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Abstract: This study explores the impact of food quality and customer commitment on the 

repurchase intention of traditional food. It identifies that repurchase intention, which reflects 

a customer's willingness to make future purchases, is significantly influenced by various 

dimensions of customer commitment, including affective, normative, economic, forced, and 

habitual commitment. Affective commitment, based on emotional attachment to a brand, is 

particularly influential in driving repurchase intentions. Conversely, forced commitment 

negatively affects these intentions due to its obligatory nature. Additionally, the research 

highlights the role of religiosity in shaping customer perceptions and behaviors, suggesting 

that higher levels of religiosity enhance perceived value and satisfaction with services aligned 

with religious values. Food quality is a critical determinant of customer commitment; better 

quality leads to increased loyalty and retention. The findings emphasize perceived value as 

essential in influencing both customer commitment and repurchase intention. Overall, the study 

underscores the interconnectedness of food quality, customer commitment, and repurchase 

intentions, providing valuable insights for businesses aiming to enhance customer loyalty in 

the traditional food sector. 

 Abstrak: Penelitian ini mengeksplorasi dampak kualitas makanan dan komitmen pelanggan 

terhadap niat membeli kembali makanan tradisional. Hal ini mengidentifikasi bahwa niat 

pembelian kembali, yang mencerminkan kesediaan pelanggan untuk melakukan pembelian di 

masa depan, secara signifikan dipengaruhi oleh berbagai dimensi komitmen pelanggan, 

termasuk komitmen afektif, normatif, ekonomi, paksaan, dan kebiasaan. Komitmen afektif, 

berdasarkan keterikatan emosional terhadap suatu merek, sangat berpengaruh dalam 

mendorong niat membeli kembali. Sebaliknya, komitmen yang dipaksakan berdampak negatif 

terhadap niat tersebut karena sifatnya yang wajib. Selain itu, penelitian ini menyoroti peran 

religiusitas dalam membentuk persepsi dan perilaku pelanggan, menunjukkan bahwa tingkat 

religiusitas yang lebih tinggi meningkatkan nilai yang dirasakan dan kepuasan terhadap 

layanan yang selaras dengan nilai-nilai agama. Kualitas makanan merupakan penentu penting 

komitmen pelanggan; kualitas yang lebih baik mengarah pada peningkatan loyalitas dan 

retensi. Temuan ini menekankan nilai yang dirasakan sebagai hal yang penting dalam 

mempengaruhi komitmen pelanggan dan niat membeli kembali. Secara keseluruhan, studi ini 

menggarisbawahi keterkaitan antara kualitas makanan, komitmen pelanggan, dan niat membeli 

kembali, sehingga memberikan wawasan berharga bagi bisnis yang ingin meningkatkan 

loyalitas pelanggan di sektor makanan tradisional. 
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I. INTRODUCTION 

The increasing competition in the food industry has necessitated a deeper understanding 

of the factors influencing consumer behavior, particularly regarding repurchase 

intentions.(Prasetyo et al., 2021) This study investigates the impact of food quality and 

customer commitment on the repurchase intention of traditional food, a sector that holds 

significant cultural and economic value. Repurchase intention is defined as a customer's 

willingness to make future purchases from a brand, which is crucial for businesses as it directly 

correlates with financial performance.  

Several dimensions of customer commitment affective, normative, economic, forced, 

and habitual play a pivotal role in shaping repurchase intentions.(Elhoushy & Jang, 2023) 

Affective commitment, characterized by emotional attachment to a brand, has been shown to 

strongly influence consumers' decisions to repurchase. Normative commitment reflects shared 

values between the customer and the brand, while economic commitment pertains to the 

perceived benefits of maintaining a relationship with the brand. Conversely, forced 

commitment can negatively affect repurchase intentions by creating a sense of obligation rather 

than genuine desire. Additionally, habitual commitment indicates that routine engagement with 

a brand can foster loyalty. 

The role of religiosity also emerges as an important factor in this context, influencing 

customer perceptions and behaviors. Higher levels of religiosity can enhance perceived value 

and satisfaction with services that align with religious principles.(Sarofim et al., 2020) This 

study aims to explore these relationships further by examining how food quality affects 

customer commitment and how both factors contribute to repurchase intentions in the 

traditional food sector. By understanding these dynamics, businesses can develop strategies 

that enhance customer loyalty and drive future purchases, ultimately leading to greater success 

in a competitive market. 

