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ABSTRACT 

This study examined the factors that influence the intention to buy food labeled 

halal among Muslim consumers in Indonesia using mixed methods, this research used 

qualitative analysis by identifying trending topics related to 2.665 conversations on 

halal labels on Twitter in Indonesia using Drone Emprit Academic (DEA) and NVivo 

12 Plus to uncover the underlying perception. A quantitative hypothesis was then 

developed based on the qualitative investigation and the adoption literature. Survey 

data was collected from 407 Muslim consumers in Indonesia using SEM-PLS. The 

results showed that the variables halal labeled food intention, halal labeled food 

safety, and halal labeled food knowledge showed a significant and positive influence 

on the intention to buy halal labeled food and repeat purchases of halal labeled food. 

This shows increasing consumer awareness about product halalness, health, and 

perceived value, which in turn encourages consumer interest to buy food products 

labeled halal.  
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ABSTRAK 

Penelitian ini mengkaji faktor-faktor yang memengaruhi minat beli makanan 

berlabel halal di kalangan konsumen muslim di Indonesia dengan menggunakan 

metode campuran. analisis kualitatif dengan mengidentifikasi trending topik terkait 

2.665 percakapan label halal di Twitter menggunakan Drone Emprit Academic 

(DEA) dan NVivo 12 Plus untuk mengungkap persepsi yang mendasarinya. Hipotesis 

kuantitatif kemudian dikembangkan berdasarkan penyelidikan kualitatif dan 

literatur adopsi. Data survei dikumpulkan dari 407 konsumen muslim dan dianalisis 

menggunakan pendekatan SEM-PLS. Hasilnya variabel niat makanan berlabel 

halal, keamanan makanan berlabel halal, dan pengetahuan makanan berlabel halal 

menunjukkan pengaruh yang signifikan dan positif terhadap niat beli makanan 

berlabel halal dan pengulangan pembelian makanan berlabel halal. Hal ini 

menunjukkan meningkatnya kesadaran konsumen tentang kehalalan produk, 

kesehatan, dan nilai yang dirasakan, yang selanjutnya mendorong minat konsumen 

untuk membeli produk makanan berlabel halal.  

Kata Kunci: niat beli; makanan berlabel halal; mixed methods 
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I. INTRODUCTION 

The concept of halal has become a strong foothold in most industries in countries with a Muslim 

majority (Pradana et al., 2022). In this context, the growing global Muslim population has increased the 

demand for halal products (Rohman & Fadzillah, 2018; Izza, 2021). The projected global spending of 

Muslims is expected to increase by around 6.3% annually to reach an astounding $2 trillion by 2024 

(Dinar Standard, 2019). Capturing this phenomenon, manufacturers have started to expand their halal 

product lines, while market players seek to capitalize on this potential to increase revenue (Anam et al., 

2018; Effendi et al., 2021). Halal certification of products has now become a vital strategy for 

companies looking to increase their sales. A 2022 report from The Royal Islamic Strategic Studies 

Center (RISSC) notes that Indonesia's Muslim population is around 237.56 million, or 86.7% of the 

country's total population. Globally, this figure represents about 12.30% of the total Muslim population 

worldwide, which stands at 1.93 billion. With this increasing demand for halal products, it is important 

to understand what factors influence consumers' decision to purchase halal products 

On the other hand, technological advances have brought the internet and social media into a global 

phenomenon. According to DataReportal, as of January 2022, Indonesia has more than 204 million 

Internet users, about 73.7% of the country's total population (Databoks.id, 2022). This condition creates 

a great opportunity for businesses to communicate with their audience and increase their revenue 

(Zhang et al., 2023). In addition, consumer behavior has changed significantly, and entrepreneurs must 

understand the needs and characteristics of consumers engaged in online purchases to maintain their 

competitiveness in a competitive global economy (Hitt et al., 2019). 

In the same context, in the industrial era 4.0, Big Data has become an important element. The data 

generated from various applications, including social media, has reached impressive volumes. Up to 

80% of all data generated is unstructured data, including data coming from social media (Taleb, Serhani 

& Dssouli, 2018). Social media data, especially from Twitter, is becoming an extremely valuable source. 

Twitter allows access to large-scale public conversations in real-time, facilitating analysis of people's 

current attitudes and opinions (Das & Kumar, 2013). The advantages of Twitter as a data source include 

public access, informative metadata, and affordable data collection costs (He et al., 2013). It is then 

used in various analyses, such as descriptive analysis, network analysis, and sentiment analysis (Sinha 

et al., 2020). In Indonesia, Twitter has a central role as a social media platform that allows individuals 

to share ideas, opinions and thoughts across geographical and cultural boundaries (Aleisa, 2022). Social 

media has also become a major channel for conveying opinions, emotions, and information, including 

news whether fact-based or not (Zhang et al., 2018). In 2022, the number of Twitter users in Indonesia 

reached 18.45 million, equivalent to 4.23% of the total global user (Hootsuite, 2022). 

Twitter data analysis is one of the most active research fields. Researchers in a number of fields 

realize that this methodology has advantages and makes it easy to identify public sentiment or opinion 

on certain issues, especially consumer behavior and preferences in consuming halal products on social 

media, especially Twitter (Mostafa 2020a, 2021, 2017, 2019a, 2020a, 2022; Hidayat et al., 2021). 

However, previous studies tend to be limited to analyzing Twitter data. The novelty of this research was 

to combine Twitter analysis with Structural Equation Modeling (SEM) to better understand the factors 

that influence the purchase intention of halal-labeled food. This approach overcomes the limitation of 

measuring the influence of halal-related factors based solely on sentiment on social media. The 

integration of social network theory also assisted in understanding consumers' online purchase 

intentions and their role in social networks. The approach that combines Twitter analysis and SEM 

provides significant advantages. This is because Twitter as a social media platform provides access to 

real-time data that reflects rapid responses to current issues and changes in the perception of halal-

labeled products (Meel & Vishwakarma, 2020). Furthermore, SEM, as a powerful statistical method, 

was used to model the complex relationships between the factors influencing the purchase intention of 

halal-labeled products identified from the Twitter data. In addition, SEM also validated the constructs 

of these factors, ensuring accurate measurement in this study. The approach of combining qualitative 

and quantitative analysis of Twitter data allows for in-depth understanding while measuring the 

influence of factors on the purchase intention of halal-labeled products. 

