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Perkembangan industri kosmetik halal di Indonesia menunjukkan perubahan
perilaku konsumen yang semakin mempertimbangkan aspek kualitas, keamanan,
dan kesesuaian produk dengan nilai religius. Wardah sebagai pelopor kosmetik
halal nasional menjadi salah satu merek yang banyak digunakan oleh konsumen
Muslim, khususnya kalanga mahasiswi. Penelitian ini bertujuan menganalisis
pengaruh sikap dan norma subjektif terhadap minat pembelian produk Wardah pada
mahasiswi Muslim Universitas Muhammadiyah Jember. Penelitian menggunakan
pendekatan kuantitatif dengan. metode survey terhadap 322 responden.
Pengumpulan data dilakukan melalui kuesioner dan dianalisis menggunakan regresi
linier berganda. Hasil penelitian menunjukkan bahwa sikap berpengaruh positif dan
signifikan terhadap minat pembelian (t=11,511; sig.=0,000). Norma subjektif juga
berpengaruh positif dan signifikan terhadap minat pembelian (t=7,841; sig.=0,000).
Secara simultan, kedua variabel berpengaruh signifikan terhadap minat pembelian
(F=149,926; sig.=0,000) dengan nilai koefisien determinasi sebesar 0,481. Temuan
penelitian memperlihatkan bahwa - evaluasi individu terhadap produk serta
dukungan lingkungan sosial berperan penting dalam membentuk minat pembelian
kosmetik halal. Penelitian ini memperkuat penerapan Theory of Planned Behavior
dalam menjelaskan perilaku konsumen Muslim pada industri kosmetik halal.
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The development of the halal cosmetics industry in Indonesia shows changes in
consumer behaviorthat increasingly consider aspects of quality, safety, and product
suitability with religious values. Wardah as a pioneer of national halal cosmetics
has become one of the brands widely used by Muslim consumers, especially female
students. This study aims to analyze the influence of attitudes and subjective norms
on the purchase intention of Wardah products among Muslim female students at the
University of Muhammadiyah Jember. The study used a quantitative approach with
a survey method of 322 respondents. Data collection was conducted through
questionnaires and analyzed using multiple linear regression. The results showed
that attitudes have a positive and significant effect on purchase intention (t =
11.511; sig. = 0.000). Subjective norms also have a positive and significant effect
on purchase intention (t = 7.841, sig. = 0.000). Simultaneously, both variables have
a significant effect on purchase intention (F = 149.926, sig. = 0.000) with a
coefficient of determination of 0.481.. The research findings show that individual
evaluation of the product and social environmental support play an important role
in shaping the purchase intention of halal cosmetics. This study strengthens the
application of the Theory of Planned Behavior in explaining Muslim consumer
behavior in the halal cosmetics industry.
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