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Abstract 

Indonesia has a large Muslim population reaching 209.1 million people or around 13.1 percent of the 
world's Muslim population, with the millennial generation as the largest generation, reaching 34 
percent of Indonesia's population, in terms of buying behavior, the millennial generation is the subject 
of this study, they have a wishy-washy buying behavior, more likely to see the brand than see the halal 
label, so that sales of products not labeled halal are higher than products labeled halal. This study aims 
to determine the effect of attitude, perceived controlled behavior, subjective norms, and trust on the 
purchase intention behavior of halal products. The method used in this research is quantitative, with 
a population of millennial people in Banten Province who have consumed halal products, with a 
sample of 170 respondents, and the data collection technique using 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 square (PLS) approach. The results of this study indicate that attitude and 
perceived controlled behavior have a significant positive effect on the purchase intention behavior of 
halal products, while subjective norms and trust have no effect on the purchase intention behavior of 
halal products.  The implication of this research is that the marketing strategy for halal products must 
focus on increasing positive attitudes and perceived controlled behaviour of consumers. Efforts to 
build strong brands and facilitate access to halal products are more important than relying on 
subjective norms and trust. Marketing policies and campaigns should emphasize personal benefits and 
ease of obtaining halal products to increase purchase intention among consumers. 
 
Keywords: Halal Products; Purchase Interest Behavior; Theory of Planned Behavior; Trust 
 

Abstract 
Indonesia memiliki populasi muslim yang besar mencapai 209,1 juta jiwa atau sekitar 13,1 persen dari 
populasi muslim dunia, dengan generasi milenial sebagai generasi terbanyak, yaitu mencapai 34 
persen dari populasi Indonesia, ditinjau dari perilaku beli, generasi milenial yang menjadi subjek 
penelitian ini, mereka memiliki perilaku beli yang plin-plan, lebih cenderung melihat brand daripada 
melihat label halal, sehingga penjualan produk tidak berlabel halal lebih tinggi dibandingkan produk 
berlabel halal. Penelitian ini bertujuan untuk mengetahui pengaruh sikap, perceived controlled 
behavior, norma subjektif dan trust terhadap perilaku minat beli produk halal. Metode yang digunakan 
dalam penelitian ini adalah kuantitatif, dengan populasi masyarakat milenial Provinsi Banten yang 
pernah mengkonsumsi produk halal, dengan sampel sebanyak 170 responden, dan Teknik 
pengumpulan data menggunakan kuesioner. Data diolah menggunakan software Smart PLS 3.2.9 dan 
dianalisis menggunakan metode structural equation modeling (SEM) dengan pendekatan partial least 
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square (PLS). Hasil penelitian ini menunjukan bahwa sikap dan perceived controlled behavior 
berpengaruh positif signifikan terhadap perilaku minat beli produk halal, sementara norma subjektif 
dan trust tidak berpengaruh terhadap perilaku minat beli produk halal.  Implikasi penelitian ini adalah 
bahwa strategi pemasaran produk halal harus fokus pada peningkatan sikap positif dan perceived 
controlled behavior konsumen. Upaya untuk membangun merek yang kuat dan mempermudah akses 
produk halal lebih penting daripada mengandalkan norma subjektif dan trust. Kebijakan dan 
kampanye pemasaran sebaiknya menekankan manfaat pribadi dan kemudahan mendapatkan produk 
halal untuk meningkatkan minat beli di kalangan konsumen. 
 
Kata kunci: Perilaku Minat Beli; Produk Halal; Theory of Planned Behavior; Trust 
 
 

INTRODUCTION 

The world Muslim population in 2015 amounted to 1.8 billion and is projected 

to increase 1.5 percent annually to 2.2 billion in 2030 (Reuters, 2015) and increase 

70 percent to 3 billion in 2060  (Zouiten, 2023), with Indonesia as the country with 

the largest Muslim population in the world (Diamant, 2019) as many as 237.53 million 

people or the equivalent of 86.9 percent at the end of 2021 (Bayu, 2022). The Koran 

commands Muslims to consume halal food and prohibits haram; also orders Muslims 

to avoid doubtful matters (Zailani et al. 2018; Iranmanesh et al. 2020). Thus, Muslim 

consumers are sensitive to the products and services offered in the market and want 

to be assured that whatever food they eat will conform to Islamic principles (Zailani 

et al. 2018; Iranmanesh et al. 2020). 

