Kontigensi: Jurnal limiah Manajemen
Vol. 12, No. 1, June 2024, pp. 303-310
ISSN 2088-4877

The Influence of Religiosity on Repurchase Intention with Perceived
Behavioral Control and Brand Image as Connecting Factors

Yesa Ramadhani, 2’Kusyana, 3Mutdi Ismuni
1Sekolah Tinggi lImu Ekonomi Indonesia, Surabaya, Indonesia
2|nstitut Agama Islam Pangeran Dharma Kusuma, Indramayu, Indonesia
SUniversitas Pertiwi, Bekasi, Indonesia
E-mail : indramayukusyana@gmail.com

DOI: https://doi.org/10.56457/jimk.v12i1.537
Received: May 11, 2024 | Accepted: June 16, 2024 | Published: June 26, 2024

ABSTRACT

The competition that occurs between similar drinking water products and the boycott against buying
Aqua drinking water products is a challenge for the Aqua company. This research aims to determine the influence
of religiosity on the intention to repurchase Aqua drinking water products with perceived behavioral control and
brand image as mediation and moderation. Research was conducted on 254 Aqua consumers. Sampling was
carried out using purposive sampling, namely respondents who had consumed Aqua drinking water products at
least twice. The data analysis method was carried out using PLS SEM. The research results found that religiosity
had a negative impact on the intention to repurchase Aqua drinking water products. Religiosity has a positive
impact on perceived behavioral control and brand image. Perceived behavioral control and brand image
positively mediate the influence of religiosity on intention to repurchase Aqua drinking water products. Perceived
behavioral control positively moderates the influence of religiosity on intention to repurchase Aqua drinking water
products. Negatively moderating brand image the influence of religiosity on intention to repurchase Aqua drinking

water products. Future research can be limited to certain religions, ages, and regions.
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INTRODUCTION

Aqua is the most famous bottled water
brand in Indonesia. The competition between
similar drinking water products has become a
challenge for the Aqua drinking water company
to maintain its reputation (Fransiskus &
Rakhman, 2023). From 2020 to 2023 Aqua
drinking water products received the top brand
award.

The issue of Aqua being an Israeli product
coupled with Israel's aggression against Gaza is
one of the causes of the decline in sales of Aqua
products. Israel's aggression against Gaza
since October 2023 has sparked global support
for Palestine. One of the supports shown by the
Indonesian Ulema Council by issuing fatwa
number 83 of 2023. One of the points of this
fatwa is to avoid transactions and not use
products affiliated with Israel, one of which is the
Aqua drinking water product. (P. Wibowo et al.,

2024). This is a problem considering that the
majority of Indonesia's population is Muslim.
One form of sustainability for a company lies
in attracting new customers and retaining old
customers. Repurchase intention or the
intention to buy again is a form of retaining old
consumers from switching to competing
products. Repurchase intention is defined as an
individual's judgment about purchasing a
product again, the decision to engage with the
product provider in the future as well as what
form that engagement will take (Chen & Chen,
2017). Intention is the closest factor that leads
to a person's behavior (Ajzen, 1991).
Repurchase intention is caused by various
factors. Satisfaction with online sites is one of
the factors that determines the intention to
repurchase a product (Pandiangan et al., 2021).
Service quality, word of mouth promotion,
customer trust, and customer satisfaction are
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factors that can determine consumers' intention
to repurchase (Ginting et al., 2023). The level of
repurchase intention is caused by high or low
brand awareness, brand associations and brand
loyalty (Pranata & Permana, 2021). Green
brand  positioning,  attitudes  towards
environmentally friendly brands can increase
repurchase intention (Situmorang et al., 2021).
Price perception, appearance perception, and
brand preference were found to increase
repurchase intentions (Yasri et al., 2020).
Attitude, subjective norms, and perceived
behavioral control lead to high repurchase
intention (Mosavi et al., 2012). The level of
repurchase intention depends on consumer
trust and brand image factors (Wijayajaya &
Astuti, 2018). Previous research results show
that customer religiosity and knowledge can
increase repurchase intentions (Putri et al.,
2019). This research includes factors such as
religiosity, perceived behavioral control, and
brand image in influencing the intention to
purchase Aqua drinking water products.

