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THE IMPACT OF HALAL LABEL, WORD OF MOUTH, AND BRAND 

IMAGE IN CONSUMER PURCHASING DECISION 

(An Empirical Study for Pie Susu Dhian Bali) 

 

Abstrak 

Tujuan dari penelitian ini adalah untuk menganalisis dampak label halal, word of 

mouth, dan citra merek dalam keputusan pembelian pelanggan di Pie Susu Dhian 

Bali. Dalam penelitian ini, teknik pengambilan sampel yang digunakan adalah 

teknik purposive di mana total sampel 150 moeslim Indonesia yang telah pergi ke 

Bali dan membeli Pie Susu Dhian Bali. Analisis model adalah uji instrumen 

penelitian, uji asumsi klasik, dan uji hipotesis. Dokumen penelitian adalah uji 

validitas dan reliabilitas. Uji asumsi klasik yaitu uji normalitas, uji 

multikolinieritas, dan uji heteroskedastisitas. Hasil analisis data menunjukkan 

bahwa kuesioner valid dan reliabel karena nilai Alpha lebih dari 0,60. Asumsi 

klasik, tidak ada kesalahan dalam asumsi klasik. Hasil uji regresi linier berganda 

menunjukkan bahwa signifikansi label halal, word of mouth, dan citra merek 

memiliki nilai sig. nilai kurang dari 0,05. Uji hipotesis menunjukkan bahwa label 

halal, , word of mouth,dan citra merek berpengaruh signifikan terhadap keputusan 

pembelian di Pie Susu Dhian Bali.  

Kata kunci: label halal, word of mouth, citra merek, keputusan pembelian 

Abstract 

The aims of this study were to analyze the impact of halal label, word of mouth, 

and brand image in customer purchasing decision at Pie Susu Dhian Bali. In this 

study, the sampling technique used was a purposive technique in which total 

sample of 150 Indonesian moeslim who had went to Bali and purchase Pie Susu 

Dhian Bali. Analysis of the model are test the research instrument, assumption 

classic test, and hipothesis test. The research istrument are validity and reliability 

test. The assumtion classic test namely normality test, multicollinearity test,and 

heteroscedasticity test. The result of data analysis showed that the questionaire is 

valid and reliable because the value of Alpha is more than 0.60. The classical 

assumtion, there is no error in the classical assumption. the results of multiple 

linerar regression test showed that the significant of halal label, word of mouth, 

and brand image have sig. value less than 0.05. The hypotesis test showed that the 

halal label, word of mouth, and brand image have significant effect on the 

purchasing decision at Pie Susu Dhian Bali.  

Keywords: Halal Label, Word of Mouth, Brand Image, Purchasing Decision 
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1. INTRODUCTION 

The culinary industry, is a part of creative industry that produces variety of 

processed food products in the form of traditional and modern foods. Food is one 

of human needs (basic needs). Because including the basic needs, then the 

fulfillment of food becomes absolute for humans to maintain their survival. The 

culinary industry is very promising today because it already has its own market 

both in Indonesia and internationally. In Indonesia, the culinary industry is 

flourishing and continues to grow rapidly. According to the Creative Economy 

Book: Indonesia's New Power Towards 2025 (Kemenparekraf 2015), the 

definition of culinary is the preparation, processing, presentation of food and 

beverage products that are element  of creativity, aesthetics, tradition, and / local 

wisdom; as the most important element in increasing the image and value of the 

product, to attract buyers and provide experience for consumers.  

Nowadays, in consumer behavior decide to buy food products in particular, 

the consumer will make a purchase if it has gone through a purchase decision 

process. There are several factors in the buying decision process, one of that is the 

religious factor in subculture especially label halal. In the word of Allah QS Al-

Baqarah: 172 it means to explain that "O you who believe, eat among the good 

fortune that We have given to you and give thanks to Allah, if you truly worship 

Him, you worship." The verse explains the command to consume Halal 

food. Halal is permissible, clean, nutritious and healthy. To find halal information 

through Halal Label.  

