
 

 

527 
IJEBIR, Volume 03 Issue 02, 2024 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-ShareAlike 4.0 International License. 

The Influence of Halal Business Legality and Product 

Packaging on Purchasing Decisions at Umkm Chips Partner 

House Bumn Bandar Lampung 

 
Aina Haliza1, M. Oktaviannur2 

 

1,2 Faculty of Social and Political Sciences, University of Bandar Lampung 

Jl. Zainal Abidin Pagar Alam No.26, Labuhan Ratu, Kedaton, 35142, Bandar 

Lampung, Indonesia  

 

Email : aina.20121017@student.ubl.ac.id1,  oktavianur@ubl.ac.id2 

   

Abstrack 

This study aims to investigate the effect of halal business legality as well as product 

packaging on purchasing decisions at MSMEs in the field of chips, with a focus on BUMN 

House Partners in Bandar Lampung. In the era of increasingly fierce business competition, 

aspects of product halalness and packaging design play an important role in shaping 

consumer perceptions and influencing purchasing decisions. Quantitative research 

methods are used by collecting data through questionnaires distributed to consumers of 

BUMN Home Partners who buy chips. The data collected was then analyzed using 

regression techniques to test the effect of halal business legality variables and product 

packaging on purchasing decisions. The result of this study is that there is a significant 

influence between halal business legality and product packaging for purchasing decisions. 

The implications of the results of this study are expected to help SOE House Partners 

and similar MSMEs in optimizing their marketing strategies, improving brand image, and 

accessing markets more effectively. 
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INTRODUCTION 

In the midst of increasingly complex market dynamics, MSMEs play an important 

role in the local economy, especially in the chips sector, which is one of the processed 

products in demand by consumers. In this context, factors such as halal business legality 

and product packaging play a crucial role in shaping consumer purchasing decisions 

(Suci, 2017). One of the MSMEs operating in the chips sector in Bandar Lampung is Mitra 

Rumah BUMN. This study aims to investigate the influence of halal business legality as 

well as product packaging on purchasing decisions in this MSME. 

In recent years, consumer demand for halal products has increased, requiring 

manufacturers to ensure the legality of their halal businesses (Harmani, 2018). Therefore, 

halal business legality is considered an important factor that can influence consumers' 

perceptions of product halalness and, ultimately, influence their purchasing decisions 

(Kusmanto & Warjio., 2019). Prospective consumers currently care about the importance 

of legality in the products they will buy or consume where with halal legality consumers 

know the content contained in the product, so the presence of a halal logo on the 

packaging greatly influences consumer purchasing decisions, where in these decisions 

buyers will feel more secure when buying and consuming these products. Not only that, 

packaging that is in accordance with market standards also affects purchasing decisions, 

where it can be seen with potential consumers, they will see the packaging and points 

"that are on the packaging of their products, with packaging that is in accordance with 

market standards, consumers will know the content, composition and other information 

contained in the packaging. product packaging is a determining factor in creating visual 

appeal, providing product information, and enhancing brand image, all of which can 

influence purchasing decisions (Akbar, 2013). Mitra Rumah BUMN as the object of 

research was chosen because of its significant role as an MSME in the chips sector in 

Bandar Lampung. This research uses quantitative methods by involving respondents who 

are consumers or potential consumers of chips products from Mitra Rumah BUMN. By 

collecting data from consumers, this research aims to provide a deeper understanding of 

how halal business legality and product packaging can influence purchasing decisions at 

the consumer level. 

Through this research, it is expected that a better understanding of consumer 

preferences related to halal business legality and product packaging will be obtained. The 

implications of the results of this study can provide practical guidance for SOE House 

Partners and similar MSMEs in improving their marketing strategies, making products that 
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are more in line with customer desires, as well as increasing competitiveness in an 

increasingly competitive market. 

