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ABSTRALT

This research sms o detersing end onalyee the miluesce of broed equity, prodeet variery social mfleence, dnd
hatdal lebsding sm ezt m baving cosmetiss, This esean:h was condugied m Pekanbar City. Dosmmming the
sample in this siudy wsed the Purposive Sampling method with 130 respondesds. The pepulstion ssed is all
erwumers m Mekanbery City Thito ami by asmge seallipks Fincor rggressios, The results of the rescarch show thet
there 12 we sigmabnt and nupstive nflsinee botween brand cquity on purchism istereal, ind there 150 postive
aid significont inflicace betaeen product sarieny. on purchasing inserest, and there iz nie significest ond negative
influemsar barbw oo sostial influeme imd halal labeling on pechssing migrost

B evwardar Brend BEquity, Prodict Vanery, Social Bnflussce, Halal Labelmp, Perchase lasers
Fichis: Marketing. Halal, Manngement
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INTROMUCTTON

Corpearmte oompetition is the curnens e al globalization is getting tighter. Every camgany mast be nhle
o compete wils other campanies, naomely by condinuoushy mnevatmg prodects. Every cempeny well corininly
relegse variows products with the best guality o win the comgeetition so that karving interest 15 higher One of the
prodhicts that = curromtly deselopime and m demrmnd by buyers is cosmetie prsduc i, one of wihich s lipatick.

PT. Parogon Tecknalugy and@novation m marketing is superior pradud, nemely Wadak cosmetics. PT.
Moragon Technolegy andinosntion was founded on Pebmory 28, 15985 with te initial name of FT. Meako Tradisi
lbea, This comgany oaly changes i pome e PT, Pargen Technolegy andlasnation i 2001, FT Pamgen

Teckealngy andlasvation is one of the companies thet prodecos casmetics. |is products are produced inder three
rands, mansely Putn, Zaheo, asd Wardoh,

Table 1. Top Brand Asvard for Lipstick Cosmetics 2021-2023

BramiAward  TH 2021 TBI A2 T 202}
_MWardaly AL 27.2% 6%
 Maybelline E % 15,65 19.3%
Hovkn 7.5% B.5% 6.3%
Pl 5.6 2,8% 30%
Vish 3.0% 1.4% 1.5%

Segreg: Top Brand Index Awand 2R3

Firoen the dam th e reenng er as presenied. thie s seiol fr formisg peblic fErospoon in Felanban)
city, which cim baild tmst in Pelanbam city society wunds Wanckh lipstick. cosmitics and atbract lipstick
pinc hivsess i Pekanbami ciry widmens owands Windah lipsici cnsmehca

Tl e srclideversenn oof e Wardsd Hpstck cosiisiie D] S gaililic astieiess of e Bigh s
in burmp the Wirdah bramel. The incresingly st competitinn in the heauly product industny makes consemors
Tedw iy alEnealive cholces of suhsliine godhs, so e e emncrs ale wery ey [0 sminch o ognpln hramds
Efforts i tiract cansurmzer mving inderesd are necded to choose imd make repead purchises of Wandah beauty
products. The robe of cosmetic product brasds nlluesces consumer buying iveres]. becasse consumers: emd 1o
wlim Brand s il ale niore Dl an & hem,
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Eranil equity [{recam & Blici, 2024 Sahin et al. 20071 # oosel of beomd st and lihilitie: relsed io g
trand, its pame: and symbsal, which nodd or redice the value provided by o good or service (Hecky et al, 20000 40
the company of the company's clssmers Aaker (70155 Below ae some explingtiong fram several Supens
megending the conciept of brand aguite. Accomdfing so Paludi ond Morchorimah (2021 ), beand opwity i the view imd
amszssmet of comsumers fow pnds @ partcudar hrasd shat comes froem their own experienies oF thoas of athers
Firasad egmity supgrests thit a kel bax the strength of value esd reposational success. Inoa baminess activity that
salls o Wil lipstick cosmetic product (5. Clandm et al., 20251 of course, yon mast pay aflenian o the
coinpleteiess or availabiling of prodec varanoss owned by o company or st discussed in s svady, The
influence of bramd ecuity oo punchasng inserest can be proves by severd stodies sech e in the Followizg foar
slifics, manely e i sy comdicial By prevics ecarch Lisrida amd Somik, 120217 sesd tat e brod
capuity witrlsbde paniall v has a sigfican effiset oo purchasing neress The second sudy conduciad by previons
research Akmad etal., (202 stwed thin the briod eguity varishle perislly has o sigmificant effec an repuchese
inienes. The dund snady cotadacied by previous nesemeh Walwaddin of al . (200% siaied that the brad cquity
wariohle parizally hos & positive effect on meparchase intersst. However, the Sounth sy comdwecied by poovious
research Santosma et al., (20257 staied that the baad equity varishie pariially his o pusitive md sSgnifica effect
ol purcssme inlcresl

Acceviig to Kotler (2004) defisex product vesialom as o separme usit withis 2 brand or product Lme
Thet can be distinpuishad by 510, price, appearumos of oilier chimacierists . Frosfodd vasiation of product diversiay
is nothimg mew im the world of marketing. Whore stralepics me widsly uscd by makcting proctilionsrs in their
prodiet lsunch aetivities, According to Isdasan, (20095 product sariation s the completeness of products relsed
in the depth, broadith, pod qualvy of 1hs producs offcred & owell ay the availabality of the peodust al all tomes m
the stre. Acoondmg e lehesannudm amed Pemome, (2021 prochic vorsaton = e proghied producall by g comgany
thet expects 1o prodoos prodects that ane wod single, bis can be in yorioos types and types. The effect of prodoct
varinlion on purchasing micrest o b proven by seversl studics mech as it following fiur studics, ey the
first study conducted By previcus reseanch Avw et al., {3002 ssaved that the prodoot vanagon venable parially hes
aalpmilicnt cffeston repurcees inbsres, The sccond stedy conductod by previous rescarch Sftvani eal,, (200 9)
etutee] thal ghe produgt varigtion vannble partinlly bas a sgwificant offect on purchasng inberest. The tord study
coiadected by previous sesearch Haesanah {2021 sinied thot the: product variation yarigble peartially hed & significas
tﬂwlm‘pu@lﬂﬁiﬂg iteret. Thi fourth staxly conducted by prevows ressarch Wiyasen, (20151 dated shat fhe
product vesiaton varinhle partinlly had n positive effact on conswemer porochasing inneness.