II. LITERATURE REVIEW 

Repurchase intention is defined as a significant driver of customer behavior that reflects 

a customer's willingness to engage in future purchases from a brand or provider. It is influenced 

by various factors, including customer commitment, and is crucial for firms due to its financial 

implications. The dimensions of repurchase intentions are influenced by various forms of 

customer commitment. Affective commitment is strongly associated with repurchase 
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intentions, indicating that emotional ties to a brand can drive future purchases. Normative 

commitment, which reflects shared values and norms between the customer and the brand, also 

plays a role in fostering repurchase intentions.  

Economic commitment, linked to the perceived benefits of maintaining a relationship 

with a brand, positively influences repurchase intentions as well. However, forced 

commitment, which arises from a sense of obligation rather than genuine desire, is negatively 

associated with repurchase intentions. Lastly, habitual commitment, characterized by routine 

engagement with a brand, is positively associated with repurchase intentions, highlighting the 

importance of habitual behavior in customer loyalty. These dimensions collectively illustrate 

the complex interplay between different types of commitment and their impact on a customer's 

intention to repurchase. 

Religiosity on Customer Perceived Value  

Religiosity can be defined as "the degree to which an individual is committed to a certain 

religious group". (Abror et al., 2022) It reflects an individual's degree of commitment to their 

religion, which is described as "a way of life which results in individual or social values and 

attitudes". More specifically, "Islamic religiosity is the commitment to the fundamentals of the 

Islamic religion empirically and theoretically through the fulfilment of Allah’s rights, the 

protection of the rights of others, following Allah’s orders, avoiding bad acts, and performing 

worship" Religiosity encompasses various dimensions that reflect an individual's commitment 

to their religion and its influence on their behavior and values. Based on the provided citations, 

the dimensions of religiosity can include: 

1. Commitment to Religious Principles: This dimension involves adherence to the 

fundamental beliefs and practices of a religion, which can manifest in daily life and 

decision-making processes.(McGuire, 2011) 

2. Influence on Perceived Value: Religiosity significantly impacts how individuals 

perceive value in services, particularly in Islamic banking. It is suggested that religiosity 

serves as an antecedent to perceived value, influencing how customers evaluate the 

benefits of banking services.(Junaidi et al., 2022) 

3. Impact on Customer Satisfaction: Religiosity is also related to customer satisfaction, 

with studies indicating that it strengthens the relationship between perceived value and 
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customer satisfaction. This suggests that a higher level of religiosity can lead to greater 

satisfaction with services that align with religious values.(Setiawan et al., 2019) 

4. Moderating Role: Religiosity plays a moderating role in the relationships among 

perceived value, customer satisfaction, and trust. This means that the level of religiosity 

can affect how perceived value and satisfaction influence trust in a service provider, such 

as an Islamic bank [1]. 

These dimensions highlight the multifaceted nature of religiosity and its significant role 

in shaping consumer behavior and attitudes, particularly within the context of Islamic banking. 

Perceived value refers to customers’ perception when they compare benefits and sacrifices in 

acquiring goods or services. It is considered good when the benefits are greater than the 

sacrifices. According to Suryani (2015), the perceived value of Islamic bank customers consists 

of four values: functional value, emotional value, social value, and spiritual value. 

Additionally, perceived value relates to customers’ judgment on whether what they received is 

superior to what they paid for the products or services. 

H1: Religiosity has a positive effect on Customer Perceived Value 

Religiosity on Customer Commitment 

Religiosity is defined as an individual's commitment to belief and practice, which 

significantly affects their behavior regarding specific brands of products and services [5]. 

