action has an order from Allah, it contains 

worship. 

Based on the study conducted, many 

respondents consume halal cosmetics products, this 

is under God's command to consume halal, and 

carrying out his commands means worship value. 

b. Pay attention to the scientific principles 

In consuming, Muslims must pay 

attention to the principle of cleanliness, security, 
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and kindness. The principle of cleanliness and 

goodness means that the goods consumed must be 

free from the ingredients of impurities and diseases, 

as well as being healthy, nutritionally valuable, and 

having the benefit of not having harm. As the word 

of Allah SWT in verse Al-Baqarah verse 172: 

 

ِ ْن ح  ْ ٌ ِك  ْى ِ إ ِ ِ واِّلِِلَّ ز  ك  اشْ َِو ْن اك  َ ٌ قْ َس اَِر َِه َِاتِ ب ِّ ي ِطَ ْي ل ىاِِه ٌ ىاِك  آهَ ِ يَي ذِ َّ ل اِا َ ه ُّ ي َ أ اِ َ ي

وىَِ د  ب  ْع َ ِج اٍ  َّ ي ِ  إ

Meaning: O you who believe, eat among the 

good fortune we have given you and give thanks to 

Allah if you really worship Him. 

Islam has various provisions on 

economic items that may be consumed and may not 

be consumed (prohibited). In principle, the 

provisions of this prohibition relate to something 

that can harm the physical and spirituality of 

humans. So this provision must be obeyed by a 

Muslim. 

By using halal cosmetics and paying 

attention to the ingredients contained in it, 

consumers will avoid something that can harm both 
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physically and spiritually because halal cosmetics 

and good ingredients have guaranteed safety. 

 

c. Pay attention to the forms of consumption 

In terms of consumption, a Muslim must 

pay attention to whatever he consumes. This is 

certainly related to the limitations of Muslims in 

consuming goods and services. A Muslim is 

prohibited for example from consuming pork, 

carcasses, blood, liquor (khamr), opium/narcotics, 

and gambling. Consumers who use halal cosmetics 

are under the principle of deep consumption. 

3. The effect of price on the Purchase Decision of 

Purchasing Cosmetic Products. 

Based on the analysis, the results of this 

research doesn’t support the second hypothesis that the 

price variable (P) has a positivity effect partially on the 

purchasing decision to buy cosmetics. This is shown by the 

value of the regression coefficient P of 0,168 states that 

each price of 1 unit will increase the purchase decision of 

0,168 units. Sig value smaller than 5% indicates that price 

has a positive effect on consumer’s purchase decision. 
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The results of this analysis can be interpreted 

that prices which include valuations on products, product 

attributes and benefits have a significant influence on 

product purchasing decisions. This indicates that prices can 

move the attitude of consumers to decide something in 

accordance with their choices. Price determines consumer 

purchasing decisions, the price has an important meaning 

because the price is one of the attributes evaluated by the 

consumer in making a purchasing decision. Prices are used 

by consumers to decide how to get the benefits and value of 

purchasing power. Therefore, the price offered must be 

affordable and by consumer income. 

Price is one of the factors that will influence 

consumers' buying decisions, as is well known is the factor 

of economic conditions that can set the background for this 

variable. The price is the amount of money that someone 

will spend to get an item/ service, surely the rewards 

(goods/ services) expected to be obtained will be 

commensurate with the amount of money that has been 

spent to get the goods/ service. 

Someone might be willing to pay a high price 

for a cosmetic product in the hope that they get the benefit 

in accordance with what is desired and desired by the 
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product. Even so, it's not uncommon for someone to choose 

cosmetics that are cheaper and friendlier in the bag. 

However, from 3 of the variables tested in this 

study, price is the variable that occupies the lowest 

regression coefficient or has the lowest effect in purchasing 

decision to buy cosmetics products than 2 other variables. 

This is because some respondents always prioritize prices 

before buying cosmetic products, but some make prices on 

the umpteenth option and measure the price and quality of 

the products they will get is worth it. 

This research is different from what was done 

by Putri (2018) that is, the price does not directly affect the 

purchase decision. However, the results of this study are in 

line with research conducted by Nurdiansyah  (2017) That 

is, the price influences the purchase decision. Commenting 

on Sumarwan (2004: 70), the consumer decides to decide 

on the purchase price of the product for the product. 

Simple, not luxurious. Indeed, the quantity of 

consumption that is commendable in reasonable conditions 

is simple. This simplicity is one of the characteristics of 

Allah's loving servant. The principle of simplicity, meaning 

in consumption should avoid excessive attitude (ishraf) 

because this attitude is hated by Allah SWT. Likewise, the 
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nature of redundant, redundant nature is a trait that is hated 

by Allah SWT. 

