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Abstract

	The phenomenon in the world of business is currently developing very rapidly. Indonesia's rapid economic growth and awareness of the importance of caring for oneself are great business opportunities for the beauty industry. Business actors in the beauty sector need to take advantage of this opportunity by presenting quality products that meet the needs of the Indonesian people. Because Indonesia is a country with high population growth, Indonesia can be a business opportunity for various types of beauty products, including skincare products and cosmetics. This study aims to determine the Effect of the Halal Certificate and Bundling Strategy on Consumer Decisions with Buying Interest Purchase Decisions as an Intervening  Variable on consumers of Implora products in Boyolali Regency. This study uses a quantitative method. With the number of women in Boyolali Regency, especially those aged 15 to >40 years, as many as 156,211 people. Sampling uses the purposive sampling technique, in which 100 respondents are sampled from the entire population. In data processing, SPSS version 26 is used. The data analysis in this study uses instrument tests, classical assumption tests, hypothesis tests, path analysis, and Sobel tests. The results of the study show that partially.
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Introduction
	The beauty industry in Indonesia has experienced rapid growth in recent years. This is due to the increasing public interest in cosmetic products. The public's interest in cosmetic and beauty care products is due to several factors, one of which is the increasingly popular skincare trend. This skincare trend encourages people to pay more attention to the health and beauty of their skin. Users of beauty products or someone interested in skincare and makeup products are often referred to as beauty enthusiasts. 
	Beauty enthusiasts are highly aware of beauty and skin care products. They always look for the latest information and beauty products for healthy and beautiful skin. According to research (Handayani & Hidayat, 2019), local cosmetic products are no less competitive than foreign ones. In fact, in recent years, local cosmetic products have been more in demand by the public. This is due to several factors, including innovations from various brands of local cosmetic products. 
These innovations include improving product quality, selecting active ingredients suitable for skin type, re-formulation ingredients, and attractive themes and packaging. The rapid development of the beauty world has encouraged consumer interest in using cosmetics. Cosmetics are no longer considered a compliment but have become necessary for some people. It is not uncommon for cosmetics to be a primary need in monthly shopping. This is especially true for women who spend more money on appearances (Rahman et al., 2020).
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Top 3 Best-Selling Local Lip Cream Brands Images
Source: Compass
Based on survey data conducted by compass. co.id, Implora ranks first with the most sales at 67%. Where Implora managed to beat its competitors in similar product categories. In the results of a survey in 2022, Implora is included as the no. 1 best-selling brand in the lip cosmetics category. In this modern era, cosmetics have become a staple for women. In addition to meeting needs, cosmetics are also used to emphasize character or self-identity. The rapid development of digital technology also affects the high demand for cosmetics because beautiful appearances have become the standard of beauty. 
Competition in the Indonesian cosmetics industry is very fierce. The presence of competitor products can shift the position of Lip Cream Implora. Therefore,  Lip Cream Implora must continue to promote and maintain the quality of its products so that they remain in consumer demand. The rise of beauty products on the market can make consumers confused in choosing products that are suitable and safe, especially for the Muslim community. This is because many beauty products are on the market, so consumers need to be more careful when paying attention to the product's halal status.
In this study, the author uses several variables from previous research. Independent variables include halal certification and bundling strategy; dependent variables, namely purchase decisions and buying interests, function as mediating variables. The author chose to buy interest as a mediating variable because, based on the explanation above, this variable can influence the relationship between independent and dependent variables. Based on the difference in the results of the above research, the author is encouraged to conduct research on halal certification variables, bundling strategies, buying interests, and purchase decisions with the title "The Influence of Halal Certification, Bundling Strategy on Purchase Decisions through Buying Interest as an Intervening Variable (Study on Consumers of  Implora Lip Cream Products in Boyolali Regency)."
