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Abstract

This study examines the influence of halal logistics attributes and service quality on
consumers’ intention to adopt halal logistics services, considering the mediating roles
of emotional and functional values. Although previous studies have discussed halal
logistics adoption from operational or religious perspectives, limited research integrates
both emotional and functional value mechanisms within a single structural model,
particularly in the Indonesian context. This study employs an explanatory quantitative
approach using Structural Equation Modelling-Partial Least Squares (SEM-PLS) with
data collected from 200 consumers who had used halal logistics services in the last six
months. The results indicate that service quality significantly influences both emotional
and functional values, while halal logistics attributes mainly affect emotional value.
Furthermore, both emotional and functional values play important mediating roles in
shaping adoption intention. These findings emphasize that halal compliance must be
accompanied by high service performance to strengthen consumers' value perceptions
and encourage wider adoption. This study contributes to halal logistics literature by
highlighting value-based pathways in consumers' decision-making and offers practical
implications for logistics providers and policymakers in developing a sustainable halal
logistics ecosystem. Specifically, this study extends customer perceived value theory
by empirically demonstrating the simultaneous mediating roles of emotional and
functional values in the context of halal logistics adoption.

Keywords: halal logistics, service quality, emotional value, functional value, adoption
intention, SEM-PLS

INTRODUCTION

Indonesia as a country with the largest Muslim population in the world and the largest economy in Southeast
Asia, faces major challenges in the logistics sector. One of the main challenges is the high national logistics cost,
which has consistently recorded above 14% of Gross Domestic Product (GDP) in the last five years (Amin et al.,
2024). In comparison, average logistics costs in ASEAN countries such as Thailand and Malaysia range from 11-12%,
and only 8% in Singapore (Santoso et al., 2021). This disparity indicates the urgency to improve the efficiency of the
national logistics system as a whole.

Furthermore, in the 2023 Logistics Performance Index (LPI) released by the World Bank, Indonesia ranks
60th out of 139 countries. This low ranking is largely due to structural issues such as limited port to hinterland
connectivity, high dependence on land transportation (87%), and low quality of delivery services in areas outside Java,
especially Eastern Indonesia (Santoso et al., 2025). A study by Budiman & William (2025) shows that the logistics
cost of shipping goods to Papua can be twice that of intercity shipments in Java, due to limited multimodal routes and
the lack of integration of distribution systems. In the context of digital transformation and the growth of e-commerce,
this challenge becomes even more pressing. Indonesia is currently among the top 10 e-commerce markets in the world,
with the dominance of MSME players as the main sellers (Sutrisno & Nainggolan, 2025). Unfortunately, this growth
has not been fully supported by reliable and trustworthy logistics infrastructure. Notes that around 60% of e-commerce
consumers' complaints in Indonesia stem from late deliveries and damaged goods, signalling the low quality of
logistics services underlying the national e-commerce system (Bening et al., 2023).

One strategic approach that is starting to be looked at is the development of halal logistics, which not only
guarantees the “halalness” of products in sharia, but also answers consumers' needs for a clean, transparent, and
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reliable logistics system (Aslan, 2023; Adhiwibowo et al., 2025). The study by Tumiwa et al. (2023) underlines that
the implementation of halal logistics can be a driver of efficiency because it demands traceability, strict segregation,
and the adoption of technologies such as the Internet of Things (IoT) and blockchain to ensure the integrity of
information throughout the supply chain (Vanany et al., 2024). Unfortunately, the adoption of halal logistics in
Indonesia is still relatively low, either due to infrastructure limitations, low awareness, or consumer doubts about the
validity of halal claims from logistics service providers (Saribanon & Setiawan, 2023).

Previous research has identified various determinants in the adoption of halal logistics. Muslih et al. (2025)
emphasized the importance of halal logistics attributes such as clarity of certification and separation of facilities in
shaping consumers' emotional perceptions. On the other hand, Kurniawan et al. (2023) highlighted that logistics
service quality, including speed and accuracy of delivery, shapes the perception of functional value that is crucial in
adoption decisions. However, there are still a few studies that combine aspects of emotional value and functional value
simultaneously in shaping the adoption intention of halal logistics, especially in Indonesia (Noor, 2025; Pratiwi et al.,
2024). This gap indicates the need to develop a conceptual model that integrates these two value pathways as key
mediators in consumer decision-making towards halal logistics services.

