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	Abstract
The consumption of halal products is increasingly significant in society, especially for consumers considering the halal aspect in their purchases.This research The objective is to evaluate how religiosity and product knowledge influence intention. to purchase halal products in Kerinci Regency, Jambi Province.The study employs Google Form for data collection, With a participant pool consisting of a total of 91 respondents.The examination is performed utilizing Multiple linear regression facilitated by IBM software
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A. Introduction
[bookmark: _Hlk187506040]Indonesia, as one of the countries with the largest Muslim populations in the world, reached 240.62 million people in 2023 (Pew Research Center). The presence of such a significant Muslim population has driven the demand for halal products, prompting the government to issue Law No. 33 of 2014 on Halal Product Guarantee, which regulates halal certification. However, this regulation has yet to reach small culinary businesses, as they are required to incur additional costs to obtain halal certification for their products. This issue has become a challenge for the people of Kerinci District and Jambi Province (Dan et al., 2020).

Kerinci District, located in the westernmost part of Jambi Province, Indonesia, is a major tourist destination in the region and is often referred to as the "fistful of paradise." Since 2021, the district's capital has been relocated to Sulak, while the previous administrative center, Sungai Penuh, has now gained city status (Vristiyana, 2019). According to Imas Damayanti and Friska Yolanda (2019), Ena Lubis (45 years old), owner of the Small and Medium Enterprises (SMEs) Sanina Up and Culinary Center, observed that awareness of halal products remains low, both among consumers and producers. Ena noted that the situation significantly differs from several neighboring countries, such as Singapore. She explained that most consumers in Indonesia are reluctant to inquire about the halal status of a product, whether food and beverages sold by street vendors or in shopping malls. The majority of Indonesian consumers' understanding of halal is limited, often focusing only on the presence of pork. However, the halal status of a product, such as food, beverages, cosmetics, and others, is not only determined by the presence or absence of forbidden elements but also by the ingredients and production processes in accordance with Islamic principles.

According to data from the Central Statistics Agency (BPS), the majority of the 1.6 million food and beverage industry players have not obtained certification to ensure the halal status of their products. Rachmat Hidayat, Vice Chairman of the Indonesian Food and Beverage Entrepreneurs Association, revealed that only around 11,000 food and beverage industry players have received certification. Rachmat emphasized that the limited number of certifications is largely due to the high costs involved.

Religiosity refers to a deep understanding of religious aspects, including symbols, beliefs, values, and actions, reflected in a person’s spiritual dimension. Religious activities are not limited to rituals but also involve actions driven by inner spiritual strength. Thus, religiosity encompasses a complex integration of religious knowledge, emotions, and behaviors. Stark and Glock describe this complex relationship, and Jalaludin explains that religiosity includes five dimensions: ritual (Syari'ah), ideological (aqidah), intellectual (ilmu), experiential (penghayatan), and consequential (pengamalan). It reflects the complex relationship between religious knowledge, feelings, and practices (Djamaludin Ancok and Fuad Nashori, 2001).
The low interest in halal certification among culinary business owners (Vristiyana, 2019) raises concerns about the safety and halal status of the food and beverage products offered. Given the high consumption levels in Jambi Province, halal certification should be an important factor in increasing consumer confidence in these products. 
In Jambi Province, the majority of the population follows Islam, constituting about 94.27%, while Protestant Christians make up 2.90%, Catholics 1.30%, Buddhists 1.29%, Confucians 0.12%, and a small proportion of Hindus 0.08%. This majority should be leveraged to increase the adoption of halal certifications. To obtain halal certification, business owners must apply for their products to be tested for halal compliance. Thus, the spread of halal certification will likely increase over time.

This shows that several factors influence culinary business owners' reluctance to use halal certification for their products. Many still believe that having halal certification does not impact their profitability. They may perceive that halal certification is only important for the Muslim community as a guarantee of food safety, while the halal label is associated with cleanliness, quality, purity, and safety for non-Muslim groups (Vristiyana, 2019).

