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Abstract 

This research examines the influence of customer reviews, halal content marketing, and 

the use of e-payment on consumer loyalty with purchasing decisions as an intervening variable 

at Mie Gacoan. The data used in this research is primary data, using a questionnaire. The 

questionnaire was distributed to 100 respondents, with the criteria being Muslim generation Z 

respondents (11-26 years old). The sampling technique used was KMO (Kaiser Mayer Olkin). 

The analysis techniques used in this research are validity test, reliability test, partial test (t test), 

simultaneous test (f test), coefficient of determination test, normality test, multicollinearity 

test, heteroscedasticity test, and Sobel test. The object of this research is Mie Gacoan. The 

results of this research show that the variables customer reviews, halal content marketing, and 

the use of e-payment have a positive and significant effect on purchasing decisions. Customer 

reviews, halal content marketing, and the use of e-payment have a positive and significant 

effect on consumer loyalty. In the Sobel test, the purchasing decision variable could mediate 

the influence of customer reviews, halal content marketing, and the use of e-payment on 

consumer loyalty.  

Keywords: Customer Reviews, Halal Content Marketing, Use of E-Payment, Purchasing 

Decisions, Consumer Loyalty 

 

 

INTRODUCTION  

One of the businesses that is growing rapidly in the current era of globalization is the 

culinary business. The culinary business is related to basic human needs, namely, meeting their 

food needs. Fulfilling food needs is an absolute necessity for humans to maintain their survival. 

Not only that, but current technological developments can also make it easier for consumers to 

meet their needs. With changes in a person's lifestyle, consumers are more interested in 

shopping online, which is the cause of technological progress. 
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One of the famous culinary businesses today is Mie Gacoan. This restaurant does 

a lot of marketing on its Instagram account. In this account, there is halal marketing 

content, customer reviews, and other posts to provide information to consumers and attract 

consumers' interest in buying them. This culinary company was founded in early 2016 in 

Malang. Mie Gacoan is a subsidiary of PT Pesta Pora Abadi. By opening branches in big 

cities, this food business can grow quickly and have many customers. Mie Gacoan can be 

the best noodle restaurant, especially for Generation Z, Generation Z can do their 

homework, hang out, and chat casually with their friends. Based on data from the Central 

Statistics Agency (BPS), the generation born between 1997 – 2012 is known as Generation 

Z. 

An interesting phenomenon to pay attention to in this research is content marketing 

on Mie Gacoan's Instagram social media account, where many people currently interact 

online about something posted, especially Generation Z. On Mie Gacoan's Instagram 

social media account, there is a review from customers and many people who like Mie 

Gacoan's Instagram posts. However, with the existence of halal content marketing and 

customer reviews, it cannot be ascertained whether it affects consumer loyalty because 

there are few comments on these Instagram posts. Consumer loyalty occurs after making 

a purchasing decision. Purchasing decisions are a component of consumer behavior, 

namely regarding individuals, groups, or organizations in selecting, purchasing, and using 

useful goods or services to help achieve their goals. Many gacoan noodle competitors sell 

the same product but with different product names and flavors. 

According to Fransiscus et al. (2022), in their research, Purchasing decisions are 

influenced by customer reviews in a significantly positive way. Putri and Marlien (2022) 

explained that purchasing decisions are influenced by digital marketing in a significantly 

positive way. Research results from Aulia and Wahyuningsih (2021) show that consumer 

experience significantly influences consumer loyalty. According to Astuti & Diansyah 

(2022), Purchasing decisions are influenced by e-payment positively and significantly. 

The novelty of this research is found in the research object. This research uses the 

research object Gacoan Noodles, where this noodle is famous for being the number 1 

spiciest noodle in Indonesia. Apart from that, currently, there are many Gacoan noodle 

restaurants spread across Indonesia. This research uses an intervening variable for 

purchasing decisions, where this variable influences the relationship between the 

independent variable and the dependent variable indirectly. Apart from that, this research 

focuses on halal content marketing, whereas in previous research, halal content marketing 

was rarely researched. In previous research, content marketing discussed content globally. 

However, in this research, the focus is on halal content. 