 

II. LITERATURE REVIEW 

In Arabic, halal generally means "allowed" and relates to consumption, use, and worship 

activities that are allowed by sharia law (Aziz et al., 2015; Akin, 2021; Izza, 2022). In relation to 
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sharia law, the term halal has two meanings. First, halal refers to the permissibility of using any object 

or substance to fulfill physical needs, including food, drink and medicine. The second concept refers to 

the text-based permissibility of using, eating, drinking, and performing certain actions (Ali, 1988). In 

short, halal relates not only to food or food products but also goes beyond food products to cover all 

aspects of a Muslim's personal life. Hence, halal is motivated by principles, integrity, and trust, and it 

encompasses every part of a Muslim's life (Vanany et al., 2019). 

Halal certification and halal labeling on products are different but interrelated concepts. From 2019 

to 2023, the Ministry of Religious Affairs' Halal Product Guarantee Agency (BPJPH) has implemented 

a mandatory halal certification process in stages, mainly focusing on the food and beverage category 

(Aprilia, & Priantina, 2022). Business actors are required to immediately obtain certification for their 

products. This makes Muslim consumers able to identify and distinguish halal goods from non-halal 

products so as to avoid doubts and losses (Novita, 2022). Meanwhile, halal labeling is intended to 

provide legal stability and consumer protection (Priantina & Sapian, 2023) and increase the 

competitiveness of domestic products which has a positive impact on national income. This is because 

the senses of smell and taste cannot be used to distinguish the halalness of a food product, regardless of 

the method used to identify halal food products and increase awareness of halal (Bashir, 2019; Usman 

et al., 2021). Thus, halal certification and labeling (logo) are very important to pay attention to because 

it is a reference for Muslim consumers in buying halal products (Widyanto & Sitohang, 2022). 

Furthermore, in exploring the purchasing behavior of halal-labeled food in Indonesia, this study 

adopts Social Network Theory as a conceptual framework. The linkages between halal certification, 

halal labeling, and the concept of Social Network Theory highlight the importance of developing 

marketing strategies that prioritize understanding consumer behavior in the context of halal-labeled 

food products in Indonesia. Halal certification and halal labeling form the basis of trust for Muslim 

consumers, make it easier for them to identify halal products, and help avoid doubts in choosing 

products that are in accordance with their beliefs (Hermawan, 2020). However, influences and 

information that affect purchasing decisions can also be found in online social networks, particularly 

on the Twitter platform. In this context, the concept of Social Network Theory can be further extended 

to understand how halal-labeled food purchasing behavior is influenced by the relationships and 

interactions between online consumers on these social networks. In addition, Social Network Theory 

can also be used to investigate relationships between consumers, analyze the characteristics of online 

consumer networks, and identify consumers who have important roles in these networks (Kapoor et al., 

2018). 

To further understand the concept of Social Network Theory, this research refers to the definition 

of social network theory popularized by Granovetter in 1973, which defines the structure of social 

relationships around individuals, groups, or organizations can influence their beliefs and behaviors 

(Cote, 2019). In the context of social networks, actors or nodes can be individuals, groups, 

organizations, countries, journal articles, or web pages, while the relationships between them are 

described as links or edges. These relationships can take various forms, such as cognitive (e.g., 

knowing, seeing as happy), affective (e.g., like, hate), kinship (e.g., mother from, sibling from), and 

other roles (e.g., friend from, student) (Akar & Dalgic, 2018). In this study, online consumers who 

use Twitter become actors in the network, and their relationships are formed when they follow or are 

followed by other online consumers.  

It is important to note that the behavior of today's online consumers can be reflected through their 

digital activities on social media, including Twitter (Appel, 2020). The data generated through these 

online interactions is a valuable source of information for marketers. In the context of Twitter, the 

concept of "weak ties" can be applied, referring to relationships that may not be very close but often 

have the potential to connect individuals with different information and opportunities (Zorzi, 2019). In 

addition, social network analysis can also help in identifying sub-consumer groups or communities that 

share similar interests in halal-labeled food. The concept of "virtual communities" becomes relevant 

here, where individuals with similar interests may form groups or communities on Twitter to share 

information, experiences and opinions on halal products. Marketers can use the knowledge of these 

communities to develop more focused marketing strategies. Finally, in the context of this study, social 

network analysis also helps in detecting influence and opinion. When Twitter users interact and share 

views on halal-labeled food, some users may have greater influence in shaping other users' views and 

purchase intentions. By using social network analysis methods, such as centrality analysis and 
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identifying strong relationships between users. Thus, this study explains how social network analysis 

facilitates a deeper understanding of the relationships between individuals in the context of purchasing 

halal-labeled food in Indonesia, which in turn helps in the development of quantitative instruments. 

 

III. RESEARCH METHOD 

This research employed a mixed-methods approach by combining qualitative and quantitative data. 

As for mixed-methods research itself, there are four general models put forward by several major 

experts (Cresswell, 2005; Cresswell, 2009). Among the four models, this research adopted the 

exploratory sequential mixed-methods research model in which the chosen model is the instrument 

development model (Bandur, 2019) by collecting and analyzing qualitative data to inform the 

instrument (Guest & Fleming, 2015; Manzoor, 2020). Furthermore, in the second phase, a quantitative 

study was conducted on a larger sample to gain further empirical support for the theoretical framework 

developed in phase 1 (Tu, 2018). This is a key advantage of the exploratory design as it allows 

researchers to create instruments to measure new factors on a solid qualitative foundation (Ivankova & 

Creswell, 2009; Tilman et al., 2011).  

Furthermore, the research process was organized as addressed in Figure 1 which describes the 

research process used to conduct the mixed-methods study using the assistance of Drone Emprit 

Academic (DEA) and NVivo in qualitative analysis and SmartPLS 3.29 in quantitative analysis.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Research Process (Fahmi, 2016; Behghadami & Bazarghani, 2021) (modifikasi). 

In step 1, in qualitative analysis, namely by collecting data from Twitter related to the specified 

research topic. Furthermore, sentiment analysis was carried out on the tweets that had been collected in 

determining general perceptions/opinions related to consumer interest in consuming or buying halal 

products which were then classified in sentiment analysis as positive, negative, or neutral using Drone 

Emprit Academic (DEA) from Media Kernels Indonesia. Drone Emprit is a big data analytics platform 

capable of monitoring and analyzing social media, online news, and other sources in near real-time. The 

findings presented consist of trending percentage, retweets, trending mentions graph, most retweeted 

status, and trending conversations (Izza et al., 2023). The data was an indicator that is considered in 

understanding various social phenomena that occur in the current period (Arianto, 2020).   

