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ABSTRACT  
This study aims to determine (1) the effect of subjective norms on intentional behavior in 
purchasing halal imported products (2) the effect of attitudes on intentional behavior in purchasing 
halal imported products (3) the effect of subjective norms on behavior in purchasing halal imported 
products, (4) the effect of attitudes on intentional behavior in purchasing imported products (5) the 
effect of intentional behavior in purchasing halal imported products, (6) the effect of subjective 
norms on behavior in purchasing halal imported products through intentional behavior, ( 7) the 
effect of attitudes on behavior in purchasing halal imported products through intentional behavior. 
The method used in this research is quantitative, with the population of Banten Province millennial 
society who have purchased halal imported products, the sampling technique uses purposive 
sampling, and the data collection technique uses a questionnaire. The data was processed using 
Smart PLS 3.2.9 software and analyzed using the structural equation modeling (SEM) method with 
a partial least squares (PLS) approach. The results of this study indicate that (1) subjective norms 
have a significant positive effect on intentional behavior in purchasing halal imported products (2) 
attitudes have a significant positive effect on intentional behavior in purchasing halal imported 
products (3) subjective norms have a positive and insignificant effect on behavior in purchasing 
halal imported products, (4) attitudes have a significant positive effect on intentional behavior in 
purchasing imported products (5) intentional behavior has a significant positive effect on behavior in 
purchasing halal imported products, (6) subjective norms through intentional behavior have a 
significant positive effect on behavior in purchasing halal imported products, (7) attitudes through 
intentional behavior have a significant positive effect on behavior in purchasing halal imported 
products. 
 
Keywords: Theory of Reasoned Action, Intentional Behavior, Purchasing Behavior, Imported Halal 

Products 

 
INTRODUCTION 

 
Indonesia is the country with the largest Muslim population in the world, The Royal 
Islamic Strategic Studies Center (RISSC) noted that in 2023 the Indonesian Muslims 
population will reach 240.62 million people (RISSC, 2024), or 86.7% of Indonesia's total 
population of 277.53 million people (Annur, 2023). As Muslims, they are taught what is 
halal and what is haram to consume (Al-Maidah: 3; Al-Baqarah: 173) and are also taught 
only to consume halal and good products (Al-Baqarah: 168; Al-Mu'minun: 51). Therefore 
they make it halal (Mutmainah, 2018) and conformity with sharia principles (Iranmanesh, 
2020) as consideration for purchasing a product. Expenditures of Indonesian Muslims 
reached USD 184 in 2020 and are expected to reach USD 281.6 in 2025. Therefore, 
Indonesia has a large share of the world's halal product market (Diamant, 2019). 
 
Realizing this, global trademarks have made Indonesia one of the targets for marketing 
their products (Mulasakti & Mas'ud, 2020). During January-June 2018, based on data 
from the Ministry of Trade, imports of processed food and beverages for households 
reached USD 1.95 billion, or an increase of 47.22%. According to the Central Statistics 
Agency, the largest imports of food and beverages are Sweet Biscuits (US$ 9,368,274), 
Fruit and Vegetable Juices (US$ 106,613), Coffee and Coffee Substitutes (US$ 
196,706,944), and Oath, Instant noodles, stuffed, whether or not cooked or otherwise 
prepared (US$ 9,729,693) (cnbcindonesia, 2018). In 2024, Indonesia will import various 
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processed foods (US$ 22,681,867,000) (BPS, 2024). Only 12.6% of the halal food 
industry is imported into Indonesia (Umsida, 2024). 
 
Not only processed products, but Indonesia also imports 65% of food and beverage raw 
materials to support Micro, Small, and Medium Enterprises (MSMEs) in Indonesia. 
According to data from the United States Department of Agriculture (USDA), in 2022 
Australia will become the largest supplier of food and beverage raw materials for 
Indonesia, with an import value of USD 3.9 billion or around IDR 58.3 trillion (assuming 
an exchange rate of IDR 15,000 per USD). Raw materials imported from Australia include 
beef (Ahdiat, 2023). 
 