 

LITERATURE REVIEW 

Halal business legality refers to the status and compliance of a business with 

applicable rules and regulations in the context of the halalness of its products and services 

(Rahmanisa, 2021). In practice, halal business legality refers to the process of registering 

and certifying products or services as halal by authorized institutions, for example LPPOM 

MUI in Indonesia. The halal business legality process involves meeting certain standards 

as well as requirements set for halal certification bodies (Yeni et al., 2021). This includes 

ensuring that the ingredients used, the production process, and the overall business 

environment are in accordance with the principles and values recognized in Islamic 

teachings. Halal business legality provides assurance to consumers that the products or 

services produced by a business meet halal standards recognized by religious authorities 

(Budiarto et al., 2022). 

Product packaging refers to the process of designing, developing, and arranging 

enclosure or packaging materials involving products, with the aim of protecting these 

products and providing relevant information to consumers (Petkosa et al., 2021). Product 

packaging is not just a physical container, but also an important element in marketing 

strategy, branding, and user experience. Product packaging includes various aspects, 

such as visual design, materials used, product information, labels, and other elements 

that can differentiate products from their competitors on store shelves (Ncube et al., 2023). 

Good packaging design not only considers aesthetic aspects and visual appeal, but also 

must fulfill practical functions, such as protecting products from damage, maintaining 

hygiene, and extending shelf life (Pocas et al., 2021). 

Purchasing decisions refer to the mental process and consumer behavior in 

choosing, buying, and consuming a product or service (Fure, 2013). This process involves 

a series of stages, starting from the initial recognition of needs or wants, information 

search, evaluation of choices, decision making, to purchase actions (Iryanita & Sugiarto, 

2013). Purchasing decisions are the result of interactions between internal individual 

factors, such as motivation, perceptions, attitudes, and values, with the influence of 

external factors, such as promotions, brands, prices, and recommendations from others. 

Purchasing decisions can be influenced by various factors, including product 

characteristics, brand attributes, brand image, previous experience, price factors, 
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promotions, as well as social factors such as the influence of friends, family, or consumer 

reviews. The external environment, market trends, and economic conditions are also able 

to play an important role in making purchasing decisions (Eveline et al., 2013). 

 

RESEARCH METHODS 

Quantitative research is a research method that uses quantitative approaches in 

data collection, analysis, and interpretation. This method is usually used to examine 

phenomena that can be measured quantitatively, and is done by collecting data from 

certain populations or samples. This quantitative approach is based on the philosophy of 

positivism, which is the view that knowledge can be obtained through objective empirical 

observation and testing. Sugiyono (2019). Quantitative research is a type of research 

method used to test theories or hypotheses by measuring certain variables as well as 

analyzing the relationship between these variables. Quantitative research usually 

involves collecting measurable data in the form of numbers or statistics, as well as 

applying statistical analysis techniques to test hypotheses. (Hardani et al., 2020). 

 

 
 

Table 1 illustrates the distribution of respondents based on gender in this study. Of 

the total 96 respondents involved, the majority were female, 58 people (60.4%), while 

males accounted for 38 respondents (39.6%). 
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Table 2 shows the distribution of respondents by age group in this study. Of the 

total 96 respondents, the majority of respondents were in the age range of 20-30 years 

old as many as 40 people (82.3%). Meanwhile, <20 years old included 13 (13.5%), 31-

40 years old included 3 (3.1%), 41-50 years old included 1 (1%). 

 

 
Table 3 illustrates the distribution of respondents based on education level in this 

study. Of the total 96 respondents, most had a high school education level, reaching 63 

respondents (65.6%). Junior high school education level includes 2 respondents (2.1%), 

diploma education level includes 5 respondents (5.2%), while S1-S3 education level has 

a frequency of 27 respondents (28.1%). 
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The validity test results show that for each indicator tested, the value of rcount> 

rtable. Therefore, it can be concluded that all product innovation items are statistically 

valid, because the high rcount value indicates that no items need to be removed. 

