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Abstract. This study aims to determine the effect of halal lifestyle, halal 

awareness, price on repurchase intention with consumer satisfaction as an 

intervening variable at the Kedu Susu shop in Temanggung, Central Java. 

Researchers used quantitative data with a population of all visitors to the 

Temanggung Kedu Susu shop and used a sample of 100 respondents using 

purposive random sampling technique. The method used by the researcher 

is by distributing questionnaires through an online method. The researcher 

conducted an analysis using validity test, reliability test, classical 

assumption test, statistical test, and path analysis to test the intervening 

variables. The results of this study indicate that the halal lifestyle variable 

has no significant positive effect, halal awareness has no effect while price 

has a significant positive effect on repurchase interest. Consumer 

satisfaction has a significant positive effect on repurchase intention. The 

results of the path analysis test showed that consumer satisfaction was not 

able to mediate the effect of halal lifestyle on repurchase intention, while 

consumer satisfaction was able to mediate the effect of halal awareness and 

price on repurchase interest. 

1 Introduction  

Currently, the global trend is towards the development of the Halal economy. In the past, 

halal or non-halal only concerns food, but now halal is also expanding its scope to various 

other sectors of life. The Institute for the Study of Food, Drugs and Cosmetics of the 

Indonesian Ulema Council (LPPOM MUI) in 2016 noted that countries in the world have 

begun to seize opportunities in the halal market with MUI certification and Indonesia 

occupies the top position with 1001 halal certifications (Ismailia, 2018). 

In 2016, the Indonesia Halal Lifestyle Center held the Indonesia International Halal 

Lifestyle Expo & Conference (IIHLEC). The event is expected to encourage the halal 

industry in Indonesia and become part of the global halal calendar. In the article Satu (2016), 

Nirwan mentions that there are ten (10) sectors that economically and business contribute 

greatly to the halal industry. One of them is the food industry sector. Currently, the food 

industry sector is one of the sectors that gets more attention which makes the food industry 

grow rapidly, so that in recent years business people have competed to create various hangout 

places such as small shops/cafes, coffee shops, and even restaurants. which not only serves 
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various types of food and drinks, but also an aesthetic/beauty place that can be used for taking 

pictures/selfies. 

In recent years, there have been many cafes or hangouts in Temanggung, both in the city 

and in the villages. One of them, in 2012 the emergence of a milk shop located in Kedu 

District, Temanggung Regency, Central Java. The shop serves a variety of food and drinks. 

A different place and atmosphere that can be considered unique which makes customers 

interested in visiting it because it appears in the midst of many business people who make 

coffee shops. 

The spread of business in the culinary world makes businesspeople must always be up to 

date and be able to innovate in accordance with the latest trends. Business people will form 

strategies that can attract customers to be interested in buying again. According to Kotler in 

Sudarti & Ulum (2019), repurchase interest is buying interest based on past purchase 

experiences, repurchase interest reflects a high level of satisfaction from consumers in 

consuming a product. 

In line with the halal lifestyle trend, Muslims want the products in the form of food and 

beverages to be consumed to be guaranteed halal and pure. Halal awareness is a person's 

awareness of a Muslim knowledge about the halal concept, the halal process, and considers 

that consuming halal food is important for him (Nikmatul, 2020). While a rational consumer, 

of course, in addition to promoting his lifestyle and awareness of being halal, price will also 

be an important factor for a consumer to be interested in buying back a product. 

When someone is interested in repurchasing a product, of course, they have previously 

received satisfaction from the product they bought. Satisfaction is a level of someone stating 

the results of a comparison of the performance of a product or service that has been received 

and which has been expected (C.S.S., 2018). This study aims to analyze the influence of halal 

lifestyle, halal awareness, and price on repurchase intention with consumer satisfaction as an 

intervening variable. 

2 Method 

This type of research uses quantitative research with primary data types where the data 

obtained through the distribution of questionnaires or questionnaires with google form. This 

research was conducted in August 2021 in Temanggung Regency. The sample of this study 

were all visitors to the Kedu Susu shop with a sample of 100 respondents using the Purposive 

Random Sampling technique. The variables used in this study consisted of independent 

variables (independent variables) namely halal lifestyle, halal awareness, price, and the 

dependent variable (dependent variable) namely repurchase interest and the intervening 

variable, namely consumer satisfaction. This study uses analytical techniques in the form of 

validity tests, reliability tests, classical assumption tests, statistical tests (t test, f test, and r2 

test) and uses path analysis to test intervening variables with SPSS 20 application analysis 

software. 

