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	ARTICLE INFO
	
	ABSTRACT

	
	

	This study examines how religiosity, halal certification, and TikTok influencer evaluation affect halal cosmetic purchase intention through attitude among Muslim Generation Z and millennial TikTok users in Indonesia. A quantitative explanatory cross-sectional survey was conducted with 150 purposively selected respondents, and the data were analyzed using PLS-SEM. The measurement model met convergent-validity and reliability criteria. The structural model explained 47.4% of the variance in attitude and 57.2% of the variance in purchase intention. Religiosity (β = 0.501, p < 0.001), halal certification (β = 0.355, p < 0.001), and TikTok influencer evaluation (β = 0.404, p < 0.001) positively affected attitude. Religiosity (β = 0.498, p < 0.001) and halal certification (β = 0.358, p < 0.001) positively affected purchase intention, whereas the direct TikTok influencer effect was not significant (β = 0.058, p = 0.384). Attitude positively affected purchase intention (β = 0.220, p = 0.004) and partially mediated religiosity and halal certification. For TikTok influencers, the direct path was nonsignificant but the indirect path through attitude was significant (β = 0.089, p = 0.010), which is described as indirect-only mediation rather than indirect-only mediation. The novelty lies in showing, within one integrative TPB-based model, that internal religious values and institutional halal assurance can operate directly and indirectly, whereas TikTok influencer communication is translated into purchase intention primarily through attitude. These findings clarify the psychological mechanism of influencer marketing in halal cosmetics and provide implications for credible, informative, and halal-consistent digital marketing. 
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INTRODUCTION 

Indonesia is a strategically important market for halal cosmetics because Muslim consumers evaluate cosmetics not only in terms of function, price, and aesthetics, but also through religious values, product safety, and assurance of halal compliance. The thesis reports that Indonesia's halal-cosmetics sector was estimated at approximately USD 4.19 billion in 2022 and that, by mid-2025, more than 88,900 cosmetic products had obtained halal certification, comprising approximately 81,343 domestic and 7,558 imported products. This development indicates both industry readiness and growing consumer attention to halal assurance. In cosmetics, where consumers cannot directly verify all ingredients and production processes, halal certification can reduce uncertainty and provide a formal basis for trust and product evaluation (Putri, 2024; BPJPH, 2025). Digital media adds another layer to this decision process. TikTok has made influencers highly visible sources of product demonstrations, reviews, recommendations, and usage experiences. This is particularly relevant for younger consumers who routinely encounter cosmetic content through short-form video. The thesis therefore focuses on Muslim Generation Z and millennial TikTok users who have been exposed to halal-cosmetic promotional or review content. The thesis itself does not specify year-of-birth boundaries for the two generational labels; accordingly, the article does not introduce unsupported age cutoffs and reports the observed age distribution transparently in the Results section. 

Prior evidence suggests that the pathways leading to halal-cosmetic purchase intention are not uniform. Koc et al. (2024) found that religiosity influenced purchase intention both directly and indirectly through attitude, whereas Nirmalasari and Sanurdi (2025) reported that attitude did not mediate the effects of halal knowledge or religiosity on halal-cosmetic purchase intention. In the influencer domain, Rokhmah et al. (2025) showed that influencer-related credibility, trust, subjective norm, and perceived behavioral control can shape attitudes that subsequently affect purchase intention, while Aribtha and Salim (2025) found a positive TikTok social-media marketing effect on halal-cosmetic purchase intention through brand trust and perceived value. These differences indicate that it is insufficient to ask only whether religiosity, halal certification, or influencers matter; it is also necessary to identify whether they operate directly or through a consumer-evaluation mechanism.

The research gap is therefore twofold. First, previous studies frequently isolate religious, institutional, or digital predictors, or employ different mediators and moderators, making their mechanisms difficult to compare within one model. Second, evidence remains limited on whether TikTok influencer evaluation translates directly into purchase intention for halal cosmetics or must first generate a favorable attitude toward the product. The thesis pre-survey already indicated this possible gap: 70.0% of respondents trusted influencer information, and 73.3% were attracted by the way influencers communicated, yet only 63.3% intended to buy halal cosmetics in the near term and 66.7% considered halal cosmetics their primary choice. This difference motivated the explicit test of attitude as a mediator. The novelty of this study is not merely the simultaneous inclusion of several predictors. 

