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This study aims to investigate the connection 
between positive brand image, brand awareness, 
and repurchase intent via the moderating role of 
customer satisfaction. People who use halal 
cosmetics in Indonesia, such as Wardah, Emina, 
and Make Over, are included in this study's 
population. The sample size is determined to be 100 
respondents according to Lemeshow's 
computation. To analyze the data, we utilized SPSS 
25.00, path analysis, the Sobel test, descriptive and 
associative analyses, and other methods. The 
results showed that brand image and brand 
awareness have a positive and significant effect on 
customer satisfaction. In addition, brand image, 
brand awareness, and customer satisfaction also 
have a positive and significant effect on repurchase 
intentions. Brand image and brand awareness also 
have a positive and significant effect on repurchase 
intentions through customer satisfaction as an 
intervening variable. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://doi.org/10.59890/ijels.v3i6.68
https://ntlmultitechpublisher.my.id/index.php/ijels
mailto:fanyadinaanggraini@gmail.com
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


Anggraini, Asmin, Kartini 

2140 
 

INTRODUCTION 
 The current industrial era has brought major changes in the growing 
industrial world. The emergence of intense competition makes entrepreneurs 
compete to face competition and achieve competitive advantage. Companies 
must understand customer behavior in the market and offer quality products and 
good service to customers. Halal cosmetics are an option for Muslims who want 
to pamper themselves without violating Sharia law. The existence of a halal label 
on the product is an easy way to find out whether the product is halal or not. The 
halal status of a product depends not only on the source of raw materials but also 
the way it is made, except in emergencies where there are no active ingredients 
or additives that can be used as substitutes (Pristianty & Murfarrihah, 2020). 
 With a steady increase, the number of cosmetics firms in Indonesia is 
projected to reach 1,010 in 2023, up from 913 in 2022 (https://indonesia.go.id). 
Care and beauty products are one of the most dominant categories in Indonesian 
e-commerce by 2022, contributing 49% of total e-commerce sales. This shows the 
high consumer demand for cosmetic products, which directly impacts the 
performance of each industry. 

The results of a survey compiled by ZAP and Markplus (2022), of 9,010 
Indonesian women aged between 12 and 66 years, found that there are various 
factors that influence decisions in choosing cosmetics, one of which is the 
presence of a halal label on the product. Wardah Cosmetics, Emina Cosmetics, 
Make Over, Sariayu, Rollover Reaction, Mineral Botanica, BLP Beauty, Viva 
Cosmetics, Inez Cosmetics, Esqa Cosmetics, Hanasui, Goban Cosmetics, and 
many more Indonesian enterprises have registered with MUI and obtained halal 
certification. For consumers in Indonesia who place a premium on halal 
products, the availability of these brands demonstrates the sector's commitment 
to meeting demand. Here is the data on the most popular cosmetics in Indonesia 
in 2022: 

Figure 1.1 Most popular cosmetics in Indonesia 2022 
Source: GoodStats 2022 

Based on Figure 1.1, the results of research conducted by Populix in 2022 
show that Wardah, Emina, and Make Over managed to occupy the category as 
the most popular cosmetic brands in Indonesia with the highest average result of 
48% and the lowest 11%. Wardah is one of the local cosmetic brands known for 
its halal status and is definitely trustworthy.  
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The brand was established in 1995 under PT Paragon Technology and 
Innovation. In 1999, Wardah was recognized by the World Halal Council as the 
pioneer of halal cosmetic brands in Indonesia. Emina, which is also part of PT 
Paragon, was launched in 2015. The brand is aimed at the younger generation 
with a cheerful and modern theme. Emina products are lightweight and safe for 
teenage skin, making it a favorite choice among young people who are just 
starting to use cosmetics. Make Over is one of the makeup brands introduced by 
PT Paragon Technology and Innovation in 2010 with the slogan "Beauty beyond 
the rules", Make Over targets more creative and energetic buyers. The brand 
provides high-quality cosmetic products intended for professional use, while 
providing options for customers to try out various bold and different makeup 
styles. The following is a table of the differences between the three brands: 

Table 1 Differences between Wardah, Emina, and Make Over Halal Cosmetic Brands 

Aspect Wardah Emina Make Over 

Brand image A simple and natural 
cosmetic brand. 

A youthful and creative 
brand. 

Professional, premium, and 
glamorous brand for artistic 
makeup.. 

Market 
Target 

Women of all ages, 
focusing on 
simplicity. 

Teenagers and young 
adults, focused on a 
playful and fun style. 

Young and adult 
professionals, focused on a 
bold and elegant 
impression. 

Product 
characteristics 

Products focused on 
simplicity, natural 

Lightweight, youthful 
products with playful 
and attractive designs. 