 

The hypotheses in this study are: 

H1 : Halal Lifestyle has a positive and significant effect on repurchase intention. 

H2 : Halal awareness has a positive and significant effect on repurchase intention. 

H3  : Price has a positive and significant effect on repurchase interest. 

H4  : Halal Lifestyle has a positive and significant effect on consumer satisfaction 

H5 : Halal awareness has a positive and significant effect on consumer satisfaction 

H6 : Price has a positive and significant effect on consumer satisfaction 

H7 : Consumer satisfaction has a positive and significant effect on repurchase intention. 

H8  : Customer satisfaction is able to mediate the relationship between Halal Lifestyle and 

repurchase intention. 
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H9 : Customer satisfaction is able to mediate the relationship between halal awareness and 

repurchase intention. 

H10: Customer satisfaction is able to mediate the relationship between price and repurchase 

intention.  

3 Result and Discussion 

3.1 Validity Test 

Table 1. Validity Test Results 

Variable Item Question r count r table Description 

Halal Lifestyle Item 1 0,395 0,3061 Valid 

Item 2 0,536 Valid 

Item 3 0,443 Valid 

Item 4 0,653 Valid 

Item 5 0,684 Valid 

Item 6 0.678 Valid 

Halal 

Awareness 

Item 1 0,704 0,3061 Valid 

Item 2 0,743 Valid 

Item 3 0,624 Valid 

Item 4 0,663 Valid 

Item 5 0,735 Valid 

Item 6 0,671 Valid 

Item 7 0,761 Valid 

Item 8 0,726 Valid 

Price Item 1 0,823 0,3061 Valid 

Item  2 0,333 Valid 

Item 3 0,840 Valid 

Item 4 0.807 Valid 

Item 5 0.840 Valid 

Item 6 0.756 Valid 

Repurchase 

Intention 

Item 1 0,567 0,3061 Valid 

Item 2 0,620 Valid 

Item 3 0,719 Valid 

Item 4 0,628 Valid 

Item 5 0,848 Valid 

Item 6 0,834 Valid 

Item 7 0,842 Valid 

Item 8 0,727 Valid 

Consumer 

Satisfaction 

Item 1 0,749 0,3061 Valid 

Item 2 0,822 Valid 

Item 3 0,819 Valid 

Item 4 0,672 Valid 

Item 5 0,853 Valid 

Item 6 0,696 Valid 

Source: Processed primary data, 2021 

 

Based on the table above, it is known that all question items in the questionnaire are valid, it 

can be seen in each question item where all the results of r count > r table (0.3061) 
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3.2 Reliability Test 

Table 2. Reliability Test Results 

Variable Cronbach’s Alpha Description 

Halal Lifestyle 0,707 Reliabel 

Halal Awareness 0,844 Reliabel 

Price 0,837 Reliabel 

Repurchase Interest 0,870 Reliabel 

Customer Satisfaction 0,860 Reliabel 

Source: Processed primary data, 2021 

 
Based on the table above, it can be seen that the results of the reliability test show that the 

overall value of Cornbach's Alpha of each variable is > 0.60, which means it is reliable and 

can be used for further research. 

3.3 T Test 

Table 3. T Test Results Equation 1 
No Variable Unstandardized 

Coefficients (B) 

T Count Significance 

1 Konstanta 1,829 0,685 0,495 

2 Halal Lifestyle -0,008 -0,084 0,933 

3 Halal 

Awareness 
0,435 6,607 0,000 

4 Price 0,364 4,319 0,000 

Source: Processed primary data, 2021 

 

Based on the table above, it can be concluded that the regression equation model is as follows:  

Y = 1,829 - 0,008X1 + 0,435X2 + 0,364X3 + e1 

 

Based on the results of the T test (partial) in the table above, it can be concluded that: 

1. The significance value of the halal lifestyle variable (X1) is 0.933 > 0.05. This shows that 

the halal lifestyle variable (X1) has no effect on consumer satisfaction (Z). 

