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Abstract: The demand for the global halal cosmetics market is anticipated to reach USD 53 

billion by the end of 2023. The increase of worldwide Muslim population along with their 

responsiveness to religious obligation, a consciousness of the cosmetic ingredients, process 

and packaging and the rising awareness about the percutaneous essence of conventional 

cosmetic products has made purchasers shift to “halal” cosmetics. Malaysia is one of the 

countries that provides full support to promote the “halal” certification process. Products 

certified “halal” by JAKIM are Halal products as they are safe to purchase, nutritious and the 

products are quality controlled. Parallel to that, the purpose of this research is to determine 

the halal cosmetic purchase intention among Muslim women in West Malaysia. As 

aforementioned, this study has identified five factors that influence purchasers’ intention in 

purchasing halal cosmetic products. These factors served as independent variables namely 

functional value, conditional value, social value, epistemic value and emotional value which 

are guided by the Theory of Consumption Value (TCV). This research employed a structured 

online survey targeting approximately 400 Muslim women from the age of 16 to 60 years old 

in West Malaysia. Data obtained were analysed using Partial Least Square-Structural 

Equation Modelling (PLS-SEM). The findings revealed that conditional value, emotional 

value and epistemic value are positively and significantly related to the halal cosmetic 

purchase intention. On the other hand, functional value and social value are discovered to be 

insignificantly related to the intention to purchase halal cosmetic products. Practically, the 

findings will be beneficial to halal cosmetic manufacturers in determining consumer purchase 

intention. In terms of socio-economic, this study offers insight on halal cosmetic market and 

feedback from the Muslim community on halal cosmetic products. Theoretically, this study 

provides a comprehensive theoretical framework on the intention to purchase halal cosmetic 

products. 
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1. Introduction 

The Muslim population all over the world is increasing over time. The Muslim 

population in Malaysia is taking up around 65 % of the total population and is forecasted to 

be increasing in the future. Owing to this, demands and consumptions of Halal products are 

also increasing. One of the current demands and consumptions of Halal products is Halal 

cosmetics (Norafni et al., 2015). In today’s world, Muslims comprise one of the biggest world 

markets for Halal products (Hajipour et al., 2015). 

The new term of Halal cosmetics was urbanised in recent years, yet some of the Muslims 

in Islamic countries including Malaysia are still unfamiliar with these Halal cosmetic 

products as they only recognise the Halal term just for food and beverage products; not for 

cosmetic and healthcare products. Previous research has been carried out by Ajitha and 

Sivakumar (2017), Ambali and Bakar (2014), Aziz and Wahab (2013), Jalil et al. (2018), and 

Ruslan et al. (2018) on Halal food, but lack of study is focused on Halal cosmetic products 

which currently catch the purchasers’ and manufacturers’ attention. 

 Besides, the attitude to use cosmetics is changing from conventional cosmetic products 

to halal cosmetic products. At present, most women emphasise the importance of personal 

grooming. This also includes working women and those who are having higher incomes who 

often interested to buy cosmetic products (Hassali et al., 2015). 

Therefore, this study is carried out to determine the intention of Muslim women in West 

Malaysia in purchasing Halal cosmetic products. 

 

Halal Cosmetic Industries in Malaysia 

The Halal term refers to what is allowed or permissible by the Shariah law. It is the basic 

requirement for Muslims to adhere to, which can consist of foods and goods consumed or/and 

used in daily life. Cosmetic products are also included as the materials, ingredients used, 

usage of raw materials right up to the marketing, and delivery of products to purchasers must 

be in halal aspect guidance. It also emphasises the safety and product efficacy evaluation. 

Thus, halal cosmetic standards, halal certification and halal logo can be applied as guidelines 

for halal compliances (Hashim & Mat Hashim, 2013). 

Malaysia established the Halal Industry Development Corporation (HDC) to develop 

and facilitate the halal industry. In fact, manufacturers must follow several requirements that 

are restricted mostly from the ingredients until the packing to ensure they are categorised as 

halal products that can be consumed by Muslims (Aziz & Wahab, 2013). 

