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Abstract: This research aims to determine the influence of brand identity and halal awareness on purchasing 

decisions, with promotion as an intervening variable. The population includes people who consume imported 

instant noodles. Using convenience sampling and the Lameshow formula, 96 respondents were surveyed. The 

hypothesis tests show that brand identity positively affects purchasing decisions, while halal awareness does 

not. Additionally, promotion does not impact purchasing decisions, but brand identity positively influences 

promotion. Indirectly, brand identity and halal awareness do not affect purchasing decisions through 

promotion. The adjusted R square value for purchasing decisions is 0.755, indicating that 75.500 per cent of 

the variation in purchasing decisions is explained by the independent variables, with 24.500 per cent 

influenced by other factors not studied. 

Keywords: Brand Identity; Halal; Promotion; Purchasing. 

 
Abstrak: Penelitian ini bertujuan untuk menentukan pengaruh identitas merek dan kesadaran halal terhadap 

keputusan pembelian, dengan promosi sebagai variabel intervening. Populasi penelitian ini meliputi orang-

orang yang mengonsumsi mie instan impor. Dengan menggunakan metode convenience sampling dan formula 

Lameshow, sebanyak 96 responden disurvei. Uji hipotesis menunjukkan bahwa identitas merek berpengaruh 

positif terhadap keputusan pembelian, sementara kesadaran halal tidak berpengaruh. Selain itu, promosi tidak 

mempengaruhi keputusan pembelian, tetapi identitas merek berpengaruh positif terhadap promosi. Secara 

tidak langsung, identitas merek dan kesadaran halal tidak mempengaruhi keputusan pembelian melalui 

promosi. Nilai adjusted R square untuk keputusan pembelian adalah 0.755, yang menunjukkan bahwa 75.500 

per cent variasi dalam keputusan pembelian dijelaskan oleh variabel independen, dengan 24.500 per cent 

dipengaruhi oleh faktor lain yang tidak diteliti. 

Kata Kunci: Identitas Merek; Halal; Promosi; Pembelian. 

  

 

INTRODUCTION 
 

The food and beverage industry is an industry that is needed by the market with an 

increasing growth rate every year, especially in the Republic of Indonesia. Based on a report 

from the Central Statistics Agency (BPS), gross domestic product (GDP) based on current 

prices (ADHB) of the national food and beverage industry will reach IDR 1.230 quadrillion 

in 2022. This value reaches 6.320 per cent of the total national economy which reaches IDR 

19.590 quadrillion. Food and beverages also contribute more than a third (38.35 per cent) 
to the total GDP of the non-oil and gas processing industry with a total value of IDR 3.23 

quadrillion.  

This portion is the largest compared to other industries (Viva Budy Kusnandar, 2023). 

Various types of food and drinks are circulating on the market, one of the various types of 
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food that is popular with Indonesian people is instant noodles. In fact, instant noodles are a 

type of food with a large number of buyers and are a food that Indonesians often buy. 

Various types of food and beverages are available in the Indonesian market, ranging from 

traditional foods to modern foods, from local beverages to international drinks.  

One type of food that is very popular among Indonesian people is instant noodles. 

Instant noodles have become an integral part of the consumption patterns of Indonesian 

society due to their ease of preparation, affordable price, and variety of flavors. In fact, 

instant noodles are one of the types of food with a large number of buyers and are frequently 

purchased by Indonesians, whether for daily consumption or as a food reserve. The 

popularity of instant noodles is not only driven by price and convenience factors but also by 

the innovations from manufacturers in creating various flavors that suit local tastes. Instant 

noodle producers are also active in creative and effective marketing campaigns, 

strengthening brand loyalty and attracting new consumers. Moreover, instant noodles are 

often the primary choice for many groups, from children to adults, because of their 

availability, easily found in various stores and minimarkets throughout Indonesia. 

Based on data from the World Instant Noodles Association, Indonesian instant noodle 

consumption will reach 14.260 billion portions/packs in 2022. This number has increased 

by 7.460 per cent compared to the previous year (yoy) of 13.270 billion packs. In 2021, 

there will be an increase in instant noodle consumption in the country by 4.980 per cent on 

an annual basis (yoy). Likewise, in 2020, the amount of instant noodle consumption grew 

by 0.950 per cent (yoy).  

It was recorded that Indonesia's consumption of instant noodles in 2019 was only 

12.520 billion packs. When compared to 2022, there was an increase in instant noodle 

consumption by 13.890 per cent in the period before the pandemic. Meanwhile, instant 

noodle consumption in the world will reach 121.200 billion servings in 2022. This means 

that Indonesian instant noodle consumption will reach 11.7600 per cent of the world's total 

instant noodle consumption. According to the World Instant Noodles Association, fried 

noodles are the most popular type of noodles among Indonesian consumers. “Vegetables, 

chicken and shrimp seasoned with chili sauce are widely consumed. Because most of the 

population is Muslim, most of the products are halal (Cindy Mutia Annur, 2023a). 

Instant noodle products in Indonesia consist of domestic and foreign products. 

Domestic products such as IndoMi, SuperMi, Mi Sedap, Gaga 100 and others are widely 

available on the market, while imported products such as those from Korea, Japan, China, 

although not yet available. shifting the dominance of domestically produced instant noodles 

and the presence of imported instant noodles in Indonesia is limited to modern markets such 

as minimarkets and supermarkets, but this has the potential to take up some of the market 

segments previously controlled by domestic producers. In terms of market share, instant 

noodles in Indonesia are still dominated by Indofood through various product brands.  

Apart from Indofood, instant noodle brands that have successfully gained market 

share in Indonesia are Wings Food and ABC President. In terms of market share, instant 

noodles in Indonesia are still dominated by Indofood through various product brands. Apart 

from Indofood, instant noodle brands that have successfully gained market share in 

Indonesia are Wings Food and ABC President. Even though instant noodles from abroad 
have not been able to beat domestic instant noodle products, foreign instant noodle products 

are still in demand by some groups of people in Indonesia and it is possible that they will 

continue to develop and become potential competitors to the domestic instant noodle 

industry. Below is data on the most popular instant noodle brands in Indonesia. 
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Figure 1. Most Popular Instant Noodle Brands in Indonesia according to Top 

Brand Index (2023) 

 

Figure 1 shows that Indomie achieved the highest Top Brand Index (TBI) score 

among other instant noodle brands, namely 72.500 per cent. Then, the position was followed 

by Mie Sedaap with a TBI score of 16.200 per cent. Next, there is Sarimi in third place with 

a TBI score of 2.600 per cent. Meanwhile, Gaga 100 is in fourth position with a TBI score 

of 1.700 per cent, followed by Supermi in fifth position with a TBI score of 1.300 per cent 

(Cindy Mutia Annur, 2023b). Referring to the data above, instant noodle products 

originating from abroad when marketing their products in Indonesia are required to position 

their brand identity on a par with domestic instant noodles in order to achieve consumer 

trust in Indonesia because brand identity is the basis for forming consumer perceptions 

before making decisions. purchase. A purchasing decision is a problem solving activity 

carried out by an individual in selecting an appropriate behavioral alternative from two or 

more behavioral alternatives and is considered the most appropriate action in purchasing by 

first going through the stages of the decision making process (M. Anang Firmansyah, 2019). 