According to Sangedji, {2016) social iafleonce, i inchufed in the major influence in the cossmer
ahewisiem provess. Cunssner Behavior will also be inflwanced by the commusity or §8inl factors fhat surmoand it
Social influence will be o consideratioa fir consieners in determining purchasing istencst end decisions o bay
prochucts, Avcondmg fo Vahdat o ol {20000 1 10 secial inflaence that can influence other people wha can change
hehavion, while sacomling o Koter and Eellar (200061 thin Social mPluemss son by mfeenosd by social fechans:
amall groups, famwily, roles andsociol stetus of consemers The influesce of secial infleencs oo punchasing inters=d
gin by proven by sverd shedies such i in thee sdios, sameky, the first aludy condscbod by previoe messinch
Lopimi and Sopionc, (2001 stated thas the Social Influence varishle parially his & positive and significom effscr
om purckasmg ineerest, The sscond Study conducied by research by Indrowan et al, (2022 stated that the Secial
Inflwenee vamabbs partilly has 2 sigeeli Gt positive o thect oo purchasisg interest. The thind study condiscbed by
previcss resenrch Petri and Lowis (2021) sioted thas the Secwml Influzses varinhle portiolly hos & positive efsz1.an
purchasing inlenea.

The kalal Tabel ix o sign of & product’s halabness, fhix = shaied in ULPH Ko, 33 of 20014 which wis
ratified on Ceteler 17, 2004 by Presden Sustbo Bemheng Yudhoyomo, A prodocd con ke oonsidened holel if it
almoady has o halal sign or label on s proded. Based on PF Mo, 30 of 2021, 11 aates tat the halal label must o
least pomtuin: o logo, mentificete munsher or registration numéer. The mohesion of te balal el mes be melbeded
om: procel packeging. certnns paris ol the prodoct, end cernm areas of the pratiel. The halal abel listed on the
pckaging. bas rules, nemehy thal it med be eocy 1o e and mead, ped 2y Lo remove, remeve, o damagee, n
accordance with the provisions of lves s regulntiors. The helal kel i a sige of the halalness of a product given
fry BPIPE] 1o o prosdinct bromed thas bas beim centifiad halal. The balisl Libel & a factor that sonsumers comsider when
tarying & pooaliact. When comsumiers bay prosfects thal have been labeled balal, consumers will feel colmmer and
safer heepose produets thin have heen labelsd halal ave heen checked for hilsd content by BPIPH. The elfect of
haial labebing em purchazng nlerest can be proven By several sudies auchois in Eor shadies. The st siody
codaducted by previous rescirch by Jegiman, (2023 stated that she halol leheding soriable pemislly had no
stgnificent effact oo pochasing interesr The seconid siudy conducied by grevinns research by Kunmisganm, (20207
stiftead that the halal labeling varishle pastiably had o significimt negigive effeot on ponchesing interes. The thind
study comdueizd by researcly by Uling and Khairi, (20737 spead that ise halat abeling varishle partially had 2
significsm effect on purchising interest. The fourth shdy condusted by prey ious ressarch by e et al,
{200 1) mimed than the: halal Iabeling variafile paially hid no sigsificant effecton perchasing imeres
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The objectmves ba ket achieved by this neeprch are (1) To fimd oot amf amadyere the nivence of Brind
Ecpuity vn Perchzse Interes of Wirdah lipstick cosmetics (21 To find et and analyze the influence of Product
varianos on Purchase Ipterest of Wiordaly lipenck copveries (371 To And aur Sl enadyze the inflienee of 500
Inflsenoe o Perchise Fntenesa of Wanbsh fipstick cosmetics (43 To Find out asd analyre the mCoenoe of Halal
Labeling on Parchise Inerest of Wandah ipstiek cosmetics

LITERATURE REVIEW
Furchase Inderest

The falkmcing are several definimions of porchase mierest scoondmE 1o expets: Accorling o Derians,
{2005 stabed thid purchase iverest is the desive 40 own o prodect, ponchase inberes will asiee if @ consumer is
influenced by the qualine ssd qual iy of @ product @ fenvarian about the producservice, Acconding 1o Tjiptoe,
004N purchige beesest b the sage of e feapondent's soasloncy i ao before (e decision o by & actually
curmed oan. Aceanding o (Pambasdi, 2002y purchase: imenest iz 2 person’s belavior who kasa desire before aking
st 1o by oo chooge s prodgect. wivich 1s hesal on experience wish o prsbect Pucisse beeoesn i 4 consusers
plarming action to choose @ product that o perchased accordisg o their wishes Inans imd Sujana, [ 20207,

Purchise intersst indicators Acvarding bo Ferdinamd o al, (2014 Porchase: miemest is identified throogh
ihe fillosbeg Indicaens, (1) Transnaions] ners, ommely o peisois endeney by b pexluel (21 Redoenifal
inferest, mumely a peson's iendency o refer a product s others, (35 Preferential inimest, mmely @ interest thai
describes the bedavior of 3 persom wia his o peiminy prefeeiee fin the prodacs. This prefercses con only be
seploced i somerhing happerns w e prefemed prosesy (45 Explorative imenst, dhis imeres describes the behavior
al someane who ix alvays ooking fiv ilonmation sboan the producis they ae interested in and looking for
Ansommation i suppei the gositive propenise of the prosSect (Kl & Purk, 2024, Myvobs & al, 2004, Poiel @ al,
20241

Brand Equity

Baand equity §s @ separete assel fom s mmnofeieer thet will provide 2 sepuraie meaning &
commumers. Aaker {2018 aid thet brand equity &5 0 set of esets and liahilifies ssocised with 2 bramd @ name
aymbed, which cas add or redoce the value given by o product of goods or services 1o the compeay and s
gotumers. Accanding o Boller (20061 bramdd cquity v e adided volue ziven o pooducts oml serases. Bromld
ey which conssis af foer dimensicas, nusdy hrasd awareness, impeession of gualicy, hrand asociation md
Trnd honaliy com o id s value o gonssmers. BeTlér ond Breaasdorl, (207 % sl ot brund cganity o 1he strcgeth
af the branid that Lies inothe minds of consursers and ex periences and leaming shout the brand over ime.