In addition, not many studies have linked the halal logistics discourse to the context of government policy
initiatives, such as Government Regulation No. 39 of 2021 concerning the Implementation of the Halal Product
Guarantee Sector and the National Halal Industry Master Plan (Prakoso et al., 2023). In fact, this regulation is an
important catalyst in building a halal logistics ecosystem based on infrastructure, technology, and adaptive
governance. Based on these conditions, this study is designed to fill the existing scientific gap by empirically
examining the effect of halal logistics attributes and logistics service quality on halal logistics adoption intentions,
through the mediating role of emotional value and functional value, using the SEM-PLS approach.

Based on these conditions, this study formulates several research questions to close the existing knowledge
gap. The first question examines how halal logistics attributes influence consumers’ emotional value. The second
question explores how service quality shapes both emotional and functional value. The third question investigates
whether emotional and functional value mediate the relationship between these factors and adoption intention.
Together, these questions aim to provide a comprehensive explanation of the value-based pathways affecting halal
logistics adoption.

Accordingly, the purpose of this study is to analyze the effects of halal logistics attributes and service quality
on consumers’ intention to adopt halal logistics services. The study also aims to examine the mediating roles of
emotional and functional value within these relationships. By addressing these objectives, the study seeks to clarify
the dominant value perceptions that influence consumer decisions. This understanding is expected to contribute to the
development of more effective halal logistics strategies. Ultimately, the study aims to support the growth of a reliable,
efficient, and consumer-centered halal logistics ecosystem in Indonesia.

LITERATURE REVIEW

Understanding how halal logistics service quality, attributes, and perceived value influence consumer adoption
requires the support of relevant theories. These theories provide a conceptual basis for explaining the relationships
among the studied variables. Customer Perceived Value (CPV) Theory states that customers assess a service by
comparing the benefits received with the sacrifices made, forming value perceptions that are subjective and
multidimensional (Hashim et al., 2025). The Theory of Planned Behaviour explains that intention is shaped by
attitudes, subjective norms, and perceived behavioural control, making it a key predictor of adoption behaviour (Wei
etal., 2025). Halal Logistics Theory highlights that logistics activities must ensure segregation, prevent contamination,
and comply with Shariah principles to maintain product integrity and consumer trust (Syakirunn’iam et al., 2025).

Research on the adoption of halal logistics has grown along with the increasing attention to the needs of the
Muslim market and the importance of halal supply chain integrity (Pratiwi et al., 2024; Noman et al., 2025). However,
most previous studies are still partial and have not fully integrated aspects of consumer value as a foundation in
shaping halal logistics adoption intentions. The study by Putri et al. (2024) highlights the importance of halal logistics
attributes such as the separation of halal-non-halal facilities and the transparency of the distribution process in
increasing consumers' emotional trust. Meanwhile, Saidah & Lestari (2021) emphasized the role of logistics service
quality. This study shows that perceptions of service efficiency and practicality strongly influence user experience,
but has not linked these aspects to the context of halal logistics. Alimusa et al. (2025) in their international study
emphasized that emotional value and functional value are the two main pathways that influence loyalty and adoption
intentions in the context of trust-based services. Research by Saribanon & Setiawan (2023) revealed consumer doubts
about the legitimacy of halal logistics practices in Indonesia due to inconsistencies in certification and low literacy of
service providers. This indicates the importance of building stronger value perceptions to drive adoption.

In general, these studies convey that the successful adoption of halal logistics is not enough with the provision
of sharia-compliant facilities, but depends heavily on how consumers interpret these services emotionally and
functionally. Although there have been studies that address each variable separately, there is no research that examines
in an integrated manner the effect of halal logistics attributes and service quality on adoption intention through the
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mediation of emotional value and functional value in one structural model. Therefore, this study aims to fill this gap
by building and testing a conceptual model that integrates two sources of value (emotional and functional) as the main
mechanism in the formation of halal logistics adoption intention in Indonesia, through the SEM-PLS approach.