It lies in comparing three substantively different antecedents within the same TPB-based attitude-intention pathway: religiosity as an internalized personal value, halal certification as an institutional assurance signal, and TikTok influencer evaluation as a digital communication/social-influence stimulus. The model tests whether each antecedent has a direct route to purchase intention and an indirect route through attitude. This architecture makes it possible to distinguish complementary mediation for religiosity and halal certification from the indirect-only mechanism found for TikTok influencers. The study therefore extends prior halal-consumption and influencer research by showing that the same attitudinal mechanism can transmit qualitatively different sources of influence, but with different direct-versus-indirect patterns. Accordingly, the study aims to examine ten relationships: the effects of religiosity, halal certification, and TikTok influencer evaluation on attitude; their direct effects on halal-cosmetic purchase intention; the effect of attitude on purchase intention; and the three indirect effects through attitude. This formulation directly connects the research problem, the TPB-based mechanism, and the empirical hypotheses.




THEORETICAL FRAMEWORK AND HYPOTHESES

The Theory of Planned Behavior (TPB) (Ajzen, 1991) explains behavioral intention through attitude, subjective norm, and perceived behavioral control. The present study does not claim that religiosity, halal certification, and TikTok influencers replace those three canonical constructs. Instead, it concentrates on the attitude-intention mechanism and treats the three focal variables as context-specific antecedents or external influences that can shape product evaluation and may also be associated with intention. This distinction is important: attitude remains the central TPB mechanism tested directly, while the additional constructs capture personal, institutional, and digital influences that are especially salient in halal-cosmetic consumption. Religiosity is operationalized as the degree to which Islamic beliefs, ritual practice, devotion, religious experience, knowledge, and consequences are internalized in everyday consumption. In TPB terms, religious values can inform behavioral beliefs about the desirability and appropriateness of choosing halal cosmetics. 

Consumers who regard halal consumption as part of religious commitment are more likely to evaluate halal cosmetics favorably and to intend to purchase them. This provides the rationale for H1 (religiosity → attitude), H4 (religiosity → purchase intention), and H8 (religiosity → attitude → purchase intention). Halal certification is operationalized as consumer perception of halal ingredients, halal production processes, verification and documentation, institutional supervision, and the halal label as a consumer guarantee. Certification supplies externally verifiable assurance where consumers cannot personally inspect complex ingredients and production chains. It can therefore reduce perceived uncertainty, strengthen trust and safety evaluations, and support purchase intention. This assurance mechanism provides the rationale for H2, H5, and H9. TikTok influencer evaluation is operationalized through trustworthiness, expertise, and attractiveness. Influencers can function as digital opinion leaders and social-information sources, but the persuasive meaning of their content depends on how consumers evaluate both the source and the promoted product. Within the extended TPB logic used here, influencer communication may contribute to socially informed beliefs and product evaluations, but it need not be equivalent to the formal subjective-norm construct. Its recommendations, demonstrations, and narratives are expected to shape attitude and potentially purchase intention, providing the rationale for H3, H6, and H10.

Attitude toward halal products represents cognitive, affective, and conative evaluation of halal cosmetics, including perceived quality, safety, comfort, and favorable disposition. Purchase intention represents transactional, referential, preferential, and exploratory tendencies toward buying halal cosmetics. The mediation mechanism follows the TPB proposition that favorable evaluation precedes intention: personal religious values, institutional halal assurance, or influencer communication can first change how a consumer evaluates halal cosmetics, and that evaluation can subsequently translate into purchase intention. On this basis, the hypotheses distinguish direct and mediated routes. Religiosity, halal certification, and TikTok influencers are expected to positively affect attitude (H1-H3) and purchase intention (H4-H6), while attitude is expected to positively affect purchase intention (H7). Attitude is further expected to mediate the effects of religiosity, halal certification, and TikTok influencers on purchase intention (H8-H10). 

This structure allows the analysis to identify whether each antecedent mainly operates as a value-based driver, an assurance signal, or a persuasive communication stimulus, and whether its effect is transmitted through attitude. Conceptually, this study extends the use of the Theory of Planned Behavior (TPB) to halal cosmetics by positioning attitude as the central evaluative mechanism, without claiming that religiosity, halal certification, and TikTok influencers are identical to the original TPB constructs. Religiosity represents a personal value that shapes behavioral beliefs about compliance with halal principles; halal certification provides an institutional assurance signal that reduces uncertainty regarding ingredients and processes; and TikTok influencers provide a digital communication stimulus that can shape consumer perceptions and evaluations. This conceptual differentiation is important to preserve clear theoretical boundaries in the TPB extension.

The religiosity literature suggests that religious commitment can enter consumption decisions through two routes. First, religious values may directly strengthen preferences for products that are consistent with consumers' beliefs. Second, these values may shape a more favorable evaluation of halal products before being translated into purchase intention. The thesis operationalizes religiosity as a multidimensional construct covering belief, ritual, obedience, religious experience, knowledge, and consequences. Religiosity in this study therefore represents internalized values relevant to consumption rather than a simple religious identity label. Halal certification performs a function that differs from religiosity. In cosmetics, consumers cannot always independently verify the origin of ingredients, production processes, storage, and consistency of halal compliance. Certification acts as an assurance mechanism that transfers part of the verification burden from consumers to an authorized institution. 

