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ABSTRACT

Beauty has always been a favorite of every woman to be more charming and confident. In fact,
each region has a different understanding and standard of beauty. To look beautiful, many ways
can be done by women. One of them is to use cosmetics. Cosmetics have existed since time
immemorial, but over time, cosmetics have increasingly developed so that they have many
different types, especially in Indonesia. Not only cosmetics in general, but also recently
Indonesia has been hit with halal cosmetics. This is the right thing for companies to hook the
market in Indonesia because Indonesian people are predominantly Muslim. So that makes people
aware of the importance of halal cosmetic products in the market.

This study aimed to analyze the effect of Knowledge, Brand Ambassador Religiosity, Subjective
Norm, Product Quality and Advertising on Repurchase Intention through Attitude towards Halal
Cosmetic Products Wardah Cosmetics Customers in Surabaya. In this study the sample used was
Wardah users who shopped within 3 months and had been using Wardah products for the past 6
months, having seen advertisements with Brand Ambassador Dewi Sandra and aged 18-60 years.
This study uses 120 respondents and SPSS 22 to process data.

Keywords: Knowledge, Brand Ambassador Religiosity, Subjective Norm, Product Quality,
Advertising, Attitude towards Halal Cosmetic Products, Repurchase Intention

I. INTRODUCTION
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1.1 Background of the Problem

Beauty is one thing that every woman has and is the most beautiful gift for women. Beauty also
requires a treatment. Beauty treatments began in ancient times where the Greeks believed that
crocodile dung could slow the aging process. Then enter the medieval period where women are
willing to cut themselves to the point of bleeding to make skin appear whiter. Then in the
Renaissance era where makeup was recognized as capable of bewitching men so they were
helpless by using leeches to drain blood from a woman's face to make her look pale and
attractive. Then in the Elizabeth era where British women used egg whites to make their skin
look glazed and dye their hair using alkaline even given oil made from lard. The last period is the
modern era where many companies or organizations have created treatments for beauty in a form
that is safer to use or consume. Basically the definition of beauty has different meanings in each
region that are adjusted to the opinions and culture of each region. According to Wolf (2004),
beautiful criteria can be seen from changes over time. Not only in general terms but beauty also
has another view in an Islamic perspective where beauty is divided into physical beauty and
physical beauty. Physical beauty is the beauty of a woman's outer appearance, jewelery or
clothing that covers her body as required by Islam. While spiritual beauty or can be said to be the
beauty of inner beauty which is more important for every woman as in the word of God which
says "It is not lawful for you to marry women afterwards and may not (also) replace them with
(other) wives, although her beauty attracts you except the women (slaves) that you have.

A woman's beauty in using make up makes the cosmetics industry grow rapidly and continue to
innovate to meet the needs and desires of women in growing self-confidence. The development
of the cosmetics industry in Indonesia itself is also very rapid with a variety of beauty trends that
affect consumer patterns in Indonesia where the industry growth reached 9% in 2019 compared
to 2018 which was only 7.3%. The growth of halal cosmetics has a high market demand in the
Indonesian market which is supported by the majority of Indonesian people who are dominated
by Muslims where not only food and drinks have a halal label but so do cosmetics used daily.
Increasingly here, Indonesian people recognize the importance of using halal beauty products
made from safe raw materials. Halal industry growth increased by 7.5% in 2015 to more than 8%
in 2016 and continues to increase in 2017 and beyond. Halal cosmetics have reached around 11%
of the global market.

1.2 Research Limits

The limitations in this study are as follows:
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This research examines Knowledge, Bramd Ambassador Religiosity, Subjective Norms,
Product Quality, Advertising that affect Repurchase Intention through Attitude towards
Halal Cosmetic Products

Testing of the studied model uses data from the results of the distribution of
questionnaires on the object under study

Characteristics of the respondents examined as follows: respondents who live in
Surabaya. Respondents have bought and used Wardah products in the past three months
and routinely used them in the past six months. Respondents have seen Wardah
advertisements with brand ambassador Dewi Sandra. Respondents have income <500,000
to> 3,800,001. Respondents are women who have 18-60 years of age (Kotler &
Armstrong, 2010).