In this 20th century, one of the strategies that was mostly done to increase 

the purchase of a product was word of mouth (WOM). Word of Mouth (WOM), 

also known as buzz marketing, it makes consumers curious when a lot of talking 

and even recommendations about something new. People are more likely to 

believe in word of mouth marketing (WOM) than with any formal promotional 

methods. Where people buy a product, see the product review through family, 

friends, and even social media. Word of Mouth can be done when meeting with 
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friends by explaining and giving an impression of the product that has been 

consumed. Word of Mouth (word of mouth communication) is now very effective 

because of the technological development makes it easy for consumers to talk 

about a product, apart from face to face.  

 Brands are very valuable because they can influence consumer decisions to 

buy. In the product purchase selection decision, consumers really choose products 

that are considered in accordance with their needs and desires, which in a brand 

depends on the inherent image. Brand image is very influential in purchasing 

decisions for product because the brand is able to influence consumer choices or 

preferences. A good brand can signal the superiority of consumers that leads to 

favorable consumer attitudes and brings better sales and financial performance 

than the company ( Kotler, 2000).  

Nowadays, Bali is one of the tourist destination because Bali has some 

beautiful beaches and some Culinary tourism. Most of people like snacks, ranging 

from children to parents really like to eat snacks, especially with a sweet taste. Pie 

Susu is a typical Balinese snack that is popular for tourists and is widely available 

at the center of Bali souvenir and online shops. The grouping of traditional snacks 

used in Bali is used for ceremonies, personal consumption and parties 

(Prahitadani, 2014 in Hamonangan,2015). Currenly snacks for ceremonies , 

personal consumption, and parties are also used as Balinese souvenirs. Pie Susu 

has a cute, small, round shape, sweet taste, and crispy make tourists interested in 

buying it to be a typical Balinese souvenir. 

 The famous Pie Susu Brand is the Balinese Pie Susu Dhian. Pie Susu Dhian 

is made with natural ingredients without preservatives .  There are many Mosleem 

tourists who bought this products. Pie Susu Dhian is a Balinese Pie Susu known to 

have good taste, without preservatives, and has a Halal Label from Majlis Ulama 

Indonesia. The majority of Indonesia's population being Mosleem, the awareness 

to consume Halal food is already inherent in Mosleem. Pie Susu Dhian is 

booming on Instagram because it has quite a number of resellers and has Halal 
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certificate that is issued by MUI.   Pie Susu Dhian is famous through the reviews 

of tourists through word of mouth, thereby increasing the image of the Bali Pie 

Susu Dhian brand.In marketing Pie Susu Dhian products, the marketing strategy is 

in selling their products. The strategy of product include attributes in the form of 

halal labels, word of mouth advertising promotion and brand image of the 

product. With intenses competitions from competing brands and consumer 

consideration in making decisions. 

2. METHODE 

This research uses quantitative design method, quantitative method is a method to 

test theory which used relation from each variable, according to Sekaran (2007), 

Studied that include in hypothesis test usually explain about characteristic of 

certain relation, or explain differences each community or individuals, two or 

more factor in one situation. This research test effect of consumer purchasing 

decision based on halal label, word of mouth and brand image espesially Pie Susu 

Dhian. The types and sources of data used in this research are primary data. 

According Sugiyono (1999) primary data source is a source of data that directly 

provide data to data collectors.The primary data is data obtained directly from the 

source, observed and recorded for the first time through interviews or the results 

of the questionnaire filling.This research use descriptive analysis, which is this 

results of the respond of respondents to the variables use through the 

questionnaire items submitted. The variables are described in several indicators 

measured by Likert scale with a score of 1 to 5. The variable of reseach: 

a) Label Halal as independent variable (X1) is about the awareness of people 

that follow the obligation in Islam in purchasing decision making at Pie 

Susu Dhian Bali. 

b) Word of Mouth as independent variable (X2)  is about Word of Mouth 

Comunication that can influence decision making to buy Pie Susu Bali. 

c) Brand Image as independent variable (X3) is about emotional benefit, 

product atributes, Brand-Customer Relationship to purchasing Pie Susu 

Bali. 
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d) Purchasing Decision Making as dependent variable is about process buying, 

there are need recognition, information research, evaluation of alternatives, 

purchase, and post-purchase decision. 

