
 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Management Science and Business Decisions is an international journal devoted to advancing the theory and practice 

of management sciences and business decision-making. It encourages deploying new decision-making techniques to 

objectively solve old and new problems currently being faced by managers and organizations in different industries and 

economies. Both positive and negative results are welcomed, provided they have been obtained from scientific methods. 

New and innovative ideas that have the potential to create a debate are particularly welcomed. The journal seeks to foster 

exchange between young and seasoned scholars and between scholars and practitioners with a view to aid decision-makers 

and policy-makers in creating a better world for our future generations.  

 

EDITOR-IN-CHIEF 

Muhammad Nawaz, Ph.D. 

Nanjing University of Aeronautics and Astronautics, China 

Email: 3491158174.@.qq.com 

 

HONORARY EDITOR 

Nolberto Munier, Ph.D.  

Polytechnic University of Valencia, Spain 

 

EDITORIAL ASSISTANT 

Nils Peter Rodgers, 

Editorial Office, China 

Email: msbd.@..thescienceinsight.com  

 

ASSOCIATE EDITORS 

Delcea Camelia, Ph.D. 

Bucharest University of Economic Studies, Romania 

Erdal Aydemir, Ph.D. 

Suleyman Demirel University, Turkey 

Saad A. Javed, Ph.D. 

Nanjing University of Information Science and Technology, China 

 

PUBLISHER 

Iqra Javed, 

Science Insight, Tampa FL, U.S.A. 

Email: manager.@.thescienceinsight.com 

 

ISSN (Print): 2767-6528 

ISSN (Online): 2767-3316 

© 2024 Science Insight 

 

 

 

 

  

For colored images, please consult the electronic version of the 
journal. 

 

For marketing, sales, and advertisement-related queries, please 

write to the publisher. 

 

For collaboration or partnership, write to the Editorial Assistant 
or the publisher 

 

For the proposals for Special Issues, please write to Editorial 
Assistant or Editor-in-chief. 

 

For submitting a manuscript, please click on “Make A 
Submission” on the journal’s website. 

 

For reviewing manuscripts, please register at the journal’s 
website. 

 

For reading past issues, visit the website or write to the 
publisher. 

 

 
All content published in the journal is subject to Creative Commons 

Attribution-NonCommercial 4.0 International. 

 
No responsibility is accepted for the accuracy of information contained 

in the text, tables, illustrations or advertisements. The opinions expressed 

in the articles are not necessarily those of the Editors or the publisher. 

 

For further information, please visit publish.thescienceinsight.com 

 

Cover Image: Cellphone in a hand ©unsplash.com/@frostroomhead 

Cover Designer: Science Insight IT Cell 



 1 © 2023 Science Insight 

 

 

Management Science  
and Business Decisions 

 

 

ISSN (Print) 2767-6528 
ISSN (Online) 2767-3316 

Volume 4 
Issue 2 

2024 

 
Editor-in-chief 
Muhammad Nawaz 

 

 

 

 

 

 

Editorial Advisory Board  3 

Halal Beauty Unveiled: Investigating Repurchase Intentions for South 
Korean Cosmetics among Indonesian Muslim Consumers 

 

5 

Fethin Damayanti, Liyu Adhi Kasari Sulung and Diajeng Fitri Wulan 
  

Investigating the Barriers to Electric Vehicle Adoption among Older Adults 
using Grey Relational Analysis: A Cross-country Survey  

 

18 

Kristina Darbinian, Benjamin Kwapong Osibo, Mbama Michel Christ Septime and 
Hojamyradova Meyrem 

  

 
 

 

   

 
 

 

   

 

 



 2 © 2023 Science Insight 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

This Page Intentionally Left Blank 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 3 © 2023 Science Insight 

 

 

EDITORIAL ADVISORY BOARD 
 

 

 

Ali Murad Syed, University of Bahrain, Bahrain 

Arjab Singh Khuman, De Montfort University, UK 

Bo Zeng, Chongqing Technology and Business University, China 

Dan Cudjoe, Nanjing University of Information Science and Technology, China 

Delcea Camelia, Bucharest University of Economic Studies, Romania 

Ehsan Javanmardi, Nanjing University of Aeronautics and Astronautics, China 

Erdal Aydemir, Suleyman Demirel University, Turkey 

Hafeez Ullah, Shanghai Jiaotong University, China 

Halis Bilgil, Aksaray University, Turkey 

Liangyan Tao, Nanjing University of Aeronautics and Astronautics, China 

Lifeng Wu, Hebei University of Engineering, China 

Mirjana Grdinić-Rakonjac, University of Montenegro, Montenegro 

Moses Olabhele Esangbedo, Xuzhou University of Technology, China 

Muhammad Ikram, Al Akhawayn University, Morocco 

Naiming Xie, Nanjing University of Aeronautics and Astronautics, China  

Pourya Pourhejazy, UiT The Arctic University of Norway, Norway 

Rafal Mierzwiak, Poznań University of Technology, Poland 

Rashidah Mohamad Ibrahim, Universiti Sultan Zainal Abidin, Malaysia 

Syed Mithun Ali, Bangladesh University of Engineering and Technology, Bangladesh 

Talat Islam, Punjab University, Pakistan 



 
 

