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Abstract 

 
The study aims to know and analyze the influence of brand image, brand awareness dan brand trust to brand 

loyalty. The object of this research is wardah cosmetics. Sources of data used in this study are primary data 

and secondary data.The population is stikubank semarang university students who have purchased wardah 

cosmetic products, with the number of samples of 98 respondents. The data testing techniques used in this 

study used validity tests with loading factors, realibility tests with alpha cronbach and multiple regression 

analysis tests. The results shiwed the brand image did not have a significant effect to brand loyalty, the 

brand awareness had a positive and significant effect on the brand loyalty,the brand trust had a positive 

and significant effect on the brand loyalty. 

 

Keywords: Brand image, brand awareness, brand trust to brand loyalty 

INTRODUCTION 

The business development of the trade sector so far is very fast according to research 

from the Central Statistics Agency in 2021, the performance of the chemical, 

pharmaceutical and traditional medicine industries (including the cosmetic sector) has 

experienced a brilliant growth of 5.59% (http:www.bps.go. Indonesian). People, 

especially women, are increasingly aware of the importance of cosmetics from using them 

for certain events and even becoming daily necessities. The growing use of cosmetics with 

the emergence of someone to look attractive in public is the reason the cosmetic industry 

is growing in Indonesia. 

Fabricant & Gould (1993) believe that cosmetics are unique products, because in 

addition to products, cosmetics can also meet the beauty needs of women, and are also a 

means for consumers to clarify their social identity in society. One of the cosmetic 

industries that creates a good brand image and whose name is able to stick firmly in the 

minds of consumers is wardah produced by PT Paragon Technology and Invation which 

was founded in 1995. Some official quotes for wardah cosmetics. Wardah stated that 

Wardah products are pure and safe products that contain safe and halal raw materials, 

made to create a sense of security for users. Wardah unites the latest technology concepts 

by prioritizing safe and natural quality raw materials. Careful and continuous supervision 
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tests by experts in the field of cosmetics in the production process. Before a Wardah 

product is sold in the market, an experiment called a blind test is carried out which aims 

to ensure that the product being sold is safe (www.wardahkosmetik.com). 

PT Paragon Technology and Invation also claims that the company is a beauty expert. 

With decades of experience, Wardah knows the skin character of Indonesian women 

where the products produced are always in accordance with the conditions of Indonesian 

women. Insipiring beauty is a question which means the products produced by Wardah 

can give confidence that she is beautiful and this beauty comes from the Wardah cosmetics 

she uses. Wardah feels that she will always be a companion for Indonesian women, which 

is one of the philosophies that flows during the wardah cosmetic production process 

(www.wardahkosmetik.com). 

Every wardah cosmetic product includes a halal label or good product quality and is 

embedded in the minds of consumers and creates a good and positive image, so that when 

Indonesian women hear something about wardah, they will see the wardah logo. 

Considering the majority of Muslims in Indonesia, the introduction of halal-certified 

beauty products by PT Paragon Technology And Innovation Company in Indonesia is a 

separate source of information. The halal label is certified by the Institute for the Study of 

Food, Drugs and Cosmetics of the Indonesian Ulema Council (LP POM MUI) based on 

Islamic law in collaboration with the Ministry of Health (MOH) and the Ministry of 

Religion (Depag). Thus, consumers do not need to worry about the effects of Wardah 

cosmetics, because these products have been confirmed to be safe to use (Wardah, 2021). 

Based on the results of a pre-survey via google forms conducted by researchers 

with 16 stikubank university students, Semarang 2017-2018 using Wardah cosmetic 

products there are Wardah products that are less durable, some students are not easy to 

recognize Wardah cosmetics by only looking at the model variant or type and some female 

students not loyal to Wardah cosmetics. Responding to the above conditions, one of the 

ways Wardah continues to appear in its market amid the assumption that consumers are 

starting to compare products with other cosmetic products, companies must be able to 

improve their brands by creating attractive logos, being active on social media, creating 

attractive and informative websites so that consumers are more familiar with the brand. 

wardah. Therefore, companies need to be more active in paying attention to consumer 

desires, so consumers will become loyal to the Wardah cosmetic brand. 

