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Abstract. This study aims to determine how the influence of Lifestyle,
Religiosity, Product Quality on Purchase Decisions in the Tokopedia
application through buying interest as an intervening variable. In this study,
data collection was carried out through the provision of questionnaires
distributed and filled out by housewives who had used and made buying and
selling transactions at Tokopedia in Semarang Regency. This type of
research uses quantitative research. Data analysis in this study consisted of
classical assumption test, instrument test, statistical test, path analysis test
which was processed through the SPSS application. With the results of the
test of all variables, it can be shown that the easier technology is to influence
the purchasing decisions of housewives in meeting family needs, especially
in fulfilling halal food.

1 Introduction

The COVID-19 pandemic has occurred all over the world. It's been two years, the whole
world and especially Indonesia have been affected by COVID-19 so far. This changes the
order of life in terms of the economy, health, and others. Social activities are postponed for
some time, until they become completely limited, and this condition changes the consumption
patterns that occur in society. The era of globalization and growing information can change
people's consumption patterns that are increasingly following the current trend. This can
make it easier for people to make online shopping transactions easily. The increase occurred
in online trading platforms of up to 38.5% during the pandemic, the data is according to
records reported by Exabytes, a hosting service provider in Indonesia (Juniar & Uci, 2021).

Lifestyle is an influence on the pattern of today's society. Lifestyle is a pattern of life in
society both in activities, interests and income in spending money (Sumarwan,2004).
Technology and information are advancing and developing all the time. Trends are very
inherent in society, with advances in technology and information being advanced, and this is
related to the rise of online shopping activities. Without realizing it, the emergence of this
marketplace has changed our lifestyle. Now only with a smartphone, we can buy the goods
or food we want easily and quickly (Sudjatmika, 2017).
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The family is the smallest community group that influences the pattern of life, and
housewives are the main regulators of what is needed in a family both taking care of,
nurturing according to patterns that have been embedded in the general public. Housewives
are one of the shopper personas or groups of shoppers who have various behaviors (Juniar &
Uci, 2021). Through online buying and selling platforms, it is increasingly easier for
consumers, especially housewives, to meet family needs, especially quality and food by
finding and buying food products that are guaranteed to be halal in products that will be
consumed by all family members. Besides, the condition of the community's economic
resilience can be seen from how the family fulfills their needs. Some resilient individuals and
social groups will not only survive in a certain condition but also develop. They will develop
ways to turn stressful situations into opportunities for self-development (Romarina, 2016)

At the end of 2020, Tokopedia provides a special platform to sell products that have been
certified halal by MUI. The provision of the platform was launched through a collaboration
between Tokopedia, the Halal Product Assurance Agency (BPJPH), the Institute for the
Study of Food, Drugs and Cosmetics of the Indonesian Ulema Council (LPPOM MUI). Head
of Tokpedia Salam, Garri Juanda said Tokopedia provides services for the Muslim
community to find various products, such as food, medicines, beverages, cosmetics, worship
equipment, and clothing.

2 Method

The purpose of this study is to explain how the influence of buying interest on the decision
to purchase halal food during the Covid-19 pandemic. The population in this study were
housewives. Determination of the sample is done by using the technique. The number of
samples is 100 respondents. The big theory used in this research is The Theory of Planned
Behavior (TPB). This theory was developed to predict behavior that is not entirely under the
control of an individual. The Theory of Planned Behavior (TPB) the concept describes the
concept of perceived behavioral control, namely their ability to perform an action. The
decision to make a choice where all behavior is considered, the consequences of each step
are evaluated and a decision is made (Ajzen, 1991)

This study uses a quantitative approach. The data used are primary data obtained through
the distribution of online questionnaires. The questionnaire was assessed using a 5-point
Likert scale (1 = strongly disagree, to 5 = strongly agree). Meanwhile, the variables studied
include lifestyle variables, religiosity, product quality, buying interest, and purchasing
decisions. In Figure 1.1 the following is an overview of this research:
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Fig 1. Research Framework
The results of the hypothesis developed in this study are as follows:

H1 . Lifestyle has a positive and significant effect on buying interest.

