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Abstract 

Royco is one of the popular seasoning brands in Indonesia. However, increasing 

consumer awareness regarding halal issues has raised concerns about the product's 

halal status. Given that Royco seasoning is widely used in daily cooking, ensuring its 

halalness becomes critical. This study aims to examine the influence of halal issues on 

consumer awareness and purchase interest toward Royco products in the Cipedak and 

Cinere Districts. A quantitative explanatory research method was employed using an 

online survey distributed through Google Forms, and the data were analyzed with the 

SEM-PLS technique using SmartPLS 3.2.9 software. The findings show that the halal 

issue has a significant direct effect on purchase interest (22.3%) and an indirect effect 

through consumer awareness (17.3%). Furthermore, the halal issue strongly influences 

consumer awareness (50.2%), which subsequently contributes to an increase in 

purchase interest (34.6%). These results highlight that clarifying and disseminating 

information about the halal status of products not only directly boosts consumer 

purchase interest but also enhances consumer awareness, which in turn strengthens 

purchase interest. The study implies that companies must prioritize transparent halal 

certification communication to maintain and increase market trust and purchasing 

behavior. 

Keywords: Consumer Awareness, Halal Issues, Purchase Interest 
 

INTRODUCTION 

The issue of halal food and beverage products has become a major concern for 

consumers, especially in countries with Muslim majorities such as Indonesia (Ginting, 

et al., 2022). According to the State of the Global Islamic Economy Report 2020/2021, 

Muslim consumer spending on halal food reached USD 1.17 trillion globally and is 

projected to grow to USD 1.38 trillion by 2024. In Indonesia, where approximately 87% 

of the population practices Islam, halal certification is regarded as a crucial factor 

influencing purchasing decisions. The halal food and beverage sector in Indonesia 

continues to expand in response to the growing awareness of halal standards among 

consumers. As reported by the Halal Product Assurance Organizing Agency (BPJPH), 

more than 1.5 million products have been registered for halal certification as of 2023, 

reflecting a significant rise in halal-conscious consumer behavior ((BPJPH, 2023: BPS, 

2023). 
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Halal, which literally means "permissible" in Arabic, is a very important concept in the 

Islamic religion, covering not only food and drink, but also various aspects of daily life 

(Al-Teinaz, 2020). Therefore, food and beverage manufacturers must pay attention to 

the halal aspects of their products to ensure that the products are acceptable to 

consumers Muslim (Raimi, et al., 2023). 

Halal awareness is the main thing that influences consumer purchasing interest, 

especially in countries with a majority Muslim and non-Muslim population (Aziz and 

Chok 2013; Jannah and Al-Banna 2021). When consumers have a high level of 

awareness of the halalness of a product, they tend to be more selective in choosing the 

products they consume. This awareness includes an understanding of the ingredients 

used in the product, the production process, and the halal certification issued by official 

institutions.  

Seasoning is one type of food product that is often used in everyday cooking. One of the 

popular seasoning brands in Indonesia is Royco. However, along with increasing 

consumer awareness of halal issues, concerns have arisen regarding the halalness of 

products (Disastra, et al. 2020). Consumers are increasingly critical in choosing the food 

products they consume as a lifestyle and halalness is a determining factor in their 

purchasing decisions  (Pratama, et al., 2023). Royco seasoning, as one of the food 

ingredients often used in everyday cooking, has not escaped attention regarding 

halalness. The Royco brand, as one of the main players in the seasoning market in 

Indonesia, was once banned from use due to the issue of its halalness  (Husna, et al., 

2023). Since seasoning products are essential in daily cooking practices, uncertainties 

regarding halal certification could significantly influence consumers' purchasing 

decisions. 

In this context, it is important to understand that halal awareness not only influences the 

purchasing behavior of Muslim consumers, but can also attract the attention of non-

Muslim consumers who consider halal products as a symbol of quality and cleanliness. 

Therefore, manufacturers must ensure that their products meet strict halal standards and 

communicate effectively about the halal status of the product to consumers 

(Kusumastuti, 2020). In addition, health reasons are also one of the main reasons for 

interest in buying halal products (Nurhasah, et al., 2018). Therefore, the halal issue 

becomes very important considering that Royco seasoning is often used in various types 

of daily cooking.  