In Banten Province, demand for halal products, including imported food, is driven by the 
Muslim population's preference for halal-certified goods. Studies and reports show that 
consumers in Banten are increasingly aware of and prioritize halal certification when 
purchasing food products. This trend is supported by government efforts to promote and 
facilitate halal certification among local businesses, including micro, small and medium 
enterprises (MSMEs). Increasing consumer awareness and demand for halal products 
contributes to the growth of the halal import market in the region (Riany Eris et al., 2023). 
 
Among the factors that influence buying behavior is the theory of reasoned action (TRA). 
Several previous studies have confirmed that the theory of reasoned action, which 
consists of attitude variables and subjective norms, has a positive effect on buying 
behavior (Nawawi et al., 2018) (Arifin & Salam, 2019) (Sobari et al., 2019), but several 
previous studies also confirmed that the theory of reasoned action has a negative and 
insignificant effect on buying behavior (Arief et al., 2020) (Nawawi et al., 2018), so there 
is a gap in the research that has been conducted regarding the relationship between 
theory of reasoned action and buying behavior. Therefore, in this research, the intentional 
behavior variable is used which plays a mediating role between the theory of reasoned 
action and buying behavior, considering that intentional behavior has a close relationship 
with buying behavior  (Dapas et al., 2019) (Satriawan, 2020) (Al Hafizi & Ali, 2021) 

 
LITERATURE REVIEW 

 
Theory of Reasoned Action 
The theory of reasoned action was first formulated in 1967 by Icek Ajzen and Martin 
Fishbein, starting in 1980 This theory was first used to study human behavior(Mahyarni, 
2013). This theory explains that the cause closest to behavior is behavioral intention (the 
intention to do or not do). And behavioral intentions are influenced by attitudes and 
subjective norms (Hagger, 2019) 

 
Attitude 
Attitude is the relevance or personal interest attached to purchasing halal products. 
Religion has a strong influence on consumer behavior and behavior itself in general, 
especially in making decisions to purchase food-related products (Marmaya et al., 2019). 
Suprapti (2010) as cited by (Aryadhe et al. 2018) And (Syihabudin & Najmudin, 2023) 
defines attitude as an expression that reflects feelings of dissatisfaction or liking for an 
object. The attitudes carried out by consumers are part of general feelings that express 
the consumer's desire for an object that encourages responses, both in the form of 
positive and negative responses (Amar, 2017), attitude is also a psychological tendency 
that refers to how much a person assesses the good and bad of the behavior being 
considered toward halal food products (Khasanah & Supriyanto, 2022). Attitude indicators 
according to (Han et al., 2010)are (1) Buying Products is a good idea, (2) Buying 
Products is a wise choice, (3) Buying Products is profitable, (4) Buying Products is fun, 
and (5) Buying Products is positive. 
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Subjective Norms 
Subjective norms can be defined as the social pressure that individuals feel to perform or 
not perform certain behaviors (Elseidi, 2018). In addition, subjective norms also mean 
personal perceptions that are influenced by people outside themselves, including family, 
friends, and colleagues known to service users. Bhattacherjee (2000) and Roca et.al 
(2006) as cited by (Suk et al., 2020). Another definition of subjective norms is a belief that 
an important person or group of people will approve and support certain behavior(Ham et 
al., 2015). Subjective norms relate to an individual's view of social pressures that will 
influence interest in carrying out or not carrying out purchasing behavior toward halal food 
products. Subjective norms are a construct that combines (1) an individual's beliefs about 
certain referents and (2) a person's motivation to obey their referents (Nurofik, 2013) 
(Syihabudin & Najmudin, 2023). Indicators of subjective norms are (1) There is a trend in 
purchasing certain products that occur in the consumer's social environment, (2) There is 
a belief formed in the environment around the consumer that a particular product is the 
best choice, (3) The social environment of the consumer will give praise if the consumer 
has certain products, and (4) There is support arising from the consumer's social 
environment to buy certain products. 
 
