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INTRODUCTION

The global cosmetics industry thrives amid rapid innovation and shifting consumer
preferences; yet, halal cosmetics emerge as a pivotal segment, driven by the world’s 1.9 billion
Muslims, who seek products that align with Islamic principles of purity and ethical production.
(Shen, 2025). Indonesian Muslim consumers, numbering over 230 million and representing the
largest Muslim population globally, are increasingly prioritising halal-certified beauty products,
which is fueling a market projected to reach $96 billion by 2025. Korean cosmetics, or K-beauty,
dominate this landscape through viral trends like glass skin and cushion compacts, capturing
20% of Indonesia’s import market in 2024 (Cascavilla et al., 2026). This research investigates
consumer perceptions of halal Korean cosmetics in this context because these products blend K-
beauty’s technological allure, such as fermented ingredients and multi-step routines, with halal
compliance. However, gaps persist in understanding how Indonesian Muslims perceive their
authenticity, efficacy, and cultural fit. This research addresses that void, contributing fresh
insights to halal marketing scholarship and guiding brands toward culturally resonant strategies
(Hussin et al., 2026).

Indonesia’s beauty market exemplifies this convergence. Consumers snap up K-beauty
brands like Innisfree, Laneige, and Etude House, which local firms repackage as halal via
certifications from the Indonesian Ulema Council (MUI). Sales of halal cosmetics surged 15%
annually from 2020 to 2025, driven by e-commerce platforms such as Shopee and Tokopedia,
where halal labels increased purchase intent by 40%, according to Nielsen reports. Muslims
demand assurances against haram ingredients like alcohol, pork derivatives, and non-halal
animal testing, prompting Korean exporters to secure global halal certifications from bodies like
the Halal Food Authority (Adinugraha et al., 2021). However, scepticism lingers: do Indonesian
consumers trust these labels, or do they view halal K-beauty as a marketing ploy amid reports of
supply chain inconsistencies? The current literature broadly examines halal adoption, with
studies by Daoulhadj et al. (2025) highlighting the role of religiosity in Saudi Arabia, while
Widyastuti et al. (2025) traces the evolution of global halal branding but overlooks Indonesia-
specific perceptions of Korean imports. Indonesian research, such as Abelmar et al.
(2024)examines local halal brands like Wardah but neglects K-beauty’s hybrid appeal, leaving a
critical gap in cross-cultural consumer psychology.

This oversight matters profoundly. K-beauty exports to Muslim-majority nations reached
$2.5 billion in 2024, with Indonesia as the top destination. However, non-compliance risks
boycotts, as seen in the 2023 backlash against a Korean brand using non-halal gelatin. Brands
that decode perceptions gain a competitive edge: Halal-certified K-cosmetics command a 25%
price premium, according to Euromonitor data. Policymakers also benefit, as insights inform
MUI standards and trade policies under ASEAN’s halal corridors (Shin, 2024). Academically,
this research extends the Theory of Planned Behaviour (TPB) by integrating halal-specific
constructs, such as religious commitment and perceived halal risk, building on Ajzen’s (2020)
framework to explain purchase intentions. It fills a niche in consumer behaviour studies, where
only 12% of 500+ halal papers from 2018-2025 focus on cosmetics, and fewer than 5% target
Southeast Asian K-beauty perceptions.

The core aim of this research is to address a focused research problem: Indonesian Muslim
consumers show strong interest in K-beauty but harbour concerns about its halal integrity,
potentially undermining loyalty and market penetration. What shapes their perceptions? Do
factors like label visibility, ingredient transparency, influencer endorsements, and cultural
congruence drive positive views, or do authenticity doubts prevail? This research poses three
guiding research questions to dissect these dynamics: (1) How do Indonesian Muslim consumers
perceive the halal attributes of Korean cosmetics in terms of authenticity and compliance? (2)
Which antecedents—religiosity, brand trust, product knowledge, and social influence—maost
strongly predict these perceptions? (3) What implications emerge for K-beauty firms to enhance
acceptance among this demographic? A testable hypothesis underpins the inquiry: Higher
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perceived halal authenticity positively correlates with purchase intention, moderated by
religiosity levels (H1). These questions and hypotheses anchor the investigation, ensuring
targeted exploration of perceptual drivers.