Endicasrs — Brand couity axlicaiors have mdicesors sccording o Botber, 2008) o brand can be messued
teaeed on spven ndicsors, nnmely, () Leaddsrsfp, nsmecly the gbilety fo influencs the mark e, Beth prics and non-
price miribimis, [2) Sebility, numely the shiling 30 mainais costoner (Andi o el, 2023, Poire ot al, 2003;
Sulardjo et ol., 202 loyalty, 37 Morket, namely the seength of the brand 10 iprove stere or disibator
parformarnes, (41 nicmatomslily, mmely the sty of ibe bramd o leos ils geogaphie smce o enier other
coumires or regions, (31 Trend, nemely the hrasd is becoming inerensiagly impontand in the indhesiny, (6] Supporn,
mamcdy (he aveno and what s pseed o Sommmunissic the bramd, (7] Protgchon, maredy the brand Bas logaliw

Froslusct Variation

Saladia (2016}, o product is sahing that caa be affzzed o the morked v get sticnien, be baught. used
o gomemned =0 thal i can sstisly desires amd needs. Product diversiy somording o Vine (2019 a8 process ol
plerming end comtrallmg the varuly of products ineme group, Ome of the key demuents in competition babwaen
setail husnesses is the woriety of product s provided by retsilers, Cansunsers' mtackmend to varied prodiscts will
eranly sifect smles wolume, Product vanation i B devscbopmen of & product sa tat il prvduces s varicty af
clnses (Andi et al, 2025, Mubrodia stal , 2024; Myvon 2 el, 2023),

According 1o Kotler, {2019 Product Yarietion: ind watees can be secs from (1) Prodect hrends, Prodect
brand vimshion @ he I:IIJrI*H'DF‘l‘:deI of hrassds olfiered, (21 Produd compbdeness, Praduc womplebeness vematkm
is @ muwber of differem categories of goods in @ store or deparment sbone. Stores with many types or iypes of
prochucts sold vam e sid fo kave o wide vaniety of preduct catopories offured, (31 Prodist size. Produit sy
rartion or disensity (esartmmi] is a mmbor of poveral quality standimds v the colugory of stores with wode
diversity eon be said 20 hive gooad depthe () Presfoct guality. Product qualiny i & geseral quality stasdard in the
elapory of pooid relatod o packuging. abals, prodect durabelity, werrimios, how praducts cam prosvide benafite
A mmin el al., 2022,

Raclal Inflacnes
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Acconling o Hhidivahk asd Baghori (200601 zocial influence s an efod mode by one ormone indisaghiak
in change the sftitudes, heliels, perceptions, or behwvior ol others. Acoondmg o Bamcda anil Fle (2009], social
influence 152 reflecrion of the results of eommimicesion and imeraction with othens, whene with this infeee,
changes in » person’s aftitude or behivior coan acour Measodile, scoonding 1o Kemizwan and Sobhi ) 2021 ), spcial
influence 15 how iedividizals peresne mhers wha ane consdersd Impornmy l;'liﬂ'llt 1 mPhiersce ghe nse 140l of
al., 2022) i marw sysieme or lechnnlories Acconding o Ventkatesh (2002, the imdicasors of socinl mlluence e
2% follews, | 1) Subjective Nones, Acconding e Sepdizrani and Murkhing 203, p. 59) Swbjective N onms are defined
an peopkes percspions 1t mosl peeple vl aie mmponont b them inflience s beh i o odoe oo i &, 12
SHuocial Faoors Acconding o Septiarani and Warkhin (2000 p. 393 Socid Facors are defined e an individozl's
intermabizatiom of the sohjedive culmore of § refrence groag, e pecific poramal (Purwmi @ al, 2020
dEresinsiiy sl individuats pske with olhces i osain siniors, (3 Grasd Imige Accordiing v Scptiansi ond
Merkln (2000, p, 600 lmege s delimed as the extent b which the e of naeovmion & peceived 1o enlumoe o
[PosT b e OF #ANs b b pereod’s sastem | Resaldo, Sulbidie, Andi, ¢t al., 20230 Reneklo, Sulinndio, S,
et al, 22, Sevendy e al, 20251

Iaks] Labellmg

Adsalal Ll b ohe bmwlus don of wrling v o Dk stetssam on prodest (Pegiabom <t al,, 2024) packaging
o inificeste theil the pirochict in museston hos thie stetus of s halsl prodoct Mepraha, (20070, Accanding 1the Repahlic
al Indonesia Law Numnber 31 of 20 14 concemizg kalsl product sssurmmce, o halsl lnbel is a sign of the kalaless
al'o product, Helal et i & gearemes gives by LF POMRILT o casurs 1l e produ hes passed the helsl s
according o klamic law Tipone and Fandi, (2006, Halal abel is a writing or halsd ostement lissed on the
predet packaging wlikel afes s baloom the iended proguct his Taial sipus Muspiasan. (2009,

Avcording o Gowgmmen! Rogalation Mumber 6% of 19599 m Beyvo AL Rochmasto il Thou Widipants
(2015 concerning lood labels and xlvestsemess. balal label indicanrs: § 1) Wiiting, i= the result of the auber
which 3 expevind w0 be readuble, 121 Comsbinstion of imapes and writmg, 13 @ o bimatiem ol e reslis of mopes
annad writimg Wbt are e mie sme pa, (31 Ataches] t the Eockageng, van b interpreted as somcthing et is
aitaehed (intentionally or uninsentionnlly) to the packeging (proteciar of a produet].

Rakatimnship Betwren Yariabley amal Hypodbaosrs
Brand Egalty to Porchase Interese

Accovding to Kedler (200 &), hrasd equity is the adidal value given two products 2ad services. Brasd equity
cimiistimg of [ dimensom, iy bramd amanwess perccived gualiy (Lukman o al, 2022), broml
asocialem and brand kvalty can provide yalue o consamens, Bramd equity cen be rellecied in how consamens
think., st in relation o the hrand, eead also the price. price share, and profitahility thas the brard prosides to the
cionrmany, Themefong, hrand w ity cam al influgnie consemen: in makieg purchasng e ion s & frimi, 2003;
Esfu et nl., 2023 Wel al., 30023,

The resulis of the stedy aocordieg w Lisrds and Aol (2021 sinied thar the brand equuiry vorable haso
signilicimt offect on conaumer penchming njoreet und the somo resulis wens chained by Husrol Ahomad {2077)
thiet there is & significont infleenoe of bmnd equity on cossumer purchasing inteest

17 Brand Equit_:u'“lm influernes: o the purchass imerest of Wardah lipsteck cosmctios e winsen im Pekanbam
City,
Froduci Yarladoes on Parchase Interest

Eoler md Annssromg (20171, o product s angdhing thed can be offasd & the murkst e st sicniion,
AquisTHm, @, of maumeiien that con sati=le o disire oo nead, Pradocts include more than just nngible oo,
Iri o hroad sense, products iscbede phy=ical objeots, services, events, people, ploces, crgmnizations, bens, oramic
of these sni#tics, Praduct vanety i the developrmant of 2 produst o produse o variey of chaiess, Prodec
asmortmind i3 o collection of all preducts and goods offered by o particwlar seller bo bayers Kiotler {200 1), From
the explusation abawe, il cain be concluded thal product variety by inereasing the available chioiess mnd creating o
muore positiva hrand porcuplicn such us prodisct gunlity, svai bibility, prive i coler mmd aver voriations that mas
I dhegigm ed comefully and in secordance with consumer prefonem e wnd meeds.