2. The significance value of the halal awareness variable (X2) is 0.000 <0.05. This shows 

that the halal awareness variable (X2) has a positive and significant influence on the 

consumer satisfaction variable. 

3. The significance value of the price variable (X3) is 0.000 <0.05. This shows that the price 

variable (X3) has a positive and significant effect on the variable of consumer satisfaction.  

Table 4. T Test Results Equation II 
No Variable Unstandardized 

Coefficients (B) 

T Count Significance 

1 Halal Lifestyle -7,368 -1,452 0,150 

2 Halal 

Awareness 
0,372 1,972 0,052 

3 Price -0,126 -0,837 0,404 

4 Repurchase 

Interest 
0,622 3,563 0,001 

5 Customer 

Satisfaction 
0,653 3,379 0,001 

Source: Processed primary data, 2021 
 

Based on the table above, it can be concluded that the regression equation model is as follows:  
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Y = -7,368 + 0,372X1 - 0,126X2 + 0,622X3 + 0,653Z + e1 

 

Based on the results of the T test (partial) in the table above, it can be concluded that: 

1. The significance value of the halal lifestyle variable (X1) is 0.052 > 0.05. This shows 

that the halal lifestyle variable (X1) has a positive and insignificant effect on repurchase 

interest (Y). 

2. The significance value of the halal awareness variable (X2) is 0.404 > 0.05. This shows 

that the halal awareness variable (X2) has no effect on the repurchase intention variable 

(Y). 

3. The significance value of the price variable (X3) is 0.01 <0.05. This shows that the price 

variable (X3) has a positive and significant effect on the repurchase interest variable 

(Y). 

4. The significance value of the consumer satisfaction variable (Z) is 0.001 <0.05. This 

shows that the variable of consumer satisfaction (Z) has a positive and significant effect 

on the variable of repurchase interest (Y).  

3.4 F Test 

Table 5. F Test Result 
Model F Count Significance 

Regression 23.408 0,000b 

Source: Processed primary data, 2021 

 

Based on the table above, it shows that the significance value is 0.000 <0.05. It can be 

concluded that the variables of halal lifestyle, halal awareness, price and consumer 

satisfaction simultaneously (simultaneously) affect repurchase interest. 

3.5  R2 Test 

Table 6. R2 Test Results (Equation 1) 
Model  R Adjusted R 

Square 

1 0,794 0,619 

Source: Processed primary data, 2021 

 

Based on the table above, the correlation coefficient R is 0.794, which means that the 

independent variable has a strong relationship with the dependent variable. While the results 

of the R2 test in this study obtained an R2 value of 0.619. This shows that 61.9% of consumer 

satisfaction variables are influenced by variables of halal lifestyle, halal awareness, price and 

the remaining 38.1% is influenced by other variables. 

Table 7. R2 Test Results (Equation 2) 
Model  R Adjusted R 

Square 

1 0,705 0,475 

Source: Processed primary data, 2021 

 

Based on the table above, the correlation coefficient R is 0.705, which means that the 

independent variable has a strong relationship with the dependent variable. While the results 

of the R2 test in this study obtained an R2 value of 0.475. This shows that 47.5% of the 
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variables of repurchase interest are influenced by the variables of halal lifestyle, halal 

awareness, prices and the remaining 52.5% is influenced by other variables. 

3.6 Sobel Test Results 

3.6.1 Effect of halal lifestyle (X1) on repurchase interest (Y) through consumer 
satisfaction (Z) 

Sp2p3 = √P32SP22 + P22SP32 + SP22SP32  

Sp2p3 = √(0,653)2 (0,099)2 +  (-0,008)2 (0,188)2 + (0,099)2 (0,188)2 

Sp2p3 = √(0,426) (0,009) + (0,000) (0,035) + (0,009) (0,035) 

Sp2p3 = √0,003834 + 0 + 0,000315 

Sp2p3 = √0,004149 

Sp2p3 = 0,064 

Information : 

P3 : Coefficient of mediating variable 

P2 : Coefficient of independent variable 

Sp2 : Standard error coefficient 1 

Sp3 : Standard error coefficient 2 

 

Based on the direct effect of halal lifestyle with repurchase intention of -0.008, while the 

indirect effect (P1 X P7) = (-0.008 X 0.653) = -0.005224 with a total effect of P4 + (P1 X 

P7) = 0.372 + (-0 .005224) = 0.366776. 

