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ABSTRACT
The rapid growth of the global halal industry, coupled with the expansion of digital technology, has transformed Muslim consumer purchasing behavior and challenged the adequacy of conventional behavioral models. Theory of Planned Behavior (TPB) remains one of the most widely used frameworks for explaining halal product purchase intention; however, its explanatory capability is increasingly limited in addressing the influence of Islamic values and digital marketing environments. This study aims to reconstruct a conceptual model of halal product purchase intention by integrating TPB with Islamic Marketing in the digital era. The study employed a library research method using a conceptual literature review approach based on Scopus-indexed journal articles related to TPB, Islamic Marketing, halal products, purchase intention, and digital marketing. Data were analyzed through concept identification, critical evaluation of previous studies, theoretical synthesis, and conceptual model reconstruction. The findings indicate that the TPB constructs attitude, subjective norm, and perceived behavioral control remain fundamental determinants of purchase intention. Nevertheless, their explanatory power is enhanced by incorporating Islamic Marketing dimensions, including halal trust, Islamic branding, halal awareness, and Islamic marketing ethics, together with digital marketing factors such as social media marketing, electronic word of mouth, and digital customer experience. The study proposes an integrative conceptual framework that extends TPB by combining psychological, Islamic ethical, and digital perspectives. This framework contributes to the advancement of halal consumer behavior theory and provides a theoretical foundation for future empirical studies and strategic marketing practices within the halal industry.
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INTRODUCTION
The development of the global halal industry over the past decade has demonstrated a remarkable upward trend, not only in Muslim-majority countries but also in regions with relatively small Muslim populations (Nurhayati & Abdus, 2025). This phenomenon has been driven by increasing public awareness of the importance of consuming halal products, the expansion of the halal industry as a key component of the global economy, and the rapid digital transformation that has reshaped interactions between businesses and consumers (Steen et al., 2024). Digitalization has encouraged companies to leverage technology-based marketing platforms, including social media, e-commerce, electronic word of mouth (e-WOM), influencer marketing, and artificial intelligence-based personalization, to establish closer relationships with consumers (Muktirrahman et al., 2025). In this context, purchasing decisions for halal products are no longer determined solely by product attributes but are increasingly influenced by the quality of digital communication, the credibility of information, brand trust, and consumers' experiences within digital ecosystems. These developments indicate that halal consumer behavior has become increasingly complex, requiring theoretical approaches capable of explaining the interaction among psychological factors, Islamic values, and technological advancements.
Within the field of consumer behavior, the Theory of Planned Behavior (TPB) has become one of the most widely adopted theoretical frameworks for explaining purchase intention (Ajzen, 2020). TPB posits that purchase intention is determined by three primary constructs: attitude, subjective norm, and perceived behavioral control. Numerous empirical studies have demonstrated that these constructs effectively predict consumers' intentions to purchase halal products (Rozenkowska, 2023). However, the emergence of the digital marketing environment has revealed that consumer behavior is influenced by factors extending beyond the psychological dimensions proposed by TPB. Purchasing decisions are increasingly shaped by social media engagement, online reviews, electronic word of mouth (e-WOM), influencer credibility, digital customer experience, and the quality of interactions through digital platforms. These developments suggest that while TPB remains a relevant theoretical foundation, it requires further extension to adequately explain the dynamics of halal consumer behavior in the digital era.
Concurrently, Islamic Marketing has emerged as a marketing paradigm that extends beyond the pursuit of economic profit by emphasizing Shariah-based values (Solehudin et al., 2024), including honesty (ṣidq), trustworthiness (amanah), justice (ʿadl), transparency, social responsibility, and public welfare (maṣlaḥah). From this perspective, marketing activities constitute an integral part of Islamic business ethics aimed at fostering consumer trust, loyalty, and long-term relationships (Anwar et al., 2024; Islam, 2022; Siddiq et al., 2025; Sriyandani, 2025). In the halal industry, the implementation of Islamic Marketing has become increasingly significant because consumers evaluate not only product quality but also the compliance of production processes, communication strategies, and corporate conduct with Islamic principles (Chowdhury et al., 2024). Consequently, Islamic Marketing offers considerable potential to broaden the understanding of purchase intention beyond the predominantly psychological explanations provided by TPB.
Nevertheless, a review of the existing literature reveals several significant research gaps. First, most studies continue to rely on TPB as the primary theoretical framework while incorporating only one or two external variables, such as religiosity, halal awareness, or halal certification, without comprehensively extending the theoretical model. Second, research on Islamic Marketing has generally focused on examining the effects of Islamic marketing variables on consumer behavior but has not systematically integrated these constructs into the TPB framework. Third, the rapid evolution of digital marketing has introduced new determinants including social media marketing, electronic word of mouth, digital customer experience, and influencer marketing that have largely been investigated independently, resulting in the absence of an integrated conceptual model capable of explaining the interrelationships among these dimensions. Consequently, there remains no comprehensive theoretical framework that adequately explains halal product purchase intention by simultaneously considering psychological factors, Islamic values, and digital transformation within a unified conceptual model.
Based on these research gaps, the novelty of this study lies in reconstructing a conceptual model of halal product purchase intention through the integration of the Theory of Planned Behavior, Islamic Marketing, and the digital marketing context. Unlike previous studies that primarily examined partial relationships among variables, this research develops an integrated conceptual framework that positions TPB as the fundamental behavioral theory while extending it through key dimensions of Islamic Marketing, including Islamic branding, Islamic marketing ethics, halal trust, and halal awareness, together with digital marketing factors such as social media marketing, electronic word of mouth, digital customer experience, and influencer credibility. The integration of these three dimensions is expected to produce a more adaptive conceptual model capable of explaining the evolving behavior of Muslim consumers in the digital era while simultaneously enriching theoretical development in the field of Islamic marketing.
Based on this background, the present study aims to analyze the development of the Theory of Planned Behavior in explaining halal product purchase intention, identify the limitations of the TPB model within the digital marketing context, synthesize the core concepts of Islamic Marketing that are relevant to halal consumer behavior, and reconstruct a conceptual model of halal product purchase intention through the integration of TPB, Islamic Marketing, and digital marketing factors. The findings are expected to contribute theoretically by proposing a more comprehensive model of halal consumer behavior and to provide a foundation for future empirical research as well as the development of more effective Shariah-based marketing strategies in the digital era.