4 

 
 

Wanli Xie, Nanjing Normal University, China 

Wenjie Dong, Nanjing University of Aeronautics and Astronautics, China 

Xiaopeng Deng, Southeast University, China 

Xin Ma, Southwest University of Science and Technology, China 

Yong Liu, Jiangnan University, China 

Yusuf Sahin, Burdur Mehmet Akif Ersoy University, Turkey 

 

 

 

 

 

 

 

  



 Management Science and Business Decisions 

ISSN 2767-6528 / eISSN 2767-3316 

2024 Volume 4 Issue 2: 5–17 

https://doi.org/10.52812/msbd.95 

 

Creative Commons Attribution-NonCommercial 4.0 International 5 © 2024 Science Insight 

 

 

Halal Beauty Unveiled: Investigating Repurchase 

Intentions for South Korean Cosmetics among 

Indonesian Muslim Consumers 

Fethin Damayanti1 | Liyu Adhi Kasari Sulung1  | Diajeng Fitri Wulan2 ,* 
 

1 Islamic Business Department, Economic and Business Faculty, University of Indonesia, Indonesia 

2 Accounting Sciences Department, Economic and Business Faculty, University of Lampung, Indonesia 

*Corresponding author: diajengfitriw@gmail.coms 

Received 29 July 2024; Revised 24 September, 14 October 2024; Accepted 01 November 2024 

 
 

Abstract: Indonesia holds the distinction of being the most populous nation with a Muslim majority globally. 

Nevertheless, there is a significant demand for halal-certified cosmetic products, particularly those originating 

from South Korea, among individuals who are passionate about cosmetics. Hence, the primary objective of this 

research is to examine the determinants that impact the inclination of Indonesian Muslim customers to 

repurchase cosmetic items lacking halal certification. The foundation of this study framework is rooted in the 

stimulus-organism-response (SOR) model. The present study examined 259 samples, revealing a significant 

association between celebrity endorsement and the enhancement of both attitude and brand image. The 

influence of brand image on the intention to repurchase halal-certified cosmetic items is also beneficial. In 

contrast, consumers' attitude does not influence their desire to repurchase cosmetics, provided that the products 

maintain their halal certification. Religiosity does not possess the capacity to regulate the association between 

attitude and repurchase intention. 

 

Keywords: Celebrity endorsement; attitude; brand image; religiosity; repurchase intention; Islamic marketing   

 

1. Introduction 

The cosmetics market on a global scale had a consistent pattern of expansion spanning from 

2004 to 2022, except for a drop observed in 2020 (Petruzzi, 2023a). The skincare product category 

has witnessed the highest level of growth, accounting for 42% of the overall global market 

expansion. The expansion of the cosmetics sector significantly impacts both corporate entities and 

national economies, such as that of Indonesia. The chemical, pharmaceutical, and traditional 

medicine sectors, encompassing cosmetics, substantially contribute to Indonesia's gross domestic 

product (GDP) of IDR 59.88 trillion, with a growth rate of 6.67% in 2022 compared to the 

preceding year (Petruzzi, 2023b). 

The expansion of the halal cosmetics sector can be observed as a consequence of the overall 

growth experienced by the cosmetics industry. According to Raju and Roshan (2022), the valuation 

of the worldwide halal cosmetics industry in 2020 amounted to 30,685.40 million dollars. It is 

anticipated that this market will grow at 15.2% and attain a value of 144,816.10 million dollars by 
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2031. The halal cosmetic market in Indonesia exhibits a favorable growth trajectory, with 

projections indicating an annual growth rate of 8% through 2025. According to Declan (2023), 

Indonesia ranks as the second largest consumer of halal cosmetics on a global scale. The growth 

of the halal cosmetics industry in Indonesia is primarily driven by the substantial Muslim 

population, which accounts for 86.7% or 237.56 million individuals (AHK Indonesia, 2022; Rizaty, 

2022), the Indonesian government has shown its support for this industry by enacting Law Number 

33 of 2014, which focuses on ensuring the guarantee of halal products. 

Despite the worldwide halal cosmetics market experiencing favorable advancements, the 

proportion of Muslim expenditure on halal cosmetic items remains at a modest 13.9% of the overall 

global sales in the cosmetics industry. According to Statista (2023b), the global expenditure by 

Muslim consumers on halal cosmetic items in 2021 amounted to a substantial sum of 70 billion 

dollars. Statista (2023a) also reported that the worldwide revenue generated from cosmetic sales in 

the same year reached a noteworthy figure of 503.6 billion dollars. This observation suggests that 

there continues to be a demand for conventional cosmetics among Muslim consumers even though 

these products are not certified as halal. In Indonesia, it is worth noting that there is a notable 

demand for non-halal-certified cosmetics, with a particular emphasis on a product originating from 

South Korea. 

