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ABSTRACT

Global cosmetic industry set the new trend that is wave of Halal cosmetic products since the raise awareness among recent
generation led the new trend in changing of customer behavior. So, this paper is tried to identify the level of intention to use Halal
cosmetic products among students in public university. A total of 210 self-administered questionnaires were distributed and the
quantitative cross-sectional survey approach has been used. The final response rate was 93.4% (327 responses) and the data
obtained was being analyzed using the Statistical Package for Social Sciences (SPSS) version 20 for Windows. From the mean scores,
the study shows that overall score of the level of intention to use Halal cosmetic products among the students in the public
university of Malaysia is of great important. Finally, implications and some suggestions for the future research are also discussed.
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INTRODUCTION

Muslim represents the fastest growing in the e@dth by the birth and adoption. The population of
Muslim consists of up to one quarter of the worldgpulation. About 60.4 percent in 2013 majoritytioé
population is Muslim in Malaysia and that representver half of our population are Muslim majority.
Interestingly, this figure is expected to increapgo 30% in 2025 [16].

Nowadays, in our progressive world, Muslims facechallenge to determine whether their consumables
are religiously accepted or Halal. They are faceith & broad selection of products and servicesrd laee
many choices of brands and each brand is competjainst each other for shelf space in order tothyet
attention of their target consumers [3,13,19]. @itlee speed of trade globalization, the advanceimestience
and technology, the continuous change in produftishulation and the on-going initiatives to simplif
manufacturing processes, it is essential that @lalldoncept be fully understood, especially byrferketers of
consumer goods, be it for food or for non-food midcategories. This is important because as thewers
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become more religious or Halal conscious, they mélllooking for products that not only satisfy the¢eds but
also give them “peace of mind.”

The development of science and technology in tleegssing industry also affects the production afHa
cosmetic, particularly when there are new innoveievery day. Many ingredients obtained from chamic
animal, microbial, mineral and synthetic. This ne#mat Muslims as today’s consumer is not merelyetthe
basic knowledge of Halal and Haram of the contérsuch product bought in the market. This is becomoee
serious when the use of additive materials hadteskin difficulties for users to identify the Haland Haram
status of such product that is produced mainly doyMuslims.

Literature Review:

Halal is an Arabic term meaning “permissible”. Imdtish it mostfrequently refers to food that is
permissible according to Islamic law. In the Araldoguage, it refers to anything that is permissibhder
Islam [8]. Its antonym is Haraam. The term Haladl dharam will be used strictly to describe food proi,
meat products, cosmetics, personal care prodwatd,ihgredients, beverage and food contact maserial

The concept of Halal in Islamic not only revolveand the question either the food can be consumed o
not. It is defined as permissibly by the Syarialtharized, permitted or (which can, be obtainednade) the
right way. This means recognition of the Muslim &las not only allowed by Islamic law to eaten sisinclean
or slaughtered by Muslim, Halal in terms of its di®pment (the process) but the question is moreiitapt
and earlier. The word Halal originated from Arabigord of halla yahillu andhillan. Halal is an Arabic word
meaning ‘permissable’ or lawful [9] out of somethithat forbidden, freeing, releases, resolve, tlisism and
enable. The term defined in term of Halal is asssible and opposite to the unlawful and meat gmeg in a
lawful way.

As reported in Kosmo’s news article dated 10 Septr2009, there is famous local cosmetic compasy ha
been importing beauty products banned from Chirthladonesia to be repackaged and sold here useig th
brand. Among their products is a night cream, wtiitg cream, skin care creams and herbal scrubs. The
operation was also uncovered when a team of 10r@afeent members of Pharmaceutical Selangor Health
Department invaded the factory packaging in KlaBglangor. The products consist film processing riste
hidroquin which causing the consumer who used db@netic complained that their skin become peeding
even worse some of them was recognized by the dttyet the skin cancer.

In Berita Harian dated 25 July 2013 report thakia s/hitening product brand Kanebo get many commplai
from the consumer which this product give discdioraof their skin after using its whitening prodsicEven
though this company was comply with local requiramehe material called 4HPB, a synthetic version
developed by Kanebo from natural compounds givendmative impact to that cosmetic product. Kanebo i
cosmetic company from Japan and it recalled itsdsetic product outside Japan including Malaysia.

