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Abstract: It is estimated that the Muslim population, which is currently 1.6 billion in total, will reach 2.2 billion in 2030. 

For this reason, the Muslim population has significant potential in terms of the halal cosmetics sector, as in many other 

sectors. In addition, the more Muslim population is turning to halal cosmetic products that are not tested on animals, 

symbolizing cleanliness. In addition to Muslim consumers, consumers also demand halal cosmetic products for various 

reasons. Since the world halal cosmetics market is expected to reach approximately 54 billion dollars in 2024, the efforts 

of brands and companies in the halal cosmetics market are increasing. Brands and companies aware of this potential 

are trying to get a bigger share of the Muslim cosmetic products market with the products they develop. However, 

industry brands have significant problems motivating consumers to buy halal cosmetics, but consumer behaviour is a 

complex and dynamic process. The same is true when it comes to halal cosmetic products. Many factors affect consumers' 

choice of halal cosmetic products. It is important for brands that want to be successful in the sector and get more shares 
to learn more about the factors affecting the halal cosmetics demand of Muslim consumers. Only in this way would it be 

possible for brands to create the right marketing strategies. Generation Z, who is constantly interacting with the world 

due to their technological competencies and continuously following the developments in every field, is the most important 

target group for brands. Especially in recent years, Generation Z has been a focused area of research in human 

resources, marketing, and business strategies. Turkey is a country with a predominantly Muslim population. Generation 

Z among the Muslim population in Turkey is a potential market for halal cosmetics. Therefore, it is of great importance 

for cosmetic brands to understand the factors that affect the behaviour of Generation Z to adopt halal cosmetics. 

Therefore, this study aimed to determine the factors affecting Generation Z's halal cosmetics adoption. The research was 

carried out with 550 participants living in Istanbul with the online survey method in November and December 2021. The 

results showed that product characteristics, social influence, and consumer innovativeness significantly affected 

Generation Z's halal cosmetics adoption. Religiosity did not affect their halal cosmetics adoption. 
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Introduction. Consumers who use beauty products are more likely to be psychologically aware of their 

conditions and pay attention to their health, hygiene, and beauty (Junaid and Nasreen, 2012). Therefore, 
cosmetics and personal care products are one of the world's leading and fastest-growing markets (Rahman et 

al., 2015). A cosmetic product is any substance or mixture (skincare creams, bath products, lotions, perfumes, 

facial makeup products, deodorants, etc.) applied to the body for personal cleaning, beautification, 

attractiveness, and physical alteration (FDA, 2012). Consumer demand for cosmetic products is constantly 
increasing and diversifying. Companies concentrate on lower market segments to achieve a competitive 

advantage. Intense competition forces them to develop new products and meet different consumer demands. 

There has been a growth in demand for halal cosmetic products in recent years. Therefore, brands and 
companies develop and launch new products to meet this demand in the best way possible. Unlike traditional 

cosmetic products, halal cosmetic products do not contain pork by-products and derivatives, and alcohol 

(Hashim and Mat Hashim, 2013). Moreover, halal cosmetic products are produced, stored, packaged, and 
distributed according to Islamic rules (Mohezar et al., 2016). 

According to the Global Islamic Report (2018/2019), the Muslim population in the world reached 1.8 

billion in 2017. The global halal cosmetics market is estimated to reach USD 54 billion in 2022 (Surya and 

Kurniawan, 2021). Given the size and growth rate of the global Muslim population, cosmetic brands should 
consider the current and potential demand for halal cosmetic products to have a competitive advantage over 

their rivals. In addition, cosmetic brands will open another window of opportunity if they meet other consumer 

demands related to halal cosmetic products.  
The majority of the Turkish population is Muslim. Generation Z is a promising market for halal cosmetic 

products. Therefore, it is essential to determine the factors affecting Generation Z's halal cosmetics adoption. 

Sugibayashi (2019) stated that Muslim consumers did not know that some well-known cosmetic companies 

use haram or problematic substances in their products. The scholar maintained that those companies must 
carry out rigorous scientific research to develop safe, effective, pure, and sensitive products to the holistic 

needs of Muslims. Therefore, this study provides information concerning the issue of halal cosmetic products 

and the buying behaviour of Muslim consumers. The results would help brands and companies develop 
suitable products for Muslim consumers. 

