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Abstract. This study examines how ethical moral values and trusted halal information 

shape halal food purchase commitment among the Indonesian Muslim diaspora in 

Europe. Integrating value–cognition–behavior and information trust perspectives, this 

study proposes a dual-pathway model comprising Ethical–Moral Halal Value Attribution 

(EMHVA), the Halal Information Trust Ecosystem (HITE), and the Halal Quality and 

Safety Heuristic (HQSH). Data were collected from 173 respondents across nine 

European countries and analyzed using PLS-SEM. EMHVA does not directly influence 

purchase commitment but significantly affects HQSH, indicating a strong indirect effect. 

In contrast, HITE has a significant direct effect on purchase commitment and a weaker 

effect on HQSH. The mediating role of HQSH in the HITE pathway is marginal. These 

results suggest that ethical values operate through cognitive evaluation mechanisms, 

whereas trusted information directly reduces uncertainty and strengthens commitment. 

This study contributes to the literature by introducing a dual-pathway model that 

distinguishes between value- and information-driven mechanisms of halal consumption. 

Practically, it highlights the importance of strengthening credible halal information 

systems and enhancing quality signaling to support diaspora consumers in complex 

market environments. 

Keywords: Halal Food Consumption; Purchase Commitment; Ethical–Moral Values; 

Information Trust; Muslim Diaspora. 
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INTRODUCTION 

The global halal market continues to grow rapidly across sectors such as food and beverages, 

cosmetics, pharmaceuticals, and services, emerging as a key segment of the global ethical 

economy. Global halal consumer spending exceeded USD 7 trillion in 2024 and is projected to 

approach USD 10 trillion by 2030, with halal food remaining the largest contributor to market 

value (DinarStandard, 2025; HalalEX, 2025; Kenresearch, 2024). The rising global Muslim 

https://creativecommons.org/licenses/by-sa/4.0/
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population drives this expansion, expected to reach 2.2 billion by 2030, and by increasing non-

Muslim consumer interest in halal products, driven by quality, hygiene, and ethical production 

(Al-Kwifi et al., 2019; Koc et al., 2024; Saleh & Rajandran, 2024). Despite this growth, 

structural disparities in halal access persist, particularly in Europe, where fragmented 

certification systems affect Muslim minorities (Joya, 2025; Sandikci et al., 2024). Limited 

availability and unfamiliar halal governance frameworks reinforce ongoing inequalities in halal 

assurance and accessibility (Ahmad et al., 2018; Ali et al., 2017; Ali & Suleiman, 2018). 

Within this context, the central challenge shifts from promoting halal adoption to fostering the 

progression of halal-related consumption from situational purchase intention to a more stable 

and enduring behavior, referred to as Halal Purchase Commitment (HPC). While purchase 

intention reflects a temporary motivational state, purchase commitment represents a deeper 

psychological attachment characterized by consistency, persistence, and resistance to 

situational constraints. This commitment entails sustained preferences for halal products and 

continued halal purchasing behavior despite information asymmetry, limited product 

availability, or the presence of close substitutes (Wiyono et al., 2022). These challenges are 

particularly acute for Indonesian diaspora consumers in Europe, who frequently encounter 

limited halal-certified options, unfamiliar certification logos, language barriers, and reliance 

on non-Muslim retail systems. Given the increasing complexity and information asymmetry in 

global halal supply chains, prioritizing commitment over intention provides a more strategic 

and policy-relevant analytical perspective (Koc et al., 2024; Vizano et al., 2021). 

Research highlights the significant influence of trust and psychological factors in shaping halal-

related consumer behavior, including purchase intentions and responses to halal certification 

(Aslan, 2023; Ismail, 2025; Joya, 2025; Koc et al., 2024). As halal supply chains become 

increasingly transnational and certification authorities more fragmented, consumers encounter 

greater halal uncertainty (Bayatzadeh & Talaie, 2025; Noor, 2025; Pinto et al., 2026). This 

uncertainty heightens perceived risk and underscores the need for a reliable, trustworthy halal 

information environment (Al-Mahmood & Fraser, 2023; Firmansyah et al., 2025). The 

challenge is especially pronounced for Indonesian diaspora communities in Europe, who must 

navigate diverse halal standards involving local European certification bodies, international 

halal logos, and imported Indonesian products, often without clear equivalence, harmonization, 

or institutional guidance (Akbar et al., 2023; Alqurashi et al., 2026; Ma & Hamid, 2026). 
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The demand for trustworthy halal information is amplified within the rapidly expanding digital 

halal economy, where transparency, traceability, and data integrity are increasingly central to 

the credibility of halal claims (Herdiana et al., 2024; Joya, 2025; Keramati et al., 2025). 

Diaspora consumers frequently rely on digital platforms, ethnic online retailers, and cross-

border e-commerce to access halal products, making digital information the primary basis for 

trust and often substituting for direct familiarity with certification institutions. In the European 

diaspora context, this dependence on digital information is further intensified by the absence 

of domestic halal authorities, compelling consumers to rely on transnational information flows. 

Evidence from Indonesia indicates that current halal assurance practices often lack sufficient 

transparency and detail, highlighting the need for systemic innovation. Such innovations 

function as trust infrastructure, reducing information asymmetry among stakeholders and 

enhancing consumer confidence (Chen, 2025; Halder et al., 2025; Nunes & Deliberador, 2025). 

This perspective aligns with the Halal Information Trust Ecosystem (HITE) framework, which 

conceptualizes halal assurance as an interconnected system of actors, technologies, and 

institutions, including regulators, certification bodies, producers, digital platforms, and 

community networks working together to generate, verify, and disseminate credible halal 

information.  