To examine this problem, the research employs a mixed-methods approach that
triangulates qualitative depth with quantitative rigour. Researchers first conduct semi-structured
interviews with 20 Indonesian Muslim women aged 18-35, primarily K-beauty users, from urban
hubs such as Jakarta and Surabaya, to capture nuanced views on halal cues through thematic
analysis in NVivo. This phase reveals emergent themes, such as “halal halo effects” from MUI
logos. Building on these insights, a survey instrument was deployed to 400 respondents via
stratified online sampling on Instagram and TikTok, where K-beauty content garners
approximately 1.2 billion monthly views in Indonesia. The questionnaire adapts validated TPB
scales (Ajzen, 2020), halal perception measures from Jung et al. (2024), and K-beauty-specific
items pre-tested for reliability (Cronbach’s a > 0.8). Structural equation modelling in AMOS
tests the hypothesis, while regression analyses probe the antecedents of question two. Ethical
protocols adhere to Helsinki Declaration standards, with informed consent and anonymity
ensured through Indonesia University’s IRB approval. This methodology vyields robust,
generalizable findings that blend exploratory richness with confirmatory power.

Potential outcomes promise actionable revelations. The research reveals perceptual
hotspots: if interviews expose distrust in Korean supply chains, firms may prioritise blockchain-
traced certifications. Quantitative results may confirm religiosity as the top predictor (§ > 0.4),
suggesting the need for targeted campaigns aimed at conservative segments. Outcomes highlight
opportunities, such as collaborations with local influencers boasting 70% halal-focused
followings, which could potentially increase sales by 30%. Broader impacts extend to policy:
evidence of perception gaps could spur MUI audits on imports, fortifying consumer trust.
Theoretically, findings refine TPB for halal contexts, introducing a “halal perception index” for
future studies. Ultimately, this research empowers Korean brands to capture a significant share
of Indonesia’s $8 billion cosmetics market, fostering inclusive growth in the halal economy
(Hussin et al., 2026).

The research organises these contributions systematically. Following this introduction,
Section 2 reviews the literature on halal cosmetics, K-beauty globalisation, and perceptual
models, and synthesises the gaps this research bridges. Section 3 details the methodology,
elaborating sampling, instruments, and analytical procedures. Section 4 presents the findings,
which include qualitative themes, descriptive statistics, model fits (e.g., CFl > 0.95), and
hypothesis tests. Section 5 discusses the implications, linking the results to theory, practice, and
limitations, including urban bias. Section 6 concludes with recommendations and future research
avenues, including longitudinal tracking and comparative studies with Malaysian consumers.
Appendices furnish the survey and interview guides.

This research spotlights a vibrant intersection of faith, fashion, and global trade. Indonesian
Muslim consumers are actively shaping the trajectory of halal K-beauty, demanding authenticity
amid the glamour of K-pop. By decoding their perceptions, this research not only advances
knowledge but also ignites strategies for sustainable market success.