Regarding consumer interest in halal products, there is a significant difference. The presence of a halal label on a product's packaging can increase confidence in purchasing the product. This can increase the likelihood of purchase decisions, thereby boosting sales. However, there is a possibility that despite a product having a halal label, it may still contain non-halal elements. This often happens because consumers rarely read the ingredients listed on product packaging and tend to trust the halal label without further verification (Ancok and Nashori, 2019).

Based on this description, the researcher is interested in investigating the impact of religiosity on consumer purchase interest in halal products. The variables under investigation are religiosity, purchase interest, and halal products. Therefore, the proposed title for this research is "The Influence of Religiosity and Product Knowledge on Purchase Interest in Halal Products: A Case Study of Aqua Beverage Industry in Kerinci District, Jambi Province" (Unuz et al., 2019).

According to Imas Damayanti and Friska Yolanda (2019), Ena Lubis (45 years old), the owner of Small and Medium Enterprises (SMEs) Sanina Up and Culinary Center, observed that awareness of halal products remains low, both among consumers and producers. She noted that this situation is significantly different from what is happening in several neighboring countries, such as Singapore. Ena explained that most consumers in Indonesia tend to be reluctant to inquire about the halal status of a product, whether food and beverages sold by street vendors or in shopping malls when making a purchase. The majority of consumers in Indonesia have a limited understanding of halal, often focusing only on one aspect: the presence of pork. In reality, the halal status of a product, such as food, beverages, cosmetics, and others, is not solely determined by the presence or absence of forbidden ingredients, but also by the content and production processes that comply with the principles of Islamic law.

According to data from the Central Statistics Agency (BPS), the majority of the 1.6 million food and beverage industry players have not obtained certification to ensure the halal status of their products. Rachmat Hidayat, Vice Chairman of the Indonesian Food and Beverage Entrepreneurs Association, revealed that only about 11,000 food and beverage industry players have obtained certification. Rachmat emphasized that the limited number of certifications is largely due to the high costs involved.
B. Methodology
[bookmark: _Hlk187506081]The author uses a quantitative research type with a descriptive approach. Quantitative research with a descriptive approach is used to emphasize the analysis of numerical data (in the form of numbers) processed with specific statistical methods. This aligns with Arikunto’s (2006) opinion that quantitative research is an approach that primarily requires numbers, from data collection, interpretation of the data, to the presentation of results. The main reason for selecting this type of research is to test the hypotheses presented in the previous discussion. The choice of quantitative research is intended to determine the magnitude of each variable (in the form of numbers). The scope of this research is focused on the variables affecting the purchase decision preferences for imported beverage products. The influencing variables are religiosity, product knowledge, and halal product purchase.

Table 1.2 Operational Definitions of Variables
[bookmark: _Hlk187506154][image: ] Source: Data processed (2019)

The main reason for selecting this type of research is to test the hypotheses proposed in the earlier discussion. Quantitative research is chosen to determine the magnitude of each variable (in numeric form). The scope of this research is more focused on the variables that affect preference decisions for imported beverage products. The variables influencing these decisions include religiosity, product knowledge, and halal product purchases.

1. Validity Test  
The validity assessment is performed by correlating the score of each statement with the total score. The correlation value (r_count) is then compared with the critical value (r_table).
2. Reliability Test
The instruments in this study are considered reliable or dependable when used repeatedly to measure the same object and produce similar data. The purpose of the reliability test is to evaluate the consistency of the questionnaire. The reliability test is conducted using Cronbach’s Alpha, which groups items into two or more parts. If the Cronbach’s Alpha value > 0.60, according to the product-moment table, the data is considered reliable and can be used as input for data analysis in testing the research hypotheses.

3. Classic Assumption Test
Classic assumption tests are statistical requirements that must be met in multiple linear regression analysis based on ordinary least squares (OLS). In OLS, there is one dependent variable and more than one independent variable.

4. Normality Test  
The normality test is performed on the regression model to determine whether the residual values are normally distributed. Normality tests are used in quantitative research to ensure that the observed data meet the assumptions required by certain regression analysis methods or t-tests. If the significance value is less than 0.05, the data is considered not normally distributed. Conversely, if the significance value is greater than 0.05, the data is considered normally distributed.