 

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT 

Literature Review 

Grand Theory 

The theory of planned behavior is planned. Theory of planned behavior This theory 

explains the circumstances that make someone carry out certain behaviors or actions 

(Ajzen, 1991). In this research, the aspects that influence human behavior in making 
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purchasing decisions and consumer loyalty are customer review variables and halal content 

marketing. The theory of planned behavior explains that desires shape human behavior. 

The Technology Acceptance Model is used to describe how technology consumers 

use existing technology, and this model was compiled by Davis (Davis, 1989). The 

behavior of using information technology begins with the impression of usefulness 

(usefulness) and the impression of ease of using information technology (ease of use) 

(Davis, 1989). The Technology Acceptance Model is the most popular model used to 

estimate the acceptance of information technology. 

Customer Review 

Review means reviewing or reviewing. A review is an activity of reviewing 

something such as a product, service, film, and so on to find out its strengths, weaknesses, 

and quality. Another goal is to attract readers or listeners through information. Someone 

who gives their opinion directly or conveys it not because of advertising is also called a 

reviewer (Subari, 2018). Customer reviews are a medium of information for consumers, 

which can then be used as a reference for potential buyers to make purchasing decisions. 

Halal Content Marketing 

Content marketing is used to introduce brands by marketing content that is useful 

for consumers (Świeczak, 2012). Halal content marketing is a product marketing strategy 

through text, video, or audio content where the product already has halal certification to 

provide consumers with information that the product is indeed permitted for consumption. 

Use of E-Payment 

E - Payment (electronic payment) is a payment that uses internet access as an 

intermediary that can make it easier for people to make payments (Polkowski, 2018). 

Electronic payments are all non-cash payments between sellers and buyers using savings 

accounts via the Internet network. E-payment can be an efficient way to make payments 

and other transactions (Turban et al., 2015) 

Purchasing Decision 

Purchasing decisions are a component of consumer behavior, which refers to how 

people, groups, or organizations select, acquire, and utilize goods or services that help 

them achieve their goals. (Kotler & Keller, 1972).  

Consumer Loyalty 

Linguistically, loyalty is defined as fidelity, namely, someone's loyalty regarding 

an object. Loyalty is a commitment to buy or prioritize products consistently and causes 

repeat purchases, according to Olive 2014 (Ettah & Pondaag, 2019). 
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Research Framework 

Picture 1 

Research Framework 

 

 

 

 

 

 

 

 

 

 

 

 

Hypothesis Development 

Research from Fransiscus et al. (2022) stated that customer reviews are influenced 

by purchasing decisions in a significantly positive way. Ngadimen and Widyastuti (2021) 

stated that customer reviews are influenced by purchasing decisions in a significantly 

positive way. 

H1: Customer reviews have a positive influence on purchasing decisions. 

In research conducted by Putri and Marlien (2022), it was explained that purchasing 

decisions were influenced by digital marketing in a significantly positive way. The same 

results were found in research by Sania and Aulia (2021), where marketing content 

positively influences purchasing decisions. 

H2: Content marketing has a positive influence on purchasing decisions. 

In research conducted by Hutama (2022), they explained that using e-payment 

positively influences purchasing decisions. Similar results were also carried out by 

(Astuti and Diansyah, 2022), where purchasing decisions are positively influenced by e-

payment. 

H3: The use of e-payment has a positive effect on purchasing decisions. 

In research conducted by Silva et al. (2022), It is explained that the customer-

perceived value variable significantly influences loyalty. Just like research, Aulia and 

Wahyuningsih (2021) also explain that student loyalty variables are positively influenced 

by consumer experience. 

H4: Customer reviews influence consumer loyalty. 
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In research conducted by Khoirnnisa Bestari (2022), it was explained that 

promotional strategies affect customer loyalty. Results of research carried out by 

Oktaviani (2020) stated that customer loyalty is influenced by social media positively 

and significantly. 

H5: Content marketing influences consumer loyalty. 

Research conducted by (Yunitasari et al., 2022) explained that e-payment positively 

affects customer satisfaction. Similar results were found in research conducted by (States 

et al., 2009), which shows that customer loyalty results are significantly positively 

influenced by ease of transactions.  

H6: The use of e-payment has a positive effect on customer loyalty. 

Research conducted by (Mahindriya et al., 2020) explained that purchasing decisions 

positively influence customer loyalty. The same results were also found in research 

conducted by (Ahmadien et al., 2019), which shows that customer loyalty results 

significantly positively influence purchasing decisions. 

