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ABSTRACT  

This paper aims to increase knowledge about the buying intention of 
halal fast food products. This study examines the influence of the 
country of origin of halal fast-food providers on purchase intentions. 
This study also measures the role of religiosity in mediating the 
relationship between country of origin and purchase intention of 
halal fast food. This knowledge will be very meaningful because the 
condition of Indonesia is the largest halal ecosystem, but in the fast-
food category, it is dominated by providers from non-Muslim foreign 
countries. This research is a descriptive study, questionnaires were 
distributed randomly online via social media, finally getting 245 data 
from millennial Muslim consumers who could become research 
respondents. SEM-PLS with the help of statistical software WarpPLS 
7.0 is used to explain the research model. This study shows that 
country of origin affects the purchase intention of halal fast food 
products, besides this research shows that religiosity is able to 
moderate country of origin towards the purchase intention of halal 
fast food. The results of this study reinforce the assumption that 
country of origin has a significant effect on purchase intention. 
Especially in fast food products, millennial consumers in Indonesia 
show that they already have a point of view and perception about 
the country of origin of halal fast food in Indonesia. Another finding 
in the study is that religiosity influences the purchase intention of 
halal fast-food, and has a moderating effect on the country of origin 
on purchase intention. 

 

INTRODUCTION 

Halal food products are growing quite rapidly in all parts of the world. In a 

special context, there are reasons why halal food is growing rapidly (Suhartanto et al., 

2019). Halal food is believed to be healthier and more hygienic because through the 

correct process according to the rules, the handling procedures are carried out as 

well as possible so that food can be consumed without any doubts. Therefore, halal 

food can easily be accepted by the entire population, both Muslim and non-Muslim, 

because through the goodness contained in halal food, everyone needs halal food 
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and there is no prohibition to consume it even from a non-Muslim point of view. In 

developing countries with a large population and high Muslim domination, the need 

for halal food is of great concern. Halal food is one of the provisions that must be 

fulfilled by the food industry, the inclusion of halal labels and information is one of 

the determinants of whether a product is purchased or not (Wibowo & Madusari, 

2018). This high demand for halal food requires a variety of food categories, from 

staple foods to substitute foods. Fast food is a variety of foods that consumers often 

buy in Indonesia. Based on the data obtained, Indonesia is one of the countries 

where the level of variation in the consumption of halal food is quite high (Fauzia, 

2018). Halal fast food is one category of the food industry that is currently growing 

rapidly which correlates with the increasing consumer demand. The number of halal 

fast food providers in Indonesia continues to grow, ranging from local SME 

entrepreneurs to large-scale fast-food providers from foreign countries. These 

conditions make the halal fast food industry a fast-growing and very competitive 

industry.  

The development of the fast-food industry has received a good response from 

consumers, especially the millennial generation who have high activity and 

involvement with food. They have their own intentions in their attitude towards fast 

food, they consider fast food to be a common thing and an alternative food that can 

be obtained quickly, easily, and is delicious to eat. Several previous studies have been 

carried out on halal fast food products, the results of research show that halal fast 

food products are in demand by consumers, the majority of consumers claim to have 

an interest and will buy halal fast food (Nusaresearch, 2014). The key to the success 

of being interested in halal fast food products by the market is that they make 

strategic adjustments and also target consumer behavior by involving habits, 

lifestyles, and actual legal issues in promoting them (Mariana et al., 2020). The 

millennial generation is considered to have a high level of involvement with actual 

issues which will then be converted into their lifestyle and habits (Amalia et al., 

2020), so indirectly the actual issues surrounding halal and fast food greatly 

contribute to the growth of the halal lifestyle among young people. The high 

intention in purchasing halal fast-food in Indonesia is an attraction for companies to 

try to expand the Indonesian market, because Indonesia is the largest halal 

ecosystem with a large population, and a high majority of Muslims (Mastuki, 2019). 