 

3. RESULT AND DISCUSSION 

3.1 The Result and Discussion of Validity and Reliability Test 

Table 1. Halal Label Validity Test 

Item r-value r-table Conclusion 

1 0.799 0.160 Valid 

2 0.829 0.160 Valid 

3 0.758 0.160 Valid 

4 0.495 0.160 Valid 

5 0.774 0.160 Valid 

6 0.730 0.160 Valid 

7 0.854 0.160 Valid 

8 0.860 0.160 Valid 

 

The value of r table for the sample significance level of 0.05 is 0.160. These 

results indicate that all items regarding halal label are valid. Because the value of r 

count is greater than r table. Thus all items of the halal label questionnaire 

statement are valid. 

Table 2. Word of Mouth Validity Test 

Item r-value r-table Conclusion 

1 0.833 0.160 Valid 

2 0.807 0.160 Valid 

3 0.899 0.160 Valid 

4 0.902 0.160 Valid 

5 0.824 0.160 Valid 
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The value of r table for the sample significance level of 0.05 is 0.160. These 

results indicate that all items regarding word of mouth are valid. Because the 

value of r count is greater than r table. Thus all items of the word of mouth  

questionnaire statement are valid. 

Table 3. Brand Image Validity Test 

Item r-value r-table Conclusion 

1 0.912 0.160 Valid 

2 0.901 0.160 Valid 

3 0.848 0.160 Valid 

4 0.892 0.160 Valid 

 

The value of r table for the sample significance level of 0.05 is 0.160. These 

results indicate that all items regarding brand image are valid. Because the value 

of r count is greater than r table. Thus all items of the brand image questionnaire 

statement are valid. 

Table 4. Purchasing Decision Validity 

Item r-value r-table Conclusion 

1 0.745 0.160 Valid 

2 0.797 0.160 Valid 

3 0.752 0.160 Valid 

4 0.813 0.160 Valid 

 

The value of r-table for the sample significance level of 0.05 is 0.160. These 

results indicate that all items regarding purchasing decision are valid. Because the 

value of r-value is greater than r-table. Thus all items of the purchasing decision  

questionnaire statement are valid. 
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Table 5. Reliability Test 

No Variable Cronbach 

Alpha 

Role of 

tumb 

Conclusion 

1 Halal Label 0.776 0.60 Reliable 

2 Word of Mouth 0.693 0.60 Reliable 

3 Brand Image 0.693 0.60 Reliable 

4 Purchasing 

Decision 

0.680 0.60 Reliable 

 

The result of reliability test for all variables with Crombach’s Alpha as is 

view at the table 4.15 shows the value of Alpha is more than 0.60. Therefore halal 

label, word of mouth, brand image, an purchasing decision are reliable. 

3.2 The Result and Discussion of Assumtion Classic Test 

3.2.1 Normality Test 

Table 6. Normality Test 

Variable Kolmogorov- 

Smirnov 

p-value Conclusion 

Unstandardized 

Residual 

0.858 0.454 The distribution is 

normal 

 

Refer to the table 4.16, the normality significant is more than 0,05 means 

that 0.454 more than 0.05. The Kolmogorov- Smirnov value is 0.858. The halal 

label, word of mouth, brand image have normal distribution toward consumer 

purchase decision. 
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3.2.2 Multicollinearity Test 

Table 7. Multicollinearity Test 

Variable Tolerance VIF Conclusion 

Halal Label 
0.770 1.298 

There is  no  

multicollinearity 

Word of Mouth 
0.641 1.559 

There is  no 

\multicollinearity 

Brand Image 
0.635 1.574 

There is  no 

multicollinearity 

 

Refers to the result above, the tolerance level of independent variables 

which are halal label, word of mouth, brand image (0.770, 0.641, 0.635) is more 

than 0.01. It means that there is no multicollinearity in the regression model. 