In accordance with Islamic consumption 

perceptive, this study result meets the principles in 

consumption for a Muslim as well. Conformity between 

income and consumption. The match between income and 

consumption is under human nature and reality. Revenue is 

one of the factors that influence individual consumer 

demand. Where demand increases if income increases and 

demand decreases if income decreases with other factors 

remaining. 

Priority Principle, Priority or sequence of 

consumption allocation of assets according to Islamic law, 

including living cost (self), wife cost, relatives living cost, 

living costs for who help wives than, living costs for slaves.  

Using cosmetics products are a self-care, when 

we allocate cost to buy cosmetics product it means we put 

our self on the first priority (living cost). By maintaining 

and caring for the skin and hair it was another way to be 

thankful for and keep the beauty as God's gifts. 

Pay attention to prices before finally deciding to 

buy cosmetics products in line with the principle of 

consumption in Islam, namely the principle of the quantity 
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which is simple (not spirited), suitability between income 

and consumption, and the principle of priority consumption 

in the Islamic perspective. 

4. The effect of ingredient on the Purchase Decision 

of Purchasing Cosmetic Products. 

Based on the results of the study, it can be seen 

that the ingredients have a significant level of 0.139 with 

the provisions stating a significant value> 0.05. Then, based 

on the results of multiple linear regression tests using SPSS 

software, it can be seen that the calculated t value is 0.521. 

So, it shows that the ingredients are positive and significant 

towards the decision to purchase cosmetics products. This 

means that ingredient is affecting the purchasing decisions 

of the consumer to buy cosmetic products. 

The ingredients of a cosmetic product becomes 

very important because cosmetic products will come into 

contact directly and be used on the skin of the human body 

which will then absorb into the skin so that the type and 

safety contained in cosmetics product is very important 

especially for those who have sensitive skin and are allergic 

to a certain ingredient. 

Consumer knowledge of their skin type makes 

ingredients the focus of consumers in choosing cosmetic 
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products. Because each skin type requires different 

nutrients, besides skin type, environmental factors can also 

influence consumers in choosing ingredients contained in 

cosmetic products to be purchased. 

The results of this study are in line with the 

research conducted Maniatis (2016). That is, consumer may 

be looking the ingredient before making a choice to buy. In 

this modern era, consumers are very tired and active in 

finding out what they need, including what their body and 

skin needs. Doing a variety of research ranging from 

looking for information from the surrounding environment, 

watching video reviews on YouTube and search to websites 

that provide various information about cosmetics.  

Especially for those of us who live in tropical 

regions like Indonesia, there are various kinds of skin 

colour and skin types which of course have different needs 

as well. Plus, the uproar of imported cosmetic products 

whose quality deserves a thumbs up makes the cosmetics 

hunter even more tips for finding out what ingredients the 

body needs and which is contained in the imported magic 

products. 

As we know that the majority of our population 

are Muslims who have rules on consuming things including 
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cosmetics, so one of the efforts that can be done in order to 

remain biased in using imported products that do not hold a 

halal MUI certificate is to find out the ingredients contained 

in the cosmetics because it is feared to contain an element 

of animal gelatine which is forbidden and or other 

ingredients which are forbidden in Islam. 

According to Islamic consumption perceptive, 

this study result meets the principles in consumption for a 

Muslim as well. In consuming, Muslims must pay attention 

to the principle of cleanliness, security, and kindness. The 

principle of cleanliness and goodness means that the goods 

consumed must be free from the ingredients of impurities 

and diseases, as well as being healthy, nutritionally 

valuable, and having the benefit of not having harm. Paying 

attention to the ingredients contained in it, consumers will 

avoid something that can harm both physically and 

spiritually as halal cosmetics and good ingredients have 

guaranteed safety. 

Pay attention to consumption goals, to reach the 

goals or get the benefit from cosmetics product, consumer 

should concern on the ingredients than contain in cosmetics 

they intend to buy. 
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Consumption behaviour of a Muslim also pays 

attention to the value of the principle of morality, which 

implies when consuming something, then to preserve the 

dignity of human beings, different from other creatures of 

God. So that in consuming, Muslim must maintain etiquette 

and ethics (orderly) which was be pronounced by the 

Prophet Muhammad. For instance, when eating using the 

right hand, reciting prayers, consuming halal food, pay 

attention to the ingredients, does not criticize food and so 

on. 

 

 

 

 

 

 

 

 

 

 

 

 

 