Previous research on halal awareness and consumer behavior has been extensive, yet 

most studies have focused broadly on halal food products or specific sectors like 

restaurants. Few studies have specifically examined seasoning products such as Royco, 

which are essential to daily cooking practices. Furthermore, limited research has 

explored the indirect mechanisms, particularly how halal issues influence purchase 

intention through consumer awareness as a mediating variable. Most existing studies 

also focus on national-level or major urban populations, overlooking consumer behavior 

in local communities such as Cipedak and Cinere, which represent a growing middle-

class Muslim demographic that is increasingly critical of product quality and halal 

certification. Understanding consumer dynamics at the local level is crucial to capture 

the broader trends in halal consumerism emerging across Indonesia. 

Based on these research gaps, this study aims to analyze the influence of halal issues on 

consumer awareness and purchase interest, and to examine the mediating role of 

consumer awareness in the relationship between halal issues and purchase interest, with 

a specific focus on Royco consumers in the Cipedak and Cinere districts. 
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LITERATUR RIVIEW 

Halal 

Halal is any object or activity that is permitted to be used or carried out, in everyday 

vocabulary it is more often used to indicate food and drink that is permitted to be 

consumed according to Islam, according to the type of food and how it is obtained 

(Hussain et al., 2024). For Muslims, eating is a form of worship that has rules and 

procedures according to Islamic law (Nafis, 2019). The Quran states that eating is not 

enough with just halal, but must be thayyib, therefore, guaranteeing the halalness of the 

product becomes important. Islam encourages its followers to choose halal food  

(Mustaffa, 2019). The halalness of products is very important for Muslims, because they 

are required to consume only halal products.  

Islamic law regulates the fulfillment of food needs, as explained in the Quran, especially 

Surah Al-Maidah verse 88. This verse states that food that has halal certification 

includes all types of food except those that are specifically stated to contain haram 

substances and are prohibited in Islamic law (Ernawati and Koerniawan 2023). Halal 

food in terms of substance includes everything on earth, except for certain types of 

animals and plants mentioned in the Quran, such as pork, blood and carrion (Satria, 

2021). Animals that are slaughtered without mentioning the name of Allah or in a name 

other than Allah, animals that are strangled, beaten, gored, or attacked by wild animals 

except for being slaughtered, are also haram. Types of plants that are haram include 

khamr, because consuming khamr is intoxicating and is haram by Islamic law 

(Tamimah, et al., 2024). 

 

Consumer Awareness 

Consumer awareness includes knowledge of production laws, redress mechanisms, and 

consumer rights. These include the right to health and safety protection of purchased 

goods and services, the right to obtain information on the quality, price, potency, purity, 

and standards of goods, the right to choose the best goods, the right to have 

representation in making complaints or suggestions, and the right to seek redress against 

unfair trade practices or unscrupulous exploitation According to Scott Cheney, et al 

(2023) Consumer awareness is consumers' understanding of products, services, and 

their rights as consumers, as well as the information needed to make informed 

purchasing decisions. This awareness includes knowledge of various aspects of a 

product or service, such as quality, price, benefits, risks, and sustainability.  

In addition, consumer awareness includes an understanding of consumer rights them, 

such as the right to receive accurate information, the right to choose, the right to safety, 

and the right to be heard. So, consumer awareness is a condition in which consumers 

have enough knowledge to make informed and responsible purchasing decisions 

(Cheney, et al., 2023). Consumer awareness is the consumer's understanding and 

knowledge of a particular product, brand, or service. This awareness includes an 

understanding of various aspects, such as product features, benefits, quality, and its 

impact on health, the environment, and social and ethical aspects. Consumer awareness 

is influenced by information from producers and external factors such as the media, 

public opinion, and government regulations so that it can influence consumer 

purchasing behavior and decisions (Buerke, et al., 2017).  