This study examines the relationship between the variables Brand Image, Brand 

Awareness and Brand Trust on Brand Loyalty because there are still some research gaps 

from various previous studies. As for the research conducted by Fatikhyaid, Rachma and 

Hufron (2018), brand image has a significant effect on brand loyalty, while in research 

conducted by Marliawati and Cahyanindyah (2020) brand image has no effect on brand 

loyalty. In research conducted by Putra (2018) brand trust has a significant effect on brand 

loyalty, while in research conducted by Murtiningsih, Moeljadi, Noermijati and Rofiaty 

(2016) brand trust has no effect on brand loyalty. 

 

METHODS 

The object of this research is wardah cosmetics. Sources of data used in this study are 

primary data and secondary data. Primary data is data obtained directly from the source 

(Ferdinand) while secondary data is data in the form of information that can be obtained 

from companies, the internet, magazines, newspapers, and books related to research 

(Ferdinand 2006). The population in this study were female students who used Wardah 

cosmetics, Stikubank University, Semarang, which could not be known with certainty. 

The sample selection in this study used purposive sampling method. Purposive sampling 
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is purposive sampling with the selection of samples that are not done randomly to obtain 

information obtained by using certain considerations. The criteria used in the selection of 

the sample are as follows: 

1. Consumers are at least 18 years old. 

2. Consumers have purchased Wardah cosmetic products once. 

Roesco (1975) provides guidelines in determining the sample size in research as follows: 

1. The appropriate sample size in this study is between 30 to 500. 

2.  If the sample is divided into several categories (for example: male-female, 

public-private employees and others) then the number of sample members in 

each category is at least 30. 

3. If the research is to conduct multivariate analysis (correlation analysis or 

multiple linear regression), then the number of sample members is at least 10 

times. 

4. For a simple experimental study using an experimental group and a control 

group, the number of samples is between 10 and 20, respectively. 

Therefore, the sampling technique used in this study was purposive sampling. For 

this reason, based on Roscoe's (1975) theory, researchers set a minimum sample size of 

80 respondents. 

 

RESULT AND DISCUSSION 

Validity test 

    The validity test in this study used the Kaiser Meyer-Olkin Measure of Sampling 

Adequacy (KMO) factor analysis. If the indicator has a loading of factor value of more 

than 0.4 then the question is declared valid. The results of calculations with the help of 

SPSS (Statistical Package of Social Science) version 24 are shown in Table 1 below: 

Table 1 Indicator Validity Test Results 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Source: data processed 2021 

Based on Table 1 above, it can be seen that all the indicators of the question 

variable brand image, brand awareness, brand trust, and brand loyalty are declared valid. 

Variable KMO Item Loading 

Factor 

Information 

Brand 

Image 

 

0,642 X1.1 0,876 Valid 

X1.2 0,729 Valid 

X1.3 0,840 Valid 

Brand 

Awereness  

0,739 X2.1 0,878 Valid 

X2.2 0,640 Valid 

X2.3 0,735 Valid 

X2.4 0,824 Valid 

Brand 

Trust  

0,659 X3.1 0,864 Valid 

X3.2 0,789 Valid 

X3.3 0,785 Valid 

Brand 

Loyalty 

 

0,857 Y1.1 0,810 Valid 

Y1.2 0,719 Valid 

Y1.3 0,747 Valid 

Y1.4 0,804 Valid 

Y1.5 0,801 Valid 

Y1.6 0,745 Valid 
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From the output display of the validity test above, it can be seen that all variables show 

KMO values > 0.5, which means that the entire sample is sufficient. In addition, the 

loading factor value> 0.4 which indicates the variable indicator is declared valid. Thus 

the answers to the questionnaires can be used for research and the number of samples 

specified is sufficient. 

Reliability Test 

In this study, the reliability test used Cronbach Alpha. If Cronbach Alpha > 0.7 then the 

questionnaire is declared consistent or reliable. 