3.2.3 Heteroscedasticity Test 

Table 8. Heteroscedasticity Test 

Variable Sig. Value Conclusion 

Halal Label 0.044 there is no 

heteroscedasticity 

Word of Mouth 0.160 there is no 

heteroscedasticity 

Brand Image 0.448 there is no 

heteroscedasticity 

Source: Primary data processed, 2020 

Refer to the result above, the significant value of the independent variables 

are all greater than 0.05. It shows that there is no heteroscedasticity occurs, 

because the results is showing that there is no heteroscedasticity disorder that 

occurs in the estimator parameter estimation process, that is matches with the 
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initial criteria that there is no heteroscedasticity if the probability value > 0.05. 

The variable halal label value is 0.044 more than 0.05, there is no 

heteroscedasticity. The variable of word of mouth value is 0.16 more than 0.05, 

there is no heteroscedasticity. The variable of Brand Image value is 0.448 more 

than 0.05, there is no heteroscedasticity. It means all variables, there is no 

heteroscedasticity in this study. 

3.3 The Result and Discussion of  Multiple Linier Regression Test 

Table 9. Multiple Linear Regression Test 

Variable B t count Sig 

(constant) 4.882 5.640 0.000 

Halal label 0.150 5.952 0.000 

Word of mouth 0.109 2.962 0.004 

Brand image 0.310 5.820 0.000 

R                              = 0.766 

R square 

                                 = 0.587 

Adjusted  R Square = 0.578 

F count     = 69.031 

Sig.            = 0.000 

  

 

Y = 4.882 + 0.150X1  + 0.109X2 + 0.310X3  

Constants (α)   = 4,882, with positive parameters indicating a 

positive purchase decision, if the label is a halal 

variable, word of mouth, brand image is constant. 

Coefficient 𝛽1 = 0,150 the effect of halal label with positive 

parameters on the 𝛽1 coefficient select if the halal 

label gets stronger the purchase results increase or 

vice versa. 

Coefficient 𝛽2 = 0.109 difference in the influence of word of mouth 

with a positive parameter on the coefficient 𝛽2 
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determines if word of mouth increases, the 

purchase results increase or vice versa. 

Coefficient 𝛽3 = 0.310 enlarge the influence of brand image with 

positive parameters on the 𝛽3 coefficient determine 

if the brand image is increasing then the purchasing 

decision is increasing or vice versa. 

 

3.4 The Discussion of Hypothesis 

3.4.1 The Halal Has Positive Impact on Consumer Purchasing Decision at Pie 

Susu Dhian Bali 

Based on analyze data research of Halal label variable, there was known 

value of t-value (5.102) is greater than t-table (1,984) or can be seen from the 

significance value of 0,000 < α = 0.05. Therefore, H0 is rejected, it means the 

halal label has a significant influence on purchasing decisions. Based on 

Government Regulation Number 69 of 1999 regarding food labels and 

advertisements, labels are any information regarding a product in the form of a 

picture, writing, a combination of both, or other forms that are included on the 

product, inserted into, pasted on, or is part of the product packaging.According to 

Sunyoto 2012: 124 in Khasanah et,all (2014), labels are part of a product that 

provides information about the product and the seller. The label can be part of the 

package, or it can be with a binding mark attached to or attached to the product. 

This shows that label halal is something special that has a high value of product 

by some institution Majlis Ulama Indonesia (MUI) to involve a deep 

understanding of consumer need and want, a relationship between company and 

customers. Thus, the halal label factor becomes an important consideration for 

customer in the decision to purchase Pie Susu Dhian  Bali. 