Muslim consumers need products that are guaranteed to be halal (Windiana 

and Putri 2021) and be careful in choosing the products consumed (Sururi 2021), this 

also gives Indonesia a large market share for halal products in the world (Adhitya 

Ananda and Mikhratunnisa 2020). Meanwhile in Indonesia itself, according to a 

Central Statistics Agency report, shows that the majority of the 1.6 million food and 

beverage industry players do not yet have halal product guarantee certification, only 

11 thousand industry players have received halal product guarantee certification, in 

fact only 25 percent of the products produced circulating on the market that has a 

halal certificate, the remaining 75 percent has not been certified halal (Ibnunas and 

Harjawati 2021). 

This also happened in the cosmetics industry, the Food and Drug Supervisory 

Agency (BPOM) in the last five years (2017-2021) also noted that there were 185,290 

cosmetic products from 760 cosmetic-producing companies circulating in the 

community. (Ayu 2021). All of the cosmetic products spread throughout society, 

according to the Indonesian Ulema Council's Food, Drug, and Cosmetic Research 

Institute (LPPOM MUI), only 16,844 products from 210 companies have received 

halal certificates. (MUI 2021). This means that of the total number of cosmetic 

products circulating in society, only 9% of cosmetic products have been certified 

halal, while 91 percent of other cosmetic products have not been certified halal. 

The potential for a large market share of halal products has encouraged the 

Indonesian Government to establish three halal industrial areas, namely the Modern 

Cikande Industrial Estate in Serang (Banten), the Safe n Lock Halal Industrial Park in 
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Sidoarjo (East Java), and the Bintan Inti Halal Hub Halal Industrial Area in Bintan 

Regency. It is predicted that the development of these three halal industrial areas 

will produce a large stock of halal products in Indonesia. But what the government 

does not realize is that people's buying habits have been formed, even though 

Indonesian consumers are predominantly Muslim, their buying habits are not always 

in line with Islamic ideology, because of the facts found in the field, many Muslim 

people, especially millennials, do not pay much attention to halal certification from 

the products they buy (Iranmanesh et al., 2020) (Mahliza and Prasetya, 2021). So 

sales of products not labeled halal are higher than products labeled halal. In addition, 

the availability of halal-certified products on the market is still limited, out of 10 

million products, only 3 million products are halal-certified (Linkumkm, 2024) 

The factor that influences consumer buying interest is the theory of planned 

behavior which consists of subjective norms, attitudes, and perceived controlled 

behavior. Several previous researchers such as (Su et al. 2022) stated that attitude 

has a positive effect on buying interest, Tan et al., (2017), Zhao et al. (2019) And Choi 

& Johnson (2019) confirm the influence of subjective norms on buying interest, and 

Hsu et al., (2017), Tan et al., (2017), And Zhao et al., (2019) stated that perceived 

controlled behavior had a positive effect on purchase intention, while (Yang and Lee 

2017) states that attitude has a positive effect on buying interest. Huang & Ge, (2019) 

stated that subjective norms do not affect buying interest, and (Zerbini, Luceri, and 

Vergura 2017) And (Choi and Johnson 2019) stated that perceived controlled 

behavior did not affect buying interest. 

Previous research that used the same model as this research was conducted by 

Pinasthika, Suroso, and Wulandari (2021), their research was entitled The Analysis of 

Intention to Buy: An Extended Theory of Planned Behaviour. The novelty of the 

author's research compared to this research lies in the objects and variables adopted 

to extend TPB, the object of the author's research is halal food while the object of 

the research is Unsoed Press services. and the variable used to extend TPB in this 

study is trust in halal products, while the above research uses brand awareness and 

price variables. 

Based on the research problem and research gap above, this research needs to 

be carried out. The research gap above is bridged by adding the trust variable in halal 

product labeling because halal labeling not only confirms the permissibility of 

consumption but also the safety and hygiene of the product for consumption. 