METHOD
This study employs a library research method using a conceptual literature review approach (Lichtman, 2023), to develop a conceptual model of halal product purchase intention through the integration of the Theory of Planned Behavior (TPB), Islamic Marketing, and Digital Marketing. This approach was selected because the study focuses on theory synthesis and conceptual framework development rather than empirical hypothesis testing. The research data were derived from Scopus-indexed scholarly articles selected based on their relevance to the research topic, including the Theory of Planned Behavior, Islamic Marketing, purchase intention, halal products, and digital marketing. The literature search was conducted using appropriate combinations of keywords, with priority given to articles published in reputable academic journals between 2015 and 2026 (Cabrera & Cabrera, 2023). The data were analyzed through four sequential stages. First, the principal concepts and theoretical foundations employed in previous studies were identified. Second, a critical review was undertaken to examine the similarities, differences, and limitations of the existing literature. Third, the identified theories were synthesized by integrating the core constructs of the Theory of Planned Behavior (TPB), Islamic Marketing, and Digital Marketing. Finally, a conceptual model was reconstructed to explain halal product purchase intention within the context of the digital era. The resulting theoretical synthesis serves as the foundation for the proposed conceptual model and represents the primary theoretical contribution of this study.

RESULTS AND DISCUSSION
RESULT
The findings of the conceptual review of Scopus-indexed literature indicate that research on halal product purchase intention has experienced substantial growth over the past decade. In its early stages, most studies primarily employed the Theory of Planned Behavior (TPB) as the principal framework for explaining consumers' purchase intentions. However, with the rapid expansion of the halal industry and the acceleration of digital transformation, researchers have increasingly incorporated various external variables to enhance the explanatory power of TPB in capturing the increasingly complex behavior of Muslim consumers. These developments suggest that although TPB remains a robust theoretical foundation, it is not yet sufficient to fully accommodate the evolving digital marketing environment and the growing influence of Shariah-based values on purchasing decisions.
The literature analysis further reveals that attitude is the most consistent determinant of halal product purchase intention. Consumers who hold favorable perceptions regarding product quality, safety, and halal compliance are more likely to exhibit stronger purchase intentions. In addition, subjective norm continues to play a significant role, particularly within Muslim communities where purchasing decisions are strongly influenced by family members, social networks, religious leaders, and community expectations. Meanwhile, perceived behavioral control demonstrates that consumers' access to halal products, the availability of relevant information, and their financial capability significantly strengthen purchase intentions. Collectively, these findings confirm that the three core constructs of TPB remain highly relevant as the theoretical foundation for explaining halal consumer behavior.
Nevertheless, the synthesis indicates that most contemporary studies no longer rely on TPB as a standalone model. Instead, researchers have increasingly incorporated external variables to improve the model's predictive capability. These additional determinants are predominantly derived from the perspective of Islamic Marketing, which emphasizes the application of Shariah principles in marketing practices. Constructs such as halal trust, Islamic branding, halal awareness, Islamic marketing ethics, and halal value have consistently been found to enhance consumer trust, strengthen positive perceptions of halal products, and foster stronger emotional relationships between consumers and halal brands. These findings suggest that halal product purchase decisions are influenced not only by rational evaluations but also by ethical, spiritual, and religious dimensions that characterize Muslim consumer behavior.