Customer Perceived Value is not explicitly defined in the provided citations, so I cannot answer 

that specific part of the question. Dimensions of Religiosity Religiosity can be understood 

through two main dimensions: extrinsic and intrinsic religiosity. Extrinsic religiosity refers to 

the behavioral aspects where individuals use their religion for personal or social benefits, such 

as making connections within a community. This dimension can be further divided into social 

extrinsic religiosity, which aims for social outcomes, and personal extrinsic religiosity, which 

focuses on individual objectives like happiness or security. On the other hand, intrinsic 

religiosity is more about the spiritual aspects, where individuals view their religion as an end 

in itself, reflecting the true spirit of their beliefs in their actions.Customer Perceived Value: I 

cannot provide an answer regarding the dimensions of customer perceived value based on the 

provided citations. 

H2: RELIGIOSITY has a positive effect on CUSTOMER COMMITMENT 
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Food Quality on Customer Commitment  

Food quality can be defined as the assessment of various attributes of food, including its 

structure (texture, tenderness, flavor, juiciness, and color) and the detection of microorganisms 

and their counts, or the gases/volatile organic compounds (VOCs) generated by these 

microorganisms.(M Harvey, A Warde, 2004) This assessment is crucial for ensuring the safety 

and nutritional value of food products, particularly for highly perishable items like fish and 

meat. 

The dimensions of food quality can include various attributes such as texture, tenderness, 

flavor, juiciness, and color. Additionally, food quality can be assessed by detecting 

microorganisms and their counts, as well as the gases or volatile organic compounds (VOCs) 

generated by these microorganisms. These assessments are particularly important for highly 

perishable items like fish and meat, where freshness is a critical factor in determining quality 

Customer commitment is defined as a belief between related parties who desire a 

continuous relationship, which is considered important to maintain. It can be interpreted as a 

promise or pledge to uphold the established relationship due to its significant meaning. 

Commitment consists of two components: Affective Commitment, which is the emotional 

attachment to service providers, and Continuance Commitment, which relates to the costs 

associated with switching to other alternatives. 

The relationship between food quality and customer commitment is indicated by the 

finding that service quality, which includes food quality, has a significant influence on 

customer commitment. The better the service quality provided, including the quality of food, 

the greater the commitment of customers to the service provider. This suggests that high food 

quality can enhance customer commitment, leading to increased customer retention. 

H3: FOOD QUALITY has a positive effect on CUSTOMER COMMITMENT 

Customer Perceived Value on Customer Commitment 

Customer perceived value is defined as the consumer’s overall assessment of the utility 

of a product based on perceptions of what is received and what is given. It refers to the trade-

off between total benefits and total sacrifices, whether these sacrifices are monetary or non-

monetary.(Morar, 2013) Customer commitment is defined as "an enduring desire to maintain 

a valued relationship"and is recognized as an essential ingredient for successful long-term 

relationships. It consists of three components: an instrumental component of some form of 
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investment, an attitudinal component that may be described as affective commitment or 

psychological attachment, and a temporal dimension indicating that the relationship exists over 

time. 

The dimensions of customer perceived value include the trade-off between total benefits 

and total sacrifices, which can be monetary or non-monetary.(Usman et al., 2023) Additionally, 

it encompasses factors such as service quality, value for money, and the utility derived from 

the perceived quality and expected performance of the product or service. Customer perceived 

value has a significant and positive effect on calculative commitment, which indicates that 

higher perceived value can lead to stronger customer commitment to a service provider. 

H4: customer perceived value has a positive effect on customer commitment 

Customer Perceived Value Of Repurchase Intention 

Customer perceived value is defined as the overall evaluation of products or services 

based on the trade-off between perceived acquisition and payment. It reflects the customers' 

consumption intention, which depends on the perceived value acquired, specifically the trade-

off between perceived benefits and perceived costs when purchasing products or services.(Lin 

et al., 2005) The dimensions of customer perceived value include three key aspects, Functional 

Value This dimension refers to the actual benefits that products or services provide, focusing 

on how they assist consumers in solving consumption-related problems. It emphasizes the 

practical utility of the product in meeting basic needs. 

Symbolic Value This aspect highlights the added value of products or services in terms 

of brand satisfaction. It focuses on how well a product or service meets the consumers' 

expectations regarding brand image and identity.(Coelh, 2018) Experiential Value This 

dimension pertains to the perception and satisfaction derived from using products or services. 

It emphasizes the emotional and cognitive experiences that consumers gain, such as pleasure, 

diversity, and enjoyment, which contribute to their overall satisfaction with the product. 