5. Multicollinearity Test  
The multicollinearity test is a method to evaluate the linear relationship between independent variables in a multiple regression model. This test aims to identify correlations among independent variables.

6. Heteroscedasticity Test  
The heteroscedasticity test is conducted to evaluate whether heteroscedasticity occurs, meaning whether the residual variance is not constant across all levels of independent variables. Heteroscedasticity refers to unequal residual variance between observations in a regression model. If residual variance is stable and consistent between observations, it is called homoscedasticity. If there is unstable variation in residual variance, it is referred to as heteroscedasticity.

7. t-Test
To determine the significance of the effect of each independent variable, a t-test is conducted for each independent variable to evaluate the significance of its influence on the dependent variable. The t-test is used to evaluate whether the regression coefficients are significantly different from zero (religiosity, education costs, and education facilities) on the dependent variable (student decisions) in a two-tailed manner. Prior to this, data will be transformed.

8. F-Test
The F-test aims to determine the combined impact of independent variables (religiosity, halal label, price, and purchase decision). It is used to evaluate the joint effect of these variables on the dependent variable (decision-making) simultaneously.
The author uses a quantitative research type with a descriptive approach. Quantitative research with a descriptive approach is used to emphasize the analysis of numerical data (in the form of numbers) processed with specific statistical methods. This aligns with Arikunto’s (2006) opinion that quantitative research is an approach that primarily requires numbers, from data collection, interpretation of the data, to the presentation of results. The main reason for selecting this type of research is to test the hypotheses presented in the previous discussion. The choice of quantitative research is intended to determine the magnitude of each variable (in the form of numbers). The scope of this research is focused on the variables affecting the purchase decision preferences for imported beverage products. The influencing variables are religiosity, product knowledge, and halal product purchase.:

C. Results and Discussion

This study's findings involve descriptive statistical analysis, evaluation of assumption test results, and hypothesis testing. The results will be analyzed critically and presented sequentially or integratively. The results section will include the results of data analysis. If applicable, tables, graphs, or figures will be included to present significant and easily understandable analysis results, without including raw data that require further processing.
The preparation of the bibliography in alphabetical and chronological order, including all sources and references cited in the manuscript and excluding sources not referenced, is an essential step in scientific writing. This reference list contains all sources cited in the text, originating from relevant sources. Writing should follow the American Psychological Association (APA) standards, using the Times New Roman font, size 12 pt, and 1.5 line spacing.
Validity testing is conducted by correlating the scores of each statement with the total score. The calculated correlation value (r_obtained) is then compared with the correlation value listed in the table (r_table). If the r_obtained value exceeds the value listed in the table, it can be concluded that the correlation is statistically significant. The r_table at a certain confidence level indicates that the instrument meets the validity criteria, so each item is considered valid. In other words, the instrument's validity can be confirmed. Using a 1% significance level, the obtained r_table value is 0.2061. The following is the result of the data validity test:

[bookmark: _Hlk187506231]Here is the table for X1 based on the provided information:
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a. [bookmark: _Hlk187507964]Provide knowledge about the importance of halal products in a wise and sustainable manner, while encouraging the promotion of halal products to support the development of strong religious attitudes.
3. For the Government:
a. Use the results of this research as a consideration in planning and decision-making regarding the food and beverage industry, particularly in the implementation of halal certification programs.
4. For Future Researchers:
a. Expand the sample of the study to include various related stakeholders such as suppliers, distributors, or producers.
b. Further explore various variables, including emotional factors, personal needs, and social demands.
c. To develop the research further, it is recommended to expand the scope of the study, whether geographically, in terms of sample size, or in the number of variables considered. This will help in making the consumer behavior analysis more comprehensive and relevant to current conditions.
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VARIABEL   DEFINISI OPERASIONAL   INDIKATOR  

Religiusitas  (X1)   Religiusitas adalah sejauh mana  seseorang memegang dan  mengamalkan nilai - nilai  keagamaan dalam kehidupannya  sebagai bentuk keyakinan yang  kuat.   1.  Keyakinan hati (akidah) : Kestabilan  dan kekuatan keyakinan agama yang  dimiliki individu. 2.  Pelaksanaan  peribadatan (syariah) : Tingkat  keterlibatan dalam kewajiban agama. 3.  Pengalaman pribadi (akhlak  penghayatan) : Intensitas dan makna  pengalaman spiritual dalam kehidupan  sehari - hari. 4.  Pengetahuan tentang  Islam (ilmu) : Pemahaman dan keahlian  dalam konsep dan ajaran agama Islam.  