1.3 Problem Formulation

The problems in the research are the factors that influence the Repurchase Intention of the
Wardah brand in Surabaya, then to answer the questions in the research the following research
questions will be used:

1.

Does Knowledge have a significant effect on Attitude towards Halal Cosmetic Products
for Wardah cosmetics consumers in Surabaya?

Does Brand Ambassador Religiosity significantly influence Attitude towards Halal
Cosmetic Products for Wardah cosmetics consumers in Surabaya?

Does Subjective Norm have a significant effect on Attitude towards Halal Cosmetic
Products for Wardah brand consumers in Surabaya?

Does Product Quality significantly influence Attitude towards Halal Cosmetic Products
Products for Wardah brand consumers in Surabaya?

Does Advertising have a significant effect on Attitude towards Halal Cosmetic Products
Products for Wardah brand consumers in Surabaya?

Does Attitude towards Halal Cosmetic Products significantly influence Wardah brand
Repurchase Intention in Surabaya?

Il. LITERATURE REVIEW

2.1 Knowledge (KN)

Ab Rahman (2015), refers to feelings or experiences known by a person or group of people. It
can also be defined as awareness, familiarity gained through experience or learning. Knowledge
has an influence on intention through attitude towards products. An increase in knowledge will
affect intention (Bang, et al., 2000). There is an influential relationship between knowledge with
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attitudes towards products (Hamdan, et al., 2013). Knowledge refers to the cognitive elements
associated with perception, memory and predictions that affect the responsiveness of consumers
towards an object based on the value obtained (Bohner and Wanke, 2002). Knowledge with
attitude can directly have a relationship that can be seen from the consistency and understanding
of the attitude of every human being (Heimlich and Arrdoin, 2008).

H1: Knowledge has a significant effect on Attitude towards Halal Cosmetic Products for Wardah
cosmetics consumers in Surabaya

2.2 Brand Ambassador Religiosity (BAR)

Religiosity covers a person's overall beliefs related to his religion, giving rise to attitudes that are
in accordance with religious law (Glock 1972). Religiosity refers to one's attitude towards
products regarding truth that is in accordance with religious teachings (Moschis and Ong, 2011).
And religiosity is fundamental to determine attitude towards products (Nature, et al., 2011).
Religiosity refers to the importance of a belief and how everything that is done can affect
attitudes towards human products during life in the world (Briliana and Mursito, 2017).
Religiosity involves emotional existence in which every thing produced can be either good or not
good depending on the attitude towards each person's product (Rahman, et al., 2011). Every
experience that someone feels will cause a more mature way of thinking that will affect attitude
towards products (Johnson, 2001).

H2: Brand Ambassador Religiosity has a significant effect on Attitude towards Halal Cosmetic
Products for Wardah cosmetics consumers in Surabaya

2.3 Subjective Norm (SN)

Subjective Norm can be interpreted one's attitude towards halal products and religiosity and
subjective norms on attitude towards products towards halal cosmetic products and intention to
buy halal products (Briliana and Mursito, 2017). Consumers tend to follow the recommended
information from the surrounding environment such as friends, family and so on (Sulaiman,
2016). It can be said that references to the surrounding environment can decide the attitude
towards products in making the decision to purchase (Ott, et al., 2003). Subjective norms are
determined by the behavior that forms a consumer's attitude toward certain objects (Mowen,
2002). Once the subjective norm influences attitudes and shapes a perception it will make buying
behavior more considered (Jogiyanto, 2015).