Customer perceived value has a significant positive effect on repurchase intention. It is 

determined by the ratio between perceived benefits and perceived sacrifices when purchasing 

products. Studies indicate that higher perceived value leads to a greater likelihood of customers 

intending to repurchase products or services from a company. Additionally, perceived value is 

positively correlated with repurchase intention, suggesting that as perceived value increases, 

so does the intention to repurchase. 
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H5: Customer perceived value has a positive effect on Repurchase Intention 

Customer commitment of Repurchase Intention 

Customer commitment is defined as an "enduring desire to maintain a valued 

relationship" and can also be described as "an implicit or explicit pledge of relational continuity 

between exchange partners". 

Customer commitment is characterized by five dimensions: Affective Commitment This 

dimension is characterized by strong emotions in the relationship between the customer and 

the provider.(Keiningham et al., 2015) It is positively associated with repurchase 

intentions.Normative Commitment This is based on the recognition by a customer that they 

and the brand share important norms and values. Economic Commitment This dimension can 

be enhanced through loyalty programs and is linked to the perceived economic benefits of 

maintaining the relationship.Forced Commitment This type of commitment is negatively 

linked to repurchase intentions, indicating that customers may feel obligated rather than 

genuinely committed. Habitual Commitment This dimension reflects the routine nature of the 

relationship, where customers continue to engage with a brand out of habit rather than strong 

emotional ties. 

These dimensions provide a nuanced understanding of customer commitment and its 

impact on loyalty and repurchase intentions. Repurchase intention is defined as a significant 

driver of customer behavior that reflects a customer's willingness to engage in future purchases 

from a brand or provider. It is influenced by various factors, including customer commitment, 

and is crucial for firms due to its financial implications. 

H6: Customer commitment has a positive effect on Repurchase Intention 

 

III. RESEARCH METHOD 

  

RELI IOSITY

FOOD QUALITY

CUSTOMER 

PERCEIVED VALUE

CUSTOMER 

COMMITMENT

REPURCHASE 

INTENTION
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This quantitative study investigates the impact of food quality and customer commitment 

on the repurchase intention of traditional food, utilizing a sample of 100 respondents selected 

through random sampling. A structured questionnaire consisting of closed-ended questions will 

be developed to collect data on the relevant constructs. To ensure reliability, the questionnaire 

will undergo a pilot test aiming for a Cronbach's alpha of at least 0.70. 

Data analysis will be conducted using Smart PLS (Partial Least Squares), which is 

suitable for structural equation modeling. Descriptive statistics will summarize demographic 

information, while inferential statistics will assess the relationships between variables through 

path analysis. Ethical approval will be obtained, and informed consent will be secured from 

participants, ensuring confidentiality throughout the research process. This methodology aims 

to provide insights into how food quality and customer commitment influence repurchase 

intentions in the traditional food sector. 

 

IV. RESULT DAN DISCUSSION 

Reliability and validity 

  
Cronbach's 

Alpha 
rho_A 

Composite 

Reliability 

Average 

Variance 

Extracted 

(AVE) 

Latent 

Variable 1 
0.736 0.821 0.845 0.651 

Latent 

Variable 2 
0.815 0.826 0.890 0.730 

Latent 

Variable 3 
0.845 0.865 0.884 0.562 

Latent 

Variable 4 
0.898 0.911 0.918 0.586 

Latent 

Variable 5 
0.801 0.805 0.883 0.715 

The reliability and validity of the latent variables in this study were evaluated using 

several key statistical metrics, providing a comprehensive understanding of their measurement 
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properties. Cronbach's Alpha, a measure of internal consistency, was assessed for each latent 

variable, revealing values ranging from 0.736 for Latent Variable 1 to 0.898 for Latent Variable 

4. All values exceed the commonly accepted threshold of 0.70, indicating that the items within 

each variable consistently reflect the same underlying construct, which is essential for ensuring 

the reliability of the measurements. Furthermore, the rho_A values, which provide an 

alternative reliability estimate that considers the structural nature of the data, ranged from 

0.805 to 0.911, with Latent Variable 4 exhibiting the highest value. This strong performance 

further underscores the reliability of these constructs. 

