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Abstract 
 

This study want to analyze the effect of the image of halal products, product design, 

and marketing strategies on the level of consumer confidence in halal cosmetics. This 

research is more focused on one of the brands of halal cosmetic products, namely Safi, 

where its products are well known by the wider community. The theoretical 

framework in this study uses the TOE (Technology, Organization, Environment) 

framework approach where each independent variable that affects is correlated with 

this concept. The method used is a quantitative method. Data collection was carried 

out by distributing questionnaires to respondents, in this case the consumers of Safi 

halal cosmetic products in Indonesia. This research was conducted using non-

probability techniques. The test of this research is that the authors use SPSS 25. 

Keywords:Correlation, Zakat Distribution, Gini Index, Income Distribution 
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Introduction 

Sustainable Development Goals (SDGs) is a document that becomes a reference in 

the framework of development and negotiations of countries in the world for the next 

15 years until 2030.Since its establishment on September 25, 2015, the SDGs have set 

17 global goals with 169 targets to be demanded policies and funding for the next 15 

years and are expected to be achieved in 2030 (Wahyuningsih, 2017). These SDGs 

certainly have an impact on various aspects of life, be it economic, social, political, and 

so on. The design of the SDGs also has a major influence on the development of the 

Islamic Economy sector in the world, including in Indonesia. As a country with the 

largest Muslim population in the world, Indonesia is able to show promising sharia 

economic development. The development of the Islamic economy in Indonesia is 

shown in the Global Islamic Finance Report 2017 where Islamic financial assets are 

ranked 10th globally, reaching USD66 billion. This achievement is expected to increase 

economic growth in a sustainable manner to realize the SDGs goals (Bank Indonesia, 

2018). 

The realization of sharia economic development in Indonesia indirectly provides 

opportunities for the growth of the halal industrial sector. The large number of 

Muslim population in Indonesia has provided great potential for this country to 

become a major player in the global halal industry. This potential is mainly supported 

by increased public awareness of the importance of consuming the halal industry 

sector. The halal industry market in Indonesia has also shown promising 

developments. In 2016, the halal food, travel, fashion and pharmaceuticals and halal 

cosmetics sectors reached around 11% of the global market. Meanwhile, in 2019 

Indonesia was ranked first as a Muslim-friendly tourist destination in the 2019 Global 

Muslim Travel Index report. The growth of the halal industry in Indonesia has been 

supported by the halal cosmetics sector which continues to develop(Republika, 2019). 

According to data from the Ministry of Industry (2018), the demand for halal 

cosmetics increased significantly in 2018, thus encouraging the growth of the 

cosmetics industry to increase by 7.35% in the first quarter. This increase is the 

influence of the trend of migrating and the lifestyle of Indonesian women to use halal 

cosmetics (Adriani & Ma’ruf, 2020). 

The current growth of the halal cosmetics sector in Indonesia has indeed provided 

great opportunities for the development of the market share of the halal industry. But 

behind this, Indonesia still has to face challenges where some products including 

cosmetics on the market are still not certified halal. As stated by the Director of 

LPPOM MUI Lukmanul Hakim, which stated that the number of products that were 

declared halal in 2012 to 2018 only reached 688,615 products or only 10% of all 

products circulating in the market. This is of course a special concern considering that 

the guarantee of halal products, especially in cosmetic products, is very important to 

be implemented in Indonesia as the largest Muslim country in the world for the sake 

of implementing Islamic law. 

Inclusion of halal labels on cosmetic products can make it easier for consumers to 

identify and obtain correct information about the quantity, content, and quality 
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related to cosmetic products in circulation. The existence of this halal label also 

provides benefits for producers, where the inclusion of a halal label on a cosmetic 

product can build consumer trust and loyalty towards the products they market. 