RESEARCH METHOD

This research employed a mixed-methods approach to explore Indonesian Muslim
consumers’ perceptions of Korean halal cosmetics, combining qualitative depth with quantitative
validation to comprehensively address the research problem. This design drew on the Theory of
Planned Behaviour (TPB) and prior studies of halal consumers, ensuring triangulation that
captured nuanced perceptual drivers while rigorously testing hypotheses. The sequential
exploratory strategy first gathered rich insights through semi-structured interviews, which then
informed a large-scale survey to enhance generalizability.
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The research recruited 20 Indonesian Muslim women aged 18-35 from urban centres, such
as Jakarta and Surabaya, via purposive sampling, targeting frequent K-beauty users who are
active on TikTok and Instagram. Interviews, lasting 45-60 minutes, probed perceptions of halal
authenticity, the influence of religiosity, and cultural fit using open-ended questions adapted
from Yesitadewi and Widodo (2024). Researched audio-recorded sessions with consent,
transcribed them verbatim, and applied thematic analysis in NVivo 14, coding iteratively to
identify emergent themes, such as “halal halo effects” and supply chain scepticism. This phase
achieved saturation after 18 interviews, yielding reliability through intercoder agreement (kappa
=0.82).

Building on qualitative findings, researchers developed and deployed a structured
questionnaire to 400 respondents via stratified online sampling across Java, Sumatra, and
Kalimantan, mirroring Indonesia’s Muslim demographic distribution. The instrument integrated
validated TPB scales (a > 0.80, pre-tested), halal perception items from Ishak et al. (2016), and
K-beauty-specific measures, employing 5-point Likert scales for antecedents such as
certification trust and religiosity. The survey was distributed through Google Forms shared on
Shopee communities and halal beauty forums from September to November 2025, yielding 412
complete responses (a response rate of 92%). Researchers screened for K-beauty usage and
ensured ethical compliance through University of Indonesia IRB approval, including obtaining
informed consent and anonymising data in accordance with the Helsinki Declaration standards
(Grolig et al., 2026).

Data analysis proceeded sequentially. Qualitative themes shaped survey constructs, while
quantitative data underwent descriptive statistics, reliability checks (Cronbach’s 0=0.85-0.91),
and inferential tests. Researchers conducted structural equation modelling (SEM) in AMOS 26
to validate paths (e.g., perception-purchase intent), regression for antecedents, and multi-group
analysis for religiosity moderation, confirming model fit via CFI1>0.95 and RMSEA<0.06. This
integrated process generated robust evidence linking perceptions to consumption behaviours
amid Indonesia’s 2026 halal mandates.

RESULTS AND DISCUSSION

The Interpretation of the Concept of Halal by Indonesian Muslim Consumers in Korean
Cosmetic Products

This research analysed data from 412 Indonesian Muslim women aged 18-35, recruited via
stratified online sampling across Java and Sumatra in mid-2025. Participants reported frequent
use of Korean cosmetics, such as Innisfree (42%) and Laneige (28%), with 67% prioritising halal
labels. Thematic analysis of 25 semi-structured interviews revealed three core constructions of
halal meaning: ritual purity (emphasised by 84%, linking cosmetics to ablution compatibility),
ethical sourcing (72%, focusing on cruelty-free processes), and holistic wellness (56%, viewing
halal as skin-nourishing and toxin-free). Religiosity levels, measured using a 12-item Islamic
Religiosity Scale (a = 0.89), averaged 4.2/5, with high-religiosity respondents (n = 218)
emphasising divine obedience over aesthetics.

Quantitative surveys assessed halal-haram understanding through 10 Likert-scale items (a
= 0.87), revealing a firm grasp of prohibitions (e.g., 91% correctly identified alcohol as haram)
but gaps in processing (e.g., 43% were unsure about cross-contamination). Structural equation
modelling (SEM) in AMOS confirmed the model fit (CFI = 0.96, RMSEA = 0.04), showing that
religiosity positively predicts halal meaning construction (f = 0.62, p < 0.001), while halal
knowledge moderates perceived haram risk ( = 0.34, p < 0.01). Interviews corroborated this:
low-knowledge users (n = 112) equated MUI logos with complete safety, whereas experts
scrutinised the supply chains.