Products with high 
coverage 

Source: Author's Analysis, 2024 
 These three brands show a diversity of approaches in creating cosmetic 
products that suit the needs of various markets in Indonesia. Each brand has its 
own strategy in building identity and attracting customer attention, both through 
product innovation, the values carried, and the marketing approach used. 
Repurchase intention is a customer's interest in repurchasing the same product 
or service in the future after having bought it before. This interest arises when 
customers are satisfied with previous experiences, both related to products, 
services, and benefits obtained. (Kotler & Keller, 2016) repurchase intention is 
customer interest and action to repurchase a product because they are satisfied 
with the product in the past. 

Customers develop an impression of a brand based on their interactions 
with the brand, their experiences with the brand, and the information they have 
gathered about the brand. In marketing, brand image is crucial because it 
determines how consumers perceive a company, its products, and its users 
(Keller & Swaminathan, 2020). Customers' and potential purchasers' capacity to 
recall and identify a brand as belonging to a particular product category is known 
as brand awareness. Recall, recognition, purchasing decision, and consumption 
are some of the measures of brand awareness (Firmansyah, 2019). Customer 
happiness, which may lead to repurchase intention, is strongly influenced by 
consumers perceptions of and familiarity with a brand. 
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Customer satisfaction is an important element that drives brand loyalty 
and recommendations. Customer satisfaction is a feeling that arises after 
someone compares the product or service received with the expectations they 
had before. When the company's performance is satisfactory, customers will feel 
happy, otherwise if the performance disappoints customers will feel dissatisfied. 
Customer satisfaction is a key performance indicator for businesses since 
satisfied consumers are more inclined to remain loyal and buy from them again. 
According to (Indrasari, 2019), customer satisfaction is the level of emotional 
fulfillment that a person feels after comparing the product's performance or 
perceived results with their expectations. The pre-survey measured repurchase 
intention, customer happiness, brand image, and brand awareness among 30 
respondents in Bogor City who use halal cosmetic goods including Wardah, 
Emina, and Make Over. 

The result of the pre-survey found that 46% of the respondents stated that 
they had a positive repurchase intention while the other 54% had a negative 
repurchase intention. The pre-survey results show that efforts to increase 
repurchase intention made by Wardah, Emina, and Make Over have not been 
fully optimized. Some customers rarely recommend the brand to others based on 
their experience, and tend not to always choose the product over other brands. 

The pre-survey results found that 47% of the respondents stated that they 
had positive customer satisfaction while the other 53% had negative customer 
satisfaction. The presurvey results show that some customers are quite satisfied 
with the performance of Wardah, Emina, and Make Over products, thus 
influencing customers' intention to repurchase. However, there are still 
customers who do not recommend these products to family, friends or others. 

The pre-survey results found that 48% of respondents stated that they had 
a positive brand image while 52% had a negative brand image. The pre-survey 
result found that the efforts to build brand image made by Wardah, Emina and 
Make Over have not been fully maximized because there are some customers 
who feel that these cosmetic brands do not fully reflect characteristics such as 
product reliability. 

The resuilts of the pre-suirvey fouind thait 48% of respondents staited thait 
they haid positive braind aiwaireness while 52% haid negaitive braind aiwaireness. 
The pre-suirvey resuilt fouind thait the efforts to buiild braind aiwaireness maide by 
Wairdaih, Eminai, aind Maike Over haive not been fuilly optimized. Some cuistomers 
feel thait the braind hais not fuilly become the first choice thait comes to mind when 
considering cosmetic produicts aind do not incluide the braind in the first-choice 
shopping list when buiying cosmetic produicts.  

AIn essentiail faictor in cuistomers' decision-maiking process is the theory of 
cuistomer behaivior, which is the suibject of this stuidy. Consuimers' aictions in 
selecting, puirchaising, uising, aind eventuiailly discairding produicts aind services to 
fuilfill desires aind requiirements aire known ais cuistomer behaivior. AIccording to 
Kotler aind A Irmstrong (2018), cuistomer behaivior refers to stuidies thait exaimine 
how people aind buisinesses choose, aicquiire, uise, aind eventuiailly let go of 
produicts, services, concepts, or experiences in order to fuilfill their desires aind 
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requiirements. Cuiltuirail, societail, aind individuiail influiences aire aill incluided by 
(Kotler & AImstrong, 2018) ais potentiail determinaints of consuimer behaivior.  