H3: Subjective Norm has a significant effect on Attitude towards Halal Cosmetic Products for
Wardah cosmetics consumers in Surabaya
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2.4 Product Quality (PQ)

Product Quality can be interpreted as the quality of a product that has an influence which is a
dominant factor in influencing attitude towards product (Aynadis, 2014). The existence of good
product quality will certainly have an impact on the attitudes of every consumer when making a
purchase that is adjusted to the sales volume (Sirfaz, et al., 2014). The relationship between the
quality of the product and the attitude of consumers in making purchases can run simultaneously
or in part (Iranita, 2010).

H4: Product Quality has a significant effect on Attitude towards Halal Cosmetic Products for
Wardah cosmetics consumers in Surabaya

2.5 Advertising (AD)

Advertising can be interpreted as a form of indirect communication where in general advertising
can affect consumers' attitudes effectively (Mehta, 2000). Not only effective consumer attitudes
but also the impact of the role of advertising itself on consumer attitudes (Greyser, 1972). The
attitude of consumers in an advertisement is very significant so it is important when an
advertisement can be delivered properly (Thorson, 1981). Advertising can show the existence of
commercial preferences with consumer attitudes such as sales predictions resulting from these
advertisements (Haley and Baldinger, 1991).

H5: Advertising has a significant effect on Attitude towards Halal Cosmetic Products for Wardah
cosmetics consumers in Surabaya

2.6 Repurchase Intention (RI) Attitude towards Halal Cosmetic Products (ATH)

The stronger the attitude of a person and the stronger the intention to buy or consume, then it will
be seen how a person can determine behavior to make a purchase decision so as to form a
repurchase intention that reflects the hope of repurchasing the same product or brand (Briliana
and Mursito, 2017). The desire of someone in choosing a product or service can be seen from the
level of individual satisfaction resulting in a repurchase intention towards a brand (Filieri and
Lin, 2017). Also the existence of environmental references that cause attitudes towards products
in a brand can create repurchase intention (Seva, et al., 2007).

H6: Attitude towards Halal Cosmetic Products has a significant effect on Purchase Intention of
Wardah cosmetics consumers in Surabaya

1. RESEARCH METHODOLOGY

3.1 Types of Research
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This type of research is causal research because this research is used to explain the causal
relationship between variables (Zikmud, 2009: 16). The research model consisted of Repurchase
Intention, Attitude towards Halal Cosmetic Products, Knowledge, Brand Ambassador
Religiosity, Subjective Norms, Product Quality and Advertising. This research uses quantitative
methods that are based on numerical information that is associated with numerical analysis. This
study aims to find facts to draw a causal conclusion between the variables used.

3.2 Population and Sample

Population is a generalization area that consists of objects or subjects that have certain quantities
and characteristics determined by researchers to be examined and then drawn a conclusion
(Sugiyono, 2002). The population used in this study is Wardah brand consumers in Surabaya.
The population used is customers who have or are currently using Wardah.

The sample is part of the population that is expected to be able to represent the population in a
study (Zikmund, 2009: 68). Sugiyono (2002) also states that a sample of 120 respondents. The
sampling technique used in this study was purposive sampling. The area used as the place for
distributing questionnaires was the Surabaya city area.

3.3 Data Collection Methods

The level used in this study is the level of interval measurement using a Likert Scale type. The
scale used in this research questionnaire uses a scale of 1-5 with the following values:

1. Strongly disagree 2. Disagree 3. Neutral

4. Agree 5. Strongly agree

Statement

Variable Measurement
Scale

Knowledge | 1.Wardah provides adequate information regarding the halal | Scale of 5
label given on the package Points
2.Wardah is able to communicate the quality of the product

well
3.Wardah is able to provide information about product
innovation compared to competitors
Brand 1.Brand Ambassador Wardah regularly follows Islamic | Scale of 5
Ambassador studies Points
Religiosity | 2 Brand Ambassador Wardah always tries to help people
who need help
3.Brand Ambassador Wardah always tries to behave
honestly
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Subjective
Norm

1.1 feel that the people | consider important in my life
choose to use Wardah Cosmetics, which are halal
products

2.1 feel that my family chose to use Wardah Cosmetics,
which is a halal product

3.1 feel that my friends choose to use Wardah Cosmetics,
which are halal products

