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MOTTO 

 

"Indeed, Allah will not change the fate of a people until they change the situation that exists 

within themselves." 

(QS. Ar-Ra'd: 11) 

 

“So truly with difficulty there is ease. Indeed, with difficulty there is ease.  

So when you have finished (from something), keep working hard (on other matters). And 

only in your God you hope." 

(QS. Al-Insyirah: 6-8) 

 

" Cogito ergo sum” 

(Rene Descartes) 

 

"Convince with faith, Strive with knowledge, Convey with charity." 

(YAKUSA) 
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ABSTRAK  

Penelitian ini bertujuan untuk menganalisis pengaruh brand love bertujuan untuk 

mengetahui seberapa besar pengaruh brand love terhadap word of mouth dan repurchase 

intention dengan halal brand loyalty sebagai variabel. Jenis penelitian ini yaitu penelitian 

kuantitatif dan teknik pengumpulan data menggunakan kuisioner/angket. Sampel yang 

digunakan dalam penelitian ini sebanyak 180 responden. Analisa data pada penelitian ini 

menggunakan uji validitas, realibilitas, dan multikolinieritas atau outer model dan inner model. 

Pengujian hipotesis menggunakan path coefficient dan indirect path coefficient. Alat uji yang 

digunakan adalah SMART PLS versi 3.4. Hasil penelitian ini menunjukkan bahwa brand love 

intimacy berpengaruh signifikan terhadap word of mouth dan repurchase intention. Hasil dalam 

penelitian ini juga menunjukkan bahwa brand love passion berpengaruh signifikan terhadap 

word of mouth dan repurchase intention. Sedangkan hasil terakhir dalam penelitian ini 

menunjukkan bahwa halal brand loyalty tidak dapat memediasi secara positif dan signifikan 

antara brand love intimacy dan brand love passion terhadap word of mouth dan repurchase 

intention. 

Kata Kunci: Brand Love, Halal Brand Loyalty,  Repurchase Intention, SOR Theory, 

Word of Mouth 
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ABSTRACT  

This research aims to analyze the influence of brand love with the aim of finding out 

how much influence brand love on word of mouth and repurchase intentions with halal brand 

loyalty as a variable. This type of research is quantitative research and data collection 

techniques using questionnaires. The sample used in this research was 180 respondents. Data 

analysis in this study used validity, reliability and multicollinearity tests or outer models and 

inner models. Hypothesis testing uses path coefficients and indirect path coefficients. The test 

tool used is SMART PLS version 3.4. The results of this study indicate that brand love intimacy 

has a significant effect on word of mouth and repurchase intention. The results in this study 

also show that brand love passion has a significant effect on word of mouth and repurchase 

intentions. Meanwhile, the latest results in this study indicate that halal brand loyalty cannot 

mediate positively and significantly between brand love intimacy and brand love passion on 

word of mouth and repurchase intention. 

Keywords: Brand Love, Halal Brand Loyalty,  Repurchase Intention, SOR Theory, 

Word of Mouth 
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