Almost twenty years ago, the World Halal CouncilH@®) was formed to develop a unified Halal Standard
and they were so many steps ahead of everybodyreteems of realizing the need for single standdoat the
halal industry. Production, preparation, handlimgl #torage — General Guidelines (MS 1500:2009)hiegs
developed under the Malaysian Standard Developr8gatem under the Department of Standard Malaysia
(DSM), Ministry of Science, Technology and Innoweati It aims is to provide guidelines for food prottuand
food trade or business in Malaysia. It will used JAKIM as the basis for certification but will belded to
many other requirement in completing the certifmaprocess.

Ajzen and Fishbein [1], define intention as a peisdocation on a subjective probability dimension
involving a relation between himself and some actid/hereas, Armitage and Conner (2001) stated that
intention is recognize as the motivation for indivals to engage in certain behaviour. An indiviugltention
is reflecting based on one personal in nature aedother reflecting social influence [15,18]. Théstor is
based on Theory Reasoned Action that explained donts of human behaviour that affect their daifg.|
Based on the definition by Ajzen and Fishbein dgoArmitage and Corner, this study is trying todfithe
consumer’s motivation in using Halal cosmetic pretduvhich is the probability of the action in theshes are
very subjective probability.

Referring to TRA, a person's intention is a funetaf two basic determinants, one personal in nadimck
the other reflecting social influence. The persoislthe individual's positive or negative evaluatiof
performing the behaviour. This factor is termedtwde toward the behaviour [1,6,11]. Meanwhile, TRAd
TPB depict person's behavioural intention as a @oation of a three basic determinants; attitudeata@s the
behaviour, subjective norm, and perceived behaglaimtrol [14].

Based on the study that been made by let@d, [9] shows that intention is the variable thah e used
in TRA and it is a valid model of prediction ofighvariable. This model has been shown to havea go
explanatory power as high as 66.1 percent. Subgorm has been shown to be the most influentiaéd of
intention to choose halal products. This is in kvith Chang [4] and Tarkiainen and Sundqvist [17].

For Muslim, assumption has been made that evenjiMshould know what is Halal and what Haram to
be consumed. Product knowledge toward Halal prodndtHalal logo is vital to make purchase decisialal
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label product contain information just the samethers label product, the different is the HalgldoThe Halal
logo on the label gives confirmation to the Mustionsumer especially regarding the Halal-ness optbduct.
"Obviously, without the knowledge consumer might feductant to purchase a Halal product, or might be
purchasing a non-Halal product, or might also ign@mproduct with foreign Halal logo that is not umoto the
consumer" .

Methodol ogy:

This research is designed to study the level ofdtedge to use Halal cosmetic products among stedant
public university.The data were collected using self-administeredstiprenaire adapted from Haslizatuliza
(2011). A 5- point multi item Likert scale formataw employed, ranging from 1 (Strongly disagree), 2
(Disagree), 3 (Neutral), 4 (Agree) and 5 (Strorafiyee).

A total 350 questionnaires were distributed to ghalents in public university by using random sangpl
Subsequently, 327 replies were obtained. The 8tafisPackage for Social Sciences (SPSS) versiofoR20
Windows was used to generate descriptive statistics

Findings And Discussions:

Table 1 shows the demographic profile of the redpats. From total of 327 respondents, 228.7% ale ma
while 71.3% are female. The majority of the resprid are at age of 20 until 30 years that repdied5.0%,
aged 31 until 40 is 28.1% while aged 41 until 5059%. The minority age is above 51 year thatesgmt for
0.9% from the overall respondents. The Malay redpats are the majority reported by 92.4%, Chirisse
4.6%, Indian 2.1% and others is 0.9%.

Most of the respondents are Malaysian that is 71v@8ite non-Malaysian is 28.4%. The respondents
mostly are single, 62.7%, married are 35.2% whilly .1% from the respondents were divorce. Mosthef
respondents are degree holder reported by 62.7%tekia 30.0% and PhD by 8.0%.