Scale of 5
Points

Product
Quality

1.1 feel Wardah Cosmetics has good product quality

2.1 feel Wardah Cosmetics is a product that suits consumers'
needs

3.1 feel Wardah Cosmetics has good product durability

4.1 feel Wardah Cosmetics has a wide selection of quality
products

Scale of 5
Points

Advertising

1.1 feel Wardah Cosmetics ads are useful in informing about
products

2.1 feel that Wardah Cosmetics ads provide interesting
product information compared to other similar products

3.1 feel Wardah Cosmetics ads are creative in delivering
their products

Scale of 5
Points

Attitude
Towards
Halal
Cosmetic
Products

1.1 am happy about Wardah Cosmetics, which is a halal
product

2.1 always look for halal labels when buying Wardah
Cosmetics products

3.1 feel it is important to use halal products such as Wardah
Cosmetics

Scale of 5
Points

Repurchase
Intention

1.1 will go back to buy Wardah Cosmetics in the future

2.When 1 think of buying Cosmetics, my first choice is to
keep buying Wardah Cosmetics

3.When Wardah Cosmetics releases a new product, | will
buy the new product

Scale of 5
Points

IV. DATA ANALYSIS AND DISCUSSION

Most of Wardah's cosmetics users in Surabaya have a percentage of 100% where respondents
have a vulnerable age between 18-35 years with a large income of 21.7% of Rp. 1,000,001 - Rp.
2,000,000, 74.2% in the amount of Rp. 2,000,001 - Rp 3,800,000 and 4.1% of> Rp. 3,800,001.

Results of the Determination Coefficient Analysis 1 (R2)

Variable Adjusted R?
KN,BAR,SN,PQ,AD*ATH 0.745

Based on the output, the R2 value is 0.745 or 74.5%. This shows that the percentage of
contribution of leadership influence of independent variables (independent) Knowledge (KN),
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Brand Ambassador (BAR), Subjective Norm (SN), Product Quality (PQ) and Advertising (AD)
on the dependent variable (dependent) Attitude towards Halal Cosmetic Products (ATH) by
74.5%. This means that the independent variable is able to explain at 74.5% the dependent
variable, while the remaining 25.5% is influenced by other variables not included in this research
model.

Results of the Determination Coefficient Analysis 2 (R2)

Variable Adjusted R?
ATH *RlI 0.319

Based on the output, R2 is 0.319 or 31.9%. This shows that the percentage contribution of the
independent variable (independent) Attitude towards Halal Cosmetic Products (ATH) to the
dependent variable Repurchase Intention (RI) was 31.9%. This means that the independent
variable is able to explain at 31.9% the dependent variable, while the remaining 68.1% is
influenced by other variables not included in this research model.

Simultaneous Significance Test (F-Test)
If the significance is> 0.05, the hypothesis is rejected.

If the significance is < 0.05, the hypothesis is accepted

Variable Sig. Standart
KN,BAR,SN,PQ,AD*ATH 0.00 0.05 Hypothesis accepted
ATH *RI 0.00 0.05 Hypothesis accepted

Based on the ANOVA test or the F test in the table above, the significance obtained (KN, BAR,
SN, PQ, AD * ATH) is 0.00. Based on the hypothesis testing criteria if the significance < 0.05,
the hypothesis is accepted, meaning Knowledge (KN), Brand Ambassador (BAR), Subjective
Norm (SN), Product Quality (PQ) and Advertising (AD) simultaneously have a significant effect
on Attitude towards Halal Cosmetic Products (ATH).

Based on the ANOVA test or the F test in the above table, the significance (ATH * RI) obtained
is 0.00. Based on the hypothesis testing criteria if the significance < 0.05, the hypothesis is
accepted, meaning that Attitude towards Halal Cosmetic Products (ATH) simultaneously has a
significant effect on Repurchase Intention (RI).