 

Purchase Interest 

Purchase interest is a customer's desire or interest in a product that arises after searching 

for information about the product (Schifman, 2019). Purchase intention can be defined 

as an attitude shown by customers that describes their desire to own and obtain certain 
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goods or services. This attitude is related to the customer's decision to buy or not to buy 

a product based on various considerations (Firdaus, et al., 2022). Customer buying 

interest can arise indirectly and can be similar in each individual. Customers who have a 

positive attitude towards an item tend to develop an interest in buying the item. This 

buying interest can occur because customers have collected various information about 

the products or services they need before deciding to buy (Fasha, et al., 2022).  

According to Asim Aziz, purchase interest is defined as the possibility or probability 

that consumers will intend to buy a product. This includes the consumer's desire to 

perform specific behaviors such as purchasing a product or service (Aziz and Ahmed 

2023). Purchase intention is the tendency of consumers to choose and buy a particular 

product or service, which is influenced by a number of marketing factors. These factors 

include brand image, associations connected to the brand, and the level of loyalty that 

consumers have towards the brand. Purchase intention reflects the intention of 

consumers to make a purchase based on their perception of the value and benefits of the 

product. This perception is formed from the information they obtain and their previous 

experiences with the brand in question (Tali, et al., 2021). 
 

METHOD 

This study uses a quantitative approach with a survey method using a questionnaire or 

survey conducted online based on Google Forms. The questions have been formulated 

into one questionnaire, which will then be calculated using a Likert scale (Sullivan & 

Artino, 2013). In this study, the researcher used the explanatory content analysis 

research type, which aims to analyze and connect one variable with another. 

Explanatory research is a research method that investigates why something happens 

when available information is limited (Darrin Thomas & Introduction, 2023). 

This method is chosen because it can help researchers improve their understanding of 

the topic of halal content being studied to answer how or why the phenomenon occurs. 

Explanatory analysis allows the research results to be used to explain the behavior of 

various phenomena in the universe (Imbeau, et al., 2021). The population in this study 

were users of Royco seasoning products in South Jakarta, especially in the Cipedak 

Jagakarsa area, totaling 45,872 residents, and in Depok, especially in the Cinere area, 

totaling 32,489 residents. Data collection was carried out by selecting samples that were 

in accordance with the considerations in this study, including: 

a. Women 

b. Users of seasoning products (always use seasoning products when cooking) 

c. Housewives 

d. Muslim women 

e. Age 25 - 50 years 

 

Furthermore, this study uses the Slovin Formula to determine the number of samples to 

be studied, the following is an illustration of the notation, namely (Santoso, 2023): 

 

             𝑛 =
𝑁

1 + 𝑁𝑒2
 

 

Description: 

o n: Sample size 

o N: Population size 

o E: Desired critical value with a withdrawal error of 8.2% and a confidence level  

of 91.8% 
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With a population of 37,554 people in Cinere District and 16,286 women in Cinere 

District, Depok. The population of Cipedak sub-district is 45,372 and there are 22,362 

female residents in Cipedak sub-district, South Jakarta. The number of female 

population between Cinere and Cipedak is 38,648, so the sample taken is: 

 

            𝑛 =
38.548

1 + (38.468(0.082 𝑥 0.082))

 

            𝑛 =
38.648

1 + 259,8692

 

           𝑛 =
38.648

260,8692

 

           𝑛 = 148,1509 
 

The calculation results using the Slovin formula, then the sample of this study is 148.15 

and rounded up to 150. Data analysis in this study used the SEM-PLS method with the 

help of Smart PLS 3.2.9 software which consists of evaluation of the measurement 

model or outer model and evaluation of the structural model or inner model. In this 

study there are three variables consisting of one independent variable (X), one mediator 

variable (Z) and one dependent variable (Y). The relationship between concepts in this 

study explains the Halal Issue of Product Seasonings through Consumer Awareness of 

Purchase Interest. The independent variable (X) in this study is the Halal Issue, the 

mediator variable (Z) in this study is Consumer Awareness and the dependent variable 

(Y) is Purchase Interest. The model of the relationship between concepts carried out in 

this study is: 

 
 

Figure 1. Relationship Between Variables 

 

Hypothesis 

 