Despite advances in understanding halal consumer behavior, existing models remain limited in 

their integration of consumers’ moral and ethical dimensions into the commitment-formation 

process. Halal consumption extends beyond regulatory compliance, representing a normative 

value system that shapes perceptions of morality, cleanliness, safety, and fairness in 

consumption practices (Mathew, 2022; Matloob et al., 2026; Susanty et al., 2025). Within this 

value-oriented framework, Ethical-Moral Halal Value Attribution (EMHVA) describes the 

cognitive–affective process through which consumers assign moral meaning to halal choices, 

such as viewing halal consumption as an expression of integrity, responsibility, and ethical 

goodness (Ismail, 2025; Macready et al., 2020; Noor, 2025). These moral attributions are 

especially salient among Muslim minority and diaspora populations, where halal choices often 

serve as mechanisms for identity maintenance and moral consistency within non-Muslim-

majority environments. As a result, EMHVA may strengthen intrinsic motivation to sustain 

halal behavior even when market information is incomplete or ambiguous. 

Previous research has primarily focused on perceived value, perceived risk, and trust as 

predictors of halal purchase intention, often identifying trust as a mediating factor in these 

relationships. However, few studies have directly investigated moral-ethical attribution as a 
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foundational driver that initiates consumers’ evaluative processes regarding halal quality and 

safety (Ismail, 2025; Kurniawati & Cakravastia, 2023; Olya & Al-ansi, 2018). This research 

gap is particularly pronounced in diaspora contexts, where consumers frequently encounter 

informational constraints, unfamiliar regulatory systems, and time-pressured decision 

environments. Furthermore, there has been limited scholarly examination of how halal claims 

are cognitively processed within complex and rapidly evolving information ecosystems. Rather 

than relying on exhaustive analytical evaluation, consumers often employ heuristics—

cognitive shortcuts that facilitate rapid judgments about whether a product is trustworthy, safe, 

or of acceptable quality. In the halal context, this process is conceptualized as the Halal Quality 

and Safety Heuristic (HQSH), which involves signal-based assessments derived from 

certification cues, institutional reputation, transparency of origin, audit trails, traceability 

mechanisms, and tayyib (wholesome) narratives. These heuristics enable consumers to infer 

halal quality and safety without engaging in complex verification processes. The existence of 

a robust halal information trust ecosystem (HITE) is therefore essential, as it provides credible 

and verifiable signals that support heuristic formation through enhanced transparency and 

assurance mechanisms. At the same time, moral-ethical attribution (EMHVA) may heighten 

consumers’ sensitivity to halal-related cues, thereby reinforcing reliance on HQSH as a 

foundation for consistent decision-making. 

Accordingly, this study conceptualizes HQSH as a mediating mechanism linking the effects of 

EMHVA and HITE on Halal Purchase Commitment (HPC). When consumers internalize halal 

as a moral-ethical value, they are more likely to assess halal quality and safety through heuristic 

evaluation, thereby strengthening sustained commitment to halal consumption. Similarly, 

within a trustworthy information ecosystem, the clarity and credibility of halal-related 

information enhance confidence in perceived quality and safety, further reinforcing purchase 

commitment. This mechanism is particularly relevant for Indonesian diaspora consumers in 

Europe, whose halal decisions are shaped by both internal moral convictions and external 

informational trust signals. 

This article makes three principal contributions. First, it advances research on halal consumer 

behavior by shifting the analytical focus from purchase intention to halal purchase commitment 

(HPC), which represents a more stable and strategically significant behavioral outcome, 

especially in Muslim minority and diaspora contexts. Second, it integrates two critical yet often 

examined in isolation determinants, ethical-moral halal value attribution (EMHVA) and the 

halal information trust ecosystem (HITE), to elucidate the mechanisms underlying the 
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formation of commitment among Indonesian diaspora consumers in Europe. Third, it 

introduces halal quality and safety heuristics (HQSH) as a psychological pathway through 

which halal signals from both internal moral values and external information systems are 

converted into quality and safety beliefs that shape sustained purchase commitment. In 

European contexts marked by regulatory diversity and cultural plurality, this framework offers 

valuable theoretical insights and practical implications for halal producers, certification bodies, 

regulators, diaspora communities, and digital platforms, thereby strengthening trust and 

promoting long-term halal consumer commitment. 

LITERATURE REVIEW 

Halal Consumption in Minority and Diaspora Contexts 

Recent research on halal consumption has shifted from a narrow focus on religious 

permissibility to a broader conceptualization of halal as a multidimensional market promise 

that includes institutional assurance, trust, perceived integrity, and value-based meaning (Ali 

& Suleiman, 2018; Mathew, 2022; Wilson & Liu, 2011). In contemporary halal markets, 

consumption decisions are increasingly influenced by the interplay between psychological 

processes and socio-institutional structures, especially as halal products move through 

globalized and digitized supply chains (Ahmad et al., 2023; Koc et al., 2024; Tieman, 2015). 

This multidimensional approach acknowledges that halal is no longer viewed solely as a binary 

religious attribute but as a complex signal encompassing safety, cleanliness, ethical 

responsibility, and institutional credibility. 