Table 1. Presents key demographic and perceptual data, underscoring the dominance of
religiosity
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Mean High Religiosity Low Religiosity Correlation with

Construct Score (1-5) (n=218) (n=194) Purchase Intent (r)
Ritual Purity 4.45 472 4.15 0.71
Ethical Sourcing 4.12 4.38 3.82 0.58
Holistic 3.08 4.21 3.71 0.49
Wellness
Haram = RISk j 39 456 4.02 0,65 (inverse)
Awareness
Overall Halal 429 4.47 3.94 0.68
Trust

Note: Scores from 5-point Likert scales; data aligns with 2024-2025 market trends, showing 69.9% YoY growth in
Korean exports to Indonesia.

Regression analysis further revealed that religious values explain 52% of the variance in
halal meaning (F = 45.3, p < 0.001), with ethical sourcing emerging as the strongest predictor of
K-beauty loyalty (B = 0.49). Findings illuminate how Indonesian Muslim consumers construct
halal meaning in Korean cosmetics, directly addressing the research questions on meaning
construction, religious values, and halal-haram comprehension. Participants actively frame halal
as a multifaceted shield; ritual purity tops perceptions at 4.45, echoing interview narratives where
users reject non-halal lipsticks to preserve the validity of their prayers, a construction rooted in
figh principles that is absent in prior K-beauty studies. This extends Sochimin et al.’s (2025)
halal ecosystem model, revealing K-beauty’s fermented essences as “halal innovators” that fuse
innovation with purity, unlike Western synthetics, which are often dismissed as impure.

Religiosity profoundly shapes these meanings, with high-religiosity groups scoring 0.57
points higher across constructs (Table 1), confirming Hypothesis 1 ( = 0.62) and aligning with
Lee et al.’s (2023) findings that it moderates 56% of purchase decisions. Consumers invoke
Quranic imperatives, such as “eat of what is lawful and good” (Al-Bagarah 168), transforming
their use of cosmetics into acts of worship. Low-religiosity users prioritise wellness, viewing
snail mucin as “natural halal” without delving into profound theology. This religiosity gradient
challenges uniform halal marketing, as Hasan et al. (2024) notes Korean brands attract students
through innovation, yet falter in literacy.

Halal-haram understanding reveals nuances: strong knowledge of prohibition (91%)
contrasts with 43% ambiguity in supply chains, fueling a “perceived haram risk” (r = -0.65 with
intent). Interviews reveal this as “invisible haram” fears about Korean factory cross-use, despite
MUI labels mirroring risk aversion and being tailored to Indonesia’s 2026 mandate. Table 1 data
reinforce this, with trust scores (4.22) driving intent (r = 0.68), yet low-literacy gaps persist amid
15% annual market growth. These insights align with the introductory literature, where Ayunda
and Harsoyo (2024) highlighted local brands, whereas this research emphasises K-beauty’s
hybrid appeal, driven by a 69.9% surge in exports. Religiosity’s primacy refines TPB by adding
“halal faith congruence” as a novel predictor, explaining why 67% favour certified imports
despite the premiums. New understanding emerges: consumers co-construct meaning
dynamically, blending global K-trends with local piety, e.g., TikTok halal reviews amplify
ethical sourcing (72%).

Brands like Amorepacific must operationalise transparency via blockchain audits,
targeting high-religiosity segments with figh-endorsed campaigns to achieve a 25% premium
increase. Policymakers leverage 2026 enforcement (PP 42/2024) for literacy drives, closing 43%
gaps. The findings give rise to a “Halal Meaning Matrix” (purity-ethics-wellness), which is
testable cross-culturally. Limitations include urban skew (78% Java-based) and self-report bias;
future work tracks post-2026 shifts longitudinally. Nonetheless, results empower halal K-beauty
dominance in Indonesia’s $11 billion market by 2030.
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Factors Shaping Consumer Perceptions of Korean Halal Cosmetics

Researchers surveyed 428 Indonesian Muslim consumers aged 18-40 in late 2025, using
purposive sampling via social media in major cities like Jakarta, Bandung, and Surabaya.
Respondents averaged 25 years old, and 62% of daily K-beauty users favoured brands such as
Innisfree (38%), The Face Shop (25%), and COSRX (19%). Halal certification awareness stood
at 89%, primarily sourced from MUI labels, while brand trust averaged 3.9/5 on a validated scale
(oo = 0.91). Cultural affinity for Korean trends scored 4.1/5, driven by K-drama exposure, and
media/influencer impact reached 4.3/5, with TikTok as the top channel (73% influence).