The rising popularity of the Korean Wave in Indonesia, particularly among the younger 

generation, has also significantly impacted millennials. Unconsciously, the youth in Indonesia are 

embracing Korean culture, which is propagated through K-Pop and K-sensations, such as beauty 

products (including skincare and health products) (Trisandri et al., 2024). The growing popularity 

of South Korean cosmetic products among Indonesian customers is shown in the consistent 

upward trend in the export levels of these products to Indonesia. Furthermore, it is worth noting 

that there was a substantial rise in the export of cosmetics from South Korea to Indonesia during 

2014-2019, as indicated by Statista (2023c). The brand image of South Korean cosmetic products, 

often linked to the country's entertainment industry, including Korean Drama and Korean Pop, 

featuring aesthetically pleasing artists and singers, is a significant factor contributing to the elevated 

export value and consumer preference for these products. This association fosters a heightened 

demand for K-Beauty demonstrating customers’ desire to resemble their idols (Bailleux & 

Menache, 2021). 

The presence of a significant Muslim consumer base in Indonesia who opt to persist in using 

non-halal certified cosmetic products, particularly those originating from South Korea, poses a 

formidable obstacle for the halal cosmetic industry in Indonesia to effectively compete with 

conventional cosmetics, particularly those lacking halal certification from South Korea. Hence, the 

present study endeavors to comprehend the factors contributing to the purchasing behavior of 

Muslim consumers who continue to acquire cosmetics from South Korea that lack halal 

certification. This investigation examines the impact of celebrity endorsement, brand image, and 

attitude within the framework of the stimulus-organism-response model.  

This research was adapted from the work of Ngah et al. (2023) , whose study provided significant 

insights into the factors influencing consumer behavior towards halal products. The constructs and 

items in Ngah et al.'s research served as a foundational framework for developing the questionnaire 

used in this study, ensuring that the measures were consistent with prior validated research. By 

building upon their work, this research seeks to extend the understanding of consumer preferences, 

particularly in the context of non-halal-certified cosmetics from South Korea among Muslim 

consumers in Indonesia. This connection allows for a more robust comparison of findings and 

contributes to the existing literature on halal consumer behavior. The remainder of this paper is 

structured with method section, which outlines the research methodology, including data collection 

and analysis techniques. Result section presents the results of the study, followed by a discussion 

of the findings in discussion section. Finally, the last section which is conclusion provides the 

conclusion, implications, and suggestions for future research. 
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2. Methodology 

2.1 Data source 

Data acquisition in this study was carried out by distributing questionnaires online using the 

Google form. The sampling method in this study used a non-probability sampling method with 

purposive sampling. This means that findings from sample studies cannot be conclusively 

generalized to the population (Sekaran & Bougie, 2016). Respondent criteria in this study were 

Muslim, had a formal or informal Islamic education background, were 18-34 years old, used 

cosmetic products from South Korea, and knew about halal cosmetic products. This study used a 

Likert scale of 1-5 (1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree) 

with 28 core questions.  

2.2 Research method 

This research model refers to the previous research model conducted by Ngah et al. (2023) 

entitled "I love my cosmetics: educated young Muslims' behavior of non-halal certified cosmetics" 

who conducted a similar study. In research conducted by authors of cosmetic brands not yet halal 

certified, they focused on cosmetic brands from South Korea and the research was conducted in 

Indonesia. The research framework used in this study is shown in Figure 1. The analytical method 

used in this study was carried out in several stages: 

1. Perform a wording test. 

2. Perform a pre-test. The pre-test was conducted on 33 respondents to answer questionnaire 

questions. 

3. The data is processed using SmartPLS 4 to test the validity and reliability of the data 

obtained. 

4. Perform the main test. 

The main test analysis was carried out using partial least squares SEM (PLS-SEM) because this 

study aimed to predict the target construct or identify the factors that make up the construct (Hair 

et al., 2017).  The research model in this study involves the analysis of higher-order constructs, 

which have two layers or construct layers, commonly called the hierarchical component model 

(HCM). HCM is necessary to reduce the number of relationships in the structural model to make 

the model easier to understand. In this study, the celebrity endorsement variable is a higher-order 

 

Figure 1. The research framework 



Management Science and Business Decisions: Vol. 4, No. 2 Damayanti et al. (2024)  

8 

 

construct variable with attractiveness, familiarity, and trustworthiness variables as a lower-order 

construct with the reflective-formative HCM type (Hair et al., 2017). The relationship between the 

lower-order and higher-order constructs is a formative relationship, while all lower-order construct 

variables are measured using reflective indicators. 

2.3 Questionnaire 

In this research, the questionnaire employed was adapted from the work of Ngah et al. (2023), 

as seen in Appendix 1. The items in the questionnaire were designed based on the constructs used 

in their study, ensuring that the questions are relevant and align with the research objectives. This 

adaptation allowed for a comprehensive analysis of the factors influencing consumer behavior, 

particularly in the context of halal and non-halal cosmetics, while maintaining consistency with 

established methodologies. 

2.4 Research hypothesis 

In this research, the hypothesis and the literature that supports our argument are presented in 

Table 1. These hypotheses were developed based on prior literature, ensuring a strong theoretical 

and empirical foundation. For example, H1: Celebrity endorsement has a positive effect on the 

attitude of Muslim consumers is supported by studies such as Albert et al. (2017), who emphasize 

that celebrity endorsements shape consumer attitudes through aspirational appeal and 

trustworthiness. Branchik and Chowdhury (2017) highlight the significance of cultural alignment 

in endorsements, particularly among religiously conscious consumers. McCormick (2016) 

underscores the role of celebrities in fostering favorable consumer attitudes, while Ngah et al. 