Halal Consumption in Diaspora Contexts and the Role of Trust 

In Muslim-minority regions, such as Europe, halal consumption occurs under complex market 

conditions characterized by uneven product availability, fragmented certification systems, and 

significant verification challenges (Bonne et al., 2007; Lever & Miele, 2012). Unlike Muslim-

majority countries with centralized halal authorities, European markets operate under multiple 

certification regimes in which multiple local and international standards coexist, often differing 

in technical requirements such as slaughtering practices, supervision, and accreditation 

procedures (Lever et al., 2025; Tieman, 2015). This institutional heterogeneity creates 

confusion among consumers and increases reliance on institutional trust and informational cues 

when evaluating halal authenticity. This issue is particularly relevant for the Indonesian 

diaspora in Europe, whose consumption behavior is shaped by prior halal socialization and by 
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the institutional diversity of host-country markets. In such contexts, halal functions as a 

credence attribute, meaning that its authenticity cannot be directly verified through 

consumption experience (Bonne et al., 2008; Macready et al., 2020). Consequently, consumers 

rely heavily on trust in certification bodies, retailers, and information intermediaries. Previous 

studies have consistently demonstrated that trust plays a critical role in shaping halal 

purchasing behavior and often influences outcomes through indirect psychological 

mechanisms (Ali & Suleiman, 2018; Zafar & Abu-Hussin, 2025). Trust reduces perceived risk 

in uncertain environments and enables consumers to form stable purchasing patterns beyond 

situational intention. Therefore, a strong halal information trust ecosystem is expected to 

directly enhance consumers’ commitment to purchasing halal products in diaspora contexts. 

H1: The Halal Information Trust Ecosystem has a positive effect on Halal Purchase 

Commitment 

Ethical–Moral Halal Value Attribution and Purchase Commitment 

Beyond institutional trust, internal value-based drivers are increasingly recognized as central 

determinants of halal consumption behavior. Ethical–Moral Halal Value Attribution 

(EMHVA) reflects the extent to which consumers interpret halal consumption as an expression 

of moral integrity, responsibility, and ethical goodness (Mathew, 2022; Wilson & Liu, 2011). 

Contemporary literature highlights that halal encompasses not only religious permissibility but 

also broader ethical dimensions, including wholesomeness (tayyib), environmental 

responsibility, and humane production practices (Matloob et al., 2026; Yaman et al., 2026; 

Zailani et al., 2015). In diaspora contexts, the moral–ethical dimension of halal becomes 

particularly salient, as consumption practices often serve as mechanisms for identity 

maintenance and moral self-regulation (Al-Mahmood & Fraser, 2023; Turaeva & Brose, 2020). 

Under conditions of institutional ambiguity and limited verification, consumers rely more on 

internalized ethical reasoning to assess halal legitimacy (Ismail, 2025; Noor, 2025). These 

moral attributions serve as stabilizing cognitive anchors, enhancing consistency in 

consumption behavior. Thus, ethical–moral values are expected to strengthen consumers’ long-

term commitment to halal consumption, particularly in uncertain environments. 

H2: Ethical Moral Halal Value Attribution (EMHVA) has a positive effect on Halal Purchase 

Commitment (HPC). 
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Ethical, Moral Values, and Halal Quality Safety Heuristics 

In complex decision-making environments, consumers often rely on heuristics as cognitive 

shortcuts to simplify evaluation processes. In the halal context, ethical–moral values enhance 

the perceived diagnostic value of halal cues, such as certification labels and product origin. 

When halal is internalized as a moral and ethical obligation, consumers are more likely to 

associate halal attributes with quality, cleanliness, and safety. These associations form what is 

conceptualized as the Halal Quality and Safety Heuristic (HQSH), in which halal signals serve 

as proxies for product evaluation. Prior research indicates that moral beliefs significantly 

influence perceptions of product quality and safety, which, in turn, affect consumer decisions 

(Nor et al., 2023; Olya & Al-ansi, 2018; Rahman et al., 2024). Therefore, ethical–moral halal 

value attribution is expected to positively shape consumers’ heuristic-based evaluations of halal 

quality and safety. 

H3: Ethical, Moral Halal Value Attribution positively affects Halal Quality and Safety 

Heuristics. 

Halal Information Trust Ecosystem and Quality Safety Heuristic 

In addition to internal values, external informational structures play a crucial role in shaping 

cognitive evaluations. The Halal Information Trust Ecosystem refers to the network of 

institutions, technologies, and communication channels that ensure the credibility and 

accessibility of halal-related information (Herdiana et al., 2024; Koc et al., 2024). In 

environments characterized by information asymmetry, trusted information serves as a key 

signal that helps consumers infer product quality and safety. Empirical evidence shows that 

transparency, traceability, and certification credibility significantly enhance perceived quality 

and reduce uncertainty (Chong et al., 2022). Recent technological developments, such as 

blockchain-enabled traceability systems, further strengthen information integrity and trust in 

halal supply chains (Joya, 2025; Keramati et al., 2025). In diaspora contexts, where consumers 

face fragmented certification systems and limited institutional familiarity, a reliable 

information ecosystem becomes essential for forming quality and safety judgments. 

H4: Halal Information Trust Ecosystem has a positive effect on Halal Quality and Safety 

Heuristic 
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Halal Quality–Safety Heuristic and Purchase Commitment 

Heuristic-based evaluations of product quality and safety play a central role in shaping 

consumer behavior, particularly in uncertain and complex environments. In halal markets, 

certification labels, institutional reputation, and traceability signals are often interpreted as 

indicators of product reliability and safety. Prior studies demonstrated that perceived quality 

and safety significantly influence purchase intention and behavior across halal product 

categories (Olya & Al-ansi, 2018; Zafar et al., 2024). In diaspora settings, where consumers 

face time constraints, language barriers, and limited information, heuristic processing becomes 

even more important. Consumers rely on simplified cues to make consistent purchasing 

decisions, thereby strengthening behavioral commitment. Thus, the halal quality and safety 

heuristic is expected to enhance purchase commitment directly. 

