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ABSTRACT

This study aims to analyze the influence of Price Perception, Perceived Value, and Appearance
Perception on Repurchase Intention, with Halal Perception as a moderating variable among
consumers of Mixue Ice Cream & Tea in the Special Region of Yogyakarta. The sample consists of
consumers who have purchased Mixue Ice Cream & Tea more than four times, are Muslim, and reside
in the Special Region of Yogyakarta. Data collection was conducted using Google Forms to distribute
the questionnaires. Data processing and hypothesis testing were performed using SmartPLS 4
software. The hypothesis test results indicate that Price Perception, Perceived Value, and Appearance
Perception have a positive and significant effect on Repurchase Intention. The moderation test results
show that Halal Perception does not moderate the effect of Price Perception on Repurchase Intention,
nor does it moderate the effect of Perceived Value on Repurchase Intention. However, Halal
Perception does moderate the effect of Appearance Perception on Repurchase Intention.
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1. INTRODUCTION

The current drink industry has been at the peak with its numerous novelties. One of the most
outstanding trends in modern markets is bubble tea, or generally called boba (Pahlevi 2022). Having
been invented in the 1980s in the city of Taichung in Taiwan, this delicious drink combined different
kinds of tea, flavored milk, and sweeteners that have overcome the hearts of many from Southeast Asia.
It is variously known as bubble tea, boba tea, boba milk tea, or pearl milk tea. The global bubble tea
market was valued at USD 2.4 billion in 2020 and is expected to grow at a CAGR of 7.5%, reaching
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approximately USD 3.6 billion by 2027 (expertmarketresearch, 2022). Moreover, the food and beverage
industry in Indonesia has grown positively, where GDP grew from 2.95% in Q2 2021 to 3.68% in Q2
2022. This growth in 2022 is reflected in data from the Badan Pusat Statistik. It can thus be inferred that
the outlook for the beverage segment is very promising, and hence the business of bubble tea will
continue successfully.

In 2021, the Southeast Asia bubble tea market reached USD 3.66 billion, with Indonesia having
revenues of USD 1.6 billion. Other popular brands operating here are Chatime, Mixue, KOI Thé, Gong
Cha, KOKUMI, Xing Fu Tang, XIBOBA, Street Boba, and HEYTEA, each building good consumer
bases therein. A broad expansion of franchise-based business models, including Mixue, underlines the
strong consumer interest in Indonesia and the wide acceptance of these brands. Since its entrance into
the Indonesian market in 2020, Mixue China has been aggressively expanding footprint with more
affordable and diversified menu options. This growth strategy has enabled the company to tap into local
consumer preferences while effectively leveraging social media influence to gain traction.

Furthermore, consumer behavior, in terms of Repurchase intention, may be shaped by the price
sensitivity of a consumer and the perceived value of a product. Price perception is crucial in the decision-
making of consumers, as generally, they evaluate a product based on its price and the benefits received
from the product (Smith & Carsky, 1996; Munnukka, 2006). This is in line with previous studies that
present conflicting views on the relationship between the two variables: there are those studies that report
a positive effect of price perception on the intention to repurchase, by Resti and Soesanto (2016), and
there is also a study that found no significant correlation, by Safitri (2021). A second important factor
affecting repurchase intention is perceived value, defined as benefit derived in relation to costs. Har Lee
et al. (2011); Zhang et al. (2021). The good relationship has been ensured by various studies such as
Anggreni (2016); however, other studies found contrasting results and therefore need further studies.

The other key driver of repurchase behavior is the appearance of the product, which includes brand
design, logos, and aesthetic appeal linked with the product. Keller (1993 dan Yasri et al., (2020), have
identified that perceived appearance of a product bears a positive relationship with repurchase intention.
However, in a fundamentally Muslim market like Indonesia, religious factors like the Halal status of the
products would assume equal importance. Halal perception refers to "the assurance of consumers about
the religious compliance of the products” (Ishak et al., 2016). Halal certification gives assurance about a
product being compliant with Islamic dietary laws and instills confidence in Muslim customers for its
consumption. Notably, Mixue Ice Cream & Tea does not have Halal certification from MUI, a matter of
concern for the consumer base.

