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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis minat pembelian ulang produk Mixue Ice 

Cream & Tea dengan menggunakan variabel kesadaran halal, harga, citra merek, 

electronic word of mouth dan kepuasan konsumen sebagai variabel intervening. 

Penelitian ini menggunakan metode deskriptif kuantitatif, adapun teknik analasis yang 

digunakan adalah Structural Equation Modeling-Partial Least Square- (SEM-PLS) 

dengan sampel generasi Z konsumen Mixue Ice Cream & Tea di Jawa Barat sebanyak 

228 responden dengan menyebar kuesioner berupa google form dan disebarkan di media 

sosial. Hasil penelitian menunjukkan bahwa kesadaran halal, harga dan citra merek tidak 

berpengaruh dan tidak signifikan terhadap minat pembelian ulang produk Mixue, 

sedangkan electronic word of mouth dan kepuasan konsumen berpengaruh positif dan 

signifikan terhadap minat pembelian ulang produk Mixue. Adapun pengujian variabel 

mediasi menunjukkan kepuasan konsumen mampu memediasi kesadaran halal, citra 

merek dan electronic word of mouth terhadap minat pembelian ulang produk Mixue, tapi 

kepuasan konsumen tidak mampu memediasi harga terhadap minat pembelian ulang 

produk Mixue. 

Kata Kunci: Minat Pembelian Ulang, Kesadaran Halal, Harga, Citra Merek, Electronic 

Word of Mouth, Kepuasan Konsumen, Mixue Ice Cream & Tea. 
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Abdulloh Syahril Mubarok (1805537) “Analysis Determinants of Repurchase 

Intention of Mixue Ice Cream & Tea Products After Halal (Study on Z 

Generation of Mixue Ice Cream & Tea Consumers in West Java)” under the 

guidance of  Dr. Juliana, M.E.Sy. and Fitranty Adirestuty, S.Pd., M.Si. 

 

ABSTRACT 

 

This study aims to analyze the intention to repurchase Mixue Ice Cream & Tea products 

by using halal awareness, price, brand image , electronic word of mouth and consumer 

satisfaction as intervening variables . This research uses a quantitative descriptive 

method, while the analysis technique used is Structural Equation Modeling-Partial Least 

Square- (SEM-PLS) with a sample of Z generation Mixue Ice Cream & Tea consumers in 

West Java as many as 228 respondents by distributing questionnaires in the form of 

google forms and distributed on social media. The results showed that halal awareness , 

price and brand image had no effect and were not significant on the intention to 

repurchase Mixue products, while electronic word of mouth and consumer satisfaction 

had a positive and significant effect on the intention to repurchase Mixue products. The 

mediation variable test shows that consumer satisfaction is able to mediate halal 

awareness , brand image and electronic word of mouth on the intention to repurchase 

Mixue products, but consumer satisfaction is not able to mediate price on the intention to 

repurchase Mixue products. 

Keywords : Repurchase Intention, Halal Awareness , Price, Brand Image , Electronic 

Word of Mouth , Consumer Satisfaction, Mixue Ice Cream & Tea . 
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