Conceptual Background and Hypotheses Development

H1: Halal Logistics Attributes and Emotional Value

Halal logistics attributes such as segregation of halal and non-halal products, certification transparency, hygiene
assurance, and traceability are essential components in maintaining halal integrity throughout the supply chain.
According to halal logistics theory, strict compliance with Shariah principles enhances consumer trust and
psychological comfort, which are core elements of emotional value. Previous studies have shown that visible halal
assurance mechanisms strengthen consumers’ emotional attachment and trust toward logistics providers (Putri et al.,
2024; Saribanon & Setiawan, 2023; Muslih et al., 2025). Therefore, halal logistics attributes are expected to influence
consumers’ emotional value positively.

H1: Halal logistics attributes positively influence emotional value.

H2: Service Quality and Emotional Value

Service quality reflects consumers’ perceptions of the reliability, responsiveness, and professionalism of logistics
providers. Based on service marketing theory, positive service encounters generate affective responses such as
satisfaction, comfort, and emotional attachment. High-quality services reduce anxiety related to product safety and
delivery uncertainty, particularly in halal-sensitive contexts. Empirical studies confirm that service efficiency and
responsiveness significantly enhance emotional satisfaction and trust in logistics services (Saidah & Lestari, 2021;
Kurniawan et al., 2023; Alimusa et al., 2025). Hence, service quality is expected to positively influence emotional
value.

H2: Logistics service quality positively influences emotional value.

H3: Service Quality and Functional Value

Functional value represents consumers’ perceptions of practical benefits such as efficiency, convenience, and cost-
effectiveness. According to customer perceived value theory, functional value is directly shaped by the performance
outcomes of services. Logistics service quality, including timely delivery, accurate handling, and ease of transaction,
enhances perceived usefulness and operational effectiveness. Prior research indicates that high logistics performance
significantly improves perceived functional benefits and service utility (Kurniawan et al., 2023; Vanany et al., 2024;
Noor, 2025). Therefore, service quality is expected to positively influence functional value.

H3: Logistics service quality positively influences functional value.

H4: Mediation of Emotional Value between Attributes and Adoption Intention

While halal logistics attributes ensure technical compliance, consumers’ adoption decisions are influenced by how
these attributes are emotionally interpreted. Emotional responses such as trust, peace of mind, and moral satisfaction
can transform technical attributes into meaningful consumer experiences. Studies in halal marketing emphasize that
emotional attachment plays a critical role in shaping behavioural intention toward halal-certified services (Aslan,
2023; Pratiwi et al., 2024). Therefore, emotional value is expected to mediate the relationship between halal logistics
attributes and adoption intention.

H4: Emotional value mediates the relationship between halal logistics attributes and adoption intention.

HS: Mediation of Emotional Value between Service Quality and Adoption Intention

Service quality affects adoption intention not only through functional outcomes but also through emotional
satisfaction. Positive service interactions foster feelings of trust and psychological comfort, which are crucial in trust-
based services such as halal logistics. Previous studies demonstrate that emotional satisfaction mediates the effect of
service performance on loyalty and intention (Alimusa et al., 2025; Wei et al., 2025). Thus, emotional value is
expected to mediate the effect of service quality on adoption intention.

HS: Emotional value mediates the relationship between logistics service quality and adoption intention.

H6: Mediation of Functional Value between Service Quality and Adoption Intention

Functional value is a key determinant in rational decision-making processes, especially for services requiring
reliability and efficiency. According to customer value theory, consumers evaluate services based on cost-benefit
trade-offs, where performance outcomes strongly influence adoption behaviour. Empirical findings suggest that
perceived usefulness and operational efficiency significantly mediate service quality effects on usage intention (Noor,
2025; Vanany et al., 2024). Therefore, functional value is expected to mediate the relationship between service quality
and adoption intention.
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Heo: Functional value mediates the relationship between logistics service quality and adoption intention.