 

Based on sp2sp3 can be calculated the statistical t value of the mediation effect with the 

formula:  

t = p2p3 : Sp2p3 

   = -0,005224 : 0,064 

   = -0,081625 

Therefore, the value of t count = - 0.081625 < t table = 1.66055. There is no mediation effect. 

3.6.2 Effect of halal awareness (X2) on repurchase interest (Y) through consumer 
satisfaction (Z) 

Sp2p3 = √P32SP22 + P22SP32 + SP22SP32  

Sp2p3 = √(0,653)2 (0,066)2 + (0,435)2 (0,150)2 + (0,066)2 (0,150)2 

Sp2p3 = √(0,426) (0,004) + (0,189) (0,022) + (0,004) (0,022) 

Sp2p3 = √0,001704 + 0,004158 + 0,000088 

Sp2p3 = √0,00595 

Sp2p3 = 0,077 

 
Information : 

P3 : Coefficient of mediating variable 

P2 : Coefficient of independent variable 

Sp2 : Standard error coefficient 1 

Sp3 : Standard error coefficient 2 

 

Based on the direct effect of halal awareness with repurchase intention of 0.435, while the 

indirect effect (P2 X P7) = (0.435 X 0.653) = 0.284055 with a total effect of P5 + (P2 X P7) 

= - 0.126 + 0.284055 = 0 ,158055. 
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Based on sp2sp3 can be calculated the statistical t value of the mediation effect with the 

formula:  

t = p2p3 : Sp2p3 

   = 0,284055 : 0,077 

   = 3,6890 

Therefore, the value of t count = 3.6890 > t table = 1.66055. There is mediation effect. 

3.6.3 Effect of price (X3) on repurchase interest (Y) through consumer satisfaction 
(Z) 

Sp2p3 = √P32SP22 + P22SP32 + SP22SP32  

Sp2p3 = √(0,653)2 (0,084)2 + (0,364)2 (0,175)2 + (0,084)2 (0,175)2 

Sp2p3 = √(0,426) (0,007) + (0,132) (0,030) + (0,007) (0,030) 

Sp2p3 = √0,002982 + 0,00396 + 0,00021 

Sp2p3 = √0,00417 

Sp2p3 = 0,064 

Information : 

P3 : Coefficient of mediating variable 

P2 : Coefficient of independent variable 

Sp2 : Standard error coefficient 1 

Sp3 : Standard error coefficient 2 

 

Based on the direct effect of price with repurchase intention of 0.364, while the indirect effect 

(P3 X P7) = (0.364 X 0.653) = 0.237692 with a total effect of P6 + (P3 X P7) = 0.622 + 

0.237692 = 0.897692 . 

Based on sp2sp3 can be calculated the statistical t value of the mediation effect with the 

formula:  

t = p2p3 : Sp2p3 

   = 0,237692 : 0,064 

   = 3,7139 

Therefore, the value of t count = 3.7139 > t table = 1.66055. There is mediation effect. 

3.7 Discussion 

Based on the results of the study, it is known that the halal lifestyle variable has a positive 

and insignificant effect on repurchase interest at the Kedu Susu shop. This is in line with 

research conducted by Riptiono (2013). These results indicate that lifestyle does not have a 

significant effect on repurchase intention. This study shows that in line with research 

conducted by researchers that there is no influence between halal lifestyle on repurchase 

interest at the Kedu Susu shop in Temanggung because consumers who come to the Kedu 

Susu shop are not too concerned with the Islamic lifestyle. 

Furthermore, the halal awareness variable has no effect on repurchase interest at the Kedu 

Susu shop. This is in line with research conducted by Prastiwi & Auliya (2016), with research 

results showing that halal awareness does not have a significant effect on repurchase 

intention. This shows that there is no relationship between halal awareness and repurchase 

intention at the Kedu Susu shop in Temanggung. 