Partial Significance Test (T-test)

Variabel Sig Standart Keterangan
KN *ATH 0.542 0.05 Hypothesis rejected
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BAR *ATH 0.039 0.05 Hypothesis accepted
SN *ATH 0.000 0.05 Hypothesis accepted
PQ *ATH 0.000 0.05 Hypothesis accepted
AD *ATH 0.006 0.05 Hypothesis accepted
ATH *RI 0.000 0.05 Hypothesis accepted

If the significance is> 0.05, the hypothesis is rejected.
If the significance is < 0.05, the hypothesis is accepted.

Based on the table above it can be seen that:
1. Knowledge Variable (KN)

The significance value of the KN variable is 0.542 the standard value is 0.05. Then the
significance of <standard (0.001 <0.05) so that it can be concluded that the KN variable has no
effect (0 <0.05) individually to Attitude towards Wardah Halal Cosmetic Products in Surabaya.

2. Variable Brand Ambassador Religiosity (BAR)

The significance value of the BAR variable is 0.039 the standard value is 0.05. Then the
significance of <standard (0.039 <0.05) so that it can be concluded that the BAR variable
influences (0 <0.05) individually to Attitude towards Wardah Halal Cosmetic Products in
Surabaya.

3. Subjectve Norm (SN) Variable

The significance value of the SN variable is 0,000 the standard value is 0.05. So the significance
of <standard (0.000 <0.05) so that it can be concluded that the SN variable influences (0 <0.05)
individually to Attitude towards Wardah Halal Cosmetic Products in Surabaya.

4. Product Quality (PQ) Variable

The significance value of the PQ variable is 0,000 the standard value is 0.05. So the significance
of <standard (0.000 <0.05) so that it can be concluded that the MVr variable influences (0 <0.05)
individually to Attitude towards Wardah Halal Cosmetic Products in Surabaya.

5. Variable Advertising (AD)

The significance value of the AD variable is 0.006 the standard value is 0.05. So the significance
of> standards (0.006 <0.05) so that it can be concluded that the AD variable has no effect (0
<0.05) individually to Attitude towards Wardah Halal Cosmetic Products in Surabaya.

6. Variable Attitude towards Halal Cosmetic Products (ATH)

www.ijsser.org Copyright © 1JSSER 2020, All rights reserved Page 37




International Journal of Social Science and Economic Research

ISSN: 2455-8834

Volume: 05, Issue: 01 "January 2020"

The significance value of the ATH variable is 0,000 the standard value is 0.05. Then the
significance of <standard (0.000 <0.05) so that it can be concluded that the ATH variable
influences (0 <0.05) individually to Wardah Cosmetic Repurchase Intention in Surabaya

e — ! % —

C BA Religiosity (BAR) 24 L6 g <A o
P A / Attitude towards /5 R h
’ ; ¢ epurchase
o D3.0253(0.000) [ H Colimetic ! " )
J

> — \
g Subjective Norm (SN) D, »

: Products (ATH) r—'{y Intention (RI)

/ bg « 0.570 (0.000) \ R? = 0.319

R*=0.745

Advertising (AD)

V. CONCLUSIONS, IMPLICATIONS AND RECOMMENDATIONS

Knowledge variables that influence Attitude towards Halal Cosmetic Products are formed by
indicators that state that knowledge about the halal products is good, able to communicate
product quality well and provide better product innovation compared to other competitors in
Surabaya. Whereas Attitude towards Halal Cosmetic Products is formed by indicators that
customers will be happy when using Wardah products, always prioritizing halal labels and the
importance of using halal cosmetics such as Wardah cosmetics. towards Halal Cosmetic
Products.

The Brand Ambassador Religiosity variable that affects Attitute towards Halal Cosmetic
Products is formed by indicators of BA money following Islamic studies, BA always helps
people who need help and always behaves honestly. Whereas Attitude towards Halal Cosmetic
Products is formed by indicators that customers will be happy when using Wardah products,
always prioritizing halal labels and the importance of using halal cosmetics such as Wardah
cosmetics.