H2 : Religiosity has no significant positive effect on buying interest.

H3 : Product quality has a positive and significant effect on buying interest..

H4 : Lifestyle has no significant positive effect on purchasing decisions.

H5 : Religiosity has no significant positive effect on purchasing decisions.

H6 : Product quality has a positive and significant effect on purchasing decisions

H7 : Purchase interest has a positive and significant effect on purchasing decisions.

H8 : Lifestyle has no significant positive effect on purchasing decisions through buying
interest as an intervening variable

H9 : Religiosity has no significant effect on purchasing decisions through buying interest
as an intervening variable

H10 : Product quality has a positive and signicant decisions through buying interest as

an intervening variable.

3 Result and Discussion

Figures and tables, as originals of good quality and well contrasted, are to be in their final
form, ready for reproduction, pasted in the appropriate place in the text. Try to ensure that
the size of the text in your figures is approximately the same size as the main text (10 point).
Try to ensure that lines are no thinner than 0.25 point.

3.1 Validity

Validity test is a test to find out whether the questionnaire is valid or not (Sugiyono, 2015).
Based on the results of the analysis, if the significance value is less than 0.05, it can be said
that the indicator is invalid and not suitable for research. Vice versa if the result of
significance is more than 0.05 then it is said to be valid and feasible to use. Based on Table
1, it can be seen that all variables have met the requirements and are declared valid.

Table 1. Validity Test

Variabel Question rhitung | rtabel | Description
Question 1 0,761** Valid
Question 2 0,426* Valid
Question 3 0,515** Valid
Lifestyle (X1) 0,3009
Question 4 0,391* Valid
Question 5 0,481** Valid
Question 6 0,543** Valid
Question 1 0,603** Valid
Religiosity(X2) 0,3009
Question 2 0,372* Valid
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Question 3 0,341 Valid

Question 4 0,728** Valid

Question 5 0,633** Valid

Question 6 0,615** Valid

Question 7 0,744** Valid

Question 8 0,516** Valid

Question 9 0,766** Valid

Question 10 0,601** Valid

Question 1 0,686** Valid

Question 2 0,714** Valid

Question 3 0,504** Valid

Product Quality (X3) Question 4 0.484™ 0,3009 valid
Question 5 0,323 Valid

Question 6 0,367* Valid

Question 7 0.608** Valid

Question 8 0,610** Valid

Question 1 0,681** Valid

Buying interest (2) Question 2 0.628™ 0,3009 Valid
Question 3 0,392* Valid

Question 4 0,403* Valid

Question 5 0,616** Valid

Question 6 0,459** Valid

Question 7 0,699** Valid

Question 8 0,570** Valid

Question 1 0,417* Valid

Purchasing decisions (Y) 0,3009

Question 2 0,490** Valid
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Question3 | yaq Valid
Question4 | 70gxx Valid
Question'> ¢ gy Valid
Question6 | 709w Valid
Question 7| ) 735 Valid
Question8 | ) 515w valid

3.2 Reliability

Table 2 is the result of the reliability test which is a test to measure the reliability of the
questionnaire which contains indicators of the variables studied. Reliability test to measure
the reliability of the questionnaire which contains indicators of the variables studied. The
questionnaire is said to be good if the questionnaire remains consistent when taking
measurements. SPSS provides facilities that can be used to measure reliability in
questionnaires through statistical tests, and there is a technique used to measure reliability
with Cronbach's Alpha (a) technique. The research instrument is said to be reliable by using
this technique. with cronbach's alpha value (o)) > 0.6 (Bawono, 2006).

Table 2. Reliability Test

Variables Cronbach’s Alpha Description
Lifestyle 0.424 Reliable
Religiosity 0.800 Reliable
Product Quality 0.653 Reliable
Buying interest 0.677 Reliable
Purchasing 0.782 Reliable
decisions

3.3 R Test

Based on Table 3 below, it shows that the R-Square on the buying interest variable is 0.752
where lifestyle, religiosity, and product quality are 75 percent while 25 percent is explained
by other variables outside the model. Furthermore, the R-Square value on the purchasing
decision variable is 0.645, where lifestyle, religiosity, product quality and buying interest are
64 percent, while 36 percent are influenced by other variables outside the model.