Intentional Behavior 
Consumer intentions reflect future behavior, intentions appear before consumers buy a 
product (Marmaya et al., 2019). In general, behavioral intention can be defined as a 
desire to do something one likes (Mahliza & Prasetya, 2021). Purchase interest according 
to Schiffman & Kanuk (2010) as cited by (Anggraini & Dewanti, 2020) And (Najmudin et 
al., 2021) is choosing one of two or more alternative options to buy a product. Assael 
(2001) as cited (Nurcahyo & Hudrasyah, 2017) And (Najmudin & Shihabudin, 2022) holds 
the view that purchasing interest is a consumer's tendency to buy something or take 
purchasing action which can be measured by the consumer desire to make a purchase 
(Nurcahyo & Hudrasyah, 2017). Kotler (2009) in Puspita A. et al (2020) state that buying 
interest grows after consumers receive stimulus from the product they see, then a desire 
to try appears until finally a desire to buy and own a product grows.(WA Puspita et al., 
2020). Indicator to measure buying interest (1) decision to buy (2) recommending the 

product to others (3) desire to buy (4) satisfaction (Widyanto & Irfanur, 2019). 
 
Purchasing Behavior 
Purchasing behavior is the action taken by consumers to purchase a product (Chairina 
Kusumaningrum, 2015, Syihabudin & Najmudin, 2021). According to Schiffman and 
Kanuk (2009) as cited by (Mahendri et al., 2020) Purchasing behavior are the selection of 
two or more alternative purchasing decision options. The decision to buy can lead to how 
the decision-making process is carried out. Consumer purchasing decisions are 
influenced by consumer behavior. Five stages of purchasing decisions according to 
Kotler and Keller (2011) as cited (Dewi & Sindarko, 2018) namely: (1) Problem 
recognition (2) Disbursement of information, (3) Evaluation of alternatives, (4) Purchase 
decision, and (5) Post-purchase behavior. According to Kotler and Armstrong (2012), as 
cited by (Vania et al., 2019, Syihabudin & Najmudin, 2021), there are four purchasing 
decision indicators, namely (1) Stability of a product. (2) Habits of purchasing products, 
(3) Providing recommendations to other people, and (4) Making repeat purchases 
 

METHODS 
 
The method used in this research is quantitative. According to Arikunto (2010) 
Quantitative research is research where the data is expressed in the form of quantities or 
numbers that can be calculated systematically, whereas according to(Sugiono, 
2019)Quantitative research is defined as a research method based on the philosophy of 
positivism, used to research certain populations or samples, collecting data using 
research instruments, and quantitative/statistical data analysis, with the aim of testing 
predetermined hypotheses. The population of this research is millennial people who live 
in Banten Province. Determination of the sample size in this research refers to the 
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opinion of Ferdinand (2002), which states that the sample size depends on the number of 
indicators used in all variables. The number of samples is equal to the number of 
indicators multiplied by 5-10. So the number of samples in this study was set at 102 
respondents, which was obtained from all variable indicators in this study, which totaled 
17, then multiplied by 6 (17 x 6 = 102). The data in this research was obtained by sending 
questionnaires directly to respondents. The data was processed using Smart PLS 
software version 3.2.9. The data was then analyzed using the structural equation 
modeling (SEM) method with a partial least squares (PLS) approach. 
 

RESULTS  
 
Research result 
Structural Model Testing (Outer Model) 

 
Figure 1. Outer Model 

Source: Smart PLS Data (2024) 
 

 
Construct Validity Test 
The construct validity test in SEM-PLS consists of two stages, namely convergent 
validity and discriminant validity. 
Convergent Validity 
In convergent validity, two value criteria are evaluated, namely the loading factor value 
and the average variance inflation factor (AVE) value. 
 

