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ABSTRAK 

INAYAH SHOFA. Faktor-Faktor yang Memengaruhi Minat Beli Kosmetik 
Berlabel Halal pada Generasi Y dan Z di Kota Makassar. Dibimbing oleh 
FEBRIANTINA DEWI dan SUHENDI. 
 

Kota Makassar dengan pertumbuhan ekonomi tinggi dengan mayoritas 
Muslim serta didominasi Generasi Y dan Z, menunjukkan potensi besar bagi 
industri kosmetik halal. Banyak penelitian telah mengkaji minat beli kosmetik halal 
menggunakan Theory of Planned Behavior (TPB), namun hasilnya tidak konsisten. 
Penelitian ini bertujuan mengidentifikasi karakteristik konsumen terhadap 
kosmetik berlabel halal, menganalisis faktor-faktor yang memengaruhi minat beli, 
dan memberikan rekomendasi. Menggunakan TPB dan brand image, penelitian 
melibatkan 137 perempuan Muslim dari Generasi Y dan Z di Makassar yang dipilih 
dengan purposive sampling. Data dikumpulkan dengan kuesioner dan dianalisis 
dengan analisis deskriptif dan Structural Equation Model-Partial Least Square 
(SEM-PLS). Hasil menunjukkan norma subjektif dan persepsi kontrol perilaku 
berpengaruh positif signifikan terhadap minat beli, sementara sikap dan brand 
image kurang memengaruhi. Penelitian ini merekomendasikan produsen kosmetik 
halal fokus pada strategi pemasaran yang memperkuat norma subjektif dan kontrol 
perilaku. 

 
Kata kunci: brand image, kosmetik halal, minat beli, SEM-PLS, theory of planned 

behavior. 
 

ABSTRACT 

INAYAH SHOFA. Factors Influencing Purchase Intention of Halal Labeled 
Cosmetics for Generation Z and Y in Makassar City. Supervised by 
FEBRIANTINA DEWI and SUHENDI. 
 
Makassar City, with high economic growth, a predominantly Muslim population, 
and a large percentage of Generation Y and Z, shows great potential for the halal 
cosmetics industry. Many studies have examined purchase intentions for halal 
cosmetics using the Theory of Planned Behavior (TPB), but the results have been 
inconsistent. This study aims to identify consumer characteristics towards halal-
labeled cosmetics, analyze factors influencing purchase intentions, and provide 
recommendations. Using TPB and brand image, the research involved 137 Muslim 
women from Generation Y and Z in Makassar, selected through purposive sampling. 
Data were collected with a questionnaire and analyzed using descriptive analysis 
and Structural Equation Model-Partial Least Square (SEM-PLS). The results show 
that subjective norms and perceived behavioral control significantly positively 
affect purchase intentions, while attitudes and brand image have less impact. The 
study recommends that halal cosmetics producers focus on marketing strategies that 
strengthen subjective norms and behavioral control. 
 
Keywords: brand image, halal cosmetics, purchase intention, SEM-PLS, theory of 

planned behavior   
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