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Abstract

This abstract presents a comprehensive overview of the influence of product
quality, promotion, and Business Identification Number (NIB) on the sale of food and
beverage products with halal labels as an intervening variable in Pangkalpinang City
MSME actors. The research was conducted using a quantitative approach using
Structural Equation Modeling—Partial Least Squares (SEM-PLS) on a sample of MSME
actors in the food and beverage sector who have or do not have a halal certificate, with
questionnaire instruments that have been tested for validity and reliability. Exogenous
variables consist of product quality, promotion, and NIB, the intervening variable is the
halal label; While the endogenous variable is the sale of halal products. The results of
the study show that promotion has a significant effect on the sales of halal products, both
in the direct and total effect pathways, thus confirming that promotional activities are the
main determinant of increasing sales of food and beverage MSMEs in Pangkalpinang
City. NIB has been shown to have a significant effect on halal labels, which indicates that
business legality is an important prerequisite in the halal certification process, but the
influence of NIB on sales, either directly or through halal labels, is not significant. All
pathways involving product quality, both halal and sales labels (direct, indirect, and total
effect), are not significant, as well as the influence of halal labels on sales, so that
product quality and halal labels in the context of this study have not been the main
drivers of sales increases. The findings also show that the mediating role of halal labels
in the relationship between product quality, promotion, and NIB to sales is not
significant, which means that halal labels have not functioned -effectively as an
intervening variable in this study model. Practically, these results indicate that halal
MSME development policies and strategies in Pangkalpinang City need to emphasize the
synergy between strengthening promotion, capacity building and literacy of business
actors related to halal regulations, as well as optimizing the benefits of business legality
and halal certification so that they can have a more real impact on sales performance.

Keywords: product quality, promotion, Business Identification Number, halal label, sales,
MSMEs, SEM-PLS, Pangkalpinang City.

1. INTRODUCTION

The growth of the halal industry in Indonesia has shown very significant dynamics in
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recent years, both in terms of market size, certification, and export of halal products, thus
placing Indonesia as one of the main players in the global halal value chain (BPJPH, 2025).
The increase in the export value of halal products, the trade balance surplus, and the surge in
the number of products and MSMEs that have been certified halal show that mandatory halal
policies and various certification facilitation programs are starting to have an impact on the
industrial structure and consumption patterns of the community (BPJPH, 2025). On the other
hand, the halal certification obligation which will be implemented in stages from 2024
requires the readiness of business actors, including MSMEs, to meet halal regulatory
standards while increasing the competitiveness of their products in the domestic and
international markets (BPJPH, 2025).

At the regional level, the Bangka Belitung Islands Province is also experiencing a
positive trend in the development of halal products, as reflected in the growth in market size,
an increase in the number of halal-certified MSMEs, and an increase in the level of consumer
trust and digital marketing adoption (Babel, 2025). However, the growth rate of the halal
sector in Bangka Belitung is still slightly below the national average, which indicates that
there is room to improve the performance of local MSMEs through optimizing halal
certification, strengthening the capacity of business actors, and innovating marketing
strategies (Babel, 2025). Pangkalpinang City as the center of provincial economic activity is
an important context to examine how food and beverage MSMEs take advantage of the
growing halal market opportunities (Babel, 2025).

From a marketing management perspective, product quality, promotion, and business
legality are the main determinants that influence the purchase decisions and sales
performance of MSMEs (Hasan, 2024; Nasution et al., 2022; Nugraha & Sasongko, 2023).
Product quality includes not only physical attributes, but also design, packaging, and brand
reputation that together shape consumer perceptions of value, satisfaction, and loyalty
(Hasan, 2024; Nursahid & Mufriantie, 2023). On the other hand, promotion acts as a means
of value communication that bridges products with the market, especially through digital
channels and social media which are increasingly dominant in people's consumption
behavior, thereby contributing to increasing buying and selling interest (Amin, 2021; Kurniati
et al., 2022; Kurniadi et al., 2023). The Business Identification Number (NIB) as a legal
identity is an important prerequisite for accessing business facilities, government programs,
and the halal certification process, as well as strengthening the credibility of MSMEs in the
eyes of consumers (Khanfani et al., 2023; Rahim et al., 2022).

Halal labels have a strategic position in the market with the majority of Muslim
consumers because they function as a form of guarantee of sharia compliance as well as a
signal of trust in product safety and clarity (Junaidin et al., 2021; Kholidah & Arifiyanto,
2021). A number of studies show that halal labels can increase trust, brand image, and
purchasing preferences, especially when combined with good product quality, effective
branding management, and the use of digital channels (Adinda et al., 2021; Munandar et al.,
2024; Saripah et al., 2023). However, the effectiveness of halal labels as a sales driver is not
always automatic, as it is still influenced by the level of halal literacy, the intensity of
regulatory socialization, and the extent to which consumers make halal logos the main factor
in purchasing decision-making (Kurniati et al., 2022; Pratondo et al., 2023).

In the context of food and beverage MSMEs in Pangkalpinang City, the challenges
faced are not only related to improving product quality and innovation, but also the ability to
manage promotions and strengthen the legality of businesses to optimize the use of halal
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labels (Andrianto & Shintawati, 2021; Ajiva et al., 2024). Several empirical findings in the
Journal show that promotion has a significant direct influence on sales, while product quality,
NIB, and halal labels show a more complex pattern of influence, both directly and indirectly
on sales performance (Indra Ethana Putra, 2025). This condition indicates that the marketing
strategy of halal MSMEs cannot only rely on one single factor, but requires an integrative
approach that combines aspects of quality, marketing communication, business legality, and
halal identity management (Bahadir et al., 2015; Haryadi & Muhajir, 2022; Maghfur et al.,
2023).

Based on this background, the research that is the basis for the preparation of this
journal article focuses on the analysis of the influence of product quality, promotion, and
Business Identification Number on the sale of food and beverage products with halal labels as
an intervening variable in MSME actors in Pangkalpinang City. This study seeks to answer
the extent to which each of these variables has a direct or indirect effect on sales, as well as
how the position of halal labels in mediating the relationship between marketing factors and
business legality and sales performance. Academically, this research is expected to enrich the
literature on halal MSME marketing and the development of marketing models that consider
the halal dimension, while practically providing strategic recommendations for MSME actors
and stakeholders to optimize the potential of the halal market in Pangkalpinang City.

LITERATURE REVIEW

Marketing management views the success of an organization as highly determined by
the ability to understand consumer needs and wants and to create a targeted marketing mix
(Kotler & Keller, 2025). In the context of halal food and beverage MSMEs, the marketing
mix not only includes products, prices, distribution, and promotion, but must also consider
the dimensions of halal and business legality as part of the value offered to consumers
(Nugraha & Sasongko, 2023). This approach places consumers at the center of the strategy,
so that every decision related to product quality, promotional communication, and the
management of Business Identification Number (NIB) is directed to build trust and encourage
purchase decisions (Bahadir et al., 2015; Haryadi & Muhajir, 2022).

Product quality is understood as the ability of a product to meet or exceed consumer
expectations through a combination of functional, aesthetic, and symbolic attributes (Hasan,
2024; Nasution et al., 2022). Various studies show that good product quality contributes to
the formation of a perception of value, satisfaction, and loyalty, which ultimately has an
impact on increasing sales both directly and through word-of-mouth recommendations
(Firmawati, 2022; Itan et al., 2024; Nursahid & Mufriantie, 2023). In the context of MSMEs,
quality is not only related to the taste or durability of food and beverage products, but also to
the consistency of production standards, cleanliness, and packaging appearance that reflects
the professionalism of business actors (Adinda et al., 2021; Zuhdi et al., 2024). The
complexity of this quality dimension makes quality management a strategic factor in building
a competitive advantage that is difficult to replicate by competitors who rely only on price
competition (Nasution et al., 2022).