From collecting tweet data through the Twitter API using keywords, "halal" AND "label" from 

August 19, 2022 - March 15, 2023, and obtained 2,665 conversations on Twitter. As for the main 

consideration, the selection of "halal" and "label" as keywords was based on an analysis of issues that 

consistently appear in relevant contexts. In addition, the keywords and time span chosen include 

conversations related to public buying interest in halal-labeled food, which at that time was rampant in 

the case of food industry franchises in Indonesia including Gacoan, JCO, and Mixue which became 

trending topics on Twitter so it was interesting to study. The selection of these keywords was based on 

the understanding that conversations related to them tend to focus more on the food dimension in 

accordance with the context of this study. Finally, the keywords used covered a holistic discussion of 

halal and labeling, beyond just the aspects of a particular brand, logo, or product type. As for the 

determination of the time span, the observation period was chosen based on the consideration that this 

time period has sufficient duration to track developments and trends that may emerge in discussions 

around halal labels, especially in the context of the food industry in Indonesia on the Twitter platform. 
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This approach is aligned with in-depth longitudinal analysis, which is able to present a comprehensive 

understanding of changes in the context of time (Sotudeh et al., 2022; Liang & Lu, 2023).  

During the research process (in Figure 1), the streaming method was used, where in this case the 

DEA system utilized the Application Program Interface (API) service of the Twitter platform to collect 

conversations in real-time. Twitter developers offer the Twitter Search API, allowing access to a recent 

compilation of the latest tweets posted in the previous 7 days. These tweets were filtered through 

specific queries, focusing on pre-defined keywords as monitoring subjects (Miftahuddin et al., 2023). 

The next command of the API would perform a DEA search to collect the requested tweets, then the 

DEA Big Data architecture framework collected data from Twitter Streaming and Twitter Crawl and 

processed them into an index server based on the SOLR system, as shown in Figure 1.  
Table 1. Respondent Demographics 

Respondent Demographics Number (N) Percentage (%) 

Sex  

Male 157 38,6% 

Female 250 61,4% 

Age 

18-25 Years Old 234 57,5% 

26-30 Years Old 24 5,9% 

31-35 Years Old 56 13,8% 

36-40 Years Old 52 12,8% 

>40 Years Old  41 10,1% 

Education  

Middle School 0 0% 

High School 191 46,9% 

Bachelor  187 45,9% 

Master  28 6,9% 

Doctor  1 0,2% 

Occupation 

College Student 211 51,8% 

Entrepreneur 34 8,4% 

Employe 48 11,8% 

Civil Servant 31 7,6% 

Army/Police 16 3,9% 

Housewives 42 10,3% 

Others 25 6,14% 

Location 

Java 232 57% 

Sumatera 113 28% 

Kalimantan 13 3% 

Sulawesi, Maluku 41 10% 

Bali, West Nusa Tenggara 17 4% 

Papua 1 0,3% 

After obtaining Twitter metadata from Drone Emprit Academic (DEA), the next step was 

thematic analysis, which allowed modifications according to the needs of research contributions with 

detailed and reliable data (Nowell et al., 2017; Braun & Clarke, 2006). Thematic analysis is a method 

that helps in recognizing, examining, and reporting patterns in detailed data and aids in the 

interpretation of different aspects of the research topic (Alhojailan, 2012). In facilitating rigor and 

efficiency for research findings, NVivo software was extensively used during the data analysis process 

(Kaurav et al., 2020). NVivo 12 Plus is a qualitative data analysis software that allows the collection, 

categorization, mapping, analysis, and visualization of qualitative data obtained (Izza & Rusydiana, 

2022). Theme categorization was carried out by coding in the nodes system. Furthermore, the 

visualization results depicted in the form of wordclouds and hierarchy charts are used to understand 

the collected and categorized data better (Izza & Rusydiana, 2023). In summary, the automation of 

the text analysis process in this study will show the results of the research trends in terms of words 

and texts in order to build the quantitative survey instrument shown in phase 2 below. The reliability 

and validity issues of qualitative research results can be addressed by triangulating various data 

sources (Jick, 1979; Shluzas & Leifer, 2014). To ensure the reliability and validity of the data analysis 
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and to strengthen the instrument development of this study, triangulation of various data sources from 

various studies as well as literature studies were incorporated into the qualitative data analysis.  

Then, after building quantitative instruments in phase 1, the second phase continued, namely the 

quantitative data collection stage through the distribution of questionnaires distributed online through 

Google Form. The questionnaire was designed using a 5-point Likert scale, which is used to measure 

respondents' attitudes, opinions, and perceptions about the social phenomenon under study. The data 

collection process was carefully conducted to ensure the validity and reliability of the research results. 

The sampling method used was purposive sampling. Respondents were purposively selected based on 

criteria, namely the religion of Islam (to ensure relevance to research on halal label food purchasing 

behavior) and a minimum age of 18 years (aiming for respondents to have reached a level of maturity 

sufficient to understand the questions and concepts posed in the study). As a result, 407 respondents 

participated in this study. This sample size was chosen to ensure adequate representation of the relevant 

population and can provide significant results. 

 

IV. RESULTS AND DISCUSSION 

Phase 1: Qualitative Analysis 

The initial step in this phase was an important step in understanding consumers' perspectives and 

views on halal food. The mapping process conducted through word frequency analysis using wordcloud 

provides deep insights into what consumers most frequently discuss and consider when choosing halal 

food. Wordcloud is an effective tool to identify patterns and themes that emerge in consumer 

conversations, with visualization of the most dominant words in a larger size. The results of the 

wordcloud analysis revealed a number of keywords that reflect consumers' main concerns with halal 

food. Words such as 'label,' 'logo,' 'ingredient,' 'certification,' and 'critical' reflect important elements of 

concern in consumer decisions. 'Label' and 'logo' refer to the visual identification of halal products, 

while 'ingredients' and 'certification' describe consumers' understanding of the composition and 

certification process of the product. Furthermore, the word 'critical' indicates that consumers have a 

critical view in choosing halal food, and this reflects the importance of in-depth information and trust.  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Wordclouds of Twitter Metadata related to Halal Label using NVivo 12 Plus 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Twitter Metadata Hierarchy Diagram related to Halal Label using NVivo 12 Plus 
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Furthermore, in the visualization of the system, nodes in the form of hierarchy charts helped in 

categorizing the factors that influence consumers' decision in purchasing halal food. These factors 

included 'halal labeling,' which dominated with 62%, indicating that halal labeling has a significant 

influence on consumer decisions. 'Halal awareness' (18%) was also an important factor, highlighting 

how important consumer awareness about halal products is. 'Halal certificate' (7%) reinforced the 

importance of official certification in providing assurance of product halalness. 'Critical value' (7%) 

reflected that consumers are very selective in choosing halal food. 'Raw materials' (6%) underlined the 

importance of consumer understanding of the origin and quality of raw materials in halal products. The 

results of this analysis provide a deeper understanding of the factors that influence consumer decisions 

in choosing halal food, and this can be the basis for building hypotheses which will then be tested in 

the second phase.  