Many factors influence purchasing decisions, one of which is brand identity, namely the 

desired brand position, and then communicating it through the brand positioning process. 

The result is brand position (M. Anang Firmansyah, 2019). Brands relate to consumer 

perceptions regarding a particular product. Because of the relationship with perception, 

every consumer has their own version. This consumer perception can determine the rise or 

fall of a brand's identity. When a brand has an identity that has distinctive characteristics, it 

will make it easier for customers to identify a brand among other brands. Customers will 

immediately know a product or service is being offered when they see the brand identity. 

With this, it makes it easier for customers to make decisions whether to buy or not. 

The market share in Indonesia is dominated by Muslim communities where when 

consuming food they ensure that the food is halal for consumption, ensuring whether a 

product is halal or not in various countries is determined by halal certification institutions 

for various food, beverage and medicine products. medicines that are free from haram 

components. By including a halal label on product packaging that has previously been tested 

and studied, which is a guarantee of safety for Muslims when consuming a product, the 

results of research conducted show that the halal label influences purchasing decisions (El-

Farobie & Setiawan, 2021). The results of other research also state that partial halal labeling 

on the decision to purchase pempek at the Beringin Rajawali store in Palembang City is 
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positive and significant (Salim et al., 2022). However, other research results show that the 

halal awareness variable has no effect on purchasing decisions (Ilham Zuhri, 2022). Public 

awareness of whether or not there is a halal logo on the packaging of a product, including 

instant noodles, is the most basic thing to pay attention to when making purchasing 

decisions. The absence of a halal logo on a product will make Muslim consumers careful in 

deciding to consume a product because it is the obligation for Muslims to always consume 

halal food. The absence of a halal logo on instant noodle products originating from abroad 

will certainly be a challenge for the product in influencing the purchasing decisions of 

Indonesian Muslims. The existence of a product will be more easily accepted by the market 

if the marketing activities carried out run well. One of the marketing mixes that has a direct 

impact on the purchasing decision making process is promotion. Promotions carried out 

basically aim to provide information and communicate about a product in order to persuade 

consumers and potential consumers to make a decision to buy or use it. Referring to research 

results, promotions have a positive effect on purchasing decisions (Ilham Zuhri, 2022).  

The success of promotional activities in influencing purchasing decisions is 

determined by various elements, some of which are related to the ability of information to 

form identity and awareness for consumers and potential consumers to know and recognize 

the brand of a product so that good awareness of a product is built. This research is a 

development of research on the influence of brand identity, price and word of mouth on 

product purchasing decisions (Rorlen et al., 2023a). Based on the background description 

above, the research problem can be formulated, namely (1) Does brand identity have a direct 

influence on the decision to purchase instant noodles from abroad? (2) Does halal awareness 

have a direct influence on the decision to purchase instant noodles from abroad? (3) Does 

promotion have a direct effect on the decision to purchase instant noodles from abroad? (4) 

Do brand identity and halal awareness have an indirect influence on the decision to purchase 

instant noodles from abroad through promotions? Referring to the research problem 

formulation, the objectives of this research are (1) to determine the direct influence of brand 

identity on the decision to purchase instant noodles from abroad, (2) to determine the direct 

influence of brand awareness on the decision to purchase instant noodles from abroad, (3) ) 

to determine the direct influence of promotions on the decision to purchase instant noodles 

from abroad, (4) to determine the indirect influence of brand identity and halal awareness 

on the decision to purchase instant noodles from abroad through promotions. 

This research uses 3 variables, with 1 dependent variable and 1 intervening variable 

differing from previous studies. The addition of the halal awareness variable is due to the 

fact that the majority of the Islamic population tends to pay attention to the halal status of 

the food and drinks they consume. This is also an important consideration for Indonesian 

consumers when deciding to purchase food and beverages, especially fast food such as 

instant noodles. Meanwhile, adding promotion as an intervening variable explains how or 

why changes in the independent variables can affect the dependent variable. 

 

THEORITICAL REVIEW 
 

Brand Identity can play a role as a medium that will communicate the quality of a 

product and can convince customers that they have made the right purchasing decision to 

meet their needs and desires. Brand identity contains the distinctive characteristics of a 

company's product which consists of writing, color and meaning that can communicate with 

consumers and differentiate them from competitors or it can also be said that identity is a 
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way of expression with consumers.Therefore, brand identity must have good resonance with 

consumers so that it can differentiate the company's own brand from competitors and can 

explain what a company does in its ongoing business process (Zebuah et al., 2018). Brand 

identity creates a special identity for a brand by strengthening the brand's perspective in 

representing societal concepts, organizations, symbols and products(Hapsari et al., 2020a). 

The results of previous research conducted byshows that brand identity has a positive 

influence on purchasing decisions, which means that brand identity has an influence on 

purchasing decisions (Rorlen et al., 2023a). 

Halal Awareness is the ability to feel, and be aware of events and objects or can be 

said to be a concept of implying understanding and perception of events or subjects. 

Awareness has been hypothesized to play an important role in determining intent to 

purchase. Halal awareness is conceptualized to correlate with intention to purchase. 

Awareness will increase the level of consumer knowledge about halal food. Therefore, it is 

important to include a halal certification or logo on product packaging because Muslim 

consumers will perceive halal certified products as tastier, more hygienic and safer to 

consume in accordance with Islamic law. Halal awareness is an awareness that arises from 

a person's understanding of halal concepts, halal processes and halal principles which 

ultimately makes consumers prioritize halal goods for consumption. The results of research 

on the influence of halal awareness and lifestyle on consumer purchasing decisions show 

that there is an influence of halal awareness on consumer purchasing decisions (Mardiyanti, 

2019). The results of this research are different from the results of other studies showing 

that the halal awareness variable has no effect on purchasing decisions (Ilham Zuhri, 2022). 

Promotion Basically, it is a marketing communication technique aimed at stimulating 

consumers to buy, so promotional activities must be planned according to the characteristics 

of consumers of a product. Promotional activities must be able to convey their objectives, 

namely building consumer awareness, getting to know more about a product, persuading 

consumers and increasing sales of a product. According to (Maharani & Fitra, 2023) 

Promotional activities have a significant influence on consumer purchasing decisions. But 

this is not in line with the research results (Febriana, 2020) shows that the promotional 

variable has no effect on purchasing decisions. Measuring Promotion requires relevant 

indicators, the indicators used include (1) Quality of promotion related to how well the 

promotion is implemented. (2) Promotion quantity is the frequency of promotions given by 

producers to consumers. (3) Promotion time is the duration of the company's promotional 

activities (Kotler & Keller, 2018). 