The effect of price on repurchase interest, shows that the price variable has a positive and 

significant effect on repurchase interest at the Kedu Susu shop, so H3 is accepted. This is in 

line with research conducted by Rosita (2016), the price variable has a positive and 

significant effect on consumer repurchase interest. This shows that the higher the price 
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offered, the higher the level of product quality which will lead to higher repurchase interest 

at the Kedu Susu shop in Temanggung. 

The relationship between Halal Lifestyle and Consumer Satisfaction, shows that the Halal 

Lifestyle variable has no influence on consumer satisfaction when visiting the Kedu Susu 

shop. This is in line with research conducted by Wijanarko (2016) with results showing that 

intervariables do not have a significant effect. In this study, it is stated that there is no 

relationship between Halal lifestyle and consumer satisfaction, which means that the higher 

a person's Islamic lifestyle does not lead to the more satisfied someone in buying products at 

the Kedu Susu Temanggung shop. 

Furthermore, the halal awareness variable has a positive and significant effect on 

consumer satisfaction visiting the Kedu Susu shop. This is in line with research conducted 

by Ryan (2018), whose research results show that the halal awareness variable has a 

significant influence on product satisfaction. This shows that halal awareness affects the level 

of consumer satisfaction where the higher a person's faith, the more aware a person is of the 

quality and facilities at the Kedu Susu shop, so that with adequate facilities and quality, 

especially in terms of supporting worship, the more satisfied someone visits. kedu milk shop 

in Temanggung. 

The effect of price on consumer satisfaction shows a positive and significant effect. This 

is in line with research conducted by Islami (2019) with the results showing that service 

quality, servicescape, and price partially have a positive and significant influence on 

customer satisfaction. This shows that the higher the price level given with supporting 

quality, the higher the level of consumer satisfaction to visit the Kedu Susu shop in 

Temanggung. 

The variable of consumer satisfaction has a positive and significant effect on repurchase 

interest at the Kedu Susu shop. This is in line with research conducted by Ma’mun et al. 

(2014) with results showing the influence of customer satisfaction on repurchase interest. 

Thus the results of this study indicate that the better the quality and facilities provided by the 

Kedususu shop will further increase customer satisfaction which will directly increase the 

interest in repurchasing at the Kedu Susu shop in Temanggung. 

The results of further research indicate that the consumer satisfaction variable cannot 

mediate the effect of halal lifestyle on repurchase intention. This is in line with research 

conducted by Milo (2019) showing that customer satisfaction does not mediate when it 

becomes an intervening variable on the variable of repurchase interest. Then the halal 

lifestyle variable has no effect on repurchase interest through consumer satisfaction. This 

means that consumers are not concerned with aspects of customer satisfaction, but the 

suitability of other factors in this study. Because the higher a person's Islamic lifestyle will 

not increase interest in revisiting the Kedu Susu shop so it will not increase consumer 

satisfaction at the Kedu Susu shop in Temanggung. 

The variable of consumer satisfaction is able to mediate the effect of halal awareness on 

repurchase intention. This is in line with the research conducted by resulted in customer 

satisfaction variables significantly mediating the effect of experience on repurchase 

intentions, this means that repurchase intentions will increase if experience can increase 

customer satisfaction, increasing halal awareness will increase purchase satisfaction which 

will then intend to repurchase at the Kedu Susu shop in Temanggung. 

Furthermore, consumer satisfaction is able to mediate the effect of price on repurchase 

intention. This is in line with research conducted by Setiawan & Safitri (2019), with the 

results showing that the price variable has a positive and significant effect and the consumer 

satisfaction variable has a positive and significant effect on repurchase interest, thus it can be 

concluded that price has a positive and significant effect on repurchase intention with 

satisfaction as an intervening variable. The better the price offered, the more repeat purchases 

and will lead to consumer satisfaction on every purchase at the Kedu Susu shop.  
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4 Conclusion 

Based on the results of this study using instrument tests, statistical tests, classical assumption 

tests and also the Sobel test resulted that the halal lifestyle variable had no significant positive 

effect, halal awareness had no effect while price had a significant positive effect on 

repurchase interest. Consumer satisfaction has a significant positive effect on repurchase 

intention. Consumer satisfaction is not able to mediate the effect of halal lifestyle on 

repurchase intention, while consumer satisfaction is able to mediate the effect of halal 

awareness and price on repurchase interest. 
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