Promotion acts as a communication and persuasion tool that connects products with the
target market through various media, both conventional and digital (Amin, 2021; Nugraha &
Sasongko, 2023). In the era of digital marketing, MSMEs are increasingly utilizing social
media, marketplaces, and collaborations with local influencers to increase brand visibility and
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interaction with consumers (Ajiva et al., 2024; Kurniawan & Suhaimi, 2021). Previous
research has shown that well-planned promotions can increase brand awareness, form a
positive image, and encourage buying interest and purchase decisions, especially if
promotional messages emphasize the superiority of the product's quality, halalness, and
emotional value (Andrianto & Shintawati, 2021; Kurniati et al., 2022). For halal food
MSMESs, promotion is not only a means of delivering information, but also a means of
educating consumers about the importance of business legality and halal certification as a
guarantee of trust (Khanfani et al., 2023; Rahim et al., 2022).

A Business Identification Number (NIB) is a legal identity that marks the formal status
of a business in the integrated business licensing system, as well as an entry point for MSME
actors to access various coaching programs, financing, and halal certification facilities
(Khanfani et al., 2023). The existence of NIB strengthens the legitimacy of the business in the
eyes of consumers and business partners, because it shows that business actors are subject to
applicable regulations and standards (Rahim et al., 2022). Several studies summarized in the
Journal show that business legality tends to increase consumer confidence and simplify the
administrative process of halal certification, although its effect on sales can be indirect
through increased credibility and access to supporting programs (Kurniati et al., 2022). Thus,
NIB can be seen as an institutional foundation that strengthens the position of MSME:s in the
halal industry ecosystem.

Halal labels serve as a symbol that communicates product compliance with sharia
standards as well as a signal of quality and safety for Muslim consumers (Junaidin et al.,
2021; Kholidah & Arifiyanto, 2021). Previous research has shown that the existence of halal
labels can increase trust, strengthen brand image, and become a determining factor in
purchasing decisions, especially when information about raw materials and production
processes cannot be fully verified by consumers (Adinda et al., 2021; Munandar et al., 2024;
Saripah et al., 2023). In online transactions, halal labels are becoming increasingly crucial
due to the limitations of consumers to assess products directly, so the halal logo acts as a
guarantee that reduces risk perception (Munandar et al., 2024). However, several findings in
the Journal show that the role of halal labels as a sales driver has not been fully optimal,
among other things because there are still limitations in halal literacy and variations in the
level of consumer awareness of halal symbols (Kurniati et al., 2022).

MSMEs in the food and beverage sector play an important role in providing jobs,
increasing community income, and developing the local economy, including in
Pangkalpinang City (Babel, 2025). However, MSMEs face various challenges such as limited
capital, market access, managerial skills, and understanding of halal regulations and business
licensing (Mahohoma & Agbenyegah, 2024; Sheriff et al, 2020). In the marketing
framework, these challenges are closely related to the ability to design strategies that combine
product quality, effective promotion, NIB management, and the use of halal labels as relevant
added value for consumers (Haryadi & Muhajir, 2022; Maghfur et al., 2023). Therefore, a
comprehensive understanding of the relationship between product quality, promotion, NIB,
halal labeling, and sales becomes an important basis in formulating the research model and
hypotheses tested in this study.

2. RESEARCH METHODS

This study uses a quantitative approach with an explanatory design because it aims to
test the causal relationship between the variables of product quality, promotion, and Business
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Identification Number on sales with halal labels as an intervening variable in food and
beverage MSME actors in Pangkalpinang City (Nasution et al., 2022; Nugraha & Sasongko,
2023). The quantitative approach allows for the measurement of variables in a structured
manner through Likert-scale questionnaires and multivariate statistical analysis, so that the
direct and indirect relationships between variables can be objectively estimated (Bahadir et
al., 2015; Rahim et al., 2022). The explanatory design was chosen because the focus of
research is not only to describe phenomena, but also to explain the influence and patterns of
interconnectedness between constructs built from the foundation of marketing theory and the
halal industry (Hasan, 2024; Kurniati et al., 2022).

The scope of the research is directed at MSME actors in the food and beverage sector in
Pangkalpinang City, both those who have and do not have halal certificates, in order to
capture variations in legality conditions and the implementation of halal principles at the
small business level (Babel, 2025; Kurniati et al., 2022). The study population included all
food and beverage MSMEs in the region, while sample selection was carried out using
purposive sampling techniques based on certain criteria, such as NIB ownership, involvement
in halal certification programs, and willingness to be respondents (Khanfani et al., 2023;
Sheriff et al., 2020). The determination of the sample size takes into account the minimum
need for Structural Equation Modeling—Partial Least Squares (SEM-PLS) analysis, which
requires an adequate number of respondents to the number of indicators in the research model
(Mahohoma & Agbenyegah, 2024; Nasution et al., 2022).

The research variables consist of:

1. Three exogenous variables, namely product quality, promotion, and Business
Identification Number;

2. One intervening variable, namely the halal label;
3. One endogenous variable is sales (Hasan, 2024; Kurniati et al., 2022).

Product quality is operationalized through indicators that reflect product performance,
reliability, durability, and appearance, in line with the understanding of quality as the ability
of products to meet or exceed consumer expectations (Firmawati, 2022; Nursahid &
Mufriantie, 2023). Promotion is measured through the intensity, media, and attractiveness of
marketing communication messages used by MSMEs, including the use of digital media and
collaboration with other parties (Amin, 2021; Ajiva et al., 2024). The NIB is proxied through
indicators that describe the status of legality, ease of access to government programs, and the
perception of credibility in the eyes of consumers (Khanfani et al., 2023; Rahim et al., 2022).
Halal labels are measured based on perceptions of halal logo clarity, trust levels, and
confidence in product sharia compliance (Junaidin et al., 2021; Kholidah & Arifiyanto,
2021), while sales are represented by indicators of sales volume, transaction frequency, and
MSME sales growth (Haryadi & Mubhajir, 2022; Maghfur et al., 2023).

The main data of the study was in the form of primary data collected through a closed
questionnaire with a five-point Likert scale, ranging from "strongly disagree" to "strongly
agree" (Nasution et al., 2022; Nugraha & Sasongko, 2023). The questionnaire was compiled
based on the theory of product quality, promotion, business legality, halal labels, and MSME
sales as discussed in the literature review, as well as relevant findings of previous research
(Adinda et al., 2021; Munandar et al., 2024; Saripah et al., 2023). Measurements were carried
out using questionnaire instruments compiled based on theory and previous research results.
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(Joshi et al., 2015) Measurements were carried out on a Likert scale of 1-4 consisting of:

Table 1. Alternative Research Questionnaire Answer Options

No. Description (optional) Score
1. Strongly Disagree 1
2. Disagree 2
3. Agree 3
4. Strongly agree 4

Source: Processed by Researcher, 2025

This measurement instrument is tested for validity and reliability through statistical
tests so that the data obtained is valid and can be scientifically accounted for.