Religion is a person's belief in the full
authority and integral truth of a teaching and
holy book which acts as a basis for humans to
form their attitudes and behavior, therefore
religiosity can be interpreted as the intensity of
religion and piety.(Nawawi et al., 2018).
Religiosity is the extent to which a person
applies religious values in everyday life (Putri et
al., 2019).

Perceived behavioral control is a person's
perception of the ease or difficulty of displaying
the desired behavior (Ajzen, 1991). Perceived
behavioral control is almost equivalent to the
social learning construct of self-efficacy which is
an individual's perception of the ability to carry
out a series of actions to face prospective
situations. (Vamvaka et al., 2020).

Brand image is defined as the sum of
customer perceptions about a brand which
originates from the interaction of cognitive,
affective and evaluative processes in the
customer's mind (Lee et al., 2014). Brand image
functions to differentiate the company's
strengths and is a powerful marketing tool (Park
& Park, 2019). Brand image is useful in making
decisions regarding better strategic marketing,

targeting certain market segments, and
positioning a product (Lee et al., 2014).

This research aims to determine the
influence of religiosity on the intention to
repurchase Aqua brand drinking water products
with perceived behavioral control and brand
image as mediating factors as well as
moderating factors.

METHOD

This research uses a quantitative causality
design to look at the factors that have an impact
on repurchase intention. This research is cross
sectional. The research respondents were 254
customers of Aqua drinking water products.
Sampling used purposive sampling, namely
customers who had consumed Aqua products at
least twice. Data collection uses a Google form
which is distributed via social media Whatsapp,
Facebook and Linkedin.

The repurchase intention and brand image
research instruments are the result of
adaptations, each consisting of 3 items (Tian et
al., 2022). Perceived behavioral control was
adapted from previous research with a total of 3
items (Kim & Lee, 2019). Religiosity consists of
5 items and is an adaptation of previous
research (Sulaiman et al., 2022).

RESULT and DICUSSION

Respondent Characteristics

Respondents born from 2005 to 2024 were
6 people (2.36%), born from 1982 to 2004 were
189 people (74.41%), born from 1961 to 1981
were 59 people 23.23%). The level of education
was 1 person (0.39%), 4 people had a junior
high school (1.57%), 48 people had a high
school/equivalent level, 12 people had a
diploma (4.73%), 12 people had a bachelor's
degree. 97 people (38.19%), S2/equivalent as
many as 77 people (30.31%), PhD as many as
15 people (5.91%). Respondents with Islam
were 222 people (87.40%), Protestants were 12
people (4.73%), Catholics were 14 people
(5.51%), Buddhists were 4 people (1.58%),
Hindus were 1 person (0.39%), another 1
person (0.39%). The marital status of
respondents, namely 151 people (59.45%) were
married, 97 people (38.19%) were not married,
6 people (2.36%) answered other. The
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employment status of 96 respondents (37.80%)
were private employees, 23 people (9.05%)
were ASN/PNS, 68 people (26.77%) answered

other, 14 people (5.51%) were entrepreneurs ,
37 people (14.57%) are students, 16 people
(6.30%) are BUMN employees.

Table 1. Research result

Outer AVE  Composite Cronbach R F Square Q
Loading Reliability Alpha Square Square
Religiosity 0.699 0.921 0.896 0.027
RE3 0.872
RE4 0.868
RE2 0.860
RE1 0.795
RE5 0.780
Perceived 0.709 0.880 0.809 0.039 0.263 0.030
Behavioral
Control
PBC3 0.847
PBC1 0.845
PBC2 0.835
Brand Image 0.685 0.864 0.765 0.049 0.255 0.031
BI2 0.918
Bl1 0.901
BI3 0.634
Repurchase 0.907 0.967 0.949 0.625 0.559
Intention
RI2 0.958
RI3 0.954
RI1 0.945
Outer Loading were all accepted and could be used in the