In 2006, Malaysia started following a holistic approach towards being halal because 

Malaysia realised that the halal sector would be a new contributing factor for the economic 

growth in the country. Besides, Malaysia is one of the early countries that moved towards 

Halal cosmetics. From 2006 to 2010, Malaysia has synchronised its strategies on developing 

halal products and enhancing the service industries (Salleh & Hussin, 2013). The growth of 

halal cosmetic products can be seen from the Malaysian halal cosmetics and personal care 

export value for 2017 that rose to RM2.9 billion.  
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Halal Certification in Malaysia 

Malaysia is the only country that provides full support in promoting halal certification 

process on its products and services. Halal is urged by the Shariah Law. In Malaysia, the 

agency which is vital and plays a major role in handling halal certification is the Department 

of Islamic Development Malaysia (JAKIM). Products certified by JAKIM are halal and safe 

to purchase as they are also supported for their nutrients and quality (HIDC, 2017). 

For cosmetic and personal care products which also require halal certification, the 

products must comply with the standard of MS 2200:2008 purchaser goods requirements.  

According to MS 2200:2008 purchaser goods guidelines and requirements, cosmetic 

products must be safe and non-hazardous to the purchasers. 

Apart from it, these products must comply with the Shariah law. In brief, halal cosmetic 

products should not contain any human parts as ingredients; should not contain any animal 

that is prohibited to Muslims or has not been slaughtered according to Shariah law; no 

genetically modified organism (GMO) which is decreed as najs; no alcohols used from 

alcoholic beverages (khamar); no contamination during preparation, processing, 

manufacturing and storage, and they should be safe for purchasers (Salleh & Hussin, 2013). 

Hence, for halal cosmetic products, the formulation and the quality of the products must 

comply with the Islamic requirements and also the requirements of the National 

Pharmaceutical Control Bureau, Ministry of Health Malaysia. 

This study is organised in the following manner. The next section includes a literature 

review followed by the theory of consumption behaviour. Subsequently, it describes the 

methodology and results of this study. The conclusion is made at the end of this paper. 

 

2. Literature Review 

This study applied the Theory of Consumption Value (TCV) developed by Sheth et al. 

(1991) for the formation of the conceptual framework. According to Sheth et al. (1991), the 

Theory of Consumption Values (TCV) generally explains why purchasers make their 

choices. 

This theory is centrally connected to five main values, specifically via (i) Functional 

value (ii) Conditional value (iii) Social value (iv) Emotional value and (v) Epistemic value 

towards purchasing intention on halal cosmetic products. Functional value is acquired from 

the utilitarian or physical performance, and this is reflected in the characteristics of the 

products such as the price, durability and reliability of the products. 

In a recent paper, Yeo et al. (2016) treated functional value via (i) quality value and (ii) 

price value. The quality value is articulated by the quality and texture of the cosmetic product 

itself. Whereas, price value is described as the reference price for customers to consider when 

buying halal cosmetic products. Similarly, Hashim and Musa (2014) have also found that the 

price, the content of the products, packaging and Halal logo from JAKIM are the most 

influencing factors for customers to purchase halal cosmetic products.  

 



J Halal Ind Serv 2020; 3(1): a0000092. 4 of 16 

 

The durability of cosmetic products often refers to the minimum date of the products 

once unsealed. Furthermore, there are certain conditions such as (i) storing under appropriate 

conditions (ii) making non-mandatory for products to be used more than 30 months and (iii) 

labelling using symbols on the “minimum date” + expiry date (month and year, or the day, 

month and year) also uphold the condition of the products. It is also vital for customers to be 

aware of the period time after unsealing the products to ensure the products are safe to use 

without causing harm to the customers. Labadie (2012) suggested that reading the labels of 

cosmetic products is the best solution to identify if the product complies with the new 

European Regulation on Cosmetic products which came into effect in 2013. 

The reliability of cosmetic products depends on the halal cosmetic certification. 

Unsurprisingly, Rahman et al. (2015) identified the reliability of halal cosmetic products is 

highly dependent on the Halal label and Halal logo printed on the outer layer of the products. 

Annabi and Obe (2017) studied if halal certification assured the quality of halal cosmetic 

products in the United Kingdom. Unfortunately, the research underpinned that there is a 

failure to adopt a holistic halal terminology in the industry of halal cosmetics in the United 

Kingdom. In Malaysia, the reliability of Malaysian Halal Cosmetic products does agree with 

the Halal Cosmetic Standards as announced by the Malaysian government in June 2010 due 

to the major concern of Halal Cosmetic Standards which reflects on cosmetic ingredients and 

materials used in Halal cosmetic products (Aoun & Tournois, 2015). 