Subjective Norm variables that influence Attitude towards Halal Cosmetic Porducts are formed
by indicators that people who are considered important in their lives will encourage to use the
halah products owned by Wardah, family influence in using Wardah halal products and the
influence of friends in using Wardah halal products. Whereas Attitude towards Halal Cosmetic
Products is formed by indicators that customers will be happy when using Wardah products,
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always prioritizing halal labels and the importance of using halal cosmetics such as Wardah
cosmetics.

Product Quality Variables that influence Attitude towards Halal Cosmetic Porducts are formed
by indicators that Wardah has good product quality, products that fit consumer needs, has good
durability and has a wide selection of quality products. Whereas Attitude towards Halal
Cosmetic Products is formed by indicators that customers will be happy when using Wardah
products, always prioritizing halal labels and the importance of using halal cosmetics such as
Wardah cosmetics.

Advertising variables that influence Attitude towards Halal Cosmetic Porducts formed by
Wardah advertising indicators are useful in informing their products, the information conveyed is
different from its competitors and creative in delivering its products. Whereas Attitude towards
Halal Cosmetic Products is formed by indicators that customers will be happy when using
Wardah products, always prioritizing halal labels and the importance of using halal cosmetics
such as Wardah cosmetics.

The Attitude towards Halal Cosmetic Product is formed by indicators that customers will be
happy when using Wardah products, always prioritizing halal labels and the importance of using
halal cosmetics such as Wardah cosmetics. While the Repurchase Intention variable is formed by
indicators the customer will buy Wardah products again in the future, Wardah will be the first
choice product and will buy new products from Wardah.

Through research that has been conducted on 120 respondents with an age range between 18-60
years and based on literature review conducted, it is obtained significant support that Attitude
towards Halal Cosmetic Products with a regression coefficient of 0.570. While Knowledge has
no significant effect on Attitude towards Halal Cosmetic Products with a regression coefficient
of 0.055, Brand Ambassador Religiosity has a significant effect on Attitude towards Halal
Cosmetic Products with a regression coefficient of 0.146, Subjective Norm has a significant
effect on Attitude towards Halal Cosmetic Products with a regression coefficient of 0.253,
Product Quality has a significant effect on Attitude towards Halal Cosmetic Products with a
regression coefficient of 0.357 and Advertising has a significant effect on Attitude towards Halal
Cosmetic Products with a regression coefficient of 0.200.
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Penelitian Terdahulu

Penelitian Sekarang

Implikasi Teoritis

Bang, et al (2000), Knowledge
has an influence on intention
through attitude towards products.
An increase in knowledge will
affect intention

Knowledge from Wardah
cosmetics customers in Surabaya
does not significantly influence
Attitude towards Halal Cosmetic
Products

Supporting and  strengthening
Saaksjarvi, et al (2009) said that
there was no significant effect
between knowledge variables on
attitude

In the research of Moschis and
Ong (2011) states Religiosity
refers to the attitude towards one's
products regarding the truth in
accordance with the teachings of
religion.

Brand Ambassador Religiosity
from Wardah cosmetics customers
in Surabaya has a significant
effect on Attitude towards Halal
Cosmetic Products

Support and strengthen Moschis
and Ong (2011) which states that
Religiosity refers to one's attitude
towards products regarding truth
that is in accordance with
religious teachings.

In the study of Briliana and
Mursito (2017) states Subjective
Norm can be interpreted a
person's attitude towards halal
products and religiosity and
subjective norms on attitude
towards products towards halal
cosmetic products and intention to
buy halal products

Subjective  Norm of Wardah
cosmetics customers in Surabaya
has a significant effect on Attitude
towards Halal Cosmetic Products

Supporting and  strengthening
Briliana and Mursito (2017)
which states that Subjective Norm
can be interpreted as a person's
attitude towards halal products
and religiosity and subjective
norms on attitudes