 Buying decision a behavior or action taken by consumers when they want to fulfill 

their needs and desires. By definition, consumer behavior is the study of how individuals, 

groups and organizations select, purchase, use and dispose of goods, services, ideas or 

experiences to satisfy needs and wants (Kotler & Keller, 2018). Another definition states that 

a purchasing decision is a process where consumers recognize the problem, look for 

information about a particular product or brand, evaluate each alternative well, solve the 

problem, then lead to a purchasing decision. Basically, the purchasing decision stage process 

consists of (1) Problem recognition, (2) Information search, (3) Evaluation of alternatives, 

(4) Purchase decision, (5) Behavior after purchase. The decision to purchase a product can 
be influenced by several factors. When purchasing a particular product in order to fulfill 

their needs and desires, it will be influenced by many factors, including brand identity, halal 

awareness and promotional activities carried out which influence consumer purchasing 

decisions. 
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Based on the description of the literature review above, a relevant research conceptual 

framework was built in relation to the relationship of variables developed to indicators 

which were operationalized into instruments in the form of questionnaires given to research 

respondents. Presented in Figure 2 below. 

 

 
Figure 2. Research Model 

Source: PLS-3 Data Processing, 2024 

 

From Figure 2, of the research model above, the following research hypothesis can 

be built.. 

H1: Brand identity influences purchasing decisions 

H2: Halal awareness influences purchasing decisions 

H3: Promotions have an influence on purchasing decisions 

H4: Brand identity influences promotion 

H5: Halal awareness influences promotion 

H6: Brand identity influences purchasing decisions through promotions 

H7: Halal awareness influences purchasing decisions through promotions 

 

METHODS 
 

Re .se.arch subje.ct. In this re .se .arch, the. subje.ct is consume.r purchasing de .cisions for 

instant noodle. products from abroad. The . re.se.arch variable.s are. also limite.d to two 

inde.pe.nde.nt variable .s, name.ly brand ide .ntity and halal aware.ne.ss, one . inte.rve.ning variable., 

name.ly promotion, and one. de.pe.nde.nt variable., purchasing de .cisions. The. re.se.arch data 

use .d is primary data obtaine .d from the. re.sults of que .stionnaire.s distribute.d via Google . Form 

and inte.rvie.ws, with the. following crite.ria (1) consume .rs age.d fifte.e.n to fifty-five . ye .ars who 

have . consume.d instant noodle. products from abroad who live. in the. are.a Pe.matangsiantar. 

(2) Muslim consume.rs. This re.se.arch also use .s a quantitative . approach base.d on the. 

philosophy of positivism as the . basis for proce.ssing data from que.stionnaire. re.sults obtaine.d 

using statistical data analysis with indicators using a Like .rt scale. which aims to te .st the. 

hypothe .sis de.te.rmine.d using the. PLS-3 proce.ssing tool. 
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Variable. ope.rationalization aims to de .te .rmine. the. me.asure.me.nt scale. for e.ach 

variable., so that hypothe .sis te.sting using tools can be . carrie.d out appropriate.ly. The. 

ope .rationalization of the . variable.s is pre.se.nte.d in Table 1. 

 

Table 1. Operationalization of Research Variables 

 
Variable Indicator Scale 

Purchase. de.cision 1.purchase. de.cision 

2. Inte.re.st in buying again 

3. Willing to re.comme.nd 

4. De.licious food 

 

Like.rt 

Brand Ide.ntity 1. A brand that is supe .rior to othe.r brands 

2.Famous brand 

3. Have. a high quality image . 

4. Have. an ide.ntity 

 

 

Like.rt 

Aware.ne.ss 

Halal 

1.Fe.e.ling halal aware .ne.ss is important 

2. Unde.rstand what is halal 

3.Fe.e.ling to buy food 

and halal drinks are . an obligation 

4. Halal ce.rtification is the . be.st be.nchmark for choosing 

food 

5. The. halal logo is a conside .ration 

choose. food 

6. Know what non-halal foods are. not 

may be. consume.d by Muslims 

 

 

 

 

Like.rt 

Promotion 

 

1. Promotion re .ach 

2. Quantity of adve .rtising displays in promotional me .dia 

3. Quality of me .ssage. de.live.ry in adve.rtising broadcasts 

in promotional me .dia 

 

 

Like.rt 

 

Table 1 shows The . ope .rationalization of the . variable.s above . is the. basic basis for 

compiling a que.stionnaire., the.n scoring the . re.sponde.nts' answe .rs using a Like .rt scale . with 

a value. inte.rval of one. to five.. By using a Like.rt scale., all variable.s will be. me.asure.d through 

de .ve.loping indicators into state .me.nts, re.sponde .nts' answe .rs are. the.n groupe.d base.d on the. 

variable.s to be. me.asure.d. 

Population and Sample., The. population of this study is the . pe.ople. of Pe.matangsiantar 

City who consume . instant noodle.s from abroad, the. quantity of which is not known with 

ce.rtainty. The . sample. size. for this study was de .te.rmine.d using the . Convinie.nce. Sampling 

me.thod, name.ly de .te.rmining the. sample. base .d on a population size. that is not known in 

de .tail and with ce.rtainty using the . le.me .show formula as follows: 

 

𝑛 =  
𝑍2𝑃(1−𝑃)

𝑑2 ………………………….................................. ............................... (1) 

 

Base .d on the. formula above., the. calculation to de.te.rmine. the. sample. isas follows: 

𝑛 =
1.9602. 0.500(1 − 0.500)

0.1002
 

𝑛 =
0.960

0.010
 

𝑛 = 96.040 = 96 sampe. l minimal pada pe . ne. litian 
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Data Analysis Te .chnique.s, Data Te.sting and Mode .l E.valuation.The. analysis 

te.chnique.s, data te.sting and mode.l e.valuation in this re .se.arch are. pre.se.nte.d in Table 2 

be .low. 

 

Table 2. Data Analysis Techniques, Data Testing And Model Evaluation 

 
Model Engineering, Test and 

Evaluation 

Criteria Information 

Outer Model   

Conve.rge.nt Validity Loading Factor value . 

gre.ate.r than 0.700 

The. me.asure.s of a construct should be . 

highly corre.late.d 

Ave.rage. Variance. E.xtracte.d 

(AVE .) 

AVE . value. gre.ate.r 

than 0.500 

Late.nt variable.s can e.xplain on ave.rage. 

more. than half of the . variance. of the. 

indicators 

De.scriminant Validity Cross Loading Value . 

gre.ate.r than 0.700 

Me.asure.s of diffe.re.nt constructs should 

not be. highly corre.late.d 

Composite. Re.liability Composite. 