The resulis of the sudy by Afrivant ef al {20195 stifed that prodhect vamution bas o sipnificant efluct an
purchisames mAemzl, then the ssme thimg vae obloined through ressanch comductad by Hasmah (2021 pwhich @loed
thet produet veriation hos o significont efect on purchasing intersat.

HI: Produst vanation his an mihsnce on perchising misrest m Wimdah hipetick cosmitics lor women in
Mekarbaru City.
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Sucind Infhaence nn Perchasing | nteresd

Arcording 1o Hidiyeh and Bahori (200 6], social influence = an effirt made by one ormone individhk
o change e mindes, helick, pereeptiong, o behsvior of athers. Acordng m Hands onil Ela (2019], aecial
influence is & reflection ﬂfﬁ' resalis nrn:llrlun.l.nruhm«a-d mierction with otkers, where wilh this influence
therne con be chawges ina person’s amiveie or behavior. From the opanion above, it can e conelinded that secial
influenee can ocowr when someone is milussced By others in buwitg or using & paosdect or service and
mecommenditions from fmily or friesds. the imfleence of social media. md the influenee of celebrities or public
sinres and oher lnckars

The resplis af the escrch by Sapird ssgd Saposao, (7023 st that social mlTuEsee Basa positive od
sipgnificim effect on puschaxing inberest. this is reindorced by research comnbecied by Indowen etal, (2022 which
stated il soeinl fellosmee liis o significest positive e on gunchmsing isienes
H3: Sacial Inflsences box o pesilive effect on perchising: mierest in Wankh lipstiick rosmetics for Wismen o
Pekamaru Uity

Hakal L ahieling sn Farebasiog lidemes)

According to the Republic of Indeaesa Lo Mumber 33 of 2014 concerming Salal product puarsasees, o
Iaial lzbal s a sigm of the habinee ofa product. The halal label is o peammies gven by LT POM BUI 0 ensam
it dh: oy e peessed Bkl desting pesotillig o Bslambe baos' Thgsonn asd Famli, (200601 From s explisatsn
abenve, it cim be cenchided that halal bbelizg by prosiding assasmmee that the product is halal mxd inacoondanee
wilh wresr religions Belefs amd valties, M conal=o icrense coamimer st sl sanreisess of cormain hrands aml
puresdicts, The residis of Anppiila's (2023 ssody sated than halal labeling had no sbgnifican ¢faon purckasing
interest, and the same resulis wene obmined by Sina Uling Ginrisg, (2028 sating that halal fsbeling had o
Al o efegl of pucTesing interes,

He: Blulal labctmg irs as cilect on padchas g iskeaest in Wb lpsick cosmetica Tor soone in Pekoman i,
Framevork of thong bt

.x\\
'\'\.H.
"\-\.,\_H
H'\.
H'\-
=
o

Labsizam
Hell
[Tl

Figare |. Kiscarch Framyvaork,

METHORILOGY
Fopmlatiom anal Sample

The poputation cunpkad in this sy were gl consaners or custiisers of Wandah lipsaick cosmetics for
womnen in Pokohene Cicy whose nuneber i3 oot ke for conain, s the semple i this saady wis 130 with dhe
TPurpusarve Samplng eckaigue, data collecion iochmgques, randy il questonmeme neihol micreicws
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iperatinnal Varlables
Tahle 2. {dwrational YVariahbs

Ne Mariahlk [ndicaters _ Beurce Seale
Traresuctional interesq

Reforeniil inlerest
Prefzsential imerest
Exploraive inlerest

Lewtenikip
Stihifity

1 Purchise Infomest (Y FerEmiril ot a4, 1201 8) Isterval

Bl Egudy 1X1) Intcraeionaliay Kotler (200 &; Imlearval
Tendency
Suppoat
FProtection
Proahic] Rl
Proshicy -Cosmpleseness
Prockc Soe
_FProchict Qruality
Subpeciive Marms
§ Sogial Tefleence (X3 Social Fadors Wondamesh (2027 I=terval
Brand Imuge
Wridag o o _ Teramman Pemerintah
5 Halzal Lebteling (X&) Combisatipn of imnages ond wrilleg Homor 61 lmicreal
Altashed o packaging Tahun 1996 (2115}

rd

i Prosdect Warionoes { XY Kotler {21505, Isieryal

Sorces Dty Procesimge, 2024
[rain Anslysks Techmlgues
Freliminary Test
Walididy Tas

The walufidy tes 1= usex] 40 imewsurs the validiy or nvalidite of o YRElI TS, 8 juesiionmsie G be
aaid o bz wnlid iF the Gues bonseire questioss mre able te reveal scmcthing thist is messured by dhe guestionmaire.
Valility testing fo detcrming wheiher il s sigmilicant or mot by [eoking al the salculoiion rsahs af s Comooal

ltetm = Tainl Comdatian {CITC Y, if the value of the Cormecied Jiens « Toinl Correlatecan (CITC) for cach answer
given by the respondent is greetes thas 003 thes the guestion item is deolored valid (T, Chasdr ez sl 3025)

ReBahility Test

The relinbility test is used o deiermine the consisteacy of meniuring insnumens thay waalhy e
questionnaires, u=ing the Cronkack-Alpha method. The statistical west used i the Cronbech Alpha {e) satistical
izt A constnect 1 said ke beorchable 0 poves o valus (o] = 006, while if ihe o value <806 than il is @t relishlc,
T et he rebishility of the instrument 1o b wsed in this study, the Alpha cocfficiem fomula is used heconse the
ot ooy e anstrunsent e are mhxdsd s o, nemely betwesn 1 and B o Rustlesuiv ef al,, 2023

Classicol Assunaption Test
Normality Test

The nurmanligy test s vsed do sl the mfcpond o variable chaia [ X ) aned the epemle pd vanahle daia (%)
in the nesmliimg ropression equation, Moomally deinbabed or oot nonmally distribotied, A pood regresaon medul =
& regression neocked that has & monmal or senr-noasal distribution, so that it & feesible 40 be ested smitstically.
[t nesality tasting uses e Bobmogoroy-Smimes Test of Nommality, Mormmlity testg =done by locking
the P Pl googh, iF the deta distribution graph follews the dageasal ling, thea the dote iz normally distribeted,
wnad wige veraa iF the dats distributinn does not fullow the diagonal line thea the data & not nemealhy distri boted.