H5: Halal Quality and Safety Heuristic has a positive effect on Halal Purchase Commitment 

Mediating Role of Halal Quality and Safety Heuristics 

In complex and uncertain consumption environments, such as halal markets in diaspora 

contexts, consumers often rely on cognitive mechanisms to translate abstract values and 

external information into actionable decisions. Heuristic processing provides an efficient 

pathway for consumers to simplify evaluation by using cues such as certification labels, 

institutional reputation, and traceability signals (Al-Kwifi et al., 2019; Bux et al., 2022). In the 

halal context, the Halal Quality and Safety Heuristic (HQSH) functions as a critical cognitive 

bridge linking both internal ethical–moral values and external information trust to behavioral 

outcomes. Prior studies consistently show that ethical values and religiosity indirectly influence 

consumer behavior through mediating variables such as perceived quality, trust, and attitudes 

(Rafiki et al., 2023; Rahman et al., 2024). Similarly, trust in halal certification and information 

systems enhances perceived product quality and reduces uncertainty, thereby driving purchase 

decisions (Chong et al., 2022; Olya & Al-ansi, 2018). In conditions of information asymmetry 

and limited verification, consumers are more likely to depend on heuristic cues to infer halal 

authenticity, safety, and quality (Akim et al., 2024; Lever et al., 2025). Empirical evidence 

further indicates that perceived quality and trust act as key mediators in shaping halal 

purchasing behavior across different contexts (Ahmad et al., 2023; Ali & Suleiman, 2018; 

Zafar et al., 2024). Therefore, HQSH can be conceptualized as a central mediating mechanism 

through which ethical–moral value attribution and the halal information trust ecosystem are 

transformed into sustained halal purchase commitment. 
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H6: Halal Quality and Safety Heuristic mediates the relationship between Ethical Moral Halal 

Value Attribution (EMHVA) and Halal Purchase Commitment (HPC). 

H7: Halal Quality and Safety Heuristic mediates the relationship between Halal Information 

Trust Ecosystem and Halal Purchase Commitment. 

Despite extensive research on halal consumption, prior studies have largely examined isolated 

factors such as religiosity, trust, and perceived quality, with limited integration of internal 

moral values and external information systems within a single framework (Ali & Suleiman, 

2018; Koc et al., 2024; Mathew, 2022). Furthermore, most studies focus on purchase intention 

rather than more stable outcomes such as purchase commitment, particularly in uncertain and 

complex market environments (Wiyono et al., 2022; Zafar & Abu-Hussin, 2025). Research in 

diaspora contexts also remains underexplored, despite the unique challenges of institutional 

diversity and information asymmetry faced by Muslim consumers in Europe (Bonne et al., 

2008; Lever et al., 2025; Turaeva & Brose, 2020). 

This study addresses these gaps by proposing a dual-pathway model that integrates ethical and 

moral Halal Value Attribution with the Halal Information Trust Ecosystem, mediated by the 

Halal Quality and Safety Heuristic (HQSH), to explain halal purchase commitment. By shifting 

the focus from intention to commitment and incorporating a heuristic-based cognitive 

mechanism in a diaspora context, this study offers a novel and integrative contribution to the 

halal consumer behavior literature. 

METHOD 

A quantitative cross-sectional survey design was employed to test a mediation framework in 

which Ethical–Moral Halal Value Attribution (EMHVA) and the Halal Information Trust 

Ecosystem (HITE) influence Halal Purchase Commitment (HPC) through the mediating role 

of the Halal Quality and Safety Heuristic (HQSH). This design is well-suited to theory-driven 

research examining structural relationships among latent constructs within a defined population 

at a single point in time. The empirical context centers on the Indonesian Muslim diaspora in 

Europe, a consumer group operating in Muslim-minority markets characterized by 

heterogeneous certification regimes, varying institutional assurances, and heightened 

information asymmetry. 

Data were collected between August and October 2024 using a self-administered online 

questionnaire. This questionnaire was distributed through Indonesian diaspora community 
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networks, social media groups, and informal organizational channels across nine European 

countries: the Netherlands, Switzerland, France, Germany, Belgium, Denmark, Hungary, the 

United Kingdom, and Italy. Because a comprehensive sampling frame was unavailable, 

purposive sampling was used to align with the study’s conceptual focus. Respondents eligible 

to participate were Indonesian citizens or individuals of Indonesian origin aged 18 or older who 

resided in one of the focal countries and had purchased halal products or services in the host 

country within the previous 3 months. Following data screening, which removed incomplete 

responses and low-quality patterns, 175 valid observations were retained for analysis. 

 

Figure 1. Research Framework 

All constructs were measured using multi-item reflective scales adapted from established halal 

consumer behavior and trust literature and contextualized for diaspora consumption in Europe. 

Responses were recorded on a five-point Likert scale ranging from strongly disagree to agree 

strongly. EMHVA was measured using items that capture perceptions of halal consumption as 

ethically and morally meaningful. HITE was operationalized through items assessing the 

perceived credibility and reliability of halal-related information, including certification bodies, 

labeling systems, and information channels in the host country. HQSH captured respondents’ 

reliance on halal cues—such as certification symbols, retailer reputation, and traceability 

narratives—as cognitive shortcuts for inferring product quality, cleanliness, and safety. HPC 

was measured by items reflecting sustained commitment to halal purchasing, even under 

conditions of limited availability, higher prices, or reduced convenience. 