 

LITERATURE REVIEW 
Extended Theory Of Planned Behavior 

The theory of planned behavior (TPB) is a development of the theory of 

reasoned action (TRA) (Liu, Liu, and Mo 2020) (Mariana, Suhartanto, and Gunawan 

2020), according to (Ajzen 2012) the theory of planned behavior shows that human 

actions are predicted based on attitudes, subjective norms, and behavioral control. 

Attitude is a behavior that reflects the level of evaluation of a person or certain 
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actions. Aryadhe et al. (2018) And Syihabudin and Najmudin (2023) define 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 and Supriyanto 

2022). Attitude indicators according to (Han, Hsu, and Sheu 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. 

Subjective norms can be defined as the social pressure that individuals feel to 

perform or not perform certain behaviors (Elseidi 2018). Apart from that, subjective 

norms also mean personal perceptions that are influenced by people outside 

themselves, including family, friends, and colleagues known to service users (Suk, 

Kim, and Kim 2020). Another definition for subjective norms is a belief that an 

important person or group of people will approve and support certain behavior (Ham, 

Jeger, and Ivković 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 and Najmudin 2023). 

Perceived behavioral control is an individual's perception of whether carrying 

out a certain behavior is easy or difficult Azjen (1991) (Liu, Liu, and Mo 2020). This 

behavioral control variable is determined by the individual's beliefs regarding the 

strength of external factors and internal factors to facilitate behavior(Ajzen 2012). 

Ajzen explains feelings related to controlling behavior by distinguishing them from 

the locus of control or center of control proposed by Rotters. The center of control 

relates to a person's beliefs that are relatively stable in all situations (Amar 2017). 

Perceived control behavior is influenced by past experiences and a person's 

estimation of whether or not it is difficult to carry out certain behaviors (Azwar 2003). 

According to Nugroho et al., (2018) Indicators for measuring behavioral control about 

halal products are (1) knowing the benefits of halal products, (2) can be used to obtain 

halal and tayyib benefits and (3) having a wide and easy to find merchant network. 

The theory of planned behavior concerning halal products is developed by 

adding the trust variable (trust in halal products). Trust is defined as the belief that 

the trustee will act cooperatively to meet the trustor's expectations without 

exploiting his or her vulnerabilities (Zerbini, Luceri, and Vergura 2017). Meanwhile, 

according to McAllister (1995) as cited by (Akgunduz and Cin 2015) trust is being 

confident in words, behavior, and decisions, and being eager to act following those 

beliefs. Trust is identified as the expectation that an individual's or group's promises 

are reliable (Mohajerani, Shahrekordi, and Azarlo 2015) (Shuhaiber 2018), therefore 

Knowing how trust is developed and how it influences consumer behavior is essential 
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to creating a successful marketing strategy (Amaro and Duarte 2016). According to 

(Hasrina, Yusri, and Sy 2019) Trust indicators are (1) Credibility (can be trusted), (2) 

Competency (Ability), and (3) Courtesy (moral attitude). 

 
Purchase Interest Behavior 

In general, interest can be defined as a desire to do something you like (Mahliza 

and Prasetya 2021). Purchase interest according to Schiffman & Kanuk (2010) as cited 

by (Anggraini and 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 and 

Hudrasyah 2017) And (Najmudin and Shihabudin 2022) hold the view that purchasing 

interest is a consumer's tendency to buy something or take purchasing action which 

can be measured by the consumer's desire to make a purchase(Nurcahyo and 

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 the desire to buy and own a product grows (Puspita, Sunaryo, 

and Wijayanti 2020). Indicators to measure buying interest (1) decision to buy (2) 

recommending the product to others (3) desire to buy (4) satisfaction (Widyanto and 

Irfanur 2019). 