Table 1 shows the outer loading values for
religiosity ranging from 0.780 to 0.872. The
value of outer loading perceived behavioral
control ranges from 0.835 to 0.847. The outer
loading value of brand image ranges from 0.634
to 0.918. The outer loading repurchase intention
value ranges from 0.945 to 0.958. For a number
of respondents of 250 and above, an outer
loading value > 0.35 can be used and does not
have to be discarded (Hair et al., 2019). All outer
loading values in this study were > 0.35 so they

subsequent analysis process.
Validity Test

Table 1 contains the average variant
extracted (AVE) values for religiosity, perceived
behavioral control, brand image, and
repurchase intention of 0.699, 0.709, 0.685, and
0.907 respectively. All variables in this study
were declared valid because they had an AVE
value > 0.5.
Discriminant Validity

Table 2. Discriminant Validity

Bl PBC RE RI
]
PBC 0.857
RE 0.267 0.211
RI 0.823 0.759 0.077

Table 2 shows the discriminant validity
using the hetertrait-monotrait ratio (HTMT). A

value < 0.9 means that the variable has good
discriminant validity. All variables in this study
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have a discriminant validity value of <0.9, which
means that all variables do not resemble each
other or have their own characteristics so they
can be differentiated from each other.
Reliability Test

Table 1 contains the Cronbach Alpha value
and composite reliability of each variable. All
variables in this study have Cronbach Alpha
values and composite reliability > 0.7 so that all
of them are declared reliable or stable when
used at different times.
R Square

Table 1 contains the results of the R Square
calculation. Religiosity, perceived behavioral
control, brand image contributed to changes in
repurchase intention by 62.5% while the
remaining 37.5% was caused by factors outside
the research.

F Square

Table 1 contains the results of the F Square
calculation. The influence of religiosity on
repurchase intention obtained an F Square
value of 0.027 (> 0.02 and < 0.15) so it can be
said to have a small effect. The influence of
perceived behavioral control and brand image
on repurchase intention obtained an F Square
value of 0.263 and 0.255 respectively (> 0.15
and <0.35) soitis said to have a medium effect.
Q Square

Table 1 contains the results of the Q Square
test. The Q Square value was found to be 0.559
for repurchase intention which was influenced
by the variables in this research. This value is
greater than 0 so this research has good
observational value and predictive relevance.
Hypothesis Testing

Moderatifg Effect
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Figure 1. Path Coefficients

Figure 1 contains the path coefficient
values. Religiosity functions as an exogenous
variable. Repurchase intention functions as an
endogenous variable. Perceived behavioral
control and brand image function as mediator
and moderator variables.

Table 3 shows that all hypotheses are
accepted (p value < 0.05). Religiosity has a
negative influence on the intention to
repurchase Aqua drinking water products (r = -
0.128, p = 0.010). Perceived behavioral control

has a positive influence on the intention to
repurchase Aqua drinking water products (r =
0.425, p = 0.000). Brand image has a positive
influence on intention to repurchase Aqua
drinking water products (r = 0.443, p = 0.000).
Religiosity has a positive influence on perceived
behavioral control (r = 0.199, p = 0.017).
Religiosity has a positive influence on brand
image (r = 0.222, p = 0.004). The influence of
religiosity on intention to repurchase Aqua
drinking water products is positively moderated
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by perceived behavioral control (r = 0.190,
0.007). The influence of religiosity on intention
to repurchase Aqua drinking water products is
negatively moderated by perceived behavioral
control (r=-0.172, 0.031). Perceived behavioral
control positively mediates the influence of
religiosity on intention to repurchase Aqua
drinking water products (r = 0.084, p = 0.031).
Brand image positively mediates the influence
of religiosity on intention to repurchase Aqua
drinking water products (r = 0.098, p = 0.012).

Religiosity was found to have a negative
effect on intention to repurchase Aqua products
(Table 3). Religiosity does not have a direct
impact on repurchase intentions and must be
bridged by attitudes in order to have an impact
on repurchase intentions (Putri et al., 2019). The
interaction between religiosity and purchase
intention was found in previous research
(Nawawi et al., 2018). Religious knowledge,
religious commitment, and halal certification
influence the actual purchasing behavior of halal
cosmetics consumers, which then drives
consumers' repurchase intentions (Shahid et
al., 2023). Religious beliefs as a predictor of
consumer attitudes towards halal cosmetics
which in turn develop consumer repurchase
intentions (Hussain et al., 2024). In Table 3 it
can be seen that religiosity has a negative
impact on repurchase intentions due to
weakening factors such as brand image. For
consumers who have a high brand image, the
impact that religiosity has on the intention to
repurchase Aqua products becomes weaker to
the point of having a negative influence.