In addition to the growing importance of Islamic Marketing, digital transformation has introduced a range of new determinants of purchase intention. The literature demonstrates that social media marketing has become a key instrument for enhancing brand awareness and strengthening interactions between firms and consumers. Similarly, electronic word of mouth (e-WOM) has emerged as a highly credible source of information because it reflects the experiences and recommendations of other consumers. Previous studies also indicate that digital customer experience plays a critical role in shaping consumers' perceptions of service quality, transaction convenience, and overall satisfaction throughout the online purchasing process. Consequently, the digital environment functions not merely as a promotional channel but also as a direct determinant influencing the formation of halal product purchase intention.

Table 1. Synthesis of the Evolution of Determinants of Halal Product Purchase Intention

	Perspective
	Dominant Construct
	Role in Shaping Purchase Intention

	Theory of Planned Behavior
	Attitude
	Shapes positive evaluations of halal products based on perceived benefits and product quality.

	
	Subjective Norm
	Influences purchasing decisions through the support and expectations of family, friends, communities, and the broader social environment.

	
	Perceived Behavioral Control
	Enhances consumers' confidence in their ability to access, purchase, and use halal products.

	Islamic Marketing
	Halal Trust
	Strengthens consumer trust in the integrity and halal compliance of products.

	
	Islamic Branding
	Establishes a brand image that is aligned with Islamic values and principles.

	
	Halal Awareness
	Increases consumer awareness of and preference for halal products.

	
	Islamic Marketing Ethics
	Fosters positive perceptions through honesty (ṣidq), trustworthiness (amanah), transparency, and social responsibility.

	Digital Marketing
	Social Media Marketing
	Expands information dissemination and enhances consumer engagement through digital platforms.

	
	Electronic Word of Mouth (e-WOM)
	Shapes consumer perceptions through online recommendations, reviews, and shared experiences.

	
	Digital Customer Experience
	Improves convenience, satisfaction, and trust throughout the digital purchasing process.



The synthesis also reveals a paradigm shift in research on halal product purchase intention. Whereas earlier studies primarily emphasized the influence of individual psychological factors, contemporary research increasingly recognizes Shariah-based values and the digital ecosystem as inseparable determinants of consumer behavior. Nevertheless, most existing studies continue to integrate these variables only partially for example, by combining the Theory of Planned Behavior (TPB) with religiosity, halal awareness, or social media marketing without establishing a comprehensive conceptual relationship among them. Consequently, there remains no theoretical framework capable of simultaneously explaining the interconnections between psychological dimensions, Islamic marketing ethics, and digital marketing within a unified and comprehensive model.
Based on these findings, this study reconstructs a conceptual model of halal product purchase intention by positioning the Theory of Planned Behavior (TPB) as the primary theoretical foundation while integrating the dimensions of Islamic Marketing and Digital Marketing as complementary determinants. In the proposed model, the TPB constructs attitude, subjective norm, and perceived behavioral control explain the psychological tendencies underlying consumers' purchase intentions. These constructs are further strengthened by the Islamic Marketing dimensions of Islamic branding, halal trust, halal awareness, and Islamic marketing ethics, which reinforce consumer trust and the influence of religious values. Furthermore, social media marketing, electronic word of mouth (e-WOM), and digital customer experience function as digital environmental factors that enhance the process of forming purchase intention.