This research tries to fill this gap by investigating the moderating role of Halal perception in relation
to price perception, perceived value, appearance perception, and repurchase intention. Because there is
limited research on Halal perception as a moderator, this paper can become one of the extensions of the
existing literature. This study, therefore, seeks to provide new insights into the consumer behavior in the
context of Mixue Ice Cream & Tea operating in Yogyakarta, Indonesia. Understanding such dynamics
within the beverage industry is crucial for the managerial implications of brands like Mixue to help them
build and enhance consumer loyalty and achieve better market optimization.
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2. LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
2.1 Literature Review
2.1.1 Repurchase Intention
Repurchase intention measures the extent to which a consumer is inclined to decide on buying a

product or service again. Lin and Lekhawipat (2014) define it as a “desire to make repeat purchases and
recommend the product to friends and family.” Similarly, Hsu et al. (2014) describe repurchase intention
as a predisposition shaped by past experiences to repurchase from the same brand or company. According
to Hellier et al. (2003), positive experiences in the same environment foster repurchase intentions. These
definitions collectively suggest that repurchase intention reflects a person’s tendency to buy a product or
service again and recommend it based on the perceived benefits gained. Oliver (1999) divides repurchase
intentions into four stages:

1. Cognitive Stage: Seeking information on the product’s quality, price, and services.

2. Conative Stage: Developing positive, repeated attitudes toward a brand that can influence

behavior.
3. Affective Stage: Showing a preference for a brand due to personal satisfaction.
4. Action Stage: Converting intention into purchase behavior.

2.1.2 Price Perception
Price perception reflects consumer reactions to spending, impacting their decision to purchase a

product or service based on perceived benefits. Kotler and Armstrong (2008, cited in Tendur et al. 2021)
define price as the overall value that customers pay to gain the benefits of a product or service. Consumers
often associate high prices with quality, leading to dissatisfaction if expectations are unmet. Sabran (cited
in Nabilah et al. 2020) describes price perception as encompassing:

1. Affordable Price: The company sets a price accessible to consumers.

2. Price in Line with Quality: Pricing aligns with product quality.

3. Price in Line with Benefits: Pricing reflects perceived product benefits.

4. Price Competitiveness: Comparing prices with similar products, which influences consumer

purchase decisions.

2.1.3 Perceived Value

Ha & Jang (2010) define perceived value as consumers’ overall assessment of a product’s value,
influencing future repurchases. Kotler and Keller (2016) describe it as a balance between rceived benefits
and costs, while Zeithaml (1988) describes it as assessing what is received versus given. In summary,
perceived value is the trade-off between benefits and costs, shaping consumers’ likelihood to repurchase.

2.1.4 Appearance Perception

Appearance perception pertains to the appeal of a product’s design. According to Reimann et al. (2010),
Huang and Liu (2020), and Sheng and Teo (2012), it is influenced by product characteristics and design.
Consumers often evaluate aesthetics, such as packaging, logos, and colors, when purchasing. Stewart
(1996) notes that packaging protects the product’s integrity, while unique designs attract consumer
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attention. Kotler and Keller (2016) suggest that design enhances a product's sensory appeal and
functionality.

2.1.5 Halal Perception

In Islamic law, halal refers to permissible items, while haram denotes prohibited items. A halal label
signifies quality and compliance with Islamic standards (Ishak et al. 2016). Hidayat and Siradj (2015)
emphasize the concept of “halalan thayyiban,” meaning “lawful and good,” as essential for societal
development and practice. Ishak et al. (2016) further define halal perception in food as a consumer’s
view of product safety, validated by certification, which allows risk reduction related to non-halal items.
In Indonesia, the Halal Product Assurance Agency under the Ministry of Religious Affairs regulates halal
registration, certification, standards, and oversight according to Law No. 33 of 2014.

2.2 Hypothesis Development
2.2.1 The Influence of Price Perception on Repurchase Intention

Research by Adiputra and Sutopo (2016) shows customer satisfaction positively impacts restaurant
image, price perception influences repurchase intention and restaurant image, and the image influences
repurchase intention. Rohwiyati and Praptiestrini (2019) also found a positive effect of price perception
on repurchase intention. Thus, we propose:
H1: Price Perception positively influences Repurchase Intention.

2.2.2 The Effect of Perceived Value on Repurchase Intention

Tan and Brahmana (2019) show that perceived value positively influences repurchase intention and
customer satisfaction, while Huang et al. (2019) confirm brand image and perceived value positively
impact repurchase intention. Based on this, we propose:
H2: Perceived Value positively influences Repurchase Intention.

