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  This research aims to analyze the influence of product 
quality and halal labeling on the intention to repurchase 
Emina cosmetic products which is mediated by 
customer experience among female students in Banda 
Aceh City. The data used is primary data obtained from 
questionnaires distributed to 105 student respondents in 
Banda Aceh City. This study uses a quantitative 
approach. The sampling method used was non-
probability sampling with a technique namely purposive 
sampling. The analysis techniques used are path analysis 
and Sobel test. The results of this research show that 
product quality and halal labeling have a positive and 
significant effect on customer experience. Product 
quality, halal labeling and customer experience have a 
positive and significant effect on the intention to 
repurchase Emina cosmetic products among female 
students in Banda Aceh City. Customer experience can 
mediate the influence of product quality and halal 
labeling on the intention to repurchase Emina cosmetic 
products among female students in Banda Aceh City. 
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1. Introduction  
Cosmetic products in Indonesia are increasingly diverse, both from within the country and 

abroad. Following are some of the most widely used cosmetic brands in Indonesia in 2022: 

 
(Source: databoks.katadata.co.id) 

 Figure 1 Most Used Local Cosmetic Brands (2022) 
 

Figure 1 shows that PT. Technology and Innovation Paragon is a domestic cosmetics 
manufacturer with the most user products. In 2022, PT Paragon Technology & Innovation will 
produce the three most widely used local brands, namely Wardah, Emina and Make Over. 
Wardah is the cosmetic brand with the most usage at 48 percent, followed by Emina with 40 
percent usage, and Make Over with 22 percent usage (databoks.katadata.co.id, 2022). 

In 2022, Emina managed to occupy second place in the number of cosmetic users, beating 
Make Over which was already there. Even though it is a new product, Emina has succeeded in 
quickly entering the cosmetics market. According to Kotler & Keller (2009), new products 
generally experience delayed sales, slow market development, and high failure rates. However, 
Emina is different, even though Emina is experiencing rapid growth and is ranked second in 
number of users, even though it is included in a new product category. 

Sales growth was identified due to the intention to repurchase the cosmetic product. 
Repurchase intention according to Kahar et al. (2019) defines it as a consumer's decision to 
repurchase goods or services from the same company after previously purchasing them. The 
following are several indicators of repurchase intention quoted from research by Purnapardi & 
Indarwati (2022), namely always being the number one brand when purchasing, willing to 
repurchase and recommend to those closest to you. Chriswinanto's (2021) research states that 
product quality has a positive and significant influence on repurchase intention. This is also in 
accordance with findings from Makkiyah, et al (2023) & Purnapardi (2022) stating that good 
product quality has a positive and significant influence on repurchase intentions. The product 
quality indicators cited in research (Purnapardi & Andjarwati, 2022) are namely performance, 
product variety, reliability, suitability and aesthetics. 

In order to increase consumers' repurchase intentions, companies must include clear 
information about their products. The information that Muslim consumers need is halal 
information which is usually in the form of a halal label certified by the Indonesian Ulema 
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Council (LPPOM MUI) Food, Drug and Cosmetic Assessment Institute. The city of Banda 
Aceh is a potential market for halal products because the majority of its population is Muslim 
with a population of 222,582 people based on data from the Aceh City Government. Emina's 
new product produced by PT. Paragon Technology has been labeled halal by MUI. The halal 
label is very important for Muslim consumers because it helps them identify products that have 
been labeled halal.  Research conducted by Yazdizadeh et al. (2018), Istiqomah et al. (2019), 
Hidayat et al. (2019) & Yoga (2018) show that the halal label has a significant influence on 
repurchase intentions. Indicators of halal labeling quoted from research (Makkiyah & 
Andjarwati, 2023) are images, writing, a combination of images and writing, and sticking to the 
packaging. 

Changes in the social environment and intense competition can make efforts to arouse 
consumers' intention to repurchase difficult. To fulfill consumer desires and consumer comfort 
when purchasing and using a product, companies must create a pleasant customer experience 
physically and mentally when using the cosmetic product. Pasaribu et al. (2018) stated that 
customer experience is a customer's personal experience regarding subjectively positive 
responses to a product during the purchase and use process. Hasniati et al. (2021) Melia (2023) 
states that consumer experience has a positive and significant influence on repurchase intentions. 
Customer Experience indicators taken from research by Makkiyah & Andjarwati (2023), namely 
sense, feel, think, and relate. 