Additionally, conditional value derives from a specific condition of using particular 

products. Baumann (2012) posited that purchasers should avoid buying and using wrong 

cosmetic products without seeking any advice from cosmetic dermatologists. The drawbacks 

of using wrong cosmetic products can cause several skin problems such as allergies, 

melasma, and skin cancer. Nevertheless, in this study, the following indicators are 

recommended (i) purchasing halal cosmetics for weddings (ii) attending special occasions 

and (iii) purchasing it as gifts, to be considered as the measurements for conditional value. 

Next, social value is identified by demographic factors, cultural influences and social-

ethnic groups. Ajitha and Sivakumar (2017) revealed social status is symbolised by 

purchasers’ desire to ensure their social presence through the consumption of luxury brands 

will satisfy their needs to be accepted within professional visibility. Kim et al. (2013) and 

Rahim et al. (2015) used demographic indicators such as religion, monthly income, monthly 

spending on cosmetic products and make-up occasions for measuring Halal cosmetic 

products. In the same vein, Bonne et al. (2007) noticed religion as a very important motivator 

for the halal cosmetic market. Briliana and Mursito (2017) embraced that religion plays an 

influential factor that influences customers’ attitude and intention in purchasing halal 

cosmetic products. They also confirmed that multi-religion societies like Indonesian Muslims 

are more conscious of halal and permitted products. Briliana and Mursito (2017) assessed the 

cultural factor by using in-depth interviews and surveys for both purchasers and producers. 

The application of social-ethnic group indicator could be seen in the work by Mukhtar and 

Butt (2012). Mukhtar and Butt (2012) confirmed the difference between Muslim purchasers 

and Western purchasers is based on local culture which includes names, symbols and also 

the particular brands of Halal cosmetic products. 

On the other hand, emotional value is associated with the extrinsic aspect of consumption 

in terms of the ability of the products to affect the buyers’ emotional conditions. Thus, our 
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studies have identified that the emotional value of purchasers is related to being confident, 

happy, intelligent, satisfied and also guilty. This can be measured through questionnaire items 

such as (i) I am happy to use the Halal cosmetic products most of the time (ii) I feel confident 

to choose Halal cosmetic products (iii) I feel satisfied if I use Halal cosmetics (iv) I make my 

decision according to my feelings (v) I feel excited to use Halal cosmetic products. Our 

choices of emotional value indicator were based on the study by Rahman et al. (2015) because 

of their dependent variable is also into the intention to purchase Halal cosmetic products. 

This was reflected in their questionnaires for the attitudes towards Halal cosmetics. Questions 

were asked to the respondents which included (i) I like to choose Halal cosmetic products (ii) 

I always look for Halal label when I buy cosmetic products (iii) Halal cosmetic products are 

important (iv) Using Halal cosmetic products is my own choice and (iv) Most people who 

are important to me use Halal cosmetic products. Rahman et al. (2015) identified the intention 

in purchasing Halal cosmetic products was mainly derived from the following questions such 

as (i) I am willing to pay more for cosmetic products with an authentic Halal logo (ii) I am 

willing to wait longer to buy cosmetic products with an authentic Halal logo (iii) I am willing 

to shop around to buy cosmetic products with an authentic Halal logo (iv) I am willing to 

travel a long distance to buy cosmetic products with an authentic Halal logo and (v) I intend 

to purchase Halal cosmetic products in the near future. Last but not least, epistemic value 

requires the products to create and arouse curiosity or purchasers’ propensity to adopt new 

products. 

Based on the theory, the research framework was formed as Figure 1 below. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework 
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Thus, the hypotheses were formed as below: 

 H1: There are significant relationships between functional value and intention in purchasing 

Halal cosmetic products.  

 H2: There are significant relationships between conditional value and intention in purchasing 

Halal cosmetic products. 

 H3: There are significant relationships between social value and intention in purchasing Halal 

cosmetic products. 

 H4: There are significant relationships between emotional value and intention in purchasing 

Halal cosmetic products. 

 H5: There are significant relationships between epistemic value and intention in purchasing 

Halal cosmetic products. 