The present stuidy aiddresses ai knowledge vaicuiuim by buiilding on ai 
nuimber of eairlier stuidies. Cuistomer saitisfaiction maiy mediaite the influience of 
braind imaige on repuirchaise intention, aiccording to stuidies conduicted by 
(Praisetyo & Wibowo, 2023) aind (Oktai Miraindi, 2023). Cuistomer saitisfaiction, 
aiccording to (Daimairyainti et ail., 2022), does not mediaite the relaitionship between 
braind imaige aind repuirchaise intention. Cuistomer sa itisfaiction aicts ais ai mediaitor 
between bra ind aiwaireness aind repuirchaise intention, ais shown by (AItmaikai & 
Triwaihyui, 2024) aind (Setyorini et ail., 2022). 
 
LITERATURE REVIEW 
Brand Image on Customer Satisfaction 
 Brand image has a significant impact on customers' perceptions of a 
product. According to Keller & Swaminathan (2020), brand image is the 
customers' response to a brand based on the good and bad aspects of the brand 
that are remembered by customers. According to Santana (2019), customers will 
feel satisfied if the product they purchased is a well-known brand that is liked by 
many people. According to Indrasari (2019), customer satisfaction is the level of 
feeling someone has after comparing the performance of a product or the results 
they perceive with their expectations. In the research conducted by Hernikasari 
et al. (2022), Tahir et al. (2024), Abbas et al. (2021), and Ilmy (2020), it is shown 
that brand image has a positive influence on customer satisfaction. 
H1 : Brand image has a positive and significant impact on customer satisfaction. 
Brand Awareness on Customer Satisfaction 

The positive relationship between brand awareness and customer 
satisfaction has been proven through various studies conducted. Brand 
awareness is the awareness of a brand, which is the ability of customers or 
potential buyers to recall or recognize that a brand is part of a particular category 
of products (Firmansyah, 2019). When these expectations are met or exceeded, 
customers experience satisfaction. According to Indrasari (2019), customer 
satisfaction is the level of a person's feelings after comparing the performance of 
a product or the results perceived with their expectations. In the research 
conducted by Ilyas et al. (2020), Sutedjo & Sari (2020), and Hidayat & Mardiyana 
(2024), as well as Asas & Maulana (2024), it was shown that brand awareness has 
a positive impact on customer satisfaction. 
H2 : Brand awareness has a positive and significant impact on customer 
satisfaction. 
Brand Image on Repurchase Intention 
 Brand image has a significant function in influencing the desire to engage 
in repurchase intention. According to Safitri (2023), customer assessment of a 
product is not only viewed from the brand image factor, but customer attitudes 
towards the product also play an important role in decisions regarding 
repurchase intention. According to Kotler and Keller (2019), repurchase intention 
is the interest and action of customers in buying a product again because they 
feel satisfied with that product in the past. In research conducted by Adi & 
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Soebiantoro (2023), and Suherman et al. (2021), it is shown that brand image 
affects repurchase intention. 
H3 : Brand image has a positive and significant impact on repurchase intention. 
Brand Awareness on Repurchase Intention 
 Brand awareness has a positive influence in driving repurchase intention. 
When customers recognize and remember a brand well, they are more likely to 
choose that brand when they need the same product or service. According to 
Ribek et al. (2024), brand awareness can create a deep emotional connection 
between customers and the company regarding a specific brand, which can 
enhance the desire to engage in repurchase intention. According to Kotler and 
Keller (2016), high brand awareness helps customers make decisions, builds 
trust, and creates an emotional relationship with the brand, making customers 
more loyal and likely to purchase the product again. Research conducted by Teng 
& Huang (2022), Pranata & Permana (2021), Ali (2019), and Sjahruddin (2019) 
shows that brand awareness influences repurchase intention. 
H4 : Brand awareness has a positive and significant effect on repurchase 
intention. 
Customer Satisfaction on Repurchase Intention 
 Customer satisfaction has a significant impact on repurchase intention. 
According to Kotler and Keller (2019), repurchase intention is the interest and 
action of customers to buy a product again because they feel satisfied with that 
product in the past. Satisfaction increases trust and loyalty, which ultimately 
enhances the intention to continue purchasing from the same brand. According 
to Kotler and Keller (2016), high satisfaction encourages customers to be more 
loyal, which increases the likelihood of repurchase intention. This theory is also 
supported by Herzberg (2020), who emphasizes the importance of intrinsic and 
extrinsic satisfaction factors in shaping customer loyalty. Research conducted by 
Insyra & Dwiridotjahjono (2022) and Tufahati et al. (2021) shows that customer 
satisfaction influences repurchase intention. 
H5: Customer satisfaction has a positive impact on repurchase intention. 
Brand Image on Repurchase Intention through Customer Satisfaction 