Psychologically, such assurance can reduce uncertainty, strengthen perceived safety, and support favorable evaluations. Halal certification may therefore have both a direct path to purchase intention and an indirect path through attitude. TikTok influencers operate through a more communicative mechanism. The thesis measures influencer evaluation through trustworthiness, expertise, and attractiveness. These dimensions can increase attention, information acceptance, and product evaluation, but they do not automatically guarantee conversion into purchase intention. For halal products, influencer recommendations remain subject to consumers' consideration of certification, safety, ingredients, quality, and religious compatibility. The study therefore specifically tests whether influencer effects are transmitted indirectly through attitude.

The mediating position of attitude is central to the study's novelty. Prior studies report non-uniform findings concerning religiosity, halal knowledge/certification, influencers, attitude, and purchase intention. Rather than merely testing whether the three antecedents are significant, this study compares their mediation patterns within a single model. Empirically, this design makes it possible to distinguish religiosity and halal certification, which retain significant direct paths while also operating indirectly through attitude, from TikTok influencer evaluation, which has no significant direct path but has a significant indirect path. The latter pattern is more accurately termed indirect-only mediation, as requested by the reviewer, rather than full mediation.


METHODS 

This study used a quantitative explanatory, cross-sectional survey design. Data collection took place online across Indonesia from January to August 2026. The questionnaire was distributed digitally through Google Form and circulated through social media and messaging channels, including WhatsApp, TikTok, and Instagram. Because data were collected once from different respondents, the design captures associations and effects estimated in the structural model at one period and does not establish temporal causality. The target population comprised Muslim TikTok users from Generation Z and the millennial generation who were relevant to halal-cosmetic consumption. Purposive non-probability sampling was used because no complete sampling frame exists for Muslim TikTok users exposed to halal-cosmetic content. 

Inclusion criteria in the thesis were: (1) Muslim; (2) active TikTok user; (3) had seen promotional or review content concerning halal cosmetics on TikTok; (4) had experience with or interest in cosmetic products; and (5) had purchased a product promoted by a TikTok influencer. The final analytical sample comprised 150 respondents. Because the thesis does not define Gen Z and millennials by explicit birth-year cutoffs, no new age boundary is imposed in this article; instead, respondent age categories are reported directly. All constructs were measured with a four-point Likert scale (1 = strongly disagree, 2 = disagree, 3 = agree, 4 = strongly agree), intentionally avoiding a neutral midpoint. The questionnaire contained 40 main measurement items: religiosity (X1) 12 items; halal certification (X2) 10 items; TikTok influencer evaluation (X3) 6 items; attitude toward halal products (Z) 4 items; and purchase intention (Y) 8 items. Religiosity covered belief, ritual practice, devotion, religious experience, knowledge, and consequences and referred to El-Menouar's (2014) multidimensional religiosity framework developed from Glock. Halal certification covered halal ingredients, production process, verification/documentation, institutional supervision, and the halal label as a guarantee, referring to Utari and Tsuroyyah as cited in the thesis. TikTok influencer items captured trustworthiness, expertise, and attractiveness based on Ohanian (1990). Attitude measured cognitive, affective, and conative evaluation based on Schiffman and Wisenblit (2019), while purchase intention covered transactional, referential, preferential, and exploratory intention based on Ferdinand (2014).

Before the main survey, the instrument was pilot tested on 30 respondents with characteristics similar to the target population; these respondents were not included in the final sample of 150. The pilot stage assessed item clarity, filling procedures, and initial indications of validity and reliability, and the instrument was refined before main distribution. During the main survey, incoming responses were checked for completeness and screened against the inclusion criteria. Only eligible responses were retained for analysis. At the measurement-model stage, all retained indicators met the convergent-validity criteria, so no indicator had to be deleted from the final PLS-SEM model. PLS-SEM analysis comprised evaluation of the measurement model (outer loadings, AVE, Fornell-Larcker criterion, cross-loadings, HTMT, Cronbach's alpha, composite reliability, and collinearity) and the structural model (R², f², Q²predict, direct, indirect, and total effects). Hypothesis decisions used bootstrapping with t > 1.96 and p < 0.05. Mediation was determined from the significance pattern of direct and indirect effects. To respond to the reviewers and use more precise contemporary terminology, the case in which the TikTok influencer direct effect is nonsignificant while its indirect effect through attitude is significant is reported as indirect-only mediation rather than indirect-only mediation.