Within the scope of this research, the concept of halal cosmetics, the size of the halal cosmetics market in 

Turkey and the world, and the factors that affect consumers' attitudes towards halal cosmetics are discussed. 
This research aims to determine the effects of social influence, product characteristics, consumer 

innovativeness, and religiousness level on the behaviour of adopting halal cosmetic products among the Z-

generation Muslim consumers living in Turkey. 

Literature Review. Within the scope of the literature review, the Z-generation individuals who constitute 
the research sample, the concept of halal cosmetics, and the halal cosmetics market in Turkey and the world 

were discussed.  

Generation Z is the cohort born between 1995 and 2009 (Goh and Lee, 2018). According to Kitchen and 
Proctor (2015), Generation Z is anyone born between 1995 and 2012. Generation Z uses social media to 

express their opinions about products they are dissatisfied with. They both express their expectations and 

reshape products in their own way. Therefore, they do not view commercial products only as products but 
question them and create alternatives. Generation Z attaches more importance to production, consumption, 

creativity, and conscious purchasing than previous generations (Duygulu, 2018). Most Generation Z use 

mobile devices to access information about the consumption of goods and services, search for alternatives, 

make purchases, and communicate with friends (Gumus, 2020). Young people who use social media actively 
want brands to be on social media and allow them to shop online. Generation Z expects products and 

experiences to be as unique as possible (Baldwin, 2018). 

Halal is an Islamic word derived from the word «halla» meaning legal, legitimate, or permitted. The 
opposite of halal is «haram», which means something illegal or prohibited according to the Islamic code of 

conduct (Abd Rahman et al., 2015). Therefore, Muslim people want to consume Halal products. 

Halal cosmetics do not contain alcohol, pork, pork-based gelatin, pork by-products, or animal by-products. 

Halal cosmetic products include anti-aging creams, skin moisturizers, perfumes, lipsticks, eye and face 
makeup, shampoos, hair dyes, toothpaste, and deodorants (Aoun and Tournois, 2015). According to Islamic 

teachings, the production, storage, packaging, and distribution of Halal products are also critical (Mohezar et 

al., 2016). Halal cosmetics is one of the highest potential industries globally, including in India, with a Muslim 
population of 183 million (Azam and Abdullah, 2020). However, this sector is dominated mainly by MNC, 

L'Oreal, Colgate, Baskin-Robbins, and Campbell Soups, with a market share of about 90% (Alserhan, 2010). 

According to the «Generation Z Skincare Report: Brand CXPower in the Now Consumer Era» by Deleoitte 
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(2021), high-end brands still lead in the minds of Generation Z. However, domestic brands with professional 
endorsements specializing in functional cosmetics have been gaining a mind share. Moreover, being 

connected with Generation Z is vital to the future success of skincare brands and the cosmetics industry 

(Deloitte, 2021). 

Brands and companies seek halal certification for their cosmetic products to cater to the needs of Muslim 
consumers. The demand for halal cosmetic products is growing in Muslim-dominant countries because there 

is a rapid increase in the number of Muslim women entering and specializing in the fashion and cosmetics 

industry. In recent years, the global halal cosmetics market has witnessed high growth and diversification 
levels, increasing the demand even more. More and more Muslims turn to cosmetic products that are not tested 

on animals (Databridge 2021). However, even non-Muslim consumers prefer halal cosmetic products due to 

more ethical production practices and stricter quality standards. However, the halal cosmetic market faces 
challenges, such as high costs and a lack of standard guidelines for halal certification. The global halal 

cosmetics market, which was 29.13 Billion USD in 2020, is expected to reach 104.17 billion USD in 2027 

(Wood, 2021). According to Covina (2020), the global halal cosmetics market was US$ 26 billion market in 

2019. It is projected to reach US$ 86.2 billion in 2029, with an annual growth of 12.9%. According to another 
study, the halal cosmetics market will grow 11.6% annually between 2021 and 2031 (McKeon, 2022). The 

reason behind the growth of the halal cosmetics market is the soaring demand for non-animal tested and vegan 

cosmetic products among younger generations. Major halal cosmetics markets are the United Arab Emirates, 
Indonesia, the Kingdom of Saudi Arabia, Turkey, India, and Malaysia (McKeon 2022). The Asia-Pacific 

region dominates the halal cosmetics market due to the highest Muslim population. 

