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ABSTRACT

This research aims to (1) study the levels of religious beliefs, perceived quality, attitudes,
and purchase intentions toward halal-certified cosmetic products among Muslim consumers in
Thailand, (2) Investigate the influence of the relationships between the variables of religious beliefs,
perceived quality, attitudes, and purchase intentions toward halal-certified cosmetic products
among Muslim consumers in Thailand, and (3) Create a structural equation model explaining the
causal relationships of factors influencing the purchase intentions of halal-certified cosmetic
products among Muslim consumers in Thailand. The study focused on female consumers who use
cosmetic products and follow Islam, with a sample size of 400 individuals. The research tools
included questionnaires measuring levels of religious beliefs, perceived quality, attitudes, and
purchase intentions toward halal-certified cosmetic products among Muslim consumers in Thailand.
The research findings indicate that the developed structural equation model aligns well with
empirical data. The fit indices are as follows: CMIN/df = 3.373, GFI = 0.939, NFI = 0.945, IFl = 0.961,
TLI = 0.945, CFI = 0.960, and RMSEA = 0.077. Additionally, the hypothesis testing results show that
religious beliefs and perceived product quality have a direct and statistically significant influence
on purchase intentions at the 0.01 level. However, religious beliefs do not have a direct positive

influence on attitudes towards halal-certified cosmetic products.

Keywords: Religious Beliefs, Perceived Quality, Attitudes, Purchase Intentions, Cosmetic Products,

Halal Standards
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eun1sUsuUsslaednswUsdanalanien Factor Loading Anninnasiaen

NNNT 3 TUlAIAINMTN BT NATEMINA U 4 FrtiuiAENnNINA1BnSNavesdnls
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| =2

dunalansesiudsurduusarasfusenounnadsaunsaesuislaidmulsdunalavesuiazenusenou

v v
v A

anunsnoduneiuU Ul FogiussAnBnm Tailiduivsdanunaunduredunadsaonndesiutoyaids
Uszdndlusuvadinnanisniisel] CMIN/JF = 3.373, GFI = 0.939, NFI = 0.945, RFI = 0.924, IFl = 0.961,
TLI = 0.945, CFl = 0.960 waz RMSEA = 0.077 Sswuindamiunasinnuil Haire wazaauzlul 2010 16
mMuuaLen g1 mmfw:ﬁ%’aié’ﬁqmimmaaummmLﬁaqma@mﬁau NNINTIVADUAIAIUTIEINTATS
$uun Tngvhnisinnsananamduussansanuiismsadalszneu (Composite Reliability) auiildadune
¥lurssaunssuves Formell wag Larker 1wl 1981 Tneldanininanswasauusdanaldfinsvindodauys

welaBaINNIRTIRaeUAINdIMlsHunalaTnaeagianta 12 fiuUs aunsatiauslafnised 1

A15199 1 WANNTIATIZNAT CR way AVE UBIRLUSEN

. FUIUAIYS A1 Construct
AUILA S . Y AVE
danald Reliability
BE 3 0.858 0.668
Qu 3 0.891 0.733
AT 3 0.879 0.708
PU 3 0.827 0.616
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suiulanAduUsEdnsanuiiesmseusenau (Construct Reliability) vasyndauusiamnnniy

| Y

0.60 ¥nA1 Feazulaindudsususiagdustiuianuaunsalideanununensingavesdwsdanale

'
va o

nndawlsuranulunan1siniif33elaas1eUu (Diamantopoulos and Siguaw, 2000; Saarani and

Y

Shahadan, 2012) §33glavinsnsiannuiemsadiaaiieu (Convergent Validity) lngldni153insigsian
AMURUsUSILRAEAanale (Average Variance Exacted: AVE) #91nmsnaiansliliiuinan AVE vasiday

a1

fuvsudsdunnddiangandt 0.50 sunuridsandiidunuuduglunsiafulsiifissomnyan
(Fornell and Larcker, 1981) mamimmaa‘um’mLﬁsmmu%qf\i’muﬂ (Discriminant Validity) 2IFYLNNINN
195055089 Fornell and Larcker (1981) wuinAsnfiaesvasaanuulsusiuadsiiaialsvesiaulss
ﬂ'mmm'wﬁ’uﬂizﬁw‘ﬁgawﬁ’uﬁuﬁ‘ma@maaﬁaLL‘UiLLmLLﬁaxﬁafﬁ’Uéﬁ”aLLUiLLNa?ﬁquIumaﬁﬁadwﬁmwmﬁmmq
WD MUNLNEIND (Hair et al., 2014)

ndugfifernismaaeuiiasedt CrA Tasnanisiarsanardadysd anuaonadesnauniy
(Goodness of Fit Indices) Wui1A1 CMIN/df §ie1 3.373 &atfoendn 5 (Loo and Thrope, 200) GFI ¢
0.939 F91nnd1 0.80 NFI §idn 0.945 39 wnndmsewindu 0.9 (Bentler, 1999) IFI A1 0.961 au1nnin
wiowifiu 0.9 (Bentler, 1999) TLI §ifn 0.945 Fannnindewindu 0.9 (Bentler, 1999) CFI fA1 0.960 3
WnNImsemfu 0.9 (Bentler, 1999) uaz RMSEA fidn 0.077 dafaaniiuiewindu 0.08 (Hair et al.,

