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Penelitian ini bertujuan untuk mengeksplorasi pengaruh keterikatan 
keagamaan terhadap niat pembelian kembali produk buatan Muslim di komunitas 
Muslim Indonesia. Dengan melibatkan 622 responden, analisis dilakukan 
menggunakan Structural Equation Modeling (SEM) dengan menggunakan aplikasi 
statistik LISREL melalui uji Multi-group Analysis untuk membandingkan perilaku 
pembelian pada dua komunitas besar Muhammadiyah dan Nahdlatul Ulama. Hasil 
menunjukkan bahwa religiosity berpengaruh kuat terhadap customer commitment, 
khususnya di Muhammadiyah, dibandingkan NU. Customer commitment terbukti 
menjadi mediator utama yang memengaruhi repurchase intention pada kedua 
kelompok. Sebaliknya food quality lebih dominan memengaruhi perceived value 
pada NU dibandingkan Muhammadiyah dan hanya signifikan memengaruhi 
repurchase intention di NU. Perceived value tidak berpengaruh langsung terhadap 
repurchase intention di kedua komunitas. Temuan ini menegaskan bahwa strategi 
pemasaran produk makanan halal harus disesuaikan dengan nilai-nilai dan pola 
perilaku konsumsi yang khas dari masing-masing komunitas. 
Kata kunci: Religiusitas, Kualitas Produk, Komitmen Konsumen, Persepsi Nilai 
Konsumen, Niat Pembelian Ulang 
 
 

ABSTRACT 
 

This study aimed to explore the influence of religiosity on repurchase 
intention for halal food products among Muslim communities in Indonesia. With a 
sample size of 622 respondents, the analysis was conducted using Structural 
Equation Modeling (SEM) with LISREL software, employing Multi-group 
Analysis to compare purchasing behavior between two major Islamic communities: 
Muhammadiyah and Nahdlatul Ulama. The findings revealed that religiosity has a 
strong impact on customer commitment, particularly in Muhammadiyah, compared 
to Nahdlatul Ulama. Customer commitment emerged as the primary mediator 
influencing repurchase intention across both groups. In contrast, food quality had a 
more significant effect on perceived value in Nahdlatul Ulama than in 
Muhammadiyah and only significantly influenced repurchase intention in 
Nahdlatul Ulama. Perceived value did not have a direct effect on repurchase 
intention in either community. These findings emphasize that marketing strategies 
for halal food products should be tailored to the specific values and consumption 
patterns of each community. 
Keywords: Religiosity, Food quality, Customer Commitment,  Perceived Value, 
repurchase intention  
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