RESULTS AND DISCUSSION 

The final sample consisted of 150 eligible respondents. Women represented 133 respondents (88.7%) and men 17 (11.3%); 138 respondents (92%) reported using cosmetics. The observed age distribution was <20 years (12.7%), 20-25 years (42.0%), 26-30 years (32.0%), and >30 years (13.3%). The sample therefore reflects a strongly female and relatively young consumer profile. This composition is relevant to the cosmetics context but must be considered when interpreting generalizability: coefficients may reflect the product involvement and digital-consumption patterns of women more strongly than those of men, and the purposive design does not support statistical generalization to all Indonesian TikTok users. Descriptively, religiosity had a mean of 3.50, halal certification 3.52, attitude 3.54, and purchase intention 3.48 on the four-point scale, while TikTok influencer evaluation was lower at 3.10. 

Within the influencer construct, trust in halal-cosmetic information and perceived influencer knowledge had means of 2.97, whereas the attractiveness of information delivery reached 3.27. This pattern is informative for the structural results: respondents generally noticed and evaluated influencer communication positively, but their trust/expertise evaluations were more moderate than their religious, certification, and product-attitude evaluations.
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Figure 1. PLS-SEM Structural Model and Outer Loadings

Table 1. Reliability and Convergent Validity
	Construct
	Cronbach α
	rho_a
	rho_c
	AVE

	Religiosity (X1)
	0.954
	0.955
	0.959
	0.662

	Halal certification (X2)
	0.940
	0.947
	0.948
	0.648

	TikTok influencer (X3)
	0.882
	0.914
	0.908
	0.622

	Purchase intention (Y)
	0.888
	0.891
	0.911
	0.562

	Attitude (Z)
	0.779
	0.783
	0.858
	0.601



The outer model was evaluated before interpreting the inner model to ensure that the indicators measured their constructs validly and reliably. The thesis reports 40 retained indicators because all outer loadings are at or above 0.700. The complete loading profile is presented below.

	Indicator
	Loading
	Indicator
	Loading
	Indicator
	Loading
	Indicator
	Loading

	X1.1
	0.831
	X1.2
	0.809
	X1.3
	0.758
	X1.4
	0.831

	X1.5
	0.837
	X1.6
	0.779
	X1.7
	0.785
	X1.8
	0.818

	X1.9
	0.816
	X1.10
	0.825
	X1.11
	0.835
	X1.12
	0.834

	X2.1
	0.785
	X2.2
	0.785
	X2.3
	0.811
	X2.4
	0.802

	X2.5
	0.825
	X2.6
	0.815
	X2.7
	0.835
	X2.8
	0.810

	X2.9
	0.799
	X2.10
	0.778
	X3.1
	0.837
	X3.2
	0.846

	X3.3
	0.835
	X3.4
	0.763
	X3.5
	0.707
	X3.6
	0.732

	Y1
	0.733
	Y2
	0.776
	Y3
	0.736
	Y4
	0.700

	Y5
	0.767
	Y6
	0.766
	Y7
	0.720
	Y8
	0.794

	Z1
	0.785
	Z2
	0.815
	Z3
	0.736
	Z4
	0.763


All loadings range from 0.700 to 0.846: X1 0.758-0.837; X2 0.778-0.835; X3 0.707-0.846; Y 0.700-0.794; and Z 0.736-0.815. No indicator was eliminated.

Discriminant Validity
	
	X1
	X2
	X3
	Y
	Z

	X1
	0.814
	
	
	
	

	X2
	-0.014
	0.805
	
	
	

	X3
	-0.086
	-0.093
	0.788
	
	

	Y
	0.589
	0.414
	0.054
	0.750
	

	Z
	0.461
	0.311
	0.328
	0.580
	0.776


Under the Fornell-Larcker criterion, the diagonal square-root AVE values (X1=0.814; X2=0.805; X3=0.788; Y=0.750; Z=0.776) exceed the corresponding inter-construct correlations. The thesis cross-loading matrix likewise shows that every indicator loads highest on its intended construct.