Researchers chose the location in Banda Aceh City because Banda Aceh City is the fashion 
center in Aceh province with good market potential, and Banda Aceh is the education center in 
Aceh province, so many female students study in Banda Aceh City. Referring to the description 
previously presented, researchers are interested in exploring this further through research 
entitled "The Influence of Product Quality and Halal Labeling on Repurchase Intentions 
mediated by Customer Experience among female students in Banda Aceh City". 

 
2. Methods 

This research method uses quantitative methods. This research aims to examine the 
influence of product quality and halal labeling on repurchase intentions which are mediated by 
customer experience. The population in this study were students studying in Banda Aceh City. 
Samples were taken using a non-probability sampling technique with a purposive sampling 
method with the criteria of students studying in Banda Aceh City, having purchased Emina 
cosmetic products at least once, and students who intend to repurchase Emina cosmetic 
products. Hair (2010) recommends that the sample size should ideally be five to ten times the 
number of indicators used. The number of indicators used was 15 times 7, so that the sample 
calculation results obtained were 105 respondents. The data collection technique that will be 
used is a questionnaire with a 5 Likert scale using Google Form media. The data obtained in this 
research will then use the SPSS 25 program. The regression equation for this research is as 
follows: 

CE = p1PQ + p2HL + e1 
NU = p3PQ + p4HL + p5CE + e2 

Where PQ is Product Quality, HL is Halal Labeling, RI is Repurchase Intention, CE is 
Customer Experience, P is Regression Coefficient, and E is Error. 
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3. Result and Discussion 
Validity and Reality Test 

Table 1. Validity Test Results 
Variable Question Rcount rtable Description 

Repurchase Intention NU1 
NU2 
NU3 

0,751 
0,821 
0,600 

0,192 
0,192 
0,192 

Valid 
Valid 
Valid 

Product Quality KP1 
KP2 
KP3 
KP4 

0,661 
0,734 
0,771 
0,770 

0,192 
0,192 
0,192 
0,192 

Valid 
Valid 
Valid 
Valid 

Halal Labeling LH1 
LH2 
LH3 
LH4 

0,737 
0,778 
0,789 
0,696 

0,192 
0,192 
0,192 
0,192 

Valid 
Valid 
Valid 
Valid 

Customer Experience CE1 
CE2 
CE3 
CE4 

0,782 
0,903 
0,894 
0,894 

0,192 
0,192 
0,192 
0,192 

Valid 
Valid 
Valid 
Valid 

   Source: Primary Data, 2024 (processed). 
 

Based on the results of the validity test analysis, it was found that all variables in this 
questionnaire had an rcount value that was greater than the rtable value, with an rtable value of 
0.192. This indicates that all statements in this questionnaire can be considered valid. 

Reliability Test 
Table 2. Reliability Test Results 

Variable Cronbach Alpha 
Value 

Reliable Standart Information 

Repurchase Intention 0,747   0,60 Reliable 
Product Quality 0,716 0,60 Reliable 
Halal Labeling 0,740 0,60 Reliable 

Customer Experience 0,891 0,60 Reliable 
      Source: Primary Data, 2024 (processed). 
 

From the table above, the Cronbach's Alpha values are 0.747, 0.716, 0.740 and 0.891 
respectively. Thus, all question items used in the research variables are said to be reliable 
because they have a Cronbach's Alpha value of more than 0.60. 

Normality test 
Table 3.One-Sample Kolmogorov-Smirnov Test 

 Unstandarized 
Residual 

N 105 
Test Statistic 0,099 
Asymp Sig (2-tailed) 0,013c 
Monte Carlo Sig. (2-       Sig. 
tailed)                 

0,235d 

                                        99% Confidence      
Interval 

 Lower Bound                                    0,224 

  Upper Bound                                   0,246 
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a. Test distribution is Normal.  
b. Calculated from data.  
c. Lilliefors Significance Correction.  

         Source: Primary Data, 2024 (processed). 
 

The Monte Carlo test results in table 4 show a residual value of 0.235. Where the 
significant value of 0.235 is greater than 0.05, it can be concluded that the residual value in this 
study is normally distributed. 