Jesslyn and Eko Harry Susanto (2019) in their research have also proven that the halal 

label can attract public buying interest to use a cosmetic product offered(Jesslyn & 

Susanto, 2019). Giving halal labels to cosmetic products can also be a marketing 

strategy to develop businesses so that they can compete in the global market. As 

research conducted by Endang Purwanti (2012) which states that marketing strategies 

have a significant relationship to business development (Purwanti, 2012). 

The high level of competition for halal cosmetic products circulating in the global 

market certainly encourages business actors to strategize neatly so that their products 

can be more attractive to the wider community. Daniel Reven and Augusty Tae 

Ferdinand (2017) in their research adopted the concept of product design and from 

this research, it was found that product design had a positive and significant effect on 

brand image. This brand image can then influence consumer decisions to buy the 

products offered as well as being an effort for business actors to compete in the global 

market(Reven & Ferdinand, 2017). 

Based on the description of the background, this study aims to analyze "The 

Influence of Halal Product Image, Product Design, and Marketing Strategy on 

Consumer Confidence Level in Halal Cosmetics Products (Case Study on Safi 

Products)". The respondents of this study were users of the Safi halal cosmetic 

product, which is a halal skincare product from Malaysia who has received a halal 

certificate from the Malaysian Islamic Advancement Office (JAKIM) and the 

Indonesian Ulema Council (MUI)(Safiindonesia, 2019). Meanwhile, the theory used in 

this study is the TOE framework theory introduced by Tomatzky and Fleischer in 

1990. The variables taken to measure the level of consumer confidence in Safi halal 

cosmetic products refer to the three contexts in this theory, namely Technology-

Organization. -Environment. 

The theoretical concept of the TOE (Technology-Organization-Environment) 

framework is generally used in the scope of information technology research. 

Research in the field of halal cosmetics using the TOE framework theory concept is 

still rarely done. Therefore, in this study, the researcher adopted three contexts 

contained in the theory to determine the variables as a measure of the level of 

consumer confidence in halal cosmetics. The halal product image variable itself is 

adopted from the context of the TOE framework theory, namely the environment. 

Meanwhile, the product design variable was adopted from the concept of technology 

theory and the marketing strategy variable was adopted from the concept of 

organization theory. The use of these variables aims to explore and test the extent to 

which the variable image of halal products, product design, and marketing strategies 

can affect the level of consumer confidence in halal cosmetic products. Researchers 

assume that the inclusion of halal labels, making attractive product designs, and 

formulating appropriate strategies can foster consumer confidence in the cosmetic 

products offered. The existence of consumer trust in halal cosmetic products can also 

support the realization of the halal value chain and at the same time encourage the 
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realization of the SDGs. 

 

Literature Review 

Theory 

Halal products are food products, medicines, cosmetics and other products that do 

not contain elements or haram items in the manufacturing process and are prohibited 

from being consumed by Muslims, both with regard to raw materials, additives, other 

supporting materials including production materials processed through a genetic 

engineering process irradiation whose processing is carried out in accordance with 

Islamic law and provides more benefits than madharat (effect) (Nurlaili et al., 2014). 

One type of halal product is cosmetics. Cosmetics comes from the word kosmein 

(Greek) which means "to decorate". Cosmetics have been known to people since time 

immemorial. In Egypt 3500 BC, various natural materials have been used, both from 

plants, animals and other natural materials such as clay, mud, charcoal, coal and even 

fire, water, dew, sand, or sunlight(Tranggono & Latifah, 2007). 

In relation to halal cosmetic products, the design of the product is one thing that 

determines whether a cosmetic product is attractive or not. (Tahid et al., 2007) define 

design as the relationship between objects (goods) and certain circumstances or 

conditions. With the aim of providing satisfaction for users of certain goods or 

products. 

Giving halal labels to cosmetic products can also be a marketing strategy to 

develop a business. Marketing strategy is a series of goals and objectives, policies and 

rules that provide direction to the company's marketing efforts from time to time at 

each level as well as its references and allocations, especially as a company's response 

to the ever-changing environment and competitive conditions (Assauri, 2015). 