This analysis presented sentiment from twitter data using Drone Emprit Academic, and obtained 

sentiment results dominated by positive sentiment as much as 52% (1,178 conversations), followed by 

44% (1,398 conversations) with negative sentiment. Furthermore, positive sentiment is explained in the 

sentiment trend analysis which is a representation of sentiment from conversations in the form of 

mentions, retweets, and netizen replies related to halal labels that are positive in responding to halal-

labeled products, especially food.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 4. Sentiment Analysis and Topic Trends 

Figure 4 details the sentiment based on topic trends to strengthen the categorization results 

visualized in the form of a hierarchical diagram. This visualization of trends based on sentiment was 

done to explore patterns associated with halal food purchasing decisions. The interesting aspect of this 

trend is manifested in the image that shows the dominance of topic trends with negative sentiments 

towards franchise products that do not yet have a halal label, as happened in the case of Gacoan 

(September 2022), JCO (November 2022), and Mixue (January 2023). Viral discussions related to 

Gacoan on social media that do not yet have a halal label on their products occurred because they have 

not met one of the 11 criteria for halal certification, namely the name of the product which is considered 

strange and has mystical elements (Viva.co.id, 2022). A similar scenario occurred with the JCO 

franchise, which also became a trend of conversation because it did not yet have a halal label. Finally, 

the case of Mixue at the time was also not yet halal certified, and the certification process took a long 

time, mostly because 90% of the raw materials were produced in Mixue's factory in China (CNBC 

Indonesia, 2023). Mixue products continued to be highlighted by netizens on Twitter, reaching a peak 

on January 8, 2023, with @BayuAngora as the most influential main actor, urging people not to 
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consume Mixue until it received halal certification and halal logo. These comments with positive 

sentiments reflect the public's awareness of the value of halal, showing caution by not buying and 

waiting for the halal certification process to be completed. Interestingly, in this finding, the initial 

negative sentiment of Gacoan and Mixue turned positive after both obtained halal certification and 

displayed the halal logo on their products. The results of the sentiment analysis from Twitter, which 

reflect consumers' positive support for halal labels and halal certification, provide a strong indication 

that public perception of halal has a significant role in influencing consumer behavior. These findings 

form the main basis for formulating research hypotheses that can provide in-depth insights into how 

factors such as intention, safety, knowledge, and purchase of halal products are interrelated and have 

the potential to influence consumer behavior in purchasing halal-labeled food products. 

Based on these findings, a more in-depth exploration was carried out regarding the factors that 

encourage netizens to buy products that have been labeled halal, and saw which actors are involved in 

the Social Network analysis in Figure 5. This analysis was then used as variables and instruments that 

then tested quantitatively to support the previous findings. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 5. Social Network Analysis (SNA) 

Social Network Analysis described a set of socially relevant nodes connected by one or more 

relationships. Nodes or network members, are units that are connected by relationships that have 

patterns. The network analysis approach is used to understand phenomena that occur and are interesting 

to examine (Scott, 2012). Figure 5, it is generally divided into 2 main parts that have node lines that 

have a relationship between one cluster and another:  

a) Cluster 1, which focuses on the topic of halal knowledge and safety, features conversations 

that generally discuss knowledge around halal labels. Some of the key actors in this cluster include 

@belajarlagiHQ, @Askrlfess, and @FOODFESS2. In the tweets, it appears that the existence of a 

halal label is key in assessing the halalness of a product. The discussion in it generally discusses 

aspects of knowledge about the halal label and how its existence determines the halalness of a 

product. Tweets from various accounts provide a rich view of the understanding of halal 

certification criteria. For example, @novaputri said that the halal label from MUI does not only 

involve the halalness of raw materials, but also involves the entire production process, production 

equipment, and production environment. Furthermore, @belajarlagiHQ highlighted the positive 

impact of the halal label on consumer confidence in a brand. With a halal label, consumers tend to 

feel safe and comfortable in consuming the product, which in turn increases trust in the brand and 

helps avoid a bad image. This tweet reflects the view that the halal label goes beyond simply 

indicating the halalness of the product, but also plays a key role in building consumer trust in the 

brand. The last tweet, from @meowmeow_meow0, shows that the assessment of halalness is not 

only based on the ingredients used, but also involves other aspects such as the menu name. The 

change in menu name is one of the recognized steps in obtaining the halal label. This confirms that 

the halalness of a product is not only seen from the perspective of ingredients, but also from other 

aspects, including the name aspect that can affect consumers' perception of halalness. Overall, this 

cluster provides a comprehensive picture of discussions related to halal knowledge and safety on 
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the Twitter platform. Tweets from various actors highlight the complexities and aspects involved in 

evaluating the halalness of a product, forming a strong foundation of understanding in this context. 

b) Cluster 2, which relates to purchase intention and repetition of halal-labeled products, highlights 

the role of positive sentiment towards halal-labeled products in influencing purchase intention and 

decision. The main actor in this cluster is @BayuAngora, who consistently shows a preference for 

buying products that are already labeled halal. In his tweet, @BayuAngora said that after finding out 

Mixue did not have a halal label, he chose not to consume it. This finding shows a link between Cluster 

1 and Cluster 2, where an understanding of halal and the safety of halal-labeled products can have a 

positive impact on consumers' intention to buy these products. The tweet from @Eno_Bening also 

reflects the cautious attitude of consumers who are curious about Mixue but choose to wait until there 

is a halal label before buying, indicating that the halal label is a determining factor in making purchasing 

decisions. 