Many fast food companies come from overseas (Country Of Origin) such as America, 

Europe, and Australia, trying to reach the Indonesian market and making some 

adjustments to Indonesian culture, one of which is targeting halal certification. With 

the current conditions, halal products are not only the center of attention of Islamic 

countries but also “secular” or Muslim minority countries because halal products 

have become part of the world's business with a very large and promising value. As 
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stated by Mastuki (2020), halal products are not only for the Muslim community but 

also non-Muslims  

Indonesian halal fast food providers are dominated by countries that have 

different cultures from Muslims habit, they are come from non-Muslim countries and 

their food handling process adjustments are made so that their products meet the 

requirements according to Islamic law and are worthy of obtaining Halal certification. 

When viewed from their culture, non-Muslim countries have customs and cultures 

that are contrary to Islamic teachings. Of course, this is an interesting condition to be 

used as study material as Indonesia is the largest halal ecosystem, but their halal fast 

food providers are dominated by countries or companies with a background of non-

Muslims. Consumers will have a high intention in buying halal food if a food is clearly 

halal. Therefore, a Muslim can consume the food without worrying about anything 

else (Awan et al., 2015). In the conditions that occur, it is possible that a "conflict of 

interest" will occur because the provider of the halal product has an image of the 

product and a country of origin which is not a Muslim country. So, for Indonesian 

Muslim consumers, this is used as an evaluation material.  

Based on the industrial conditions that occur, it can be seen that the gap in 

the form of intention to purchase fast-food in Muslim-majority countries is very high, 

while fast food providers are countries that are non-Muslim, fast food providers that 

come from non-Muslim countries of origin can raise doubts for Muslim consumers. 

Based on this gap, this study was conducted to determine whether the intention of 

buying fast food in the millennial Muslim consumer market is influenced by the 

aspects of the country of origin and the level of religiosity. This study examines the 

country of origin and religious aspects as exogenous variables of the intention to 

purchase halal products, where these two variables are the results of a literature 

study and the actual conditions that occur in the halal fast-food industry.  

This research is different from that conducted in Amalia et al. (2020) and 

Mariana et al. (2020), which measures the intention to purchase halal products using 

the theory plan of behavior application. In research conducted, the variable country 

of origin is measured by six indicators, namely reliable, quality, reputation, value, 

looks better, and more like. Meanwhile, religious variables are also constructed by six 

indicators, namely the importance of religious faith, spend time to understanding my 

faith, the influence of religious beliefs, the importance of religious, spend time to 

remember Allah SWT, and relationship with Allah SWT. This research is expected to 

provide new insights regarding the academic concept of halal fast-food, especially 

those carried out by non-Muslim countries that have Muslim consumer market 

segments. In addition, this study is also expected to provide an overview of 

managerial implications for the fast food industry regarding the strategies being 

undertaken in reaching Muslim consumers. 
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LITERATURE REVIEW 

Modern marketing is characterized by a change from a consumer-centric to a 

value-driven approach. A strong market orientation, target group market research 

and the integration of consumers in the product development process are identified 

as key factors for the success of innovation in the food industry. The food and 

beverage industry is very well developed. This happens because of several open 

innovations, shortening the product life cycle, digitization, adjusting to changing 

tastes and consumer needs, and other relevant factors. These conditions make the 

innovation process develop more rapidly (Bresciani, 2017). One application-driven 

approach is to consider the aspirations, values, and beliefs of a population group, 

such as halal law (anything that is allowed) which is based on Islamic values beverage 

industry in carrying out its production (Hassan, 2014). The presentation of halal 

labeling is used as a basis for processing and implementing products as a priority in 

the culinary business (Pusparini & Setiaji, 2019). 