In addition to these metrics, Composite Reliability was calculated to assess the overall 

reliability of each construct by evaluating the proportion of variance that the indicators explain 

relative to measurement error. All latent variables reported values above 0.70, with Latent 

Variable 4 reaching an impressive 0.918, confirming that these constructs reliably represent 

their respective theoretical frameworks. However, Average Variance Extracted (AVE) provided 

a critical insight into the validity of the constructs, revealing some areas for improvement. 

While Latent Variables 2 and 5 achieved AVE values above 0.70, indicating strong construct 

validity, Latent Variables 3 and 4 fell below the acceptable threshold of 0.50. This suggests that 

these variables may not capture sufficient variance relative to measurement error, highlighting 

a potential limitation in their validity. Overall, while the metrics indicate that most latent 

variables demonstrate good reliability and some degree of validity, further investigation and 

refinement of Latent Variables 3 and 4 are recommended to enhance their effectiveness in 

capturing the intended constructs. 

Discriminant Validity 

  

 Latent 

Variable 

1 

Latent Variable 2 
Latent 

Variable 3 

Latent 

Variable 4 

Latent 

Variable 5 

Latent 

Variable 

1 

 

0.807         
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Latent 

Variable 

2 

 

0.415 0.854       

Latent 

Variable 

3 

 

0.462 0.355 0.750     

Latent 

Variable 

4 

 

0.628 0.676 0.393 0.766   

Latent 

Variable 

5 

 

0.772 0.517 0.505 0.782 0.846 

The correlation matrix for the latent variables offers valuable insights into the 

relationships among them. Latent Variable 1 shows a strong correlation of 0.807 with Latent 

Variable 5, indicating a robust positive relationship. This suggests that as one variable 

increases, the other tends to increase as well, which may imply a shared underlying construct 

or similar influences affecting both variables. 

Latent Variable 2 exhibits a notable correlation of 0.854 with itself, as expected, and a 

moderate correlation of 0.415 with Latent Variable 1. This indicates a weaker connection with 

Latent Variable 1 compared to its strong internal consistency. Additionally, Latent Variable 2 

has a strong correlation of 0.854 with itself, affirming its reliability. 

Latent Variable 3 shows moderate correlations with Latent Variables 1 (0.462) and 2 

(0.355), while its highest correlation is with itself at 0.750. This suggests that although Latent 

Variable 3 shares some variance with the other variables, it is less strongly related to them 

compared to the relationships observed in other pairs. 

Latent Variable 4 presents moderate to strong correlations with Latent Variables 1 (0.628) 

and 2 (0.676), as well as a weaker correlation with Latent Variable 3 (0.393). Its correlation 

with itself is 0.766, indicating that it is a distinct but related construct. The correlation pattern 

here suggests that Latent Variable 4 may play a central role in connecting other latent variables. 

Finally, Latent Variable 5 shows strong correlations with Latent Variables 1 (0.772) and 

4 (0.782), and moderate correlations with Latent Variables 2 (0.517) and 3 (0.505). This 
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indicates that Latent Variable 5 may be influenced by several other constructs, reinforcing its 

importance in the overall model. 

Overall, the correlations suggest a complex interrelationship among the latent variables, 

with certain variables exhibiting stronger associations than others. These insights can guide 

further analysis and interpretation of how these constructs interact within the context of the 

study. 

Frame Photo 

 

Path Coeficients 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

Latent Variable 2 -> Latent 

Variable 5 
-0.061 -0.062 0.092 0.666 0.505 

Latent Variable 3 -> Latent 

Variable 4 
0.393 0.400 0.075 5.226 0.000 

Latent Variable 3 -> Latent 

Variable 5 
0.241 0.241 0.064 3.768 0.000 

Latent Variable 4 -> Latent 

Variable 1 
0.063 0.078 0.134 0.470 0.639 
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Latent Variable 4 -> Latent 

Variable 5 
0.728 0.736 0.073 9.966 0.000 

Latent Variable 5 -> Latent 

Variable 1 
0.723 0.716 0.112 6.441 0.000 

The table presents the path coefficients from a structural equation modeling (SEM) 

analysis, illustrating the relationships between several latent variables. The relationship 

between **Latent Variable 2** and **Latent Variable 5** shows a negative coefficient of -

0.061, with a T statistic of 0.666 and a p-value of 0.505, indicating that this relationship is not 

statistically significant. In contrast, the path from **Latent Variable 3** to **Latent Variable 

4** reveals a strong positive relationship, with an original sample coefficient of 0.393, a T 

statistic of 5.226, and a p-value of 0.000, confirming its statistical significance. Similarly, the 

connection from **Latent Variable 3** to **Latent Variable 5** has a positive coefficient of 

0.241, a T statistic of 3.768, and a p-value of 0.000, also indicating significant impact. 