H7: Purchasing decisions influence consumer loyalty. 

In research conducted by (2020), It was explained that taste positively influences 

consumer loyalty through purchasing decisions as a mediating variable. The same results 

were also found in research by Dodi Faisal (2015), which states that the perceived 

variable positively affects the consumer loyalty variable through purchasing decisions.  

H8: Customer reviews positively affect consumer loyalty, with purchasing decisions as 

an intervening variable. 

In research conducted by Darmawan et al. (2019), it is explained that the marketing 

mix positively and significantly affects customer loyalty through decisions. Research 

conducted by Kadi et al. (2021) also stated that purchasing decisions mediate E-

Promotion on consumer satisfaction.  

H9: Content marketing positively affects consumer loyalty through purchasing decisions 

as an intervening variable. 

Research conducted by (Widjieanto, 2020) explains that service usage can positively 

influence customer loyalty and trust. Research conducted by (Aryatiningrum and 

Insyirah, 2020) states that e-payment influences consumer loyalty through customer 

satisfaction.  

H10: Using e-payment influences consumer loyalty through purchasing decisions as an 

intervening variable. 

 

METHOD 

In this research, the researcher used a quantitative research method, namely, a method 

used to research a certain population or sample. The sample criteria in this study include 

Muslim generation Z (11-26 years), totaling 100 respondents who have ever consumed 

gacoan noodles, are willing to be a research sample, and fill out a questionnaire. This 

research uses primary data. Indicators in this study use levels 1-5, namely with weight 

levels: Strongly Agree (SS), Agree (S), Neutral (N), Disagree (TS), and Strongly Disagree 

(STS). 
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After the data is collected, the data is then processed using IBM SPSS. First, test the 

instrument with validity, reliability, and KMO test to determine whether the respondents 

are sufficient. In general, the α value set for the validity test is 0.05. If the sig value < α 

0.05, then the instrument item tested is valid. Reliability test: If the reliability coefficient 

value is > 0.6, the tested instrument has good/reliable/trustworthy reliability. The KMO 

factor test is feasible if the calculated KMO value exceeds 0.5. 

Next, a T-test is carried out where if Tcount > t table, Ho is rejected, or Ha is accepted, 

and if the significance level is <0.05, Ho is rejected, or Ha is accepted. Meanwhile, if fcount 

≥ ftable, Ho is rejected, and Ha is accepted for the F test. Multiple Determinant Coefficient 

or R-Squere (RR2) is used to determine how the value of the independent variable changes 

(Juliandi Azwar, 2013). A low RR2 value indicates that the ability of the independent 

variable to explain variations in the dependent variable is very low. 

To test the classical assumption, several tests were carried out. Normality test The 

normality test determines whether the independent and dependent variables in the 

regression model have a normal distribution. The multicollinearity test is used to determine 

whether the regression model identifies a significant level of correlation between the 

independent variables. The heteroscedasticity test is used to test whether, in this regression 

model, there is an inequality in the variance of the residuals of another observation. When 

heteroscedasticity does not occur, it can be said to be a good model. And to test mediation, 

this research uses the Sobel test.  

RESULTS AND DISCUSSION 

Validity and Reliability Test Results 

Table 1 

Validity and Reliability Test Results 

Item Result 

Customer Review (CR = 0,766)**  

Perceived usefulness 0.846* 

Volume of views 0.822* 

Argument quality 0.815* 

Halal Content Marketing (CR = 0.814)**  

Food composition 0.735* 

Halal certificate 0.744* 

Processing 0.818* 
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Persuasion 0.680* 

Decision Making 0.802* 

Use of E-Payment (CR = 0.841)**  

Security in carrying out transactions 0.865* 

More effective 0.883* 

Ease of transactions 0.887* 

Give rise to consumerism 0.702* 

Consumer Loyalty (CR = 0.908)**  

Make repeat purchases 0.886* 

Get used to consuming that brand 0.915* 

Doesn't change even though there are other options 0.893* 

Recommend the product to others 0.852* 

Purchasing Decision (CR = 0.899)**  

Buy a product after knowing information about the product 0.865* 

Make purchasing decisions because the brand is a preferred brand 0.876* 

Make purchasing decisions on products based on interests and needs 0.920* 

Make purchasing decisions based on suggestions from others 0.852* 

rtable = 0.1966 

*Valid (Loading > rtable) 