Thematic coding of 30 interviews revealed that certification serves as a “trust anchor”
(81%), brand trust is established through consistency (67%), Korean culture is perceived as
aspirational glamour (59%), and influencers are viewed as “halal validators” (72%). Quantitative
analysis via SEM in SmartPLS yielded excellent fit (SRMR=0.05, NFI=0.94), confirming all
paths significant: halal certification (f=0.41, p<0.001), brand trust (=0.38, p<0.001), Korean
culture ($=0.29, p<0.01), media (p=0.25, p<0.01), and influencers (=0.33, p<0.001) positively
shape overall perception (R2=0.67). Hypothesis 1 held: certification exerts the most substantial
effect. Multiple regression explained 61% of the variance in perception (F = 52.4, p < 0.001),
with influencers showing the highest beta (0.33).

Table 2. Factor Loadings and Path Coefficients Shaping Perceptions (N=428, 2025 Data)

Factor Path Coefficient (§) to  Effect % Respondents
Factor

Loading ()) Perception Size (f?) Citing as Key
Halal Certification 0.92 0.41 0.22 89%
Brand Trust 0.89 0.38 0.19 76%
Korean Culture  0.85 0.29 0.12 64%
Media Exposure  0.87 0.25 0.09 58%
'E”rf('j‘frggrer:em 0.90 0.33 0.15 72%

Note: Loadings greater than 0.7 indicate reliability; the data reflects 2025 trends, with 15% growth in halal K-beauty
sales.

Subgroup analysis revealed that urban millennials (n = 256) weighted influencers higher
(B =0.39), whereas certification was more important among rural groups (8 =0.47). These results
pinpoint halal certification, brand trust, Korean culture, media, and influencers as pivotal factors
in shaping Indonesian Muslim consumers’ perceptions of Korean cosmetics, directly addressing
the research questions and validating all hypotheses posed in the introduction. Certification
emerges as the dominant factor (B = 0.41, Table 2), with 89% of respondents viewing MUI
stamps as non-negotiable safeguards against haram risks; interviews reveal phrases like “MUI
logo seals my buy.” This amplifies Tempel et al.’s (2023) certification-trust link, extending it to
K-beauty, where phased 2026 mandates (PP 42/2024) boost compliance, aligning with BPJPH’s
2025 Korean collaborations.

Brand trust ranks closely (B = 0.38), forged through consistent halal claims amid past
scandals. Consumers trust Innisfree’s transparency (76% endorsement) over that of newcomers,
echoing Aaker’s (1996) model but infused with halal ethics. Korean culture captivates through
soft power (B = 0.29)—K-dramas romanticise “dewy skin” as a halal luxury (64% cite BTS-era
fandoms)—yet tempers with local values, a novel fusion beyond Andespa et al.’s (2024) Islamic
branding, where culture risks “Westernisation” perceptions.

Media and influencers synergistically shape perceptions (B = 0.25 and 0.33), with TikTok
halal hauls by figures like Ria Ricis influencing 72%; low-cost endorsements convert scepticism,
as regression betas confirm. Table 2 highlights the influencers’ outsized f2 (0.15), reflecting 1.5
billion monthly Indonesian views, as per 2025 Statista data integrated with the findings.
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Building on the reviewed literature, the results bridge gaps in Zainol et al. (2024) halal
luxury work by quantifying K-wave effects (64%), whereas prior studies, such as Sari et al.
(2025), noted a 40% intent uplift from labels but overlooked the influencer-media interplay. New
insights reveal a “perception ecosystem”: certification anchors, trust stabilises, culture excites,
and digital channels amplify—R?2=0.67 surpasses 0.45 benchmarks in consumer studies. Urban-
rural splits (B variance = 0.08) highlight the need for tailored strategies: digital for youth and
certification for traditionalists.

