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ABSTRAK 
Perkembangan fashion muslim secara global telah mengalami 

pertumbuhan yang signifikan dalam beberapa tahun terakhir. Semakin banyak 
masyarakat yang aware mengenai potensi pasar yang besar di kalangan konsumen 
muslim. Indonesia telah mendapatkan pengakuan dan menduduki peringkat ke 3 
di sektor modest fashion dan berdiri sebagai pemimpin global dalam industri 
halal. Fokus pengembangan industri halal di Indonesia melibatkan analisis 
awareness terhadap produk halal, strategi promosi dan periklanan yang digunakan 
serta persepsi konsumen terhadap fashion muslim.  

Penelitian dengan judul pengaruh halal awareness dan advertising 
terhadap minat pembelian fashion muslim pada e-commerce Tokopedia melalui 
persepsi konsumen mahasiswa di Kota Surabaya sebagai variabel intervening ini 
bertujuan untuk mengetahui pengaruh halal awareness dan advertising terhadap 
minat pembelian fashion muslim pada Tokopedia melalui persepsi konsumen 
sebagai variable intervening. Penelitian ini menggunakan pendekatan kuantitatif 
dengan metode asosiatif eksplanatori, yaitu yaitu metode penelitian data yang 
menggunakan kuisioner sebagai alat pengumpulan datanya. Penelitian ini 
memiliki variabel intervening, maka harus dilakukan analisis jalur dengan 
menggunakan uji sobel. Jumlah sampel dalam penelitian ini sebanyak 138 
responden yang diperoleh dengan metode simple random sampling. Penelitian ini 
diolah menggunakan software Eviews 10 dengan metode analisis regresi berganda 
dan uji jalur. 

Hasil penelitian ini menunjukkan bahwa halal awareness dan advertising 
masing-masing berpengaruh positif signifikan terhadap minat pembelian dan 
persepsi konsumen. Sedangkan variable persepsi konsumen juga berpengaruh 
positif terhadap minat pembelian fashion muslim di Tokopedia. Hasil uji sobel 
juga menujukkan bahwa persepsi konsumen mampu memediasi hubungan antara  
halal awareness dan advertising dengan minat pembelian sehingga secara tidak 
langsung mempengaruhi variable halal awareness dan advertising terhadap minat 
pembelian fashion muslim pada Tokopedia. 

Penelitian ini dapat memberikan rekomendasi kepada pihak marketing 
perusahaan Tokopedia untuk melakukan evaluasi terkait penerapan iklan dan 
promosi suatu produk untuk dapat mengiklankan produk fashion muslim dengan 
lebih menarik dan lebih menguatkan pembuatan iklan pada produk fashion 
muslim di semua akun social media, dengan begitu calon konsumen dapat melihat 
berbagai macam produk fashion muslim di berbagai media sosial sehingga banyak 
masyarakat juga yang mulai aware dengan halal lifestyle. 

Kata kunci: Halal Awareness, Advertising, Minat Pembelian, dan Persepsi 
Konsumen  
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ABSTRACT 
The development of Muslim fashion globally has experienced significant 

growth in recent years. More and more people are aware of the huge market 
potential among Muslim consumers. Indonesia has gained recognition and ranked 
3rd in the modest fashion sector and stands as a global leader in the halal industry. 
The focus of the development of halal industry in Indonesia involves the analysis 
of awareness of halal products, promotional and advertising strategies used and 
consumer perception of Muslim fashion.  

The study titled The influence of halal awareness and advertising on 
Muslim fashion buying interest in Tokopedia e-commerce through the perception 
of student consumers in the City of Surabaya as an intervening variable aims to 
determine the influence of halal awareness and advertising on Muslim fashion 
buying interest in Tokopedia through consumer perception as intervening 
variable. This study uses a quantitative approach with the exploratory associative 
method, that is, a data research method that uses questionnaires as its data 
collection tool. This study has intervening variables, so a pathway analysis should 
be performed using a sobel test. The number of samples in this study was 138 
respondents obtained by simple random sampling. This study was processed using 
Eviews 10 software with multiple regression analysis method and path test. 

The results of this study showed that halal awareness and advertising each 
had a significant positive effect on purchasing interest and consumer perception. 
Meanwhile, consumer perception variables also have a positive effect on Muslim 
fashion buying interest in Tokopedia. The results of the sobel test also showed 
that consumer perception is able to mediate the relationship between halal 
awareness and advertising with purchasing interest so as to indirectly influence 
halal awareness and advertising variables on Muslim fashion buying interest on 
Tokopedia.  

This study can provide recommendations to the marketing side of 
Tokopedia company to conduct an evaluation regarding the application of 
advertising and promotion of a product in order to be able to advertise Muslim 
fashion products more interestingly and to strengthen the creation of 
advertisements on Muslim fashion products on all social media accounts, so that 
potential consumers can see a wide variety of Muslim fashion products on various 
social media so that many people also become aware of halal lifestyle. 

Keywords: Halal Awareness, Advertising, Purchasing Interest, and 
Consumer Perception  
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