Table 2 Reliability Test Results 

 

 

 

 

 

 

 

 

 
 

    Source: data 

processed 2021 

       Based on the results of the calculations in Table 4.13 using SPSS Version 24, the 

value of each variable shows more than 0.7, which means that the four variables are 

reliable. 

Multiple Regression Analysis 

     The results of the regression analysis between brand image, brand awareness and 

brand trust on brand loyalty can be seen in table 3: 

Table 3 Regression Test Results 

 

 

 

 

 

 

 

 

 

 

 

 

       Source: data processed 2021 

After processing the data using SPSS version 24, the following regression 

equation was obtained: 

Y = 0.052X1 + 0.252X2 + 0.622X3 + e 

Information : 

 Y = Brand loyalty 

 X1 = Brand Image 

No Variabel Cronbach 

Alpha 

Standard 

Value 
Information 

1 Brand 

Image 

0,750 0,7 Reliabel 

2 Brand 

awereness 

0,767 0,7 Reliabel 

3 Brand 

trust 

0,741 0,7 Reliabel 

4 Brand 

loyalty 

0,862 0,7 Reliabel 

Variable Standardized 

Koefisien Beta 

Sig Information 

Brand 

Image 

0,052 0,589 Rejected 

 

Brand 

awereness 

0,252 0,000 Accepted 

 

Brand trust 0,622 0,000 Accepted 

 

Variable Dependen : Brand loyalty 

Adjusted R Square (R2) = 0,566 

F = 43,121 

Sig = .000 
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 X2 = Brand Awareness 

 X3 = Brand Trust 

e = Error 

From the results of the multiple linear regression analysis above, there is an explanation 

as follows: 

1. The brand image regression coefficient is positive at 0.052. This is the better 

the brand image of Wardah cosmetics, it will increase Brand loyalty to the use 

of Wardah cosmetics. 

2. Brand Awereness regression coefficient is positive at 0.252. This means that 

the better the Brand Awereness of Wardah cosmetics, it will increase Brand 

loyalty to the use of Wardah cosmetics. 

3. The Brand Trust regression coefficient is positive at 0.202. This means that the 

better the Brand Trust of Wardah cosmetics, it will increase Brand loyalty to 

the use of Wardah cosmetics. 

    From the three multiple linear regression test results, it is shown that the independent 

variable that has the biggest influence on the dependent variable is the Brand Awereness 

variable with a value of 0.252, while the independent variable that has the least effect on 

the dependent variable is the brand image variable, which is indicated by the beta 

coefficient with a value of 0.052. This shows that the most dominant variable affecting 

the Brand Loyalty of Wardah cosmetics is the Brand Awereness variable. 

F . Statistical Test 

The F test is used to show whether the independent variables included in the model 

have the same effect on the dependent variable. The F test is a test of the importance of 

the equation used to determine the magnitude of the simultaneous effect of all 

independent variables on brand image, brand awareness, brand trust on the dependent 

variable in brand loyalty. 

Model testing is done by testing the regression coefficient of all variables to find out 

how the influence of an independent variable on the dependent variable. Based on Table 

4.14 the calculation of the F regression results is 43,121 with a significant probability of 

0.000 less than 0.05 (5%) which means that together the independent variables affect the 

dependent variable. 

Coefficient of Determination Test (R2) 

  The coefficient of determination is used to determine the extent of the ability of the 

independent variables (brand image, brand awareness, brand trust) in explaining the 

dependent variable (brand loyalty). Based on Table 4.14 the value of AdjustedR2 is 

0.566. This shows that the results of this study 56.6 percent of the Brand Loyalty variable 

can be explained by the variable brand image, brand awareness, brand trust, while the 

remaining 43.4 percent is explained by other variables not examined in this study. 