Table 1. Outer Loading Values 

 Attitude 
Intentional 
Behavior 

Purchase Behavior 
Subjective 
Norm 

A4 0.790    

A1 0.862    

A2 0.828    

A3 0.827    

A5 0.776    

B1   0.816  

B2   0.855  

B3   0.760  

B4   0.874  
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BI1  0.841   

BI2  0.787   

BI3  0.774   

BI4  0.788   

SN1    0.829 

SN2    0.810 

SN3    0.754 

SN4    0.643 

Source: Smart PLS Data (2024) 
 
Table 1 above shows that the outer loading value for the attitude variable with five 
indicators A1=0.862, A2=0.828, A3=0.827, A4= 0.790, and A5=0.790, the outer loading 
value for the Subjective Norm variable with four variables SN1=0.829, SN2= 0.810, 
SN3=0.754, and SN4=0.643, the outer model value of the Behavioral Intention variable 
with four indicators BI1=0.886, BI2=0.787, BI3=0.774, and BI4=0.788, and the outer 
model value of the Purchase Behavior variable with four indicators B1=0.816, B2=0.855, 
B3=0.760, and B4=0.874. All indicators of the attitude, subjective norm, behavioral 
intention, and purchase behavior variables have factor loading values above 0.70, 
except for the fourth subjective norm indicator (SN4=0.643) whose value is below 0.70, 
therefore it is in the invalid category, as for the construct forming indicators the other 
variables are in the valid category. 
 

Table 2. Average Variance Extracted (AVE) Value 

 
Cronbach's 
Alpha 

rho_A 
Composite 
Reliability 

Average Variance 
Extracted (AVE) 

Attitude 0.875 0.876 0.909 0.668 

Intentional 
Behavior 

0.810 0.814 0.875 0.637 

Purchase Behavior 0.846 0.857 0.896 0.684 

Subjective Norm 0.755 0.755 0.846 0.581 

Source: Smart PLS Data (2024) 
 
Table 2 above shows that the AVE values for each construct are attitude=0.668, 
Intentional Behavior=0.637, Purchase Behavior=0.684, and Subjective Norms=0.581. 
The four constructs have a value ≥ 0.50, meaning that the four constructs are 
categorized as valid. 
 
Discriminant Validity 
Discriminant validity testing is assessed based on the cross-loading value of indicators 
of a construct being higher than the cross-loading value of indicators of other constructs. 
 

Table 3. Cross Loading Values 

 Attitude 
Intentional 
Behavior 

Purchase 
Behavior 

Subjective Norm 

A4 0.790 0.584 0.672 0.606 

A1 0.862 0.653 0.594 0.684 

A2 0.828 0.680 0.619 0.617 

A3 0.827 0.536 0.610 0.624 

A5 0.776 0.645 0.580 0.617 

B1 0.610 0.540 0.816 0.606 

B2 0.678 0.635 0.855 0.535 
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B3 0.522 0.528 0.760 0.522 

B4 0.669 0.751 0.874 0.637 

BI1 0.650 0.841 0.623 0.688 

BI2 0.657 0.787 0.628 0.646 

BI3 0.611 0.774 0.590 0.574 

BI4 0.493 0.788 0.542 0.531 

SN1 0.660 0.536 0.577 0.829 

SN2 0.610 0.605 0.545 0.810 

SN3 0.516 0.567 0.461 0.754 

SN4 0.548 0.623 0.525 0.643 

Source: Smart PLS Data (2024) 
 
Table 3 above shows that the cross-loading value of all indicators of one construct is 
greater than the cross-loading value of all indicators of other constructs, thus, all 
indicators of the four constructs are included in the valid category. 
Reliability Test 

Table 4. Reliability Test Results 

 
Cronbach's 
Alpha 

rho_A 
Composite 
Reliability 

Average Variance 
Extracted (AVE) 

Attitude 0.875 0.876 0.909 0.668 

Intentional Behavior 0.810 0.814 0.875 0.637 

Purchase Behavior 0.846 0.857 0.896 0.684 

Subjective Norm 0.755 0.755 0.846 0.581 

Source: Smart PLS Data (2024) 
 
Table 4 above shows that the composite reliability value of the attitude construct=0.909, 
intentional behavior=0.875, purchase behavior=0.896, and subjective norm=0.846. All 
composite reliability values are above 0.70. So, the constructs of attitude, intentional 
behavior, purchase behavior, and subjective norms have good reliability. 
 