On the other hand, the path from **Latent Variable 4** to **Latent Variable 1** shows 

a weak positive relationship with a coefficient of 0.063, a low T statistic of 0.470, and a high 

p-value of 0.639, suggesting no significant effect. Conversely, the relationship between 

**Latent Variable 4** and **Latent Variable 5** is robust, with a coefficient of 0.728, a T 

statistic of 9.966, and a p-value of 0.000, indicating strong statistical significance. Lastly, the 

path from **Latent Variable 5** to **Latent Variable 1** also demonstrates a significant 

positive relationship with a coefficient of 0.723, a T statistic of 6.441, and a p-value of 0.000. 

Overall, the analysis highlights several significant relationships among the latent variables, 

particularly emphasizing the strong impacts from Latent Variables 3 and 4 on others in the 

model. 

Outer Loadings 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviatio

n 

(STDEV) 

T Statistics 

(|O/STDEV|

) 

P Values 

COM1 <- Latent 

Variable 5 
0.834 0.839 0.034 24.424 0.000 
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COM2 <- Latent 

Variable 5 
0.841 0.842 0.039 21.401 0.000 

COM3 <- Latent 

Variable 5 
0.861 0.861 0.022 38.982 0.000 

FQ1 <- Latent Variable 

2 
0.792 0.797 0.045 17.775 0.000 

FQ2 <- Latent Variable 

2 
0.889 0.889 0.025 35.187 0.000 

FQ3 <- Latent Variable 

2 
0.879 0.879 0.025 34.817 0.000 

REP1 <- Latent Variable 

1 
0.870 0.872 0.026 33.206 0.000 

REP2 <- Latent Variable 

1 
0.905 0.907 0.017 54.665 0.000 

REP3 <- Latent Variable 

1 
0.614 0.606 0.117 5.256 0.000 

RIT1 <- Latent Variable 

3 
0.559 0.564 0.099 5.643 0.000 

RIT2 <- Latent Variable 

3 
0.797 0.791 0.049 16.413 0.000 

RIT3 <- Latent Variable 

3 
0.831 0.830 0.036 22.845 0.000 

RIT4 <- Latent Variable 

3 
0.805 0.806 0.058 13.907 0.000 

RIT5 <- Latent Variable 

3 
0.765 0.768 0.042 18.325 0.000 

RIT6 <- Latent Variable 

3 
0.708 0.707 0.064 11.078 0.000 

VAL1 <- Latent 

Variable 4 
0.810 0.809 0.042 19.358 0.000 
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VAL2 <- Latent 

Variable 4 
0.842 0.842 0.035 23.818 0.000 

VAL3 <- Latent 

Variable 4 
0.814 0.817 0.035 23.031 0.000 

VAL4 <- Latent 

Variable 4 
0.667 0.660 0.058 11.565 0.000 

VAL5 <- Latent 

Variable 4 
0.735 0.735 0.062 11.768 0.000 

VAL6 <- Latent 

Variable 4 
0.645 0.648 0.084 7.701 0.000 

VAL7 <- Latent 

Variable 4 
0.781 0.786 0.030 25.913 0.000 

VAL8 <- Latent 

Variable 4 
0.806 0.813 0.033 24.723 0.000 

The data presented reflects the relationships between various latent variables and their 

indicators, showcasing key statistical metrics such as the Original Sample (O), Sample Mean 

(M), Standard Deviation (STDEV), T Statistics, and P Values. The relationship from Latent 

Variable 2 to Latent Variable 5 shows a negative coefficient of -0.061, with a T statistic of 

0.666 and a P value of 0.505, indicating that this relationship is not statistically significant. 

