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HALAL AWARENESS AND HALAL FOOD PURCHASE DECISION
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Abstract

The purpose of this research was to study religious belief in term of mediation
variable between Halal awareness and Halal food purchase decision among Muslim tourists in
Indonesia. A quantitative research method using questionnaires as a tool to collect data from
800 Muslim tourists was purposively sampling and randomly select 5 famous tourist attractions
in Yogyakarta. Then, a specific sample was selected in the restaurant area of the 5 tourist
attractions, 160 people each, and the data was analyzed by descriptive statistics and
inferential statistics using a structural equation model. The results showed that a structural
model of Halal awareness and religious beliefs affecting Halal food purchase decisions of
Muslim tourists in Indonesia were harmonious with the observed data where Chi-square/df
was 1.173, P-value was 0.156, GFI was 0.988, AGFI was 0.975, CFl was 0.999, NFl was 0.991,
RMSEA was 0.015, and RMR was 0.014, which meets the specified criteria. As for the hypothesis
testing, it was found that awareness of Halal and religious belief influenced the decision to
purchase Halal food of Muslim tourists in Indonesia and religious belief were mediation
variables that had a statistically significant influence on the relationship between Halal

awareness and Halal food purchase decision at 0.001, the influence weight was 0.298.

Keywords: Halal Awareness, Religious Belief, Halal Food Purchase Decision, Muslim Tourists
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Multicollinearity wu3n rduussavSanduiug () vesiuvseglurisiivanzanil 094 - 815 Fsli
Ay .90 (Tabachnick, Fidell, & Ullman, 2019) viln1s1e#t 3 uansAntminosiusyneuvasiaus
dunala ildmdediwdsdunald 16 dauus 90 18 dauds windudadenisnseninilududi
81818 (0.577 - 0.869) Audenneaawn (0.672 - 0.780) warnsdindulavslaaemsenata (0.703
- 0.854)

usnnfmANeudedlsznou (CR) AAnunUsUsulaende (AVE) wazsiniiae
104 ArAuRUsUTIUTAELRAY agluinauainuivue iensrdeunudeiiuvesninuaenndes
a1y (Internal consistency reliability) figiosldosnin 0.70 AI1UATUAFIGLY (Convergent
validity) doaldtiosndn 0.50 wagAMUATHTITILUN (Discrimination validity) A35HAEINI

AFUUTE AV ANAUNUSTENINAMUTIU o) AUFILUTUNIDU 9 (Hair et al., 2012) dauanslunisned 4

AN5199 3 waRIAUINTNaIRUsENaUVRIILUSELNALS

AaUsaanate AWA REL PUR

AWA2 0.579

AWA4 0.843

AWA5 0.867

AWA6 0.869

AWAT 0.860

AWA8 0.577

REL1 0.780

REL2 0.750

REL3 0.672

REL4 0.704

REL5 0.725

PUR1 0.811
PUR2 0.703
PUR3 0.748
PUR4 0.854
PUR5 0.796
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M19197 4 kARIAIANTRIUYBIANNARAATEINETY AINATITIGU wALAIUATATIT NN

AU CR AVE AWA REL PUR
AWA 899 .605 778
REL 848 529 702 727
PUR 888 614 690 663 784

U866 Diagonal figure in bold represents the square root of AVE

AWA: msnsgntiniluduaianana; REL, Au@en1amaul; PUR, msdnaulauslaneimsenaa

a ¥ IS

HANISNAABUANNAFILAINAIT19N 5 wansliiiiudn msnsemindluduienanalidvdnasie
AMuBonsmaun (B = .771) lurasiioifuaueonismaunniidninanenisanaulavilam
a1senana (B = 386) uasnisnszuiinlududanataidvsnasenisandulaviinaemisenaia

v W

(B = .446) fiszdutidrdaymaadan .001

A58 5 NaNISNAAUALNATIY

R Standardized NaN1INAEBU
HUUNFIUY ltems SE. twvalue P -
Estimate ([3) AuNRgIY
LA 1 AWA > REL 771 052 16.114 IHGT
auufigiu 2 REL  —> PUR 386 064 5851  **x gou5U
AUUAFIU 3 AWA > PUR 446 063 7.400  *** gou5U

VMR ** aneia dsgautydAgynieadan 001

wuuiaedasiaiumsmssningluduienaianazaudommaundidssaienisindula
Uslnrevnsenanavesinvieiieavyadululssinadulaiides fianuaenndosnaunduiudeya
WeUsednd Inefia1sanainan Chi-square/df fiAniu 1.173, P-value fd@avindu 0.156, GFI fimn
Wiy 0.988, AGFI fifuvinifu 0.975, CFI dlAuvinfu 0.999, NFI Sy 0.991, RMSEA iy

0.015 uay RMR flawiiu 0.014 §amn5797 6
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(Modification Index)

ARl nauaifiauduly Anaulsu AmasUsu
Chi-square /df 0 < Chi-square /df < 2 6.516 1.173
P-value P-value > .05 0.000 0.156
GFI .95 < GFI < 1.00 0.887 0.988
AGFI .90 < AGFI < 1.00 0.853 0.975
CFI 95 < CFl £ 1.00 0.919 0.999
NF .95 < NFI < 1.00 0.906 0.991
RMSEA 0 < RMSEA < .05 0.083 0.015
RMR 0 < RMR < .05 0.045 0.014

LT

NNAFUN

.386

manszuiinglu msendulauslan

2111387878

dufenana 446

Cmin/df = 1.173; p-value = .156; GFl = .988; AGFI = .975

TLI = .998; CFI = .999; NFI = .991; RMSEA = .015; RMR = .014

AT 2 LUUINRDIANNSLATIAS AU ONIIFNAUN TUUNUINAILUTAUNANITENINNANUFUNUS
vasmsnseniniludumenaanaznsdedulavilnaemisenatavestinviesieryiyadululseme

dulntivge
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