Table 1a. Cross Loadings
	Indicator
	X1
	X2
	X3
	Y
	Z

	X1.1
	0.831
	0.026
	-0.093
	0.543
	0.422

	X1.10
	0.825
	0.053
	-0.011
	0.565
	0.373

	X1.11
	0.835
	-0.018
	-0.047
	0.443
	0.348

	X1.12
	0.834
	0.017
	-0.109
	0.458
	0.392

	X1.2
	0.809
	-0.113
	-0.061
	0.452
	0.343

	X1.3
	0.758
	-0.008
	-0.172
	0.430
	0.300

	X1.4
	0.831
	-0.006
	-0.133
	0.459
	0.334

	X1.5
	0.837
	-0.067
	-0.093
	0.479
	0.416

	X1.6
	0.779
	0.063
	-0.113
	0.459
	0.325

	X1.7
	0.785
	-0.074
	0.065
	0.455
	0.417

	X1.8
	0.818
	-0.006
	-0.020
	0.532
	0.430

	X1.9
	0.816
	-0.010
	-0.086
	0.441
	0.370

	X2.1
	-0.122
	0.785
	-0.093
	0.246
	0.206

	X2.10
	0.020
	0.778
	-0.155
	0.278
	0.179

	X2.2
	-0.019
	0.785
	-0.063
	0.346
	0.248

	X2.3
	0.021
	0.811
	-0.069
	0.316
	0.236

	X2.4
	-0.086
	0.802
	-0.085
	0.247
	0.195

	X2.5
	-0.056
	0.825
	-0.118
	0.348
	0.167

	X2.6
	0.026
	0.815
	0.018
	0.358
	0.303

	X2.7
	-0.035
	0.835
	-0.141
	0.342
	0.225

	X2.8
	0.045
	0.810
	-0.062
	0.371
	0.298

	X2.9
	0.033
	0.799
	-0.033
	0.404
	0.355

	X3.1
	-0.087
	-0.071
	0.837
	-0.007
	0.303

	X3.2
	-0.047
	-0.096
	0.846
	0.065
	0.326

	X3.3
	-0.051
	-0.108
	0.835
	0.070
	0.297

	X3.4
	-0.094
	0.000
	0.763
	0.090
	0.228

	X3.5
	-0.095
	-0.058
	0.707
	-0.006
	0.153

	X3.6
	-0.048
	-0.117
	0.732
	0.012
	0.107

	Y1
	0.352
	0.378
	-0.009
	0.733
	0.457

	Y2
	0.438
	0.242
	0.172
	0.776
	0.461

	Y3
	0.438
	0.306
	0.037
	0.736
	0.404

	Y4
	0.336
	0.317
	0.000
	0.700
	0.351

	Y5
	0.566
	0.296
	-0.011
	0.767
	0.412

	Y6
	0.445
	0.298
	0.075
	0.766
	0.460

	Y7
	0.456
	0.313
	0.047
	0.720
	0.463

	Y8
	0.468
	0.339
	0.017
	0.794
	0.458

	Z1
	0.446
	0.228
	0.240
	0.472
	0.785

	Z2
	0.328
	0.283
	0.259
	0.511
	0.815

	Z3
	0.328
	0.185
	0.369
	0.357
	0.736

	Z4
	0.321
	0.266
	0.152
	0.449
	0.763



The complete cross-loading matrix confirms discriminant validity at the indicator level. Each of the 40 indicators loads highest on its intended construct compared with all other constructs. For example, X1.1 loads 0.831 on Religiosity (X1), compared with 0.026 on X2, -0.093 on X3, 0.543 on Purchase Intention (Y), and 0.422 on Attitude (Z). The same pattern is observed for all X1, X2, X3, Y, and Z indicators; therefore, no indicator needs to be removed based on cross-loading.

	
	X1
	X2
	X3
	Y
	Z

	X1
	
	
	
	
	

	X2
	0.086
	
	
	
	

	X3
	0.119
	0.132
	
	
	

	Y
	0.631
	0.444
	0.095
	
	

	Z
	0.529
	0.349
	0.359
	0.692
	



The highest HTMT value is 0.692 for the Attitude-Purchase Intention pair, and all values are below 0.85. Discriminant validity is therefore supported by Fornell-Larcker, cross-loadings, and HTMT. All AVE values exceed 0.50, and Cronbach’s alpha/composite reliability values exceed commonly used thresholds, indicating adequate convergent validity and internal consistency. Thus, the latent constructs are sufficiently reliable for structural-model evaluation (Hair et al., 2019).
Discriminant validity was also supported in the thesis. The Fornell-Larcker diagonal values were 0.814 (religiosity), 0.805 (halal certification), 0.788 (TikTok influencer), 0.750 (purchase intention), and 0.776 (attitude), each exceeding the relevant inter-construct correlations. HTMT values were below 0.85, and cross-loadings were highest on their intended constructs. These checks strengthen confidence that the structural paths represent empirically distinguishable constructs rather than measurement overlap.

Table 2. Coefficient of Determination (R²)
	Endogenous construct
	R²
	Adjusted R²
	Explained variance

	Purchase intention (Y)
	0.572
	0.560
	57.2%

	Attitude (Z)
	0.474
	0.463
	47.4%



The R² calculation can be expressed as explained variance × 100%. Therefore, the model explains 0.572 × 100% = 57.2% of the variance in purchase intention, leaving 42.8% attributable to factors outside the model. For attitude, 0.474 × 100% = 47.4% is explained by religiosity, halal certification, and TikTok influencers, while 52.6% is explained by other factors. Both endogenous constructs therefore show meaningful explanatory power.