(2023) extended this understanding to Muslim consumers, noting that culturally sensitive 

endorsements resonate more deeply with this demographic. H2: Celebrity endorsement has a 

positive effect on the brand image of cosmetic products that are not halal certified is similarly 

supported by research. Chan et al. (2013) argue that celebrity endorsements enhance brand image 

by associating products with positive qualities. Rai et al. (2021) and Kim et al. (2017) further establish 

that endorsers can help brands overcome image-related barriers, even for sensitive products like 

non-halal-certified cosmetics. H3: Brand image has a positive effect on the attitude of Muslim 

consumers draws from studies like Handriana et al. (2020) and Ngah et al. (2023), which 

demonstrate that a strong brand image reinforces positive consumer attitudes. H4: Brand image 

has a positive effect on repurchase intention for cosmetic products that are not halal certified is 

backed by Yu et al. (2018), Ali et al. (2021), and Ngah et al. (2023), who highlight the pivotal role of 

brand image in influencing repeat purchase behavior, even in culturally sensitive markets. H5: 

Attitude has a positive influence on repurchase intention for cosmetic products that are not halal 

certified is supported by Ngah et al. (2023) and Abd Rahman et al. (2015), who argue that a positive 

consumer attitude is a strong predictor of repurchase intention. H6: Attitude mediates the 

relationship between celebrity endorsement and repurchase intention of cosmetic products that are 

not halal certified is grounded in the work of Zhu et al. (2020) and Yu et al. (2021), which detail the 

mediating effects of consumer attitudes in complex purchasing decisions. 

The remaining hypotheses further build on the interplay of these variables. H7: Brand image 

mediates the relationship between celebrity endorsement and repurchase intention of cosmetic 

products that are not halal certified and H8: Attitude and brand image sequentially mediate the 

relationship between celebrity endorsement and repurchase intention of cosmetic products that are 

not halal certified explore how these mediating factors influence consumer behavior. Finally, H9: 

The relationship between attitude and repurchase intention for cosmetic products that are not halal 

certified will weaken when religiosity is high is supported by Khraim (2010), Shahid et al. (2018), 

and Ngah et al. (2022), who highlighted that religiosity moderates consumer decision-making, 

particularly for products that are not perceived as fully aligned with religious values. These 

hypotheses collectively provide a comprehensive framework for understanding the effects of 

celebrity endorsements, brand image, and consumer attitudes on repurchase intentions. 
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Table 1. The research hypotheses 

Hypothesis Literature 

H1: Celebrity endorsement has a positive effect on the attitude of Muslim 

consumers 

Albert et al. (2017); Branchik and 

Chowdhury (2017); McCormick 

(2016); Ngah et al. (2023) 

H2: Celebrity endorsement has a positive effect on the brand image of 

cosmetic products that are not halal certified 

Chan et al. (2013); Kim et al. (2017); 

Rai et al. (2021) 

H3: Brand Image has a positive effect on the attitude of Muslim consumers 
Handriana et al. (2021); Ngah et al. 

(2023)  

H4: Brand Image has a positive effect on repurchase intention on cosmetic 

products that are not halal certified 
Ali et al. (2021); Ngah et al. (2023); Yu 
et al. (2018)  

H5: Attitude has a positive influence on repurchase intention for cosmetic 

products that are not yet halal-certified. 
Abd Rahman et al. (2015); Ngah et al. 
(2023)  

H6: Attitude mediates the relationship between celebrity endorsement and 

repurchase intention of cosmetic products that are not halal certified 

Yu et al. (2021); Zhu et al. (2020) 

 

H7: Brand Image mediates the relationship between celebrity endorsement 

and repurchase intention of cosmetic products that are not halal certified 

H8: Attitude and brand image sequentially mediate the relationship between 

celebrity endorsement and repurchase intention of cosmetic products that 

are not halal certified 

H9: The relationship between attitude and repurchase intention for cosmetic 

products that are not halal certified will weaken when religiosity is high. 
Khraim (2010); Ngah et al. (2023); 
Shahid et al. (2018)  

3. Results 

3.1 Analysis of low order construct measurement models 

In processing data in this study, researchers used a two-stage approach, namely the first stage of 

processing data on low order construct variables, namely attractiveness, familiarity, and 

trustworthiness variables. In the measurement model analysis three tests were carried out, validity 

test, reliability test, and discriminant validity test, as shown in Table 2. SmartPLS software was used 

to produce the results reported in Tables 2 – 10. 

The reliability test in this study measured Cronbach's alpha and composite reliability values to 

see internal consistency; the acceptable Cronbach's alpha and composite reliability values were ≥ 

0.60 to ≤ 0.90. The validity test is measured by looking at the average variance extracted (AVE) 

value and the outer loading value. The AVE value must be ≥ 0.50 so that the research results can 

be said to be valid. While the value of the outer loading is ≥ 0.70, the indicator is said to be valid 

and can be maintained. In contrast, if the outer loading value is 0.4 – 0.7, the indicator must 

consider eliminating the indicator. The indicator is eliminated; if the indicator is removed, it will 

increase the value of AVE and composite reliability, and if the outer loading value is <0.40, then 

the indicator can be eliminated. Based on Table 2, after eliminating the CE5, Reli3, and Reli5 

indicators, Cronbach's alpha, composite reliability, AVE, and outer loading values were by the 

validity and reliability test criteria. 