MualtivolEnearity Tost

The multicallimeanty st s apgliod to nvahiple regresson mnabesis consisting af tao ar mone e pendest
variahles. The guideline for a regression mesdel that is free froon multicallinesarity is 1o bave a wlemne: gember
eleese fo 1. Thie VIF hanil = 10, i e VIF value is bebow 19, then there # mo melicolimeariy,
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Hetersseedasnieity Test

The heterneesdaeticny el aimes 1o fest ofigdher in tee regrestion madel ihere 1= s sisianty of varishles
from (ke residunls of coe observation o amotber. [T there =0 coertiom paltem, such s the exisimg poimts fomm a
certain nepaler pattern fwevy, widemeng then rarmewng ), then it indicses thal betemseasticity bas coomnsl. 5
ihere 2 nn cless paem, amd the poinss are gprend abowe mmd below the mmber §oonthe Y axis. then sheae isno
Wloedic] Feasibiliny Tst
F Tist

The F e s weed w0 delemmine the effect ol indopessdent yamables simultaineousdy on 1k dependent
variuble. Significast means that the reatonship (Wijoys et ul., 20200 tai ceoers can apply 1o the popelstion, The
iss af the significance level (Mg (O35 T the probability salue (s <503, then it e be said that tere 4 n
significian effect simalzneoesly between the independiznt vanabhes on the dependenl vanable. Howeser, if the
slgnificance vidus is= O00% den there 5 o sipgni fem iR sinahmensly berween the indepoudens vmabics
am the clopendent variable.

Coelficient of Determenaiion (K2

The coetteient of determuinstion ses 16 need m meassre how B the model nsed con Sxplam e venaton
af e indepencent varighle. The value of the coefficient of determination = between 0 and 1, The smaller the
determizatian value imdicaies that the afdlity of the independent vamable s explhin the variation of the dependem
varfable 5 very linsied. snd ihe cosffickes) of determinmbon vahe thel B petiling closer oo indicates tha the
indupendent vasiable used is abke o provide almaost all the information meeded w0 predic the dependent varnioa
Mualtiple Linesr Kegressson Tist

The Regrssion Anslais amad in this saely = Muoltipie. Lincs Regression Analves. Mubips Lins
Hegression Amlyvsis & esed o mezsure the influence of more than poe predicior varable dindependent varishle)
wm the dependest vanable, Ghoeali 2018 s, The equation of the multiple linear regressicn line can be wnticn
dn [llotws:

Yo BlA1 = I+ B3I v e
H ¥ pastEresin Tiest
Tusi

This ie=it & used 10 et the sigmifoanee of the mPuesce of ﬂl_':_h.blz X vm vasiable Y, whesher vanahle X
veally mfheaes varkidde ¥ acparsicly of paniadly [Gihozali, 2018) The criserin B aeoeing of rejestng the
Invpothesis ame e Sallows: Thers is o partis] inflwenee of the independent variable on the dependent variahle, @1
coumd= 1 ablessy < &) and these i no panid infleence of te independient varioble on the deperelend variable, i1
LT A R T

The bigis for decision mmkmg is by wing (ke probability of semifienee figsnes. mmmely:
L. 11 the probabibity of sipmificesce fgures 0005 then Ho s sccepded and L is repecied
I 11 whe probabibiy of s lpsificesce figore < |5 cqual w005 then Hiels rejeced anl H1 b acoepied

RESULT AND IM=CURRMN

Marmaky Test
Tulsle 3. Regpondend Characterisibes
Uharacterisths Uslepary Frequency  Percemtsge  Total
924 Yoy | 21 1%
1539 Y ey T Gy
8
Age 303 Y 4 0% o
1544 Y eane 7 ¥
Married ) ity
o — Conunisd _ 5 TR
Last Educition Junive Vigh Schanl 5 1% H
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[ s tericth = L afegory Freqmeney Percemisge  ‘Tota

e e o x5 e Thm B RS

faenior High Schonl
"ul'm:nr'r.-.nll.'ﬂ:gh Sichon] o gl
%1 4 Sht
iaster's Degree 1
Mod Working 3 5
Callope Strckest 4 %
(ccupation Privisc Eongloyee 13 Fi RE
Enireprencur ot £
Hemsewile i7 1%
R 1 000 001-Ryp. 1 500,000 46 3%
Rip. | SHuHN -, 2000 00K 47 3%
Mumithly Do Ry 2000000 — Rp 3 000,000 KLl e HNMR:
= Rp. 3000 HH) 2 %
Mlivhelline g 5%
Prochecis Used Kevion (1] 126 o
Ol Thas Warclad Bigy i s
Vivs pit] 185

Sowree Processed Dain, 2004

Haceil o the table aboewe, i can be coneluled that the most damimani respoadenis sne repandends sgad
2529 yeime, amounking o 5%, w0 some respondemts shoold Bave wamied bo choose Wimdah ipstick cosmebcs
v i middle ape they will defimiiely huy according fo their needs. Then neeat af the respondenis who e
mariied, amcamding tn G&4%, conseners by seconling o ther neede and want to ke Wardsh lipstick cosmatics
becars they e cheap and of geod qualivg. Forthermose, mast of the respondents who alsesdy have jobs ans 84
reipondents with & percemnpe of 0%, thin chows e Wordsh ligstick oosmelics ee m grent demasd by
commmers amd wimwoeg fizrmake sudents. Furshermone, mosd ofthe nesgqomcdents whn himve workoed as emtneprmesrs
are &6 respandents with & perceniage of 44%,, tiis shows thar Wandah bipstick cosmetics heve a goed market share
anad are |n preat dewand Then fhe psomhly income ie doming ted by U oo aF T 1560000 -| 500,00 g
monti, wirich ix 3 1%, this dhomes thatl sumeone can influence consemer purchasng inlenssl, becanse it is based on
a mideet o mssde, Then mnast of the respoasdents wha use eoametie products ather fhas Wardsh ere Maybelline
% mamy s 7T mespondents with a peroentage of 51%, this shows that there s ight competition hetween the tuwa
coemetic procucts Wandahs and Maybelling lipstick =0 Wardah lipstick cosmetic prodocs me< impreve ther
variery, quality and packaging so far Wardwh lipstick commetics are mae popular and their sales will conrises o
inmmeEse