Besides, the halal cosmetics market has the largest share in the region because it has penetrated both large 
and small markets with its broader product range (Databridge 2021). Wealthy and tech-savvy Muslims will 

make up 26% of the global population in 2020. They will reach 30% by 2030, according to the Global Islamic 

Economy Report 2019/2020 by Thomson-Reuters and Dinar Standard (GIER 2018/2019). According to the 

same report, Muslim consumers spent US$ 64 billion on cosmetics in 2018. It will reach US$ 95 billion by 
2024 (Masood, 2021). These projections indicate that the halal cosmetics industry is developing with great 

potential. The Turkish Standards Institute (TSI) started to offer halal cosmetic certification services in 2014 

and issued its first certificate for kinds of toothpaste for children and adults in 2016 (TSE 2016). 
Halal cosmetic industries can drive the Halal economy in Muslim countries. However, the size of this 

market depends on the development of products catering to Muslim consumers' needs and wants. Religiosity, 

cultural norms, ease of access, personal tastes, and preferences are the factors that affect consumers' demand 

for halal cosmetics. This study aimed to investigate the effect of social influence, product characteristics, 
consumer innovativeness, and religiousness on Generation Z's halal cosmetics adoption. 

While the concept of halal cosmetics was a new word in the early 2000s, the knowledge of consumers and 

producers has gradually increased. The availability of these products has played an important role in increasing 
awareness of halal cosmetic products. As the availability of products increased, consumer awareness also 

increased. A study conducted with 379 visitors in Dubai in 2014 determined that 62.3% of the participants 

had not heard anything about halal cosmetics before (Hajipour et al., 2015). This result shows that there is 
very little awareness of halal cosmetic products. In Malaysia, where research on halal products is carried out 

intensively on the subject, the intentions of consumers to use Halal cosmetics and personal care products such 

as race and awareness, advertising and awareness, the relative quality perception of Halal products, personal 

opinions and religion affect consumption barriers and other products. It has been determined that a positive 
attitude toward people affects negatively (Kordnaeij, 2013). In another study conducted in Malaysia in 2015, 

multiple regression determined that the strongest factors affecting participants' awareness of Halal cosmetics 

and personal care products were attitude, advertising, and knowledge, respectively (Farlina et al., 2015). In a 
study conducted in Malaysia, the factors that affect consumers' cosmetic product preferences are respectively; 

It has been determined that it is natural products, branded products, and halal labels. In the same study, the 

awareness levels of consumers for halal cosmetic products were not found to be sufficient (Ayop et al., 2016). 
A study conducted in Indonesia in 2019 revealed that 74% of the participants knew halal cosmetic products. 

In the same study, most participants not only knew about halal cosmetic products but also stated that most of 

the participants used them (Muhsin, 2019). Similarly, in another study conducted among Z-generation 

individuals between the ages of 18-21 in Malaysia in 2021, halal cosmetic product awareness among the 
participants was found to be extremely high (Ilma and Sapir, 2021). It is thought that the awareness of Halal 

cosmetic products has been at the highest level in recent years because Z-generation individuals actively use 

social media and have information about halal cosmetic products through social media. 
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With the pandemic, consumers' awareness of cosmetic products has also changed. The spread of the 

pandemic has had an overall positive impact on skin care products. However, makeup products other than eye 
makeup products were more negatively affected by the spread of the pandemic. The main reason for this could 

be expressed as the fact that female consumers stay at home more during the pandemic process (Choi et al., 

2022). 

Social influence refers to the changes in one's thoughts or feelings reflected in one's behaviour due to 
interaction with others (Pavlou and Chai, 2002). For example, even if one does not have a positive attitude 

toward halal cosmetic products, one may start using them to avoid conflict with family members or friends. 

Family members, friends, and cultural norms influence consumer behaviour. Therefore, social influence 
affects consumer behaviour regarding halal cosmetic products. Based on these arguments, the following is the 

first hypothesis: 

H1: Social influence is positively related to halal cosmetics adoption. Halal cosmetic products do not have 
halal labels. Therefore, consumers spend much time browsing content before making a purchase decision 

(Mohezar et al., 2016). Consumers prefer high-quality cosmetic products from well-known brands (GIER 

2019/20). Apart from that, product characteristics become important in cosmetic products. Many factors, such 

as color, packaging, active ingredients, brand, price, place of manufacture, design, and popularity, affect 
purchasing behaviour. The following is the second hypothesis: 