Table 2. Variable Operational Limitations and Variable Measurement

Question
Variabel Dimensions Indicator Items (Likert Scale
Scale 1-4)

Product Quality (X1) 1. Halal Standards 1. Compliance with 1
(Nasution et al., 2022; halal standards
Hasan, 2024)
The extent to which 2. Product 2. Product durability 2
MSME halal food and Durability
beverage products meet - -
the physical, design, 3. iackﬁglpg 3. Pacl;lag}ng 3 Ordinal
packaging, and esthetics aesthetics
consistency  standards 4. Quality 4. Quality consistency 4
expected by consumers. Consistency

5. Consumer 5. Conformance  to 5

Satisfaction and consumer
Expectations expectations
Promotion (X2) 1. Promotional 1. Effectiveness  of 1
(W et al., 2023; Qin et Media promotional media
al., 2024)
All marketing efforts to
increase awareness, . )
interest, and frequency 2. IF’romotlon 2. Frequcetpcy of 2 Ordinal
of product purchases, fequency prormotions
including discounts, 3. Promotional 3. Appeal of 3
coupons, ads, live Content Appeal promotional
content
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Question
Variabel Dimensions Indicator Items (Likert Scale
Scale 1-4)
streaming, and 4. Consumer Trust 4. Trust in 4
influencers. in Promotions promotional
messages
5. Variations of 5. Variety of 5
Promotion promotion methods
Methods
Business Identification 1. Ownership of 1. NIB ownership 1
Number (NIB) (X3) Legality status
(Khoiriyah et al., 2023) 2. Ease of 2. NIB management 2
The legality of the 1}\)/[anagement facilities
business is officially rocess Ordinal
obtained through OSS, 3. The Benefits of 3. Benefits of NIB for 3
as a sign of government Business Legality businesses
recognition  of  the
existence of MSMEs. Market Access 4, Mar.ket access after 4
having a NIB
5. Business 5. Consumer 5
Credibility confidence due to
NIB
Label Halal 1. Consumer 1. Consumer 1
(Intervening) (Y) Awareness of awareness of halal
(Identiti et al.,, 2024; Halal Labels labels
Purnomo et al., 2024)
Official certification that 2. Trust in Halal 2. Trust in  halal 2
guarantees products Certification certification
according to Islamic -
law, increases consumer The Influence of 3. The influence of 3
trust and  purchase Halal Labels on halal 1abel§ ~on Ordinal
. Purchase purchase decisions
Intent. ..
Decisions
4. Clarity of Halal 4. Clarity of halal 4
Label label information
Information
5. Consumer 5. Consumer loyalty 5
Loyalty due to due to halal labels
Halal Labels
Halal Product Sales (Z) 1. Sales Volume 1. Sales volume 1
(Identiti et al.,, 2024;
Purnomo et al., 2024) .
Sales Value 2. Value of sales 2 Ordinal
The number of volumes
or value of products 3- Sales Growth 3. Sales growth 3
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A

Question

Variabel Dimensions Indicator Items (Likert Scale
Scale 1-4)
successfully sold in a 4. Achievementof 4. Sales target 4
given period Sales Targets achieved
5. Perception of 5. Perception of sales 5
Sales development
Development

Source: Processed by Researcher, 2025

In addition, secondary data is obtained from official documents and statistics related to
the halal industry and MSMEs at the national and regional levels to provide an empirical
context for the interpretation of results, such as national and regional halal product statistics
(Babel, 2025; BPJPH, 2025).

Data analysis was carried out using the Structural Equation Modeling technique using
the Partial Least Squares (SEM-PLS) approach, which was considered suitable for models
with complex latent relationships, relatively moderate sample sizes, and looser data
distribution assumptions than covariate SEM (Mahohoma & Agbenyegah, 2024; Nasution et
al., 2022). The analysis process includes two main stages, namely testing the measurement
model (outer model) and testing the structural model (Bahadir et al., 2015; Rahim et al.,
2022). In the outer model stage, a convergent validity test was carried out through the loading
factor value and Average Variance Extracted (AVE), a discriminant validity test through the
comparison of the square root of AVE and correlation between constructs, and a reliability
test through Composite Reliability and Cronbach's alpha, so that only indicators that met the
feasibility criteria were maintained (Nasution et al., 2022; Nugraha & Sasongko, 2023). In
the inner model stage, the path coefficient value, R* value, and significance of direct and
indirect influences were analyzed using the bootstrapping procedure to test the proposed
hypothesis (Kurniati et al., 2022; Mahohoma & Agbenyegah, 2024).

Hypothesis testing is carried out by comparing t-statistic and p-value values against the
predetermined significance limits, so that it can be determined whether the influence of
product quality, promotion, and NIB on halal labels and sales, either directly or through the
mediation of halal labels, is supported by empirical data (Kurniati et al., 2022; Munandar et
al., 2024). The interpretation of the results of this test is then associated with the findings of
previous research and the context of halal MSME development in Pangkalpinang City, in
order to formulate relevant managerial and policy implications for MSME actors and
stakeholders (Babel, 2025; BPJPH, 2025).
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Figure 1. Diagram Early Models
Source: SmartPLS Data Output Version 4.1.0.9, 2025

Based on the diagram above, the structural model used in this study has two models,
namely:

1. A model of the influence of KP, PM, and NIB on LH, where LH is an endogenous
variable, while KP, PM, and NIB are exogenous variables.

2. The model of the influence of KP, PM, NIB and LH on PPH, where PPH is an
endogenous variable, while KP, PM, NIB and LH are exogenous variables.

This structural equation has a structure or latent variable in the form of KP, PM, NIB,
LH, and PPH. The latent structure or variable each has indicators, namely:

1. KP variables include KP1, KP2, KP3, KP4 and KP5 indicators.

PM variables include PM1, PM2, PM3, PM4 and PMS5 indicators.

The NIB variables include the indicators NIB1, NIB2, NIB3, NIB4, and NIBS5.
The LH variables include the indicators LH1, LH2, LH3, LH4, and LH5.

Income Tax variables include indicators of PPH1, PPH2, PPH3, PPH4 and PPHS5.

There are 2 stages carried out in testing the research model, namely the Outer Model
and the Inner Model. The Outer Model focuses on the validity and reliability of the indicators
used to measure latent variables, with Convergent Validity, Discriminant Validity, and
Construct Reliability tests. The Inner Model focuses on the relationships between latent
variables and testing the strength and significance of those relationships, with tests such as
R2, path coefficients, and path significance.

A
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Hypothesis testing was carried out using a significance level of 5% (a = 0.05).

According to the standard statistical significance test in the SEM-PLS model, a statistical t >
1.96 and a p value < 0.05 were required for the hypothesis to be accepted. This indicates that
there is a significant influence or relationship between variables in accordance with the
proposed hypothesis.

The hypothesis used is illustrated as follows:

Table 3. Research Hypothesis

Product quality is related to the sale of food and beverage products to MSME
actors in Pangkalpinang City

Promotion related to the sale of food and beverage products to MSME actors in
Pangkalpinang City

The Business Identification Number (NIB) is related to the sale of food and
beverage products to MSME actors in Pangkalpinang City

Product quality is related to halal labels in Pangkalpinang City MSME actors

Promotion related to halal labels for MSME actors in Pangkalpinang City

The Business Identification Number (NIB) is related to the halal label in
Pangkalpinang City MSME actors

Halal labels are related to the sale of food and beverage products to MSME
actors in Pangkalpinang City

Halal labels mediate the relationship between product quality and sales of food
and beverage products in Pangkalpinang City MSME actors

Halal labels mediate the relationship between the promotion and sale of food and
beverage products to MSME actors in Pangkalpinang City

1. HI
2. H2
3. M3
4. H4
5. HS
6. H6
7. H7
8. H8
9. H9
10. HI0

The halal label mediates the relationship between the Business Identification
Number (NIB) and the sale of food and beverage products to MSME actors in
Pangkalpinang City.