Table 2. Reconstructed Conceptual Model of Halal Product Purchase Intention in the Digital Era

	Dimension
	Constructs
	Contribution to the Conceptual Model

	Theory of Planned Behavior
	Attitude, Subjective Norm, Perceived Behavioral Control
	Explains the psychological factors that serve as the foundation for the formation of purchase intention.

	Islamic Marketing
	Islamic Branding, Halal Trust, Halal Awareness, Islamic Marketing Ethics
	Strengthens consumer trust, reinforces Shariah values, and enhances the positive image of halal products.

	Digital Marketing
	Social Media Marketing, Electronic Word of Mouth (e-WOM), Digital Customer Experience
	Facilitates information dissemination, enhances consumer interaction, and shapes consumers' digital experiences.

	Outcome
	Halal Product Purchase Intention
	Formed through the integration of psychological factors, Shariah-based values, and the digital environment.



The reconstructed model demonstrates that halal product purchase intention in the digital era can no longer be adequately explained solely through the psychological perspective proposed by the Theory of Planned Behavior. The integration of TPB, Islamic Marketing, and Digital Marketing produces a more comprehensive conceptual framework for explaining Muslim consumer behavior. This model offers a new perspective by suggesting that purchase intention is the result of the interaction among consumers' internal psychological factors, the implementation of Shariah-based values by firms, and the dynamics of the digital environment, which collectively influence information search, product evaluation, and purchase decision-making processes.

DISCUSSION
The Theory of Planned Behavior (TPB) remains the most widely adopted theoretical framework for explaining halal product purchase intention. The literature synthesis demonstrates that the three core TPB constructs attitude, subjective norm, and perceived behavioral control consistently contribute to the formation of consumers' intentions to purchase halal products. These findings are consistent with the theory proposed by Ajzen (1991), which posits that behavioral intention is a function of individuals' evaluations of a particular behavior, the influence of their social environment, and their perceived ability to perform that behavior. In the context of halal products, consumers are more likely to develop stronger purchase intentions when they hold favorable perceptions of halal products, receive support from their social environment, and perceive halal products as easily accessible. This finding is further supported by La Barbera & Ajzen (2021), who demonstrated that TPB possesses strong predictive power in explaining halal product purchase intentions among Muslim consumers in the United Kingdom.
Nevertheless, the literature synthesis indicates that the explanatory power of TPB becomes increasingly limited when applied to the contemporary digital marketing environment. Numerous studies have shown that consumers are influenced not only by psychological factors but also by information obtained through social media, online reviews, electronic word of mouth (e-WOM), and digital interactions. Consequently, the findings of this study offer a new perspective by suggesting that the evolution of the digital ecosystem necessitates extending TPB through the integration of digital marketing variables. This perspective is consistent with previous studies on halal product purchasing through e-commerce, which conclude that trust, halal awareness, halal brand quality, and religiosity significantly enhance the predictive capability of TPB in explaining consumers' purchase intentions within digital environments.
The findings also demonstrate that the dimensions of Islamic Marketing constitute indispensable determinants of halal consumer behavior. Variables such as halal trust, Islamic branding, halal awareness, and Islamic marketing ethics consistently emerge as important factors that strengthen purchase intention. This suggests that consumers' decisions to purchase halal products are influenced not only by functional considerations but also by their level of trust in a firm's commitment to implementing Shariah principles. These findings are consistent with the study by Hagger et al. (2022), which identified halal trust as a significant mediator between perceived halal value and purchase intention, highlighting trust as a strategic determinant of Muslim consumer behavior.
Furthermore, this study demonstrates that Islamic branding serves not merely as a product identity but also as a representation of Islamic values that enhances consumers' perceptions of product quality, satisfaction, and loyalty. These findings support the work of Shaari et al., who reported that halal brand image positively influences brand trust, brand loyalty, and purchase intention. Accordingly, the present study extends previous findings by positioning Islamic branding as an integral component of the proposed conceptual model that complements the psychological constructs of TPB.
From the perspective of Digital Marketing, the literature synthesis reveals that social media marketing, electronic word of mouth (e-WOM), and digital customer experience have become critical determinants of purchase intention. Contemporary consumers increasingly evaluate halal products through user reviews, influencer recommendations, and digital experiences before making purchasing decisions. Therefore, digital factors function not only as marketing communication channels but also as mechanisms that shape consumer attitudes, strengthen trust, and influence subjective norms. These findings reinforce previous studies on the influence of social media influencers on halal product purchase intention, which conclude that attitude remains the strongest predictor of purchase intention while being shaped through trust-building mechanisms and digital interactions.
On the other hand, this study also finds that the independent application of TPB is insufficient to explain the full complexity of halal consumer behavior. Several studies indicate that the relationships among TPB constructs vary across product categories and purchasing contexts. For example, La Barbera & Ajzen (2020) found that TPB does not consistently explain consumer behavior across all halal product categories, suggesting the need for additional variables to improve the model's explanatory power. These findings further strengthen the argument that extending TPB through the integration of Islamic Marketing and Digital Marketing dimensions represents a relevant and necessary approach to explaining halal consumer behavior in the digital era.
Based on the synthesis of previous studies, this research proposes a conceptual innovation in the form of an integrative model that combines three major dimensions: Theory of Planned Behavior, Islamic Marketing, and Digital Marketing. Unlike previous studies, which generally incorporated only one or two external variables into TPB, the proposed model integrates these three perspectives simultaneously, resulting in a more comprehensive theoretical framework. Within this model, TPB explains the psychological dimensions of consumer behavior, Islamic Marketing captures the ethical and Shariah-based value dimensions, and Digital Marketing explains the influence of the digital environment on the formation of purchase intention. This integrated framework provides a more adaptive explanation of the evolving behavior of Muslim consumers in the digital era while extending consumer behavior theory within the field of Islamic business and marketing management.
The theoretical implication of this study is that halal consumer behavior can no longer be adequately explained solely through the psychological assumptions of the Theory of Planned Behavior. Instead, purchase intention should be understood as the outcome of dynamic interactions among psychological factors, Shariah-based values, and the digital environment, all of which mutually influence consumer decision-making. From a practical perspective, these findings suggest that stakeholders in the halal industry should develop marketing strategies that integrate stronger halal brand positioning, enhanced consumer trust, value-based Islamic communication, and the effective utilization of digital media to create positive customer experiences. Such an integrated approach is expected to strengthen consumers' purchase intentions while enhancing the competitiveness of the halal industry within the rapidly evolving digital economy.