H2: Product characteristics are positively related to halal cosmetics adoption. Innovativeness is the 

willingness to adopt new ideas before others (Rogers, 2003). This concept is widely used in consumer and 
marketing research. Most consumers do not know enough about the potential benefits of halal cosmetic 

products. It is primarily the innovative and courageous consumers with time and money who prefer halal 

cosmetic products (Mohezar et al., 2016). In this context, the following is the third hypothesis: 

H3: Consumer innovativeness is positively related to halal cosmetics adoption. Religiosity is defined as 
the extent to which one believes, follows, and practices a religion (Aziz et al., 2019). If one follows the 

teachings of one’s religion, one has high religiosity. Religiosity affects consumer decisions. For example, 

Muslims must consume halal products (Handriana et al., 2020). Generation Z could reach information about 
religions in a short time because they are tech-savvy individuals. In this context, the following is the fourth 

hypothesis: 

H4: Religiosity is positively related to halal cosmetics adoption. 
Methodology and research methods. There is limited research on halal cosmetics adoption. Therefore, 

this study contributes to the literature and paves the way for further research. This study aimed to determine 

the factors affecting Generation Z's halal cosmetics adoption. The study population consisted of all Generation 

Z in Istanbul, one of Turkey's biggest cities. The sample consisted of 555 Generation Z recruited using non-
probability convenience sampling. The study had two limitations. First, the study was conducted only in 

Istanbul due to insufficient time and financial resources. Second, the sample consisted only of female 

Generation Z.  As a result of the literature review conducted within the scope of the research, hypotheses were 
formed. The research model in Figure 1 was obtained in line with the hypotheses formed. The research model 

(Figure 1) reveals the effects of social impact, product characteristics, individual innovativeness, and 

religiosity level on Halal cosmetics' adoption. 

 

 
Figure 1. Research model  

Sources: developed by the authors. 

 

The data were collected through face-to-face interviews using a scale consisting of four subscales: social 
influence (four items), consumer innovativeness (four items), religiosity (six items), and halal cosmetics 

adoption (five items). The scale was adapted from Mohezar et al. (2016). The items are rated on a five-point 

Likert-type scale: 
1) Strongly disagree; 

2) Disagree; 

Halal cosmetics 

adoption 

Social influence 

Product characteristics 

Consumer innovativeness 

Religiosity 
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3) Undecided; 
4) Agree; 

5) Strongly agree. 

Experts were consulted for the internal validity of the scale. The items were back-translated and revised 

(Onurlubas and Altunısık, 2019). In turn, a pilot study was conducted (n=50) to check the items for 
intelligibility and relevance. Based on the results, the items were revised and finalized. Cronbach's alpha 

coefficient was calculated for reliability. 

The data were analyzed using the Statistical Package for Social Sciences (SPSS) and Analysis of Moment 
Structures (AMOS) at a significance level of 0.05. Normality was tested to determine kurtosis and skewness 

values. Kurtosis and skewness coefficients ranging from -2 to +2 indicate normal distribution (George and 

Mallery, 2003). The «social influence» subscale had a skewness and kurtosis of -0.084 and 1.853, respectively. 
The «product characteristics» subscale had a skewness and kurtosis of -1.198 and 1.611, respectively. In turn, 

the «consumer innovativeness» subscale had a skewness and kurtosis of 0.010 and -1.010, respectively. The 

«religiosity» subscale had a skewness and kurtosis of -0.565 and -0.044, respectively. The «halal cosmetics 

adoption» subscale had a skewness and kurtosis of -0.171 and -1.217, respectively. These results indicated 
that all subscales had a normal distribution. A confirmatory factor analysis (CFA) was conducted to assess 

the construct validity. Then, the factors affecting halal cosmetics adoption were analyzed using a structural 

equation model (SEM). In the model, social influence, product characteristics, consumer innovativeness, and 
religiosity were the independent variables, while halal cosmetics adoption was the dependent variable. 

Results. The sample consisted of 550 Generation Z. Most participants were between 19 and 22 (82.2%). 

Over half the participants had a monthly income of TL 0 to 1000 (65.9%). The demographic characteristics 
of the respondents are shown in Table 1.  