Perceived behavioral control was found to
have a positive effect on intention to repurchase
Aqua products (Table 3). These findings are in
line with previous research where perceived
behavioral control influences the intention to
purchase halal personal care products (Nawawi
et al., 2018). Perceived behavior control
increases behavioral intentions which then
increases the intention to repurchase a product
(Mosavi et al., 2012). Repurchase intention is
influenced by attitudinal factors and perceived
behavioral control (Kim & Lee, 2019). Perceived
behavioral control was found to have a positive

impact on the intention to repurchase a product
(Ariyanto, 2017). High perceived behavioral
control will be accompanied by high intention to
purchase an item (Shufiana et al., 2021).

Brand image was found to have a positive
effect on intention to repurchase Aqua products
(Table 3). These results are in line with previous
research where trust and brand image have a
positive influence on repurchase intentions
(Wijayajaya & Astuti, 2018). Brand image was
found to be able to increase repurchase
intentions and perceived value (Huang et al.,
2019). Brand image is able to link the influence
of product quality on repurchase intentions
(Ketut, 2018). The company's brand image will
increase repurchase intentions and reduce
switching behavior to buy other products
(Srivastava & Sharma, 2013). Brand image will
increase repurchase intentions directly and the
effect will be greater when word of mouth is
implemented (Prabowo et al., 2019)..

Religiosity was found to have a positive
effect on perceived behavioral control (Table 3).
Religious practices can increase behavioral
control and ultimately increase well-being
(Jackson & Bergeman, 2011). Religiosity has a
significant influence on the formation of
personal attitudes and individual perceptions of
their ability to carry out an activity (B. Wibowo,
2017) These results contradict previous findings
where a person's religiosity had no effect on
perceived behavioral control (Karlina et al.,
2021). Religiosity and perceived behavioral
control both have a positive impact on purchase
intentions (Haro, 2016), however, which one
has a closer influence on repurchase intention
remains to be confirmed.

Religiosity was found to have a positive
effect on brand image (Table 3). These results
are in line with previous findings where
religiosity has a significant influence on brand
image (Andini & Rufaidah, 2017). Religiosity
was found to have a positive impact on halal
brand image in previous research (Nasution et
al., 2017). Religious boycotts have significant
consequences for company profits and brand
image (Abosag & F. Farah, 2014). The influence
of religiosity on loyalty intentions is mediated by
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a particular brand image (Suhartanto et al.,
2018).

The influence of religiosity on intention to
repurchase Aqua products is positively
moderated by perceived behavioral control
(Table 3). The interaction that occurs between
religiosity and perceived behavioral control can
increase the intention to repurchase Aqua
drinking water products. For consumers who
have high perceived behavioral control, the
impact that religiosity has on their intention to
repurchase Aqua products will be more positive.

The influence of religiosity on intention to
repurchase Aqua products is negatively
moderated by brand image (Table 3). The
interaction that occurs between religiosity and
brand image is able to reduce the intention to
repurchase Aqua drinking water products. For
consumers who have a high brand image, the
impact that religiosity has on their intention to
repurchase Aqua products will be even more
negative. The brand image that some people
have plays a role in reducing the intention to
repurchase Aqua products and explains the
negative influence of religiosity on the intention
to repurchase Aqua products.

The influence of religiosity on intention to
repurchase Aqua products is positively
mediated by perceived behavioral control (Table
3). This means that the negative impact of
religiosity on repurchase intentions will become
positive when through perceived behavioral
control. The influence of religiosity on intention
to repurchase Aqua products is positively
mediated by brand image (Table 3). This means
that the negative impact of religiosity on
repurchase intentions will become positive
when through brand image.

CONCLUSION

The results of this study conclude that
religiosity has a negative effect on the intention
to repurchase Aqua drinking water products.
Perceived behavioral control and brand image
positively mediate the influence of religiosity on
intention to repurchase Aqua drinking water
products. For consumers who have high
perceived behavioral control, the impact of

religiosity on the intention to repurchase Aqua
drinking water products is increasingly positive.
For consumers who have a high brand image,
the impact of religiosity on their intention to
repurchase Aqua drinking water products is
increasingly negative.