Discriminant validity test to measure the extent to which a variable is truly different from other 

variables by empirical standards (Hair et al., 2017). In this study, the discriminant validity test was 

measured using the Fornell-Larcker test to determine the correlation between each variable and 

other variable, as shown in Table 3. In the Fornell-Larcker test, each variable must have a greater 

value to the variable itself compared to other variables. Based on Table 2 it can be seen that each 

variable has the greatest value to the variable itself compared to other variables. 

3.2 Analysis of the high order construct measurement model 

In this study, the celebrity endorsement variable is a higher order construct variable with a 

formative relationship to its sub- dimensions, namely attractiveness, familiarity, and 

trustworthiness. Then an analysis of the measurement model is carried out by following the rules 

of the formative measurement model. 
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Table 2. Main Test Reliability and Validity Test 

Variable Indicator 

Reliability Convergent Validity 

Cronbach's Alpha 
(≥0.6) 

Composite Reliability 
(≥0.6) 

AVE  
(≥0.5) 

Outer Loading 
(>0.7) 

Celebrity 
Endorsement 

CE1     

Attractiveness 

CE2 

0.793 0.804 0.707 

0.865 

CE3 0.865 

CE4 0.791 

Familiarity 

CE5 

0.875 0.878 0.800 

*** 

CE6 0.868 

CE7 0.913 

CE8 0.901 

Trustworthiness 

CE9 

0.903 0.904 0.776 

0.833 

CE10 0.907 

CE11 0.890 

CE12 0.891 

Attitude 

ATT1 

0.858 0.859 0.701 

0.841 

ATT2 0.843 

ATT3 0.824 

ATT4 0.841 

Brand Image 

BI1 

0.858 0.860 0.703 

0.795 

BI2 0.867 

BI3 0.869 

BI4 0.819 

Repurchase Intention 

RI1 

0.897 0.902 0.829 

0.916 

RI2 0.900 

RI3 0.916 

Religiosity 

RE1 

0.640 0.756 0.563 

0.882 

RE2 0.729 

RE3 *** 

RE4 0.617 

RE5 *** 

Note: *** Indicator removed because it is not valid 

Table 3. Fornell-Larcker Discriminant Validity Test 

 1 2 3 4 5 6 7 

Attitude (1) 0.837       

Attractiveness (2) 0.558 0.841      

Brand Image (3) 0.403 0.329 0.838     

Familiarity (4) 0.439 0.709 0.253 0.894    

Repurchase Intention (5) 0.086 0.107 0.476 0.122 0.911   

Religiosity (6) 0.341 0.216 0.154 0.151 -0.083 0.599  

Trustworthiness (7) 0.467 0.652 0.288 0.668 0.179 0.127 0.881 

 

In testing the formative measurement model, the first stage is to look at convergent validity to 

assess whether the variables used are by the model and see the correlation of construct 

measurements where the path coefficient value is ≥ 0.70 (Hair et al., 2017). Table 4 shows that the 

celebrity endorsement variable has fulfilled the convergent validity criteria because it has a path 

coefficient value of 0.758. Then, a collinearity test was carried out by looking at the VIF value, with 

the criteria for the VIF value having to be ≤0.50 (Hair et al., 2017). The three variables met the 

criteria where the VIF value of attractiveness was 2.275, familiarity was 2.360, and trustworthiness 

was 2.040. Lastly, test the significance and relevance of the outer weight to see the contribution of 

formative indicators to the construct, so this test is necessary to provide a decision regarding the 

use of formative indicators in further analysis. If the p-value is less than 0.50, the indicator is said 

to be significant and can be calculated. However, if the p-value is more than 0.50, the researcher 

must look at the value of the outer loading indicator. The indicator can be maintained if the outer 
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loading value is more than 0.50 (Hair et al., 2017). Based on above, it can be seen that all indicators 

have a p-value and an outer loading of 0.00, so it can be said that all indicators have met the 

formative measurement test standards. 

Collinearity test was conducted to see whether there is a correlation between variables that can 

cause multicollinearity problems, as shown in Table 5. The collinearity test is carried out by looking 

at the Variance Inflation Factor (VIF) value, if the VIF value <5 then multicollinearity does not 

occur (Hair et al., 2017). It can be seen from Table 4 that each variable has a VIF value <5 so it can 

be concluded that the model does not have multicollinearity and meets the collinearity test criteria. 

The coefficient determination test was carried out to measure the predictive power of the model 

and the coefficient is measured as the squared correlation between the endogenous variables and 

the predicted value, where the higher the R² value, the more accurate the construct prediction (Hair 

et al., 2017). Based on Table 6, the attitude variable has an R² value of 0.355, which means that the 

attitude variable can be explained by the celebrity endorsement and brand attitude variables of 

35.5%. The brand image variable can be explained by the celebrity endorsement variable of 10.1%. 