3. RESULTS AND DISCUSSION

Data collection in this study used questionnaires distributed to 66 respondents, each
with the following composition of micro, small and medium enterprises (MSMEs)

characteristics:

1. Products sold either food, beverages and or both;

2. Production and/or sales sub-district areas;

3. Production and or sales sub-district area.

Table 4. Characteristics of Respondent Product Type
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Respondent Identities Product Classification Frequency Percentage
Jenis Produk Food 50 76%
Food and Beverage 12 18%
Drinks 4 6%
Grand Total 66 100%
Total

Makanandan
Minuman
18%

m Makanan
m Makanan dan Minuman

Minuman

Makanan
76%

Source: processed by researcher, 2025

Table 5. Characteristics of Domicile in the Respondent Village Area

Respondent Identities Region Classification Frequency Percentage

Air Itam 1 2%
Air Kepala Tujuh 1 2%
Batin Tikal 1 2%
Bintang 1 2%
Bukit Intan 2 3%

Village Area Bukit Merapin 13 20%
Bukit Sari 1 2%
Gabek 1 3 5%
Gabek 2 2 3%
Gajah Mada 7 11%
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Respondent Identities Region Classification Frequency Percentage

Jerambah Gantung 6 9%
Kacang Pedang 3 5%
Masjid Jamik 1 2%
Melintang 2 3%
Pasar Padi 1 2%
Pasir Garam 1 2%
Selindung Lama 1 2%
Semabung Baru 2 3%
Sinar Bulan 1 2%
Taman Bunga 2 3%
Taman Sari 7 11%
Tamansari 1 2%
Tuatunu Indah 6 9%
Grand Total 66 100%

Total

----H -EH E-H---H-H ] m Total
 — O C 'C (oY I e I )] o = W J C @ = = O
%3Mcm-aﬁzx~ccc£cg§gammﬁﬁm
- X @m ¥ w @ I3 @ E @ el S C ) v O
= 3= 8 cwm [T 2 35 20 5§ ®8m3 5 c c
cFEFPFEZS T2 282508025038 ¢ca8=
<E.Em:§§oo£8&nﬁﬁhg‘cac253
SE‘. Eﬁ.t'm -%Lm:%Em'a 3.8-5"‘@&%
@ m = Oe g8 L STwHERT F
X @ 2 ¢ = = £ © =
= £ o o O = =
< g X (I
[11]
°

Source: processed by researcher, 2025

Table 4.7 Characteristics of Domicile in the Respondent District

Respondent Identities Region Classification Frequency Percentage

Bukit Intan 5 7%

Sub-district area
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Gabek
Gerunggang

Girimaya 2 3%

Pangkalbalam 2 3%

Rangkui 13 20%

Taman Sari 11 17%
Grand Total 66 100%

Source: processed by researcher, 2025
Total

H Bukit Intan

m Gabek
Gerunggang

u Girimaya

u Pangkalbalam

= Rangkui

m Taman Sari

Gerunggang
30%

Source: processed by researcher, 2025

Overall, the average value of the variable instrument on the respondents' answers is as stated
in the following table:

Table 7. Characteristics Based on Respondents' Answers to Statement Instruments
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Instrument Variable STS TS S SS Total Average Remarks

KP1 19 47 66 20.63

KP2 3 32 31 66 20.31

KP3 3 40 23 66 20.24

KP4 31 35 66 20.17

KP5 3 31 32 66 19.80

PM1 1 6 39 20 66 19.70

PM2 1 9 39 17 66 19.90

PM3 1 8 42 15 66 20.14

PM4 1 2 40 23 66 20.40

PMS5 4 19 34 9 66 20.71

NIB1 1 21 44 66 21.06

NIB2 1 27 38 66 21.00

NIB3 24 42 66 20.93

NIB4 1 40 25 66 20.31

NIB5 3 32 31 66 20.17

LH1 2 26 38 66 20.00

LH2 23 43 66 19.80

LH3 1 26 39 66 18.86

LH4 2 24 40 66 18.48

LHS5 2 30 34 66 18.00
PPHI 2 12 42 10 66 _
PPH2 1 12 42 11 66 17.60
PPH3 1 12 42 11 66 18.00
PPH4 1 14 39 12 66 18.86
PPH5 5 44 17 66 _

TOTAL 1,650

Source: processed by researcher, 2025

The connection between latent variables and indicators is the main emphasis of outer
models. The goal of testing on the outer model is to guarantee the validity and reliability of
the tools used to measure latent variables. Convergent validity, Discriminated validity, and
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Construct reliability are the three primary categories of testing in the outer model.

The correlation between the score of the indicator (instrument) and its construct
(variable) is used to calculate the outer loading estimation results in Convergent Validity
Output. If an indicator's correlation value is greater than 0.70, it is deemed valid, while 0.60
is deemed adequate. Indicators that don't fit these criteria have to be eliminated.

Table 8. Results of Outer Loading Convergent Validity Test

Instrume Product Halal Business Halal Promotion Remark
nt Quality Label Identification Product (PM) s
(KP) (LH) Number (NIB) Sales (PPH)
KP1 0.746 Valid
KP2 0.610 Valid
KP3 0.784 Valid
KP4 0.769 Valid
KP5 0.787 Valid
LH1 0.838 Valid
LH2 0.869 Valid
LH3 0.902 Valid
LH4 0.779 Valid
LHS 0.826 Valid
NIB1 0.804 Valid
NIB2 0.796 Valid
NIB3 0.817 Valid
NIB4 0.728 Valid
NIB5 0.878 Valid
PM1 0912 Valid
PM2 0.859 Valid
PM3 0.915 Valid
PM4 0.870 Valid
PMS5S 0.746 Valid
PPH1 0.891 Valid
PPH2 0.894 Valid
PPH3 0.904 Valid
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Instrume Product Halal Business Halal Promotion Remark

nt Quality Label Identification Product PM) s
(KP) (LH) Number (NIB) Sales (PPH)
PPH4 0.898 Valid
PPH5 0.818 Valid

Source: SmartPLS Data Output Version 4.1.0.9, 2025

0T8T KUALITAS PRO

PM4
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PM5
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‘\

npz 084
-
D.?Qﬁ\
NB3 40817

0 ?28/
o

NIB4
087 NOMOR INDUK BERUSAHA (NIB)

NIBS

Source: SmartPLS Data Output Version 4.1.0.9, 2025

Valid Data Processing (SEM-PLS Algorithm)

The output of the estimated average variance extracted (AVE) can be seen in Table 4.9.
(Hasan, 2024; Nasution et al., 2022; Identiti et al., 2024; Purnomo et al., 2024; Khoiriyah et
al., 2023; Muhonen et al., 2017). If the variable's average variance extracted (AVE) value is
more than 0.5, it is considered legitimate.

78



Proceeding of The Third Annual
International Competition on Scientific
Writing (ACSciting)

Volume 3 No 2026, E-ISSN 3048-0167

Table 9. Results of Outer Loading Convergent Validity Test

Variable Average variance extracted (AVE) Remarks
Product Quality 0.551 Valid
Label halal 0.712 Valid
Business identification 0.650 Valid
number
Halal product sales 0.777 Valid
Promotions 0.744 Valid

Source: SmartPLS Data Output Version 4.1.0.9, 2025

To make sure that variables or constructs in a measurement model truly measure
things that are distinct or do not overlap with one another, discriminant validity is
employed. To put it another way, discriminant validity quantifies how well several
conceptions in a measuring model may be differentiated from one another. One of three value
criteria-cross loading, Fornell-Larcker value, and latent variable correlation-can be used
to assess discriminant validity.