Hypothesis Test Results 

The t-test is basically used to show how far the influence of one independent variable 

individually in explaining the variation of the dependent variable is. If the value of Sig. t 

test <0.05, the independent variables (brand image, brand awareness, brand trust) have a 

significant effect on the dependent variable (brand loyalty). Based on table 4.14, the 

following are the results of the t-test in this study: 

1. Test the hypothesis of the influence of Brand image on Brand Loyalty (H1) 

In this study, hypothesis 1 proposed is as follows: 
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H1: Brand image has a positive effect on brand loyalty. 

Based on the results of calculations using the SPSS version 24 program, it is 

known that a significant number of the influence of Brand image on Brand 

Loyalty is 0.589> 0.05, the first hypothesis is accepted, meaning that Brand image 

has a positive but not significant effect on Wardah Cosmetics Brand Loyalty. 

2. Test the hypothesis of the influence of Brand Awareness on Brand Loyalty (H2) 

In this study, hypothesis 2 proposed is as follows: 

H2: Brand Awareness has a Positive Effect on Brand Loyalty. 

Based on the results of calculations using the SPSS version 24 program, it is 

known that a significant number of the influence of Brand Awareness on Brand 

Loyalty is 0.000 <0.05, then the hypothesis is accepted, meaning that Brand 

Awareness has a positive and significant effect on Brand Loyalty of Wardah 

cosmetics. 

3. Test the hypothesis of the influence of Brand Trust on Brand Loyalty (H3) 

In this study, the proposed 3rd hypothesis is as follows: 

H3: Brand Trust has a Positive Effect on Brand Loyalty. 

Based on the results of calculations using the SPSS version 24 program, it is 

known that a significant number of the influence of Brand Trust on Brand Loyalty 

is 0.000 <0.05, then the hypothesis is accepted, meaning that Brand Trust has a 

positive and significant effect on Wardah Cosmetics Brand Loyalty. 

    The first hypothesis is accepted, namely that brand image has a positive but not 

significant effect on Wardah cosmetic brand loyalty. This shows that brand image 

remains a consumer consideration in buying Wardah cosmetics. This means that 

management needs to pay attention to brand image as something that can affect brand 

loyalty. Wardah's efforts in providing cosmetic products that are suitable for consumers 

have been quite successful in increasing Wardah's cosmetic brand loyalty. The results of 

the study are in line with research conducted by Rizal, Telagathi and Yulianthini (2017) 

which concluded that brand image has a positive but not significant effect on brand 

loyalty. 

       The second hypothesis is accepted, namely brand awareness has a positive and 

significant effect on brand loyalty. This means, the better the brand awareness of Wardah 

cosmetics, the better brand loyalty. This means that the brand awareness of Wardah 

cosmetics among female students is good so that female students prefer Wardah 

cosmetics over other brands. The results of this study are in line with research conducted 

by Bernarto, Berlianto, Meilani, Masman and Suryawan (2020), Fatikhyaid, Rachma and 

Hufron (2018) and Putra (2018) which conclude that brand awareness has a positive and 

significant effect on brand loyalty. 

       The third hypothesis is accepted, namely Brand Trust has a positive and significant 

effect on Wardah Cosmetics Brand Loyalty. This means that the students' trust in Wardah 

cosmetics has succeeded in creating good brand loyalty. The results of this study are in 

line with research conducted by Fatikhyaid, Rachma and Hufron (2018), Dewi (2018) 

and Putra (2018) which conclude that brand trust has a positive and significant effect on 

brand loyalty. 

 

CONCLUSIONS 

      Based on the results of the previous analysis and discussion, it can be seen that of 

the four variables used, conclusions can be drawn as follows: 
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1. Brand image has a positive but not significant effect on brand loyalty among 

female students who use Wardah cosmetics. This shows that if there is an 

increase in brand image it will not affect brand loyalty. 

2. Brand awareness has a positive and significant effect on brand loyalty among 

female students who use Wardah cosmetics. This shows that the better the 

brand awareness, it can increase brand loyalty. 

3.  Brand trust has a positive and significant effect on brand loyalty among female 

students who use Wardah cosmetics. This shows that the better the brand trust, 

the better the brand loyalty. 
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