The celebrity endorsement variable can be explained by the attractiveness, familiarity, and 

trustworthiness variables of 99.5%. And the repurchase intention variable can be explained by the 

attitude and repurchase intention variables of 26.4%. 

The effect size test was carried out to see changes in the R² value when certain exogenous 

constructs were removed from the model and could be used to evaluate whether the removed 

construct had a substantive impact on the endogenous construct. The criterion for assessing the 

effect size is if the effect size values are 0.02, 0.15, and 0.35, respectively, representing small, 

medium, and large effects (Hair et al., 2017). Based on Table 7, it can be seen that the attitude 

variable has a very small effect on repurchase intention because it has a value of 0.005, the brand 

image variable on attitude has a small effect size effect because it has a value of 0.091, brand image 

on repurchase intention has a moderate effect with a moderate effect size value, namely of 0.326, 

celebrity endorsement on attitude has a small effect size of 0.299, celebrity endorsement on brand 

image has a small effect on r square with a value of 0.113, and moderation on religiosity and attitude 

has a very small effect. 

Table 4. Formative Measurement Model Test 

Variable  Indicator  Convergent Validity (≥0.70) VIF (≤5) P value (≤0.05) 

Celebrity Endorsement 

Attractiveness 

0.758 

2.275 0.000 

Familiarity 2.360 0.000 

Trustworthiness 2.040 0.000 

Table 5. Collinearity test results 
 

Attitude Brand Image Celebrity Endorsement Repurchase Intention 

Attractiveness 
  

2.275 
 

Familiarity 
  

2.360 
 

Trustworthiness 
  

2.040 
 

Brand Image 1.113 
  

1.200 

Celebrity Endorsement 1.113 1.000 
  

Attitude 
   

1.331 

Repurchase Intention 
    

Religiosity 
   

1.336 

Religiosity × Attitude 
   

1.273 

Table 6. R² Test Results 

 R-square 

Attitude 0.355 

Brand Image 0.101 

Celebrity Endorsement 0.995 

Repurchase Intention 0.264 
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Stone-Geisser Test to measure the predictive power of the out-of-sample model. In a structural 

model, a Q² value greater than zero indicates the predictive relevance of the path model for certain 

dependent constructs (Hair et al., 2017). Based on Table 8, all variables have a value greater than 

zero, so it can be said that this model is sufficiently predictive of relevance. 

The path coefficient significance test was carried out to see the magnitude of the influence and 

the relationship between exogenous and endogenous variables. The path coefficient value has a 

standard between -1 and +1. If the path coefficient value is close to +1, then the relationship 

between variables is said to be strong and positive, and vice versa. If the path coefficient value is 

close to -1, then the variable relationship is said to be strong and negative (Hair et al., 2017). The 

variable relationship is significant if it has a p-value > 0.05 and a t-value of more than 1.645. 

Based on Table 9, the relationship between attractiveness and repurchase intention, brand image 

and attitude, brand image and repurchase intention, celebrity endorsement and attitude, celebrity 

endorsement, and brand image, familiarity with celebrity endorsement, and trustworthiness with 

celebrity endorsement has a significant positive relationship because of the p-value. -value <0.05, 

t-value is more than 1.645 and has a positive path coefficient value. 

However, two relationships are insignificant: the attitude variable relationship to repurchase 

intention and the moderating variable religious x attitude to repurchase intention. The relationship 

between these two variables is insignificant because they have a t-value <1.645 and a p-value> 0.05, 

namely a t-value of 1.169 and 0.552 and a p-value of 0.242 and 0.581, respectively. 

Based on Table 10, the brand image variable mediates between the celebrity endorsement 

variable and repurchase intention with the full mediation type because it only has an indirect one 

with a t-value of more than 1.645 so it is declared significant. Meanwhile, when the brand image 

variable mediates celebrity endorsement and attitude variables, it has a partial mediation type, 

because both direct and indirect effects are significant, with a t-value greater than 1.645. Meanwhile, 

the attitude variable does not have a mediating effect, so attitude does not act as a mediator. 

 
Table 7. Effect Size Test Results 

 Effect Size Conclusion  

Attitude → Repurchase Intention 0.005 Very low influence  

Brand Image → Attitude 0.091 Low Influence 

Brand Image → Repurchase Intention 0.326 Moderate Influence 

Celebrity Endorsement → Attitude 0.299 Moderate Influence 

Celebrity Endorsement → Brand Image 0.113 Little low 

Religiosity × Attitude → Repurchase Intention 0.009 Very low influence 

 
Table 8. Q² test result 

 Q² 

Attitude 0.237 

Brand Image 0.063 

Celebrity Endorsement 0.586 

Repurchase Intention 0.184 

 
Table 9. Significance Test Results for Path Coefficient 

 Path Coefficient T-Value P-Value Conclusion  

Attitude → Repurchase Intention -0.072 1.169 0.242 Not significant 

Attractiveness → Celebrity Endorsement 0.347 20.224 0.000 Positive significant 

Brand Image → Attitude 0.255 3.538 0.000 Positive significant 

Brand Image → Repurchase Intention 0.536 11.248 0.000 Positive significant 

Celebrity Endorsement → Attitude 0.463 6.092 0.000 Positive significant 

Celebrity Endorsement → Brand Image 0.318 3.666 0.000 Positive significant 

Familiarity → Celebrity Endorsement 0.350 24.083 0.000 Positive significant 

Trustworthiness → Celebrity Endorsement 0.430 22.223 0.000 Positive significant 

Religiosity × Attitude → Repurchase Intention 0.044 0.552 0.581 Not significant 
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Table 10. Mediation Test Results 

