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Abstract 

 

Halal products market is now growing in several countries. Halal concept 

also affect the purchase intention to buy a product. This research investigated 

about the role of attitude and subjective norms in influencing students’ purchase 

intention to halal cosmetics. The data obtained through online questionnaire and 

using convenience sampling. The samples were drawn from 190 female students 

in UNAND. The data analyzed by using SmartPLS 3.0. 

 In this research there are three variables; there are two independent 

variables which are attitude and subjective norms, and the dependent variable 

which is purchase intention. The findings indicate that attitude and subjective 

norms have positive influence to purchase intention, and also subjective norms 

has positive influence to attitude. In this study attitude also become mediating 

variable between subjective norms and purchase intention.  
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