2.2.3 The Impact of Appearance Perception on Repurchase Intention

Yasri et al. (2020) found that appearance perception positively affects brand preference and brand
experience, influencing repurchase intention. Ebrahim et al. (2016) demonstrated that appearance
perception positively impacts repurchase intention. Thus, we propose:
H3: Appearance Perception positively influences Repurchase Intention.

2.2.4 The Moderating Role of Halal Perception in the Effects of Price Perception, Perceived Value,
and Appearance Perception on Repurchase Intention

In predominantly Muslim Indonesia, halal certification is highly significant. The Special Region of
Yogyakarta, with a large Muslim population, demonstrates how halal perception may moderate
purchasing behavior. Mixue Ice Cream & Tea, compliant with BPOM standards, could be positively
influenced by halal perception as a moderator. This study addresses a gap by incorporating halal
perception as a moderating variable, proposing:
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H4: Halal perception moderates the effect of Price Perception on Repurchase Intention.
H5: Halal perception moderates the effect of Perceived Value on Repurchase Intention.
H6: Halal perception moderates the effect of Appearance Perception on Repurchase Intention.

By incorporating Halal Perception as a moderating variable, we seek to explore the nuanced ways in

which cultural and religious factors influence consumer behavior in a predominantly Muslim
community, research model as follow:

PRICE PERCEPTION (X1)
PERCEIVED VALUE (X2)

APPEARANCE
PERCEPTION (X3)

: REPURCHASE
INTENTION (Y)

HALAL
PERCEPTION (Z)

Figure 2.1 Research Model

3. RESEARCH DESIGN

The study uses a cross-sectional research design to examine the influence of Price Perception,
Perceived Value, and Appearance Perception on Repurchase Intention, moderated by Halal Perception.
The framework draws on previous research in consumer behavior and purchase intentions, particularly
within the food and beverage sector (Kotler & Keller, 2016; Zeithaml, 1988). The results are in line with
studies that explore the effect of perception and value on purchasing decisions (Monroe, 1990; Dodds et
al., 1991).

3.1 Sampling and Data Collection

The study employed purposive sampling to target active consumers of Mixue Ice Cream & Tea in
Yogyakarta. Respondents were required to be regular consumers aged 18 or older, residing in
Yogyakarta, and to have purchased Mixue products within the last three months, with the criterion of
practicing Islam. This approach aligns with past consumer research methodologies targeting specific
demographic profiles for relevant insights (Sekaran & Bougie, 2016). Data was collected through an
online Google Forms survey to achieve wide distribution efficiently, resulting in a sample of 200
respondents, meeting the SEM analysis minimum threshold (Hair et al., 2010).
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This section also presents the demographic characteristics of respondents, including details on
residence, religion, gender, age, education, occupation, and income, to ensure a diverse representation.

Key demographic characteristics are summarized in the following table:
Table 1. Demographic Profile of Respondents

Identity Sub-identity Frequency Percentage
1. Yogyakarta Special Region 200 100%
Residence 2. Qutside Yogyakarta Special i )
Region
Total 200 100%
1. Muslim 200 100%
Religion 2. Non-Muslim 0 0
Total 200 100%
1. Male 35 82.50%
Gender 2. Female 165 17.50%
Total 200 100%
1. 17-24 years 193 96.50%
2.25-32 years 4 2%
3. 33-40 years 3 1.50%
Age
4. 41-48 years - -
5.> 49 years - -
Total 200 100%
1. Primary/Secondary School - -
2. High School/Vocational 149 74.50%
School
Education Level 3. Diploma/Bachelor’s Degree 48 24%
4. Master’s Degree 3 1.50%
5. Doctorate - -
Total 200 100%
1. Student 8 4%
2. University Student 168 84%
3. Office Worker 9 4.50%
) 4. Freelance Worker 3 1.50%
Occupation 5. Entrepreneur 3 1.50%
6. Housewife - -
7. Others 9 4.50%
Total 200 100%
1. <Rp500,000 55 27.50%
2. Rp500,001 — Rp1,500,000 87 43.50%
Monthly Allowance/ 3. Rp1,500,001 — Rp3,500,000 48 24%
Income 4. Rp3,500,001 — Rp6,000,000 9 4.50%
5.> Rp6,000,001 1 0.50%
Total 200 100%
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3.2 Measurement Instruments