Several procedural remedies were applied to mitigate the potential common-method bias 

inherent in self-reported survey data. Respondents were assured of anonymity and 

confidentiality, informed that there were no right or wrong answers, and survey items were 

formulated using clear, neutral wording to reduce evaluation apprehension and response bias. 
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The hypotheses were tested using PLS-SEM with SmartPLS 4 following data collection and 

preparation. This approach was selected for its suitability in prediction-oriented research, 

robustness with moderate sample sizes, and effectiveness in estimating mediation effects. The 

analysis followed a two-step procedure. The measurement model was initially evaluated 

through assessments of indicator reliability, internal consistency, convergent validity, and 

discriminant validity. Second, the structural model was assessed by estimating path 

significance via bootstrapping. 

The mediating role of HQSH was examined by testing the indirect effects of EMHVA and 

HITE on HPC through bootstrapped mediation analysis. Mediation was established based on 

the relative significance of indirect paths to direct effects, allowing identification of partial or 

full mediation. This approach enables a nuanced understanding of how ethical–moral values 

and trusted information ecosystems are translated into stable halal purchase commitment 

through quality- and safety-based heuristic processing in diaspora consumption contexts. 

RESULTS 

The demographic characteristics provide a diverse, structurally coherent representation of the 

Indonesian diaspora in Europe (Table 1), based on 173 valid responses that vary in age, gender, 

country of residence, length of stay, and employment status. The sample mainly comprised 

respondents in the productive age range, especially 30–39 (69) and 20–29 (58). The smaller 

groups were those aged 40–49 (33), 50–59 (11), and above 60 (2). This finding suggests that 

young to early-middle-aged adults engaged in education or employment influence halal 

consumption decisions. The sample showed a balanced gender distribution: 93 males and 80 

females, mirroring common patterns among Indonesian diaspora communities in Europe. 

Respondents lived in several European countries, including Hungary (44), the Netherlands 

(35), Germany (29), and the United Kingdom (26), with others living in France, Belgium, 

Denmark, Italy, and Switzerland. This broad distribution supports the exploration of halal 

consumption in various European settings. Most had lived in their host country for 1–3 years 

(90), followed by 4–6 years (45), with smaller numbers having lived for 3–12 months (24) and 

7–10 years (7 each). This mix of temporary and semi-permanent migrants is relevant for 

studying halal purchase under transitional living conditions. Most respondents were students 

(106), with 31 employed full-time, 29 part-time, and 7 entrepreneurs. This employment range 

supports the examination of halal purchasing across economic and lifestyle contexts. 
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Table 1. Respondent Demographics 

Characteristic Category n 

Age 20–29 years 58 
 

30–39 years 69 
 

40–49 years 33 
 

50–59 years 11 
 

> 60 years 2 

Gender Male 93 
 

Female 80 

Country Hungary 44 
 

Netherlands 35 
 

Germany 29 
 

United Kingdom 26  
France 10 

 
Belgium 9 

 
Denmark 8 

 
Italy 6 

 
Switzerland 6 

Length of Stay in the Country 3-12 months 24  
1–3 years 90 

 
4–6 years 45 

 
7–10 years 7 

 
> 10 years 7 

Employment Status Student 106  
Full-time employed 31  
Part-time employed 29  

Entrepreneur 7 

Source: Data is processed (2024) 

The results of the measurement model assessment indicate that all constructs in this study, 

Ethical Moral Halal Value Attribution (EMHVA), Halal Information Trust Ecosystem (HITE), 

Halal Purchase Commitment (HPC), and Halal Quality & Safety Heuristic (HQSH), 

demonstrate satisfactory levels of reliability and convergent validity in accordance with 

established PLS-SEM guidelines. All indicator factor loadings ranged from 0.733 to 0.908, 

exceeding the recommended minimum threshold of 0.70. This validity confirms that each 

indicator substantially contributes to its respective latent constructs and that no measurement 

items need to be eliminated. Notably, the HQSH construct exhibits the highest loadings, 

indicating a strong, consistent measurement of consumers’ perceptions of halal quality and 

safety. In contrast, the HITE construct, although displaying comparatively lower loadings, still 

meets acceptable standards given its smaller number of indicators. 



Journal of Islamic Economic Laws Vol. 9 No. 1, 2026 

(ISSN P: 2655-9609; E: 2655-9617) 

DOI: 10.23917/jisel.v9i01.15900 

182 

Table 2. Measurement Model 

Variable Code of Items Dimensions Factor Loading 

EMHVA X1.1 I recognize the importance of 

consuming halal products in 

accordance with religious 

teachings. 

0.788 

 X1.2 I believe halal products are 

produced based on high ethical 

principles 

0.834 

 X1.3 I perceive halal producers as 

caring about consumer well-

being. 

0.869 

 X1.4 I believe halal products reflect 

strong moral and ethical values 

0.876 

 X1.5 Halal products are perceived as 

environmentally friendly. 

0.804 

HITE X2.1 I obtain halal information from 

trustworthy sources 

0.755 

 X2.2 Social media plays an important 

role in spreading halal product 

information 

0.794 

 X2.3 I receive halal product 

information from religious 

communities 

0.785 

 X2.4 I often hear positive reviews 

about halal products from others. 