 Holistically, the interaction between these two clusters provides an overview of the mutually 

influencing dynamics between knowledge about halal (cluster 1) and purchase intentions and decisions 

for halal-labeled products (cluster 2) in the context of Twitter conversations. Cluster 1 is an important 

foundation that provides a strong basis for consumers in shaping their understanding of halal, involving 

in-depth understanding of certification, halal ingredients, including the safety of halal-labeled food. In 

this view, knowledge is not only informative but also plays a key role in shaping consumers' perceptions 

and attitudes towards halal-labeled products. The link between cluster 1 and cluster 2 is made clearer 

through the positive sentiment towards the halal label, represented by @BayuAngora. Consumers' 

awareness of the importance of halal labeling in choosing food products reflects the results of the 

knowledge they have, indicating that knowledge and purchasing decisions are interrelated in a logical 

sequence. Therefore, this scientific narrative details the complexity and interdependence between 

knowledge, safety, and consumer sentiment in the context of purchasing halal-labeled products on the 

Twitter platform. 

 Before proceeding to the quantitative phase (phase 2), in order to strengthen and validate the 

qualitative findings this would be the foundation for forming latent variables. The process of 

constructing latent variable indicators from Twitter data involved using computational methods to 

analyze the data and identify patterns. One approach was to use structural equation models to 

investigate the relationship between latent variables and indicators, as in the case of a study on 

subjective well-being indicators in Japan based on Twitter data (Carpi et al., 2022). Another approach 

would be to use machine learning techniques, such as word2vec, to construct explanatory variables 

for each tweet, which can then be used to construct indicators of latent variables (Denes et al., 2022). 

In addition, adopting the literature in building hypotheses strengthened the results of the qualitative 

analysis. Based on in-depth analysis of the qualitative data, developments were made to explore the 

potential influence of Halal-labelled Food Intention, Halal-labelled Food Safety, and Halal-labelled 

Food Knowledge variables, identified through Social Network Analysis (SNA), on purchase intention 

and repetition.  

 The conversation showed that halal labeling and halal certification were the main topics in the 

conversation on Twitter. When consumers have a positive intention towards halal-labelled food, this 

tends to influence the purchase intention of halal products. Aulia et al., (2023) explained that halal food 

intention refers to the correct intention or goal in choosing, producing, and consuming halal food 

according to Islamic teachings. In the context of halal food, intention is an important factor that must 

be considered by food producers, distributors, and consumers while for consumers, halal food intention 

means having the right intentions and good goals in choosing and consuming food. Identification of 

food labels is carried out to ensure that the food to be purchased does have a valid halal label and is 

produced with halal principles (Pambudi, 2022). In another study on the impact of halal labeling on 

halal food purchasing decisions, it was found that there was a significant influence of the halal label 

variable on purchase intention, which in turn influenced purchasing decisions (Millatina et al., 2022). 

Similarly, another study found that the intention to buy halal food affects consumer behavior regarding 

sustainable consumption (Bahrainizad & Abedini, 2023). Other studies have also identified the impact 

of Halal labeling on purchase intention, with perceived value and usefulness of Halal-labeled products, 

culture, and religion playing a role (Jamal & Sharifuddin, 2015). 

H1: Halal-labelled Food Intention has a positive and significant effect on Halal-labelled Food Purchase 

Intention. 
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Positive sentiments and conversations that focus on halal-labelled food safety in social media can 

increase purchase intentions for halal products. Halal food safety refers to the actions and practices 

taken to ensure that halal food remains safe and free from contamination or non-halal substances 

throughout the chain of production, processing, distribution and consumption (Isnaeni, 2020; 

Aswandi, 2021). It combines the principles of halal (permissible according to Islamic law) with 

standard food safety regulations and practices to produce food that is safe and complies with Islamic 

requirements (Andriyani, 2019). In this case, the halal label has a relationship with halal food safety 

because it serves as a real guarantee for consumers that means food products have been produced, 

processed and handled in accordance with Islamic law and meet certain food safety standards to 

ensure food safety through its halal status (Ridhiyah, 2019). The results of research by Rezai et al ., 

(2012) on the assessment of consumer confidence in Halal-labeled food production in Malaysia, 

revealed that factors such as health, hygiene, and respect for animal welfare play a role in influencing 

consumer confidence in the "halalness" of a product. The study by Bashir et al., (2019) highlighted 

the importance of food safety and quality in Halal products, recognizing that halal products act as an 

indicator of food safety and quality assurance. These findings were further strengthened by the 

research of Purwanto et al., (2021) which showed that consumers believe that the halal food products 

they buy are safe for consumption, and this safety factor significantly influences their purchase 

intentions. Similar results were found in Millatina et al.,'s research (2021), which concluded that 

Halal Label has a significant positive influence on purchase intention, reflecting the positive impact 

of halal food safety on consumer purchase intention.  

H2: Halal-labelled Food Safety has a positive and significant effect on Halal-labelled Food Purchase 

Intention. 

Based on the results of the Social Network analysis, it can also be concluded that increasing 

consumers' knowledge (Halal-labelled Food Knowledge) about halal labels and halal certification can 

affect their intention to buy halal products. Better information about halal can increase consumer 

confidence. This is as shown in the marketing literature, knowledge has been proposed as an important 

construct because it influences information search and processing so that consumers tend to make 

decisions after they have obtained and remembered various types of information (Hassan et al., 2014). 

Halal food knowledge refers to the understanding and awareness of the principles, guidelines and 

practices associated with halal food in Islam. This knowledge covers a range of topics, including what 

makes food halal, halal certification criteria, the prohibition of haram (forbidden) ingredients, and the 

correct method of slaughtering animals for halal meat (Ambali & Bakar, 2014). Research by Millatina 

et al., (2022), found that the Halal label has a significant positive effect on purchase intention, which 

indirectly reflects the impact of knowledge and awareness of Halal products on purchase intention. 

According to Bahrainizad & Abedini (2023), it was found that the intention to buy halal food affects 

consumer behavior regarding sustainable consumption, showing the importance of knowledge and 

awareness in the context of intention to buy Halal products. Öztürk's research (2022) highlighted the 

impact of knowledge about Halal products and awareness of Halal products on purchase intentions, 

emphasizing the significance of consumer knowledge and awareness in influencing purchase intentions. 

Similar findings were revealed by Nurhayati & Hendar (2020), who assessed the effect of intrinsic 

religiosity and product knowledge on purchase intentions, and highlighted the crucial role of knowledge 

and awareness in influencing consumer behavior regarding halal products.  

H3: Halal-labelled Food Knowledge has a positive and significant effect on Halal-labelled Food 

Purchase Intention 

If consumers have a strong intention to buy halal-labelled food (Halal-labelled Food Purchase 

Intention), it is likely to have an impact on repurchase actions (Halal-labelled Food Purchase 

Repetition). Halal purchase intention and repurchase refer to consumers' desire to buy halal products 

and the possibility of repurchasing these products in the future (Tanjung, 2021). Halal purchase 

intention is the awareness and intent of consumers to buy products that are halal certified or comply 

with Islamic guidelines. This reflects consumer intention to choose products that are in line with 

Islamic religious beliefs and values. Factors that influence halal purchase intention include religious 

beliefs, trust in halal certification bodies, availability of halal options, and awareness of halal products. 