 
The validity test results show that for each indicator tested, the value of rcount> rtable. 

Therefore, it can be concluded that all product quality items are statistically valid, because 

the high rcount value indicates that no items need to be removed. 
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The validity test results show that for each indicator tested, the value of rcount> 

rtable. Therefore, it can be concluded that all competitive advantage items are statistically 

valid, because the high rcount value indicates that no items need to be eliminated. 

 
Table 7 shows the results of the Reliability Test for variable X1, with a Cronbach's 

Alpha value of .835, variable X2, with a Cronbach's Alpha value of .871, and variable Y, 

with a Cronbach's Alpha value of .846. Cronbach's Alpha values close to or over .70 are 

generally considered indicators of high reliability in measurement instruments. 
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The test results of the table above regarding descriptive statistical analysis show 

that the Halal Business Legality variable (X1) has a mean value of 40.98% with a std. 

deviation of 3.43%, for the Product Packaging variable (X2) it has an average value of 

39.89% with a std. deviation of 3.87% while the Purchasing Decision variable has an 

average value of 38.80% with a std. daviation of 4.25%. It can be concluded that this 

research data is of fairly good quality because the standard error of each variable is very 

small and the average value (mean) is greater than the std. daviation. 
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In the normality test, the basis for decision making is if the sig value> .05 until the 

conclusion is obtained that the data is normal. In this study, the sig value is .255> .05 so 

that it can be categorized as normal data for this study. 
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For the multicollinearity test, the basis for decision making is if the VIF value < 10 

and the Tolerance value> .10 so that it can be said that the data does not experience 

multicollinearity symptoms. In this study, the VIF value of 2.727 < 10 and the Tolerance 

value of .367> .10 so that it can be concluded that there are no symptoms of 

multicollinearity. 

 
From the heteroscedasticity test, the data shows that if the sig value is>.005 then 

the data does not occur heteroscedasticity. 
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From the table above, the equation formed is 

 

 
In the T test analysis, the basis for decision making is if the sig value < .05 as well 

as the calculated T value> T table, it can be concluded that there is an influence between 

one variable and another. In this study for the halal business legality variable .000> .05 

and the calculated T value of 23.276 < 19.858 so that it can be concluded that variable 

X1 has an influence on Y. For the product quality variable, the sig value is .000 < .05 as 

well as the calculated T value of 35.646> T table 19.858 so that it can be concluded that 

variable X2 has an effect on Y. 
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From the results of the F test, it is found that the data has a sig value of .000 < .05 

so that and Fcount of 4271.459> F table 2.701, therefore it can be concluded that there 

is an influence between the X1 and X2 variables for the Y variable. 

 
In the determination test results, the data obtained that the effect of X1 as well as 

X2 for Y is 0.797 or 79.7%. The remaining 21.3%. 

 

CONCLUSIONS AND SUGGESTIONS 

Conclusions : 

From the results obtained, the conclusion is obtained, namely: 

1. The halal business legality variable has a significant effect on the decision to 

purchase chips that are partnered in the Bandar Lampung bumn house. 

2. Product packaging variables have a significant effect on purchasing decisions for 

chips that are partnered in the Bandar Lampung bumn house. 

3. The variables of halal business legality and product packaging have a significant 

effect on purchasing decisions for chips that are partnered in the Bandar Lampung 

bumn house. 
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 Suggestions  

Suggestions on this research are: 

a. For future researchers 

1. The next research hopes to be able to add more variables that have an 

influence on purchasing decisions to obtain more diverse results as well as 

multiply other theories. 

2. Future research hopes to expand the scope of research, not only MSMEs in the 

chip sector and not only in the Bandar Lampung BUMN House so that the scope 

is broad, using different objects and samples, so that there is renewal of 

research. 

b. For Company 

The company hopes to ensure that all its products are halal legal to carry 

out various product packaging innovations and use market-standard product 

packaging to increase purchasing decisions. 
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