H7: Emotional Value and Adoption Intention

Emotional value represents consumers’ affective responses toward services, including feelings of trust, comfort, and
moral satisfaction. According to the Theory of Planned Behaviour, positive attitudes and emotional evaluations
contribute to stronger behavioural intentions. Studies in halal and service marketing show that emotional satisfaction
significantly predicts adoption and loyalty intentions (Aslan, 2023; Alimusa et al., 2025). Thus, emotional value is
expected to positively influence adoption intention.

H7: Emotional value positively influences adoption intention.

H8: Functional Value and Adoption Intention

Functional value reflects consumers’ rational evaluation of service performance, efficiency, and practicality. From a
utilitarian perspective, consumers adopt services that maximize performance benefits and reduce operational risks.
Prior studies indicate that perceived functional benefits strongly drive service adoption and continuance intention
(Noor, 2025; Vanany et al., 2024). Therefore, functional value is expected to positively influence adoption intention.
HS8: Functional value positively influences adoption intention.

Based on the development of hypotheses H1-HS, this study constructs a conceptual framework that integrates
the roles of halal logistics attributes and logistics service quality in shaping consumers’ intention to adopt halal
logistics services. This framework positions emotional value and functional value as key psychological mechanisms
that bridge the influence of technical and operational factors on adoption behaviour. Thus, the proposed model not
only explains the direct effects of attributes and service quality but also emphasizes how consumers’ affective and
utilitarian perceptions transform service experiences into adoption intention. The research framework is presented in
Figure 1.

Logistics Service H3
& . » Functional Value
Quality
H2 HS8
A 4 h 4
Halal Logistics i . 7 Intention to Adopt
. »  Emotional Value » .
Attributes Halal Logistics

Figure 1. Research framework

Figure 1 illustrates the hypothesized relationships among the study variables (H1-HS8). Halal logistics
attributes are predicted to influence consumers’ emotional value (H1), which subsequently affects the intention to
adopt halal logistics services (H7), forming an indirect effect (H4). Logistics service quality is predicted to influence
both emotional value (H2) and functional value (H3). Emotional value and functional value then serve as mediating
variables linking service quality to adoption intention through indirect effects (H5 and H6), while also exerting direct
effects on adoption intention (H7 and H8). Overall, this framework reflects a holistic customer value perspective by
integrating affective and utilitarian mechanisms in explaining halal logistics adoption behaviour.

METHODS

This study uses an explanatory quantitative approach to test the causal relationship between latent variables
with SEM-PLS analysis, through SmartPLS 4.0 software. This method was chosen for its ability to handle complex
models, non-normal data, and small samples. The study population includes individual consumers in Indonesia who
in the last six months have used halal logistics services, either directly or through e-commerce platforms. The sampling
technique combines purposive and stratified sampling by region with the inclusion criteria of age >18 years, having
used halal logistics services, and understanding the concept of halal. Based on the formula of Hair et al. (2019), a
minimum of 150 respondents is required, with a target of 200 to anticipate dropouts. Data collection was carried out
through online and offline questionnaires, using a 5-point Likert scale. Data analysis consists of testing the
measurement model (convergent validity, reliability, discriminant) and structural model (path significance test, R?,
Q?, 12, mediation effect, and multicollinearity through VIF). Demographic variables such as age, gender, and region
were analysed as control variables using multigroup analysis (MGA). This study followed ethical research principles
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with informed consent, assurance of data confidentiality, and handling of missing data using listwise deletion and
mean imputation. To ensure that each latent construct was accurately represented, this study employed multiple
reflective indicators adapted from prior validated studies. The operational definitions and measurement items for each
construct are presented in the following subsection on measurement indicators

Table 1 Measurement Indicators
Variable Code Indicator Statement

X1.1 | Separation of halal and non-halal products
X1.2 | Availability of halal certification

Halal Logistics

Attributes X1.3 | Cleanliness of logistics facilities

X1.4 | Traceability of halal status
X1.5 | Compliance with halal handling procedures

X2.1 | Timeliness of delivery

X2.2 | Accuracy of shipment

Logistics Service Quality | X2.3 | Responsiveness to complaints
X2.4 | Professionalism of staff