 

RESEARCH METHOD 
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. The population of this 

research is millennials moeslims who live in Banten Province and have purchased 

halal products. The determination of the sample size in this study refers to the 

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 sample size in this study was set at 

170 respondents, which was obtained from all variable indicators in this study, 

totaling 17, then multiplied by 10 (17 x 10 = 170). 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. The stages of data analysis carried out in this research were testing 

construct validity, convergent validity, discriminant validity, reliability, and 

hypothesis testing. 
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RESULTS AND DISCUSSION 

Structural Model Testing (Outer Model) 

Testing of the structural model (outer model) in this research was carried out 

using smart PLS software version 3.2.9, the test results can be seen in Figure 1. 

 
Figure 1. Inner Model 

  

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. The convergent 

validity test was carried out using Smart PLS software version 3.2.9. Test results 
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Table 1. Outer Loading Values 
 

Attitude Interest Perceived Controlled 
Behavior 

Subjective 
Norm 

Trust 

A1 0.765 
    

A2 0.845 
    

A3 0.870 
    

A4 0.729 
    

A5 0.903 
    

In1 
 

0.832 
   

In2 
 

0.919 
   

In3 
 

0.792 
   

In4 
 

0.855 
   

PCB1 
  

0.724 
  

PCB2 
  

0.812 
  

PCB3 
  

0.842 
  

SN2 
   

0.758 
 

T1 
    

0.730 

T2 
    

0.883 

T3 
    

0.884 

SN1 
   

0.969 
 

Source: Authors’ Processed Data, 2024 

 

Table 1 shows that the outer loading value of all indicators for the variables 

attitude, subjective norms, perceived controlled behavior, trust, and purchase 

interest is greater than 0.60, thus all indicators forming the construct of all the 

variables above are in the valid category. 

Table 2. Average Variance Extracted (AVE) Value 
 

Cronbach's 
Alpha 

rho_A Composite 
Reliability 

Average Variance 
Extracted (AVE) 

Attitude 0.889 0.926 0.914 0.681 
Interest 0.873 0.893 0.913 0.724 

Perceived 
Controlled 
Behavior 

0.714 0.742 0.836 0.631 

Subjective Norm 0.729 1,257 0.860 0.757 

Trust 0.796 0.872 0.873 0.698 

Source: Authors’ Processed Data, 2024 

 

Table 2 shows that the AVE value for the construct of each variable, attitude = 

0.681, interest = 0.726, perceived control behavior = 0.627, subjective norm = 0.747, 

and trust =. 0.694, all constructs have a value ≥ 0.50, meaning that all constructs are 

categorized as valid. 
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Discriminant Validity 

Discriminant validity assessment is carried out by looking at the formula, the 

square value of AVE is higher than the correlation value between variables(Hamid 

and Anwar 2019). Discriminant validity testing was carried out using Smart PLS 

software version 3.2.9. The test results can be seen in Table 3. 

Table 3. Latent Variable Correlation Values 
 

Attitude Interest Perceived 
Controlled 
Behavior 

Subjective 
Norm 

Trust 

Attitude 0.825 
    

Interest -0.363 0.851 
   

Perceived 
Controlled 
Behavior 

-0.218 0.657 0.794 
  

Subjective Norm 0.663 -0.280 -0.205 0.870 
 

Trust 0.622 -0.191 -0.168 0.750 0.836 

Source: Authors’ Processed Data, 2024 

 

Table 3 shows that the AVE square value for all indicators of one construct is 

greater than the correlation value between variables, thus, all indicators for the three 

constructs are in the valid category. 

 

Reliability Test 

Reliability testing was carried out using Smart PLS software version 3.2.9. Test 

results can be seen in Table 4. 

Table 4. Reliability Test Results 
 

Cronbach's 
Alpha 

rho_A Composite 
Reliability 

Average Variance 
Extracted (AVE) 

Attitude 0.889 0.926 0.914 0.681 

Interest 0.873 0.893 0.913 0.724 

Perceived 
Controlled 
Behavior 

0.714 0.742 0.836 0.631 

Subjective Norm 0.729 1,257 0.860 0.757 

Trust 0.796 0.872 0.873 0.698 

Source: Authors’ Processed Data, 2024 

 

 Table 4 shows that the composite reliability values for the constructs of 

attitude, subjective norms, perceived controlled behavior, trust, and purchase 

intention have values above 0.70. So, the constructs of attitude, subjective norms, 

perceived controlled behavior, trust, and purchase intention have good reliability. 
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Structural Model Testing (Inner Model) 

Structural Model (Inner Model) testing was carried out using PLS software 

version 3.2.9. Inner Model test results can be seen in Figure 2. 