Table 10. Results of Cross Loading Discriminant Validity Test

Product Label Bu.smess' Halal Product Promotio
Instrument . Identification Remarks
Quality Halal Number Sales ns

KP1 0.571 0.566 0.279 0.214 Valid
KP2 0.435 0.409 0.134 0.255 Valid
KP3 0.504 0.612 0.368 0.684 Valid
KP4 0.492 0.519 0.268 0.340 Valid
KP5 0.544 0.561 0.397 0.568 Valid
LHI 0.553 0.346 0.399 Valid
LH2 0.623 0.667 0.374 0.441 Valid
LH3 0.580 0.653 0.391 0.488 Valid
LH4 0.489 0.480 0.325 0.436 Valid
LHS 0.607 0.647 0.339 0.434 Valid
NIBI 0.737 0.270 0.352 Valid
NIB2 0.465 0.189 0.262 Valid
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Business .
Instrument Pl‘Odl.lCt Label Identification Halal Product Promotio Remarks
Quality Halal Sales ns
Number
NIB3 0.527 0.601 0.252 0.304 Valid
NIB4 0.516 0.505 0.441 0.597 Valid
NIB5 0.648 0.611 0.462 0.442 Valid

PM1 0.478 0.433 0.410 0.398
PM2 0.397 0.305 0.285 0.465
PM3 0.568 0.526 0.473 0.481
PM4 0.585 0.568 0.543 0.479
PM5 0.376 0.357 0.357 0.418
PPHI1 0.279 0.274 0.269
PPH2 0.419 0.389 0.411
PPH3 0.336 0.369 0.374
PPH4 0.294 0.337 0.373
PPHS 0.408 0.447 0.353

Source: SmartPLS Data Output Version 4.1.0.9, 2025

In the table above, the cross loading value of each indicator shows that all indicators
have the highest correlation to their respective constructs compared to their correlation to
other constructs, thus meeting the criteria of discriminant validity in the SEM-PLS
measurement model (Hair et al., 2019 in Wiyono, 2020). These findings indicate that the
instrument used is able to distinguish empirically between product quality constructs, halal
labels, business identification numbers, promotions, and sales of halal products in the context
of MSME actors in Pangkalpinang City with all values being above the threshold of 0.6—0.7
recommended in the discriminatory validity test.

Table 11. Results of Fornell — Larcker criterion Uji Discriminant Validity

Product Label Business .
. . . Halal Product Promotions
Quality Halal Identification Sales (PPH) (PM) Remarks
(KP) (LH) Number (NIB)
Product .
Quality (KP) Valid
(Llf‘}bl‘)"' Halal 0.689 Valid
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Product Label Business .
. . . Halal Product Promotions
Quality Halal Identification Sales (PPH) (PM) Remarks
(KP) (LH) Number (NIB)

Business
Identification 0.725 0.716 Valid
Number (NIB)
Halal Product
Sales (PPH) 0.403 0.422 0.410
Promotions
(PM) 0.569 0.521 0.492

Source: SmartPLS Data Output Version 4.1.0.9, 2025

Based on the table above, it can be seen that: The results of the Fornell-Larcker
analysis for the discriminant validity test in the SEM-PLS measurement model test show that
the square root value of Average Variance Extracted (AVE) for each construct such as
Product Quality (0.742), Halal Label (0.844), Business Identification Number (0.806), Halal
Product Sales (0.881), and Promotion (0.862) is much higher than the correlation between
other constructs. This condition proves that each construct in the research model has good
discriminant validity, meaning that each variable is able to distinguish itself significantly
from the other variables measured in the model.

Table 12. Results of Latent Variable Correlation Uji Discriminant Validity

Variabel

Product Label
Quality Halal
(KP) (LH)

Product

Quality
(KP)

Label Halal
(LH)

Business
Identificatio
n Number
(NIB)

Halal
Product
Sales (PPH)

Promotions
(PM)

1.000

Business Halal Promotio
Identificati Product ns (PM)
on Number Sales (PPH)

(NIB)

Source: SmartPLS Data Output Version 4.1.0.9, 2025

AVE VAVE

Rmrk

Valid

Valid

Valid

Valid

Valid
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Based on the table above, the value of the Latent Variable Correlation can be seen by
comparing the value of VAVE. The root value of AVE must be greater than the correlation
value between latent variables in the same row/column. If the result is greater, then the
validity discriminator is met.

Cronbach's Alpha and composite reliability scores are the two methodologies that
can be used for analysis in the Construct Reliability Test. These two techniques are a
component of the procedure for evaluating an indicator's reliability value on a variable.

Table 13. The Cronbach's Alpha Value

Variabel The Cronbach's Alpha Remarks
Product Quality (KP) 0.794 Reliabel
Label Halal (LH) 0.898 Reliabel
Business Identification Number (NIB) 0.864 Reliabel
Halal Product Sales (PPH) 0.928 Reliabel
Promotions (PM) 0.913 Reliabel

Sumber: Output Data SmartPLS Versi 4.1.0.9, 2025

The results of the analysis are in the table above. shows that the Cronbach's Alpha
value for the construct/variable of Product Quality is 0.794, the variable of Halal Label is
0.898, the variable of Business Identification Number is 0.864, the variable of Halal Product
Sales is 0.928 and the variable of Promotion is 0.913. All of Cronbach's Alpha values are >
0.70. so that all variables have good reliability (Khoiriyah et al., 2023; Muhonen et al., 2017;
Hasan, 2024).

Table 14. Composite Reliability Value

Variabel Composite reliability Composite reliability Remarks
(rho_a) (rho_c)

Product Quality (KP) 0.807 0.859 Reliabel
Label Halal (LH) 0.904 0.925 Reliabel
Business Identification Reliabel
Number (NIB) 0.871 0.902
Halal Product Sales Reliabel
(PPH) 0.935 0.946
Promotions (PM) 0.926 0.935 Reliabel

Source: SmartPLS Data Output Version 4.1.0.9, 2025

82



N
Proceeding of The Third Annual
International Competition on Scientific
Writing (ACSciting)

Volume 3 No 2026, E-ISSN 3048-0167

The results of the table, this analysis shows that the Composite reliability value for the
construct/Product Quality variable is 0.807, the Halal Label variable is 0.904, the Business
Identification Number variable is 0.871, the Halal Product Sales variable is 0.935 and the
Promotion variable is 0.926. All of these Composite reliability values are > 0.70. so that all
variables have good reliability (Khoiriyah et al., 2023; Muhonen et al., 2017; Hasan, 2024).

Validate the Fit Model

The estimated output results of SmartPLS version 4.1.0.9 were compared to the criteria
as stated in the following table in order to perform the fit model test:

Table 15. Results of the Model Fit Test

Rule of Thumb Estimated Values of  Remarks
model Parameters
SRMR Less Than 0.10 0.096 0.096 Fit
d ULS > 0,05 3.021 3.021 Fit
d G > 0,05 1.778 1.778 Fit
Chi-square X2 statistics > x? table 495.296 495.296 > Fit
q 36.415
NFI Close to value 1 0.664 0.664 Fit
GoF 0.1 (small GOF), 0.25 (moderate 0.5336 Fit
GOF), 0.36 (strong GOF)
Q?> 0: Has predictive relevance Q2% Halal Fit
Q? < 0: Lacks predictive relevance. Product Sales
0.208 >0
Q* Predictive 0.02 (Weak) 0.15 (Moderate) 0.35
Relevance (Strong)
Q22 Halal
Label 0.397 >
0

Source: SmartPLS Data Output Version 4.1.0.9, 2025; Processed by researcher, 2025

Table 16. Chi-Square

Chi-square Critical Value

DF (0.05) Remarks
1 3.841

2 5.991

3 7.815
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Chi-square Critical Value

DF (0.05) Remarks
4 9.488
5 11.070
6 12.592
7 14.067
8 15.507
9 16.919
10 18.307
11 19.675
12 21.026
13 22.362
14 23.685
15 24.996
16 26.296
17 27.587
18 28.869
19 30.144
20 31.410
21 32.671
22 33.924
23 35.172

1 N I\ T
25 37.652
26 38.885
27 40.113
28 41.337
29 42.557
30 43.773

Source : Processed by researcher, 2025

Tabel 17. Average variance extracted (AVE)

Variabel Average variance R-square
extracted (AVE) adjusted
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Product Quality (KP)

Label Halal (LH)