X2.5 | Ease of service access
X3.1 | Feeling of safety

X3.2 | Trust in provider

Emotional Value X3.3 | Peace of mind

X3.4 | Moral satisfaction

X3.5 | Emotional comfort

X4.1 | Service efficiency
X4.2 | Cost-effectiveness

Functional Value X4.3 | Practical usefulness

X4.4 | Time saving
X4.5 | Service reliability

X5.1 | Willingness to use
X5.2 | Likelihood of future use

Adoption Intention X5.3 | Recommendation intention

X5.4 | Preference over others

X5.5 | Commitment to use

RESULT AND DISCUSSION

4.1. Analysis

Respondent Demographic

This section presents the empirical results of the study, beginning with a description of the respondents’ demographic
characteristics. Understanding the demographic profile is important to ensure that the sample represents actual users
of halal logistics services and to provide context for interpreting subsequent statistical analyses. The demographic
distribution of respondents is presented in Table 2.

Table 2 Respondent Demographic Profile (n = 200)

Category Frequency Percentage (%)
Gender
Male 120 60
Female 80 40
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Category Frequency Percentage (%)
Age Group
18-25 years 60 30
26-35 years 84 42
3645 years 40 20
>45 years 16 8

Experience Using Halal Logistics Services

<1 year 50 25
1-3 years 100 50
>3 years 50 25

The demographic characteristics of respondents are presented in Table 2. Male respondents dominate the
sample, accounting for 60% of the total respondents, while female respondents represent 40%. This composition
reflects the higher involvement of male consumers in logistics-related transactions, particularly in business and
delivery-oriented activities. In terms of age distribution, most respondents are within the productive age group of 26-
35 years (42%), followed by those aged 18-25 years (30%). This indicates that halal logistics services are mainly
utilized by young and economically active consumers who frequently engage in online shopping and delivery services.
Regarding experience, half of the respondents (50%) have used halal logistics services for one to three years, while
25% have more than three years of experience. This suggests that the majority of respondents possess adequate
familiarity with halal logistics operations, enabling them to provide reliable assessments of service quality, halal
attributes, and perceived value constructs examined in this study.

Model Evaluation

Measurement Model (Outer Model)

Measurement model evaluation includes convergent validity, discriminant validity, and reliability to assess
internal consistency and model accuracy. The analysis was carried out with the PLS algorithm to ensure the
relationship between constructs and the reliability of the measurement process.

Convergent Validity

An indicator is considered valid if it has a positive loading factor above 0.7 and an AVE value of more than
0.5. The loading factor shows the contribution of the item to the measured construct, the higher the value, the stronger
the indicator's representation of the latent variable. Details of the loading value of each item are presented in Table 3.

Table 3 Convergent validity test

Variables Item Loading Factor AVE Description
X1.1 0.915 Valid
Halal X1.2 0.877 Valid
Logistics X1.3 0.886 0.805 Valid
Attributes X1.4 0.911 Valid
X1.5 0.897 Valid
X2.1 0.789 Valid
Logistics X2.2 0.776 Valid
Service X2.3 0.819 0.663 Valid
Quality X2.4 0.833 Valid
X2.5 0.853 Valid
X3.1 0.795 Valid
Emotional X3.2 0.777 0.641 Valid
Value X3.3 0.793 ) Valid
X34 0.803 Valid
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Variables Item Loading Factor AVE Description
X3.5 0.834 Valid
X4.1 0.864 Valid
) X4.2 0.863 Valid
Functional = ™y 0.841 0.734 Valid

Value -

X4.4 0.863 Valid
X4.5 0.853 Valid
X5.1 0.850 Valid
Intention to X5.2 0.865 Valid
Adopt Halal X5.3 0.702 0.682 Valid
Logistics X5.4 0.828 Valid
X5.5 0.874 Valid

Source(s): Authors' own work

As shown in Table 3, the loading factor for each indicator exceeds 0.7, and the AVE values are above 0.5.
Therefore, these indicators are considered valid for measuring the latent variables
Discriminant Validity

Discriminant validity indicates the extent to which a construct is different from other constructs in the model.
This validity is tested through cross-loading values and the Fornell-Larcker criterion, where values above 0.7 are
considered adequate. In addition, discriminant validity is also declared good if the square root of the AVE of a
construct is greater than the correlation of the construct with other constructs. Table 4 presents the Fornell-Larcker
criterion results, showing that the diagonal values are consistently higher than the corresponding inter-construct
correlations, thereby confirming satisfactory discriminant validity for all constructs.