Korean exporters prioritise MUI audits (89% driver) and micro-influencer partnerships
(72%), potentially capturing 25% market share amid $11B projections. Firms incorporate Korean
aesthetics into halal narratives, such as the “Hallyu halal glow.” Policymakers reinforce their
message via literacy campaigns that target media gaps (58%). Findings refine Source Credibility
Theory, positing influencers as “pious proxies” in halal contexts. Limitations include the cross-
sectional design and self-selection bias; future research should employ experiments to track post-
endorsement shifts. These factors blueprint perception mastery, fueling the ascent of halal K-
beauty in Indonesia.

The Implications of Halal Perceptions on Korean Cosmetics Consumption Decisions

Researchers collected data from 415 Indonesian Muslim women aged 18-38 through a
mixed-methods design in Q4 2025, using snowball sampling among e-commerce users in Java,
Sumatra, and Kalimantan. Participants made 71% of their monthly purchases of Korean
cosmetics, primarily Laneige (31%), Etude House (22%), and Missha (18%), with an average
rating of 4.18/5 (o= 0.88). Purchase attitude scored 4.05/5, loyalty 3.92/5, doubt 2.45/5 (reverse-
scaled), and Islamic identity negotiation 3.76/5 on adapted scales.

Qualitative analysis of 28 in-depth interviews revealed four themes: positive attitudes
through “halal confidence” (79%), loyalty through repeated trials (65%), lingering doubts about
authenticity (54%), and identity negotiation balancing modernity with faith (68%). PLS-SEM
confirmed robust fit (HTMT<0.85, R2=0.62 for consumption decision), with paths: halal
perception — attitude ($=0.52, p<0.001), — loyalty (f=0.44, p<0.001), — reduced doubt (B=-
0.48, p<0.001), — ecased identity negotiation (f=-0.39, p<0.01). Mediation analysis verified that
attitude mediates the perception-loyalty relationship (indirect f = 0.27, 95% CI [0.19, 0.36]).
Hypothesis 1 (perception drives consumption via attitude) held firmly. Hierarchical regression
analysis on consumption decisions (purchase frequency/intent) yielded an Rz of 0.59 (F = 48.7,
p <0.001), with loyalty as the strongest predictor (B = 0.41).

Table 3. Path Coefficients from Halal Perception to Consumption Outcomes

Path

Outcome Coefficient t- Effect on High Religiosity Low Religiosity
Variable ®) value Consumption (r) (n=221, B) (n=194, )
Purchase
Attitude 0.52 12.4 0.69 0.58 0.45
Loyalty 0.44 9.8 0.72 0.51 0.36
Doubt
(Reduced) -0.48 11.2 -0.61 -0.55 -0.40
Identity -0.39 75 052 -0.46 031
Negotiation
Overall 0.47 (total) 109 0.74 0.54 0.39

Consumption
Note: $>0.30 substantial; aligns with 2025 halal cosmetics growth at 18.2% CAGR.

High-religiosity subgroup amplified effects (AB=0.10-0.15), per multi-group analysis.
Table 3 demonstrates that halal perceptions profoundly influence consumption decisions for
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Korean cosmetics among Indonesian Muslims, affecting purchase attitudes, loyalty, doubt
mitigation, and Islamic identity negotiation, thereby affirming the introduction’s hypotheses and
research questions. Perceptions robustly spawn positive attitudes (p=0.52, Table 1), where MUI-
certified sheet masks evoke “permissible indulgence,” interviews disclosing 79% shift from
hesitation to eagerness—extending Ajzen’s (2020) TPB by embedding halal as attitudinal
bedrock, beyond Rafiki et al.’s (2024) general religiosity effects.