Structural Model Testing (Inner Model) 

 
Figure 2. Inner Model 

Source: Smart PLS Data (2024) 
 



 

  

 
Najmudin et al.: The Effect of a Theory of Reasoned Action…  
 

International Conference of Islamic Economics and Business 10th 2024 | 493  

 

R-Square Value 
 Table 5. R-Square Value 

 R Square R Square Adjusted 

Intentional Behavior 0.662 0.655 

Purchase Behavior 0.646 0.635 

Source: Smart PLS Data (2024) 
 
Based on Table 5 above, it is known that the R-Square value for the Intentional behavior 
variable is 0.662, and purchase behavior is 0.646. Thus, it can be concluded that 
intentional behavior can be explained by the attitude and subjective norm variables in 
the model by 66.2%, while purchase behavior can be explained by the attitude and 
subjective norm variables in capital by 64.6%. 
 

Table 6. Path Coefficients Test Results 

 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

Attitude -> 
Intentional Behavior 

0.566 0.574 0.093 6,081 0,000 

Attitude -> 
Purchase Behavior 

0.619 0.611 0.079 7,861 0,000 

Intentional Behavior 
-> Purchase 
Behavior 

0.393 0.407 0.093 4,235 0,000 

Subjective Norm -> 
Intentional Behavior 

0.276 0.273 0.099 2,787 0.006 

Subjective Norm -> 
Purchase Behavior 

0.189 0.196 0.099 1,909 0.057 

Source: Smart PLS Data (2024) 
 
Based on Table 6 above, it is known that attitude has a significant positive effect on 
intentional behavior, this is shown by the p-value being smaller than 0.05 (0.00<0.05) 
and the statistical t value being greater than the t table value (6.081> 1,664). Attitude 
has a significant positive effect on purchase behavior, this is shown by the p-value being 
smaller than 0.05 (0.000<0.05) and the statistical t value being greater than the t table 
value (7.861>1.664). Intentional behavior has a significant positive effect on purchase 
behavior, this is shown by the p-value being smaller than 0.05 (0.000<0.05) and the 
statistical t value being greater than the t table value (4.235>1.664). Subjective norms 
have a significant positive effect on intentional behavior, this is shown by the p-value 
being smaller than 0.05 (0.006<0.05) and the statistical t value being greater than the t 
table value (2.787>1.664). Subjective norms have a positive and insignificant effect on 
purchase behavior, this is shown by the p-value being greater than 0.05 (0.057>0.05) 
and the statistical t value being greater than the t table value (1.909>1.667). 
 

Table 7. Indirect Effect 

 
Original 
Sample 

(O) 

Sample 
Mean (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Attitude -> Intentional 
Behavior -> Purchase 
Behavior 

0.223 0.232 0.062 3,582 0,000 

Subjective Norm -> 
Intentional Behavior -
> Purchase Behavior 

0.108 0.113 0.052 2,088 0.037 

Source: Smart PLS Data (2024) 
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The results of the indirect effect test in Table 7 above show that the P Values attitude 
towards purchase behavior through intentional behavior is 0.000, smaller than 0.05 
(0.000<0.05), and the t statistic value is 3.582 which is greater than the t table ( 
3.582>1.664), meaning that the intentional behavior variable can play a good role in 
mediating the relationship between the attitude variable and purchase behavior of 
imported halal products. The value of P-Values subjective norms for purchase behavior 
through intentional behavior is 0.037, smaller than 0.05 (0.037<0.05), and the t statistic 
value is 2.088 which is greater than the t table (2.088>1.664), meaning that the 
intentional behavior variable able to mediate the relationship between subjective norm 
variables and purchase behavior of imported halal products. 
 