 

Figure 2. Inner Model 

Research Hypothesis Testing 

 Hypothesis testing in this research was carried out by looking at the values in 

the path coefficients and total indirect effects tables. Hypothesis testing was carried 

out using Smart PLS software version 3.2.9. The test results can be seen in Table 5. 

Table 5. Path Coefficients Test Results 
 

Original 
Sample (O) 

Sample 
Mean (M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

Attitude -> Interest -0.258 -0.257 0.108 2,397 0.017 

Perceived 
Controlled Behavior 
-> Interest 

0.606 0.606 0.098 6,172 0,000 

Subjective Norm -> 
Interest 

-0.085 -0.074 0.127 0.672 0.502 

Trust -> Interest 0.135 0.107 0.121 1,108 0.268 

Source: Authors’ Processed Data, 2024 
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Based on Table 5, it is known that the attitude and perceived controlled 

behavior variables each have a significant positive effect on buying interest, this is 

shown by the P-Values for each of the variables above being less than 0.05. 

Meanwhile, the subjective norm and trust variables have a negative and insignificant 

effect on buying interest, this is shown by the P-Values for each of these variables 

being greater than 0.05. 

 

Discussion  

The Effect of Attitudes on Behavior of Interest in Buying Halal Product 

The results of the research above show that the p-values of attitude towards 

the behavior of interest in buying halal products are smaller than 0.05 (0.017<0.05) 

and (0.000<0.05). This calculation shows that attitude has a significant positive effect 

on behavior in buying halal products. The significant positive impact of consumer 

attitude on behavior in purchasing halal products indicates that enhancing 

consumers' perceptions of halal products can directly increase their purchasing 

interest. This insight emphasizes that consumer attitudes, shaped by the belief that 

buying halal products is a good idea, wise choice, profitable, enjoyable, and positive, 

are crucial in driving sales. Therefore, businesses should prioritize strategies that 

cultivate and reinforce these positive attitudes to boost consumer interest and 

purchase behavior effectively. These findings imply that companies must create and 

promote positive perceptions of halal products through targeted marketing 

campaigns, product quality improvements, and consumer education. By highlighting 

the benefits, ethical aspects, and positive experiences associated with halal products, 

companies can shape consumer attitudes favorably. This approach increases immediate 

sales and builds long-term customer loyalty, enhancing brand reputation and market share 

in the competitive halal market. 

This result is in line with the findings (Su et al. 2022) which states that attitude 

has a positive effect on interest in buying skincare products, (Choi and Johnson 2019), 

which states that attitude has a positive effect on interest in buying green products 

(Rizkitysha and Hananto 2022) which states that attitude significantly positively 

affects interest in purchasing detergent products labeled halal. 

 

The Effect of Perceived Control on Behavior of Interest in Buying Halal Product 

The results of the research above show that the p-values of perceived control 

behavior on interest in buying halal products are smaller than 0.05 (0.000<0.05) and 

(0.000<0.05). The results of this calculation show that perceived control behavior 

significantly affects the behavior of interest in purchasing halal products. This finding 

underscores the importance of consumers' perception of their ability to find and 

benefit from halal products easily. When consumers know the benefits, such as 

obtaining halal and tayyib profits, and have access to a wide and easily accessible 

merchant network, their interest in purchasing these products increases. Therefore, 
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enhancing consumers' perceived control over their ability to purchase halal products 

is key to driving their buying behavior. These findings imply that businesses should 

focus on strategies that enhance consumers' perceived control over purchasing halal 

products. This can be achieved by educating consumers about the benefits of halal 

products, expanding the availability of these products across various distribution 

channels, and ensuring that halal products are easily accessible through a wide 

merchant network. By doing so, companies can significantly increase consumer 

interest and purchase behavior, ultimately leading to higher sales and a stronger 

market presence in the halal industry.  