 
Multicollinearity Test 

Table 4. Multicollinearity Test 
Coefficientsa 

  Tolerance VIF 
Model (Constant)   
1 Product Quality (PQ) 0,501 1,996 
 Halal Labeling (HL) 0,521 1,921 
 Customer Experience (CE) 0,594 1,683 
a. Dependent Variable: Repurchase Intention (RI) 

                     Source: Primary Data, 2024 (processed). 
 

From the table above it can be seen that all independent variables have a Tolerance value 
of more than 0.10, meaning there is no correlation between the independent variables. Likewise, 
the results of calculating the Variance Inflation Factor (VIF) value also show the same thing that 
all independent variables have a VIF value of less than 10. So it can be concluded that there is no 
multicollinearity between independent variables in the regression model in this study. 

Heteroscedasticity Test 
Table 5. Heteroscedasticity Test 

Coefficientsa 

Model  Sig. 
1 (Constant)  
 Product Quality (PQ) 0,183 
 Halal Labeling (HL) 0,057 
 Customer Experience (CE) 0,525 
a. Dependent Variable: ABS_RES 

                     Source: Primary Data, 2024 (processed). 
Based on Table 6, it is known that the significant value of the Product Quality (PQ), Halal 

Labeling (HL), and Customer Experience (CE) variables is greater than 0.05, so it can be 
concluded that the data does not have heteroscedasticity. 

Path Analysis 
Path analysis is used to evaluate the direct impact of independent variables on dependent 

variables without going through mediating variables, as well as to determine the indirect impact 
of independent variables on dependent variables through mediating variables. 

 
 

1. Regression Results Equation 1 
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This equation is used to determine the influence of the Product Quality (PQ), Halal 
Labeling (HL) variables on Customer Experience (CE) and determine the coefficient or path 
value for each variable. 

 
 

Table 6. Path Coefficient Equation 1 
Model Standarized 

Coeficients 
 
Tcount 

 
Sig. 

Product Quality (PQ) 0,382 3,779 0,000 
Halal Labeling (HL) 0,318 3,150 0,002 

        Source: Primary Data, 2024 (processed). 
 

 Based on the regression results of equation 1, the following equation can be created: 
 

 
 

 
From the results of the regression equation, the following results were obtained: 

a. The regression coefficient is 0.382 (with a positive direction). The coefficient value of 
0.382 is the path value for β1. Apart from that, with a t value of 3.779 and a t table value 
of 1.659, it can be concluded that t count > t table and the significance is 0.000 <0.05. 
Therefore, H01 is rejected and Ha1 is accepted. In other words, it can be concluded that 
Product Quality (PQ) has a positive and significant influence on Customer Experience 
(CE). 

b. The regression coefficient is 0.318 (with a positive direction). The coefficient value of 
0.318 is the path value for β2. By looking at the t value of 3.150 and the t table value of 
1.659, it can be concluded that t count > t table and the significance is 0.002 <0.05. 
Therefore, H02 is rejected and Ha2 is accepted. In other words, it can be concluded that 
Halal Labeling (HL) has a positive and significant influence on Customer Experience 
(CE). 
 

2. Regression Results of Equation II 

This equation is used to determine the influence of the variables Product Quality (PQ), 
Halal Labeling (HL), and Customer Experience (CE) on Repurchase Intention (RI) and 
determine the path value for each variable.  

Table 7. Path Coefficients of Equation II 
Model Standarized 

Coeficients 
 
Tcount 

 
Sig. 

Product Quality (PQ) 0,222 2,398 0,018 
Halal Labeling (HL) 0,285 3,146 0,002 
Customer Experience (CE) 0,371 4,372 0,000 

      Source: Primary Data, 2024 (processed). 
Based on the regression results of equation I, the following equation can be created: 

 
 

From the results of the regression equation, the following results were obtained: 
c. The regression coefficient value is 0.222 (positive) for the Product Quality (PQ) variable. 