Re.liability Value. 

gre.ate.r than 0.700 

Use.d to prove. the. accuracy, consiste.ncy 

and pre.cision of instrume .nts in me.asuring 

constructs 

Inner Model   

R-Square. R-Square. value.s 

0.750 (strong), 0.500 

(mode.rate.), and 

0.250 (we.ak) 

The. R-square. value. is use.d to me.asure. the. 

le.ve.l of variation in change .s in the . 

inde.pe.nde.nt variable. towards the. 

de.pe.nde.nt variable. 

Significance . Te.st (Hypothe.sis 

Te.sting) 

P Value. Smalle.r than 

 0.050 

To te.st the. influe.nce. of the. inde.pe.nde.nt 

variable. on the. de.pe.nde.nt variable. 

E .ffe.ct Size. The. e.ffe.ct size. value.s 

are. 0.350 (strong), 

0.150 (mode.rate.), 

and 0.020 (we.ak) 

It is inte.rpre.te.d whe.the.r the. pre.dictor 

variable. has a strong, mode .rate. or small 

influe.nce. at the. structural le .ve.l 

 

RESULTS 
  

The. re.sults of the. ove .rall te.st of the. instrume.nt which was carrie.d out base.d on the. 

conce.ptual frame.work mode .l using the. PLS-SE .M Algorithm me.thod which focuse.s on the. 

oute.r and inne .r mode.ls, obtaine.d the. re.sults of the . structural conce.pt mode.l which is 

pre .se.nte.d in Figure. 3. 
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Figure 3. Path (outer and inner model) PLS-SEM Algorithm 

Source: PLS-3 Data Processing, 2024 

 

Figure 3 shows that all path value .s for the . load factor are. above . 0.700 so that it can 

be . state.d that all indicators of the . variable.s me.e.t the. validity re .quire.me.nts. This re.sult is in 

accordance. with the. state.me.nt that if the. loading factor value . is le.ss than 0.700, it me.ans the. 

ite.m is invalid, while . the. loading factor value. e.xce.e.ds 0.700, which me.ans the. ite.m is valid 

(Muhson, 2022). 

Validity Te .st and Re.liability Te .st. The. mode.l te.st re.sults base.d on the. PLS-SE .M 

algorithm are. the.n de.scribe.d by analyzing the . re.sults of construct re.liability and validity 

calculations. The. validity te .st is e .xplaine.d through two analyze .s, name.ly conve .rge .nt validity 

with a focus on the. oute.r loading re.sults. From the . re.sults of the. oute.r loading, the. re .sults 

of the . discriminant validity te .st will be. compare.d, which compare.s the. re.lationship be .twe.e.n 

the. late.nt variable./construct and othe.r constructs. The. re.sults of the . conve.rge .nt validity te .st 

are. pre.se.nte.d in Table 3. 

 

Table 3. Outer loading- Convergent Validity 
 

 Outer Loading 

IM1 0.916 

IM2 0.949 

IM3 0.980 

IM4 0.947 

KH1 0.926 

KH2 0.930 

KH3 0.845 

KH4 0.933 

KH5 0.969 

KH6 0.898 

KP1 0.915 
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KP2 0.910 

KP3 0.946 

KP4 0.929 

PM1 0.959 

PM2 0.936 

PM3 0.938 

Source: SmartPLS Ver.3 data processing results, 2024 
 

Table 3 shows, it is known that all variable . indicators have. a calculate.d loading factor 

value . gre.ate.r than the. r-table. above. 0.700, this me.ans that all indicators for e.ach variable. 

me.e.t the. re.quire.me .nts to be. de.clare.d valid. This re.sult is in accordance . with the. state.me.nt 

that if the. loading factor value . is le.ss than 0.700, it me.ans the. ite.m is invalid, while . the. 

loading factor value. e.xce.e.ds 0.700, which me.ans the. ite.m is valid (Muhson, 2022). Ne .xt, 

the. re.sults of the. conve.rge .nt validity te .st are . te.ste.d by comparing the . re.sults of the. ave .rage. 

variance. e.xtracte.d (AVE .) calculation. The . AVE . calculation re.sults are. pre.se.nte.d in Table 

4. 

Table 4. Construct Reliability and Validity 

 

 
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Brand Identity 0.962 0.964 0.973 0.899 

Buying decision 0.944 0.944 0.959 0.855 

Halal Awareness 0.962 0.967 0.970 0.842 

Promotion 0.939 0.940 0.961 0.892 

Source: SmartPLS Ver.3 data processing results, 2024 

 

Table 4 shows, it is known that the . ave.rage . variance . e.xtracte.d (AVE .) calculation 

re .sult for the. brand ide.ntity variable. is 0.899, the . halal aware.ne.ss variable . is 0.842, the. 

promotion variable. is 0.892 and the. purchasing de .cision variable. is 0.855, me.aning that the. 

ove .rall AVE . calculation re.sult for e.ach variable. is gre .ate.r than 0.500 so that the . AVE. 

calculation re.sults prove . that all variable.s have . good discriminant validity. This is in line . 

with the. state.me.nt that ave .rage. variance. e.xtracte.d (AVE .) is use .d to de.te.rmine . the. 

achie.ve.me.nt of discriminant validity re .quire.me.nts with the. minimum value. to state. that 

re .liability has be .e.n achie.ve .d is 0.500 (Hidayat, 2021). The.n, from Table. 4 above., continue. 

with the . re.liability te .st. The. te.st coe.fficie .nts use.d as a re.fe.re.nce. are. Cronbach's Alpha 

coe.fficie.nt and Composite. re.liability (rho_c). This coe .fficie.nt value. is compare.d with the. 

rtable. value . with a standard re.liability le .ve .l of above. 0.700 (Hidayat, 2021). Re .fe.rring to 

Table. 4, it is known that the . Cronbach's Alpha coe.fficie.nt value. for the. brand ide .ntity 

variable. is 0.962, the . halal aware.ne.ss variable. is 0.962, the . promotion variable. is 0.939, and 

the. purchasing de .cision variable. is 0.944. all Cronbach's Alpha value .s for e.ach variable. are. 

gre .ate.r than 0.700 so that all variable .s are . de.clare.d to have . good re .liability. Furthe .rmore., 

from Table. 4 it is also known that the . Composite. re.liability (rho_c) value . of the . brand 

ide.ntity variable. is 0.964, the. halal aware.ne .ss variable. is 0.967, the. promotion variable. is 

0.940, and the. purchasing de .cision variable. is 0.944, me.aning that the . ove.rall Composite. 

re .liability (rho_c) value . of the. re.se.arch variable. is gre.ate.r than 0.700, thus proving that all 

variable.s have . good re .liability. 