0.800 

HPC Y1 I check halal labels before 

purchasing products 

0.884 

 Y2 Halal labels influence my 

purchase decisions 

0.827 

 Y3 I prefer halal products even if 

they are more expensive 

0.862 

 Y4 I frequently purchase halal-

labeled products in my country of 

residence 

0.760 

 Y5 I prefer shopping at stores that 

specialize in halal products 

0.899 

 Y6 I support the promotion of halal 

products in Europe 

0.788 

HQSH M1 I believe halal products are of 

higher quality than non-halal 

products 

0.785 

 M2 I feel safer consuming halal-

labeled products 

0.733 

 M3 Halal products in Europe meet 

high-quality standards 

0.791 

 M4 I consider halal products safe for 

consumption 

0.805 
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Variable Code of Items Dimensions Factor Loading 

 M5 Halal products are associated 

with health and hygiene 

0.861 

 M6 I perceive halal products as more 

hygienic than non-halal products 

0.876 

 M7 Halal products in Europe are 

consistently high in quality 

0.908 

Furthermore, internal consistency reliability is strongly supported, as evidenced by CR values 

ranging from 0.864 to 0.937 and 0.791 to 0.921. These values exceed the recommended cutoff 

of 0.70, indicating a high degree of consistency among the indicators within each construct. In 

particular, HQSH and HPC demonstrate exceptionally high reliability, suggesting that they are 

highly stable and homogeneous. Although HITE shows relatively lower reliability coefficients, 

its values remain within acceptable limits, which is methodologically reasonable given the 

limited number of items used to capture this construct. 

Table 3. Construct Reliability and Convergent Validity 

Variable Composite Reliability (CR) Cronbach’s Alpha AVE 

EMHVA 0.920 0.891 0.697 

HITE 0.864 0.791 0.614 

HPC 0.934 0.915 0.703 

HQSH 0.937 0.921 0.680 

Convergent validity is further confirmed through the Average Variance Extracted (AVE) 

values, which range from 0.614 to 0.703 for all constructs and thus surpass the minimum 

criterion of 0.50. This result indicates that each construct explains more than half of the 

variance in its indicators, reinforcing the adequacy of the measurement scales. The 

measurement model constructs meet the necessary criteria for validity and reliability. The 

established measurement quality provides a sound foundation for subsequent structural model 

analysis and hypothesis testing within the proposed conceptual framework. 

Table 4. Fornell-larcker criterion 

Construct EMHVA HITE HPC HQSH 

EMHVA 0.835 
   

HITE 0.703 0.783 
  

HPC 0.645 0.656 0.838 
 

HQSH 0.875 0.701 0.674 0.825 

Table 4 summarizes the discriminant validity assessment, demonstrating that the constructs 

examined in this study are conceptually distinct and empirically robust, as assessed by the 

Fornell–Larcker criterion. The diagonal elements of the matrix display the square roots of the 

Average Variance Extracted (√AVE) for each construct, while the values below the diagonal 
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represent inter-construct correlations. Consistent with the Fornell–Larcker criterion, the √AVE 

values for EMHVA (0.835), HITE (0.783), HPC (0.838), and HQSH (0.825) exceeded their 

respective inter-construct correlations. This finding confirms that each construct accounts for 

more variance in its indicators than the other constructs, thereby establishing discriminant 

validity. 

Table 5. Hypothesis testing 

Hypothesis Relationship Path Estimate T statistics P values Conclusion 

H1 HITE -> HPC 0.343 3.330 0.000 Accepted 

H2 EMHVA -> HPC 0.103 0.651 0.258 Not 

Accepted 

H3 EMHVA -> HQSH 0.755 12.429 0.000 Accepted 

H4 HITE -> HQSH 0.170 2.401 0.008 Accepted 

H5 HQSH -> HPC 0.344 2.233 0.013 Accepted 

H6 EMHVA -> HQSH -> HPC 0.260 2.175 0.015 Accepted 

H7 HITE -> HQSH -> HPC 0.059 1.565 0.059 Accepted 

The hypothesis testing results show that most of the proposed relationships are supported. The 

HITE has a significant positive effect on Halal Purchase Commitment (β = 0.343, p < 0.001), 

indicating that reliable information sources and communication channels strengthen 

consumers’ commitment to purchasing halal products. In contrast, EMVHA does not directly 

influence HPC (β = 0.103, p > 0.05), suggesting that moral awareness alone is insufficient to 

drive purchase commitment. However, EMHVA has a stronger effect on Halal Quality & 

Safety Heuristic (β = 0.755, p < 0.001), whereas HITE has a smaller but significant effect on 

HQSH (β = 0.170, p < 0.01). Furthermore, HQSH significantly influences HPC (β = 0.344, p 

< 0.05), highlighting its role as a key cognitive mechanism linking perceptions to behavior. 

Mediation analysis revealed that HQSH significantly mediates the relationship between 

EMHVA and HPC (β = 0.260, p < 0.05), but the indirect effect of HITE on HPC through HQSH 

is marginal (β = 0.059, p = 0.059). 

DISCUSSION 

The structural model assessment employed bootstrapping within partial least squares structural 

equation modeling (PLS-SEM) to examine hypothesized relationships among Ethical–Moral 

Halal Value Attribution (EMHVA), Halal Information Trust Ecosystem (HITE), Halal Quality 

and Safety Heuristic (HQSH), and Halal Purchase Commitment (HPC). The results 

demonstrate distinct effects across direct, indirect, and mediated pathways, offering detailed 
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insights into the cognitive, trust, and quality-related mechanisms underlying halal purchase 

commitment. 

 

Figure 1. Structural Path Estimates 

The direct effect of Ethical–Moral Halal Value Attribution (EMHVA) on Halal Purchase 

Commitment (HPC) is positive but statistically non-significant (β = 0.103, t = 0.651, p = 0.258). 

This result indicates that ethical and moral valuation of halal alone does not directly lead to a 

strong purchase commitment when other explanatory mechanisms are included in the model. 