Competition by several companies is closely related to competition for the trust 

of consumers. Kotler and Armstrong (2013) state that 'Belief is a description of a 

person's thoughts about something. Consumer confidence has characteristics 

(indicators), namely: (1) Knowledge of brands; (2) Personal and community views; (3) 

Brand honesty; (4) Brand strength or advantage; and (5) personal experience (Kotler 

dan Amstrong, 2013). 

A model regarding the relationship between technology, organization and the 

environment was introduced by Tomatzky and Fleischer (1990). The Technology-

Organization-Environment (TOE) framework is a model of technology acceptance at 

the enterprise level, which examines three major influences on the potential for 

technology acceptance or technological innovation adoption: technology, 

organization, and the environment(Setiobudi & Wiradinata, 2018). 
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Hypothesis Development 

1. The Influence of Image of Halal Products on Consumer Confidence Level 

According to Law Number 33 of 2014 concerning Halal Product 

Guarantee, it is stated that halal products are products that have been declared 

halal, based on the provisions of Islamic law. Halal in general is not only limited 

to the goods but also related to how to get it which is done in a halal 

manner(Iwan Zainul Fuad, 2010). If a product is in the form of food, beverage, 

medicine or cosmetics, it has a halal label, of course, it will attract more public 

interest in these products. As research conducted by Jesslyn and Eko Harry 

Susanto (2018) shows that a halal label can attract people's buying interest to 

use a cosmetic product that is offered. Researchers also have a rationalization 

for this relationship, where the image of halal products can attract public 

interest as well as foster a level of consumer confidence in the products offered 

(Jesslyn & Susanto, 2019). Therefore, researchers assume that the image of halal 

products affects the level of consumer confidence. 

H1: The image of a halal product has a significant positive effect on the 

level consumer confidence in Safi halal cosmetic products. 

2. Effect of Product Design on Consumer Confidence Level 

Product design is a product feature that affects the appearance and value 

of use for consumers, and the appearance of the product becomes a 

differentiator for a product from one brand to another. Daniel Reven and 

Augusty Tae Ferdinand (2017) in their research adopted the concept of product 

design and from this research, it was found that product design had a positive 
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and significant effect on brand image. This brand image can then influence 

consumer decisions to buy the products offered as well as being an effort for 

business actors to compete in the global market(Reven & Ferdinand, 2017). 

Referring to previous research, researchers assume that product design can 

ultimately foster a level of consumer confidence in a product offered through 

the brand image it builds. Therefore, the researcher formulated the following 

hypothesis: 

H2: The product design has a significant positive effect on levels 

 consumer confidence in Safi halal cosmetic products. 

3. The Effect of Marketing Strategy on Consumer Confidence Level 

Marketing strategy is a plan that is owned by a company as a guideline 

for marketing activities to achieve the goals set by the company(Swasta, 1999). 

Marketing strategy is a statement (either implicitly or explicitly) about how a 

brand or product line achieves its objectives. Based on research conducted by 

Endang Purwanti (2012), this marketing strategy has a significant relationship 

with business development (Purwanti, 2012). Referring to this research, 

researchers assume that marketing strategies will be able to realize business 

development if there is trust from consumers in the business that is being 

carried out. Therefore, the researcher formulated a hypothesis that marketing 

strategy affects the level of consumer confidence. 

H3: Marketing strategy has a significant positive effect on levels 

 consumer confidence in Safi halal cosmetic products. 

 

Research Methods 

This research uses a quantitative approach, which is an approach using 

quantitative data or types of data that can be quantified and then processed with 

statistics (Yusuf, 2017). The respondents involved in this study were 61 people. In 

collecting the questionnaire, the researcher managed to collect as many as 121 respondents. 

After going through the filtering process, the data that met the criteria were 61 respondents. 