Business Identification Number (NIB) 0.65

Halal Product Sales (PPH) 0.777 0.263
Promotion (PM) 0.744

Average 0.6868 0.4145

SQRT formula (average AVE* average R-square

adjusted) for GoF results 0.5336
Source: SmartPLS Data Output Version 4.1.0.9, 2025; Processed by researcher, 2025
Table 18. Q*predict
Variabel Q?predict RMSE MAE
Label Halal (LH) 0.797 0.557
Halal Product Sales (PPH) 0.931 0.643

Source: SmartPLS Data Output Version 4.1.0.9, 2025

Based on the attached SEM-PLS results table, all parameters of the fit model can be
analyzed comprehensively referring to existing academic and theoretical standards, namely:

a. The SRMR value obtained at 0.096 is still below the maximum limit of 0.10, indicating
that the average residual of the model is small enough that the model is declared fit.

b. A d ULS value of 3.021 meets the criteria for a model with a rule of thumb below 5

c. The d_G value of 1.778 also meets the criteria for model compatibility with a rule of
thumb below 5, which means that the model is geometrically and statistically accepted.

d. According to the classification (small: 0.10, moderate: 0.25, strong: 0.36), the model's
GoF (Goodness of Fit) value of 0.5336 indicates that it is extremely strong and capable of
fully explaining the data variations, making it appropriate for additional interpretation in
the context of halal MSMEs in Pangkalpinang (Hasan, 2024; Nasution et al., 2022).

e. Testing the chi-square, the chi-square value of the fit model obtained was 495,296. This
test is compared to the critical values of the chi-square table at the corresponding degree
of freedom and significance; As long as the value is not significantly greater than the
critical value, the model is declared statistically fit.

f. An NFI (Normed Fit Index) of 0.664 also shows that, while not quite ideal, the
constructed model has attained a fairly excellent fit index fit level and is still within
acceptable bounds for complicated social research. The model framework in this study is
relevant and practicable to allow additional investigation, as demonstrated by the
integration of all the fit indices.

g. Finally, the results of Q? Predictive Relevance with a Q? value of Halal Label of 0.397
and Q? of Halal Product Sales of 0.208 indicate that the model has a positive predictive
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relevance (Q* > 0). In the SEM-PLS theory, a positive Q* means that the model has good
predictive capabilities, more than just explaining data, but it can also be used for the
prediction of endogenous variables. The Q? values close to 0.15 and 0.35 are categorized
as moderate to strong, reinforcing the claim that the research model is feasible to use both
theoretically and empirically in examining the MSME halal marketing strategy (Hasan,
2024; Nasution et al., 2022).

Model Struktural (Inner Model)

The relationships between latent variables are described by the inner model in
PLS-SEM, which is then assessed to determine the significance and strength of these
correlations. R Square, Effect Size, and Significance of the association (Hypothesis
Testing) are the three primary components of the evaluation.

In PLS-SEM, R-Square quantifies how effectively a model's latent independent
variables can account for the variability of latent dependent variables. The model's overall
predictive power is indicated by the R2 score. A stronger model at explaining the variance is
indicated by a higher value of R2, which has a range of 0 to 1. These are the analysis's
R-Square values

Table 19. R Square (R?) Test Results

Variabel Dependen R-square R-square adjusted
Label halal (LH) 0.587 0.566
Halal product sales (PPH) 0.310 0.263

Source: SmartPLS Data Output Version 4.1.0.9, 2025

Based on the results of testing on the structural model (Inner Model) using the R
Square value in this study, it was found that the R Square value for the Halal Label (LH)
variable was 0.587 and the Sales of Halal Products (PPH) was 0.310. R Square in SEM-PLS
describes the magnitude of variation that can be explained by the independent variable to the
related endogenous variable in the research model.

The R Square value of 0.587 on the Halal Label indicates that approximately 58.7% of
the variation of the Halal Label can be explained by the variables of product quality,
promotion, and Business Identification Number, while the remaining 41.3% is influenced by
other factors outside the model so that this interpretation is in the moderate to strong category
according to the criteria of Hair et al. as well as the rules described in the theoretical review,
where the R Square value > 0.67 is considered substantial, around 0.33 is considered

moderate, and below 0.19 is weak (Hasan, 2024; Nasution et al., 2022).

On the other hand, the R Square value of 0.310 in Halal Product Sales shows that the
amount of variation in product sales that can be explained by all exogenous variables of this
model is 31%, which is in the moderate category with 69% influenced by external factors.
This indicates that the research model used has been able to make a fairly good contribution
in explaining the relationship between product quality variables, promotions, NIB, and halal
labels to halal MSME sales in Pangkalpinang City.
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F Square (f?) or called Effect size (f?) is used to evaluate the specific impact of
independent variables on the prediction of dependent variables, This measurement is made by
looking at changes in the value of R? after a particular independent variable is removed from
the model. The value of f* is interpreted as small if it is less than 0.02, medium if it is
between 0.02 and 0.15, and large if it is more than 0.35. By calculating f?, researchers can
identify which independent variables have the greatest influence on the dependent variables
in the model, thus providing deeper insights into the dynamics of relationships between latent

variables.
Table 20. Effect size (f?) test results
Product Label Business Halal Promotions
Variabel quality halal identification product sales (PM)

(KP) (LH) number (NIB) (PPH)
Product quality (KP) 0.088 0.000
Label halal (LH) 0.010
Business
identification 0.211 0.009
number (NIB)
Halal product sales
(PPH)
Promotions (PM) 0.032 0.145

Variabel f-square

Product quality (KP) -> halal label (LH) 0.088
Product Quality (KP) -> halal product sales (PPH) 0.000
Halal label (LH) -> halal product sales (PPH) 0.010
Business identification number (NIB) -> halal label (LH) 0.211
Business Identification Number (NIB) -> sales of halal products (PPH) 0.009
Promotion (PM) -> halal label (LH) 0.032
Promotion (PM) -> halal product sales (PPH) 0.145

Source: SmartPLS Data Output Version 4.1.0.9, 2025

Based on the table above test results, it was found that:

a. The effect of Product Quality (KP) on Halal Label (LH) of 0.088 is included in the weak
category,

b. The Effect of Product Quality (KP) on Sales of Halal Products (PPH) with a value of
0.000 is included in the weak category,

c. The effect of Halal Label (LH) on Halal Product Sales (PPH) is also very weak (0.010).
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d. The effect of the Business Identification Number (NIB) on the Halal Label (LH) is the
largest, which is 0.211, classified as moderate.

e. The effect of Business Identification Number (NIB) on Halal Product Sales (PPH) of
0.009 is in the very weak category

f. The effect of Promotion (PM) on Halal Label (LH) of 0.032 tends to be weak

g. The effect of Promotion (PM) on Halal Product Sales (PPH) of 0.145 is close to
moderate.

Significance (Testing of Hypotheses) To ascertain whether correlations between latent
variables in the model may be deemed statistically significant, the significance test of
associations in PLS-SEM was carried out. In order to determine the route coefficient and
associated standard errors, the data is typically resampled using the bootstrapping technique.
The t-statistical or p-value is used to report the results.
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Figure 1. Bootstrapping

As for the calculation, it can be monitored through direct effects, indirect effects, and
total effects.