**Reliable (Cronbach Alpha > 0,60 

Table 1 displays the instrument reliability test values by calculating the 

Cronbach alpha value. From this calculation, it can be seen that the value of Cronbach 

alpha for the customer review variable is 0.766, the variable halal content marketing 

presence is 0.814, the variable use of e-payment is 0.841, the variable consumer loyalty 

is 0.908, and the variable purchasing decision is 0.899. From the value of Cronbach's 

alpha, which exceeds 0.60, it can be concluded that the research instrument is reliable. 

The instrument validity test value by showing the Loading > 0.1966 so that it is declared 

valid. 
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Test Result KMO 

Table 2 

Test Result KMO 

Testing Value 

Sample Adequacy KMO 0.860 

Barlett of Sphericity 0.000* 

*signicicant at α > 0,50 

According to the KMO test above, the calculated KMO has a value of 0.860 or 

greater than 0.05. So that factor analysis can be carried out. 

Results of the Determination Test, Partial Test (T-Test), and F Test 

Table 3 

Results of the Determination Test, Partial Test (T-Test), and F Test 

 CR to 

PC 

HCM to 

PC 

EP to 

PC 

CR to 

CL 

HCM to 

CL 

EP to 

CL 

PC to 

CL 

Determinant 

Coefficient and 

Adjusted R 

       

R 0.592 0.521 0.473 0.488 0.422 0.427 0.721 

R2 0.350 0.271 0.224 0.238 0.178 0.182 0.520 

Adjusted R Square 0.343 0.264 0.216 0.231 0.170 0.174 0.516 

Standardized 

Coefficient Beta 

       

T 7.264 6.039 5.318 5.537 4.607 4.675 10.313 

Sig. 0.000 0.000 0.000 0.000 0.000 0.000 0.000 

Mean Square        

F 52.762 36.470 28.277 30.622 21.220 21.855 106.361 

Sig. 0.000 0.000 0.000 0.000 0.000 0.000 0.000 

 Thitung > Ttable (1.984) 

 Fhitung > Ftable (2.70) 

 Sig < 0.05 

The determination test has a close relationship between the independent and 

dependent variables because the value is close to number one. The significance value 

of customer reviews (X1) is 0.000, which is smaller than 0.05. Meanwhile, the count 

value of 7.264 exceeds the table value of 1.984. Customer reviews (X1) positively and 
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significantly affect purchasing decisions (Z). The significance value of halal content 

marketing (X2) is 0.000, which is smaller than 0.05. 

Meanwhile, the count value of 6.039 exceeds the table value of 1.984. This means 

halal content marketing (X2) significantly positively affects purchasing decisions (Z). 

The significance value of e-payment (X3) is 0.000, smaller than 0.05. Meanwhile, the 

count value of 5.318 is greater than the table value 1.984. This means e-payment (X3) 

significantly positively affects purchasing decisions (Z). 

The significance value of customer reviews (X1) is 0.000, which is smaller than 

0.05. Meanwhile, the count value of 5.537 exceeds the table value of 1.984. This means 

that customer reviews (X1) have a significant positive effect on consumer loyalty (Y). 

Halal content marketing (X2) has a significance value of 0.000, which is smaller than 

0.05. Meanwhile, the count value of 4.607 is greater than the table value of 1.984. This 

means halal content marketing (X2) significantly positively affects consumer loyalty 

(Y). The use of e-payment (X3) has a significance value of 0.000, which is smaller than 

0.05. 

Meanwhile, the count value of 4.675 exceeds the table value of 1.984. This means 

that the use of e-payment has a significant positive effect on consumer loyalty. The 

significance value of purchasing decisions (Z) is 0.000, which is smaller than 0.05. 

Meanwhile, the count value of 10.313 exceeds the table value of 1.984. This means 

purchasing decisions (Z) significantly affect consumer loyalty (Y). 

The results of the f test can be concluded that the fcount value is > 2.70 ttable, and 

the significance level is 0.000, which is smaller than 0.05. So, the variables of customer 

reviews, halal content marketing, use of e-payment, and purchasing decisions have a 

significant positive effect on consumer loyalty. 