3.4.2 The Word of Mouth Has Positive Impact on Consumer Purchasing 

Decision at Pie Susu Dhian Bali  
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Based on analyze data research, variable word of mouth known t-value 

(3.478) is greater than t-table (1.984) or can be seen from the significance value of 

0.001 < α = 0.05. Therefore, H0 is rejected, meaning that word of mouth has a 

significant influence on purchasing decisions. Therefore, word of mouth variable 

factor becomes an important consideration for customer in the decision to 

purchase Pie Susu Dhian products in Bali. According to Kotler and Keller (2012) 

Word of Mouth (WOM) communication is a communication process that consist 

of each individual or group of products or services that support the provision of 

personal information. A large number of studies on WOM showed that consumers 

are more likely to rely on WOM, whose effectiveness is three times that of 

advertising (Hogan et al., 2004). As stated by Oliver (1997), consumers take the 

performance results of a service and they use information to shape their 

expectations and the expectations of others through word of mouth. The Word of 

Mouth is verbal communication which is positive or negative information review 

of product from groups, family, friends, and potential customer. This 

communication is important because based on experience or trust for buying 

product that offering mostly reliable. The word of mouth factor shows at this time, 

most Mosleem tourist communities began to show demand that they are need 

some recommendation  for buying product pie susu original Balinese. Thus, the 

WOM variable has positive impact on purchasing decision. 

3.4.3 The Brand Image Has Positive Impact on Consumer Purchasing Decision 

at Pie Susu Dhian  

Bali Based on this research, variable brand image has t-value (5.861) is 

greater than the value of t-table (1.984) or can be seen from the significance value 

of 0,000 <α = 0.05. Therefore, H0 is rejected, meaning that brand image has a 

significant influence on purchasing decisions. Therefore, brand image variable 

factor becomes an important consideration for customer in the decision to 

purchase Pie Susu Dhian products in Bali.Brand Image is a set of consumer belief 

about a particular brand (Kotler and Armstrong, 2001: 225). Abrazhevich (2001) 

opined and confirmed with his study that favorable image of product in the mind 
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of customers has an important impact on purchase, which is showing more of the 

customer‘s interest in buying the product either it could be cosmetic products or 

personal care products. Brand image is a collection of perceptions about an 

interconnected brand that exists in the human mind (Ouwersoot and Tudorica, 

2001). But it can create a strong brand name is saliency, the ability of distinction 

(differentiability), brilliance (intensity) and trust that were associated with the 

brand. Brand image is considered as a description of the products offered, has 

brand value in the eyes of customers, is easy to remember and is a favorite in the 

hearts of customers. Sometimes someone will mention a product brand name 

compared to the type of product. Thus, the brand image variable has positive 

impact on purchasing decision. 

 

4 CONCLUSION 

Based on the results of the analysis, hypothesis and discussion above, the 

researcher can provide the following conclusions are halal label has a positive 

impact on purchasing decision at Pie Susu Dhian Bali, word of mouth has a 

positive impact on purchasing decision at Pie Susu Dhian Bali. Brand image has a 

positive influence on the decision to purchase at Pie Susu Dhian Bali. 

4.1 Research Limitations 

After all of the data analyze and the discussions is done in this research, the 

limitation of this study are the coefficient regression results only show 58.7% 

factors that affect customer purchase decision, while there are still 41.3% other 

factors that the researcher did not discuss and mention in this research; Research 

limitations in terms of ability and experience, because researchers see the data 

only using a questionnaire, so researchers can not reveal all the facts in this study 

appropriately. Thus, the conclusions drawn are limited only to the results of data 

acquisition; This study is limited to the variables studied, namely halal label, word 

of mouth and brand image as independent variable, also purchasing decision as 

the dependent variable. 

4.2 Suggestions 
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Based on this research, the sugestion are for the next researcher to add the 

variables examined, Identify with another factors that is actually influencing the 

purchasing decision of Pie Susu Dhian Bali, the further research could use another 

framework, methods to analyze purchasing decision and resource data by primary 

data; managers Pie Susu Dhian should maintain the MUI halal label for the future 

and further enhance promotion through digital media, also selling on e-

commercial to take more customer. 
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