Respnndent Kespanse Araliiis
Tahle 4. Respondent Respoase Analysis

na ¥ ariabdes Average Hesulis
| Blramd Fywry 451 iewul
1 Proaiuel Winalion 45 Ciovl
1 Socid Infhence 442 Govnd
4 Halul Labeling AL Giand
[ Purchiase Interest 455 Gl

Bowroe MFrovessed by the Awthar, 2004

Blased on the table abose, it can be zeea that n general the everspe value of respondents' ansorery bo the
Bromd Expuity variable 1 452, which is meluded in the pood ceomery. This showa that brand wsquity grently
influcnces the purchase of Wardals lipstick cosmetics end the neajerity of respoadenis elways pey attention to the
prochct braml. B, i ocan b oconcluded that 1303 is imporient, FustSermors, i powsl B avemsge vehe of
mespondsnts anawers bo the Product Maristion variob b is 4,548, whigh te mchrled m the goosd eimegory, This shoaws
thet bpstiek comweetics have & quelity thot swits the needs Then the average vo e of respondents’ onswers 1o the
Seinl Influency varohle 15442, whish 2 inshefod m the pood mitegory. Besed am this, # can bo comclecod that
Wandah lips=tifk eosvetics have o strong influsnce on the sales of Wardah lipstick comvetics and can incrense,
Furthermore, the average vilue of respondents’ seswers 5o the Holol Labe ing vorsble i .60, which 18 inclwded
in the poixl caseprony. This means: that consemers of Wankih lipstick oosmetics im Pekankam City st nespondens
pay avieation 1o the hald [ohel. Funhemeons, the average vabee of the Porelise [seredt Vanohic ensoer & .68,
This mezans thit Wandah Bpsuck cosmitics sl maimdam e guadity and vanety of lipick Paeces becaose
curreaily the maponty of respondésts buy hipsteck became of its gond qualiy snd many variants.
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Vislldity ami Relishility Tess
Tabk 5 Resels of Validicy aed Relahidicy Tesr

Carrecied livm — Uronhach's

Variahles Stafermemt e R Table  Vilidity Algha {0.7) Reliahility
IR TETT Walwl
_X|3 e Walid
_ XI13 332 _ Wakid
Xl4 37 Walid
A ENET  Valid
Xl 22 _ Walid
Berandd X1 TREE . Walid ;
Eqity (X 1) Xh iid 013 el {1020 Reliable
Xla i, 105 Walid
K1, 1 i, 104 Walkl
__ KL [EEE] Nalid
X112 [EEE Walid
¥1.13 21 Walid
M1 i 25 Walil
W TFTH] Walid
Naa [ELE Walid
__X23 sz __Valid__
Produci x4 521 Walid :
Variaion (%3} T i 0lss —m— 03 Reliahlz
X2k [IET _Walid
K] 250 Walid
RN TEFT] T Walid
X 742  Walid
X3z 734 Wall
B ] FEE A3 Walil
Kafluence %) Nid 71K .17 N 0918 Reliabiz
Xis i 1R Walid
Xk ih 756 Walid
| LR {R1] Walkl
X442 [LET wWalkl
Halal T TREL Walid ;
Labeling (%) Xad e L1349 —'-I.:J__p;] L2 Reliahle
XA5 (it Walid
X4h [ITE Walid
Y1 i 62 ~ Wabid
¥z AT Walid
VI3 440 _ Wahid
Purchase Y14 [IEiE: Walil ;
linterssd (¥ Y15 339 brace A R Paeduitc
Y14 [ Walkl
YT AL Walid
YK ih.174 Walid

Bowwrve: Processed Dak, 201

Based on bl 5 above, it shows that all sttemen dlems S the varables Bramd Eguoty, Frodud
Varianod, Socigl Inflsencs. Halal Laheling pnd Punchaee Inerest have a coarelanian coefficent valus for each
cpuesstion displyyed moihis saady greater than 06 (Comecbed Dem = Totol Comelation: = (60 Thus, it o be
conehuied hat all smement dems in all venabies are declered valid for furher sesing. Meanwhile, the fesults of
the eeliabiling weson B vailables Brand Equicy, Produe Vsiacon, Seclal Infsende; Halal et ing amd Puiclsse
Inferest emch varmble ohiined 1 Chontach's Alpha vahie greaer than @6 (CA= 06), Thas, all varizbles i this
research iestnmem e dodared rediasle fior furhes iesting.
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Classbeal Asumption Test
Tahla 6. Morneeliy Tesd Rooslis

\mstanchrdized Resicual

N |50
Blean I CHHO
¥
M ol Pacemstere’ %4d. Deviation | $026 LR07
Abseduie A |
Mot Extreme Differcmocs Pediitive ol
o ) Megahivy -l
Kl gurye-Siminmay Z LITR
Aaymp, Sip. (2-5sled) 154
Sig. ) ) P ELE
Momie Coarlo Sig. §2-taikedi . L ower Mo dddA
9%%s Confidence Inierval Upper B T 163

B Rescarche Proozssed Data, 2024

flazed om the mble shone, it shows that Asvmpe Sig. (2 oiled) i onore than gignificmm 005, meaning
(0 Th3 = 00nSh The conchision meprs thet o des abonve 15 sinted o b ponmsally derimned

MmlticolEnearity Tess
Tahde 7. Muaticolbinearity Test Hiesnles

Callinearily Stistirs
Hudal Tokerancs VIF
Framd egusy .27 14171
Troaduct Vamety 0,542 1.0a]
Secial Inflaenoe 0882 1,133
Hulnl Labeling i1 IRALT

Suurvs: Risvarvher Processeil Data, 2034

Based an e tahly ahonog, can be seon thal the VIF value of mch variables is below [0 e hoderanco
value of ench verishle is greeter thas {11 so that there is no reloticaship or correlation between one inde pendems
sariahle nnd nnother mdepandent variable. From the tabde abonve, it com bo stated thin the nesearch data dogs not
wapmrimey. mulbicallingsnty 5o fhat the exsisting reprossiom mesde | is astable fr ww in predieimg Purchase

Inseres.