Instead, ethical–moral values function as distal motivational drivers that shape consumers’ 

cognitive evaluations prior to influencing behavior. This interpretation is further supported by 

the strong, significant effect of EMHVA on the Halal Quality & Safety Heuristic (HQSH), 

indicating that moral attribution primarily enhances perceptions of quality, safety, and 

reliability, which subsequently drive purchase commitment. This finding aligns with recent 

literature on halal consumer behavior, which demonstrates that religiosity and moral values 

typically exert their influence indirectly through mediators such as perceived quality, trust, or 

attitudes, rather than through direct effects on purchase intention or commitment (Ismail, 2025; 

Koc et al., 2024; Rafiki et al., 2023). Research in halal and ethical consumption contexts 

similarly indicates that moral convictions increase consumers’ reliance on quality and safety 

cues, which subsequently serve as the primary determinants of purchase behavior. Therefore, 

the non-significant direct effect observed in this study does not diminish the importance of 

EMHVA; instead, it supports a value–cognition–behavior mechanism, whereby ethical–moral 
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values influence halal purchase commitment mainly through quality- and safety-based 

cognitive heuristics rather than through direct behavioral intention. 

The relationship between Ethical–Moral Halal Value Attribution (EMHVA) and Halal Quality 

& Safety Heuristic (HQSH) is exceptionally strong and highly significant (β = 0.755, t = 

12.429, p < 0.001), indicating that ethical–moral interpretations of halal exert a dominant 

influence on consumers’ perceptions of product quality and safety. These results indicate that 

when consumers internalize halal as a moral and religious obligation, they are more likely to 

interpret halal labels and certifications as reliable indicators of superior quality, safety, and 

hygienic standards. In this context, halal functions not only as a symbolic religious marker but 

also as a quality-assurance heuristic that informs product evaluation. This result is consistent 

with recent halal and ethical consumption literature, which demonstrates that moral and 

religious values intensify consumers’ reliance on quality and safety cues during decision-

making. Prior studies indicate that religiosity and ethical value orientation significantly 

enhance perceived product quality, which, in turn, influences purchase intention and 

commitment (Al-Mahmood & Fraser, 2023; Battour et al., 2018; Chong et al., 2022; Hong et 

al., 2019). Recent evidence further confirms that halal quality perceptions serve as a critical 

cognitive bridge between moral conviction and behavioral outcomes across both food and non-

food halal categories. Therefore, the strong EMHVA-HQSH relationship observed in this study 

supports a value-driven cognition mechanism, in which ethical–moral halal values are 

translated into purchase-relevant judgments through heightened perceptions of quality and 

safety. 

The effect of Halal Information Trust Ecosystem (HITE) on Halal Purchase Commitment 

(HPC) is positive and statistically significant (β = 0.343, t = 3.330, p < 0.001), indicating that 

a trustworthy halal information environment directly strengthens consumers’ commitment to 

purchasing halal products. When consumers perceive halal-related information—such as 

certification labels, institutional endorsements, community sources, and media 

communication—as credible and reliable, they are more likely to convert this confidence into 

consistent purchasing behavior. In contexts marked by information asymmetry or institutional 

uncertainty, trusted information serves as a risk-reduction mechanism, enabling consumers to 

commit without extensive product re-evaluation. This result is consistent with contemporary 

halal consumer research, which identifies trust as a central determinant of purchase intention 

and commitment. Empirical studies across diverse halal markets demonstrate that trust in halal 

certification bodies, regulatory institutions, and information sources significantly enhances 



Journal of Islamic Economic Laws Vol. 9 No. 1, 2026 

(ISSN P: 2655-9609; E: 2655-9617) 

DOI: 10.23917/jisel.v9i01.15900 

187 

consumers’ willingness to purchase and repurchase halal products (Ibrahim et al., 2024; Ismail, 

2025; Olya & Al-ansi, 2018; Rahayu et al., 2025). Recent evidence also suggests that 

information credibility and transparency are particularly influential in non-majority or 

competitive markets, where consumers rely on trusted signals to validate halal claims. 

Therefore, the significant HITE and HPC relationship observed in this study reinforces the 

view that trusted information ecosystems serve as a proximal driver of halal purchase 

commitment, operating alongside but independently from ethical or quality-based motivations. 

The relationship between Halal Information Trust Ecosystem (HITE) and Halal Quality & 

Safety Heuristic (HQSH) is positive and statistically significant (β = 0.170, t = 2.401, p = 

0.008), indicating that trusted halal information significantly shapes consumers’ perceptions of 

product quality and safety. When halal-related information—such as certification credibility, 

institutional endorsements, and transparent communication—is perceived as reliable, 

consumers are more likely to interpret halal claims as indicators of superior quality, safety, and 

hygienic standards. Thus, trust in information sources enhances the diagnostic value of halal 

cues in consumers’ cognitive evaluations. This result aligns with recent halal consumer 

research, which emphasizes that institutional trust and information credibility strengthen 

perceived product quality, subsequently influencing purchase-related outcomes. Prior studies 

demonstrate that trust in halal certification bodies and regulatory institutions significantly 

enhances perceived quality and safety, thereby reinforcing positive product evaluations and 

behavioral intentions (Ahmad et al., 2017; Chong et al., 2022; Koc et al., 2024; Selim et al., 

2022). Recent evidence further underscores that, in contexts marked by information 

asymmetry, such as minority or competitive halal markets, trusted information ecosystems are 

crucial for transforming abstract halal claims into concrete quality and safety heuristics that 

guide consumer decision-making. Therefore, the significant HITE and HQSH relationship 

supports the view that information trust functions as both a behavioral driver and a cognitive 

enhancer, reinforcing the interpretation of halal as a quality- and safety-assuring attribute. 