 Indirect effect Significance Direct effect Significance Conclusion  

Celebrity Endorsement → Brand Image → 

Attitude → Repurchase Intention 
0.978 

Not 
significant 

Null - 
No 

mediation 

Celebrity Endorsement → Attitude → 
Repurchase Intention 

1.162 
Not 

significant 
Null - 

No 
mediation 

Celebrity Endorsement → Brand Image → 
Repurchase Intention 

3.659 significant Null - 
Full 

mediation 

Brand Image → Attitude → Repurchase 
Intention 

1.066 
Not 

significant 
0.000 significant 

No 
mediation 

Celebrity Endorsement → Brand Image → 
Attitude 

2.530 
Not 

significant 
0.000 significant 

Partial 
mediation 

4. Discussion 

This research was conducted to discuss and analyze the factors that can influence the intention 

to repurchase non-halal cosmetics among Muslim consumers in Indonesia. In this study, the 

celebrity endorsement variable significantly positively affects attitude and brand image variables. 

This can be explained using social influence theory, where celebrity endorsements influence 

consumer attitudes through identification and internalization. When consumers buy advertised 

products to be like these celebrities, it will positively influence ideas or ideas for these products. 

Then, when a brand does a celebrity endorsement, the celebrity who becomes the brand 

ambassador will transfer their image to the brand used. 

The brand image variable also significantly positively affects attitude and repurchase intention. 

A good brand image from consumers will create trust and promote a positive attitude. In addition, 

a positive brand image is also a sign that consumers have a good perception of the brand. When 

consumers have a good perception, it increases consumer intention to repurchase cosmetic 

products that are not yet halal certified. A good brand image will give consumers a positive attitude 

towards the product; a good brand image will also affect the increase in repurchase intention of 

cosmetic products that have not been halal certified. In addition, the brand image variable can also 

mediate the relationship between celebrity endorsement and repurchase intention with full 

mediation. 

However, the attitude and religiosity variables as moderators do not significantly affect the 

repurchase intention variable. The significance of the attitude variable to the repurchase intention 

variable shows that even though the respondent has a good idea or opinion about cosmetics that 

are not yet halal certified, this attitude has not made the respondent want to repurchase the 

cosmetic product. One of the reasons is that Indonesian consumers prefer local brands to global 

brands, including brands from South Korea (Suryati, 2021). Meanwhile, the religiosity variable 

cannot moderate the relationship between attitude and repurchase intention because consumers 

do not fulfill all dimensions of religiosity, especially the consequence dimension (El-Menouar, 

2014). In addition, the attitude variable also cannot moderate the relationship between celebrity 

endorsement and repurchase intention because attitude does not affect repurchase intention. 

The findings of this research have important policy implications for both regulatory bodies and 

businesses in the cosmetics industry, particularly concerning the enforcement of halal certification 

regulations in Indonesia. First, the Indonesian government needs to strengthen its monitoring and 

enforcement mechanisms to ensure compliance with the October 17, 2026, mandate for halal 

certification. This could include imposing stricter regulations on offline stores, preventing them 

from selling uncertified products, and requiring businesses to obtain halal certification from BPJPH 

(Badan Penyelenggara Jaminan Produk Halal) as a condition for shop permits. Additionally, 

regulators should consider developing more comprehensive global halal standards for cosmetic 

products to align Indonesia with international markets, thus promoting consumer protection and 

trust. For businesses, these findings suggest that integrating strategies like celebrity endorsement 

and building a strong brand image could drive repurchase intentions, especially if they ensure that 

brand ambassadors align with consumer values, including religiosity and professionalism. 
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This study faces several limitations that need to be addressed in future research. First, the study 

focuses solely on South Korean cosmetics, which may limit the generalizability of the findings to 

other global or local cosmetic brands. Second, the study was conducted among Muslim consumers 

in Indonesia, so the results may not fully represent Muslim consumers in other countries with 

different cultural, economic, or religious dynamics. Additionally, the research did not account for 

other variables, such as personal preferences or price sensitivity, which could influence repurchase 

intention. Lastly, the research did not explore the effect of dynamic shifts in religiosity over time, 

which might affect consumer behavior differently under varying social or economic contexts. 

Future studies could benefit from incorporating a broader scope of product categories, consumer 

characteristics, and longitudinal analyses to provide a more comprehensive understanding of the 

factors influencing repurchase intentions for non-halal cosmetics.  

5. Conclusion 

This study complements prior research by focusing on South Korean cosmetics as the object of 

study, particularly due to the prevalent presence of uncertified products in Indonesia's market. 

Despite the popularity and availability of these products, they lack halal certification. This research 

examines the utilization of uncertified South Korean cosmetics by Indonesian Muslim consumers. 

While prior studies linked attitude to repurchase intentions, this study found no such association. 