Hetereace dam ey Test

B4
e

Flagrnra s Saedecdymd HH-HH—
Bomree: Besesre her Processed Datm, 2004

Figere 2. Heternseodastldty Test Resudis

L |

Baged on Figure X above, #shows that the patvern of dos on che seatter plod graph is randoanly disarfbued
and does not form o clear patiemn and 15 distniteted both sbove and below the wero peist (1) om the ¥ axw. This
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msanx thin in the regnescinn maodel of this sdy Bere i= nn hiterseccadasticity, as the regression maedel 15 anlahle
fioer oot prredfict Purchas: Imiomest

F Tist
Takle 8, F Test Besalis

X V ariakde F {riand F Tahle Dhecrripiins
1 Furchase inlessi 3 91R 143 Reecied
Sowrce Researcher Processed [aia, 2004

Blased an the table above, it is known thal the Fvahies for the influence of X 1, X2, X3, X4, sinudtepecusly
om ¥ 1% the caboalaied Fovalue of 192K = F table 2,43 werth a significonce value of 008060 ohere the value is 2005,
it e ke goneluded that simultaneously el independ st vorighles iogether have on effect om.

Deivrmalmailon Test

Tukle %. Resalts of the Determinution CoelMiciend T

i dodible R Squure Adjusied B Squme
FOSRR e Purchase inseres1 s T
Rourve; Rescarcher Processed Data, 2023

Blased an the tahle aboe, the Dedemination Coefficient Resalis are influesced by the adjested B Squune
eoflictent valu of (4% o 40%, 5o, the concluston = 4%, whiks s romuining 5] or 51% @ the mituesss of
brand equity vaninhles, product varintions, socisl influencers, halal labelizg o Marchese Interest.

Unstnmdardized
i _ Coulliiemls . Hypoihisis . .
M Yariahlis il T Sip aat . Comcusiam
i3 :
Errmsr
(i omsbank 20824 4nRl4 5HIZ Ll

Drand Bguiny (X1)  A4m3 DT 04T 045 Bejected  Megative md Insigaifocunt
Froduct Varisgion (X271 0,164 DdiS 2639 OW Accepmed Positive and Significes
Socizl Infloence K3 00115 Ddes LTSE 0084 Rejected Pesitive and Significass

Halal Labeligsg 1545 0025 7l 1Rl Dos Fepcied Powilive amd Significas
Sowree Researvher Proesseed Dara, 2004

¥ o= 26 K20 AR ] DR O EEXT S 125KY

Fromn the regresson eouiation abuve, the conclusion thid cas be explaimod = as te congtant valee ¢a) of
20HM Wik o positee ehpn @ese thar if the vanghles of Erasd equine. prodietl venatian, sociol mfloence, kalal
lebecting are consideree] consand, the silue will inencase by 26 824, The velue of the Brand Egquity variahle of
11,1147 wii & megrative sign state that §F the Hrasd Equiny Level meveisss By ane anit assseming sther imdependent
vabrfahless ancconstant, e vaboe will imerease By 0,043, The value ofthe Produc Varkaes vadable of 1,184 wim
a positive sign state that if the Prodoo Varimbos Level moneises by one unil assursimg ather indepesdent variohles
are cometpo, the valise will lnerease by 0154, The value af the Secial [afbeence vanahle 61401149 with o it
sign stating thal if the Svcial Inleence Level inomeeses by one il asseming thal other indepondent sarizhles one
coneeasd, then the velue will moreise by €. 115, The velue of the Halal Labeling sarizhle iz .0 25 with a positive
slgn sitbmg e 0 e Hakal Labs i level increises by ons unil msumng thel obe indepemieur vaslables s
constead, thien the valee will increase by 0025,

T il L R —

T Tesd
Talkle 11, Risiilis ol the Hy pesibasds T Tesl
i _Yariahles T Lot SIE LI Resuis
| Bred Eaniy 43757 41450 {05 Mok Significami
2 Frevlugt Variialive 1 aSil LI Ldis Sipndicani
3 Socinl Influence | 73K 1.0 115 Mol Significan|
4 Halsl Leheding | 111 il Mot Significont

fowree Kesearcher Procesed Data, 124

Baged o e test comducted iniskls 11, the repslic abianed state that Hrand Equity dees mod have 2
sipgnificem effect on Purchase Irtenest Valwe whene thi ¢ Caleulation o the Brmd agaity wanshle i -0.757 and ihe
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t Table ix worth 1970 5o hat | Caleulatom  fTable (00757 <] U76) Then nden viewsd from the significance
figre of she brand ety vasiable 0850 005 so shat it can be ascentainad thit the brand equity virable kas o
et on phrckase interssa. Then she Prosct Waristion soriabks s g signifcest effect on Pachace Insersn whene
the t Calculatiom Yalm of the prodect yarialion sariahle i€ 2659 and the t Table @ wordh 199 o0 that |
Caleulstion= 1 Fabbe (2059 19840 Then when viewsd from 8 siznificeace figere of the product viiaton
variahle (LG =008 2o that @ can b scenzined that the procluct variaon variahle hax an effect on perchase
inlerest. Funthemmore, the Sociul Influence venable Bas 2 sigmificant influencs an Purchise buteness whene 15e 1=
vl o the social infliesee vaniahle i 1 73R gl (her-aable i 1970 50 1t 1o <r-lable {1 738 <] 976) Thes,
if viewed from the sgnificand e ember of the social infleence varighle 00842 0L.0F. can be scenzined dat the
aocial Indflience viertalsle Boas na clTec om purclnse s, Fisalby, the Huls) Labsling sariahic docs sl have a
algmi Moo micwe on Puchsse Tneresr where dw: =value of the Sakal labehing voriabde is 1 760 amd ihe -nble
is 1A% 50 that 1=ceimi <=table 1 1,761 <1.976), The if viewed from the significance number of e helal letelmg
vartabie Ou080= 0,05, fncan e ascermiied tean the halal tabseling variabbe his 0o elTed on purclass lmemest,

Lkl cussdun
The Effect of Brnmd Equbiy on Purchose Interess

Frosn the deseriptbve analysis, irshows stha brasd egulty oondwected wish tes ess shows tha e beond
gy varieble iy w0 cfoo on purcioss imercsa. Beand cquity s o cfBaon purchass menes, this is due o
the lack of establshing good relstionships with cussemers and can eliminste consaner doufts gism bramd guality
w0 i & Biared o s padns (s gonssnmens mnd develogs b Bl epetaion s hic bl cpany G devel op e Tew
ar regalive, causiog busiess kosscs. Bramd eguety s very importon for markeiers bocose bramd oguily can
intTeee corsammer prefarence for a brand. Por 2 marketer or company, e value of brand eguny can increase dhe
mHscas of markelers i atiracing new ootsammors and retdammg old comsume s, This is bocause a brared thet & well
knawn to customers will moke 32 promoton camied sul more effective. By nsmainemg and increasing bramd
wprity, il mue cresle coslomess wis s mere confident in ey ing prodects or serdees ofored by tee compoiry
s0 hal 1l will merese parchase Tl m purchssng o prodest The resulis of the sy urs m amoodanes with
the opincns of @ xperts, nemely sceording o Viak & Hey (2006] perceived gualny, brand asseciation, and hrand
Tyl hprvs o pesibive gt on bramd ooty but braed awsmenes doc ol alffoct e eversll hramd walue in
concam er pairchusing ieteress.