Fast food is a food industry that adapts its value-driven very quickly by doing 

the halal certification. In Indonesia, halal fast food providers on a large scale are 

dominated by foreign countries with a majority non-Muslim background. Of course, 

this can be one of the considerations for Muslim consumers in their interest in 

consuming halal fast food, in these condition consumers are expected to be more 

selective. The image of a product can be formed based on where the product comes 

from. There are two main concepts about country of origin which is related to the 

product stereotype that consumers attach to. The first concept is the image of the 

country at the product level, where this image is the general perception of 

consumers on the quality of products from a particular country. The second concept 

is the country's image of the country, namely consumer perceptions of a particular 

country.  

The results of previous research indicate that the country of origin has a 

significant effect on consumption interest (Hsu et al., 2017). This study examines 

customer confidence in certain countries in consuming halal products as measured 

using the context of reliability, the ability to provide better quality has a good 

reputation, has more value, looks better liked by consumers (Hsu et al., 2017). In 

conclusion, the country of origin has an impact on customer purchase intentions 

(Nasution & Rossanty, 2018). 

 

H1: Country of origin has a significant effect on purchase intention in halal fast food 

 

Religiosity is inherent in every Muslim because it is basically a person's belief 

in his religion, believing in something he thinks is true so that it becomes a principle 

in his life (Hasan & Marso, 2017). Someone who has the value of religiosity will take 
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the time to understand religion and maintain a relationship with God by instilling 

religious values in their daily life by doing what is ordered and staying away from 

what is prohibited by religion, this is a personal commitment owned by someone 

who have a high level of religiosity. The religious factor is very important, especially if 

it is related to aspects of consumer behavior, the level of religiosity is one of the 

factors that influence behavior and intentions. The halal category is very closely 

related to Muslim culture, so this level of religiosity will affect consumption patterns, 

differentiating halal food from haram food has become the main need of Muslims 

(Sushanti et al., 2019). Several studies have shown that a person's level of religiosity 

can influence a person's decision to consume because a person's level of belief in 

something religious in nature can affect one's behavior. Thus, this religious factor will 

be able to influence consumer behavior, including in the intention and decision 

making to choose food that will be consumed (Suhartanto et al., 2018). 

 

H2: Religiosity has a significant effect on halal fast food purchase intention 

 

There are guidelines on food for Muslims described in the Al-Quran, these 

guidelines refer to binding rules, namely that the food eaten must have halal and 

tayyib (good) elements (Ali, 2016; Ashraf & Rahman, 2018). Food consumption for 

Muslims is very clearly regulated. This is an obligation that must be fulfilled, because 

the selection of halal and tayyib food is not only for the fulfillment of religious values 

but also for the aspects of goodness for those who consume it  (Amalia et al., 2020). 

A person who has a high level of religiosity will behave in accordance with the 

guidance of his religion, including in choosing food for consumption. For a Muslim, 

halal is a part of religiosity that is integrated in his daily life (Borzooei & Asgari, 2015). 

Indonesia is the largest halal consumer market because it has a very large 

number of Muslims, even the largest in the world (Mastuki, 2019). This growing 

market is the concern of business people because it is considered to have great 

potential, based on the results of a survey of Indonesian people's interest in halal fast 

food, which continues to increase (Nusaresearch, 2014). Halal fast-food providers are 

dominated by non-Muslim countries. They have obtained a halal certification permit, 

so they have the understanding and awareness to ensure the halal of the products 

they distribute  (Ali, 2016). Behind the halal certification that is owned, this halal fast-

food provider clearly has the image of a non-Muslim country. Hence, it is possible to 

have a cognitive aspect that connects the image association of non-Muslims in 

forming halal fast-food purchase intentions, because someone who has a level of 

religiosity will always trying to avoid things that is doubtful. 

 

H3: The role of religiosity moderates the relationship between Country of Origin and 

purchase intention on halal fast food 

 



Gunawan, Gaffar 

 
Published by University of Airlangga. 