Y Y

1998) vibig i3 lasuuvaunisiassaianiinnuaenadesiuteyalisUsednedanini 3

AW 4 uansiluvannislasiasnuiulTuinuaenndesiuteyaliUsedng

Fudeafiansaannnd 4 aziulainseninedanusuels BE Audauusuae QU duiadeym

[

Collinearity 1Hosaniianuduiudruinliidovinnsarnduanuduiudinmadeiausvedusunsy

Fslfinsnremeunumnuduiusiananifielfiinanumnzauiudeyaidsyinyldd
NaMTIATIEAALATIL WU “aunRgnunsided 1 seRuanudonismaunisninanansad

uInseviruaRieIfundnfridudieesdenilssuinnsgueatavesiuilaeyadslulszimalneg” an

(YY) 1Y

nsnegeUNIEnANUIU asauNAgIunsERutedAyn19aia 0.05 lagdlAn p-value WU 0.100 wazd

)
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Fondndueidudiaiesdionilasuiinsguenaavesiusinayaduludsewmelng” annan1smaaaunig

v o o

adfAnuingeuiuanufguisedulivdifdyn1ead 0.01 A1 p-value f1nd1 0.001“auufigiun1sided 3
AN mYesAUMTBvENamInsssuInseiauafifeTundafusiaudiadesdioneilesuninsgiueian
avesffuslnayadnlutszmalng” arnnanisaaeusaRAnUIgenuaNNAgussRUTsd Ay sada
0.01 fleh p-value snd 0.001 “aunfigrun1ived 4 anwvesduddidvinamansadauinsemiuita
Fondnsusiauduadosdonsdldsuinasgueaavesiuilaayadulussmalne” nnanismaaeuns

a 1 (% a

adAnuinweNsuaNNAgIunseautsdAyn1eats 0.01 dd1 p-value M1n91 0.001 “GuufgIUNITIEN 5

'
o a1

ViruARTanEnannsuTavINdennuidladenindueinsasdioniiiiuiinsguenatavewaauluUseme

LYY [

Tng” mﬂmams‘wmaaumaaﬁﬁwudwsam%’uauuﬁgwuﬁﬁzmuuaﬁn wn19ai@ 0.01 da1 p-value WU
0.002

mnduiteldinsaseaeuiieiinsziidunsdvinadonismraaeuiinindninave sy
U2d8UuazinNInTIE U S NAlUS N BT UDIBVIENaN NS BVIENaN 190N LardVISnalnsN NI VadAaY

AU T AN UFUNUSIRIDNSNaman U Tneuaussinis1en 2

A19199 2 LEUNIBNENATENINSILUSIUALUUANNTLASIESNe (Path Analysis)

Path Analysis Direct Effect Indirect Effect Total Effect
BE -> AT 0.078 - 0.078
BE -> PU 0.422 0.016 0.439
QU -> AT 0.662 - 0.662
QU -> PU 0.328 0.145 0.473
AT -> PU 0.218 - 0.218

Y U v 1%
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SvEnansnsadanindeviruafiieafundnsauriaudiniosdenailisuinnsgusanavestiuslnayadlu
UssnAlnefszduiiddymieada 0.05 Jsanansnefuiesansvedevauufgiuiibisenadosiunisnuniu
ssunssflunsaiiauiguldioamnsuiunemansurissnneieshensiuduilnedaduyads
Lilglnnuddtuirunifisisondn sneinussiuveseudonisman ldiseduanundonismaunas
wnvdetosmsgnmsfiarsanisatuaruseuniemuaulaludindesusiiuealilidredatunnude

naaaue i uE o Nt uns oA deuludiaudusifiivun aaen15715 099Ut 1L Tunum

1%
av aa

winnIwensiaueinudndnualvesyadulugalui (Pemberton and Tarkar, 2021) Fewan153784

AUTALEIIUITTUNTINYBS Ustaahmetoglu Tul 2020 51uf91950Un551989 Febriandika wazauzlul
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3 v [

HAnSusiuazEUsenaunslunisasialnaduaiunsalunisudeduniegsnandifsy (Azeem et al., 2021)

<

1%

namsIeliiaudenadeiulsIaNTINTes Wang wazanzlud 2020 Ausuves Qalati uazanzlud
2021 7989 255N 55Y83 Sun uazanlud 2017 Muddidelivinnsmumussunsseld
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