Tha hiflesimce of Praadecd Variation on Funchase Biferest

From the dmnpi.i'.'l: aalyy, 1 shows Ul product varision el cul with Use i-icsi oblamad et the
prosdoect vaniabim voriskee haes sy effzel on purchase imterest. Prodoct vimation bas an effeot on gurchise intepest
erars cutomen will e every vorston offered by the bramd makicg 1 one of ibe meat vakabk and casical
nols b g im marksbmg strasomes. Prodod vaniabon belps mmprove the qustemer eapurionse, makmg if sisior fir
therm to hrowse husdreds of predects w0 fnd what they are looking fon [s teeworld of product ik eting (Savono
st sl 20237, there musd be Peroo compsbilios 1n vaness sspecls, eepecially im ihe sanmon or diversity of a
prosduct. Product venateen as one of the fectors Bt can influencoe g prodect s creating a variefy of products based
ol size, price, sppearanee o0 thot cossumers can have the desire and motivation fo make purchoses of wieich
prosdhcts can suil their needsamd of course with considomntion of ather wpects. The comparny’s clfords to offer
vartely of prodect chesices will izspire consieers 1o bay ond retem with the imegrity offered. The relaticenship
Thetwgon product vanation and consumer belavior in desermaning purchasing sctions has a elose reliticacship with
the comtimudy af a campany s salus. The resudts of this stedy are supporiod by resareh by Alnyant of al., (2019)
and Hasanoh {300 1) simting thet preduct vanaton hos 2 significom s positive effect on parchs sisg amerest.

The Inflemce of Sacial Influence &n Marckase Inierest

Frovm the dseraplivy analy=is, it shosws thad socal influencs comied st with thi 1-8e=1 obaingd dhat the
social inlueace vanghle hes wo effect on purchme intezest. Based on the results of the study, it is ko tat
social infkience hig no eHloct sm pamchase inbere=t. Secial infleencs bas mo effect on perchoss interes heas: the
selertion of social influence & rot appropriste, and the targel marked clwsion is et appropriale so thy coneemens
awiich oy other brands. The sudement froam the resahs of dhis study is sspporied by research fromn (Wijsva £
Hanafriganiimi,, D020 that sacnl influence dors nist have 2 =ignificasd 2lfect on purchasy inkeres brsuse gocial
medis cempenics wre e good ab detenmining consaer needs and ore not optimal inesing secial medis, sothet
comrqanies in usiag secial medin ane not switible for the System of veng social madio in commamication, imed e
is whal the compasy sl pay attention to agaa @ thot it mns wellin wsing socis) media to influmos smeone
in baxy m prodisct

The Inflmence of Hotal Labeling on Porchose Inderest
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Froem the desonpdive s heis i shoms thit halal labeling camued ol with the 1-test sbtmmed than the
halal Iatcting voriable bas no effect oo parchas: interes. Holal lnbeling Bas mo offect on percheasing intepsst
e cormently consunsers sl asseme wat Balal lahels are ondy fommd on 0d, Peverge, medicing amd
crwmetic poraiocic there ene come tial consumers trsk. The commest balal prodoct trend does not only foous on
find anl hevernge proddicas, Sevenl non-Tacd comganies hive staned s register thear prsducts 1o obinin halel
centificates from asthorized institutions. The certificate i o rocuiremend that maest bie owenisd by a comgany 0 he
able foapphy the halal Whel o it products. The halal abel on the. packagng is o <en thad is easdly recoenized by
coibnmiers add provides f puaraiies il the proghic e Talal, hot® in weoms ol mpreiiessibeaain e, poesms,
storgge, mmsporation and presentmibon. The resals of shis stedy ae apponied by reseanch by Anggilie of 2l
2073 ansd Hendradew (2021171 statimg 1het halal labelisg heas so effect on paecheing e

CONCLUSNIN
Cenclusion

Bl ety s st and dnsigmilicam infuence on the purchoee inenss of Windal Tipsck
crsmetics in womnen in Fekanbaru City, w hich seans that brand equity has no miheence or impacton the punchase
interest of Wardah Lipstick mosmetics i wonsen in Pekanhars City. Produs varistion his 2 positive asd zignificens
influcnce on e panchase ieres) af Wardsh lipstck oemetics in swomeiy i Pelastan Ciay, wivich ieams ths
poedhuct warietion Bas g relationskip with purchase inberest, nomely the higher the profuct vasiation m Wardah
lipsalch cosmetcs, ihe Sipher (he oon=emea’s puschiss inwres will b, comersely, [ the fower the prodet
varkation In Wondale lpstch cosaetics, e lower e consuiset’s purclisss et Comsuners wh o= high
lipstick commetics will be bener able o mabe devigons gquickly anid acosately which oregtes purchase iserest in
lipeaich cosmeetics so thsy they can inensse pamehiss merest i Windali lgstick cosmeics in somen in Foanaim
City. Secial infleence has o egative and insigzilicant influence on the parchase imeres of Wandale Tipsdick
CoRmERics i woinen: m Pekonbens oy, which neens e social iifieeno: Soes pod heve ain inflossce of st
o the pevhes imberest of Wardals lipsick cosmetigs m women ia Pobanbazu City, Flolal lbstbing bas o nepsiive
o msignificant effect anthe purchase inlerest of Wasdah lipstick cosmetics inwomen m Pelasbary City, wieich
ancanes thi hatsl lobeling Bas e cffect or wegact on the purshise mierest of Wardah lipstick ceeanetics in wennen
in Pekanbaru City.

For fienber researchers, they sbould conduct researdy witk more specific samples such as the wider

gotmununety =0 thal the fastoas bl mfluencs Halal Lot Bioamel E.q'uil;r. Proclued Venatiem, Social Idlusios amd
Halal Labeling om Puschase Inberest can be identificd more cleerdy.
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