H1: There is an influence of Halal Issues on Purchase Interest 

H2: There is an influence of Halal Issues on Consumer Awareness 

H3: There is an influence of consumer awareness on purchasing interest 

H4: There is an indirect influence of Halal Issues on purchasing interest through 

consumer awareness 

H0: There is no influence of Halal Issues through Awareness on Purchase Intention 

 

RESULTS AND DISCUSSION 

Respondent Characteristics 

In this study, the age criteria of respondents are 25-50 years old, the results of the data 

obtained show the results of the order of age categories with the most to the fewest 

respondents. The category of respondents aged 25-29 has a total of 41 people or 27% 

and is the largest age category. The category of respondents aged 30-34 has a total of 40 
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people or 27% and is the second largest age category. The category of respondents aged 

35-39 has a total of 38 people or 25%. The category of respondents aged 45-50 has a 

total of 19 people or 13%. Then the age category with the smallest percentage is 

respondents aged 40-44 has a total of 12 people or 8%. The majority of respondents in 

this study were in the age range of 25-34 years. 

 

 
Figure 2. Respondents' Age 

 

The target of this study is in the domicile of Cinere Depok and Cipedak Jagakarsa sub-

districts, the order of categories with the most to the fewest respondents. The category 

of respondents with a domicile in Cinere has a total of 77 people or 51%. The category 

of respondents with a domicile in Cipedak has a total of 73 people or 49%. Data on the 

domicile of the respondents states that these two areas have almost balanced values in 

this study. 

 

 
Figure 2. Respondents' domicile 

 

Respondents on the last education criteria showed some variations with the last 

education criteria of High School/Equivalent having a total of 18 people or 12%. 

Respondents with the last education of Diploma had a total of 22 people or 14%. 

Respondents with the last education of Bachelor had a total of 103 people or 69%, and 

Respondents with the last education of Postgraduate had a total of 7 people or 5%. The 

majority of respondents' criteria on the last education mostly have a level of Bachelor's 

education. 
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Figure 3. Respondents' education level 

 

Structural Model Evaluation (Inner Model) 

The inner model testing in this study was processed by looking at the bootstrapping 

output in the SmartPLS application. The inner model is used to predict a quality 

relationship (causal relationship) between latent variables or variables that cannot be 

measured directly. The inner model provides an explanation in the form of R-Square 

and Estimate for path Coefficients & T-Statistic which assesses the level of significance 

of direct effects, indirect effects and total effects. Rsquare is a value that shows how 

much the independent variable (exogenous) influences the dependent variable 

(endogenous). The R square value is 0.67 (good), 0.33 (moderate) and 0.19 (weak).  

 

 

Figure 2. Bootstrapping Test Output Graph 

 

Estimate for Path Coefficients & T-statistic is a parameter coefficient which is the value 

of the path coefficient or the magnitude of the relationship or influence of the latent 

construct. The sign or direction in the path (path coefficient) must be in accordance with 
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the hypothesized theory. The T-statistic value is used to test whether or not the 

exogenous variable has a significant effect on the endogenous, the T-statistic value must 

be greater than the T-table value to be said to be significant or the hypothesis can be 

accepted. This value is done using the Bootstrapping procedure. 

 

Table 1. Inner Model Evaluation 
 R Square Adjusted R Square Keteranagan 

Consumer Awareness (Z) 0.252 0.246 

Moderat 

Purchase Interest (Y) 0.247 0.236 Moderat 

Estimate for Path Coefficients - Path Coefficients 

 Original Sample (O) T Statistik (O/STDEV) P Values 

Halal Issues (X) →  

Consumer Awareness (Z) 

0.502 5.682 0.000 

Halal Issues (X) →  

Purchase Interest (Y) 

0.223 2.410 0.016 

Consumer Awareness (Z) →  

Purchase Interest (Y) 

0.346 3.472 0.001 

Estimate for path Coefficients – Spesific Inderect Effects 

 Original Sample  T Statistik (O/STDEV) P Values 

Halal Issues (X) →  

Consumer Awareness (Z) →  

Purchase Interest (Y) 

0.173 3.230 0.001 

Estimate for path Coefficients – Total Effect 

 Original Sample  T Statistik (O/STDEV) P Values 

Halal Issues (X) →  

Consumer Awareness (Z) 
0.502 5.682 0.000 

Halal Issues (X) →  

Purchase Interest (Y) 
0.396 5.287 0.000 

Consumer Awareness (Z) →  

Purchase Interest (Y) 
0.346 3.472 0.001 

 

The R-square value of the Consumer Awareness variable is 0.252, meaning that the 

Halal Issue variable is able to explain its influence on Consumer Awareness by 25.2% 

while the remaining 24.6% is explained by other variables outside this research model. 