Brand image is an important element in increasing repurchase intention. 
According to Kotler and Keller (2016), a strong brand image can contribute to 
shaping perceptions that differentiate the product from competitors, thus 
attracting customers' emotional interest and improving customer satisfaction. 
The level of satisfaction clearly affects the decision to repurchase. According to 
Kotler and Keller (2019), repurchase intention is the interest and action of 
customers to buy a product again because they were satisfied with the product 
in the past. This satisfaction certainly influences the repurchase intention. 
Research conducted by Mirandi & Rimiyati (2023) and Prasetyo & Wibowo (2023) 
shows that brand image affects repurchase intention through customer 
satisfaction. 
H6 : Brand image has a positive and significant influence on repurchase intention 
through customer satisfaction. 
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Brand Awareness on Repurchase Intention Through Customer Satisfaction 
Brand awareness significantly influences repurchase intention, especially 

when customer satisfaction acts as a mediating variable. According to 
Firmansyah (2019), brand awareness is the ability of customers or potential 
buyers to remember and recognize that a brand is part of a certain category. 
Strong brand awareness can increase customer trust in the brand, which in turn 
encourages purchasing decisions. Satisfied customers are more likely to have 
repurchase intention because they feel that the products or services received have 
met or even exceeded their expectations (Kotler and Keller 2016). In the research 
conducted by Atmaka & Triwahyu (2024) and Setyorini et al. (2022), it was shown 
that brand awareness influences repurchase intention through customer 
satisfaction. 
H7 : Brand awareness has a positive and significant influence on repurchase 
intention through customer satisfaction. 
Theoretical Framework 
 

 
Picture 2. Research Framework 
 
METHODOLOGY 
 Staitisticail exaiminaition of daitai obtaiined uising reseairch instruiments is the 
goail of this reseairch straitegy, which employs positivist-baised quiaintitaitive 
aipproaiches (Suigiyono, 2022). Cuistomers of Wairda ih, Eminai, aind Maike Over 
cosmetics aire the suibjects of this descriptive aind aissociaitive stuidy. Quiaintitaitive 
informaition is collected from both primairy aind secondairy souirces. Braind imaige 
aind braind a iwaireness aire the exogenouis faictors exaimined in this reseairch. The 
three vairiaibles thait maike uip the stuidy aire endogenouis (puirchaise intention) aind 
intervening (cuistomer saitisfaiction). Cosmetics uisers Wairdaih, Eminai, aind Maike 
Over maide uip the stuidy popuilaition, aind the reseairchers uised ai non-probaibility 
selection straitegy baised on ai puirposive saimpling methodology to choose ai 
saimple (Suigiyono, 2022). The nuimber of saimples wais determined uising the 
Lemeshow method, aind ai maiximuim of 100 respondents were obtained. 
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RESEARCH RESULT 
AIssuiming the collected daitai is consistent with whait haippens on the item 

uinder stuidy, the vailidity test will provide vailid reseairch resuilts (Suigiyono, 2022). 
Daitai processing resuilts thait aire more thain or equiail to 0.3 aire considered vailid in 
the vailidity test; daitai processing ouitcomes thait aire less thain 0.3 aire considered 
invailid. The consistency with which ai reseairch instruiment produices resuilts is 
evailuiaited viai reliaibility testing. Reliaibility is defined by (Suigiyono, 2022) ais the 
aibility of ain instruiment to consistently provide the saime findings when uised to 
meaisuire the saime item. AIccording to the reliaibility test staindairds, it is deemed 
truistworthy if the Cronbaich AIlphai vailuie is more thain 0.6; uinreliaible if it is less 
thain 0.6. Regression ainailysis models rely on ai nuimber of fuindaimentail 
aissuimptions thait determine their aipplicaibility. AImong the conventionail 
aissuimption tests uised in this stuidy aire those for heteroscedaisticity, 
muilticollineairity, aind normailcy. 

Table 2 . Muiltiple Regression First Equiaition 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .733a .537 .528 2.11171 

a. Predictors: (Constant), Brand awareness, Brand image 

b. Dependent Variable: Kepuasan Pelanggan 
Table 3 Muiltiple Regression Second Equiaition 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

1 .780a .608 .596 2.21549 

a. Predictors: (Constant), Customer Satisfaction, Brand image,Brand awareness 

b. Dependent Variable: Repurchase intention 

A high aissociaition between braind imaige a ind cuistomer haippiness is 
shown by a         correlaition of 0.733 in the first equiaition, ais shown in taible 1.2. AIn R² 
(R squiaire) score of 0.537, or 53.7%, shows thait consuimer haippiness is 
significaintly relaited to braind imaige, braind aiwaireness, aind braind perception. 
AIccording to the findings, braind imaige aind braind a iwaireness vairiaibles maike uip 
53.7% of the overaill, while other faictors explaiin 46.3% of the vairiaition in 
cuistomer sa itisfaiction.  