In the study of Aynadis (2014)
states Product Quality can be
interpreted the quality of a
product that has an influence
which is a dominant factor in
influencing  attitude  towards
product

Product Quality from Wardah
cosmetics customers in Surabaya
has a significant effect on Attitude
towards Halal Cosmetic Products

Supporting and  strengthening
Aynadis (2014) which states
Product Quality can be interpreted
as the quality of a product that has
an influence which is a dominant
factor in influencing attitude
towards product

In the research of Haley and
Baldinger (1991) states
advertising can show the existence
of commercial preferences with
consumer attitudes such as sales
predictions resulting from these
advertisements

Advertising from Wardah
cosmetics customers in Surabaya
has a significant effect on Attitude
towards Halal Cosmetic Products

Support and strengthen Haley and
Baldinger (1991) who state that
advertising can  show a
commercial preference for
consumer attitudes such as sales
predictions resulting from these
advertisements

In the study of Seva, et al (2007)
states that there is a reference to
the surrounding environment that
causes attitude towards products
in a brand can create repurchase

Attitude towards Halal Cosmetic
Products from Wardah cosmetics
customers in Surabaya has a
significant effect on Repurchase

Supporting and  strengthening
Seva, et al (2007) which states
that there is a reference to the
surrounding  environment  that
causes attitude towards products
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intention Intention

in a brand can create repurchase
intention

Manajerial Implications

Penelitian Sekarang

Implikasi Manajerial

Knowledge can refer to facts, feelings or experiences
that are known by a person or group of people. It can
also be defined as an awareness or familiarity gained
with experience or learning (Rahman, 2015).

1. Wardah needs to improve quality such as changing
ingredients and informing further that there is a new
formula so that the information can be conveyed well
to customers.

2. Wardah should train her team more to be able to
communicate their products, especially for new
products with the help of counter guards. And pay
more attention and educate his team well.

3. Wardah must continue to improve customer
information about product innovation compared to
competitors, for example by increasing brand image

Brand ambassadors are tools used by companies to
communicate public relations, with the hope that
they can increase sales volume (Greenwood, 2012).

1. It is necessary for Wardah to always pay attention
to BA's attitude, choose BA like Laudya Chyntia
Bella to convey good things and bring good to the
environment and have a BA who has an interesting
life story that supports Wardah's journey going
forward.

2. Wardah is able to collaborate with BA to create an
exclusive veil of Wardah x Laudya Chyntia Bella
where when a customer purchases a new product
with a minimum purchase of Rp. 500,000 will get an
exclusive veil.

3. Wardah must always carry out social activities
outside of the month of Ramadan, so as to reflect the
sincerity of the role of BA in doing good by helping
people who need help.

Subjective Norm is a function of a belief which can
determine an individual's thoughts regarding certain
behaviors by the group concerned as well as when
consuming halal products Pepper and Amin, 2009)

1. It is important for Wardah to maintain public
figures ranging in age between 18-35 years because
they are considered successful in influencing
customers to use their products. Because many
customers are also affected by public figures who
have been considered as trendsetters for every
product used.

2. It is necessary for Wardah to reach the adult and
adolescent markets by increasing the shade of colors
on products such as eyeshadow and cushion which
do not yet have too many colors that can be used to
better support recommendations between families
who have further age differences.

3. Wardah needs to improve products that meet the
needs of consumers so that it reaches many people
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with different age ranges and incomes so that more
and more customers use the product and make it
easier for customers to find a lot of information
about Wardah products from the friendship
environment. Because usually the influence of the
friendship environment tends to be easily accepted
from one another.

Product Quality is the overall goods and services
related to the desires of consumers who are superior
products are sold according to the expectations of
customers (Kotler and Armstrong, 2008)

1. Wardah needs to improve the stability of the
quality and color of the product to remain consistent
because sometimes even though the shade of the
product is the same, the color can be different so that
Wardah needs further attention.