The operational framework outlines selected variables, their relationships, and indicators for
measurement (Hardani et al., 2020). Structured, validated survey items measured each construct, with
responses recorded on a 5-point Likert scale (1 = strongly disagree, 5 = strongly agree). 3-item scale
adapted from research on perceived price fairness and affordability (Zeithaml, 1988; Lichtenstein et al.,
1993). Sample items include, “Mixue Ice Cream & Tea products are affordable” and “The benefits of
Mixue products are equal to or exceed their cost.” Following Sweeney and Soutar's (2001) framework,
perceived value was assessed 4-item scale based on product utility versus cost . Sample items include,
“Mixue remains my top choice even if other drinks are similarly priced or cheaper,” and “Mixue products
are worth the time and money spent.” Focusing on visual appeal and branding (Bloch et al., 2003),
appearance perception 3-item scale included, with the sample items are “Mixue Ice Cream & Tea
products are appetizing,” and “The Mixue menu is visually appealing.” Indicators of repurchase intention
referenced studies on re-purchasing behaviors 4-item scale (Oliver, 1999; Hellier et al., 2003). Sample
items included, “I plan to try various Mixue products in the future” and “I will continue trying new
products from Mixue.” Adapted from prior halal studies (Al-Harran & Low, 2008; Aziz & Chok, 2013),
6-item scale for halal perception measured consumer awareness, trust, and certification. Sample items
include, “I feel safe when products have a halal logo” and “I check for halal certification when
purchasing.”

3.4 Data Analysis Techniques

Data was analyzed using Structural Equation Modeling (SEM) with Partial Least Squares (PLS)
through SmartPLS 4, chosen for its strength in handling complex models with moderate sample sizes
(Chin, 1998). The SEM analysis process followed established guidelines (Hair et al., 2017)

Assuring the validity and reliability of the measurement instruments, the study employed
Confirmatory Factor Analysis (CFA). The results show that all constructs meet the threshold for
Cronbach’s Alfa (CA > 0.7) and Average Variance Extracted (AVE > 0.5), administering that the
indicators are both reliable and valid. The results of the validity test in Table 2, appliying the Loading
Factor, show that all indicators for the variables of price perception, perceived value, appearance
perception, and repurchase intention have values greater than 0.7, meaning that all used instruments are
valid. The indicators HPER1, HPER2, HPER3, and HPER4, which have values greater than 0.5, are also
considered valid. Purwanto et al. (2020) stated that an indicator's convergent validity is declared valid if
the AVE value for each construct variable is greater than 0.5 (Algifari & Rahardja, 2020).

The outcomes in Table 2 also denote that Cronbach's Alpha values for the variables of price
perception, perceived value, appearance perception, halal perception, and repurchase intention all exceed
0.7, ensuring that the instruments for these variables are reliable. As stated by Asnita (2016), an AVE
(Average Variance Extracted) value approaching 0.5 can be considered reliable. Most constructs have
AVE values above 0.5, confirming adequate convergent validity, with the exception of Halal Perception,
which has an AVE of 0.457. Despite this, it is close enough to the threshold to be deemed acceptable.
The Cronbach's Alpha values for each construct are beyond 0.7, representing strong internal consistency
and reliability of the study's measurement tools. It also indicates that the items within each construct are
strongly correlated and produce stable results.
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Table 2. Validity and Reliability Test Results

Instruments of each variable Loading Cronbach's AVE
Factor Alpha
Price Perception 0.765 0,738
PCEPI 0.835
PCEP2 0.841
PCEP3 0.794
Perceived Value 0.778 0,599
PVALI 0.748
PVAL2 0.791
PVAL3 0.763
PVAL4 0.794
Appearance Perception 0.823 0,738
APERI 0.856
APER2 0.877
APER3 0.845
Halal Perception 0.776 0,457
HPERI 0.618
HPER2 0.672
HPER3 0.638
HPER4 0.557
HPERS 0.829
HPPER6 0.709
Repurchase Intention 0.877 0,730
RINT1 0.865
RINT2 0.805
RINT3 0.872
RINT4 0.875

The Model Fit results using the Standardized Root Mean Square Residual (SRMR) yielded a value
of 0.084 is below the threshold of 0.1, indicating that the structural model is appropriate for testing the
effect of independent variables on the dependent variable. Therefore, the structural model can be utilized
for further analysis. Meanwhile, The Adjusted R Square value of 0.524 represents that the independent
variables in the structural model moderately explain 52.4% of the variation in repurchase intention, while
the remaining 47.6% is attributed to other factors not considered in this study.