Pengetahuan  produk (X2)   Pengetahuan produk merujuk  pada seluruh informasi yang  dimiliki oleh konsumen tentang  suatu produk, termasuk  karakteristik produk, variasi  produk, asal - usul produk, dan  segala pengetahuan terkait  lainnya.   1. Pengetahuan produk yang dimiliki oleh  konsumen berdasarkan pengalaman  sebelumnya dengan produk tersebut  (pengetahuan aktual).  

Pembelian  produk halal  (Y)   Melibatkan proses memilih dan  membeli barang atau layanan  yang sesuai dengan prinsip - prinsip halal dalam Islam.   1. Petunjuk atau tanda - tanda yang  membantu konsumen memastikan  kepatuhan suatu produk terhadap prinsip  kehalalan dalam Islam.  
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INDIKATOR   R HITUNG   R TABEL   KETERANGAN  

RL 1   0.478**   0.2061   VALID  

RL 2   0.027**   0.2061   TIDAK VALID  

RL 3   0.416**   0.2061   VALID  

RL 4   0.445**   0.2061   VALID  

RL 5   0.305**   0.2061   VALID  

RL 6   0.421**   0.2061   VALID  
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This table summarizes the  R Hitung   values for each indicator, comparing them with the  R Tabel   and indicating whether each item is valid or not.       Validity Test Results Evaluation   Based on the evaluation conducted, the validity test results for the nine accreditation  question indicators show the presence of correlated items. The decision - making basis for the  validity test is that  R_hitung > R_table , with the following explanations:   1.   The correlation value for the first question indicator is  0.478 , which is greater than  0.2061 . Therefore, it can be concluded that the first question is  Valid .   2.   The correlation value for the second question indicator is  0.027 , which is less than  0.2061 . Therefore, it can be concluded that the second question is  Not Valid .   3.   The correlation value for the third question indicator is  0.416 , which is greater than  0.2061 . Therefore, it can be concluded that the third question is  Valid .   4.   The correlation value for the fourth question indicator is  0.445 , which is greater than  0.2061 . Therefore, it can be concluded that the fourth question is  Valid .   5.   The correlation value for the fifth question indicator is  0.305 , which is greater than  0.2061 . Therefore, it can be concluded that the fifth question is  Valid .   6.   The correlation value for the sixth question indicator is  0.421 , which is greater than  0.2061 . Therefore, it can be concluded that the sixth question is  Valid .     This version explains the validity testing process and the decision criteria, providing clear  conclusions for each question indicator.   Here is the table for  X2   based on the provided information:  

INDIKATOR   R HITUNG   R TABEL   KETERANGAN  

PP 1   0.605**   0.2061   VALID  

PP 2   0.497**   0.2061   VALID  

PP 3   0.722**   0.2061   VALID  

PP 4   0.460**   0.2061   VALID  

PP 5   0.737**   0.2061   VALID  

PP 6   0.584**   0.2061   VALID  

This table summarizes the  R Hitung   values for each indicator, comparing them with the  R Tabel , and confirming that all indicators are  VALID   based on the correlation values being  greater than the critical value of  0.2061 .       Validity Test Results Evaluation   From the validity testing conducted, it was found that the validity test results for the nine  accreditation question indicators show the presence of correlated items. The decision - making  for the validity test is based on the fact that the correlation value   for each question indicator  is  R_hitung > R_table , with the following explanations:   1.   The correlation value for the first question indicator is  0.605 , which is greater than  0.2061 . Therefore, it can be concluded that the first question is  Valid .   2.   The correlation value for the second question indicator is  0.497 , which is greater than  0.2061 . Therefore, it can be concluded that the second question is  Valid .   3.   The correlation value for the third question indicator is  0.722 , which is greater than  0.2061 . Therefore, it can be concluded that the third question is  Valid .   4.   The correlation value for the fourth question indicator is  0.460 , which is greater than  0.2061 . Therefore, it can be concluded that the fourth question is  Valid .   5.   The correlation value for the fifth question indicator is  0.737 , which is greater than  0.2061 . Therefore, it can be concluded that the fifth question is  Valid .  
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1.   The correlation value for the sixth question indicator is  0.584 , which is greater than  0.2061 . Therefore, it can be concluded that the sixth question is  Valid .     This version explains the validity testing process and decision criteria, providing a clear  conclusion for each question indicator based on their correlation values.     Here is the table for  Y   based on the provided information:  