Table 1: Demographic Profile of the Respondents

Characteristic Frequency Percentage (%)
Gender

Male 94 28.7
Female 233 71.3
Age (year)

20-30 180 55.0
31- 40 92 28.1
41-50 52 15.9
51 and above 3 0.9
Race

Malay 302 924
Chinese 15 4.6
Indian 7 2.1
Others 3 0.9
Citizenship

Malaysian 234 71.6
Non- Malaysian 93 28.4

Marital status

Single 205 62.7
Married 115 35.2
Divorce 7 2.1
Level of Education

Degree 203 62.1
Master 98 30.0
PhD 26 8.0

Table 2 indicates both the mean and standard deviabf the intention to use Halal cosmetic product
scale. The ranking of importance as suggested tsfi R2005) and, Rosli and Ghazali (2007) was use@ a
reference to determine the level of knowledge. dtors have suggested the following four categdresed
on rank of importance: mean value of 2.59 and belwlicatesless importance, mean value between 2.60 to
3.40 indicatesnoderate importance, mean value ranging from 3.41 to 4.20 indicdiigs importance and mean
value of 4.21 and above indicagr®at importance.

Based on the result, all six items obtained meamesegalue greater than 4.21 which indicate as great
important. The items are | choose to use Halal getsdeven not familiar with the brand; | chooseise Halal
products even it is quite expensive; | intend te thalal products; | will use Halal products in theure; |
expect to use Halal products in the future; | aiing to use Halal cosmetics.
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Table 2: Descriptive Statistics of Intention to Use Halasthetic Products

Mean SD
| intend to use Halal products. 4.72 1.132
| choose to use Halal products even not familiahwhie brand. 4.47 1.271
| choose to use Halal products even it is quiteeazgjve. 4.64 1.255
| will use Halal products in the future. 4.75 1.178
| expect to use Halal products in the future. 4.76 1.211
I am willing to use Halal cosmetics. 4.85 1.199

The observation of the mean score indicate thalketrel of intention to use Halal cosmetic produatsong
the students is great important. The mean scogegafiom 4.47 to 4.85 on a 5-point Likert scale.

The findings reveal a high mean value among stsd@npublic university of Malaysia. Judging frormreth
score, it can be assumed that the students inguhliversity of Malaysia show their intention toeudlalal
cosmetic products in daily life. All these practideave been employed well by both male and fenabests
(including their age age groups, level of educatind different of race group) in the university.

Possibly, Halal cosmetic products tend to moresatb use since the students know the ingrediants
the process in producing the products is safe. bae consumers would turn their attention to alwel
marketed product that does not have a Halal marihay would read its ingredients, in contrast toghasing
one that has less credibility marketed but sporttakal logo. Another reason is the consumer haargpod
knowledge that they know how well when the produwse been confirmed to be Halal. It is because the
Halalness of the products means that it refers fthenpreparation, ingredients used, cleaning, agdind
processing, right down to transportation and distion. Halal products also show to stringent séads in
hygiene and sanitation, and must not be harmfhetdth.

Furthermore, the increasing number of Muslim arothred world and the raise of awareness among their
recent generations are two crucial reasons behiechéw trend in the change of behavior among coessim
The Muslim consumers constitute nearly 20% of tlopupation of the world, they started pushing the
mainstream cosmetic industry to listen to theirceoand satisfy their needs that offering Shariah@mnt
products.

Conclusion:

The result shows that the students in the publicausity of Malaysia have shown high level of irien to
use Halal cosmetic products. Several factors sadfage more satisfy in using Halal cosmetic progltitat are
more safe and having many knowledge about how thdugts that being confirmed to be Halal leads them
more intent to use Halal cosmetic products. Onather hand, another factor is Muslim populationstitate
20% from the world populations lead them to voiaétheir needs that wanting the market offeringgheducts
that being follow the law of Islam. The presentdstwonly shows the students from the public univgysi
perhaps, in the future research could include siisdigom the private university and from other secuch as
banking and pharmaceuticals.
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