Table 4 Fornell-Larcker Criterion Value

. . Halal Intention to Logistics
. Emotional Functional . L. .
Variable Value Value Logistics Adopt Halal Service
Attributes Logistics Quality
Emotional Value 0.801
Functional Value 0.470 0.857
Halal Logistics
Attributes 0.591 0.500 0.897
Intention to Adopt Halal 0.602 0.552 0.829 0.805
Logistics
Logistics Service Quality 0.548 0.525 0.438 0.486 0.826
Source(s): Authors' own work
Table 5 Value of cross loading
Item Emotional Functional Halal Logistics | Intent to Adopt Logistics
Value Value Attributes Halal Logistics | Service Quality
X1.1 0.526 0.418 0.915 0.337 0.616
X1.2 0.463 0.416 0.877 0.337 0.544
X1.3 0.619 0.495 0.886 0.447 0.571
X1.4 0.532 0.461 0911 0.434 0.578
X1.5 0.500 0.446 0.897 0.400 0.585
X2.1 0.481 0.423 0.809 0.369 0.789
X2.2 0.500 0.435 0.579 0.372 0.776
X2.3 0.459 0.414 0.495 0.378 0.819
X2.4 0.554 0.549 0.697 0.495 0.833
X2.5 0.499 0.438 0.530 0.372 0.853
X3.1 0.795 0.395 0.549 0.359 0.589
X3.2 0.777 0.327 0.440 0.300 0.576
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Item Emotional Functional Halal Logistics | Intent to Adopt Logistics
Value Value Attributes Halal Logistics | Service Quality
X33 0.793 0.364 0.541 0.338 0.519
X3.4 0.803 0.394 0.534 0.374 0.533
X3.5 0.834 0.385 0.563 0.335 0.553
X4.1 0.595 0.864 0.493 0.388 0.632
X4.2 0.677 0.863 0.397 0.396 0.563
X4.3 0.693 0.841 0.439 0.419 0.596
X4.4 0.603 0.863 0.483 0.483 0.575
X4.5 0.634 0.853 0.540 0.496 0.680
X5.1 0.399 0.364 0.461 0.864 0.421
X5.2 0.397 0.363 0.386 0.863 0.363
X5.3 0.357 0.341 0.285 0.841 0.319
X5.4 0.475 0.363 0.560 0.863 0.470
X5.5 0.365 0.253 0.396 0.853 0.359

Source(s): Authors' own work

As shown in Table 3, the cross-loading values for all items exceed 0.70. Additionally, each item shows the
strongest loading with its designated latent variable, outperforming its correlation with other latent variables. This
suggests that each variable effectively represents its corresponding latent construct, thereby confirming the
discriminant validity of all items.

Reliability

In PLS analysis, reliability is assessed using two key indicators: Cronbach's alpha and composite reliability.
A construct is considered reliable when both measures exceed the threshold of 0.7. Table 6 presents the detailed values
for Cronbach's alpha and composite reliability, confirming the internal consistency of each construct in the model.

Table 6 Reliability Test
Variable Cronbach's Alpha Composite Reliability
Emotional Value 0.860 0.899
Functional Value 0.910 0.932
Halal Logistics Attributes 0.939 0.954
Intention to Adopt Halal Logistics 0.882 0.914
Logistics Service Quality 0.873 0.908

Source(s): Authors' own work

Table 6 shows that all composite reliability scores exceed the 0.7 threshold, and Cronbach's alpha values also
exceed the recommended limit.
Structural Model (Inner Model)

This phase focuses on analysing the structural relationships among the latent constructs, determining the
statistical significance of these connections, and reviewing the R-squared values to assess the explanatory power of
the proposed model.
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The evaluation of the PLS structural model starts with examining the R-squared values for each dependent
latent variable. Table 7 presents the results of the R-squared estimation using PLS.