The coefficient value of 0.222 is the path value for path β3. And seen from the tcount 
value of 2.398 and it has a ttable value of 1.659. Because tcount>ttable and the 
significance is 0.018<0.05, H03 is rejected and Ha3 is accepted. In other words, it can be 
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said that Product Quality (PQ) has a positive and significant effect on Repurchase 
Intention (RI). 

d. The regression coefficient value is 0.285 (positive). The coefficient value of 0.285 is the 
path value for path β4. And seen from the tcount value of 3.146 and it has a ttable value 
of 1.659. Because tcount>ttable and the significance is 0.002<0.05, H04 is rejected and 
Ha4 is accepted. In other words, it can be said that Halal Labeling (HL) has a positive 
and significant effect on Repurchase Intention (RI). 

e. The regression coefficient value is 0.371 (positive). The coefficient value of 0.371 is the 
path value for path β5. And seen from the tcount value of 4.372 and it has a ttable value 
of 1.659. Because tcount>ttable and the significance is 0.000<0.05, H05 is rejected and 
Ha5 is accepted. In other words, it can be said that Customer Experience (CE) has a 
positive and significant effect on Repurchase Intention (RI). 

Based on the regression results of equations I and II, the path analysis model is obtained 
as follows: 

 

 
Figure 2. Path Analysis Model 

From Figure 2, direct and indirect influences can be seen. 
To determine the effect of mediation from ( β1 β5), a Sobel test was carried out using the 

Sobel Test Calculator for The Signification of Mediation Daniel Soper online application as 
follows: 

 
Source: Sobel Test Calculator Online 2024 (Processed) 

Figure 3. Sobel Test Results for Product Quality on Repurchase Intentions through Customer 
Experience 
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1. The influence of product quality on repurchase intention through customer experience 
 To determine the mediation effect of (β1 β5), a Sobel test was carried out using the Sobel 
Test Calculator for The Signification of Mediation Daniel Soper online application. The 
calculation results show that the statistical value (p value) for the influence of Customer 
Experience as an intervening variable between product quality variables and repurchase intention 
is 2.52945968 and the significance of the one-tailed probability is 0.00571191. Because the p 
value is smaller than the significance level of 0.05, it can be concluded that product quality has a 
significant effect on repurchase intentions through customer experience. 

To determine the effect of mediation from ( β2β5), a Sobel test was carried out using the 
Sobel Test Calculator for The Signification of Mediation Daniel Soper online application as 
follows: 

 
Source: Sobel Test Calculator Online 2024 (Processed) 

Figure 4. Sobel Test Results for Halal Labeling on Repurchase Intentions through 
Customer Experience 

 
2. The Effect of Halal Labeling on Repurchase Intentions through Customer Experience 

 To determine the mediation effect of ( β2 β5), a Sobel test was carried out using the 
Sobel Test Calculator for The Signification of Mediation Daniel Soper online application. The 
results show that the statistical value (p value) for the influence of Customer Experience as an 
intervening variable between the halal labeling variable and repurchase intention is 2.20307943 
and the significance of the one-tailed probability is 0.01379458. Because the p value is smaller 
than the significance level of 0.05, it can be concluded that halal labeling has a significant effect 
on repurchase intentions through customer experience. 

 
4. Conclusion 

Based on the results of research that has been carried out through the stages of data 
collection, data processing, and data analysis results, the following conclusions can be drawn: 
Product quality has a positive and significant effect on the customer experience of Emina 
cosmetic products among female students in the city of Banda Aceh. Halal labeling has a positive 
and significant effect. also significant on the customer experience of Emina cosmetic products 
among female students in Banda Aceh City. Product quality has a positive and significant 
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influence on the intention to repurchase Emina cosmetic products among female students in 
Banda Aceh City. Halal labeling has a positive and also significant influence on the intention to 
repurchase Emina cosmetic products. among female students in the city of Banda Aceh, 
customer experience has a positive and significant effect on the intention to repurchase Emina 
cosmetic products among female students in the city of Banda Aceh. Product quality has a 
positive and also significant effect on the intention to repurchase Emina cosmetic products 
which is mediated by customer experience among female students in The city of Banda Aceh 
and halal labeling have a positive and significant effect on the intention to repurchase Emina 
cosmetic products which is mediated by customer experience among female students in the city 
of Banda Aceh. 

Based on the results of research that has been carried out. Researchers would like to 
suggest several things that can be considered, including: (1) In this study, researchers only 
considered three variables as factors that influence the intention to repurchase cosmetic 
products. Therefore, for future research, it is recommended to include additional variables to 
investigate other factors that play a role in influencing female students to have the intention to 
repurchase a cosmetic product. (2) For further research, it is hoped that it can expand to various 
regions and different research objects, and use different samples from this research. It is hoped 
that this can provide a new contribution to the development of this research. (3) It is hoped that 
this research can serve as a guide for future researchers to review and improve as necessary. 
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