 

Table1. Demographic characteristics 
Age (years) F % Average monthly income F (%) 

17-18 39 7.1 ≤750  145 26.1 

19-20 247 44.5 751- 1000 221 39.8 

21-22 220 39.7 1001 -1250  66 11.9 

23-+ 49 8.9 1251-1500 34 6.1 

Total  550 100 1501-1750  32 5.8 

 ≥1751 57 10.3 
Total 550 100.0 

Notes: F-value – the number of participants in the relevant range, % expression – the percentage of the participants. 

Sources: developed by the authors. 
 

The «social influence», «product characteristics», «consumer innovativeness», «religiosity», and «halal 

cosmetics adoption» had a Cronbach's alpha of 0.55, 0.70, 0.67, 0.76, and 0.72, respectively (Table 2). 
Conssidering the Kalayci (2009) the thresholds of Cronbach's alpha are: 

0.00 ≤ (α) < 0.40 = unreliable, 

0.40 ≤ (α) < 0.60 = low reliability, 

0.60 ≤ (α) < 0.80 = high reliability, 
0.80 ≤ (α) < 1.00 = very high reliability (Kalaycı, 2009) 

The results showed that the subscales had acceptable reliability. 
 

Table2. Reliability analysis 
Subscales Number of items Cronbach’s Alpha 

Social influence 4 0.55 

Product characteristics 7 0.70 

Consumer innovativeness 4 0.67 

Religiosity 6 0.76 

Halal cosmetics adoption 4 0.72 

Sources: developed by the authors. 

 

Social influence, product characteristics, and consumer innovativeness had a significance level of p<0.01. 

Religiosity had a significance level of p>0.05. Therefore, there was no significant correlation between 
religiosity and halal cosmetics adoption. Halal cosmetics adoption was weakly correlated with social influence 

(r=0.307 p<0.01) and consumer innovativeness (r=0.261 p<0.01) and moderately correlated with product 

characteristics (r=0.425 p<0.01) (Table 3). 
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Table 3. The results of correlations tests 

Note: There are 5 variables in total in the correlation table; ** p<0.01 

Sources: calculated by the authors. 
 

Considering the results of confirmatory factor analysis, all indices showed good or acceptable fit (Table 4). 
 

Table 4. Confirmatory factor analysis 
The Goodness of fit 

indices 

Good 

fit 

Acceptable 

fit 

Social 

influence 

Products 

characteristics 

Consumer 

innovativeness 

Religi-

osity 

Halal cosmetics 

adoption 

χ2/df(CMINDF/df) ≤ 3 ≤4-5 4.23 1.19 1.54 2.81 2.09 

GFI ≥0.90 0.89-0.85 0.92 0.99 0.99 0.98 0.99 

CFI ≥0.97 ≥0.95≥0.90 0.91 0.99 0.99 0.98 0.99 

RMR ≤0.05 0.06-0.08 0.01 0.02 0.01 0.03 0.01 

RMSEA  ≤0.05 0.08-0.06 0.08 0.02 0.03 0.05 0.04 

NFI  ≥0.95 0.94-0.90 0.97 0.99 0.98 0.97 0.99 
Note: χ2/df(CMINDF/df): Minimum Discrepancy Function by Degrees of Freedom divided, GFI: Goodness of Fit Index, CFI: 

Comparative Fit Index, RMR: Root means square residual, RMSEA: Root Means Square Error of Approximation, NFI: Normed Fit 
Index 

Sources: developed by the authors. 
 

All fit indices were within the acceptable range (Table 5). The structural equation model was used to 
determine the effect of social influence, product characteristics, consumer innovativeness, and religiosity on 

halal cosmetics adoption (Figue 2). Religiosity was removed from the model as insignificant (Figure 3). 
 

Table 5. Result of model fit test 
The Goodness of fit indices Good fit Acceptable fit Structural model 

χ 2 /df (CMIN/df) ≤ 3 ≤4-5 1.16 

GFI ≥0.90 0.89-0.85 0.99 

CFI ≥0.97 ≥0.95  CFI ≥0.90 0.99 

NFI  ≥0.95 0.94-0.90 0.99 

RMR ≤0.05 0.06-0.08 0.01 

RMSEA ≤0.05 0.08-0.06 0.02 

Note: χ2/df(CMINDF/df): Minimum Discrepancy Function by Degrees of Freedom divided, GFI: Goodness of Fit 

Index, CFI: Comparative Fit Index, RMR: Root mean square residual, RMSEA: Root Mean Square Error of 

Approximation, NFI: Normed Fit Index. 