E .valuation of the. Dire.ct Influe .nce. Mode.l. The. re.sults of data proce.ssing and analysis 

using the . path-mode.l PLS_SE .M Algorithm carrie.d out using the. bootstrapping te.st me.thod 
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to de.te.rmine. the. dire.ct e .ffe.ct of using P Value.s and Original Sample. (O) on the. Total 

Indire .ct E.ffe.cts are. pre.se.nte.d in Table 5. 

 

Table 5 Total Indirect Effects 

 

 
Original 

Sample (O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

Brand Identity -> Purchase 

Decision 
0.809 0.804 0.061 13,247 0,000 

Brand Identity -> Promotion 0.415 0.416 0.121 3,417 0.001 

Halal Awareness -> Purchase 

Decision 
0.132 0.143 0.089 1,475 0.144 

Halal Awareness -> Promotion 0.234 0.242 0.098 2,387 0.019 

Promotion -> Purchase Decision -0.015 -0.022 0.079 0.196 0.845 

Source: SmartPLS Ver.3 data processing results, 2024 

 

Table 5 shows, it is known that the. original sample. (O) value. has confirme.d the. path-

mode.l te.st re.sults in Figure. 3. Thus two e .quation mode.ls can be. formulate.d. The. first mode.l 

is as follows. 

 

KP = 0.809IM + 0.132KH - 0.015PM ............................................................................ (2) 

 

From the . e.quation above., it can be. inte.rpre .te.d as follows. 

The. brand ide.ntity coe .fficie.nt value . of 0.809 shows a positive . value ., which me.ans 

that if the. brand ide.ntity value . incre.ase.s by 1 unit, the . purchasing de .cision value . will 

incre.ase. by 0.809 assuming the . othe.r variable.s are. constant or 0. 

The. halal aware.ne.ss coe.fficie.nt value. of 0.132 shows a positive . value., which me.ans 

that if the. halal aware.ne.ss value . incre.ase .s by 1 unit, the . purchasing de .cision value . will 

incre.ase. by 0.132 assuming the . othe.r variable.s are. constant or 0. 

The. promotion coe.fficie .nt value. -0.015 shows a ne .gative . value., which me.ans that if 

the. promotion value. de.cre.ase.s by 1 unit, the. purchasing de .cision value. will de.cre.ase . by -

0.015 assuming the . othe.r variable.s are. constant or 0. 

The. se.cond mode.l is as follows. 

 

PM = 0.415IM + 0.234KH ............................................................................................. (3) 

 

From the . e.quation above., it can be. inte.rpre .te.d as follows. 

The. brand ide.ntity coe .fficie.nt value . of 0.415 shows a positive . value ., which me.ans 

that if the. brand ide.ntity value . incre.ase .s by 1 unit, the. promotion value. will incre.ase . by 

0.415 assuming the . othe.r variable.s are. constant or 0. 

The. halal aware.ne.ss coe.fficie.nt value. of 0.234 shows a positive . value., which me.ans 

that if the. halal aware.ne.ss value . incre.ase .s by 1 unit, the . purchasing de .cision value . will 

incre.ase. by 0.234 assuming the . othe.r variable.s are. constant or 0. 

Te.st the. Dire.ct Influe .nce. Hypothe .sis, re .fe.rring to the . data in Table 5, it is known that 

the. P value . of brand ide.ntity on purchasing de .cisions is 0.000, which is smalle .r than 0.050, 

with a T statistic value . of 13.247, which is gre .ate.r than 1.960, me.aning that brand ide .ntity 
has a positive . e.ffe.ct on purchasing de .cisions so that H1 is acce .pte.d. The.n, the. P value. of 

halal aware.ne.ss on purchasing de .cisions is 0.144, gre .ate.r than 0.050, with a T statistic value . 
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of 1.475, gre .ate.r than 1.960, indicating that halal aware .ne.ss has no influe.nce. on purchasing 

de .cisions so that H2 is re .je.cte.d. Furthe .rmore., the. P value. of promotion on purchasing 

de .cisions is 0.854 which is gre .ate.r than 0.050 with a T statistic value . of 0.196 which is 

smalle.r than 1.960, indicating that promotion has no e.ffe.ct on purchasing de .cisions so that 

H3 is re .je.cte.d. From Table. 5 above., it is also known that the . P value. of brand ide.ntity on 

the. promotion variable. is 0.001, smalle.r than 0.050, with the. T statistic value . of 3.417 

gre .ate.r than 1.960, me.aning that brand ide .ntity has a positive . e.ffe.ct on promotion so that 

H4 is acce .pte.d and the. P value . of halal aware .ne.ss on promotion of 0.019 is smalle .r than 

0.050 with a T statistic value . of 2.387 which is gre .ate.r than 1.960, me.aning that brand 

ide.ntity has a positive . e .ffe.ct on promotion so that H5 is acce .pte.d. 

Coe .fficie.nt of De .te.rmination Te.st, The . coe .fficie.nt of de.te.rmination te .st is carrie.d out 

by mode .rating the. inte.rplay be .twe.e.n e.ach inde .pe.nde.nt variable. on the. de.pe.nde.nt variable.. 

The. re.sults of the. coe.fficie.nt of de .te.rmination te.st are. pre.se.nte.d in Table 6. 

 

Table 6. R-Square . 

 

 R Square R Square Adjusted 

Buying de.cision 0.763 0.755 

Promotion 0.324 0.310 

Source.: SmartPLS Ve.r.3 data proce.ssing re.sults, 2024 

 

Table 6 shows, the . adjuste.d R square. value. for purchasing de .cisions is 0.755. If 

multiplie.d by 100 pe .r ce.nt, the. re.sult is 75.500 pe .r ce.nt. This me.ans that the. contribution of 

e .ach inde.pe.nde.nt variable. to influe.ncing the . purchasing de.cision variable. is 75.500 pe.r ce.nt, 

the. re.maining 24.500 pe .r ce.nt is influe.nce.d by othe .r variable.s not e .xamine.d in this re .se .arch. 

The.n in Table. 6 above. it is also known that the . R square. adjuste.d promotion is 0.310. If 

multiplie.d by 100 pe .rce.nt, the. re.sult is 31.000 pe .r ce.nt. This me.ans that the. contribution of 

e .ach inde.pe.nde.nt variable. to influe.ncing the . promotion variable. is 31 pe.r ce.nt, the. 

re .maining 69.000 pe .r ce.nt is influe.nce.d by othe .r variable.s not e.xamine.d in this re.se.arch. 

E .valuation of the. Indire .ct Influe .nce. Mode .l. The . re.sults of data proce.ssing and analysis 

using the . path-mode.l PLS_SE .M Algorithm carrie.d out using the. bootstrapping te.st me.thod 

to de.te .rmine. the. dire.ct e.ffe.ct of using P Value.s and Original Sample. (O) on Spe.cific Indire.ct 

E .ffe.cts are. pre.se.nte.d in Table 7. 

