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Marketers in the rising halal Muslim consumerism must understand their clients' behavior patterns to
compete successfully. The purpose of this paper is to analyze the impact of halal perceived value,
halal trust, and halal perceived risk on halal purchase intention among Muslim customers in
Indonesia. Survey data analysis of 253 Muslim halal consumers was evaluated using structural
equation modeling to scrutinize the empirical model fit. The results confirm that halal perceived value,

Abstract perceived risk, and trust predict a significant amount of halal purchase intention. The study's outcome
also confirms that halal trust is a mediating variable through which halal perceived value and halal
perceived risk affect halal purchase intention. This study contributes valuable insights into existing
concepts of consumer halal trust influencing buying decisions and purchase intentions of halal
products. This paper provides a practical foundation for managers to develop suitable halal marketing
strategies that focus on creating value and reducing the risk perception to promote trust in consuming
halal food products.

Publish
Journal

Type

Publish 2022

Year

Page

Begin 62

Page End 73

Issn 1814-2427

Eissn 1816-6326

Url https://www.webofscience.com/wos/woscc/full-record/W0OS:000904505900002

Author WIWIEK RABIATUL ADAWIYAH, M.Sc., Ph.D



https://www.webofscience.com/wos/woscc/full-record/WOS:000904505900002