Theoritical Review
Theory planned behavior
[bookmark: _GoBack]	Theory Planned Behavior (TPB) or planned behavior theory is a theory that describes the causes of behavioral intentions. Consumer behavior is an activity carried out by an individual, group, or organization to meet their needs who choose, seek information, buy, and even use a product or service to meet their wants and needs (Sunyoto & Saksono, 2022). Consumer behavior is the actions, processes, and relationships carried out by individuals, groups, and organizations to obtain a good or service (Saputri & Huda, 2020)
Purchase decisions are things that consumers consider when buying a product. Consumer habits in buying are a way that consumers act on purchasing goods and services and consumer acceptance of an idea. A good marketer will always understand the needs of consumers in shopping (Sarah & Artanti, 2020).
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Image belief as a source of information from intention and behavior
	The relationship between the three components that determine intention and behavior can be seen in the figure above. The following explains the main variables of theory: planned behavior attitude toward behavior objective norms and perceived behavioral control.
Research Methods
	The research uses a quantitative approach, a research method that uses numerical data to test hypotheses or answer research questions. The numerical data was collected through surveys. The collected data is then analyzed using statistics. Statistical analysis is carried out to test hypotheses or answer research questions. The results of statistical analysis are then interpreted to provide research conclusions (Suggestion, 2019).
	The location chosen by the researcher is Boyolali Regency, which uses Lip Cream products from Implora. Boyolali Regency is considered the right place to conduct this research because, in this location, there are a lot of residents, especially students. They must have different tastes and reasons when choosing a product. In consumption activities, they will be selective in determining the products they will use, including halal. In this case, Lip cream from the Implora brand is one of the products that can be considered an alternative for them in choosing halal products. This research was carried out in December 2023 until completion.
	In the research context, population is the totality of objects that meet specific characteristics. According to (Bahri, 2018), a population can be a group of individuals, events, or entities that are of interest and become the research focus. (Sujarweni, 2016) It also explains that the population includes all objects or subjects with characteristics the researcher determines to be studied and draws conclusions (Dewi, 2021). The population used by the author in this study is students who are consumers of Lip Cream Implora products in Boyolali Regency, with the current population of Boyolali Regency being as many as 156,211. Especially for someone who uses the product Lip Cream Implora, who ranges in age from 15 years to > 40 years.
	This author uses a non-probability sampling method with a purposive sampling technique. Purposive sampling is an approach to take samples based on specific controls or criteria, where consumers who use  Lip Cream Implora products are the subject of this study. The researcher chose purposive random sampling because he wanted to involve Lip  Cream Implora consumers based on the characteristics that had been set. The characteristics of targeted respondents are individuals who have purchased and used Lip Cream Implora products and are residents of Boyolali Regency, which are by the characteristics the researcher has applied. The research was conducted in Boyolali because the occupation of the Boyolali community was mostly adolescents and many women there. The sample produced was 96.04 respondents and was rounded to 100 to make it easier for researchers to get more valid data, so the total sample used in this study was 100.
Results and Discussion
	Lip Cream Implora is a gentle, gentle Lip Cream with a gentle formula containing vitamin E, which functions as an antioxidant to help maintain the natural moisture of the lips so that they look stunning. Beautiful color strokes make the lips look more attractive. You can buy Implora Urban Lip Cream Matte online through Shopee, Tokopedia, Lazada, TikTok Shop, and Sociolla. Those who like window shopping can buy Implora products in Indonesia's nearest cosmetic stores.
	Therefore, the researcher intends to conduct research with the object of this study, namely the Boyolali community, which amounted to 100 respondents. The characteristics of each respondent are very different, so the writing groups the characteristics of the respondents with several categories such as gender, age, religion, and occupation. Results from the grouping of respondents include:
Research Results
Validity Test Results Table
	Variable
	Question 
	r calculate 
	r table
	Information