This is an open access article under the CC BY license (https://creativecommons.org/licenses/by-nc-sa/4.0/)  
 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Research Model 

 

RESEARCH METHODS 

The quantitative approach was applied in this study because the research 

process, measurement, hypothesis testing and data analysis used numerical data. 

While the research design to be carried out in this study is included in descriptive 

form, where the hypothesis has been formulated at the beginning of the study 

(Malhotra & Birks, 2017). The subjects of this study were generation Y Muslim 

consumers with an age range between 20-35 years (Berkup, 2014). This was done 

because they were considered to be more sensitive in terms of choosing halal food 

(Amalia et al., 2020). Questionnaires were distributed online via social media for 

several weeks, obtained 245 respondents data can be analyzed further.  

Sources of data in this study consisted of primary data and secondary data. 

Primary data is obtained through sources that are collected directly so that the 

research objectives can be achieved, meanwhile secondary data is collected as 

supporting data and references used by researchers based on previous research. The 

research instrument uses a Likert scale (1-5) to measure a variable. Research 

modeling using Structural Equation Modeling-Partial Least Square (SEM-PLS) is 

applied to minimize the risk of errors in variable measurement due to perceptual 

construct-based assessment (Kock, 2019). WarpPLS 7.0 was chosen to analyze SEM-

PLS because it makes it very easy to carry out the analysis of interpretation, and the 

input data can come from all types of scales. Besides, it can perform complex 

structural model tests, the results of path analysis can be done in one regression 

analysis. 

 Convergent validity test and discriminant are being used in this research. 

Convergent validity test shows the score contained in the factor loadings while the 

discriminant validity test is using Average Variance Extracted (AVE). Outer loading 

must have a score of 0.4 or more, while for AVE it must have a score of 0.5 or more. 

Inner model testing is a structural test that includes Goodness of Fit (GoF), Path 

Coefficient, R-Square, and Effect Size. This test is carried out to test the relationship 

Religiosity 

Country of 
Origin  

Purchase 
Intention 
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between exogenous and endogenous constructs that have been hypothesized (Hair, 

Hult, Ringle, & Sarstedt, 2016) 

 

 

 

RESULT AND ANALYSIS 

From the results of data collection, the researcher then conducted an analysis 

of 245 respondents as shown in Table 1. 
Table 1 

Respondent Demographic 

Description Frequency Percentage (%) 

Gender 
Female 147 60 

Male 98 40 

Profession 

Student 109 44.5 

Employee 95 38.8 

Entrepreneur 10 4.1 

Others 31 12.6 

Education 

< High School 7 2.9 

High School 116 47.3 

Bachelor 117 47.8 

Post Graduate 5 2 

N = 245 

Source: WarpPLS 7.0 Output (Data Processed)  

 

The research respondents based on gender were 60% women and 40% men. 

Based on work, 109 respondents or 44.5% were students. Meanwhile, 47.8% 

respondents had a bachelor's degree. Other results can be seen in Table 2, which 

shows the results of calculating the loading factor as a test of convergent validity on 

all items have the score above 0.4. Furthermore, the result of discriminant validity 

test reaches the requirements because the score of AVE in each variable is 0.630 (PI), 

0.620 (R), and 0.738 (COO), in which the entire scores are above 0.5. This shows that 

all items that make up these variables are valid and usable. 
Table 2 

Loading Factor of Research Construct 

Construct/item Loading  α CR AVE 

Purchase Intention (PI)    0.800 0.871 0.630 

Willingness to purchase 0.827        

Effort to purchase in the near future 0.864        

Recommending 0.817        

Consider buying 0.650        

Religiosity (R)    0.876 0.907 0.620 

The importance of religious faith 0.749        

Spend time to understanding my faith 0.683        

The influence of religious beliefs 0.807        

The importance of religious 0.850        
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Spend time to remember Allah SWT 0.794        

Relationship with Allah SWT 0.829        

Country of Origin (COO)    0.929 0.944 0.738 

Reliable 0.842        

Quality 0.882        

Reputation 0.813        

Value 0.881        

Looks better 0.871        

More like 0.865        

Source: WarpPLS 7.0 Output (Data Processed)  