Discussion of Research Results 
The Influence of Attitude on Millennial Consumers' Intentional Behavior in 
Purchasing Halal Imported Products 
The results of the research above show that attitude has a significant positive effect on 
the behavioral intention of millennial consumers in purchasing halal imported products, 
as evidenced by the p-value of the attitude variable on intentional behavior is smaller 
than 0.05 (0.00<0.05) and the statistical t value greater than the t table value 
(6.081>1.664). Thus, the better the attitude of millennial consumers, the better their 
purchasing behavior will be toward imported halal products. 
 
The results of this study are in line with the research of (Mathew et al., 2014) states that 
the attitude of non-Muslim consumers has a significant positive effect on interest in 
buying halal products. A study (Briliana & Mursito, 2017) states that attitude has a 
significant positive effect on the intentional behavior of consumers of halal cosmetic 
products. The research result of (Mahardika, 2019) states that intentional behavior has a 
significant positive effect on the purchasing behavior of Wardah cosmetics consumers. 
The research result of (Su et al., 2022) states that attitude has a positive effect on 
interest in buying skincare products, while (Choi & Johnson, 2019) states that attitude 
has a positive effect on interest in buying green products.(Rizkitysha & Hananto, 2022) 
States that attitude has a significant positive effect on interest in purchasing detergent 
products labeled halal. 
 
The Influence of Attitude on Millennial Consumer Behavior in Purchasing Halal-
Imported Products 
The results of the research above show that attitude has a significant positive effect on 
millennial consumer behavior in purchasing halal imported products, this is shown by the 
p-value being smaller than 0.05 (0.000<0.05) and the statistical t value being greater 
than the t table value. (7.861>1.664). Thus, the better the attitude of millennial 
consumers, the better their behavior will be in purchasing halal imported products. The 
results of this study are in line with the research of (AT Puspita, 2024)which states that 
attitude has a positive and significant influence on the buying behavior of halal food 
consumers, research(Hasyim & Purnasari, 2021)which shows that attitude has a 
significant positive effect on the purchasing behavior of Indonesian halal food 
consumers. 
 
The Influence of Intentional Behavior on Millennial Consumer Behavior in 
Purchasing Halal Imported Products 
The results of the research above show that the Intentional behavior variable has a 
significant positive effect on millennial consumer behavior in purchasing halal imported 
products, this is shown by the p-value being smaller than 0.05 (0.000<0.05) and the 
statistical t value being greater than the t table (4.235>1.664). Thus, the better the 
intention of millennial consumers to buy halal imported products, the better the behavior 
of millennial consumers to buy halal imported products.  The results of this study are in 
line with the research of (Tiyas, 2021) states that intentional behavior has a significant 
positive effect on the purchasing behavior of alcoholic drinks, research of (Dapas et al., 
2019) states that purchasing intention behavior has a significant positive effect on Zalora 
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online shop consumer purchasing behavior, research of (Satriawan, 2020) states that 
intentional behavior has a positive and significant influence on the buying behavior of 
Smartphone customers in Denpasar, research (Al Hafizi & Ali, 2021) which resulted in 
the finding that intentional behavior had a positive and significant effect on the 
purchasing behavior of customers of advertising services provided by Medcom.id 
 
The Influence of Subjective Norms on Millennial Consumers' Intentional Behavior 
in Purchasing Halal Imported Products 
The research results show that subjective norms have a significant positive effect on 
intentional behavior, this is shown by the p-value being smaller than 0.05 (0.006<0.05) 
and the statistical t-value being greater than the t-table value (2.787>1.664). Thus, the 
better the subjective norms that millennial consumers have, the better their behavior will 
be in purchasing imported halal products. The results of this study are in line with the 
research findings of (Yusuf & Zulfitri, 2021) states that subjective norms have a 
significant positive effect on consumer behavioral intentions to purchase fashion 
products, research findings of (Jain, 2020) states that behavioral intentions have a 
positive and significant effect on the purchasing behavior of consumers of luxury goods 
in India, research results of (AL-Nahdi et al., 2015) states that behavioral intentions have 
a significant positive effect on consumer behavior in purchasing real estate in Saudi 
Arabia. 
 