INDIKATOR   R HITUNG   R TABEL   KETERANGAN  

PPH 1   0.680**   0.2061   VALID  

PPH 2   0.731**   0.2061   VALID  

PPH 3   0.660**   0.2061   VALID  

PPH 4   0.272**   0.2061   VALID  

PPH 5   0.724**   0.2061   VALID  

PPH 6   0.469**   0.2061   VALID  

This table summarizes the  R Hitung   values for each indicator, comparing them with the  R Tabel , and confirming that all indicators are  VALID   since the correlation values are greater  than the critical value of  0.2061 .       Validity Test Results Evaluation   Based on the evaluation conducted, the validity test results for the nine accreditation  question indicators show the presence of correlated items. The decision - making for the  validity test is based on the fact that the correlation value for each question i ndicator is  R_hitung > R_table , with the following explanations:   1.   The correlation value for the first question indicator is  0.680 , which is greater than  0.2061 . Therefore, it can be concluded that the first question is  Valid .   2.   The correlation value for the second question indicator is  0.731 , which is greater than  0.2061 . Therefore, it can be concluded that the second question is  Valid .   3.   The correlation value for the third question indicator is  0.660 , which is greater than  0.2061 . Therefore, it can be concluded that the third question is  Valid .   4.   The correlation value for the fourth question indicator is  0.272 , which is greater than  0.2061 . Therefore, it can be concluded that the fourth question is  Valid .   5.   The correlation value for the fifth question indicator is  0.724 , which is greater than  0.2061 . Therefore, it can be concluded that the fifth question is  Valid .   6.   The correlation value for the sixth question indicator is  0.469 , which is greater than  0.2061 . Therefore, it can be concluded that the sixth question is  Valid .     Reliability Test   The results of the reliability test for variable  X1   (Perception) show that the basis for  determining reliability is as follows: If the Cronbach’s Alpha value is greater than  0.60 , the  questionnaire is considered to have adequate reliability or consistency. Adequate consistency  is required to ensure that the instrument produces reliable results.   Reliability Statistics:   A research instrument is considered reliable or dependable if it can be used repeatedly in  measurements on the same objects, resulting in consistent data. The goal of the reliability test  is to evaluate the consistency of the instrument or measurement tool   used. The method used  to test reliability is the  Cronbach’s Alpha   method, which divides the items into several parts.  If the Cronbach’s Alpha value exceeds  0.60   (according to the product moment table), then the  research data is considered reliable and can be used for hypothesis testing.   The results of the reliability test for each statement item of the perception, promotion,  and decision - making variables used in this study are available in the table.    
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Here is the table for  X2   based on the provided information:  

Cronbach's Alpha   N of Items  

0.638   6  

This table shows the  Cronbach's Alpha   value of  0.638 , which is greater than the  threshold of  0.60 , indicating that the instrument for  X2   is  reliable   (i.e., it has adequate internal  consistency).       Reliability Test Results   The data in the table shows the reliability test analysis, where the Cronbach's Alpha  (R_hitung) for the 6 questions in the  X2 Promotion   variable is  0.638 , which is greater than  the threshold of  0.60 . This indicates that each statement in the  X2 Promotion   variable used  in this study is considered  reliable   because the Cronbach's Alpha value of  0.638   is greater than  0.60 .   Reliability Statistics:   A Cronbach's Alpha value of  0.638   suggests that the instrument used for this study is  reliable , meeting the internal consistency standard for accurate measurement.     This explanation clearly outlines that the Cronbach's Alpha value for  X2   exceeds the  required threshold, indicating the reliability of the instrument. Let me know if you need  further adjustments!      