Direct Effect Hypothesis Testing
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Based on the Path Coefficient Bootstrapping table, the following provides a thorough
and organized explanation for each path coefficient of the Direct Effect hypothesis test, with
a statistical t-value of > 1.96 and a p value of < 0.05. The following table displays the
outcomes of direct effect bootstrapping:

Table 21. Path Coefficient Bootstrapping Direct Effect Result

Path Coefficients Original  Sample Standard t statistics D
sample mean deviation (|O/STDEV|) values Remarks
O) ™M) (STDEYV)

PRODUCT
QUALITY (KP) -> 0.295 0.326 0.183 1.610 0.107  Unproven
HALAL LABEL (LH)

PRODUCT
QUALITY (KP) ->
HALAL PRODUCT
SALES (PPH)

HALAL LABEL (LH)
> HALAL
PRODUCT SALES
(PPH)

BUSINESS
IDENTIFICATION
NUMBER (NIB) ->
HALAL LABEL (LH)

BUSINESS

IDENTIFICATION

NUMBER (NIB) -> 0.125 0.134 0.125 1.000 0.317  Unproven
HALAL PRODUCT

SALES (PPH)

PROMOTION (PM)
> HALAL LABEL 0.140 0.090 0.217 0.646 0.518  Unproven
(LH)

PROMOTION (PM)
-> HALAL
PRODUCT SALES
(PPH)

Source: SmartPLS Data Output Version 4.1.0.9, 2025

0.001 -0.006 0.194 0.006 0.995  Unproven

0.126 0.129 0.163 0.773 0.439  Unproven

0.433 0.456 0.135 Proven

0.394 0.402 0.140 Proven

Indirect Effect Hypothesis Testing

Based on the results of the Bootstrapping Coefficient Path and the statistical T
parameter > 1.96 and P value < 0.05, the Indirect Effect Hypothesis Hypothesis Testing in the
SEM-PLS model evaluated the statistical significance of the following pathways using the
mediation path of halal label variables. The following table displays the outcomes of
bootstrapping the indirect effect:

Table 22. Path Coefficient Bootstrapping Indirect Effect Result
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Original  Sample Standard
Path Coefficients sample mean deviation
O) ™M) (STDEYV)

T statistics P Remarks
(JO/STDEV|)  values

PRODUCT
QUALITY (KP) ->
HALAL PRODUCT
SALES (PPH)

BUSINESS

IDENTIFICATION

NUMBER (NIB) -> 0.055 0.053 0.076 0.719 0472  Unproven
HALAL PRODUCT

SALES (PPH)

PROMOTION (PM)
> HALAL
PRODUCT SALES
(PPH)

Source: SmartPLS Data Output Version 4.1.0.9, 2025
Table 23. Path Coefficient Bootstrapping Specific Indirect Effect Result

0.037 0.051 0.076 0.488 0.625 Unproven

0.018 0.011 0.048 0.365 0.715 Unproven

Original Sample  Standard . .
; . T statistics P
Path Coefficients sample mean deviation (O/STDEV])  values Remarks
()] ™) (STDEYV)

PRODUCT
QUALITY (KP) ->
HALAL LABEL
(LH) > HALAL
PRODUCT SALES
(PPH)

BUSINESS

IDENTIFICATION

NUMBER (NIB) ->

HALAL LABEL 0.055 0.053 0.076 0.719 0.472  Unproven
(LH) > HALAL

PRODUCT SALES

(PPH)

PROMOTION (PM)

-> HALAL LABEL

(LH) -> HALAL 0.018 0.011 0.048 0.365 0.715 Unproven
PRODUCT SALES

(PPH)

Source: SmartPLS Data Output Version 4.1.0.9, 2025

0.037 0.051 0.076 0.488 0.625 Unproven

Total Effect Hypothesis Testing

Based on the outcomes of the Path Coefficient Bootstrapping, each path coefficient of
the Total Effect Hypothesis Testing path is analyzed in the following. A statistical T threshold
of > 1.96 and a significance limit of P < 0.05 were used to interpret each pathway. The

90



N
Proceeding of The Third Annual
International Competition on Scientific
Writing (ACSciting)
Volume 3 No 2026, E-ISSN 3048-0167

following table displays the total effect bootstrapping results:

Table 24. Path Coefficient Bootstrapping Total Effect Result

Path Coefficients Original  Sample Standard T statistics P Remarks
sample mean deviation (|(O/STDEV|)  values
) ™M) (STDEYV)

PRODUCT
QUALITY (KP) -> 0.295 0.326 0.183 1.610 0.107  Unproven
HALAL LABEL (LH)

PRODUCT
QUALITY (KP) ->
HALAL PRODUCT
SALES (PPH)

HALAL LABEL (LH)
> HALAL
PRODUCT SALES
(PPH)

BUSINESS
IDENTIFICATION
NUMBER (NIB) ->
HALAL LABEL (LH)

BUSINESS

IDENTIFICATION

NUMBER (NIB) -> 0.180 0.187 0.142 1.270 0.204  Unproven
HALAL PRODUCT

SALES (PPH)

PROMOTION (PM)
> HALAL LABEL 0.140 0.090 0.217 0.646 0.518  Unproven
(LH)

PROMOTION (PM)
> HALAL
PRODUCT SALES
(PPH)

Source: SmartPLS Data Output Version 4.1.0.9, 2025

0.038 0.044 0.161 0.238 0.812  Unproven

0.126 0.129 0.163 0.773 0.439  Unproven

0.433 0.456 0.135 3.202 0.001 Proven

0.412 0.413 0.138 2.987 0.003 Proven

Hypothesis Testing Conclusion

The following table presents the conclusions of the results of the Hypothesis test that
has been carried out.

Table 25. Research Hypothesis Results

No Hipotesis p value t statistik Conclusion

1 Product Quality is related to the Halal Label in MSME
actors in Pangkalpinang City (direct & total effect)

0.107 1.610 Rejected
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No

Hipotesis

p value

t statistik

Conclusion

2

Product Quality is related to the Sales of Halal Products
in Pangkalpinang City MSME actors (direct effect)

0.995

0.006

Rejected

Product Quality is related to the Sales of Halal Products
to MSME actors in Pangkalpinang City (indirect effect)

0.625

0.488

Rejected

Product Quality is related to the Sales of Halal Products
in Pangkalpinang City MSME actors (total effect)

0.812

0.238

Rejected

Halal Label is related to the sale of Halal Products to
MSME actors in Pangkalpinang City (direct & total
effect)

0.439

0.773

Rejected

Business Identification Number related to Halal Label in
Pangkalpinang City MSME actors (direct & total effect)

0.001

3.202

Accepted

Business Identification Number related to the sale of
Halal Products to MSME actors in Pangkalpinang City
(direct effect)

0.317

1.000

Rejected

Business Identification Number related to the sale of
Halal Products to MSME actors in Pangkalpinang City
(indirect effect)

0.472

0.719

Rejected

Business Identification Number related to the sale of
Halal Products to MSME actors in Pangkalpinang City
(total effect)

0.204

1.270

Rejected

10

Promotion related to Halal Labels for MSME actors in
Pangkalpinang City (direct & total effect)

0.518

0.646

Rejected

11

Promotion related to the sale of Halal Products to
MSME actors in Pangkalpinang City (direct effect)

0.005

2.808

Accepted

12

Promotion related to the sale of Halal Products to
MSME actors in Pangkalpinang City (indirect effect)

0.715

0.365

Rejected

13

Promotion related to the sale of Halal Products to
MSME actors in Pangkalpinang City (total effect)

0.003

2.987

Accepted

14

Product Quality is related to the Sales of Halal Products
with Halal Labels as a mediating variable in MSME
actors in Pangkalpinang City (specific indirect effect)

0.625

0.488

Rejected

15

Business Identification Number is related to the sale of
Halal Products with Halal Labels as a mediation variable
in MSME actors in Pangkalpinang City (specific indirect
effect)

0.472

0.719

Rejected

16

Promosi berhubungan terhadap Penjualan Produk Halal
dengan Label Halal sebagai variable mediasi pada
pelaku UMKM Kota Pangkalpinang (specific indirect
effect)

0.715

0.365

Rejected

Source: SmartPLS Data Output Version 4.1.0.9, 2025
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Based on the results of the test of the research hypothesis, both direct, indirect, specific
indirect, and total effect, there are paths that are statistically declared "related" (accepted),
and there are also those that are "unrelated" (rejected). The acceptance criteria of the
hypothesis were a statistical t > 1.96 and a p value < 0.05, in accordance with the standard of
statistical significance test in the SEM-PLS model.