Classic Assumption Test Results 

Table 4 

Normality Test Results 

 Unstandardized Residual 

N 100 

Kolmogorov-Smirnov Z 1,033 

Asymp.Sig (2-tailed) 0,236 

It can be concluded that the significance value is 0.236, while the significance 

value of the normality test is greater than 0.05. So, the data distribution occurs normally. 

Table 5 

Multicollinearity Test Results 

No Variable 

Collinearity Statistic 

Tolerance VIF 

1 Customer Reviews (X1) 0,441 2,266 

2 Halal Content Marketing 

(X2) 

0,490 2,039 
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3 Use of E-Payment (X3) 0,698 1,433 

4 Purchase Decision (Z) 0,589 1,697 

The tolerance value from customer reviews is 0.441, halal content marketing is 

0.490, use of e-payment is 0.698, purchasing decisions are 0.589, and the value is > 

0.10. The VIF value of customer reviews was 2.266, halal content marketing was 2.039, 

use of e-payment was 1.433, and purchasing decisions were 1.697. So, the value is < 

10. So, multicollinearity does not occur in the research. 

Table 6 

Heteroscedasticity Test Results 

 

 

 

 

 

 

 

 

It can be seen that the customer review sig value is 0.615 > 0.05. So, in customer 

reviews, there are no symptoms of heteroscedasticity. The sign value of halal content 

marketing is 0.209 > 0.05, so halal content marketing does not have symptoms of 

heteroscedasticity. The sig value of using e-payment is 0.121 > 0.05, so using e-

payment, there are no symptoms of heteroscedasticity. 

Sobel Test Results 

Figure 2 Study Path 

 

 

 

 

 

 

 

 

 

 

 

 

No Variable Significance 

1 Customer Reviews (X1) 0,317 

2 Halal Content Marketing (X2) 0,560 
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The direct influence of customer reviews on consumer loyalty is P4 = 0.488. 

The indirect effect of customer reviews on consumer loyalty through purchasing 

decisions is P1 x P7 = 0.592 x 0.721 = 0.426. So, the total direct and indirect influence 

of customer reviews and consumer loyalty is 0.488 + 0.426 = 0.914.  

The direct effect of halal content marketing on consumer loyalty is P5 = 0.422. 

The indirect effect of halal content marketing on consumer loyalty through purchasing 

decisions is P2 x P7 = 0.521 x 0.721 = 0.375. So, the total direct and indirect influence 

of halal content marketing and consumer loyalty is 0.422 + 0.375 = 0.797.  

The direct effect of using e-payment on consumer loyalty is P6 = 0.427. The 

indirect effect of using e-payment on consumer loyalty through purchasing decisions is 

P3 x P7 = 0.473 x 0.721 = 0.341. So, the total direct and indirect influence of e-payment 

use on consumer loyalty is 0.427 + 0.341 = 0.768. 

To determine the impact of intervening or mediating customer reviews, halal 

content marketing, and the use of e-payment on consumer loyalty, the standard error of 

the indirect effect coefficient (sab) will be calculated as follows : 

Sab = √b2Sa2 + a2Sb2 + Sa2Sb2 

The next step is to calculate the t value of the ab coefficient. This step is to 

determine the significance of the indirect effect : 

t = 
𝑎𝑏

𝑠𝑜𝑟𝑏
 

 

The influence of customer reviews (X1) on consumer loyalty (Y) through 

purchasing decisions (Z) 

Sab= √(1,1020 𝑥 0,132)² + (0,959 𝑥 0,184)² + (0,132 𝑥 0,184)² 

√0,0211 + 0,0324 + 0,0005 

√0,054 

0,2323 

t = 
𝑎𝑏

𝑠𝑜𝑟𝑏
 

= 
0,959 𝑥 1,1020

0,2323
 

= 
1,0056

0,2323
 

= 4, 3288 

It can be concluded that the tcount value is 4.3288 > 1.984 ttable, so there is a mediation 

effect. 
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The influence of halal content marketing (X2) on consumer loyalty (Y) through 

purchasing decisions (Z) 

Sab =  

√(0,550 𝑥 0,087)2 + (0,526 𝑥 0,119)2 + (0,087 𝑥 0,119)2

 √0,0022 + 0,0039 + 0,001 

√0,0062 

   0,0787 

t = 
𝑎𝑏

𝑠𝑜𝑟𝑏
 

= 
0,526 𝑥 0,550

0,0787
 

= 
0,2893

0,0787
 

= 3,675 

It can be concluded that the tcount value is 3.675 > 1.984 ttable, so there is a mediation 

effect. 