Sources: calculated by the authors. 

 

 
Figure 2. The effect of social influence, product characteristics, consumer innovativeness, and 

religiosity on halal cosmetics adoption 

Sources: developed by the authors. 

Subscales 1 2 3 4 5 

 1. Halal cosmetics adoption 1     

 2. Social influence 0.307** 1    

3. Product characteristics 0.425** 0.433** 1   

4. Consumer innovativeness 0.261** -0.022 0.237** 1  

5. Religiosity 0.042 -0.028 0.011 0.022 1 
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Figure 3. The effect of social influence, product characteristics, and consumer innovativeness on halal 

cosmetics adoption 

Sources: developed by the authors. 

 

The standardized regression coefficients showed a significant relationship between social influence and 
halal cosmetics adoption (β= 0.181, t= 4.342, p<0.000), confirming Hypothesis 1 (Table 6). This result showed 

that social influence significantly affected halal cosmetics adoption. 

 

Table 6. Research model hypothesis results 

Hypothesis 
Estimation 

(B) 
Standard 

estimation (β) 
Standard error 

(Se) 
t p Results 

H1 
Social influence- 

Halal cosmetics adoption 
0.313 0.181 0.071 4.342 0.000 Confirmed 

H2 
Product characteristics -

Halal cosmetics adoption 
0.240 0.301 0.034 7.024 0.000 Confirmed 

H3 

Consumer 

innovativeness- 

Halal cosmetics adoption 

0.186 0.194 0.037 5.009 0.000 Confirmed 

Sources: developed by the authors. 

 

The standardized regression coefficients showed a significant relationship between product characteristics 

and halal cosmetics adoption (β= 0.301, t= 7.024, p<0.000), confirming Hypothesis 2. This result showed that 
product characteristics significantly affected halal cosmetics adoption. The standardized regression 

coefficients showed a significant relationship between consumer innovativeness and halal cosmetics adoption 

(β= 0.194, t= 5.009, p<0.000), confirming Hypothesis 3. This result showed that consumer innovativeness 
significantly affected halal cosmetics adoption. 

Conclusion. Halal cosmetic products are gradually increasing their market share as they have begun to be 

used by Muslim female consumers and consumers of other religions. Therefore, it is of great importance for 

cosmetics companies to find out why consumers purchase halal cosmetic products. Although Turkey has a 
majority Muslim population, researchers have understudied the factors affecting consumers' halal cosmetics 

adoption. Therefore, it is much more important to discover consumers' motivations to purchase and adopt 

halal cosmetics in countries like Turkey. 
This study investigated the impact of product characteristics, social influence, consumer innovativeness, 

and religiosity on Generation Z's halal cosmetics adoption. The results showed that product characteristics, 

social influence, and consumer innovativeness affected Generation Z's halal cosmetics adoption, confirming 
H1, H2, and H3. Besides, Mohezar et al. (2016) found that product characteristics had a more significant 

effect on young Muslim consumers' halal cosmetics adoption than social influence, consumer innovativeness, 

and religiosity. The result indicates that consumers attach great importance to cosmetic products' brands, 

designs, and features. Noteworthy here, religiosity did not affect Generation Z's halal cosmetics adoption. 
Khan et al. (2020) also determined that religiosity had the most negligible effect on Generation Y's intention 

to buy halal cosmetic products. They reported that ingredient safety significantly predicted Generation Y's 

intention to buy halal cosmetic products. According to Kaur et al. (2018), Malaysian Muslim women pay 
attention to price, quality, and brand before purchasing cosmetic products. Still, they do not care too much 
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about whether they are halal products. On the other hand, Saifudin et al. (2020) reported that religiosity 

significantly affected Generation Y Muslim consumers' intention to choose halal cosmetic products. Haquea 
et al. (2018) found that attitudes, perceived behavioural control, and religiosity had significant relationships 

with purchase intention, but that subjective norms had an insignificant relationship with it. Consumer 

behaviour is a complex and dynamic process. The same is true when it comes to halal cosmetic products. 