CONCLUSION
This study concludes that the Theory of Planned Behavior (TPB) remains a relevant theoretical foundation for explaining halal product purchase intention; however, it is insufficient to fully capture the evolving behavior of consumers in the digital era. The findings indicate that integrating Islamic Marketing dimensions namely halal trust, Islamic branding, halal awareness, and Islamic marketing ethics together with Digital Marketing dimensions, including social media marketing, electronic word of mouth (e-WOM), and digital customer experience, results in a more comprehensive conceptual model for explaining halal product purchase intention. Accordingly, the research problem concerning the limitations of TPB is addressed through the development of an integrative model that incorporates psychological factors, Shariah-based values, and the digital environment.
This study has several limitations. First, it adopts a conceptual literature review approach; therefore, the proposed findings are conceptual in nature and have not yet been empirically validated. Second, the review is limited to Scopus-indexed literature, meaning that relevant studies indexed in other academic databases may not have been included. Despite these limitations, the primary contribution of this research lies in proposing an integrative conceptual model that combines the Theory of Planned Behavior, Islamic Marketing, and Digital Marketing to explain halal product purchase intention in the digital era. This model contributes to the advancement of consumer behavior theory within the field of Islamic business and marketing management while also providing a practical framework for industry practitioners to design halal marketing strategies that are more responsive to digital transformation. Future research is recommended to empirically validate the proposed conceptual model using quantitative approaches such as Structural Equation Modeling (SEM) or Partial Least Squares Structural Equation Modeling (PLS-SEM) across various halal product categories and different national contexts. In addition, subsequent studies may incorporate other relevant variables, including religiosity, halal lifestyle, artificial intelligence marketing, and social commerce, to further enhance the comprehensiveness of the model and improve its ability to explain the evolving dynamics of halal consumer behavior.
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