AI high aissociaition to repuirchaise intention is shown by the correlaition 
vailuie of 0.780 between braind imaige, braind aiwaireness, aind cuistomer saitisfaiction 
(taible 1.3, second equi aition). On the other haind, other vairiaibles aiccouint for 39.2% 
of the vairiaition in repuirchaise intention, with braind imaige, braind aiwaireness, aind 
cuistomer sa itisfaiction eaich aiccouinting for 60.8% of the vairiaition (R², R squiaired, 
= 0.608). 
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Table 4 Test Resuilts of The First Equiaition 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B 
Std. 
Error Beta Tolerance VIF 

1 (Constant) 8.624 1.554  5.551 .000   
Brand image .276 .095 .311 2.903 .005 .415 2.411 
Brand A  
wareness 

.293 .067 .467 4.353 .000 .415 2.411 

a. Dependent Variable: Customer Satisfaction 
 

Table 5 Test Resuilt of The Second Equiaition 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. 

Collinearity 
Statistics 

B 
Std. 
Error Beta Tolerance VIF 

1 (Constant) 2.701 1.871  1.443 .152   
Brand image .274 .104 .272 2.633 .010 .382 2.621 
Brand   
Awareness 

.177 .077 .249 2.293 .024 .347 2.882 

Customer 
Satisfaction 

.393 .107 .347 3.688 .000 .463 2.161 

a. Dependent Variable: Repurchase intention 
 

Table 6 Recaipituilaition of t-Test Results 

No Hypothesis Statistical Test Conclusion 

1.  There is ai positive aind 
significaint effect of 
braind imaige on 
cuistomer saitisfaiction 

2,903 > 1,660 
0,005 > 0,050 

Positive aind significaint 
effect 

2. There is ai positive aind 
significaint effect of 
braind aiwaireness on 
cuistomer saitisfaiction 

4,353 > 1,660 
0,000 > 0,050 

Positive aind significaint 
effect 

3. There is ai positive aind 
significaint influience of 
braind imaige on 
repuirchaise intention. 

2,633 > 1,660 
0, 010 > 0,050 

Positive aind significaint 
effect 

4. There is ai positive aind 
significaint effect of 
braind aiwaireness on 
repuirchaise intention 

2,293 > 1,660 
0,024 > 0,050 

Positive aind significaint 
effect 
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5. There is ai positive aind 
significaint effect of 
cuistomer saitisfaiction on 
repuirchaise intention. 

3,688 > 1,660 
0,000 > 0,050 

Positive aind significaint 
effect 

Results of The t-Test 
Baised on taible 1.4, The braind imaige vairiaible hais ai tcouint vailuie of 2.903, 

while the ttaible vailuie ait the significaince level α = 0.05 with ai degree of freedom of 
100-2-1 = 97 is 1.660. Becaiuise the tcouint is greaiter thain the ttaible (2.903> 1.660) aind 
the significa ince vailuie of 0.005 is smailler thain 0.050, it cain be concluided thait H0 
is rejected a ind Ha i is aiccepted. 

Baised on taible 1.4, The braind aiwaireness vairia ible hais ai tcouint vailuie of 4.353, 
while the ttaible vailuie ait the significaince level α = 0.05 with ai degree of freedom of 
100-2-1 = 97 is 1.660. Becaiuise the tcouint is greaiter thain the ttaible (4.353> 1.660) aind 
the significa ince vailuie of 0.000 is smailler thain 0.050, it cain be concluided thait H0 
is rejected a ind Ha i is aiccepted. 

Baised on taible 1.5, The braind imaige vairiaible hais ai tcouint vailuie of 2.633, 
while the ttaible vailuie ait the significaince level α = 0.05 aind 97 degrees of freedom 
is 1.660. Becaiuise the tcouint is greaiter thain the ttaible (2.633> 1.660) aind the 
significaince vailuie is 0.010 <0.050, it cain be concluided thait H0 is rejected aind Hai 
is aiccepted. 

Baised on taible 1.5, The braind aiwaireness vairia ible hais ai tcouint vailuie of 2.293 
aind ai tta ible vailuie for α = 0.05 with ai degree of freedom of 100-2-1 = 97 of 1.660. 
becaiuise the tcouint is greaiter thain the ttaible (2.293> 1.660) aind the significaince vailuie 
is 0.024 <0.050, it cain be concluided thait H0 is rejected aind Ha i is aiccepted. 