Table 3. Effect Size (f²)
	Predictor → Endogenous
	f²
	Interpretation

	Religiosity → Purchase intention
	0.390
	Large

	Religiosity → Attitude
	0.473
	Large

	Halal certification → Purchase intention
	0.240
	Medium

	Halal certification → Attitude
	0.237
	Medium

	TikTok influencer → Purchase intention
	0.006
	Negligible

	TikTok influencer → Attitude
	0.305
	Medium

	Attitude → Purchase intention
	0.059
	Small



Using the conventional f² benchmarks of 0.02 (small), 0.15 (medium), and 0.35 (large), religiosity has the strongest relative contribution to both endogenous constructs. The influencer effect on purchase intention is negligible (f² = 0.006), which is consistent with its nonsignificant direct path, whereas its contribution to attitude is moderate (f² = 0.305).

Table 4. Predictive Relevance (Q²predict)
	Indicator
	Q²predict
	PLS RMSE
	LM RMSE

	Z1
	0.317
	0.480
	0.536

	Z2
	0.260
	0.514
	0.548

	Z3
	0.282
	0.500
	0.554

	Z4
	0.184
	0.568
	0.648

	Y1
	0.242
	0.493
	0.526

	Y2
	0.268
	0.514
	0.585

	Y3
	0.285
	0.487
	0.540

	Y4
	0.194
	0.529
	0.625

	Y5
	0.381
	0.528
	0.586

	Y6
	0.289
	0.512
	0.598

	Y7
	0.302
	0.529
	0.597

	Y8
	0.325
	0.537
	0.615


All Q² predict values are positive (0.184-0.381), indicating out-of-sample predictive relevance. In addition, PLS-SEM RMSE is lower than the linear-model RMSE for every attitude and purchase-intention indicator shown above, supporting the model’s predictive usefulness.

Table 5. Direct Effects and Hypothesis Testing
	Hyp.
	Path
	β
	STDEV
	t
	p
	Decision

	H1
	X1 → Z
	0.501
	0.050
	10.114
	<0.001
	Accepted

	H2
	X2 → Z
	0.355
	0.055
	6.509
	<0.001
	Accepted

	H3
	X3 → Z
	0.404
	0.052
	7.737
	<0.001
	Accepted

	H4
	X1 → Y
	0.498
	0.062
	8.039
	<0.001
	Accepted

	H5
	X2 → Y
	0.358
	0.069
	5.213
	<0.001
	Accepted

	H6
	X3 → Y
	0.058
	0.067
	0.870
	0.384
	Rejected

	H7
	Z → Y
	0.220
	0.077
	2.860
	0.004
	Accepted



Bootstrapping shows that H1-H5 and H7 are supported, whereas H6 is not supported. Religiosity has a positive effect on attitude (β = 0.501, p < 0.001) and purchase intention (β = 0.498, p < 0.001); halal certification positively affects attitude (β = 0.355, p < 0.001) and purchase intention (β = 0.358, p < 0.001); and TikTok influencer evaluation positively affects attitude (β = 0.404, p < 0.001) but not purchase intention directly (β = 0.058, p = 0.384). Attitude itself positively affects purchase intention (β = 0.220, p = 0.004). Religiosity is the strongest direct predictor of purchase intention (β = 0.498; f² = 0.390) and also has the largest effect on attitude (β = 0.501; f² = 0.473). This result is theoretically meaningful rather than merely numerical. For Muslim consumers, halal suitability can function as a personally internalized consumption standard. The thesis descriptive results reinforce this interpretation: religiosity averaged 3.50, and the item concerning feeling calmer when using halal-certified products reached 3.67. In TPB terms, religious commitments can shape behavioral beliefs about whether choosing halal cosmetics is appropriate, beneficial, and consistent with one's values; those beliefs support favorable attitudes and intention. The finding is consistent with Koc et al. (2024) and other halal-consumption studies reporting a substantive role for religiosity, while the significant indirect effect (β = 0.110, p = 0.005) demonstrates that part of this influence is transmitted through attitude.

Halal certification also positively affects attitude (β = 0.355; p < 0.001; f² = 0.237) and purchase intention (β = 0.358; p < 0.001; f² = 0.240). Its role can be understood as an assurance signal. Consumers cannot easily inspect every ingredient, production stage, or documentation process in cosmetics; a recognized halal certificate reduces informational uncertainty and provides an institutional cue that the product has passed halal-related verification. The thesis reports a high certification mean of 3.52, supporting the view that respondents treat halal assurance as a credible basis for evaluation. Thus, certification works both directly as a decision cue and indirectly by improving attitude (indirect β = 0.078, p = 0.009). TikTok influencer evaluation positively affects attitude (β = 0.404; p < 0.001; f² = 0.305) but does not directly affect purchase intention (β = 0.058; p = 0.384; f² = 0.006). This is one of the study's most important findings. It diverges from research that reports direct influencer or TikTok-marketing effects on purchase intention (e.g., Aribtha & Salim, 2025; Prasetyo & Sobari, 2024), but it is compatible with studies emphasizing attitude or other evaluative mediators. The thesis descriptive evidence helps explain the pattern: influencer evaluation had the lowest construct mean (3.10), with trustworthiness and perceived knowledge items at 2.97. Consumers may therefore pay attention to attractive content without immediately treating it as sufficient evidence for purchase, especially for halal cosmetics where certification, safety, ingredients, and religious compatibility require additional evaluation.