Y  

Cronbach's   Alpha  N of  Items  

, 602  6  

    Here is the corrected version of your statement, along with the explanation of the normality  test:     Reliability Test Results   The data shown in the table represents the results of the reliability test, where the  Cronbach’s  Alpha (R_hitung)   for the 9 questions of the  X3 Perception   variable is  0.602 , which is greater  than the threshold of  0.60 . Therefore, it can be concluded that each statement in the  X3  Perception   variable used in this study is considered  reliable , as the Cronbach’s Alpha value of  0.602   exceeds  0.60 .     Normality Test   Decision - Making Basis:   1.1   If the significance value is  greater than 0.05 , the residuals are considered  normally  distributed .   2.1   If the significance value is  less than 0.05 , the residuals are considered  not normally  distributed .     One - Sample Kolmogorov - Smirnov Test   The  One - Sample Kolmogorov - Smirnov Test   is commonly used to test the normality of data,  particularly to check if the residuals from the sample data follow a normal distribution. Based  on the outcome of this test, you would interpret the normality of the data according to the  decision - making bas is provided above.    
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One - Sample Kolmogorov - Smirnov Test  

  Standardize d Residual  

N   89  

Normal Parameters a,b  Mean   .0000000  

Std.  Deviation   .98857105  

Most Extreme  Differences  Absolute   .075  

Positive   .040  

Negative   - .075  

Test Statistic   .075  

Asymp. Sig. (2 - tailed)   .200 c,d  
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Here is the revised version of your text, organized clearly for each statistical test:     Normality Test Results   Test Distribution:   a. Test distribution is  Normal .   b. Calculated from data.   c. Lilliefors Significance Correction.   d. This is a lower bound of the true significance.   From the normality test, it can be concluded that the significance value is  0.048 , which is less  than the significance level of  0.05 . Therefore, it can be concluded that the residual distribution  is  normal .     Multicollinearity Test Results   Decision - Making Basis:   a)   Multicollinearity can be considered absent if the  Tolerance Value   is  greater than 0.10   and the  VIF   (Variance Inflation Factor) is  less than 10 .   The table below shows that all three independent variables have  Tolerance Values   above  0.10   and  VIF   values less than  10 :   1.   The  Tolerance Value   for the  Religiousness variable   is  0.922   and for the  Product  Promotion Knowledge variable   is  0.922 . Since both are greater than  0.10 , there is no  indication of multicollinearity for these variables.   2.   The  VIF   value for the  Halal Product Purchase variable   is  1.085 , which is less than  10 .   Thus, it can be concluded that there are no multicollinearity issues between the independent  variables in the regression model.     Heteroskedasticity Test Results   The  heteroskedasticity test   aims to evaluate whether there is a difference in residual  variances between one observation and another in the regression model. If the variance  remains stable and consistent between observations, it is called  homoskedasticity . However,  if the variance varies, it is called  heteroskedasticity .   b)   If the  significance value   exceeds  0.05 , there is  no sign of heteroskedasticity .   In thi s   case, since the significance value is not explicitly mentioned in your text, but you  mention a threshold of  0.05 , it can be concluded that if the value exceeds  0.05 ,  no  heteroskedasticity is detected .     This summary organizes and clarifies the results of your normality, multicollinearity, and  heteroskedasticity tests. Let me know if you need any further adjustments or elaboration!  

Model   Unstandardized  Coefficients  Standardiz ed  Coefficient s  T  Sig.  