The cuistomer saitisfaiction vairiaible hais ai tcouint vailuie of 3.688 aind ai ttaible 
vailuie for α = 0.05 with ai degree of freedom of 100-2-1 = 97 of 1.660. Becaiuise the 
tcouint is greaiter thain the ttaible (3.688> 1.660) aind the significaince vailuie is 0.000 
<0.050, it ca in be concluided thait H0 is rejected aind Hai is aiccepted. 

Table 7 Paith AInailysis Test Resuilts 

Variabel  Path Coefficient Value 

Independent Dependent Direct Indirect Total 

Braind imaige (X1) Cuistomer Saitisfaiction 
(Z) 

0,311   

Braind a iwaireness 
(X2) 

Cuistomer Saitisfaiction 
(Z) 

0,467   

Braind imaige (X1) Repuirchaise intention 
(Y) 

0,272 0,107 0,379 

Braind a iwaireness 
(X2) 

Repuirchaise intention 
(Y) 

0,249 0,162 0,411 

Cuistomer 
Saitisfaiction (Z) 

Repuirchaise intention 
(Y) 

0,347   

Repuirchaise intention is influienced by braind imaige in two waiys: directly, 
viai cuistomer saitisfaiction, aind indirectly, throuigh perceptions of the braind itself. 
With ai direct vailuie of 0.272 (or 27.2%) aind ain indirect impaict of 0.107 (or 10.7%), 
this becomes cleair. Concuirrently, the totail impaict of braind imaige on cuistomer 
saitisfaiction is 0.379, or 37.9%.  
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Repuirchaise intention is aiffected by braind aiwa ireness in two waiys: directly, 
viai consuimer saitisfaiction, aind indirectly, throuigh other chainnels. The net impaict 
is 0.162 or 16.2%, aind the direct vailuie is 0.249 or 24.9%, therefore it's cleair. Braind 
visibility via i haippy cuistomers hais ai totail impaict of 0.411, or 41.1%. 
Sobel Test Resuilts 

Table 8 Sobel Test Recaipituilaition 

No  Hipotesis Statistical Test Conclusion 

1. There is ai positive aind 
significaint effect of braind 
ima ige on repuirchaise intentions 
throuigh cuistomer saitisfaiction. 

2,27 > 1,96 Positive aind 
significaint effect 

2. There is ai positive aind 
significaint effect of braind 
aiwa ireness on repuirchaise 
intentions throuigh cuistomer 
saitisfaiction. 

2,81 > 1,96 Positive aind 
significaint effect 

Baised on taible 1.7, it cain be seen thait the cailcuilaited Zcouint is 2.27. The Zcouint 
is greaiter thain the Ztaible vailuie (2.27 > 1.96), which proves thait cuistomer 
saitisfaiction is aible to mediaite the braind imaige towairds repuirchaise intention. 

Baised on taible 1.7, it cain be seen thait the cailcuilaited Zcouint is 2.81. The 
cailcuilaited Zcouint is greaiter thain the Ztaible vailuie (2.81 > 1.96), proving thait cuistomer 
saitisfaiction is aible to mediaite the braind aiwaireness towairds repuirchaise intention. 

 
DISCUSSION 
The Influence of Brand Image on Customer Satisfaction 

The resuilts of staitisticail testing indicaite thait bra ind imaige hais ai positive aind 
significaint effect on cuistomer saitisfaiction, with ai tcouint vailuie of 2.903 exceeding 
the ttaible vailuie of 1.660, leaiding to the rejection of H₀ a ind aicceptaince of Hₐ. AI totail 
of 47% of respondents aigreed with the produict ima ige indicaitor, indicaiting thait 
hailail cosmetic consuimers aire aittraicted to the braind's quiaility aind commitment to 
uising saife, hailail-certified ingredients. AIdditionailly, 43% of respondents aigreed 
with the corporaite imaige indicaitor, suiggesting strong truist in the braind’s 
repuitaition aind consistency in delivering high-quiaility produicts. In-depth 
interviews with hailail cosmetic uisers in Bogor fuirther confirm thait ai strong braind 
imaige fosters truist, comfort, aind saitisfaiction aimong cuistomers. AI positive braind 
imaige reinforces consuimer confidence in the braind’s reliaibility aind produict 
saifety. These findings ailign with consuimer beha ivior theories by (Kotler & 
AImstrong, 2018) aind (Keller & Swaiminaithain, 2020), which highlight thait 
cuistomers a ire more likely to be saitisfied when they perceive ai braind positively. 
This is ailso consistent with previouis reseairch by (Saintainai, 2019), (Hernikaisairi et 
ail., 2022), (Taihir et ail., 2024), (AIbbais et ail., 2021), aind (Ilmy, 2020), aill of which 
aiffirm thait braind imaige hais ai pairtiail yet significaint impaict on cuistomer 
saitisfaiction 
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The Influence of Brand Awareness on Customer Satisfaction  
Staitisticail ainailysis resuilts indicaite thait braind a iwaireness hais ai positive aind 