Table 3. R Square

Variable R Square R Square Adjusted
Buying interest 0.752 0,565
Purchasin decisions 0.645 0.415
3.4 T test

Based on table 4, it can be explained that the lifestyle and product quality variables have a
positive and significant effect on buying interest while the religiosity variable has a positive
and insignificant effect on buying interest. The relationship between the buying interest
variable on purchasing decisions has a significant positive effect, while the lifestyle and
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product quality variables have a non-significant positive effect on purchasing decisions and
the religiosity variable has a negative and insignificant effect on purchasing decisions.

Table 4. T Test

. Unstandardized Unstanc_ja_rdized
Variabel Coefficients (B) Coefficients t-value p-value
(Std Error)
GH-MB 0.232 0.111 2.089 0.039
R-MB 0.009 0.107 0,080 0.936
KP - MB 0.477 0.075 6.368 0.000
MB — KP 0.334 0.001 3.293 0.001
GH - KP 0.116 0.113 1.027 0.307
R - KP -0,014 0.107 -0.128 0.898
KP - KEP
PEMB 0.143 0.089 1.610 0.111

Based on the results of the analysis, the relationship between lifestyle variables and
product quality has a significant influence on buying interest. This is supported by previous
research conducted by Rumbiati & Heriyana (2020) which states that lifestyle has a positive
and significant influence on buying interest and previous research conducted by Tambunan
(2019) which states that product quality has a positive and significant effect on purchase
intention. While the relationship between the variables of religiosity on buying interest has a
positive and insignificant effect, this is in line with previous research conducted byFauzia et
al., (2019) which states that religiosity has no significant positive effect on buying interest.

Meanwhile, the relationship between lifestyle variables, religiosity, product quality has
no significant effect on purchasing decisions. This is in line with previous research conducted
by Sakdiyah et al., (2021) which states that lifestyle has an insignificant positive effect on
purchasing decisions. Previous research conducted by Abdillah (2020) which states that
religiosity has a negative and insignificant effect on purchasing decisions, and previous
research conducted by Rawung et al., (2015) which states that product quality has no
significant positive effect on purchasing decisions.

As explained earlier, it can be concluded that if the variables of lifestyle, religiosity,
product quality and buying interest as intervening variables, the relationship between lifestyle
variables and religiosity has a positive and insignificant effect, but the product quality
variable has a positive and significant effect. This shows that it is important to form buying
interest, even though it is not very significant, but it can influence the decision to buy halal.

4 Conclusion

Based on the results of the research and discussion above, it shows that for a direct effect,
both lifestyle and religiosity have no significant effect on purchasing decisions. However,
through the mediating role of buying interest, the product quality variable has a significant
effect on purchasing decisions, but the lifestyle and religiosity variables have no significant
positive effect. That is, before consumers make a decision, it is important for consumers to
grow interest first, so that if they feel confident about halal food, it will be easier to make a
decision.

The results of this study provide good input and recommendations for sellers and
producers of halal food, especially in the halal corner of Tokopedia, in order to design and
convince the public about the importance of consuming halal food. Consumers must have the
knowledge to choose the products they want or will buy, so that aspects of product quality,
product information, durability, and the type or form of attractive product packaging,
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nutritional and health values in food will influence and increase people's buying interest to
buy food. decided to buy the product. Especially the presence of a halal logo that makes it
easier for people to choose products that have been certified halal by MUI.

The importance of campaigns and promotions about the importance of consuming halal
food. related parties such as MUI, religious institutions in the community as well as scholars
and religious leaders to provide material and knowledge to the community about the
importance of this. With the increasing awareness of the public's mindset about the
importance of halal food and products to be consumed, it will increase people's buying
interest in making purchasing decisions for halal products that have been registered with the
MUIL.
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