 

Table 7. Spe .cific Indire .ct E.ffe.cts 

 

 
Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Brand Ide.ntity -> Promotion -> 

Purchase. De.cision 
-0.006 -0.007 0.036 0.178 0.859 

Halal Aware.ne.ss -> Promotion -> 

Purchase. De.cision 
-0.004 -0.009 0.021 0.174 0.862 

Source.: SmartPLS Ve.r.3 data proce.ssing re.sults, 2024 

 

Table 7 shows, it is known that the. original sample. (O) value. has confirme.d the. re.sults 

of the . path-mode.l te.st in Figure. 3. The . coe.fficie.nt value . of brand ide.ntity through 

promotion on purchasing de .cisions is -0.006, which shows a ne.gative . value., this me.ans that 

if the. brand ide.ntity value. has de.cre.ase.d 1 unit, the.n brand ide.ntity will e .xpe.rie .nce. a 
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de .cre.ase. of 0.006 in influe.ncing purchasing de .cisions through promotions. The .n, the. 

coe.fficie.nt value. of halal aware.ne.ss through promotions on purchasing de .cisions is -0.004, 

showing a ne .gative . value., this me.ans that if the. value. of halal aware .ne.ss de .cre.ase.s by 1 

unit, the.n halal aware.ne.ss will e.xpe.rie.nce . a de.cre.ase. of 0.004 in influe.ncing purchasing 

de .cisions through promotions. 

Indire .ct E.ffe.ct Hypothe .sis Te.sting. Base .d on the. data in Table 6, it is known that the. 

P value . of brand ide.ntity on purchasing de .cisions through promotions is 0.859 which is 

gre .ate.r than 0.050 with a T statistic value . of 0.178 which is smalle .r than 1.960, me .aning 

that brand ide.ntity has no influe .nce. on purchasing de .cisions through promotions so that H6 

is re.je.cte.d. The.n, the. P value. of halal aware.ne.ss on purchasing de.cisions through 

promotions is 0.862 which is gre .ate.r than 0.050 with a T statistic value . of 0.174 which is 

smalle.r than 1.960, indicating that halal aware .ne.ss has no e.ffe.ct on purchasing de.cisions 

through promotions so that H7 is re .je.cte.d. 

 

DISCUSSION  

 

Consume .r purchasing de .cisions re.garding basic ne .e.ds such as e.ating and drinking are. 

not only about basic ne.e.ds, but are. also an inte.gral part of consume.rs' daily live .s. This me.ans 

food manufacture.rs and re.taile.rs ne .e.d to unde .rstand consume .r tre.nds, pre.fe.re.nce .s and 

value .s to produce. and provide. products that me.e.t consume.r e.xpe.ctations. One. of the. 

pre .fe.re.nce.s that must be. conside.re.d is the. brand ide.ntity of food products, e .spe.cially in this 

re .se.arch, name.ly instant noodle .s. Base .d on the . re.sults of the . dire.ct influe.nce. through the . 

bootstrapping te.st asse .ssme.nt, the. P value . of brand ide .ntity on purchasing de.cisions is 

0.000, le .ss than 0.050, with a T statistic value . of 13.247, gre .ate.r than 1.960, me .aning that 

brand ide.ntity has a positive . e.ffe.ct on purchasing de .cisions. This re.se.arch is in line . with 

pre .vious re.se.arch which state.s that brand ide.ntity has a positive . e.ffe.ct on consume.r 

de .cisions (Budihardja & Sitinjak, Rorle .n e.t al., 2022). Brand ide.ntity is a unique . se.t of brand 

associations cre.ate.d by brand strate .gists (Kotle .r & Ke .lle.r, 2018) . 

The.se. associations re.fle.ct the. standing of a brand and constitute . a promise. to 

custome.rs from me.mbe.r organizations. Brand ide.ntity cre .ate.s a spe.cial ide.ntity for a brand 

by stre .ngthe .ning the. brand's pe .rspe .ctive . in re.pre.se.nting socie .tal conce.pts, organizations, 

symbols and products (Hapsari e .t al., 2020b). Furthe .rmore., the. re.sults of this re .se.arch show 

that brand ide.ntity is not just a symbol or logo but also e .ncompasse .s the. e.xpe.rie.nce .s and 

pe .rce.ptions of consume .rs towards the. product. Consume.rs te.nd to trust and be . more . loyal 

to brands with a strong and consiste .nt ide .ntity. This indicate .s that inve .sting in the. 

de .ve.lopme.nt of a strong brand ide.ntity is crucial for winning the . compe.tition in the . food 

marke.t, e.spe.cially for instant noodle . products. In the . conte.xt of instant noodle.s, a strong 

brand ide.ntity can include. various aspe.cts such as product quality, taste ., packaging, and the. 

value .s uphe.ld by the . brand. Manufacture .rs who succe.e.d in cre.ating an appe .aling and 

re .le.vant brand ide.ntity to consume .rs will have . a significant compe .titive . advantage .. 

The.re.fore., this re.se.arch e.mphasize.s the. importance. of marke.ting strate.gie.s focuse .d on 

stre .ngthe.ning brand ide.ntity to e .nhance. consume .r purchasing de .cisions. 

The. brand ide.ntity of importe .d instant noodle.s in Indone .sia, e .spe.cially in 

Pe .matangsiantar City, is ve .ry important to clarify be .cause. it has a significant impact on 

consume.r purchasing de .cisions in Pe .matangsiantar City. All aspe .cts that ne.e.d to be. 

conside.re.d include. the. product name., logo or product de.sign, country of origin, nutritional 

information and ingre .die.nts, custome.r se.rvice ., and ce.rtification. A cle .ar and consiste .nt 
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brand ide.ntity can he .lp consume.rs re.cognize ., trust, and pre.fe.r the. product ove .r othe.r similar 

products. Base .d on re .se.arch re.sults, brand ide .ntity has a positive . influe.nce. on purchasing 

de .cisions, which will ultimate .ly affe .ct sale.s le.ve .ls. Consume.rs te.nd to choose. products 

whose . brand ide.ntitie.s are. e.asily re .cognize .d and unde.rstood. Factors such as an attractive . 

product name., a me.morable. logo, appe.aling packaging de .sign, cle .ar information about the . 

product’s origin, be .ne.ficial nutritional conte .nt, re.sponsive . custome.r se .rvice., and re .liable. 

ce.rtification all contribute . to building a strong brand ide .ntity. The . phe.nome.non occurring 

in the. marke.t shows that many importe .d instant noodle.s still use . packaging in the . language. 

of the. country of origin without adapting the . packaging de .sign and product information to 

the. language . of the. importing country, in this case ., Indone .sia. This cause.s consume.rs in 

Pe .matangsiantar City to have . difficulty unde .rstanding the. information re .late.d to the.se. 

products. This difficulty include .s various aspe .cts, from pre .paration instructions, ingre .die.nt 

conte.nts, to nutritional information, which might be . ve .ry important for consume .rs with 

spe .cific ne.e.ds or pre.fe .re.nce.s. 