The Purchase Interest variable has an R-square value of 0.247, meaning that the halal 

issue and consumer awareness variables are able to explain their influence on the 

Subscription Interest variable by 24.7% while the remaining 23.6% is explained by 

other variables outside this research model. 

Path coefficients testing on the variable Halal Issues on Purchase Interest shows positive 

and significant results because the estimated coefficient value (original sample) is 

0.223, t-statistic 2.410 or > t-table (1.96) and p-values 0.016 or < 0.05 at a significance 

level of 5% which means that Halal Issues have a significant effect on Purchase Interest. 

Based on these results, it can be concluded that H1, namely Halal Issues have a 

significant effect on Purchase Interest, is accepted. 

Path coefficients testing on the variable Halal Issues on Consumer Awareness shows 

positive and significant results because the estimated coefficient value (original sample) 

is 0.502, t-statistic 5.682 or > t-table (1.96) and p-values 0.000 or < 0.05 at a 

significance level of 5% which means that Halal Issues have a significant effect on 

Consumer Awareness. Based on these results, it can be concluded that H2, namely Halal 

Issues have a significant effect on Consumer Awareness, is accepted. 

Path coefficients testing on the variable Halal Issues through Consumer Awareness of 

Purchase Interest shows positive and significant results because the estimated 

coefficient value (original sample) is 0.346 t-statistic 3.472 or > t-table (1.96) and p-
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values 0.001 or < 0.05 at a significance level of 5% which means Halal Issues through 

Consumer Awareness of Purchase Interest. Based on these results, it can be concluded 

that H3, namely Halal Issues through Consumer Awareness of Purchase Interest, is 

accepted. 

The specific indirect effects test on the halal issue variable on purchasing interest 

through consumer awareness shows positive and significant results because the 

estimated coefficient value (original sample) is 0.173, t-statistic 3.230 or >-table (1.96) 

and p-values 0.001 or <0.05 at a significance level of 5% which means that the halal 

issue has a significant effect on purchasing interest through consumer awareness. Based 

on these results, it can be concluded that H4, namely the halal issue has a significant 

effect on purchasing interest through consumer awareness, is accepted. 

The total effects test on the halal issue variable on consumer awareness shows positive 

and significant results because the estimated coefficient value (original sample) is 

0.502, tstatistic 5.582 or > t-table (1.96) and p-values 0.000 or < 0.05 at a significance 

level of 5% which means that the Halal Issue has a significant effect on consumer 

awareness. 

The total effects test on the halal issue variable on purchasing interest shows positive 

and significant results because the estimated coefficient value (original sample) is 

0.396, t-statistic 5.287 or > t-table (1.96) and p-values 0.000 or < 0.05 at a significance 

level of 5% which means that the halal issue has a significant effect on purchasing 

interest. 

The total effects test on the consumer awareness variable on purchasing interest shows 

positive and significant results because the estimated coefficient value (original sample) 

is 0.346, t-statistic 3.472 or > t-table (1.96) and p-values 0.001 or < 0.05 at a 

significance level of 5% which means that consumer awareness has a significant effect 

on purchasing interest. 