Sampling in this study used a non-probability sampling technique. The non-

probability sampling technique is a sampling technique that is based on each member 

of the population not having the same opportunity(Priyono, 2016). The data collection 

method in this study was conducted using a questionnaire technique. A questionnaire 

is a series of questions related to a certain topic given to a group of individuals with 

the intention of obtaining data (Yusuf, 2017). The questionnaire was distributed to a 

number of people who use Safi products with several restrictions, including 

Indonesian citizens (WNI) who are female, ranging in age from 20-29 years with an 

income of above IDR 3,000,000 and a minimum usage of 6 months. The questionnaire 

consists of several questions regarding the image of halal products, product design 

and marketing strategies for consumer trust, which are presented in easy to 

understand language. 
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Data Analysis Method 

This study used a regression method with a cross section approach. This study 

uses the Ordinary Least Square (OLS) method. The essence of the OLS method is to 

estimate a regression line by minimizing the number of squares of the error for each 

observation on that line. In analyzing the relationship between these variables, data 

processing is carried out with the help of the SPSS 25 program. Model Y = a + β1 Halal 

Product Image + β2 Product Design + β3 Marketing Strategy + e. 

 

Validity Test 

The data validity test is used to measure whether a questionnaire is valid or 

not(Ghozali, 2006). Validity testing is done by using the Pearson Correlation Product 

Moment correlation technique, which is how to correlate the scores of each variable 

with the total score. The measuring instrument can be said to be valid if rcount> rtable 

otherwise if rcount <rtabel then the measuring instrument used is invalid. 

 

Reliability Test 

Reliability test is used to measure a questionnaire, and is used to measure the 

answers of respondents to the statements in the questionnaire. This can be seen when 

the answers from respondents are consistent, it can be said that the questionnaire is 

reliable. According to Ghozali (2006) the reliability test can be seen if the Cornbach's 

Alpha value is> 0.60 then the variable can be said to be reliable(Ghozali, 2006). 
 

Result and Discussions 

Validity Test 

The data validity test is used to measure whether a questionnaire is valid or not 

(Ghozali, 2006). The measuring instrument can be said to be valid if rcount> rtable 

otherwise if rcount <rtabel then the measuring instrument used is invalid. 

 
Table 1 Validity Test 

Variable        R. Count      R. Table Decision     Variable     R. Count    R. Table Decision 

X1_1 0.703 

0.2521 VALID 

X2_1 0.774 

     0.2521 VALID 

X1_2 0.701 X2_2 0.772 

X1-3 0.829 X2_3 0.796 

X1_4 0.831 X2_4 0.842 

X1_5 0.777 X2_5 0.808 

 

Variable 
       R. 

Count 
     R. Table Decision     Variable     R. Count    R. Table Decision 

X3_1 0.683 
0.2521 VALID 

Y1 0.885 
0.2521 VALID 

X3_2 0.824 Y2  0.761 
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X3_3 0.884 Y3 0.873 

X3_4 0.779 Y4 0.891 

X3_5 0.794 Y5 0.883 

 

Based on the results of questionnaire data processing from 61 respondents, from the 

twenty questions it was found that the rcount value was greater than the rtable value. 

Thus, it can be concluded that the instrument or question items of each variable have 

a significant correlation to the total score and are declared valid. 

 

Reliability Test 

Reliability test is used to measure a questionnaire and is used to measure the 

answers of respondents to the statements in the questionnaire. According to Ghozali 

(2006) the reliability test can be seen if the Cornbach's Alpha value is> 0.60 then the 

variable can be said to be reliable(Ghozali, 2006). 

 
Table 2 Reliability Test 

Variable Cronbach’s Alpha Information 

Image of Halal Product 0.826 

Reliable 
Product Design 0.856 

Marketing Strategy 0.853 

Trust 0.908 

 

Based on the results of the reliability test, data was obtained which stated that of the 

twenty question items given to 61 respondents, both variables X1, X2, X3, and variable 

Y had a Cronbach's Alpha value greater than 0.60, which means that all question items 

were declared reliable. 

 

Classic Assumption Test 

1. Normality Test 

The normality test aims to determine whether in the regression model, 

confounding or residual variables have a normal distribution or not (Widarjono, 2007). 