The hypotheses stated in relation and accepted are:

a. Business Identification Number (NIB) path to Halal Label (LH) both direct and total
effect (t statistic 3.202; p value 0.001). This proves that the formal legality of business
actors (NIB) is empirically very significant and crucial to obtain a halal label. With a
high statistical t (far above 1.96) and a p value well below 0.05, this evidence supports
the theory that the increase in legality status greatly contributes to the governance of
Pangkalpinang's halal MSMEs (Hasan, 2024; Nasution et al., 2022).

b. Promotion Pathway for the Sales of Halal Products is both direct effect (t stat 2.808; p
value 0.005) and total effect (t statistic 2.987; p value 0.003). This finding statistically
confirms the effectiveness of promotion in driving MSME sales results, where the
statistical t exceeds 1.96 and the p value is well below 0.05. This is consistent with the
theory that the right promotion strategy is a significant element in achieving halal MSME
marketing targets (Hasan, 2024; Khoiriyah et al., 2023).

4. CONCLUSION

The main conclusion of this study is that the sales of MSME food and beverage
products in Pangkalpinang City are not only determined by the aspects of the classic
marketing mix, but also greatly influenced by the dimension of business legality and the
context of halal products which are increasingly strategic in a market where the majority of
consumers are Muslim. Empirical findings show that product quality, promotion, and the
existence of a Business Identification Number (NIB) contribute differently to sales, both
directly and through halal labels as intervening variables, so that the relationship between
variables is not simple linear, but forms a complex influence structure in the framework of
halal MSME marketing. It can be explained as follows:

1. Product quality variables do not have a positive and significant effect on the direct
relationship with the sales of food and beverage products to MSME actors in
Pangkalpinang City. As a result of the calculations that have been carried out, the product
quality hypothesis related to the sale of food and beverage products to MSME actors in
Pangkalpinang City is rejected.

2. Variabel promosi memberi pengaruh positif dan signikan pada hubungan langsung
terhadap penjualan produk makanan dan minuman pada pelaku UMKM Kota
Pangkalpinang. Hasil perhitungan yang sudah dilaksanakan, maka Hipotesis promosi
berhubungan terhadap penjualan produk makanan dan minuman pada pelaku UMKM
Kota Pangkalpinang diterima.

3. The variable of the existence of the Business Identification Number (NIB) does not have
a positive and significant effect on the direct relationship with the sale of food and
beverage products to MSME actors in Pangkalpinang City. As a result of the calculations
that have been carried out, the hypothesis of the existence of a Business Identification
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10.

Number (NIB) related to the sale of food and beverage products to MSME actors in
Pangkalpinang City is rejected.

Product quality variables do not have a positive and significant effect on the direct
relationship with halal labels in Pangkalpinang City MSME actors. As a result of the
calculations that have been carried out, the hypothesis of product quality related to halal
labels in Pangkalpinang City MSME actors is rejected.

The promotion variable does not have a positive and significant effect on the direct
relationship with halal labels in MSME actors in Pangkalpinang City. As a result of the
calculation that has been carried out, the promotion hypothesis related to halal labels in
Pangkalpinang City MSME actors is rejected.

The variable of the existence of the Business Identification Number (NIB) has a positive
and significant effect on the direct relationship with the halal label in Pangkalpinang City
MSME actors. As a result of the calculations that have been carried out, the hypothesis of
the existence of a Business Identification Number (NIB) related to the halal label in
Pangkalpinang City MSME actors is accepted.

The halal label variable as an intervening variable does not have a positive and significant
effect on the direct relationship with the sales of food and beverage products to MSME
actors in Pangkalpinang City. As a result of the calculations that have been carried out,
the halal label hypothesis as an intervening variable related to the sale of food and
beverage products to MSME actors in Pangkalpinang City is rejected.

Product quality variables do not have a positive and significant effect on the indirect
relationship with the sale of food and beverage products through halal labels as an
intervening variable in Pangkalpinang City MSME actors. As a result of the calculations
that have been carried out, the hypothesis of product quality indirectly related to the sale
of food and beverage products through halal labels as an intervening variable in
Pangkalpinang City MSME actors is rejected.

The promotion variable does not have a positive and significant effect on the indirect
relationship with the sale of food and beverage products through halal labels as an
intervening variable in Pangkalpinang City MSME actors. As a result of the calculations
that have been carried out, the promotion hypothesis is indirectly related to the sale of
food and beverage products through halal labels as a variable intervening in MSME
actors in Pangkalpinang City is rejected.

The variable of the existence of a Business Identification Number (NIB) does not have a
positive and significant effect on the indirect relationship with the sale of food and
beverage products through halal labels as an intervening variable in Pangkalpinang City
MSME actors. As a result of the calculations that have been carried out, the hypothesis of
the existence of a Business Identification Number (NIB) indirectly related to the sale of
food and beverage products through halal labels as a variable intervening in
Pangkalpinang City MSME actors is rejected.

Based on these limitations, further research directions are suggested on several

development paths.

1.

Expanding geographic coverage through multi-city or cross-provincial designs, as well as
the application of longitudinal designs, will allow testing the stability of intervariable
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relationships, observing the effects of mandatory halal policies over time, and identifying
stronger causal patterns.

2. Enrichment of the model with behavioral and contextual variables such as religiosity,
halal literacy, institutional belief, risk perception, price, and distribution is needed to test
the possibilities of mediation and moderation that explain why halal labels have not yet
emerged strong as mediators in the current context.

3. A mixed methods approach with in-depth interviews with MSME actors, consumers, and
policy stakeholders can uncover practical obstacles in the management of NIB and halal
certification, as well as map the most effective halal value communication strategies in
local market segments.

4. Field experiments or quasi-experiments on digital promotion channels such as A/B testing
of halal educational content versus discount content can measure the causal impact of
communication strategies on purchase intent and sales conversion, as well as assess
whether halal education increases the mediating role of halal labels in the short and
medium term.

5. More granular measurement of product quality with process indicators (raw materials,
hygiene, production SOPs) and proof of compliance (quality record) allows for the testing
of conceptual pathways that operational quality facilitates halal certification and
ultimately strengthens sales through market trust.

6. On the policy dimension, evaluative studies that assess the effectiveness of NIB
mentoring programs and halal certification (speed, cost, adoption rate) will help formulate
evidence-based interventions that close the gap between formal legitimacy and the
commercial impact felt by MSMEs.

Thus, further research is expected to be able to strengthen the theoretical foundation
and empirical evidence regarding the interaction of the marketing mix, business legality, and
halal in the MSME ecosystem, as well as provide more precise practical recommendations for
improving sales performance and strengthening the regional halal economy. If the next
researcher integrates longitudinal design, behavioral-contextual variables, mixed methods,
and digital promotion experiments, then the role of the halal label as a variable of strategic
value will not only be read as normative legitimacy, but also as a real commercial lever in the
market.
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NOVELTY

The uniqueness of this research lies in its integrative approach that simultaneously
examines the influence of product quality, promotion, and NIB on the sale of halal food and
beverage products with halal labels as an intervening variable in the context of MSMEs in
Pangkalpinang City.

This approach allows for a more holistic understanding of the factors that affect the
success of halal product marketing in MSMEs, which has not been widely done in previous
studies. With a focus on MSMEs, this research makes an important practical and academic
contribution to the development of effective and sustainable marketing strategies in sectors
that have a strategic role in the Indonesian economy.
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