 

Reliability test was conducted to measure the consistency of the instrument 

when it is used repeatedly. Cronbach Alpha (α) shows the result of reliability test with 

the requirement of score is more than 0.6 and the Composite Reliability (CR) must be 

exceeded than 0.7 (Hair et.al, 2016). Table 2 shows that Cronbach Alpha and CR 

qualify the criteria. This is indicated by the score of Cronbach Alpha 0.800 (PI), 0.876 

(R), and 0.929 (COO). All variables have score >0.6, however the score of CR in each 

variable have score >0.7 which indicated by the score 0.871 (PI), 0.907 (R), and 0.944 

(COO). The result of this reliability test is acceptable and can be used in research. 

Goodness of Fit (GoF) used to validate the overall structural model. The score of GoF 

represents different category which are 0.36 (high), 0.25 (medium), and 0.10 (low) 

(Malhotra & Birks, 2017). Table 3 shows the score of GoF for the research model is 

0.370 which represent this score into the high category. It means the model 

proposed in this study has a good quality. 
 

Table 3 
Model Fit and Quality Indices 

 
Model Fit Indices Values 

Average Path Coefficient (APC) 0.195 P< 0.001 

Average R-square (ARS) 0.183 P< 0.001 

Average adjusted R-squared (AARS) 0.173 P< 0.001 

Average block VIF (AVIF) 1.029 Acceptable 

Average Full Collinearity VIF (AFVIF) 1.111 Acceptable 

Tenenhaus GoF 0.370  

Source: WarpPLS 7.0 Output (Data Processed)  

 Based on Table 3, the probability value (p-value) of APC <0.001, the p-value of 
ARS P < 0.001, and p-value of AARS P < 0.001 are significant because they are less 
than 0.001 and. The acquisition of AVIF and AFVIF is less than 5 means that the 
proposed model is fit (Kock & Lynn, 2012). Based on the score of the R square, 
purchase intention is influenced by 18.3% by the country of origin as well as 
moderating variables for religiosity. Table 3 shows the result of hypothesis testing 
which is accepted if the score of p-value <0.005. Each hypothesis is being tested 
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through the default inner model analysis algorithm (Kock, 2015). The entire 
hypothesis is accepted because it has score of p-value less than 0.01 and 0.05. 
 

Table 4 
Path Coefficient 

Hypothesis β p-value Result 

H1 COO  PI 0.311 < 0.001 Accepted* 

H2 REG  PI 0.235 < 0.001 Accepted* 

H3 REG-COO PI 0.039 0.268 Accepted** 

Note: *Significant at p<0.01, p<0.05** 

Source: WarpPLS 7.0 Output (Data Processed)  

 

Each variable of Country of origin and Religiosity has a different effect on 

purchase intention. It illustrates that the country of origin significantly influences 

purchase intention (β = 0.311 and p<0.01). Then, religiosity also has a significant 

effect toward purchase intention (β = 0.190 and p<0.05).  As the moderating variable, 

the religiosity influence significantly on country of origin towards purchase intention 

(β = 0.039 and p<0.05).  

 

 

 

 

 

 

 

 

 

 

 
Figure 2. Result from The Model 

 

Based on the description of the research model in Figure 2, the results show 

that the country of origin of halal fast food affects purchase intention. The results of 

this study are in line with Hsu et al. (2017) which state that country of origin affects 

purchase intention. The variables used in this study are different from previous 

studies, namely involving trustworthiness, having good quality, good reputation, 

providing added value, looking more handsome, and the level of liking for foreign 

countries. The concept of this variable has an impact of 31.1%, which when 

converted into a closeness level is included in the medium category. Based on the 

research results, it is known that millennial consumers associate various information 

related to a certain country, so that they can form a general perception about the 

country of origin which is closely related to the products it produces. 