This suggests that changes in Latent Variable 2 do not meaningfully affect Latent Variable 5. 

In contrast, the relationship from Latent Variable 3 to Latent Variable 4 is positive (0.393) 

and highly significant, as evidenced by a T statistic of 5.226 and a P value of 0.000. This 

indicates a strong positive association, suggesting that increases in Latent Variable 3 

correspond to increases in Latent Variable 4. Similarly, the relationship from Latent Variable 3 

to Latent Variable 5 (0.241) is also significant (T = 3.768, P = 0.000), indicating that Latent 

Variable 3 positively influences Latent Variable 5. 

Latent Variable 4 shows a positive relationship with Latent Variable 1 (0.063), but with 

a T statistic of 0.470 and a P value of 0.639, this relationship is not significant, suggesting 

minimal influence. Conversely, the relationship between Latent Variable 4 and Latent Variable 

5 (0.728) is highly significant, as indicated by a T statistic of 9.966 and a P value of 0.000, 

https://ejurnals.com/ojs/index.php/jimk


Jurnal Inovasi Manajemen  

dan Kewirausahaan 

https://ejurnals.com/ojs/index.php/jimk                                                         Vol 6, No 1, Januari 2025 

 

450 

highlighting a strong connection where increases in Latent Variable 4 lead to significant 

increases in Latent Variable 5. Lastly, the relationship from Latent Variable 5 to Latent Variable 

1 (0.723) also exhibits high significance (T = 6.441, P = 0.000), indicating a strong positive 

influence. 

The second part of the data details the relationships between latent variables and their 

corresponding indicators. For example, the indicators COM1, COM2, and COM3 for Latent 

Variable 5 all show high positive coefficients (0.834, 0.841, and 0.861, respectively), with T 

statistics exceeding 21 and P values of 0.000, indicating strong significance and suggesting 

that Latent Variable 5 is a reliable predictor of these indicators. Similarly, the indicators FQ1, 

FQ2, and FQ3 for Latent Variable 2 demonstrate strong coefficients (0.792, 0.889, and 0.879), 

also with highly significant T statistics and P values of 0.000. 

Indicators for Latent Variable 1 (REP1, REP2, REP3) and Latent Variable 3 (RIT1 

through RIT6) show high coefficients and significance as well, reinforcing the strong 

relationships with their respective latent variables. Lastly, the indicators for Latent Variable 4 

(VAL1 through VAL8) exhibit positive coefficients and significant T statistics, highlighting 

their importance in capturing the constructs represented by Latent Variable 4. Overall, the data 

suggests that while some relationships are robust and significant, others may need further 

exploration to understand their dynamics. 

Specifik Indirect 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Latent Variable 3 -> 

Latent Variable 4 -> 

Latent Variable 1 

0.025 0.032 0.055 0.448 0.654 

Latent Variable 2 -> 

Latent Variable 5 -> 

Latent Variable 1 

-0.044 -0.044 0.067 0.662 0.509 
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The data presents various indirect effects of latent variables on each other, with key 

statistical metrics including Original Sample (O), Sample Mean (M), Standard Deviation 

(STDEV), T Statistics, and P Values. The relationship from Latent Variable 3 to Latent Variable 

4, and then to Latent Variable 1 shows an Original Sample value of 0.025. However, this effect 

is not statistically significant, as indicated by a T statistic of 0.448 and a P value of 0.654. This 

suggests that the indirect influence of Latent Variable 3 through Latent Variable 4 on Latent 

Variable 1 is minimal and not meaningful. 

Similarly, the path from Latent Variable 2 to Latent Variable 5, leading to Latent Variable 

1, shows a negative coefficient of -0.044, with a T statistic of 0.662 and a P value of 0.509. 

This indicates that this indirect relationship is also not statistically significant, implying that 

Latent Variable 2 does not have a meaningful effect on Latent Variable 1 through Latent 

Variable 5. 

In contrast, the relationship from Latent Variable 3 to Latent Variable 5, leading to Latent 

Variable 1, has a positive coefficient of 0.174, with a T statistic of 3.029 and a P value of 0.003. 

This indicates a significant positive indirect effect, suggesting that increases in Latent Variable 

3 are associated with increases in Latent Variable 1 through Latent Variable 5. 