R Square
Table 7 R Square Testing Results
Variables R-Square Adjusted R-Square
Emotional Value 0.599 0.597
Functional Value 0.210 0.208
Intention to Adopt Halal Logistics 0.422 0.417

Source(s): Authors' own work

Table 7 shows the R? value of each endogenous variable. Emotional Value has an R? of 0.599, indicating that
about 60% of its variance is explained by halal attributes and service quality, thus supporting the first and second
hypotheses. Functional Value recorded an R? of 0.210, indicating a limited contribution from service quality, as
hypothesized in the third hypothesis. Meanwhile, Intention to Adopt Halal Logistics had an R? of 0.422, indicating
the moderating influence of emotional and functional value, in line with the fourth to eighth hypotheses. Overall, these
results emphasize the central role of emotional value as a mediator in the relationship between attributes and services
and intention to adopt halal logistics.

Predictive Relevance (Q Square)

Q squared (Q?) measures the predictive ability of the model through the blindfolding procedure. A Q? value
above zero indicates that the model is able to accurately predict the endogenous variable, while a value below zero
indicates a prediction weakness.

X34 ‘
Intention to Adopt 5.5
Halal Logistics B}

Emotional Value

Logistics Service
Quality Functional Value

Figure 3 Predictive Relevance
Source(s): Authors' own work

Based on the figure above, it can be concluded in the table below:

Table 8 Predictive Relevance

Variables Q? (=1-SSE/SS0O) Description
Emotional Value 0.375 Has predictive relevance value
Functional Value 0.147 Has predictive relevance value
Intention to Adopt Halal Logistics 0.283 Has predictive relevance value

Source(s): Authors' own work
As presented in Table 8, the Q-square value for the dependent variable exceeds 0. This indicates that the

model has good predictive relevance, as the Q-square value is positive.
Hypothesis Testing Results
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Structural model testing was conducted to explain the relationship between variables in the study, using PLS
software. The hypothesis is supported if the p-value < 0.05 and the t-value > 1.960, which indicates a statistically
significant effect of exogenous variables on endogenous ones. A detailed explanation of the hypothesis testing results
is presented in the next section.
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Table 9 Hypothesis Testing

. Original T- .
Hypothesis Path Sample (B) | Statistic P-Value Conclusion
i Halal Logistics Attributes — Emotional 0.168 3292 0.001 Supported
Value
o Logistics Service Quality — Emotional 0655 11.669 0 Supported
Value
3 Logistics Service Quality — Functional 0.458 11.203 0 Supported
Value
Halal Logistics Attributes — Emotional
H4 Value — Adoption Intention 0.064 3.000 0.003 Supported
Logistics Service Quality — Emotional
H> Value — Adoption Intention 0.248 6.634 0 Supported
Logistics Service Quality — Functional
H6 Value — Adoption Intention 0.211 7.932 0 Supported
H7 Emotional Value — Adoption Intention 0.378 8.217 0 Supported
HS8 Functional Value — Adoption Intention 0.461 9.408 0 Supported

Source(s): Authors' own work

In PLS, the statistical evaluation of each hypothesized relationship is performed through simulation,
specifically using the bootstrapping method applied to the sample. The results of the bootstrapping analysis for the
various hypotheses are outlined below:

H1: Halal Logistics Attributes — Emotional Value

Results show a significant effect (B = 0.168; t = 3.292; p = 0.001), supporting the hypothesis that halal logistics
attributes positively influence emotional value. This suggests that the clarity of certification and separation of halal
facilities shape emotional perceptions such as a sense of security and consumer trust.

H2: Logistics Service Quality — Emotional Value

There is a positive and significant effect (B = 0.655;t=11.669; p = 0.000). This means that good service quality such
as speed and reliability strengthens the emotional aspects of consumers towards halal logistics services.

