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ABSTRAK

Penelitian ini berjudul “Pengaruh Halal awareness, Harga, dan Islamic
branding terhadap Keputusan Pembelian Konsumen Muslim pada Produk Almaz
Fried Chicken di Kota Surabaya.” Penelitian ini dilatarbelakangi oleh
meningkatnya perkembangan industri kuliner halal serta perubahan perilaku
konsumen Muslim yang semakin mempertimbangkan aspek kehalalan produk,
harga, dan identitas merek Islami dalam proses pengambilan keputusan pembelian.
Penelitian ini bertujuan untuk menganalisis pengaruh Halal awareness, Harga, dan
Islamic branding terhadap Keputusan Pembelian konsumen Muslim pada produk
Almaz Fried Chicken di Kota Surabaya.

Penelitian ini menggunakan pendekatan kuantitatif dengan data primer yang
diperoleh melalui penyebaran kuesioner kepada 100 responden konsumen Muslim
Almaz Fried Chicken di Kota Surabaya. Teknik pengambilan sampel menggunakan
purposive sampling. Analisis data dilakukan menggunakan IBM SPSS Statistics 27
melalui uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi linear
berganda, uji t, uji F, dan koefisien determinasi.

Hasil penelitian menunjukkan bahwa Halal awareness berpengaruh positif
dan signifikan terhadap Keputusan Pembelian. Harga berpengaruh positif dan
signifikan terhadap Keputusan Pembelian. Islamic Branding juga berpengaruh
positif dan signifikan terhadap Keputusan Pembelian. Selain itu, secara simultan
Halal awareness, Harga, dan Islamic branding berpengaruh positif dan signifikan
terhadap Keputusan Pembelian konsumen Muslim pada produk Almaz Fried
Chicken di Kota Surabaya.

Penelitian ini memberikan implikasi praktis bagi manajemen Almaz Fried
Chicken dalam merumuskan strategi pemasaran yang berorientasi pada kebutuhan
konsumen Muslim. Perusahaan diharapkan dapat meningkatkan edukasi mengenai
kehalalan produk, imenjaga kesesuaian harga dengan manfaat yang diterima
konsumen, serta memperkuat Islamic branding sebagai upaya membangun
kepercayaan dan meningkatkan keputusan pembelian. Selain itu, hasil penelitian ini
dapat menjadi referensi bagi pelaku industri kuliner halal dalam mengembangkan
strategi bisnis yang sesuai dengan karakteristik pasar Muslim.

Kata kunci: Halal awareness; harga; Islamic branding; keputusan pembelian;
almaz fried chicken.
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ABSTRACT

This study is entitled “The Influence of Halal awareness, Price, and Islamic
branding on the Purchase Decisions of Muslim Consumers toward Almaz Fried
Chicken Products in Surabaya City.” This research is motivated by the rapid growth
of the halal culinary industry and the changing behavior of Muslim consumers, who
increasingly consider product halalness, price, and Islamic brand identity when
making purchasing decisions. The objective of this study is to analyze the influence
of Halal awareness, Price, and Islamic branding on the Purchase Decisions of
Muslim consumers toward Almaz Fried Chicken products in Surabaya City.

This study employs a quantitative approach using primary data collected
through questionnaires distributed to 100 Muslim consumers of Almaz Fried
Chicken in Surabaya City. The sampling technique used was purposive sampling.
Data were analyzed using IBM SPSS Statistics 27 through validity testing,
reliability testing, classical assumption testing, multiple linear regression analysis,
t-test, F-test, and coefficient of determination analysis.

The results indicate that Halal awareness has a positive and significant
effect on Purchase Decisions. Likewise, Price has a positive and significant effect
on Purchase Decisions, and Islamic branding also has a positive and significant
effect on Purchase Decisions. Furthermore, Halal awareness, Price, and Islamic
branding simultaneously have a positive and significant effect on the Purchase
Decisions of Muslim consumers toward Almaz Fried Chicken products in Surabaya
City.

This study provides practical implications for the management of Almaz
Fried Chicken in formulating marketing strategies that are oriented toward the
needs of Muslim| consumers. The.company is expected to emhance consumer
education regarding product halalness, maintain price suitability in velation to the
benefits received by,consumers, and strengthen its Islamic branding as an effort to
build consumer trust and ‘encourage purchasing decisions. Furthermore, the
findings of this study may serve as a reference for halal culinary businesses in
developing business strategies that align with the characteristics and preferences
of the Muslim market.

Keywords: Halal awareness; price; islamic branding, purchase decision; almaz

fried chicken.
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