The results of this research are in line with the findingsHsu et al., (2017), Tan et 

al., (2017), and Zhao et al., (2019) state that perceived controlled behavior has a 

positive effect on buying interest. 

 

The Effect of Subjective Norms on the Behavior of Interest in Buying Halal Product 

The results of the research above show that the p-values of the subjective norm 

variable on interest in buying halal products are greater than 0.05 (0.502>0.05) and 

(0.897>0.05), the results of this calculation show that subjective norms have a 

negative and insignificant effect on the behavior of interest in purchasing halal 

products suggests that social pressure and the influence of others do not play a 

crucial role in determining consumers' interest in buying these products. This 

indicates that consumers' decisions to purchase halal products are more likely driven 

by personal attitudes and perceived control rather than by the expectations or 

behaviors of peers, family, or societal norms. Therefore, marketing strategies should 

focus less on leveraging social influence and more on individual consumer 

perceptions and control. These findings imply that businesses should prioritize 

enhancing individual consumer perceptions and experiences over trying to influence 

social norms to increase interest in halal products. Efforts should be directed towards 

improving product quality, accessibility, and educating consumers on the personal 

benefits of halal products. By focusing on individual attitudes and perceived control 

rather than societal pressures, companies can more effectively boost consumer 

interest and drive purchasing behavior, leading to better market penetration and 

consumer loyalty in the halal product sector.  

The results of this study are in line with the findings of Yazdanpanah & 

Forouzani, (2015) and Huang & Ge, (2019) stated that subjective norms do not affect 

buying interest. And not in line with (Jeon et al. 2021)which states that subjective 

norms have a significant positive effect on purchase intention. 

 

The Effect of Trust on Behavior of Interest in Buying Halal Product 

The results of the research above show that the p-values of the trust variable 

on interest in buying halal products are greater than 0.05 (0.268>0.05), the results of 

this calculation show that trust has a negative and insignificant effect on the behavior 

of buying interest in halal products suggests that trust, contrary to what might be 
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expected, is not a primary driver of consumer interest in purchasing halal products. 

This indicates that consumers may already have a baseline level of trust in the 

certification and integrity of halal products, making trust a less critical factor 

compared to other factors such as personal attitudes and perceived control. 

Therefore, building additional trust might not be as crucial for influencing buying 

interest as previously thought. These findings imply that businesses should shift their 

focus from heavily investing in trust-building measures to enhancing other factors 

that more significantly influence buying interest, such as improving consumer 

attitudes and perceived behavioral control. Marketing strategies could benefit from 

emphasizing the personal benefits and accessibility of halal products rather than 

solely focusing on trust-related aspects. By reallocating resources towards educating 

consumers about the advantages of halal products and ensuring they are readily 

available and easy to purchase, companies can more effectively increase consumer 

interest and drive sales in the halal market. 

The results of this study are in line with the findings of Yazdanpanah & 

Forouzani, (2015) and Huang & Ge, (2019) stated that trust does not affect 

purchasing interest behavior. And not in line with (Jeon et al. 2021) who states that 

trust has a significant positive effect on buying interest. 

 

CONCLUSION 

The results of the research and discussion above show that attitude, and 

perceived controlled behavior, each have a significant positive effect on the behavior 

of Generation Z's interest in buying halal products, while subjective norms and trust, 

respectively, have a negative and insignificant effect on the behavior of interest in 

buying halal products. The results of this research can be used as recommendations 

to policyholders who are developing three large halal industries in Indonesia, one of 

which is in Banten, and especially industrial players and MSMEs who produce halal 

products, to always pay attention to aspects of attitude, perceived controlled 

behavior, in product marketing halal to society. This research has several limitations, 

first, this research is limited to examining the millennial generation of Banten 

Province, and second this research only adds the variable trust in halal products to 

develop the theory of planned behavior, so it is recommended for subsequent 

researchers to expand the research area, such as in Jabodetabek, or Java Island, or a 

mixture of Java and outside Java, and it is recommended to use other variables that 

have been proven to be able to strengthen the impact of the theory of planned 

behavior on the behavior of interest in purchasing halal products. 
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