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MOTTO 

"Pengetahuan tanpa tindakan adalah sia-sia, dan tindakan tanpa pengetahuan 

adalah kegilaan."  

(Abu Hamid Al Ghazali) 

 "Berpikirlah sebelum menentukan suatu ketetapan, atur strategi sebelum 

menyerang, dan musyawarahkan terlebih dahulu sebelum melangkah maju ke 

depan."  

(Imam Syafi'i) 

“When I say I’m do something I do it, I don’t give a damn what you think, I’m 

doing this for me” 

 (Not Afraid – Eminem). 

“Memulai dengan Penuh Keyakinan, Menjalankan dengan Penuh Keikhlasan, 

Menyelesaikan dengan Penuh Kebahagiaan” 

 

 

 

 

 

 

 



 
 

vi 
 

DEDICATION 

Alhamdulillah for the blessings, grace, and abundance of blessings in the 

form of health and opportunities, the author is given the convenience to complete 

this thesis by good. With all humility, the author dedicates this thesis to: 

1. Allah SWT who always gives the ease, favors, gifts and guidance so that 

this thesis can be completed. 

2. My Beloved Family (Father, Mother, Sister, and Brother), who always 

supports me in every condition. 

3. My cousin, who was kind enough to provide a place to stay during my 

college, and was always by my side and motivated me to become a better 

person. 

4. Mr. Kussudyarsana, S.E., M.Sc., Ph. D, as a supervisor who has guided me 

in completing this thesis. 

5. My friends who always support and help my thesis. 

 

 

 

 

 

 



 
 

vii 
 

ABSTRACT 

The development of the cosmetic industry is experiencing fairly rapid 

development. This can be seen from the number of cosmetic products developing 

with high innovation to attract consumers. This study analysed the influence of 

beauty influencers, brand image, a halal label on purchasing decisions. This 

research was conducted on female consumers who have bought or want to buy 

Wardah cosmetic products. The data collection method used a questionnaire with a 

sample of 159 respondents and was processed using Partial Least Square (PLS) 

analysis tool with SmartPLS 3.0 software.   Based on the analysis and discussion 

of the resulting data, the influence of beauty influencers, brand image, and halal 

labels on purchasing decisions shows that: (1) beauty influencers significantly 

influence purchasing decisions. (2) beauty influencers significantly affect brand 

image. (3) beauty influencers significantly affect purchasing decisions through 

brand image. (4) Halal label significantly influences purchasing decisions. (5) Halal 

label significantly affects brand image. (6) the halal label significantly affects 

purchasing decisions through brand image. (7) brand image significantly influences 

purchasing decisions. 

Keyword : Beauty Influencer, Brand Image, Halal Labeling, Purchase Decision 
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ABSTRAKSI 

Perkembangan industri kosmetik mengalami perkembangan yang cukup pesat. 

Hal tersebut dapat dilihat dari banyaknya produk kosmetik yang berkembang 

dengan  inovasi yang tinggi guna menarik konsumen. Penelitian ini untuk 

menganalisis pengaruh influencer kecantikan, citra merek, label halal terhadap 

keputusan pembelian. Penelitian ini dilakukan pada konsumen wanita yang pernah 

membeli atau ingin membeli produk kosmetik wardah. Metode pengumpulan data 

menggunakan kuesioner dengan jumlah sampel sebanyak 159 responden dan di 

olah menggunakan alat analisis Partial Least Square (PLS) dengan software 

SmartPLS 3.0.  Berdasarkan hasil analisis dan pembahasan data yang dihasilkan 

pengaruh influencer kecantikan, citra merek, dan label halal terhadap keputusan 

pembelian menunjukkan bahwa: (1) influencer kecantikan secara signifikan 

mempengaruhi keputusan pembelian. (2) influencer kecantikan secara signifikan 

mempengaruhi citra merek. (3) influencer kecantikan berpengaruh signifikan 

terhadap keputusan pembelian melalui citra merek. (4) label halal secara signifikan 

mempengaruhi keputusan pembelian. (5) label halal secara signifikan 

mempengaruhi citra merek. (6) label halal berpengaruh signifikan terhadap 

keputusan pembelian melalui citra merek. (7) citra merek secara signifikan 

mempengaruhi keputusan pembelian. 

 

Kata kunci : Influencer Kecantikan, Citra Merek, Label Halal, Keputusan 

pembelian 
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