As a re .sult, consume.rs will switch to products with brand ide .ntitie.s that are. e.asie.r to 

unde .rstand. Products with informative . packaging in a language . familiar to consume.rs te .nd 

to attract more. atte.ntion and gain consume .r trust. The.re.fore., it is crucial for produce.rs of 

importe.d instant noodle.s to conside.r this aspe .ct. Adapting packaging and product 

information to the. local language . and marke.t ne .e.ds will not only incre .ase. consume.r 

conve .nie.nce. but also e.nhance. the. product's compe.titive .ne.ss in the . local marke.t. More .ove.r, 

the. incre.asing aware.ne.ss of halal is anothe.r important factor that must be . conside.re.d. Halal 

ce.rtification is be.coming incre.asingly important for consume .rs in Indone .sia, and cle.arly 

displaying halal ce .rtification information on the . packaging can boost consume .r trust and 

purchase. inte.re.st. Ove .rall, stre.ngthe.ning brand ide.ntity through adapting packaging and 

product information to suit local marke .t ne .e.ds and pre.fe.re.nce.s will he.lp produce .rs of 

importe.d instant noodle.s improve . consume.r purchasing de .cisions and stre.ngthe .n the .ir 

position in an incre.asingly compe .titive. marke .t. 

Halal aware.ne .ss is the. le.ve .l of consume.r unde .rstanding and conce.rn for halal aspe.cts 

in the. products and se .rvice.s consume.d. Halal aware.ne.ss can influe.nce. consume.r de.cisions 

due . to re.ligious, e .thical, and pe.rsonal be .lie.f conside.rations. This aware .ne.ss will incre.ase. 

the. le.ve.l of consume.r knowle.dge . about halal food. The.re.fore., it is important to include . a 

halal ce.rtification or logo on product packaging be .cause . Muslim consume.rs will pe .rce.ive. 

halal-ce.rtifie .d products as tastie.r, more. hygie .nic, and safe.r to consume. according to Islamic 

law. Halal aware.ne.ss is not just about adhe .re.nce. to re.ligious te.achings but also re .fle.cts 

pe .rsonal value .s and be.lie.fs that can influe.nce. consume.r pre.fe.re.nce.s in purchasing de .cisions. 

In the . conte.xt of marke.ts with large . Muslim populations, halal aware .ne.ss plays a significant 

role. in shaping consume.r be.havior. Consume.rs with high halal aware .ne.ss te.nd to be . more. 

se .le.ctive . in choosing products. The .y not only pay atte .ntion to the. ingre .die.nts use.d but also 

to the. production, storage ., and distribution proce .sse.s. This aware.ne.ss can also influe .nce. 

pre .fe.re.nce.s for products available. in the . marke.t. The.re.fore., for manufacture.rs and busine .ss 

ope .rators, halal ce.rtification ope.ns up vast marke.t opportunitie.s. Halal ce.rtification can 

be .come. a compe.titive. advantage., e.spe.cially in marke.ts with large. Muslim populations. By 

including the. halal logo on product packaging, companie .s can attract more . Muslim 
consume.rs and incre.ase. custome.r loyalty. Additionally, halal ce .rtification can also e .xpand 

e .xport marke.ts to countrie.s that re .quire. halal standards. 

Consume .rs ofte.n prioritize. halal products as a way to uphold the . inte.grity of the .ir 

re .ligious value .s and pe .rsonal be.lie.fs. This also de .monstrate.s re .spe.ct for cultural dive .rsity 
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and be.lie.fs in an incre.asingly global and digitally inte .rconne.cte.d socie.ty. The . halal labe.l 

also provide .s assurance. to Muslim consume.rs that the . product has unde.rgone. production 

proce.sse .s in accordance. with Islamic halal standards. Halal-ce.rtifie.d products are. pe.rce.ive.d 

as safe .r and more. trustworthy to consume ., not only in te .rms of halal compliance . but also in 

te.rms of hygie .ne. and safe.ty. The .re.fore., manufacture.rs and re.taile.rs who prioritize . halal 

aware.ne.ss not only me .e.t the. rapidly growing de .mand among Muslim consume .rs but also 

build stronge .r and more. truste.d re.lationships with the .ir custome.rs. This can he.lp e.nhance. 

the. compe.titive.ne.ss of the.ir products in an incre.asingly compe .titive. marke.t and e.xpand the.ir 

marke.t re.ach in Indone .sia and globally.  

Base .d on the. re.sults of dire.ct influe.nce. through te .st asse .ssme.ntsbootstrappingThe. P 

value . of halal aware.ne.ss on purchasing de .cisions was obtaine.d at 0.144, gre.ate.r than 0.050, 

with a T statistic value . of 1.475, gre.ate.r than 1.960, indicating that halal aware .ne.ss had no 

influe.nce. on purchasing de .cisions. This re .se.arch is in line. with pre.vious re .se.arch which 

state.s that halal aware .ne.ss has no e.ffe.ct on consume.r purchasing de .cisions (Dhe.a He .rvina 

e .t al., 2021). Howe .ve .r, this re.se.arch is not in line . with re.se.arch which state.s that halal 

aware.ne.ss has no e.ffe.ct on consume.r purchasing de .cisions (Nurfajrina e.t al., 2021). E .ve.n 

though halal aware.ne .ss can have . a positive . impact according to the . re.sults of pre .vious 

re .se.arch on consume.r purchasing de .cisions, for instant noodle . consume.rs in the. city of 

Pe .matangsiantar not all consume .rs will re .spond in the. same. way, in accordance. with the. 

re .sults of this re.se.arch which state.s that halal aware .ne.ss has no e.ffe.ct on consume .r 

purchasing de .cisions. 

Promotion has an important role . in the. marke .ting strate.gy of a product or se.rvice. and 

promotion is not only about incre .asing sale.s, but also he.lping companie.s build brands, 

communicate. with consume.rs, influe.nce . consume.r purchasing de.cisions and achie.ve. 

broade.r marke.ting goals. Base .d onThe. re.sults of the. dire.ct influe.nce. through the. 

bootstrapping te .st asse.ssme.nt showe.d that the. P value . of promotion on purchasing de .cisions 

was 0.854, gre .ate.r than 0.050, with a T statistic value . of 0.196, smalle.r than 1.960, 

indicating that promotion had no e.ffe.ct on purchasing de .cisions. This re.se.arch is in line . with 

pre .vious re .se.arch which state.s that promotions do not have . a significant e.ffe.ct on consume .r 

purchasing de .cisions (Maharani & Fitra, 2023), and this re.se.arch is not in line. with pre .vious 

re .se.arch which state.s that promotions have . a significant e.ffe.ct on consume.r purchasing 

de .cisions (Fe .briana, 2020). For instant noodle . consume.rs in Pe .matangsiantar City, 

promotions are. not one. of the. pre.fe.re.nce.s that can influe.nce. purchasing de.cisions, be .cause. 

the. pre.se.nce. or abse.nce. of promotional activitie .s for instant noodle.s to be . consume .d doe.s 

not influe.nce. consume.r purchasing de .cisions. In this conte .xt, companie.s should conside .r 

various othe .r marke.ting e.le.me.nts be.side .s promotion to influe.nce. consume.r buying 

be .havior. Unde .rstanding the. dynamics of the. local marke.t and spe.cific consume .r 

pre .fe.re.nce.s can he.lp companie.s to be.tte.r dire.ct the.ir marke.ting strate.gie.s, maximize . the. 

attractive.ne.ss of the.ir brands, and me.e.t consume .r e.xpe.ctations. 