The strongest indirect effect is observed from Latent Variable 4 to Latent Variable 5 and 

then to Latent Variable 1, with a coefficient of 0.526. The T statistic of 5.689 and a P value of 

Latent Variable 3 -> 

Latent Variable 5 -> 

Latent Variable 1 

0.174 0.174 0.058 3.029 0.003 

Latent Variable 4 -> 

Latent Variable 5 -> 

Latent Variable 1 

0.526 0.526 0.093 5.689 0.000 

Latent Variable 3 -> 

Latent Variable 4 -> 

Latent Variable 5 -> 

Latent Variable 1 

0.207 0.210 0.052 3.961 0.000 

Latent Variable 3 -> 

Latent Variable 4 -> 

Latent Variable 5 

0.286 0.294 0.061 4.650 0.000 
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0.000 indicate this relationship is highly significant, implying that Latent Variable 4 has a 

substantial positive influence on Latent Variable 1 through Latent Variable 5. 

Additionally, the path from Latent Variable 3 through Latent Variable 4 to Latent Variable 

5, and finally to Latent Variable 1, shows a coefficient of 0.207, which is also significant (T = 

3.961, P = 0.000). This underscores the importance of Latent Variable 4 as a mediator in the 

relationship between Latent Variable 3 and Latent Variable 1. 

Lastly, the relationship from Latent Variable 3 to Latent Variable 4 and then to Latent 

Variable 5 has a coefficient of 0.286, with a significant T statistic of 4.650 and a P value of 

0.000. This suggests a robust positive influence of Latent Variable 3 on Latent Variable 5 

through Latent Variable 4, further emphasizing the interconnectedness of these variables. 

Overall, while some paths exhibit weak or insignificant relationships, several significant 

indirect effects highlight the critical roles that Latent Variables 4 and 5 play in influencing 

Latent Variable 1 through various pathways. 

 

V. CONCLUSION  

The study explores the influence of food quality and customer commitment on the 

repurchase intention of traditional food, emphasizing the intricate dynamics that underpin 

consumer behavior in this sector. The findings reveal that repurchase intention is significantly 

shaped by various dimensions of customer commitment, which includes affective, normative, 

economic, forced, and habitual commitment. Affective commitment, characterized by 

emotional attachment to a brand, emerges as a crucial factor driving repurchase intentions. This 

indicates that when customers feel a strong emotional connection to a brand, they are more 

likely to make future purchases. Normative commitment, which reflects shared values and 

norms between the customer and the brand, also contributes positively to repurchase intentions. 

Economic commitment, linked to the perceived benefits of maintaining a relationship with a 

brand, further enhances this intention. 

However, the study identifies that forced commitment—stemming from a sense of 

obligation rather than genuine desire—negatively impacts repurchase intentions. In contrast, 

habitual commitment, defined by routine engagement with a brand, positively influences 

repurchase intentions, highlighting the role of established consumer habits in fostering loyalty. 

The research also delves into the role of religiosity in shaping customer perceptions and 
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behaviors. It posits that higher levels of religiosity can enhance perceived value and 

satisfaction with services that align with religious principles. This suggests that businesses 

catering to religious customers should consider these values when designing their offerings. 

Furthermore, food quality is identified as a vital determinant of customer commitment. 

The study indicates that higher food quality leads to stronger loyalty and retention among 

customers. It underscores the importance of perceived value as a critical factor influencing 

both customer commitment and repurchase intention. Perceived value is defined as the 

customers' assessment of benefits versus sacrifices in acquiring goods or services; when 

customers perceive greater value in what they receive compared to what they give up, their 

likelihood of repurchasing increases. 

In conclusion, the study emphasizes that enhancing food quality and understanding the 

dimensions of customer commitment are essential strategies for improving repurchase 

intentions in the traditional food sector. By focusing on these areas, businesses can foster 

stronger relationships with their customers and drive future purchases, ultimately leading to 

greater success in a competitive market. The interconnectedness of food quality, customer 

commitment, and repurchase intentions highlights the need for businesses to adopt a 

comprehensive approach that addresses these critical factors to cultivate customer loyalty 

effectively. 
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