The effect of using e-payment (X3) on consumer loyalty (Y) through purchasing 

decisions (Z) 

Sab =  

√(0,548 𝑥 0,089)2 + (0,471 𝑥 0,117)2 + (0,089 𝑥 0,117)2

 √0,0043 + 0,0000 + 0,0012 

√0,0055 

   0,0741 

t = 
𝑎𝑏

𝑠𝑜𝑟𝑏
 

= 
0,471 𝑥 0,548

0,0741
 

= 
0,2581

0,0741
 

= 3,4831  

It can be concluded that the tcount value is 3.4831 > 1.984 ttable, so there is a mediation 

effect. 

 

CONCLUSSION AND RECOMMENDATION  

The results of data analysis show that customer reviews (X₁) have a significance value 

of 0.000 which is smaller than 0.05. Meanwhile, the calculated t value of 7.264 is greater 

than the 1.984 t table value. So it can be concluded that customer reviews (X₁) have a 

significant positive effect on purchasing decisions (Z), so that H₁ is accepted.  

The results of the data analysis show that halal content marketing (X₂) has a significance 

value of 0.000, which is smaller than 0.05. Meanwhile, the calculated t value of 6.039 

exceeds the 1.984 ttable value. So, it can be concluded that halal content marketing (X₂) 

significantly positively affects purchasing decisions (Z), so H₂ is accepted.  
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In research conducted by Putri Marlien (2022), it was explained that purchasing 

decisions are influenced by digital marketing in a significantly positive way. The same 

results were found in research by Sania and Aulia (2021), where marketing content 

positively affected purchasing decisions. The information obtained from previous 

consumers can improve consumers' purchasing decisions for gacoan noodles. 

The results of the data analysis show that the use of e-payment (X₃) has a significance 

value of 0.000, which is smaller than 0.05. Meanwhile, the calculated t value of 5.318 

exceeds the 1.984 ttable value. So, it can be concluded that the use of e-payment (X₃) has a 

significant positive effect on purchasing decisions (Z), so H₃ is accepted. In research 

conducted by Hutama (2022), it was explained that e-payment positively influences 

purchasing decisions. Similar results were also carried out by (Astuti Diansyah, 2022), 

where purchasing decisions were positively influenced by e-payment. Electronic payments 

at Mie Gacoan make it easier for consumers to carry out transactions at home without going 

to a Mie Gacoan restaurant. 

The results of the data analysis show that customer reviews (X₁) have a significance 

value of 0.000, which is smaller than 0.05. Meanwhile, the calculated t value of 5.537 

exceeds the 1.984 ttable value. So, it can be concluded that customer reviews (X₁) have a 

significant positive effect on consumer loyalty (Y), so H₄ is accepted. In research conducted 

by Khoirnnisa and Bestari (2022), it was explained that promotional strategies affect 

customer loyalty. The results of research conducted by Oktaviani (2020) stated that 

customer loyalty is influenced by social media positively and significantly. With customer 

reviews, consumers can make repeat purchases of gacoan noodle products because of 

positive assessments from customers. 

The results of the data analysis show that halal content marketing (X₂) has a significance 

value of 0.000, which is smaller than 0.05. Meanwhile, the calculated t value of 4,607 

exceeds the 1,984 ttable value. So, it is concluded that halal content marketing (X₂) has a 

positive and significant effect on consumer loyalty (Y) so that H₅ is accepted. In research 

conducted by (Yunitasari et al., 2022), it was explained that e-payment positively affects 

customer satisfaction. Similar results were found in research conducted by (States et al., 

2009), which showed that customer loyalty results were influenced by ease of transactions 

in a significantly positive way. Halal content marketing is based on facts, so Muslim 

consumers will also feel safer and make repeat purchases of gacoan noodles. 