From a TPB perspective, the result strengthens the importance of attitude as the proximal evaluative mechanism. Influencer communication may supply social information and shape beliefs, but purchase intention emerges only when that information is converted into a favorable product evaluation. This interpretation also prevents overclaiming the influencer as a substitute for subjective norm: the study measures trustworthiness, expertise, and attractiveness, not the full subjective-norm construct. The empirical conclusion is therefore narrower and stronger—TikTok influencer evaluation is an external digital antecedent that meaningfully shapes attitude, while attitude carries its association forward to purchase intention.

Table 6. Indirect Effects and Mediation
	Hyp.
	Indirect Path
	β indirect
	t
	p
	Mediation

	H8
	X1 → Z → Y
	0.110
	2.806
	0.005
	Partial

	H9
	X2 → Z → Y
	0.078
	2.596
	0.009
	Partial

	H10
	X3 → Z → Y
	0.089
	2.572
	0.010
	Indirect-only



The indirect effects of religiosity (β = 0.110, t = 2.806, p = 0.005), halal certification (β = 0.078, t = 2.596, p = 0.009), and TikTok influencers (β = 0.089, t = 2.572, p = 0.010) through attitude are all significant. Because the direct effects of religiosity and halal certification on purchase intention are also significant, attitude provides partial mediation for H8 and H9. The TikTok pattern is different: X3 → Y is nonsignificant (β = 0.058, p = 0.384), whereas X3 → Z → Y is significant (β = 0.089, p = 0.010). Following the reviewers requested terminology, this is reported as indirect-only mediation, not full mediation. The substantive meaning is that influencer communication is associated with purchase intention through the attitude pathway rather than through an independently significant direct path.

Table 7. Total Effects on Purchase Intention
	Path
	Direct
	Indirect via Z
	Total effect

	Religiosity → Y
	0.498
	0.110
	0.608

	Halal certification → Y
	0.358
	0.078
	0.436

	TikTok influencer → Y
	0.058
	0.089
	0.147



The total effects on purchase intention are 0.608 for religiosity (t = 11.574, p < 0.001), 0.436 for halal certification (t = 7.241, p < 0.001), and 0.147 for TikTok influencers (t = 2.547, p = 0.011). Re-verifying the thesis output is important because the TikTok influencer total effect is statistically significant even though its direct effect is not. There is no contradiction: the significant indirect component through attitude is large enough for the combined total effect to be significant. This consistency is now maintained across the results table, mediation narrative, abstract, and conclusion.
The findings yield differentiated practical implications. Halal-cosmetics firms should not equate influencer reach or attractiveness with immediate purchase conversion. Influencer selection should prioritize trustworthiness, expertise, product fit, transparent promotional disclosure, and the ability to communicate halal status, ingredients, safety, benefits, and authentic usage experiences. The goal of influencer content should first be to build a credible and favorable attitude toward the product. Halal certification should be clearly displayed and easy to verify because it operates as both an assurance cue and an attitude-building signal. Religious values should be respected rather than instrumentalized: firms cannot manufacture consumers' religiosity, but they can ensure that product claims, certification information, quality, and communication are consistent with the values consumers already hold. The theoretical contribution is likewise specific. The model shows that an internal value (religiosity), an institutional assurance mechanism (halal certification), and a digital communication source (TikTok influencer evaluation) can all enter the attitude-intention process, but not in identical ways. Religiosity and halal certification retain significant direct paths while also operating through attitude; TikTok influencer evaluation does not retain a significant direct path and instead exhibits indirect-only mediation. This distinction extends the TPB attitude-intention pathway in a halal-cosmetic setting without claiming to replace subjective norm or perceived behavioral control.