This research is not limited to certain
religions, ages and regions. Future research
can be limited to certain religions, ages and
regions in order to obtain generalizable results.
This research contributes to knowledge
regarding the influence of religiosity on intention
to repurchase a product with perceived
behavioral control and brand image as
mediators and moderators.

REFERENCES

Abosag, |, & F. Farah, M. (2014). The influence
of religiously motivated consumer
boycotts on brand image, loyalty and
product judgment. European Journal of
Marketing, 48(11/12), 2262-2283.

Ajzen, I. (1991). The theory of planned behavior.
Organizational Behavior and Human
Decision Processes, 50(2), 179-211.

Andini, A. L., & Rufaidah, P. (2017). The
Influence of Islamic Branding and
Religiosity on Brand Image. AFEBI Islamic
Finance and Economic Review, 2(02), 31—
43.

Ariyanto, D. (2017). Pengaruh attitude,
subjective norm, dan perceived behavioral
control terhadap repurchase intention e-
money. Sumber, 90(848), 2018.

Aziz, T., Haryadi, R. N., Riyanto, S., & Usman,
H. M. (2023). The Effect of Marketing Mix
and Brand Image towards Interest of
Students at Riyadlul Jannah Islamic High
School Jonggol. International Journal of
Sharia Business Management, 2(2), 49-
56.

Chen, C.-C. V., & Chen, C.-J. (2017). The role
of customer participation for enhancing
repurchase intention.  Management
Decision, 55(3), 547-562.

Ginting, Y., Chandra, T., Miran, |., & Yusriadi, Y.
(2023). Repurchase intention of e-
commerce customers in Indonesia: An
overview of the effect of e-service quality,

Kontigensi: Jurnal Ilmiah Manajemen
Management Science Doctoral Program, Pasundan University, Bandung, Indonesia
https://creativecommons.org/licenses/by-nc/4.0/

308



https://creativecommons.org/licenses/by-nc/4.0/

Kontigensi: Jurnal limiah Manajemen
Vol. 12, No. 1, June 2024, pp. 303-310
ISSN 2088-4877

e-word of mouth, customer trust, and
customer satisfaction mediation.
International Journal of Data and Network
Science, 7(1), 329-340.

Hair, J. F., Babin, B. J., Black, W. C., &
Anderson, R. E. (2019). Multivariate Data
Analysis. Cengage.
https://books.google.co.id/books?id=0R9
ZswEACAAJ

Haro, A. (2016). The Influence of Subjective
Norms, Perceived Behavioral Control, and
Personal Religiosity in Consuming Halal-
Labeled Snack Products among Young
Muslim Students. International Research
Conference  on Management and
Business, 8(1), 1-9.

Hussain, K., Fayyaz, M. S., Shamim, A., Abbasi,
A. Z., Malik, S. J., & Abid, M. F. (2024).
Attitude, repurchase intention and brand
loyalty toward halal cosmetics. Journal of
Islamic Marketing, 15(2), 293-313.

Karlina, D., Andriana, ., & Susetyo, D. (2021).
The Effect of Attitude, Subjective Norms,
and Perceived Behavioral Control on
Whistleblowing Intentions with Religiosity
As Moderator. Accounting &
Finance/Oblik i Finansi, 92.

Ketut, Y. I. (2018). The role of brand image
mediating the effect of product quality on
repurchase intention. Russian Journal of
Agricultural and Socio-Economic
Sciences, 83(11), 172-180.

Kim, J. H., & Lee, H. C. (2019). Understanding
the repurchase intention of premium
economy passengers using an extended
theory of planned behavior. Sustainability,
11(11), 3213.

Lee, J. L., James, J. D., & Kim, Y. K. (2014). A
reconceptualization of brand image.
International  Journal of  Business
Administration, 5(4), 1.

Mosavi, S. A., Kaveh, M., & Ghaedi, M. (2012).
Behavioral intention in internet shopping.
African Journal of Business Management,
6(4), 1515.

Nasution, M., Rossanty, Y., & Aspan, H. (2017).
Toward Halal cosmetics brand image:
Mediating role of religiosity. International
Business Management, 100(6), 1353-

1362.