Meanwhile, Repeat purchases of halal products reflect a situation where consumers repeatedly choose 

products according to halal standards, driven by a significant level of satisfaction according to their 

halal preferences (Padmawidjaja et al., 2021). According to Khan et al., (2021) this repeated action 
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not only reflects product satisfaction, but is also an indicator of a positive customer experience. This 

phenomenon illustrates not only momentary satisfaction, but also a deeper impact, namely the 

emergence of brand loyalty among Muslim consumers (Gauthier, 2016; Ali et al., 2018). In other words, 

the repetition of halal purchases not only creates consumer attachment to the product, but also builds a 

strong foundation for long-term relationships with brands, creating sustainable loyalty among Muslim 

consumers (Dewi et al., 2022). 

H4: Halal-labelled Food Purchase Intention has a positive and significant effect on Halal-labelled Food 

Purchase Repetition. 

Findings from qualitative analysis on social media can support the hypothesis that factors such as 

intention, perceived safety, knowledge, and purchase intention of halal products are interrelated and 

have the potential to influence consumer behavior in purchasing halal-labeled food products which then 

examined the relationship through SEM-PLS analysis which was used to test the relationship between 

variables in a conceptual model that has been built. In this study, SEM-PLS analysis was used to 

understand how factors such as intention, perceived safety, knowledge, and purchase intention of halal 

products relate to each other and how these factors influence consumer behavior in purchasing halal-

labeled food products as follows: 

1. Conceptual Model: The research begins by building a conceptual model that describes the 

relationship between the variables being tested. In this case, the conceptual model includes the variables 

of intention, perceived safety, knowledge, and purchase intention of halal products, as well as the 

relationship between them obtain in sentiment analysis using Drone Emprit Academic. 

2. Confirmatory Factor Analysis (CFA): Before conducting SEM analysis, confirmatory factor 

analysis (CFA) is often conducted to check the validity and reliability of the variables in the model. 

This aims to ensure that the variables measure the intended construct accurately. 

3. PLS SEM Analysis: The PLS SEM technique works by examining the relationships between the 

variables in the conceptual model. This involves testing pre-constructed hypotheses about the extent to 

which these variables influence each other. 

4. Path Modeling: In PLS SEM analysis, path models will be used to describe and test the 

relationships between the variables in the model. This path model will show the direction and 

significance of the relationship between variables. 

5. Model Measurement: During PLS SEM analysis, the model will be measured to see the extent to 

which the model fits the existing data. The model will be evaluated based on criteria such as R-squared. 

6. Interpretation of Results: The results of the PLS SEM analysis will be used to understand the extent 

to which certain factors contribute to consumer behavior in purchasing halal-labeled food products. 

Interpretation of these results can provide insight into factors that need to be considered in the 

development of more effective marketing strategies or policies. 

SEM PLS analysis was used to quantitatively test this study to prove the extent to which factors 

such as intention, perceived safety, knowledge, and purchase intention of halal products, are 

interconnected and have an impact on consumer behavior in purchasing halal-labeled food products. 

This analysis helps in understanding the relative contribution of each factor in influencing consumer 

purchasing behavior. This means that the results of the positive sentiment analysis on the Twitter 

platform have become a foundation that supports the formation of hypotheses. This shows that positive 

perceptions and a deeper understanding of halal products can have a positive influence on the intention 

and behavior of purchasing halal-labeled products, including repeat purchases. Positive sentiment, in 

this context, shows a significant relationship with the intention to purchase a product. 

Several previous scientific studies have investigated the relationship between positive sentiment 

and purchase intention in various contexts. For one, an analysis of emotional interactions and purchase 

intentions in social commerce revealed that levels of familiarity and intimacy have a positive impact on 

purchase intentions (Zupan et al., 2023). Other research exploring consumer purchase intentions in 

traditional cultural contexts, with reference to the theory of planned behavior, found that factors such 

as nationalism and a sense of patriotism contribute positively to consumers' purchase intentions (Wang 

et al., 2021). Research examining the evolution of consumer purchase intent through the analysis of 

online reviews and opinion dynamics highlighted the role of sentiment analysis in understanding the 

opinion value of online reviews and their impact on purchase intent (Zhang, 2022). As such, these 

findings signify that positive sentiment, whether derived from emotional aspects, cultural influences, or 

online reviews, plays an important role in shaping consumers' purchase intentions.  
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Phase 2: Research Model Testing Results of Qualitative Studies and Literature 

Quantitative research model construction was built based on literature review and comparison with 

qualitative research results. Based on the results of qualitative research and supported by existing 

literature, exogenous latent variables were obtained, namely Perceptions of Halal Labeled Food (ξ1), 

Halal Labeled Food Safety (ξ2), Halal Labeled Food Knowledge (ξ3). Meanwhile, the endogenous 

latent variables are Halal Labeled Food Purchase Intention (η1), and Repeat Purchase of Halal Labeled 

Food (η2). Indicators of variables are determined as the following table: 
Table 2. Research Variables and Indicators 

Variable Code Indicator Source 

Halal-labelled Food 

Intention 

HFI1 
Halal labeled food is safer than non-halal 

labeled food Khalek (2014), 

Khalek & Ismail (2015), 

Maichum et al. (2017),  

Bashir et al. (2019) 

HFI2 
Food labeled halal is cleaner than food not 

labeled halal 

HFI3 
Food labeled halal is healthier than food 

not labeled halal 

Halal-labelled Food 

Safety  

HFS1 Halal food is not contaminated Bashir et al. (2019) 

Jamal et al. (2015) 

Mohtar et al. (2014) 

Aziz et al. (2015) 

Maichum et al. (2017) 

HFS2 
Halal labeled food does not contain non-

halal ingredients 

HFS3 
Food labeled halal is clean and not dirty 

Halal-labelled Food 

Knowledge 

HFK1 

I understand related procedures, and raw 

materials in the process of making halal 

food 

Khalek & Ismail (2015) 

Khalek (2014) 

Maichum et al. (2017) 

HFK2 
I understand about halal labeling and 

certification on halal food before buying 

HFK3 

Understand in depth about the input, 

process, and impact of halal food before 

buying 

HFK4 
I prefer to get substantial information 

about halal labeled food before buying 

Halal-labelled Food 

Purchase Intention 

HFPI1 
I have the intention to buy halal labeled 

food 

Khalek & Ismail (2015)  