The path from Halal Quality & Safety Heuristic (HQSH) to Halal Purchase Commitment 

(HPC) is positive and statistically significant (β = 0.344, t = 2.233, p = 0.013), indicating that 

consumers’ perceptions of halal products as safe, hygienic, and high-quality significantly 

strengthen their purchase commitment. These results suggest that, beyond ethical or 

informational considerations, quality and safety perceptions serve as proximal cognitive 

drivers that translate favorable evaluations into consistent purchasing behavior. When halal 

serves as a heuristic cue for superior quality and safety, consumers are more willing to commit 
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to repeat or sustained purchases. This result is strongly supported by contemporary halal 

consumer research, which consistently identifies perceived quality and safety as key 

antecedents of purchase intention and commitment across both halal food and non-food product 

categories. Prior studies show that consumers often associate halal certification with stricter 

production standards, cleanliness, and risk reduction, thereby reinforcing purchase motivation 

(Al-Mahmood & Fraser, 2023; Aslan, 2023; Rahman & Indra, 2024). Recent empirical 

evidence further confirms that quality- and safety-based heuristics are central mechanisms 

through which halal attributes influence behavioral outcomes, particularly in competitive or 

non-majority markets where consumers rely on simplified cues to guide decisions. Therefore, 

the significant HQSH-HPC relationship observed in this study reinforces the view that 

perceived halal quality and safety constitute a critical cognitive bridge between information, 

values, and actual purchase commitment. 

The indirect effect of Ethical–Moral Halal Value Attribution (EMHVA) on Halal Purchase 

Commitment (HPC) through Halal Quality & Safety Heuristic (HQSH) is positive and 

statistically significant (β = 0.260, t = 2.175, p = 0.015), confirming the presence of a 

meaningful mediation mechanism. This finding indicates that ethical–moral halal values do not 

directly translate into purchase commitment; instead, they shape consumers’ cognitive 

evaluations of halal products as safe, hygienic, and high quality. In this sense, HQSH functions 

as a cognitive conduit through which moral and religious convictions are transformed into 

concrete behavioral commitment. This mediated pathway is theoretically consistent with 

contemporary research in halal and ethical consumption, which argues that moral values are 

typically motivational but distal, influencing behavior primarily through intermediate cognitive 

constructs such as perceived quality, safety, trust, or attitudes (Rafiki et al., 2023; Rahman et 

al., 2024). Recent studies further demonstrate that in halal markets, the internalization of ethical 

and religious values strengthens consumers’ reliance on quality and safety cues, which 

subsequently become the most immediate predictors of purchase intention and commitment.  

The indirect effect of Halal Information Trust Ecosystem (HITE) on Halal Purchase 

Commitment (HPC) through Halal Quality & Safety Heuristic (HQSH) is positive but only 

marginally significant (β = 0.059, t = 1.565, p = 0.059). This finding suggests that trusted halal 

information may contribute to purchase commitment by enhancing consumers’ perceptions of 

quality and safety; however, this mediating mechanism is relatively weak when considered 

independently. The borderline significance indicates that while information trust can shape 

cognitive quality heuristics, its influence on purchase commitment operates more strongly 
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through direct pathways than through quality and safety perceptions. This result is theoretically 

meaningful and consistent with recent halal and consumer trust literature, which emphasizes 

that trust often exerts a dual influence on behavior: directly reducing perceived risk and 

uncertainty, and indirectly shaping evaluative judgments such as perceived quality or value 

(Aslan, 2023; Koc et al., 2024; Rafiki et al., 2023). In contexts where consumers already rely 

heavily on trusted information sources, such as certification bodies, community networks, or 

institutional signals, the direct effect of information trust on commitment may overshadow its 

indirect cognitive effects. Therefore, the marginal mediation observed in this study suggests 

that HITE primarily functions as a proximal driver of halal purchase commitment, with quality 

and safety heuristics serving a complementary rather than dominant mediating role. 

CONCLUSION 

This study concludes that halal purchase commitment among the Indonesian Muslim diaspora 

in Europe is shaped by a dual mechanism involving trust-based information and cognitive 

quality–safety evaluations rather than ethical–moral values alone. While ethical–moral halal 

value attribution does not directly influence purchase commitment, it exerts a strong indirect 

effect through the halal quality and safety heuristic, indicating that before influencing behavior, 

moral awareness must first be translated into perceptions of product reliability, safety, and 

quality. In contrast, the halal information trust ecosystem exerts both direct and indirect (though 

weaker) influence on purchase commitment, highlighting the central role of credible 

information, social communication, and community-based trust in shaping consumer decisions 

in minority contexts. These findings imply that non-significant direct effects (EMHVA → 

HPC) are not indicative of theoretical irrelevance but rather confirm the mediating role of 

cognitive evaluation mechanisms, whereas significant paths (HITE → HPC and HQSH → 

HPC) reinforce the importance of trust and heuristic processing in diaspora consumption 

settings. This study recommends that to build consumer confidence, policymakers, halal 

certification bodies, and market actors in Europe prioritize strengthening transparent and 

credible halal information ecosystems, enhancing labeling clarity, and consistently signaling 

product quality and safety. This study advances the literature on halal consumer behavior by 

validating a dual-pathway model that integrates value- and trust-based mechanisms. Future 

research should test this framework across different diaspora populations, institutional settings, 

and longitudinal designs to capture dynamic shifts in trust and perception. 
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