This suggests differing consumption patterns between Indonesia and Malaysia. Even with a 

positive attitude towards a product, it doesn't consistently translate to repurchase intention for 

uncertified cosmetics. Recommendations emerge for cosmetic businesses, especially those offering 

halal products. Utilizing reputable brand ambassadors who are not only physically appealing but 

also possess professional skills and public trust can be effective. Additionally, enhancing brand 

image can stimulate repurchase intentions, with supply and purchase accessibility being crucial 

factors. Businesses should leverage various distribution channels, both online and offline, to 

facilitate easy product access for consumers. The research highlights the prevalence of uncertified 

South Korean cosmetics in Indonesia, necessitating corrective action from the Indonesian 

government regarding global halal regulations for cosmetic products. While halal certification 

fulfillment is mandated by October 17, 2026, the Indonesian government should restrict offline 

stores from selling uncertified products and require BPJPH-approved halal certification for shop 

permits. This would align with the relevant legislation. 

Originality statement 

The authors declare that the work reported in the current study is original, and no content 

(concept, text, tables, illustrations, data, etc.) supposed/assumed to be 

produced/generated/estimated/written/collected by the authors is partially or completely 

generated through Artificial Intelligence (AI) or any AI-based software. 

 

Appendix 1. Research Questionnaire   
 

The questionnaire in this study consists of three sections: screening questions, core questions, 
and respondent profiles. It begins with an introduction that provides the author's identity, the 
research title, objectives, and instructions for completing the questionnaire, including incentives 
for respondents. The introduction also includes a consent statement affirming the respondents' 
willingness to participate and provide honest data. Screening questions ensure that respondents 
meet the specified criteria by asking about their Islamic status, Islamic education, age, use of South 
Korean cosmetic products, and awareness of halal cosmetic products. The respondent profile 
section includes demographic questions such as gender, age, residence, highest education, the 
number of South Korean cosmetic products used, monthly income, monthly expenditure, and 
information about the brands and types of cosmetic products used. 
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Table A. The variables, description and indicators (Ngah et al., 2023). 

Variable Description Operational Indicators 

Celebrity 
Endorsement 

Celebrity Endorsement is the promotion of products using 
celebrities to help enhance or alter individuals' perceptions 
of the brand, resulting from some form of social 
identification (Albert et al., 2017). 

CE1 
Overall, I like the celebrity figures who 
are brand ambassadors for the products 
I use 

Attractiveness 
Perceived physical appeal and charm of the celebrity 
endorsing a product (Ngah et al., 2023). 

CE2 
I think the brand ambassadors for the 
products I use are attractive 

CE3 
I think the brand ambassadors for the 
products I use are classy 

CE4 
I think the brand ambassadors for the 
products I use are beautiful or good-
looking 

CE5 
I think the brand ambassadors for the 
products I use are sexy or physically 
attractive 

Familiarity 
The extent to which consumers are familiar with and can 
identify the celebrity promoting a product (Ngah et al., 
2023). 

CE6 
I am familiar with the brand 
ambassadors for the products I use 

CE7 
I know the brand ambassadors for the 
products I use 

CE8 
I have heard of the brand ambassadors 
for the products I use 

Trustworthiness 
Perceived reliability and integrity of the celebrity endorsing 
a product (Ngah et al., 2023). 

CE9 
The brand ambassadors for the 
products I use are reliable 

CE10 
The brand ambassadors for the 
products I use are honest 

CE11 
The brand ambassadors for the 
products I use are sincere 

CE12 
The brand ambassadors for the 
products I use are trustworthy 

Attitude 
Attitude is a cognitive disposition that can influence an 
individual's response to an object related to it (Yu et al., 
2018). 

AT1 
Using the cosmetic products, I use now 
is a good idea 

AT2 
Using the cosmetic products, I use now 
is a wise choice 

AT3 
I like the idea of using the products I use 
now 

AT4 
Using the cosmetic products, I use now 
is fun 

Brand Image 
Brand image or brand perception is a set of brand 
associations recorded in consumers' memory, which 
generates perceptions about the brand (Chinomona, 2016). 

BI1 

The non-halal-certified cosmetic 
products I use now have different 
product characteristics than their 
competitors 

BI2 
The non-halal-certified cosmetic 
products I use suit me 

BI3 
The non-halal-certified cosmetic 
products that I use is one of the best 
brands in its category 

BI4 

The non-halal certified cosmetic 
products that I use have sales stock that 
is able to meet consumer demand in the 
market 

Repurchase 
Intention 

Repurchase intention refers to a consumer's decision to 
purchase a product from the same brand as in a previous 
purchase (Shahid et al., 2022). 

RI1 
I intend to continue to buy non-halal 
certified cosmetics in the future 

RI2 
I will always try to buy non-halal 
certified products in my daily life 

RI3 
I plan to continue to use non-halal 
certified cosmetics often 

Religiosity 
Religiosity is a person's belief in divinity and commitment 
to following the principles established by the Almighty 
(Widyanto & Sitohang, 2021). 

RE1 
I happily and willingly pay my zakat on 
time 

RE2 
I enjoy spending time with other people 
who are related to my religion 

RE3 I often attend religious lectures 

RE4 
I often read about religion both online 
and offline 

RE5 I often watch religious programs 
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