Khalek (2014) 

Aziz et al. (2015) 

Maichum et al. (2017) 

Siah et al. (2017)  

HFPI2 I usually consume halal food 

HFPI3 
I always tend to buy halal labeled food 

Halal-labelled Food 

Purchase Repetition  

HFPR1 
I will continue to consume halal labeled 

food in the long term / continuously 

Khalek & Ismail (2015)  

Khalek (2014) 

Aziz et al. (2015) 

Maichum et al. (2017) 

Siah et al. (2017) 

HFPR2 

I will invite my relatives/family/nearest 

people to consume halal-labeled food 

The research framework using SEM-PLS for this study is as follows:  

 

Figure 4. Research Framework 

SEM-PLS model analysis was carried out through 2 stages. The first step was model specification 

which consists of Evaluation of Measurement Model (Outer Model) and Evaluation of Structural Model 

(Inner Model). According to Hussein (2015), Evaluation of Measurement Model also known as the 

outer model, is carried out to ensure that the measurements in this study are appropriate and reliable. In 

addition, this evaluation analyzes how each indicator (manifest variable), relates to its latent variable.   
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First, the convergent validity test is considered to meet the category if the outer loading value is 

more than 0.7. However, a value of 0.5 can be considered acceptable as long as there are several other 

factors in the same construct (Chin, 1998; Hair et al 2014; Keil et al 2000; Vinzi et al 2010). Figure 5 

shows the results of the path model output along with loading factor values using SmartPLS 3.29. Based 

on the results of the analysis in table 2, it can be seen that the total number of indicators of all variables 

is 15 indicators. The loading factor value of each indicator> 0.7. 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5. Convergent Validity Test 

Furthermore, testing the reliability of the instrument was evaluated using the Composite Reliability 

(CR) and Cronbach's alpha (CA) values. In the CFA approach, any latent variable with CR and CA 

values >0.70 is considered reliable. Convergence validity was measured using the Average Variance 

Extracted (AVE) value which must be more than 0.50. 
Table 3. Discriminant Test of Composite Validity and Reliability 

Variable Code Loadings Cronbach’s Alpha CR AVE 

Halal-labelled Food 

Intention 

HFI1 0.905  
0.884 0.928  0.811  HFI2 0.902  

HFI3 0.894 

Halal-labelled Food Safety  

HFS1 0.853 

0.834  0.899  0.748  HFS2 0.869 

HFS3 0.872 

Halal-labelled Food 

Knowledge 

HFK1 0.888 

0.895  0.927  0.760  
HFK2 0.898 

HFK3 0.862 

HFK4 0.838 

Halal-labelled Food 

Purchase Intention 

HFPI1 0.957  
0.953  0.969  0.913  HFPI2 0.954  

HFPI3 0.956 

Halal-labelled Food 

Purchase Repetition  

HFPR1 0.977 0.950 

 

0.976 

 

0.952 

 HFPR2 0.975 

In table 3 all indicator items in this study had a loading factor value> 0.70, indicating that all 

indicators involved represent the construct appropriately. The CR and CA values of each latent variable 

in this study were> 0.70. The AVE value of each latent variable in this study was also >0.50. The ratio 

values above indicate that the instruments built from these latent variables and indicators are reliable 

and valid. 
Table 4. Discriminant Test of Composite Validity and Reliability 

 R-square R-square adjusted 

Halal Labelled Food Purchase Intention 0,520 0,516 

Halal Labelled Food Purchase Repetition 0,618 0,617 

The inner model evaluation in this study aimed to show the specifications of the causal relationship 

between latent variables (Ghozali, 2006). There were two parameters to be tested, namely, R-Square 

aimed at knowing the percentage contribution of influence or change in the dependent variable 

(endogenous) to the independent variable (exogenous), as well as predicting the level of proportion or 

goodness of a model (Lin el al., 2020).  
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Table 4 presents the R-Square test results of 0.520 and 0.618. It can be concluded that exogenous 

variables contribute 52% and 61.8% to the influence of endogenous variables. The remaining 

percentage is influenced by other variables that have not been tested. An R-Square value was larger 

than 0.67 indicates a strong influence, a value greater than 0.33 is considered moderate, and a value 

greater than 0.19 but less than 0.33 indicates a weak influence (Chin, 1998).  
Table 5. Discriminant Test of Composite Validity and Reliability 

Model 
Original 

Sample 
T Statistics P Values Decision 

Halal-labelled Food Intention → Halal-labelled 

Food Purchase Intention 
0.274 5.276  0.000 Supported 

Halal-labelled Food Safety → Halal-labelled 

Food Purchase Intention 
0.345 6.109  0.000 Supported 

Halal-labelled Food Knowledge  → Halal-

labelled Food Purchase Intention 
0.209 5.002  0.000 Supported 

Halal-labelled Food Purchase Intention → 

Halal-labelled Food Purchase Repetition 
0.786 17.758 0.000 Supported 

Table 5 is the result of testing the path coefficient. The analysis test was carried out using 

bootstrapping analysis techniques through the path coefficient and p-value. The path coefficient is a 

value that explains the direction of the relationship between variables in answering the research 

hypothesis by testing T-statistics and p-value. Based on the path coefficient criteria, the hypothesis can 

be accepted if T-statistics> 1.96 as an additional indicator of determining significance and p-values 

<0.05 (Vinzi et al., 2010).  

According to Sarstedt et al., (2020) A positive path coefficient observed in the original sample (O) 

indicates a one-way effect of a variable on another variable. When the exogenous variable increases, 

the value of the endogenous variable also increases in response (Vinzi et al., 2010). However, if the 

path coefficient value is negative, it indicates that the effect of a variable on another variable is in the 

opposite direction. If the value of exogenous variables increases, the value of endogenous variables will 

decrease. The results of the relationship test between constructs show that all hypotheses have a positive 

relationship direction and a significant effect.  