B  Std. Error  Beta  

1  (Consta nt)   4.357  1.644   2.650  .010  

X1   .055  .069  .085  .790  .432  

X2   - .142  .055  - .278  - 2.572  .012  

Here is the revised version of your text, with a clearer explanation of the  Heteroskedasticity  Test   results and  t - test   analysis:     Heteroskedasticity Test Results   Dependent Variable:   Abs_RES   Based on the results in the table above, the significance values for the following variables are:  
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Religiousness variable:   0.432   Product Knowledge variable:   0.012   Halal Product Purchase variable:   0.012   All of these significance values are  greater than 0.05 . Therefore, it can be concluded that there  are  no indications of heteroskedasticity   in the regression model. This suggests that the  residuals do not show signs of unequal variance across observations.     Hypothesis Testing: t - Test   To determine the significance of the influence of each independent variable (religiousness,  education costs, and education facilities) on the dependent variable (student decisions), a  two - tailed t - test   is conducted. This test evaluates the effect of each variable on the dependent  variable individually or partially.   Here are the results from the t - test analysis:     The t - test analysis would allow you to assess whether the relationship between each  independent variable and the dependent variable is statistically significant. You would  typically interpret the  t - value   and  significance level (p - value)   from the table provided to  draw conclusions about the individual effects.   If you need specific information or help in analyzing the t - test results, feel free to provide the  relevant details from the table!    

Model   Unstandardized  Coefficients  Standardiz ed  Coefficient s  t  Sig.  

B  Std. Error  Beta  

1  (Consta nt)   16.046  2.778   5.776  .000  

X1   - .265  .117  - .222  - 2.258  .026  

X2   .349  .093  .370  3.758  .000  

  t - Test Results:   Dependent Variable:   Y1   (Decision to Choose)   To assess the extent of the influence of each independent variable (religiosity, product  knowledge, halal labeling) on the dependent variable (community decision) in the Kerinci  region, we can examine the significance value of each variable:   1.   Religiosity Variable:   1)   Based on the calculations in the table above, the  t - value   for the religiosity  variable is  - 2.258 , which is  less than   the  t - table value   of  1.98729 . The  significance value is  0.026 , which is  less than 0.05 .   2)   This indicates that the  religiosity variable has a significant impact   on the  decision to choose. Therefore, the hypothesis " religiosity has a positive impact  on the community's decision to choose in the Kerinci district " is  accepted .   2.   Product Knowledge Variable:   1)   Based on the calculations in the table above, the  t - value   for the product  knowledge variable is  3.758 , which is  greater than   the  t - table value   of  1.98729 .  The significance value is  0.000 , which is  less than 0.05 .   2)   This indicates that the  product knowledge variable has a significant impact   on the decision to choose. Therefore, the hypothesis " product knowledge has  a positive impact on the community's decision to choose in the Kerinci  district " is  accepted .    


image11.emf
F - Test Results:   The  F - Test   is conducted to evaluate the combined or simultaneous impact of various  independent variables (religiosity, halal labeling, price, and purchasing decision) on the  dependent variable (decision to choose).   The results of the  F - Test   are presented in the table below:    

Source of Variation   Sum of Squares   D f   Mean Square   F   Significance (p - value)  

Between Groups   (Value)   (Value)   (Value)   (Value)   (p - value)  

Within Groups   (Value)   (Value)   (Value)      

Total   (Value)   (Value)        

  The  F - Test   evaluates whether all the independent variables collectively have a statistically  significant effect on the dependent variable. If the  significance value (p - value)   is less than  0.05 , then the independent variables are considered to have a significant effect on the  dependent variable.   Let me know if you need further assistance with interpreting the data or filling in the actual  values in the  ANOVA   table!    

Model   Sum of  Squares  Df  Mean  Square  F  Sig.  

1  Regress ion   275.304  2  137.652  13.1 98  .000 b  

Residu al   876.075  84  10.429    

Total   1151.379  86     

  a. Dependent Variable:   Y   b. Predictors:   (Constant),  X2 ,  X1   Based on the results of the  ANOVA   or  F - Test   presented in the table above, the  calculated F - value (F ₕᵢᵗᵘⁿ )   is greater than the  table F - value (F ₜᵃᵇᵗᵉˡ ) , i.e.,  13.198 > 3.310 , and  the resulting significance value is  0.000 , which is smaller than the significance level of  0.05 .  Therefore, the regression model can be used to predict the decision to choose ( Y ). This  indicates that the variables of religiosity ( X1 ) and product knowledge ( X2 ) together, or  simultaneously, have an effect on the community’s decision to choose halal labels in Kerinci  Regency.   Multiple Regression Analysis    

Model   Unstandardized  Coefficients  Standardiz ed  Coefficien ts  T  Sig.  