H3: Logistics Service Quality — Functional Value

Supported by significant results (B = 0.458; t = 11.203; p = 0.000), indicating that the perception of efficiency,
convenience, and practicality of logistics services is functionally influenced by the quality of service received by
consumers.
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H4: Halal Logistics Attributes — Emotional Value — Intention to Adopt

The mediation effect is significant (§ = 0.064; t = 3.000; p = 0.003). This indicates that the effect of halal logistics
attributes on adoption intention occurs indirectly through emotional value.

HS: Logistics Service Quality — Emotional Value — Intention to Adopt

There is a significant mediating effect (B = 0.248; t = 6.634; p = 0.000), indicating that service quality also influences
adoption intention through strengthening emotional value.

He6: Logistics Service Quality — Functional Value — Intention to Adopt

Significant results (B = 0.211; t = 7.952; p = 0.000), indicating the existence of a mediation path through functional
value in explaining the effect of service quality on halal logistics adoption intention.

H7: Emotional Value — Intention to Adopt

Proven significant (B = 0.378; t = 8.217; p = 0.000), which indicates that the higher the perceived emotional value, the
greater the consumer's intention to adopt halal logistics.

H8: Functional Value — Intention to Adopt

Statistically supported (B = 0.461; t = 9.408; p = 0.000), proving that the perception of functional benefits also
increases the intention to adopt.

The results of this study consistently show that emotional value and functional value are the main mediators
in bridging the influence of halal logistics attributes and service quality on halal logistics adoption intention. This
finding supports the theory of customer perceived value which emphasizes that consumer decisions are not only
determined by functional benefits, but also by the emotional value attached to the services received. The dominant
role of service quality in influencing both types of value (emotional and functional) indicates that consumers strongly
consider aspects of speed, reliability and professionalism of services in shaping perceptions of halal logistics. This is
an important input for halal logistics service providers to not only focus on sharia compliance, but also on overall
operational quality.

Practically, the findings emphasize the need for an integrative approach in developing halal logistics systems.
Industry players need to combine halal standards with customer experience-based service improvement strategies to
drive wider adoption. On the other hand, the government can also use these findings to strengthen regulations and
incentives to support a reliable and efficient halal logistics ecosystem.

4.2. Discussion

The findings indicate that service quality plays a dominant role in shaping both emotional and functional
values, suggesting that consumers prioritize performance reliability even in halal-sensitive services. This aligns with
customer perceived value theory, which emphasizes that value perceptions arise from both affective and utilitarian
evaluations. Moreover, halal logistics attributes primarily influence emotional value, indicating that religious
compliance strengthens trust and psychological comfort rather than operational efficiency. This supports previous
findings that halal assurance mechanisms mainly enhance emotional confidence rather than technical performance
perception.

CONCLUSION

All proposed hypotheses are supported by the empirical findings, confirming that emotional value and
functional value play central mediating roles in shaping consumers’ intention to adopt halal logistics services. The
results demonstrate that logistics service quality exerts a stronger and broader influence, as it significantly affects both
emotional and functional value perceptions, whereas halal logistics attributes mainly strengthen emotional value
through enhanced feelings of trust and psychological comfort. These findings reinforce the customer perceived value
theory, suggesting that consumer adoption decisions are driven by both affective and utilitarian evaluations of service
experiences. From a practical perspective, the results indicate that compliance with Shariah principles alone is
insufficient to encourage widespread adoption of halal logistics services. Logistics providers must also prioritize
service performance, reliability, and customer experience to strengthen perceived value and build sustainable
consumer trust. Therefore, the development of halal logistics systems should adopt a holistic approach that integrates
religious compliance with operational excellence and customer-oriented service strategies.

For future research, additional psychological and behavioural factors such as perceived risk, religiosity,
digital trust, and technology acceptance may be incorporated to provide a more comprehensive understanding of halal
logistics adoption behaviour. Future studies may also include logistics service providers and regulators as respondents
to capture supply-side and policy perspectives. Furthermore, longitudinal research designs are recommended to
examine changes in consumer perceptions and adoption behaviour over time, thereby providing deeper insights into
the long-term sustainability of halal logistics implementation.
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