	Halal Certificate (X1)
	Question 1
	0,662
	0,311
	Valid

	
	Question 2
	0,656
	
	Valid

	
	Question 3
	0,711
	
	Valid

	
	Question 4
	0,657
	
	Valid

	
	Question 5
	0,667
	
	Valid

	Bundling Strategy (X2)
	Question 1
	0,658
	0,311
	Valid

	
	Question 2
	0,754
	
	Valid

	
	Question 3
	0,653
	
	Valid

	
	Question 4
	0,823
	
	Valid

	Minat White (Z)
	Question 1
	0,629
	0,311
	Valid

	
	Question 2
	0,75
	
	Valid

	
	Question 3
	0,721
	
	Valid

	
	Question 4
	0,723
	
	Valid

	Purchase Decision (Y)
	Question 1
	0,722
	0,311
	Valid

	
	Question 2
	0,649
	
	Valid

	
	Question 3
	0,656
	
	Valid

	
	Question 4
	0,741
	
	Valid


          Data Source: processed, 2024
Based on Table 4.5 of the validity test above, it can be concluded that the value of the r calculation (>) of the r table is 0.311. So, it is stated that all items or questions in the questionnaire are valid.
Reliability Test Results Table
	Variable
	Cronbach Alpha
	Information

	Halal Certificate (X1)
	0,692
	Reliable

	Bundling Strategy (X2)
	0,692
	Reliable

	Minat White (Z) 
	0,650
	Reliable

	Purchase Decision (Y)
	0,635
	Reliable


                     Data Source: processed 2024
From the table above, it can be seen that all variables are reliable, and their respective values are greater than those of Alpha Cronbach, which is 0.06. Therefore, this data is used for further research
T Test Result Table
Equation I
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Mr.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	2.901
	1.633
	
	1.776
	.079

	
	Halal Certificate
	.205
	.080
	.233
	2.568
	.012

	
	Bundling Strategy
	.301
	.106
	.291
	2.835
	.006

	
	Buying Interest
	.300
	.112
	.266
	2.670
	.009



  


Source: Processed data, 2024
	From the table above equation I, it can be concluded that The influence of Halal Certificate on Purchase Decisions has a Sig value of 0.012 < 0.10 and a calculated t value 2,568 > t table 1,660, so it can be stated that there is an influence and significant between the variable of Halal Certificate (X1) on Purchase Decision (Y). Influence Bundling Strategy to the Purchase Decision has a Sig. A value of 0.006 < 0.10 and a calculated t value of 2.835 > t table is 1.660, which means that there is an influence and significance between the variables Bundling Strategy (X2) against the Purchase Decision (Y). The effect of Buying Interest on Purchase Decisions has a value of Sig. 0.009 < 0.10 and a calculated t of 2.670 where the value of t calculated > t table is 1.660. Therefore, there is an influence and significance between the variable Buying Interest (Z) and Purchase Decision (Y).
Table of Equation II T-Test Results
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Mr.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	5.361
	1.371
	
	3.910
	.000

	
	Halal Certificate
	.142
	.071
	.183
	2.014
	.047

	
	Bundling Strategy
	.473
	.083
	.516
	5.698
	.000


                   Source: Processed data, 2024
	From the table above equation II, it can be concluded that The variable of Halal Certificate on Buying Interest has a Significance value of 0.047 < 0.10 and a t-value of 3.910 > the t-value of the table is 1.660, so it can be concluded that there is a positive and significant influence between the variable of Halal Certificate (X1) on Buying Interest (Z). The variable Bundling Strategy to Buying Interest has a significance value of 0.000 < 0.10 and a t value of 5,698 > t table which is 1.660, so it is interpreted as a statement that there is a positive and significant influence between the variables Bundling Strategy (X2) to Buying Interest (Z).
Equation I Equation Test Hail Table

	Model
	Sum of Squares
	df
	Mean Square
	F
	Mr.

	1
	Regression
	265.098
	3
	88.366
	23.391
	.000b

	
	Residual
	362.662
	96
	3.778
	
	

	
	Total
	627.760
	99
	
	
	


              Source: Processed data, 2024
It can be seen from the calculation of the table above that the significance value is 0.000 < 0.10, and the calculated f value is 23.391 > the table f value is (2.14). So, the Halal Certificate, Bundling Strategy, and Buying Interest variables simultaneously significantly affect the Purchase Decision variables.


Test Result Table F
Equation II

	Model
	Sum of Squares
	df
	Mean Square
	F
	Mr.

	1
	Regression
	192.693
	2
	96.347
	31.246
	.000b

	
	Residual
	299.097
	97
	3.083
	
	

	
	Total
	491.790
	99
	
	
	