2. Wardah needs to improve its products to always
meet women's needs regarding halal cosmetics that
are safe, affordable and have many choices for skin
types and skin colors of cosmetics customers in
Indonesia. Wardah also makes spray-like products to
refresh the face or skin of women in undergoing their
activities without the need to wash their face and
remove their makeup.

3. Wardah needs to pay close attention to lipcream
products when each color has the same durability.
The consistency of different shade pigmentation
sometimes also causes different pigmentation, some
are longlast and some are easily lost. This can be an
input and improvement for Wardah in the future.

4. 1t is necessary for Wardah to use the right
composition so that it is not easily lost or transferred
and contains too much oxidized from the customer's
skin. And always maintain a stable quality in every
product so that when all the different products are
applied to the face it can be seen to blend perfectly

Advertising is a form of indirect communication,
which is based on information about the benefits, or
excellence of a product, arranged in such a way as to
cause a sense of fun that will change someone's mind
to make a purchase (Tjiptono, 2012).

1. It is necessary for Wardah to add variations
Wardah is expected to better improve creativity in
delivering or promoting its advertisements, one way
is to hold a gathering that invites many public figures
where at the event each participant is required to use
all types of Wardah cosmetics and then hold a kind
of competition both indoor and outdoor to prove the
durability of its products.

2. Wardah needs to provide interesting product
information such as when introducing new Alovera
products that use public figures who are using their
products in all conditions which contain rich
properties that can enhance the appearance and
nourish the skin. So that every customer who uses
has high self-confidence and is not anxious when
using the product. Providing innovations in both
color games and providing unique mascots to
promote their products.
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3. Wardah needs to add ad models by using models
that have different skin tones, namely skin tones that
tend to be dark so customers have a clear and
suitable use of colors or shades that can be used on
customers who have dark skin tones

Attitude towards Halal Cosmetic Products is defined
as all marketing related activities that can influence
consumer attitudes (Schiffman and Kanuk, 2007).

1. Wardah needs to maintain and improve quality
that is already good in the eyes of consumers and
improve the ingredients of products that are
considered disappointing by many customers. Not
only quality, but customers like to use Wardah
cosmetics because of the affordable prices of many
people.

2. It is important for Wardah to always put the halal
label on the banner, counter, product or product
packaging. Even though Wardah is already famous
for halal certification, with the clearer halal label,
consumers will feel more confident when they buy
and use the product.

3. Wardah must always maintain halal certification
and use products that are safe for skin and health.
Wardah is expected not to be careless in labeling
halal on its products so that when there is an
inspection in Wardah's production process, there are
no parties disappointed especially for Wardah's
customers themselves.

Repurchase Intention is a person's planned decision
to make repeated purchases of certain services,
taking into account the situation and the level of
customer satisfaction (Hellier, et al., 2003).

1. Wardah strives to always establish long-term
relationships with its customers through programs
such as giving discounts, providing mini games such
as snakes and ladders to provide entertainment while
remembering and maintaining the types of toys
typical of Indonesia which have now begun to be
replaced by gadgets that will win prizes from
Wardah .

2. Wardah has the courage to guarantee that her
products are of the highest quality at an affordable
price by having various color alternatives according
to the needs of skin color and weather / climate that
are owned by Indonesian women in addition to the
halal label which is also important for the majority of
the Indonesian population.

3. Wardah can give gifts to customers who will buy
new products, where pre-orders for special products
are held so that not all customers can take advantage
of the pre-order period where when participating in
the program customers have advantages such as
attending new product launches, getting a new set of
cosmetics. compared to other customers, get a
makeup pouch , get makeup tools
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RECOMMENDATION

See the limitations regarding the object of research that only takes respondents, namely
customers from Wardah cosmetic products in Surabaya. Further research is expected to be able
to complete the variables that already exist in this study so that it can further refine the factors
that influence Repuchase Intention, for example the variable Perceived Behavioral Control and
so forth. Further research can be developed or broaden the scope of respondents in areas that are
different from the current research. So that further research can be carried out that will
increasingly provide a broader picture of Repurchase Intention.
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