The normality test in this study used the Saphiro Wilks test. If the prob Z value> 0.05, 

the residual value is normally distributed. 
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Table 3 Normality Test 

 

 

 

 

 

 

 

 

 

 

Based on the results of the normality test output using the Kolmogrov Smirnov Test 

method, it was obtained a value of 0.829 and an Asymp Sig of 0.497 greater than 0.05. 

So it can be concluded that the data is normally distributed and shows that the variable 

image of halal products, product design, and marketing strategies can be investigated 

on the level of public trust in halal cosmetic products. 

 

2. Multicollinearity Test 

Multicollinearity test aims to test the correlation between independent variables 

(independent) in the regression model. In the multicollinearity test the methods used 

are the tolerance and VIF (Variant Inflation Factor) methods. If the Varian Inflation 

Factor (VIF) value is ≤ 10 and the tolerance value is greater than 0.10, it can be said to 

be free from multicollinearity. 

 
Table 4 Multicollinearity Test 

 
 
Based on the output table above, it is known that the Tolerance Variable values X1, X2, and 

X3 are greater than 0.10, namely 0.770; 0.623; 0.631 and the VIF value is smaller than 10, namely 

1.299; 1,605; 1,586. So that the independent variable (X) in the study is declared free from 

multicollinearity, which means that there is no correlation between the independent variables 

(X). 

 

3. Heteroscedasticity 

The heteroscedasticity test aims to test whether in the regression there is an 

inequality of variance from the residuals of one observation to another. To see the 

heteroscedasticity, the Breusch-Pagan method was used and the residual plot was 

observed. If the value of Prob> chi2 is more than 0.05, there is no heteroscedesity 

(homocedesity) and if no point in the plot graph is too far away, it means that it has 
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homocedesity. Following are the results of the heteroscedasticity test by looking at the 

plot graph: 

 
Figure 1 Heteroscedasticity Test 

 
From the graph, we can see that the data spreads randomly above and below zero and 

does not form a specific pattern. Thus, it can be concluded that the regression model 

is free from heteroscedasticity. 

 

Hypothesis Testing 

1. F Test 

The F test is conducted to test all regression coefficients simultaneously. The F-test 

is conducted to test the null hypothesis that all independent variables have no effect 

on the dependent variable. The F test can be seen from prob> F, if the value is less than 

0.05 then there is an influence between the dependent and independent variables 

simultaneously. 

 
Table 5 F Test Result 

 
 
Based on the table above, the calculated F value is 21.228, while the F table is 2.77. This means 

that F count is greater than F table (21.228> 2.77). Based on the way of making simultaneous 

test decisions in regression analysis, it can be concluded that the variables of halal product 

image, product design, and marketing strategies have an effect on the trust variable. 

 

2. T Test 

The t test is used to partially test the effect of the independent variable on the dependent 

variable. Suppose to determine whether to reject or not reject a null hypothesis (H0). If the 
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value of p> | t | less than 0.05, there is a relationship between the dependent and independent 

variables partially. 

 
Table 6 T Test Result 

 
 

Based on this table, the following conclusions can be drawn: 

a. In the halal product image variable, the t value is 3.017 and the sig value is 0.004 

which means it is smaller than the 0.05 probability. So, the variable image of 

halal products has a significant effect on the variable level of consumer 

confidence in halal cosmetic products or the hypothesis is accepted. 

b. In the product design variable, the t value is 2.497 and the sig value is 0.015, 

which means it is smaller than the probability of 0.05. So, the product design 

variable has a significant effect on the variable level of consumer confidence in 

halal cosmetic products or the hypothesis is accepted. 

c. In the marketing strategy variable, the t value is 2.621 and the sig value is 0.011, 

which means that it is smaller than the probability of 0.05. So, the marketing 

strategy variable has a significant effect on the variable level of consumer 

confidence in halal cosmetic products or the hypothesis is accepted. 