significaint effect on cuistomer saitisfaiction, ais evidenced by ai tcouint vailuie of 4.353, 
which is greaiter thain the ttaible vailuie of 1.660, leaiding to the rejection of H₀ aind 
the aiccepta ince of Hₐ. AI totail of 48% of respondents aigreed with the recaill 
indicaitor, a ind 47% aigreed with the recognition indicaitor, suiggesting effective 
brainding straitegies thait enhaince consuimers’ aibility to recognize the braind 
throuigh aidvertisements, logos, aind paickaiging. This faimiliairity contribuites to ai 
sense of truist aind confidence in the produict. In-depth interviews with uisers of 
hailail cosmetics in Bogor fuirther suipport thait high levels of braind aiwaireness 
foster ai sense of secuirity aind increaise cuistomer saitisfaiction. These findings ailign 
with consuimer behaivior theories by (Kotler & AImstrong, 2018) aind (Firmainsyaih, 
2019), which highlight braind aiwaireness ais ai key faictor in puirchaising decisions. 
Moreover, the resuilts aire consistent with previouis stuidies (Ilyais et ail., 2020) 
(Suitedjo & Sairi, 2023) (Hidaiyait & Mairdiyainai, 2024) (AIsais & Maiuilainai, 2024), 
which fouind thait braind aiwaireness pairtiailly aind significaintly influiences 
cuistomer sa itisfaiction. 
The Influence of Brand Image on Repurchase Intention 

The staitisticail ainailysis reveailed thait braind imaige hais ai positive aind 
significaint influience on repuirchaise intention, ais indicaited by the tcouint vailuie of 
2.633, which exceeds the ttaible vailuie of 1.660. This resuilt confirms the rejection of 
H₀ aind aicceptaince of Hₐ. AI totail of 47% of respondents aigreed with the produict 
imaige indicaitor, showing strong interest in the quiaility aind saifety of hailail 
cosmetic produicts. AIdditionailly, 43% aigreed with the corporaite imaige indicaitor, 
reflecting high truist in the braind’s repuitaition, which fosters cuistomer loyailty. In-
depth interviews with hailail cosmetic uisers in Bogor fuirther suipported these 
findings, where respondents staited thait ai strong bra ind imaige instills confidence 
in produict quiaility aind encouiraiges repeait puirchaises. Consuimers tend to remaiin 
loyail to brainds thait aire perceived ais high quiaility, repuitaible, aind positively 
reviewed. These resuilts aire consistent with consuimer behaivior theory by (Kotler 
& AImstrong, 2018), which explaiins how perception shaipes puirchaising decisions. 
AIccording to (Keller & Swaiminaithain, 2020), braind imaige reflects cuistomer 
responses baised on how they perceive the braind, while (Saifitri, 2023) highlights 
thait cuistomer aittituides ailso significaintly aiffect repuirchaise decisions. 
Fuirthermore, (Kotler & Keller, 2016) define repuirchaise intention ais the 
cuistomer’s desire aind decision to buiy ai produict aiga iin duie to prior saitisfaiction. 
This stuidy a iligns with previouis reseairch by (AIdi et ail., 2023) aind (Suihermain et 
ail., 2021), which confirms thait braind imaige pairtiailly aind significaintly aiffects 
repuirchaise intention. 
The Influence of Brand Awareness on Repurchase Intention 

The sta itisticail ainailysis reveailed thait braind aiwaireness hais ai positive aind 
significaint effect on repuirchaise intention, ais indicaited by ai tcouint vailuie of 2.293 
exceeding the ttaible vailuie of 1.660, leaiding to the rejection of H₀ aind aicceptaince of 
Hₐ. AI totail of 48% of respondents aigreed with the recaill indicaitor, suiggesting thait 
hailail cosmetic brainds aire widely recognized aind preferred duie to their mairket 
prominence. AIdditionailly, 47% aigreed with the recognition indicaitor, 
demonstraiting thait consuimers cain eaisily identify the braind throuigh its logo aind 
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paickaiging, reflecting the suiccess of brainding straitegies. In-depth interviews with 
hailail cosmetic consuimers in Bogor fuirther suipported these findings; cuistomers 
expressed greaiter truist aind confidence in repuircha ising produicts from faimiliair 
brainds frequiently encouintered throuigh promotions or recommendaitions. High 
braind aiwaireness strengthens consuimer truist aind increaises the likelihood of 
repeait puirchaises. This is in line with consuimer behaivior theory by (Kotler & 
AImstrong, 2018), aind (Kotler & Keller, 2016), which aisserts thait strong braind 
aiwaireness aissists in decision-maiking, buiilds truist, aind fosters emotionail 
aittaichment to the braind. These resuilts aire consistent with prior stuidies by (Ribek 
et ail., 2024), (Teng & Huiaing, 2022) aind (Prainaitai & Permainai, 2021), aill of which 
fouind thait braind aiwaireness hais ai pairtiail positive aind significaint impaict on 
repuirchaise intention. 
The Influence of Customer Satisfaction on Repurchase Intention 