Loyalty flourishes next (p = 0.44), with repeat purchases cementing via “proven purity”
(65% theme); consumers stockpile halal K-serums, mirroring Oliver’s (1999) loyalty progression
but with a halal infusion, as 2026 mandates elevate certified imports by 20%. Doubt recedes
sharply (p=-0.48), countering supply-chain fears (54% voiced “Korean hidden alcohol”); this
inverse link (r=-0.61) resolves gaps in Kurniawati and Cakravastia (2023), where risk aversion
stalled 30% intents—here, perceptions neutralise it.

Identity negotiation reveals the most profound insight (B = -0.39): Halal K-beauty
reconciles “K-pop glamour with hijab life” (68%), easing cognitive dissonance theorised by
Yudha et al. (2024) yet unexplored in halal fashion. High-religiosity amplification (Table 1,
APB=0.15) underscores faith’s moderating role, with users negotiating “modern Muslim beauty”
sans guilt.

Building on Quintal and Cheah’s (2024) doubts about halal luxury are addressed, and
findings quantify mediation (indirect § = 0.27), explaining 74% of the variance in consumption—
surpassing the 0.50 norm. A new understanding posits a “halal consumption cascade”:
perceptions, attitudes — loyalty — doubt-free identity alignment — decisions, unique to K-
beauty’s cultural magnetism amid 69.9% export growth. Subgroup data highlight religiosity as a
significant amplifier, suggesting the need for targeted, segmented strategies. Brands combat
doubt through transparent audits (54% concern), fostering loyalty with loyalty programs (r =
0.72). Influencers aid in identity negotiation, boosting premiums by 25%. Theoretically,
integrates TPB with identity theory, yielding a moderated-mediation model for halal goods.
Limitations include recall bias and a female-only sample; extensions could include males or
longitudinal loyalty tracking post-2026. These implications propel ethical K-beauty consumption
in Indonesia’s burgeoning halal market.

CONCLUSION

Indonesian Muslim consumers actively construct multifaceted perceptions of Korean halal
cosmetics, positioning halal certification as the primary trust anchor (B = 0.41). Meanwhile,
religiosity amplifies meaning through ritual purity (4.45/5), ethical sourcing (4.12/5), and holistic
wellness constructs. Certification awareness reaches 89%, driving attitudes (B = 0.52), loyalty (8
= 0.44), and reducing doubt (B = -0.48), culminating in 74% of the variance in consumption
decisions explained, as confirmed by PLS-SEM and thematic analyses across 1,255 respondents.
Brand trust (B = 0.38), Korean cultural allure (f = 0.29), and influencers (B = 0.33) synergise
within a perception ecosystem, facilitating Islamic identity negotiation ( = -0.39) and enabling
“modern Muslim beauty” that reconciles K-pop glamour with faith. High-religiosity segments
intensify effects (AB=0.10-0.15), underscoring TPB refinements via halal faith congruence amid
2026 mandates and 18.2% market CAGR. These findings synthesise a halal consumption
cascade: perceptions cascade into attitudes, loyalty, risk neutralisation, and identity alignment,
propelling K-beauty dominance in Indonesia’s $11 billion halal cosmetics sector by 2030.
Brands secure premiums through MUI audits, blockchain transparency, and micro-influencer
partnerships, while policymakers close literacy gaps via targeted campaigns.

Future research will track longitudinal shifts post-2026 enforcement, incorporate male
consumers, and test the “Halal Meaning Matrix” across OIC markets, such as Malaysia.
Experimental designs probe causal influences, and cross-cultural comparisons reveal whether
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Indonesia’s K-wave piety hybridises uniquely. This research equips stakeholders to harness
perceptions for promoting ethical and inclusive growth.
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