Religiosity 

Purchase 
Intention 

Country of 
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0,039 0,190 
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The religiosity variable has an influence of 19% on the purchase intention of 

halal fast-food products. The variables of religiosity in this study include the 

importance of religious faith which is spend time to understanding my faith, the 

influence of religious beliefs, the importance of religious, spend time to remember 

Allah SWT, and relationship with Allah SWT. The influence caused by the religiosity 

variable indicates that consumers also pay attention to aspects of religious teachings 

in making purchases, the dominance is only 19% but it should be noted that this is for 

purchasing halal products, so that the dominance is felt not too high because 

millennial Muslim consumers think that halal labeling is sufficient to represent so 

they believe and do not doubt the halal label that is owned by fast food. The variable 

of religiosity is considered important by Muslim consumers because religiosity is a 

guide in Muslim life. This religiosity variable moderates the country of origin variable 

on purchase intention by 3.9%. Religiosity related to a belief (religion) only affects 

19%, and this religious aspect is also a consideration when it comes to the country of 

origin, but it only affects 3.9%. 

The results of this study reinforce the assumption that country of origin has a 

significant effect on purchase intention. Especially in fast food products, millennial 

consumers in Indonesia show that they already have a point of view and perception 

about the country of origin of halal fast food in Indonesia. The majority of halal fast-

food providers in Indonesia are foreign countries which are non-Muslim countries, 

but Indonesian millennial consumers see that the country of origin that is used as 

their assessment is more towards the condition of a country not based on religion. 

Indonesian millennial consumers see that the country of origin of these fast-food 

providers are developed countries that have expected high food quality standards, so 

they consider that halal fast food with a foreign country of origin is safe for 

consumption. 

Another finding in this study is that religiosity affects purchase intention of 

halal fast food, and country of origin has a moderating effect on purchase intention. 

The results of this study are in line with the results of research conducted on previous 

halal topics, namely that awareness in consuming halal products is determined by a 

belief in the religion (Nurhayati & Hendar, 2019). The results show that religiosity can 

influence Purchase Intention and can be a moderator in buying intention of halal fast 

food, this shows that the value of religiosity in Indonesia is very influential on 

purchase intentions of halal products because Indonesia is a market that is 

predominantly Muslim so it has a high awareness of a halal product. 

 

CONCLUSION 

Based on the research that has been done, it can be concluded that the 

Country of Origin and Religiosity has a significant effect on consumer purchase 

intentions. Indonesia, which is a country of halal ecosystems, is due to the majority of 
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Muslims, because of this condition Indonesian consumers really pay attention to the 

country of origin as a provider of consumer products, so this implies that fast food 

providers originating from non-Muslim foreign countries need to raise a positive 

image of the country of origin. Another thing that can be done is through positive 

campaigns and publicity regarding the positive conditions of the country of origin. 

In other conditions, providers need to convince Indonesian consumers that 

even though the country of origin is a non-Muslim foreign country, business ethics 

and handling processes are carried out with high-quality standards and are subject to 

strict supervision from both the actors and related stakeholders. Good business 

ethics will certainly have a positive impact on society. So that consumers will like the 

product, feel satisfied, happy, and feel that consuming these foods is a good thing. 

This study can provide information about consumer behavior in buying halal 

fast food by using the variable country of origin and Religiosity as moderating 

variables. However, this study has limitations, there are many other predictor 

variables that can be used to measure consumer purchase intentions of halal fast 

food products, especially if it is related to the respondent's subject, there will be 

variables that might be applied such as the theory of plan of behavior. In addition, 

this study is only intended for Muslim consumers because it has a specific construct 

of religiosity for Muslim consumers. Further research can be carried out through a 

multi-group analysis involving Muslim and non-Muslim consumers. In addition, 

further research can be conducted to prove whether the findings from this study are 

the same or have different findings. 
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