 

Interpretasi Hipotesis 

After the model meets the evaluation of the measurement model and structural model, 

the next step is to interpret the research hypothesis. The graph of the influence between 

variables is as follows: 

H1: There is an influence of the Halal Issue of Royco product seasonings on Purchase 

Interest. The results of the study show that there is a significant influence of the Halal 

Issue of Royco product seasonings on Purchase Interest. The influence of the Halal 

Issue of Royco product seasonings on Purchase Interest is 22.3%. In this study, 

researchers see that the Halal Issue is an issue that can influence consumer purchasing 

interest. So it can be concluded that H1 can be accepted 

H2: There is an Influence of the Halal Issue of Royco Product Seasonings on Consumer 

Awareness. The results of the study show that there is a significant Influence of the 

Halal Issue of Royco Product Seasonings on Consumer Awareness. The influence of the 

Halal Issue of Royco product seasonings on Consumer Awareness is 50.2%. In this 

study, researchers see that an issue that has been spread in various media can raise 

awareness of information that can arouse public curiosity about the brand. So it can be 

concluded that H2 can be accepted 

H3: There is an influence of Consumer Awareness on Purchase Interest. The results of 

the study indicate that there is a significant influence of Consumer Awareness on 

Purchase Interest. The influence of Consumer Awareness on Purchase Interest is 34.6%. 

In this study, researchers saw that consumer awareness of an issue or information 

obtained on a brand that is often used in daily needs can cause purchase interest in the 

brand. So it can be concluded that H3 can be accepted.  
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H4: There is an influence of the Halal Issue of Royco product seasonings through 

Consumer Awareness on Purchase Interest. In this study, researchers found that the 

halal issue has a greater influence on consumer awareness than the halal issue on 

purchase interest. This can be seen from the results of processing the Bootstrapping 

Output data processing in the path coefficients table and specific indirect effects, where 

in the path coefficients the halal issue has an influence on consumer awareness with an 

estimated coefficient value (original sample) of 0.502 or 50.2% and the influence of the 

halal issue on purchase interest has an estimated coefficient value (original sample) of 

0.223 or 22.3%. The influence of halal issues on consumer awareness is directly seen to 

be greater than the influence of halal issues on purchasing interest, this is due to the 

process of identifying respondents first on a halal issue before finally influencing 

consumer awareness. 

In the assessment of specific indirect effects, the results of the study showed that there 

was an influence of the Halal Issue of Royco product seasonings through Consumer 

Awareness on Purchase Interest of 0.173. This value can be interpreted that if the halal 

issue (X) increases by one unit, then consumer awareness (Z) can increase indirectly 

through purchase interest (Y) by 17.3%. This can be said to have a positive effect, so it 

can be concluded that H4 can be accepted. 

H0: There is no influence of the halal issue of product seasonings through consumer 

awareness on purchase interest in product seasonings. Based on the results of this study, 

the path coefficients on the halal issue variable through consumer awareness on 

purchase interest show positive and significant results. Therefore, H0 is rejected. 

 

CONCLUSIONS 

The results of the study indicate that the halal issue has a positive and significant effect 

on consumer purchasing interest. This is indicated by an influence of 22.3% (estimated 

coefficient value of 0.233). This indicates that information and clarification regarding 

the halalness of Royco products disseminated through the media have a direct impact on 

consumer desire to buy the product. The influence of the halal issue on consumer 

awareness (50.2%) is greater than its direct influence on purchasing interest (22.3%). 

This indicates that the halal issue has a stronger impact on increasing consumer 

awareness than directly influencing purchasing interest. Consumer awareness has a 

positive and significant influence on purchasing interest. This influence can be proven 

by a value of 34.6% (estimated coefficient value of 0.346). This indicates that the higher 

the level of consumer awareness of the halal issue and information related to Royco 

products, the higher their interest in buying the product's seasoning.  

This study also found that the halal issue has an indirect influence on purchasing interest 

through consumer awareness. This indirect effect is 17.3% (estimated coefficient value 

0.173). This can indicate that the issue of halal products Royco first affects consumer 

awareness, which then has an impact on purchasing interest. Thus, the issue of halal 

products Royco has a significant influence both directly and indirectly on purchasing 

interest. Directly, the issue of halal affects purchasing interest with an influence of 

22.3%. However, the indirect influence through increasing consumer awareness by 

17.3%. Overall, the issue of halal has a greater impact on consumer awareness with a 

value of 50.2%, which then contributes to an increase in purchasing interest by 34.6%. 

This shows that the dissemination of information and clarification regarding the 

halalness of products not only increases purchasing interest directly, but also 

strengthens consumer awareness which then drives purchasing interest. 
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