An integrated reading of the measurement and structural models strengthens the interpretation of the findings. All indicators have outer loadings of 0.700-0.846, construct AVEs range from 0.562 to 0.662, and composite reliability values exceed 0.858. The structural conclusions are therefore not built on weakly measured constructs. Discriminant validity is also adequate: the square roots of AVE on the Fornell-Larcker diagonal exceed inter-construct correlations, and the highest HTMT value is only 0.692, below the conservative 0.85 threshold. These results directly address the reviewers' concern regarding the clarity of model validity. Religiosity emerges as the strongest predictor not only because it has the largest direct coefficient on purchase intention (β=0.498), but also because its total effect reaches 0.608 and its effect sizes on attitude and purchase intention are large. Substantively, this pattern suggests that among Muslim consumers, halal considerations may be rooted in internalized values before marketing stimuli are encountered. Religiosity therefore functions as a fundamental decision orientation: it shapes how consumers evaluate halal cosmetics and simultaneously provides a direct impetus toward purchase intention.

Halal certification shows a consistent but distinct pattern. Its direct effects on purchase intention (β=0.358) and attitude (β=0.355) are both significant, while its indirect effect through attitude is also significant (β=0.078). This supports the interpretation of certification as an assurance signal. Consumers do not need to master every technical production detail to use certification as a trust heuristic; an official label and verification process reduce information asymmetry. Certification can therefore strengthen intention directly through formal assurance and indirectly by making product evaluations more favorable. The TikTok influencer finding requires more careful interpretation. The influencer-to-attitude path is substantial (β=0.404; p<0.001), whereas the direct path to purchase intention is very small and nonsignificant (β=0.058; p=0.384). Nevertheless, the indirect effect through attitude is significant (β=0.089; p=0.010), and the total effect is also significant (β=0.147; p=0.011). Statistically, this combination is not contradictory. It indicates that the influencer contribution to intention is primarily transmitted through changes in consumer evaluation. Because the direct effect is nonsignificant while the indirect effect is significant, this article uses the term indirect-only mediation, replacing the full-mediation terminology used in the original thesis.

The pattern is also consistent with the descriptive profile. Influencer evaluation has the lowest mean among the main constructs (3.10), while trustworthiness and perceived knowledge are both 2.97. Attraction to or exposure to content is therefore not necessarily sufficient to generate trust that immediately becomes purchase intention. In halal cosmetics, consumers may enjoy or attend to influencer content, but intention still requires evaluation of safety, quality, halal status, and value compatibility. Attitude becomes the point at which these considerations are consolidated. The predominance of female respondents (88.7%) is also important for interpretation. This composition is consistent with cosmetic consumption in the study sample, but it limits generalization to male consumers or the wider TikTok-user population. The observed strengths of religiosity, certification, and the influencer-attitude pathway should therefore be understood as patterns that strongly reflect the experience of women in this sample. Future studies should test whether the same structural relationships persist in gender-balanced samples and when Generation Z and millennials are analyzed separately. The theoretical contribution lies in differentiating antecedent mechanisms within the attitude-intention pathway. Personal and institutional factors retain direct influence after attitude is included, whereas the digital communication factor depends on the formation of attitude. Practically, firms should not pursue influencer reach alone. Content should be designed to build credible evaluations through halal education, product demonstrations, transparent sponsorship disclosure, ingredient and safety information, and easily verifiable certification evidence.



CONCLUSION 

This study demonstrates that religiosity and halal certification are associated with halal-cosmetic purchase intention through both direct and attitude-mediated pathways, whereas TikTok influencer evaluation operates primarily through attitude. The key mediation result is therefore stated as indirect-only mediation for TikTok influencers: the direct X3 → Y path is nonsignificant (β = 0.058, p = 0.384), while the X3 → Z → Y indirect path is significant (β = 0.089, p = 0.010), and the total effect is significant (β = 0.147, p = 0.011). The model explains 47.4% of attitude and 57.2% of purchase intention. Theoretically, the findings clarify how personal values, institutional assurance, and digital influence enter an extended TPB attitude-intention mechanism. Practically, they indicate that influencer campaigns should be designed to build credible positive evaluations rather than assuming that exposure alone produces buying intention. The conclusions should be interpreted within the study's methodological limits. The data were collected in one cross-sectional period, so changes over time and temporal causality cannot be established. Purposive online sampling and a sample of 150 do not statistically represent all Indonesian halal-cosmetic consumers or all TikTok users. Women constituted 88.7% of respondents, which may shape the observed pattern toward the experiences of female cosmetic consumers. 

The study relies on self-reported questionnaire responses and measures purchase intention rather than actual purchasing behavior. TikTok influencer evaluation is limited to trustworthiness, expertise, and attractiveness, and the model does not include all possible determinants of attitude and intention. Future research should use broader or probability-based samples where feasible, longitudinal or experimental designs, and actual purchase or behavioral data. It should also compare Generation Z and millennials explicitly and examine variables highlighted by the reviewers and thesis limitations, including trust, influencer credibility, halal awareness, perceived risk, brand trust, product quality, perceived value, subjective norm, influencer-product congruence, and content type. Comparative studies across other halal-product categories and social-media platforms would further test the boundary conditions of the indirect-only influencer mechanism.
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