4. RESULT AND DISCUSSION

This study examines the direct effects of price perception, perceived value, and apperance
perception on repurchase intention, as well as their moderated effects via halal perception. Primary data
were collected using a questionaire distributed via Google Form to Mixue Ice Cream & Tea consumers
in the Special Region of Yogyakarta.
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Table 3. Direct and Moderation Testing Results

Direct Effect Coeficient Moderation Effect Coeficient
PCEP - RINT (H1) 0.212* HPER-> PCEP - RINT (H4) 0.037
PVAL- RINT (H2) 0.437* HPER-> PVAL- RINT (H5) -0.037
APER - RINT (H3) 0.100* HPER->APER - RINT (H6) 0.164*

Note. Nay =253, * p <0.05, no* < Insignificant.

Table 3. illustrates the testing results of the proposed hypotheses. H1, H2, and H3 respectively posits
a positive association between price perception (PCEP), perceived value (PVAL), appearance perception
(APER) and repurchase intention (RINT). Path coeficient was 0,212 confirming H1. H2 and H3 also
suggest that perceived value (PVAL) and appearance perception (APER) relate repurchase intention
(RINT) positively. The direct effect of PVAL was 0.437 and APER was 0.100, supporting H2 and H3.
The path coefficients were assessed to determine the strength and significance of the relationships among
variables. The coeficient of PVAL is the highest compared to the other independent variables, indicating
PVAL has the strongest influence on RINT. The moderation test evaluates whether a moderating variable
strengthens, weakens, or does not affect the relationship between independent variables and the
dependent variable. Halal perception (HPER) did not moderate the relationship between price value
(PCEP) and perceived value (PVAL) on repurchase intention (RINT), the coefficients were insignificant,
and thus H4 and H5 were not supported. However, HPER moderated the relationship between
appearance perception (APER) and repurchase intention (RINT), with a significant coefficient, thereby
fully supporting H6.

4.2 Discussion

The hypothesis testing in this research provides valuable theoretical and practical insights regarding
consumer behavior, especially concerning the main variables in this research, namely price perception
(PCEP), perceived value (PVAL), appearance perception (APER), and repurchase intention (RINT). This
study enriches theoretical understanding of repurchase intention by confirming the important role of price
perception (PCEP) and perceived value (PVAL), in line with previous research (Zeithaml, 1988; Adiputra
& Sutopo, 2016; Rohwiyati & Praptiestrini, 2019). Consumers are more likely to make repeat purchases
when they judge prices as fair and reasonable. This supports Zeithaml's (1988) theory on the balance
between benefits and costs. This research shows that fair pricing and a balance between benefits and
costs are key factors in encouraging consumer loyalty.

Furthermore, appearance perception (APER) affects repurchase intentions (RINT), highlighting the
magnitude of aesthetic appeal in boosting consumer satisfaction and encouraging loyalty through
repurchase behavior (Ebrahim et al., 2016; Yasri et al., 2020). This study also emphasizes the moderating
role of halal perception, indicating its significance in strengthening the relationship between appearance
perception and repurchase intention in Muslim-majority markets. This understanding incorporates
cultural and religious dimensions into consumer behavior theory, delivering a foundation for further
exploration in similar contexts.

These findings also provide practical insights, they emphasize the importance of transparent and fair
pricing, high-quality products, superior customer service, and attractive product design to attract and
retain consumers. Referring to this study, the result found that halal perception does not moderate the
relationship between price perception (PCEP) and perceived value (PVAL). Halal perception (HPER)
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strengthens the relationship between appearance perception and repurchase intention. Researchers
predict that the majority of respondents prioritize attractive offers and appearance to make repeat
purchases, and this relationship is strengthened by the existence of halal perception.

5. CONCLUSION

This research confirms the importance of perceived price, perceived value, and perceived
appearance in driving repurchase intentions. The moderating role of halal perceptions, particularly in
Muslim-majority markets, was also highlighted. Businesses need to prioritize fair pricing, high perceived
value, attractive product designs, and halal standards to increase consumer loyalty and repeat purchase
rates. This research has limitations. This study focus on specific markets and product categories, so it
could not generalize of the results to other industries. Futhermore, the cross-sectional data does not allow
for analyzing changes over time among the variables studied. Future research is recommended to develop
the scope to more diverse markets and product categories to enhance the generalizability of the findings.
Exploration of other potential moderating variables, such as brand loyalty or cultural factors, may provide
a more comprehensive understanding of the factors influencing repurchase intention.
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