The findings of this study are reinforced by research conducted by Ishak et al., (2016) which stated 

that halal perceptions are related to respondents' purchasing decisions. In addition, Bashir et al., (2019) 

concluded that halal functions as more than just a commercial trademark in a global market that covers 

various dimensions, including health and hygiene considerations. From a psychological standpoint, 

halal signifies trust, comfort, and safety. Consequently, consumers experience a feeling of peace when 

consuming halal-labeled food products (Rektiansyah & Ilmiawan Auwalin, 2022). This provides a sense 

of calm for consumers when consuming halal-labeled food products. Elseidi's research (2018) showed 

that perceptions of product safety and health are able to influence attitudes towards the use of halal 

products. Other studies have also found that consumers have high confidence in the safety and hygiene 

of halal-certified food products (Darmawan & Fathurrohman, 2023). As a result, interest in buying halal 

products tends to increase (Ambali & Bakar, 2014). Halal certification provides assurance to consumers 

that the product has gone through a process that complies with halal principles, including aspects of 

safety and hygiene. In practice, Muslim consumers will look for halal labels as an indication that the 

product has met halal standards (Ambali & Bakar, 2014). No less important, the knowledge aspect of 

halal food has a major impact on the purchasing decisions of Muslim consumers (Faradina & 

Muslichah, 2022), including the ability to understand the concept of halal in making choices (Billah, 

Rahman & Hossain, 2020) and have knowledge of the production process, halal certification, and 

allowed ingredients. Muslim consumers carefully read labels and look for reputable halal certification 

authorities to ensure they buy products that are truly halal (Nurhayati & Hendar, 2020). 

Based on the results of qualitative data analysis in stage I, it was revealed that the predominantly 

positive sentiment results indicated that the decision to buy products was based on factors including 

choosing halal-labeled (62%) and halal-certified (7%) products which were validated by halal-labeled 

food knowledge variables with CA 0.895. The halal awareness factor (18%) was validated by the 

halal-labeled food intention variable with CA 0.884. Finally, critical value (7%) and raw materials 

(6%) were validated with the halal-labeled food safety variable with a CA of 0.834. Thus, the results 

show that the qualitative findings in phase I can be generalized through quantitative research. This 

means that the mixed research approach of this study successfully bridged the gap between qualitative 
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and quantitative research and synchronized the advantages of both research methods. Empirical 

findings in both research methods can also be cross-referenced to enhance understanding of the research 

topic. Thus, the mixed research method of this study provides a deeper understanding of the purchase 

intention of halal-labeled food for Muslim consumers in Indonesia.  

Furthermore, the findings of the study highlighting the importance of halal perception, trust, safety, 

and consumer knowledge of halal food products from the sentiment analysis results are highly relevant 

to Social Network Theory. First, Social Network theory refers to the relationships and interactions 

between individuals or entities in the network. In this context, the research findings showing that 

consumers experience feelings of trust, comfort, and safety when consuming halal-labeled food 

products are related to how individuals in online social networks feel and share their views about halal 

products. This creates a relationship of trust and comfort among similar consumers on platforms such 

as Twitter, where they may share information, recommendations, or opinions about halal products.  

Secondly, knowledge about halal food and consumers' ability to understand the concept of halal, 

the production process, halal certification, and allowed ingredients are key factors in Muslim 

consumers' purchasing decisions. In Social Network theory, this reflects how individuals in the network 

exchange information, discuss their views, and provide input on halal food products. Individuals who 

have deeper knowledge about halal may become authorities in the network and help spread their 

knowledge to others. In addition, the finding that consumers look for reputable halal labels and halal 

certifications as an indication of product safety and hygiene is directly related to how individuals within 

the online social network provide recommendations and support to each other in selecting halal products 

that conform to certain standards creating strong relationships among consumers with similar interests 

in the selection of halal food products. Thus, the research findings focusing on consumer perceptions, 

trust, safety, and knowledge regarding halal food products are naturally related to how individuals 

interact in online social networks, share information, and form mutually supportive relationships in the 

context of halal-labeled food products in Indonesia. This knowledge can be used by marketers to 

develop better marketing strategies and understand consumer behavior in social networks. 

Finally, this study also has significant practical implications for the food industry, especially 

franchises in Indonesia, in understanding online consumer behavior and developing successful 

marketing strategies. Franchise companies need to improve their understanding and engagement with 

their consumers or customers on digital platforms, such as Twitter. Especially in the context of halal, 

where issues related to halal can quickly spread as the dominant population in Indonesia is Muslim, and 

halal food is integral in practicing their religious values. Therefore, it is important for franchise 

companies to ensure that their products and services have obtained halal certification as their 

commitment to customers. In addition, businesses in this digital era have learned how to utilize the 

digital environment for marketing and growth (Schneider & Kokshagina, 2021). The ability to interact 

with customers through social platforms such as Twitter is becoming increasingly important 

(Qurniawati, 2018).  Furthermore, Chung et al., (2020) emphasized that actively communicating with 

consumers, listening to feedback, and answering questions or concerns that may arise will help build 

closer relationships with customers and strengthen their brand image in the eyes of consumers. Thus, 

understanding online consumer behavior, especially in the halal context, and effective use of digital 

platforms to communicate with customers can help franchise companies grow and succeed in the food 

industry in Indonesia. 

 

V. CONCLUSION 

This study mainly aimed to investigate the purchase intention of halal-labeled food by applying a 

mixed research method that combines Twitter data and SEM-PLS approaches. This mixed approach 

provides a more comprehensive insight in understanding the factors that influence consumer decisions 

in purchasing halal products. The results show that variables such as intention to purchase halal-labeled 

food, perceived safety of halal products, and knowledge about halal food have a positive and significant 

influence on the purchase intention of halal-labeled food as well as the tendency to purchase halal 

products repeatedly. These findings reflect that consumers are increasingly aware of the quality and 

halalness of products, which in turn motivates them to choose halal-labeled products. 

The practical implications of this research are highly relevant, especially for the food and 

franchising industries in Indonesia. Franchise companies need to understand online consumer 

behavior and develop effective marketing strategies in the digital era, especially in the context of halal. 
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As a country with a majority Muslim population, halal certification and consumer understanding of 

halal products are very important. Therefore, franchise companies need to ensure that their products 

have obtained halal certification to win customer trust. In addition, strengthening the regulation of the 

halal food industry is also necessary to strengthen consumer confidence and facilitate industry growth. 

Academia can also play a role in advancing digital literacy, research, and innovation in the halal 

industry, so that it can make a significant contribution to a dynamic and innovative digital ecosystem 

in the halal value chain. However, this study had limitations, including limited data sources on Twitter 

and the variables used. Therefore, future research can consider using data from other social media 

platforms and expand the variables considered for more comprehensive results. The results of this 

research and recommendations are expected to serve as a guide for stakeholders and authorities in 

supporting the halal food industry in Indonesia, as well as realizing Indonesia as the center of the halal 

economy in the world. 
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