Many factors affect consumers' choice of halal cosmetic products. Rahim et al. (2015) found that commercials, 
knowledge levels, and attitudes affected Malaysian consumers' perceptions of halal cosmetic products. Sama 

and Trivedi (2019) determined that beliefs significantly affected Indian Muslim consumers' attitudes toward 

halal products, leading to brand love. They also added that brand love resulted in brand loyalty for halal 
cosmetic products. Handriana et al. (2020) reported that religious beliefs affected millennial Muslim female 

consumers’ attitudes. They added that halal certification affected consumers’ halal awareness, making them 

more likely to buy halal cosmetic products. Mufroda and Adinugrah (2021) reported that halal raw materials, 
religious obligations, production process, product hygiene, and international halal product knowledge affected 

Indonesian consumers' choice of halal cosmetic products. Rahmah (2021) found that religiosity had a positive 

but insignificant effect on Indonesian millennial consumers' preference for halal cosmetics. However, halal 

awareness and halal certification significantly affected their preference for them. Masood (2021) reported that 
product quality, halal certification, price, ease of purchase, reviews and comments, brand, packaging, ads, and 

celebrities affected Malaysian college students' preference for halal cosmetic products. Earlier research has 

shown that quality, brand name and visibility, implementation, pricing, packaging, celebrity support, and halal 
certification affect consumers’ intention to buy halal cosmetic products (Alhedhaif et al., 2016; Munasinghe 

and Weerasiri, 2016; Putri and Abdinagoro, 2018; Kaur et al., 2018; Haque, 2018; Ali, 2019). 

The study's main limitation is that it was applied only to Z-generation individuals and a limited population. 

Therefore, the study was able to present only a limited descriptive finding. In future studies, it is recommended 
to investigate the halal consumption preferences of Z-generation individuals for different product groups. 

Similarly, in future studies, it is recommended to investigate why Z-generation individuals prefer or do not 

prefer other halal-labeled products, especially halal cosmetic products. 
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Ніязі Гюмюш, Університет Абанта Іззета Байсала, Туреччина 

Ебру Онурлубаш, Університет Тракія, Туреччина 

Дослідження факторів впливу на споживання халяльної косметики серед покоління Z 

Згідно з прогнозами, чисельність мусульманського населення у 2030 році становитиме 2,2 мільярда осіб, тоді 

як наразі – 1,6 мільярда осіб. Авторами відмічено, що халяльна косметика викликає особливий інтерес серед 

мусульман через відсутність тестувань продукції на тваринах, що символізує їх безпечність для тваринного 

світу. З огляду на це, населення мусульман є потенціально привабливим сегментом на ринку халяльної 

косметики. З огляду на низку факторів, халяльна продукція має попит не лише серед мусульманських 

споживачів. Відповідно до прогнозів експертів очікується, що світовий ринок халяльної косметики досягне 

близько 54 мільярдів доларів у 2024 році, що активує зусилля брендів і компаній на ринку халяльної косметики. 

Бренди та компанії, які усвідомлюють потенціал розвитку ринку халяльної косметики, намагаються завоювати 
більшу частку на ринку. Однак, перед брендами постає низка труднощів у мотивуванні споживачів купувати 

халяльну косметику через складність та динамічність споживчої поведінки. З огляду на це, компаніям важливо 

розуміти фактори впливу на попит халяльної косметики серед мусульманських споживачів, що дозволить 

розробити ефективні маркетингові стратегії. Авторами відмічено, що покоління Z, яке постійно взаємодіє зі 

світом завдяки цифровим технологіям та постійно стежить за розробками в кожній галузі, є найбільш 

привабливою цільовою групою для брендів. Зокрема, бреди розглядають покоління Z серед мусульманського 
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населення Туреччини як потенційний ринок для зростання та масштабування. Бренди мають розуміти фактори, 

які впливають на поведінку покоління Z щодо споживання халяльної косметики. Таким чином, метою 

дослідження є визначення факторів, які впливають на споживання халяльної косметики серед покоління Z. Для 

досягнення поставленої мети проведено онлайн-опитування 550 респондентів, які проживають у Стамбулі 

(Туреччина). Дослідження проведено у період з листопада по грудень 2021 року. За результатами дослідження 
встановлено, що характеристики продукту, соціальний вплив та рівень інноваційності споживачів мають 

статистично значущий вплив на споживання халяльної косметики серед покоління Z, тоді як релігійність не має 

впливу на сприйняття халяльної косметики. 

Ключові слова: покоління Z, халяльна косметика, споживчі переваги, Туреччина. 

 