 

3. Methodology 

The data were collected through a survey using a structured questionnaire. Academic 

and admin staff in Universiti Tunku Abdul Rahman (UTAR) carried out the survey. A total 

of 500 questionnaires was distributed through convenience sampling. As a result, a total of 

278 completed questionnaire sets was successfully collected. The gathered questionnaires 

were keyed in into the SPSS software to access the demographic information of the 

respondents as summarised in Table 2. The survey instrument was developed by adopting 

validated questions used in previous studies which were assessed using the 5-point Likert 

scale. The questionnaire comprising two sections was used in this study. Section A consists 

of respondents’ details such as age, status, occupation, educational level, income level, 

monthly expenses on purchasing halal cosmetic products, frequency of buying halal cosmetic 

products and the duration of usage of these products. Section B consists of 20 measurement 

items; 3 items for functional value constructs; 3 items for conditional value constructs; 4 

items for social value constructs; 4 items for emotional value constructs; 3 items for epistemic 

value constructs; 3 items for the intention of purchasing halal cosmetic products as dependent 

variables. All measurement items are explained in Table 1. 

 

4. Results 

The empirical result consisted of an online survey which obtained 278 total responses from 

June to October 2018. As shown in Table 2, 64.03 % of the respondents were married ranging 

from the age of 25 to 38 years old.  More than 49 % of respondents hold an executive level 

with the income of more than RM 4000 per month. These respondents purchase halal 

cosmetic products more than twice in a year.



J Halal Ind Serv 2020; 3(1): a0000092.          7 of 16 

 

   

Table 1. Measurement Items   

Constructs Items   

Conditional value CV1 I am using Halal cosmetic products for my special occasions. 

  CV2 I purchase Halal cosmetic products as gifts. 

  CV3 I will only purchase Halal cosmetic products which are verified by Jabatan Kemajuan Islam Malaysia (JAKIM). 

Emotional value EM1 I am happy to use Halal cosmetic products most of the time. 

  EM2 I feel confident to choose Halal cosmetic products. 

  EM3 I feel satisfied if I use Halal cosmetic products. 

  EM4 I make my decision according to my feelings. 

Epistemic value EP1 It is important for me to know the ingredients of Halal cosmetic products. 

  EP2 I will gather reliable information about different Halal cosmetic products before purchasing. 

  EP3 I often search for the latest information about Halal cosmetic products. 

Functional value FV1 Halal cosmetics are perceived to be safe. 

  FV2 Some Halal cosmetic products could be purchased online. 

  FV3 I am willing to spend on expensive Halal cosmetic products. 

Intention to Purchase Halal cosmetics INT1 I will try to use Halal cosmetic products in the near future. 

  INT2 I like to shop around looking for cosmetic products with an authentic Halal logo. 

  INT3 I intend to purchase Halal cosmetic products in the future. 

Social value SV1 I like the idea of using Halal cosmetic products.  

  SV2 People around me will influence my preferences on Halal cosmetic products. 

  SV3 I spend little time exploring how to use new Halal cosmetic products. 

  SV4 I am hesitant to try out new Halal cosmetic products. 
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Table 2. Descriptive analysis on the respondents’ profile 

  N Percentage 

Age     

16 – 24 years 20 7.19 

25 – 31 years 80 28.78 

32 – 38 years 106 38.13 

39 – 45 years 42 15.11 

46 – 50 years 18 6.47 

More than 50 years 12 4.32 

      

Status     

Single 100 35.97 

Married 178 64.03 

      

Highest Education Level     

SPM and below 4 1.44 

STPM/Diploma 24 8.63 

Degree 112 40.29 

Master 118 42.45 

PhD 20 7.19 

      

Monthly Income     

Less than RM 1,000 14 5.04 

RM 1,001 – RM 2,000 16 5.76 

RM 2,001 – RM 3,000 36 12.95 

RM 3,001 – RM 4,000 50 17.99 

RM 4,001 – RM 5,000 76 27.34 

RM 5,001 – RM 6,000 56 20.14 

RM 6,000 and above 30 10.79 

      

Occupation     

Student 14 5.04 

Housewife 8 2.88 

Non-Executive 78 28.06 

Executive 138 49.64 

Managerial 40 14.39 
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  N Percentage 

Monthly expenses for Halal 

Cosmetic products 
    

Less than RM 100 128 46.04 

RM 101 – RM 200 96 34.53 

RM 201 – RM 300 40 14.39 

More than RM 400 14 5.04 

      