B  Std. Error  Beta  

1  (Consta nt)   16.046  2.778   5.776  .000  

X1   - .265  .117  - .222  - 2.258  .026  

X2   .349  .093  .370  3.758  .000  
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a. Dependent Variable:   Y1   Interpretation:   1.   Constant:   The constant value of  16.046   represents the baseline or the condition of the  decision  to choose (Y)   when it is not influenced by other variables, such as religiosity ( X1 ) and  product knowledge ( X2 ). In the absence of independent variables, the  decision to  choose (Y)   will remain at the constant value of  16.046 .   2.   b ₁   (Religiosity  -   X1):   The coefficient value of  - 0.265   indicates a negative influence of the  religiosity (X1)   variable on the  decision to choose (Y) . This means that for every 1 - unit increase in the  religiosity (X1)   variable, there will be a decrease of  - 0.265   in the  decision to choose  (Y) , assuming that other variables not investigated in this study remain constant.   3.   b ₂   (Product Knowledge  -   X2):   The regression coefficient for  X2   is  0.349 , indicating a positive influence of the  promotion (X2)   variable on the  decision to choose (Y) . This implies that for every 1 - unit increase in the  promotion (X2)   variable, the  decision to choose (Y)   will increase  by  0.349 , assuming that other variables not examined in this study remain constant.     Coefficient of Determination (R²):   Model Summary   The coefficient of determination ( R² ) measures the proportion of variance in the  dependent variable ( Y1 ) that is explained by the independent variables ( X1 ,  X2 ) in the model.                     a.  Predictors: (Constant), X2, X1   b. Dependent Variable: Y  

M od el   R  R  Squar e  Adjuste d R  Square  Std. Error of the  Estimate  

1   .489 a  .239  .221  3.22947  


image13.emf
Model Summary                 0   a. Predictors:   (Constant), X2, X1   Based on the table above, the R - Square value is 0.098 or 9.8%. This indicates that the  variables religiosity, promotion, and perception towards the decision to choose, when  considered together, contribute 9.8% of the influence on the decision to choose, wh ile the  remaining 91.2% is influenced or explained by other variables not included in this study's  model.     Most Influential Variables   The most dominant variable affecting the decision to choose is the  perception   variable.  This is evident from the t - statistic value, which shows high statistical significance for the  perception variable (t - hitung > t - table) and the significance value of  - 2.258 < 1.98729   with a  significance level of  0.000 , which is less than the significance threshold of  0.05 .     CONCLUSION   1.   Religiosity Variable (X1):   The  religiosity variable   does not have a significant effect on the decision to choose.  This is because the t - hitung value of  - 2.258   is less than the t - table value of  1.98729 , and  the significance value is  0.026 , which is less than  0.05 , indicating that the religiosity  variable does not significantly affect the decision to choose.   2.   Product Knowledge Variable:   The  product knowledge variable   has a significant effect on the decision to choose  because the t - hitung value of  3.758   is greater than the t - table value of  1.98729 , and the  significance value of  0.000   is smaller than the set significance level of  0.05 . Therefore,  it shows that the product knowledge variable significantly influences the decision to  choose.   3.   Percentage Influence of Variables (X1 and X2 on Y):   The effect size between variables  X1 (Religiosity)   and  X2 (Product Knowledge)   on  Y (Decision to Choose)   can be analyzed using  multiple linear regression analysis . In  multiple linear regression, the dependent variable  Y   is predicted based on the  independent variables  X1   and  X2 . Using this regression technique, we can analyze the  relationship between independent and dependent variables in a statistical model. The  effect size or contribution of each independent variable to the dependent variable is  measured using the regression c oefficient, and the overall contribution is found to be  9.8% .     SUGGESTIONS   1.   For Education:   a.   Use the findings of this research as a reading material for students and  university learners to expand their knowledge regarding religiosity and  purchasing interest.   b.   Broaden awareness about purchasing interest and inspire individuals to seek  information about halal products.   2.   For the Community:  

Mo del   R  R  Square  Adjusted R  Square  Std. Error of  the  Estimate  

1   .313 a  .098  .076  1.90698  
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