The results of the data analysis show that the use of e-payment (X₃) has a significance 

value of 0.000, which is smaller than 0.05. Meanwhile, the calculated t value of 4.675 

exceeds the 1.984 t table value. So, it can be concluded that the use of e-payment (X₃) has a 

significant positive impact on consumer loyalty (Y), so H₆ is accepted. In research 

conducted by (Yunitasari et al., 2022), it was explained that e-payment positively affects 

customer satisfaction. Similar results were found in research conducted by (States et al., 

2009), which showed that customer loyalty results were influenced by ease of transactions 

in a significantly positive way. The e-payment provided by Mie Gacoan influences 

consumers to continue to buy it because purchases can be made anywhere without going to 

Mie Gacoan. 
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The results of data analysis show that purchasing decisions (Z) have a significance 

value of 0.000, which is smaller than 0.05. Meanwhile, the calculated t value of 10.313 

exceeds the 1.984 ttable value. So, it can be concluded that purchasing decisions (Z) 

significantly positively affect consumer loyalty (Y), so H₇ is accepted.In research 

conducted by (Mahindriya et al., 2020) it was explained that customer loyalty is positively 

influenced by purchasing decisions. The same results were also found in research 

conducted by (Ahmadien et al., 2019), which showed that customer loyalty results were 

influenced by purchasing decisions in a significantly positive way. 

Based on testing using the Sobel test, the customer review variable has a direct 

influence of P4 = 0.488. The indirect effect of customer reviews on consumer loyalty 

through purchasing decisions is P1 x P7 = 0.592 x 0.721 = 0.426. So, the total direct and 

indirect influence of customer reviews and consumer loyalty is 0.488 + 0.426 = 0.914. The 

tcount value was 4.3288 > 1.984 ttable, so there was a mediation effect, and H8 was accepted. 

Research conducted by (Azizah and Hadi, 2020) explained that taste positively influences 

consumer loyalty through purchasing decisions as a mediating variable. The same results 

were also found in Dodi Faisal's (2015) research, which stated that the perceived variable 

positively affected consumer loyalty variables through purchasing decisions.  

Based on testing using the Sobel test, the halal content marketing variable has a direct 

influence of P5 = 0.422. The indirect effect of halal content marketing on consumer loyalty 

through purchasing decisions is P2 x P7 = 0.521 x 0.721 = 0.375. So, the total direct and 

indirect influence of halal content marketing and consumer loyalty is 0.422 + 0.375 = 0.797. 

The tcount value was 3.675 > 1.984 ttable, so there was a mediation effect, and H9 was 

accepted. Research conducted by Darmawan et al. (2019) explained that the marketing mix 

positively and significantly affects customer loyalty through decisions. Research conducted 

by Kadi et al. (2021) also stated that purchasing decisions mediate E-Promotion on 

consumer satisfaction. 

Based on testing using the Sobel test, it can be seen that the e-payment usage variable 

is P6 = 0.427. The indirect effect of using e-payment on consumer loyalty through 

purchasing decisions is P3 x P7 = 0.473 x 0.721 = 0.341. So, the total direct and indirect 

influence of e-payment use on consumer loyalty is 0.427 + 0.341 = 0.768. The tcount value 

was 3.4831 > 1.984 ttable, so there was a mediation effect, and H10 was accepted. In research 

conducted by (Widjieanto, 2020), it was explained that service usage can positively 

influence customer loyalty and customer trust. Research conducted by (Aryatiningrum and 

Insyirah, 2020) states that e-payment affects consumer loyalty through customer 

satisfaction. 

 

CONCLUSIONS AND SUGGESTIONS 

The research that has been carried out can answer the objectives of all the hypotheses 

proposed. This research concludes that customer review variables, halal content marketing, 

and the use of e-payment have a positive and significant effect on purchasing decisions and 

consumer loyalty at Mie Gacoan. The purchasing decision variable can also mediate the 

three independent variables on the dependent variable, namely, consumer loyalty. 
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The researcher's suggestion for future researchers is that it would be better to add other 

variables so that they can provide information and varied research results regarding factors 

that can influence consumer loyalty. The researcher's advice for companies is that they 

should continue to maintain the company's good name by continuing to increase creative 

content, continuing to serve payments via e-payment, and adding menus to Mie Gacoan to 

attract consumers' interest in making purchases and for consumers who have been 

consuming it for a long time. Gacoan noodle products remain loyal to Gacoan noodle 

customers. 
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