Frequency of buying Halal 

Cosmetic products per year 
    

1 52 18.71 

2 38 13.67 

3 70 25.18 

4 28 10.07 

5 and more 90 32.37 

      

Duration of usage     

Less than 3 months 48 17.27 

3 months – 6 months 110 39.57 

6 months – 1 year 62 22.3 

More than 1 year 58 20.86 

 

Data were analysed and interpreted in two stages. The measurement model was used in the 

first stage, while the structural model was used in the second stage. The measurement model 

evaluated the relations between observed items and latent variables. The measurement 

variable model examined through the assessment of the validity and reliability of the 

construct measures in the model. This is to ensure that only reliable and validated construct 

measures were used to assess the nature of relationships in the overall model. 
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Figure 2. Factor loading in measurement model. 

Measurement Model 

Convergent validity 

The convergent validity was tested as it is the agreement to which the multiple items that 

were used to be measured. As suggested by Hair et al. (2010), factor loading, composite 

reliability and average variance extracted were the indicators used to access the convergent 

validity. The loading of all items exceeded the recommended value of 0.6 (Chin et al., 1997). 

The composite reliability (see Table 3), which is depicted in the degree to which the construct 

indicator indicated the latent construct, ranged from 0.712 to 0.946, which exceeded the 

recommended value of 0.7 (Hair et al., 2010). The average variance extracted, which 

reflected the overall amount of variance in the indicators accounted by the latent constructs, 

were in the range of 0.650 to 0.825, which exceeded the recommended value of 0.5 (Hair et 

al., 2010).  
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Table 3. Factor loading and reliability 

Items Factor Loading  
Composite 

Reliability  

Average 

Variance 

Extracted 

Cronbach 

Alpha 

CV1 0.802 0.847 0.650 0.729 

CV2 0.859       

CV3 0.753       

EM1 0.925 0.958 0.850 0.941 

EM2 0.946       

EM3 0.937       

EM4 0.878       

EP1 0.757 0.878 0.708 0.790 

EP2 0.899       

EP3 0.861       

FV1 0.712 0.850 0.656 0.740 

FV2 0.821       

FV3 0.888       

INT1 0.926 0.934 0.825 0.893 

INT2 0.870       

INT3 0.927       

SV1 0.884 0.887 0.663 0.830 

SV2 0.762       

SV3 0.871       

SV4 0.729       

 

Discriminant validity  

Discriminant validity is the extent to which the measures do not reflect other variables 

and it is indicated by low correlations between variables by examining and comparing the 

average variance extracted (AVE). Based on the formula by Fornell and Larker (1981), it is 

required that the square root for each construct’s average variance extracted (AVE) is to be 

higher than all its correlation with other constructs. As shown in Table 4, the squared 

correlations for each construct were less than the square root of the average variance 

extracted. This further indicated that inferred constructs have a good level of validity. 

Furthermore, Table 5 below shows the output from heterotrait-monotrait (HTMT) analysis. 

If the HTMT value is greater than the value of 0.85 (Kline, 2011), there is a problem of 

discriminant validity. All the HTMT values in Table 5 are below than 0.85, it shows that 

collinearity problems are free from this study.  
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Table 4. Inter-construct correlation 

  
Conditional 

Value 

Emotional 

Value 

Epistemic 

Value 

Functional 

Value 
Intention  

Social 

Value 

Conditional 

Value 
0.806      

Emotional Value 0.631 0.922     

Epistemic Value 0.580 0.648 0.841    

Functional 

Value 
0.539 0.587 0.513 0.810   

Intention  0.620 0.727 0.719 0.489 0.908  

Social Value 0.535 0.738 0.579 0.555 0.609 0.814 

 

 

Table 5. HTMT results 

  
Conditional 

Value 

Emotional 

Value 

Epistemic 

Value 

Functional 

Value 
Intention  

Social 

Value 

Conditional 

Value 
            

Emotional Value 0.763           

Epistemic Value 0.767 0.754         

Functional Value 0.727 0.700 0.666       

Intention  0.762 0.793 0.842 0.585     

Social Value 0.673 0.823 0.703 0.675 0.690 -  

 

 

Structural Model 

Once the reliability and the validity of the measures were assured, the path 

coefficients were reported based on the results of a PLS structural model. Table 6 shows the 

significance in the path coefficients. The t-value can be compared with the critical value from 

the standard normal distribution to decide if the coefficients are significantly different from 

zero. For instance, the critical value for significant levels of 5 % probability of error is 1.96 

