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Supplementary Information about validity test for consumer awareness construct, satisfaction 
construct, and purchase decision construct 
 
Item 
No. Sub-variable Spearman's 

ρ 
p-
value Conclusion 

1 Halal Certification 0.40 0.028 Valid 
2 Halal Certification 0.39 0.034 Valid 
3 Halal Certification 0.53 0.002 Valid 
4 Halal Certification 0.39 0.037 Valid 
5 Halal Certification 0.60 0 Valid 
6 Halal Certification 0.68 0 Valid 
7 Halal Certification 0.51 0.004 Valid 
8 Halal Awareness 0.77 0 Valid 
9 Halal Awareness 0.49 0.005 Valid 
10 Halal Awareness 0.39 0.029 Valid 
11 Halal Awareness 0.45 0.009 Valid 
12 Food Ingredients 0.45 0.012 Valid 
13 Food Ingredients 0.54 0.002 Valid 
14 Food Ingredients 0.57 0.001 Valid 
15 Food Ingredients 0.44 0.015 Valid 
16 Satisfaction Felt 0.81 0 Valid 
17 Satisfaction Felt 0.71 0 Valid 
18 Satisfaction Felt 0.80 0 Valid 
19 Satisfaction Felt 0.84 0 Valid 
20 Expected Satisfaction 0.87 0 Valid 
21 Expected Satisfaction 0.82 0 Valid 
22 Expected Satisfaction 0.81 0 Valid 
23 Expected Satisfaction 0.87 0 Valid 
24 

Purpose of purchasing a product 
0.67 0.000 Valid 

25 0.79 0.000 Valid 
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26 0.57 0.001 Valid 
27 0.64 0.000 Valid 
28 

Information processing leading to brand selection 

0.71 0.000 Valid 
29 0.37 0.043 Valid 
30 0.44 0.016 Valid 
31 0.45 0.014 Valid 
32 0.58 0.001 Valid 
33 

Commitment to a product 

0.57 0.001 Valid 
34 0.64 0.000 Valid 
35 0.69 0.000 Valid 
36 0.64 0.000 Valid 
37 0.67 0.000 Valid 
38 

Recommending to others 
0.77 0.000 Valid 

39 0.64 0.000 Valid 
40 0.61 0.000 Valid 
41 

Repeat purchase behavior 
0.66 0.000 Valid 

42 0.75 0.000 Valid 
43 0.72 0.000 Valid 

Note: Spearman’s ρ > 0.30, p < 0.05 indicates acceptable validity 