Brand ide .ntity has a significant influe .nce. on promotion, e.ncompassing various 

e .le.me.nts that shape. the. image . and unique. characte.ristics of a brand in the. e.ye .s of consume.rs. 

This image . not only affe .cts consume.rs' pe .rce.ptions of the . brand but can also dire .ctly 

influe.nce. the.ir purchasing de .cisions. In planning promotion strate .gie .s that align with brand 
ide.ntity, companie .s can craft cohe.re.nt me.ssage .s and build strong re .lationships with 

consume.rs. A robust brand ide.ntity provide .s a solid foundation for e .ffe.ctive. promotional 

strate.gie.s. By e .nsuring that promotions re.fle.ct the. value.s and characte.ristics e.mphasize .d by 

the. brand ide.ntity, companie .s can stre.ngthe .n brand cohe.sion and e.nhance. its attractive .ne.ss 



 

 
Jurnal Ekonomi/Volume 29, No. 03, November 2024: 469-486 

DOI: http://dx.doi.org/10.24912/je.v29i3.2318 
 

484 

in the. marke.t. E.ffe.ctive. utilization of brand ide .ntity in promotions not only boosts the . 

e .ffe.ctive .ne.ss of promotional campaigns but also supports the. achie.ve .me.nt of long-te .rm 

brand goals, such as incre .asing custome.r loyalty and e .xpanding marke .t share.. Base .d on the. 

re .sults of dire.ct influe.nce. through bootstrap te.sting, it was found that the . P value. for brand 

ide.ntity conce .rning the . promotion variable. is 0.001, which is smalle .r than 0.050. 

Furthe .rmore., the. T statistic value . of 3.417 e .xce.e.ds the. critical value. of 1.960, indicating 

that brand ide.ntity significantly influe .nce.s promotion with a positive . e.ffe.ct. This sugge .sts 

that inve .sting in building and maintaining a strong brand ide .ntity can provide . sustainable. 

compe.titive. advantage .s for companie.s in a compe.titive . marke.t. 

Halal aware.ne.ss can influe.nce. promotional strate.gie.s, e.spe.cially in the . conte.xt of 

products or se .rvice.s offe .re.d in accordance . with halal principle.s in Islam. By taking halal 

aware.ne.ss into account in promotional strate .gie.s, companie.s can build be.tte.r re.lationships 

with consume.rs who care. about halal aspe .cts. Base .d on the. re.sults of dire.ct influe.nce. 

through te .st asse.ssme.ntsbootstrappingThe . P value. for halal aware.ne.ss towards promotion 

was obtaine.d at 0.019, smalle.r than 0.050, with a T statistic value . of 2.387, gre .ate .r than 

1.960, me.aning that brand ide.ntity had a positive . e.ffe.ct on promotion. This se.ction not only 

pre .se.nts the . re.se.arch findings but also provide .s re.comme.ndations for furthe.r re.se.arch. It is 

crucial to de.lve. de.e.pe.r into how halal aware .ne.ss can be. optimize.d in promotional strate .gie.s 

to e .nhance. brand image . and incre.ase. product appe.al in an incre.asingly compe.titive . marke.t. 

More .ove .r, inte.grating halal value .s and principle.s into promotions can also provide . 

sustainable. compe.titive. advantage .s for companie.s in me.e .ting the . dive.rse. e.xpe.ctations of 

consume.rs. 

 

CONCLUSION  
 

This study pre .se .nts se.ve .ral important findings re .garding the. influe.nce. of brand 

ide.ntity, halal aware .ne.ss, and promotion on purchasing de .cisions. The. re.sults confirm that 

brand ide.ntity has a significant positive . e.ffe .ct on purchasing de.cisions. This indicate .s that 

consume.rs are. more. like.ly to choose . products with a strong brand ide .ntity during the .ir 

purchasing de .cision proce.ss. This factor may be . influe.nce.d by aspe .cts such as brand image ., 

implie.d quality, or the . value.s associate.d with the. brand. The. re.sults also show that halal 

aware.ne.ss doe.s not have . a significant e.ffe.ct on purchasing de .cisions. This sugge .sts that, in 

this conte.xt, halal aware.ne.ss is not a primary factor influe .ncing consume.rs' de .cisions to 

purchase. products. This may be . due . to the . importance. of othe.r factors such as product 

quality, price ., or brand pre.fe.re.nce., which are. more. dominant in influe .ncing consume.rs' 

purchasing de .cisions. Anothe .r finding of this study is that promotion doe .s not have . a 

significant impact on purchasing de .cisions. Although promotion is ofte .n use.d as a strate.gy 

to incre.ase. sale.s, in this case., its influe.nce . on purchasing de .cisions is not significant. This 

could indicate. that consume.rs are. more. influe.nce.d by othe .r factors, such as product quality 

or brand ide.ntity, rathe.r than promotion in the .ir de.cision-making proce.ss. The. study also 

shows that brand ide .ntity has a positive . e .ffe .ct on promotion. This sugge .sts that brands with 

strong ide .ntitie.s te.nd to support the.ir promotional e.fforts more. e.ffe.ctive .ly. A strong brand 

ide.ntity can re .inforce. promotional me.ssage .s and e.nhance. the. brand's re .sonance . with 

consume.rs. Furthe .rmore., the. study te .ste.d the. indire.ct influe.nce. hypothe .sis, indicating that 

brand ide.ntity and halal aware .ne.ss do not have . significant e.ffe.cts on purchasing de .cisions 

through promotion. This confirms that in this case ., the. e.ffe.cts of brand ide.ntity and halal 

aware.ne.ss on purchasing de .cisions are . not significantly me .diate.d by promotion. 
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Additionally, the . study found that the . adjuste .d R square. value. for purchasing de .cisions is 

0.755, indicating that the . variable .s studie.d (such as brand ide.ntity, halal aware.ne.ss, and 

promotion) colle.ctive .ly e .xplain approximate.ly 75.500 pe .rce.nt of the. variation in purchasing 

de .cisions. The. re.maining 24.500 pe .rce.nt is influe .nce.d by othe .r factors not include.d in this 

study. 
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