(two-tailed test). In this study, the results revealed that conditional value, emotional value 

and epistemic value significantly affected the intention of purchasing halal cosmetic 

products.  
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Table 6. Summary of the structural model 

Description  Hypothesis Path Coefficient  T-

Value 

Result 

Functional Value -> Intention  H1 -0.034 0.677 Not supported 

Conditional Value -> Intention  H2 0.162 3.294* Supported  

Social Value -> Intention  H3 0.060 0.754 Not supported 

Emotional Value -> Intention  H4 0.357 3.899* Supported  

Epistemic Value -> Intention  H5 0.377 5.162* Supported  

*p≤0.05 

 

5. Discussion 

The findings showed that conditional value, emotional value and epistemic value 

contributed positively and significantly on the intention to purchase halal cosmetic products. 

On the other hand, functional value and social value did not contribute significantly on the 

intention to purchase halal cosmetic products. The positive significant association between 

conditional value and intention to purchase a product is in line with the research findings 

conducted by Mohd Noor and Wen (2016). With regard to this study, it revealed that people 

intended to purchase halal cosmetic products for special occasions and with the condition 

that the products are Halal-certified by authorised bodies. This is an assurance that the 

products have been thoroughly examined in accordance with the rules and regulations.  

 

Furthermore, the outcome on the positive correlation between emotional value and 

intention to purchase a product is consistent with the research findings by Asshidin et al. 

(2015). The possible justification found that purchasers perceived fulfilling their happiness 

and satisfaction from their intention to purchase halal cosmetic products. Additionally, 

purchasing halal cosmetic products accomplishes one of the Muslims’ obligations. 

Subsequently, the positive significant results on epistemic value and purchase intention are 

parallel with the research findings by Hur, Yoo and Chung (2012) as they created high 

curiosity when halal cosmetic products were newly introduced in the market. People purchase 

these products to gain more information. On the other hand, functional value is not significant 

on the intention to purchase Halal cosmetic products. These findings were consistent with 

the research findings of Yang et al. (2017) as it is interpreted that the function of long-lasting 

cosmetics, safety and quality of the products do not influence customers’ purchase intention.  

 

In the same disposition, the social value was found not contributing significantly on 

the purchasing intention. Indirectly, it showed that customers are not influenced by family, 

friends and media advertisement to purchase halal cosmetic products. Customers are more 

concerned about gratifying their Muslim responsibility to purchase Halal products rather than 

following social attraction in accordance with their surroundings. This shows that other 
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components of social influences such as cultural influence across social-ethnic groups affect 

the intention to purchase Halal cosmetic products as found in the studies by Ajitha and 

Sivakumar (2017), Kim et al. (2013) and Rahim, Shafii and Shahwan (2015). Hence, the 

study proves that conditional value, emotional value and epistemic value influence the 

Muslim women’s intention to purchase Halal cosmetic products. 

 

6. Conclusions 

Currently, the trend of Halal cosmetic products in the global industry is blooming. 

Thus, producing Halal cosmetic products has drawn many cosmetic manufacturers’ attention. 

The manufacturers need to be alert on the current trend of Halal cosmetic products to remain 

in this industry. Based on the findings from this study, conditional value is significant on the 

intention to purchase Halal cosmetics. This implies that manufacturers should produce 

cosmetics that are certified by an authorised body such as JAKIM.  Existing and potential 

customers will be more confident if the products are certified by an authorised body. The 

usage of the certification of Halal cosmetic products should be monitored to avoid any 

misuse. This is consistent with the outcome that epistemic value has a significant relationship 

with the purchase intention. The procedures, guidelines and regulations on producing and 

packaging the Halal cosmetic products should be transparent to enable the public to receive 

precise and up-to-date information.  In conjunction with the finding on the positive 

relationship between emotional value and intention to purchase a product, managers should 

offer the Halal cosmetic products that are satisfying and convenient to the consumers. For 

example, the managers may offer an easy wash cosmetic product as it leads to convenience 

in performing ablution. Coupled with that, they may introduce cosmetic products that can be 

applied during Muslim prayers after considering the solat regulations. The innovation and 

development in introducing halal cosmetic products will benefit the Halal market industry 

and consumers. 
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