Nawawi, S. Bin, Roslin, R. B. M., & Abdul
Hamid, N. B. (2018). Customers’ intention
to repurchase halal personal care
products: the moderating role of religiosity.
Proceedings of the 2nd Advances in
Business Research International
Conference: ABRIC2016, 39-54.

Pandiangan, S. M. T., Resmawa, I. N,
Simanjuntak, O. D. P., Sitompul, P. N., &
Jefri, R. (2021). Effect of e-satisfaction on
repurchase intention in Shopee user
students. Budapest International
Research and Critics Institute-Journal
(BIRCI-Journal), 4(4), 7785-7791.

Park, H.-Y., & Park, S.-Y. (2019). The effect of
emotional image on customer attitude.
The Journal of Asian Finance, Economics
and Business, 6(3), 259-268.

Prabowo, H., Astuti, W., & Respati, H. (2019).
Effect of service quality and brand image
on repurchase intention through word of
mouth at budget hotels airy rooms. Open
Journal of Business and Management,
8(01), 194.

Pranata, Z., & Permana, D. (2021). Identifying
the role of brand loyalty in the relationship
between brand awareness, brand
association and repurchase intention.
European Journal of Business and
Management Research, 6(1), 129-133.

Shahid, S., Parray, M. A., Thomas, G., Farooq;,
R., & Islam, J. U. (2023). Determinants of
Muslim consumers’ halal cosmetics
repurchase intention: an emerging
market's perspective. Journal of Islamic
Marketing, 14(3), 826-850.

Situmorang, T. P., Indriani, F., Simatupang, R.
A., & Soesanto, H. (2021). Brand
positioning and repurchase intention: The
effect of attitude toward green brand. The
Journal of Asian Finance, Economics and
Business, 8(4), 491-499.

Srivastava, K., & Sharma, N. K. (2013). Service
quality, corporate brand image, and
switching behavior: The mediating role of
customer satisfaction and repurchase
intention. Services Marketing Quarterly,
34(4), 274-291.

Kontigensi: Jurnal Ilmiah Manajemen
Management Science Doctoral Program, Pasundan University, Bandung, Indonesia
https://creativecommons.org/licenses/by-nc/4.0/

309



https://creativecommons.org/licenses/by-nc/4.0/

Kontigensi: Jurnal limiah Manajemen
Vol. 12, No. 1, June 2024, pp. 303-310
ISSN 2088-4877

Suhartanto, D., Farhani, N. H., & Muflih, M.
(2018). Loyalty Intention towards Islamic
Bank: The Role of Religiosity, Image, and
Trust. International Journal of Economics
& Management, 12(1).

Tian, H., Siddik, A. B., & Masukujjaman, M.
(2022). Factors affecting the repurchase
intention of organic tea among millennial
consumers:  An  empirical  study.
Behavioral Sciences, 12(2), 50.

Vamvaka, V., Stoforos, C., Palaskas, T., &
Botsaris, C. (2020). Attitude toward
entrepreneurship, perceived behavioral
control, and entrepreneurial intention:
dimensionality, structural relationships,
and gender differences. Journal of
Innovation and Entrepreneurship, 9, 1-26.

Wibowo, B.
entrepreneurial
16(2), 187-206.

Wibowo, P., Hapsari, R. D., & Ascha, M. C.
(2024). Respon Publik Terhadap Fatwa
Boikot Produk Israel Oleh Majelis Ulama
Indonesia. Journal Publicuho, 7(1), 382-
395.

Wijayajaya, H. R., & Astuti, S. R. T. (2018). The
Effect of trust and brand image to
repurchase intention in online shopping.
KnE Social Sciences, 915-928.

Yasri, Y., Susanto, P., Hoque, M. E., & Gusti, M.
A. (2020). Price perception and price
appearance on repurchase intention of
Gen Y: do brand experience and brand
preference mediate? Heliyon, 6(11).

(2017).
intention.

Religiosity ~ and
Etikonomi,

Kontigensi: Jurnal Ilmiah Manajemen
Management Science Doctoral Program, Pasundan University, Bandung, Indonesia
https://creativecommons.org/licenses/by-nc/4.0/

310



https://creativecommons.org/licenses/by-nc/4.0/