The Influence of Subjective Norms on Millennial Consumer Behavior in 
Purchasing Halal-Imported Products 
The research results show that subjective norms have a positive influence, but the 
influence is not significant on millennial consumer behavior in purchasing halal imported 
products, this is indicated by the p-value greater than 0.05 (0.057>0.05) and the 
statistical t value greater than t table value (1.909>1.667). Thus, the stronger the 
subjective norm (or the greater the social pressure to buy the product), the greater the 
tendency of millennial consumers to buy halal imported products. However, this effect 
was not statistically significant. The results of this study are in line with the research 
findings of (Lim et al., 2016) states that subjective norms have an insignificant positive 
effect on consumer behavior in online shopping. 
 
The Influence of Attitude on Millennial Consumer Behavior in Purchasing Halal 
Imported Products through Intentional Behavior 
The results of the indirect effect test in the research results above show that the P 
Values attitude towards purchase behavior through intentional behavior is 0.000, smaller 
than 0.05 (0.000<0.05), and the t statistic value is 3.582 which is greater than the t table 
( 3.582>1.664), meaning that the intentional behavior variable can play a good role in 
mediating the relationship between the attitude variable and purchase behavior of 
imported halal products. Thus, the results of this research indicate that consumer 
intention is an important factor that bridges millennial consumers' positive attitudes 
towards imported halal products and their purchasing decisions. A more positive attitude 
will increase intent to purchase, which then drives actual purchasing behavior. This 
indicates the importance of understanding and influencing consumer intentions as a 
strategic step in marketing imported halal products. 
 
The Influence of Subjective Norms on Millennial Consumer Behavior in 
Purchasing Halal Imported Products through Intentional Behavior. 
The results of the indirect effect test in Table 7 above show that the subjective norm P 
value for purchase behavior through intentional behavior is 0.037, smaller than 0.05 
(0.037<0.05), and the t statistic value is 2.088, which is greater than the t table. 
(2.088>1.664), meaning that the intentional behavior variable can mediate the 
relationship between subjective norm variables and the purchase behavior of imported 
halal products. This means that social norms and expectations from other people who 
are important to individuals influence their intentions to purchase imported halal 
products, which in turn significantly influence their purchasing actions. Therefore, 
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strategies that increase social norms and purchase intentions among consumers can be 
an effective tool in encouraging desired purchasing behavior. 

 
CONCLUSION 

 
Based on the results of the research and discussion above, it can be concluded that (1) 
Attitude has a significant positive effect on the behavior of millennial consumers' intention 
to buy halal imported products, (2) Attitude has a significant positive effect on the 
behavior of millennial consumers in buying halal imported products, (3) ) behavioral 
intentions have a significant positive effect on millennial consumer behavior in purchasing 
halal imported products, (4) Subjective norms have a significant positive effect on 
millennial consumer interest in purchasing halal imported products, (5) Subjective norms 
have an insignificant positive effect on millennial consumer behavior in purchasing 
products halal imports, (6) Attitude has a significant positive effect on millennial consumer 
behavior in purchasing halal imported products through intention behavior, (7) Subjective 
norms have a significant positive effect on millennial consumer behavior in purchasing 
halal imported products through intention behavior. 
 
Based on the research results, several important implications can be drawn. First, 
companies targeting millennial consumers need to focus on marketing strategies that 
strengthen positive attitudes toward imported halal products. This can be achieved 
through educational campaigns that emphasize the benefits and advantages of the 
product. In addition, manufacturers need to pay attention to the preferences and values of 
millennial consumers in product development. Providing high-quality halal imported 
products with clear certification can increase positive attitudes and consumer interest. 
Second, marketing strategies also need to take advantage of social influences and norms 
that exist around millennial consumers. For example, using testimonials from religious 
figures or influencers can help increase interest and purchasing behavior of imported 
halal products. In addition, organizations and governments can organize educational 
programs that increase awareness about the importance of consuming halal products, 
especially imported products, which can significantly influence the attitudes and interests 
of millennial consumers 
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