          Source: Processed data, 2024
The table above shows a significance value of 0.000 < 0.10 and a calculated f value of 31.246 >. The Table f value is (2.14), so it can be stated that the Halal Certificate variable and the Bundling Strategy significantly affect the Buying Interest variable simultaneously.
Discussion 
		After testing each research variable based on the formulation of the existing problem. So, the following conclusions are drawn:
The effect of halal certificates on purchasing decisions
The halal certificate variable (X1) in the t-test test found a calculated t-value of 2.568>1.660 and a sig value of 0.012<0.10. Thus, the halal certification variable (X1) positively and significantly affects purchasing decisions (Y). So, H1 is accepted. For Muslims, halal certificates are very important; therefore, now every product has a lot of halal labels on each product because it dramatically affects purchasing decisions for consumers (Syakib, 2022). The results of this study are also similar to the research conducted (Alfath Adi, 2022), (Hoiza Pratiwi, 2020), and (Shinta Dewi, 2022) stating that halal certificates have a positive and significant effect on purchase decisions. 
The influence of bundling strategy on purchasing decisions
The Bundling Strategy (X2) variable in the t-test found a t-calculated value of 2.835>1.660 and a g<0.10 sig value. Thus, it shows that the Bundling Strategy variable (X2) positively and significantly affects the purchase decision (Y), so H2 is accepted. The results of this study are directly proportional to the research (Agung et al., 2022) and (Garbashanty H & Sudaryanto Budi, 2023), which also states that bundling strategies have a positive and significant effect on purchase decisions.
The effect of Halal certificates on Buying Interest
The halal certificate variable (X1) in the t-test test obtained a calculated t-value of 2.014 > 1.660 and a sig value of 0.047 < 0.10. Thus, the buying interest (Z) variable is positive and significant. So that H3 is accepted. This shows the tendency of consumers to make purchases or take actions related to these purchases (Ewit, 2024). The results of this study are directly proportional to the research (Tamara Aditya, 2022), (Adinda, 2023), and (Ewit, 2024) stating that halal certificates have a positive and significant effect on buying interest.
The effect of bundling strategy on buying interest
The bundling strategy variable (X2) in the t-test test obtained a t-calculated value of 5.698 > 1.660 and a gist value of 0.000 < 0.10. Thus, the bundling strategy variable (X2) positively and significantly affects buying interest (Z). So that H4 is accepted. The more complete and related the product is bundled, the greater the influence customers have on buying the product (Komala Zurni., 2024). This is strengthened by research (Annung Purwati., 2022) and (Resya Septian., 2019); and (Afifah Nur, 2023), which explains that bundling strategies have a positive and significant effect on buying interest. 
The influence of buying interest on purchasing decisions
	The buying interest variable (Z) in the t-test test obtained a t-count of 2.670 > 1.660 and a sig value of 0.009 < 0.10. This shows that the buying interest (Z) variable positively and significantly affects the purchase decision (Y), so H5 is accepted. This buying interest, formed before the purchase decision is taken, will foster motivation to buy and meet its needs (Putri Sari., 2020). This opinion is also strengthened by previous research with similar research results by (Solihin., 2020), (Annung Purwati., 2022), and (Rahmat, 2023), which also stated that buying interest has a positive and significant effect on purchase decisions.
The effect of halal certificates on purchase decisions through buying interest
	Based on the Sobel test, it is known that the value of t is calculated = 1.599879 < from t table = 1.660. So, it is interpreted that buying interest is not able to mediate the influence between the influence of halal certificates on purchase decisions. In this case, H6 is rejected. Muslim consumers will also be encouraged to consume something halal if Muslims are required to do so. However, the findings of this study contradict this statement. This may be because consumers need to learn about halal laws when they are interested in buying goods. This shows that their understanding of the importance of halal-certified products is still limited by the material and manufacturing process. This research is similar to the research (Akhsanu Nadia., 2023), which states that buying interest cannot mediate the influence of halal certificates on purchase decisions.
The influence of bundling strategy on purchase decisions through buying interest
	Based on the Sobel test, it is known that the value of t calculation = 2.767538 > from t table = 1.660. So, it is interpreted that buying interest is able to mediate the influence of bundling strategy on purchase decisions. In this case, H7 is accepted. Bundling itself is one of a company's marketing strategies to attract consumers. Affordable package prices can increase consumers' purchase decisions, causing them to reevaluate (Muhammad Farhan, 2018).	
Conclusion
	Based on the results of the t-test in equations I and II as well as in the path analysis and Sobel test, the results of the study were obtained as follows: Halal Certificate has an influence and is significant on consumer purchase decisions on  Implora lip cream products in Boyolali Regency. The Bundling Strategy positively and significantly influences purchasing decisions for Implora lip cream products in Boyolali Regency. Halal Certificate has an influence and is significant on the buying interest of consumers of Implora lip cream products in Boyolali Regency. The Bundling Strategy has a positive and significant influence on the buying interest of consumers of Implora lip cream products in Boyolali Regency. Beli Interest positively and significantly influences the purchase decision of Implora lip cream products in Boyolali Regency. Beli Interest cannot mediate the influence of consumer purchase decisions for Implora lip cream products in Boyolali Regency. Beli Interest can mediate the influence of the Bundling Strategy on consumers' purchase decisions for Implora lip cream products in Boyolali Regency.
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