 

3. R2  Test 

Basically R2 measures the proportion of variations in the dependent variable that 

can be explained by various variations in the independent variable. The value of R2 

ranges from 0 <R2 <1. The value of R2 which is closer to number one indicates that the 

independent variables are increasingly able to explain changes in the dependent 

variable well. 

 
Table 7 R2  Test Result 

 
 

Based on the table above, the value of R Square is 0.528 or 52.8%. The variable level of 

consumer confidence can be explained by the variable image of halal products, 

product design, and marketing strategies. While the remaining 47.2% (100% - 52.8%) 

is influenced by variables other than those used in this study. While the double 

coefficient (R) = 0.726 indicates that the independent variable (X) has a strong influence 

on the dependent variable (Y). 
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Analysis 

Based on the results of the partial hypothesis test that has been carried out by the 

researcher, the results show that: 

1. Image of Halal Products on Consumer Confidence Level 

The t-test results show the variable image of halal products, the t value is 3.017 and 

the sig value is 0.004 which means it is smaller than the probability of 0.05. This shows 

that the effect of the image of halal products on the level of consumer confidence has 

positive results, meaning that the existence of a halal label on cosmetic products will 

give more image to these products to grow the level of consumer confidence in the 

cosmetic products offered. 

This research is in line with the research conducted by Jesslyn and Eko Harry 

Susanto (2019) who show that the halal label can attract public buying interest to use 

a cosmetic product offered (Jesslyn & Susanto, 2019). The existence of high public 

buying interest indicates that the level of consumer confidence in a cosmetic product 

is also high. Therefore, H1 which reads "The image of halal products has a significant 

positive effect on the level of consumer confidence in Safi halal cosmetic products" can 

be accepted. 

 

2. Product Design on Consumer Confidence Level 

The t-test results show that for the product design variable, the t value is 2.497 and the 

sig value is 0.015 which means it is smaller than the 0.05 probability. This shows that 

the effect of product design on the level of consumer confidence has positive results, 

meaning that the more attractive the design of cosmetic products is, the higher the 

level of consumer confidence in the cosmetic products offered. 

This research is in line with the research conducted by Daniel Reven and Augusty 

Tae Ferdinand (2017) who show that product design has a positive and significant 

effect on brand image. It is through this brand image that the level of consumer 

confidence in a cosmetic product can be built (Reven & Ferdinand, 2017). Therefore, 

the H2 which reads "Product design has a significant positive effect on the level of 

consumer confidence in Safi halal cosmetic products" is acceptable. 

 

3. Marketing Strategy on Consumer Confidence Level 

The t-test results show that for the marketing strategy variable, the t value is 2.621 and 

the sig value is 0.011 which means it is smaller than the 0.05 probability. This shows 

that the effect of marketing strategies on the level of consumer confidence has positive 

results, meaning that the right marketing strategy for a cosmetic product will be able 

to foster a level of consumer confidence in the cosmetic products offered. 

This research is in line with research conducted by Endang Purwanti (2012) which 

shows that this marketing strategy has a significant relationship with business 

development. The marketing strategy will be able to develop a business about the 

cosmetics industry if there is trust from consumers in the cosmetic products offered 

(Purwanti, 2012). Therefore, H3 which reads "The marketing strategy has a significant 

positive effect on the level of consumer confidence in Safi halal cosmetic products" 

acceptable. 
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Conclusion 

The results showed that all the hypotheses formulated were acceptable. Based 

on the results of the research as described in the previous chapter, it can be concluded 

that the image of halal products, product design, and marketing strategies has a 

significant relationship to the level of consumer confidence in Safi halal cosmetic 

products. Therefore, to foster a level of consumer confidence in the cosmetic products 

offered, it is necessary to pay attention to several factors that influence it, namely the 

inclusion of halal labels, making attractive product designs, and formulating 

appropriate marketing strategies. In this study, Safi halal cosmetic products are 

considered to have fulfilled these three factors so that they can grow the level of 

consumer confidence in their halal cosmetic products. 
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