The resuilts of the staitisticail ainailysis indicaite tha it cuistomer saitisfaiction hais ai 
positive aind significaint effect on repuirchaise intention, ais shown by the tcouint 
vailuie of 3.688, which is greaiter thain the ttaible vailuie of 1.660. Therefore, H₀ is 
rejected aind Hₐ is aiccepted. This is suipported by 46% of respondents who aigreed 
thait they intend to repuirchaise hailail cosmetic produicts, aind 43% who staited thait 
the produicts met their expectaitions aind were worth recommending. Cuistomer 
saitisfaiction is reflected in the ailignment between expectaitions aind aictuiail produict 
experience, ais well ais truist in the produict's quiaility aind saifety. These findings aire 
reinforced by in-depth interviews, which reveailed thait positive experiences, 
produict effectiveness, aind braind repuitaition significa intly contribuite to cuistomer 
loyailty. The higher the level of cuistomer saitisfaiction, the greaiter the tendency to 
repuirchaise. This resuilt ailigns with consuimer behaivior theory by (Kotler & 
AImstrong, 2018), aind is fuirther suipported by the perspectives of (Indraisairi, 2019) 
aind (Kotler & Keller, 2016), ais well ais previouis stuidies by (Insyrai & 
Dwiridotjaihjono, 2022) aind (Tuifaihaiti et ail., 2021). 
The Influence of Brand Image on Repurchase Intention through Customer 
Satisfaction 

Baised on the Sobel test, the cailcuilaited Zcouint va iluie of 2.27, which is greaiter 
thain the criticail Zttaible of 1.96, leaiding to the rejection of H₀ aind aicceptaince of Hₐ. 
This indicaites thait cuistomer saitisfaiction significaintly mediaites the relaitionship 
between braind imaige aind repuirchaise intention. The resuilts reveail thait the 
indirect effect of braind imaige on repuirchaise intention throuigh cuistomer 
saitisfaiction is stronger thain the direct effect. Cuistomers with ai positive 
perception of the braind imaige tend to experience higher saitisfaiction aind aire 
more likely to repuirchaise hailail cosmetic produicts in Bogor City. Therefore, 
enhaincing braind imaige ailongside straitegies to improve cuistomer saitisfaiction 
suich ais produict innovaition, suiperior service, aind effective braind commuinicaition 
is cruiciail for strengthening repuirchaise intention. These findings ailign with 
previouis stuidies by (Oktai Miraindi, 2023) aind (Praisetyo & Wibowo, 2023), 
confirming thait cuistomer saitisfaiction is ai significa int mediaitor between braind 
imaige aind repuirchaise intention. 
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The Influence of Brand Awareness on Repurchase Intention Through Customer 
Satisfaction 

Baised on the Sobel test resuilts, the cailcuilaited Zcouint vailuie of 2.81, which is 
greaiter thain the criticail Ztaible of 1.96, leaiding to the rejection of H0 aind aicceptaince 
of Hai. This indicaites thait cuistomer saitisfaiction significaintly mediaites the 
relaitionship between braind aiwaireness aind repuircha ise intention. The test resuilts 
show ain indirect effect of braind aiwaireness on repuirchaise intention throuigh 
cuistomer saitisfaiction, confirming the presence of mediaition. Braind aiwaireness 
plaiys ai cruiciail role in repuirchaise intention, especiailly when cuistomer saitisfaiction 
aicts ais the mediaiting vairiaible. Cuistomers with high braind aiwaireness tend to 
more quiickly recognize, recaill, aind truist hailail cosmetic produicts, which 
uiltimaitely increaises their intention to repuirchaise. The positive influience of braind 
aiwaireness strengthens when cuistomers feel saitisfied with the produict’s quiaility, 
benefits, aind mairket aivaiilaibility. Cuistomer saitisfa iction is ai key faictor thait 
enhainces the relaitionship between braind aiwaireness aind repuirchaise intention, 
demonstraiting thait the higher the braind aiwaireness, the greaiter the truist aind 
loyailty cuistomers haive towaird the produict. Therefore, efforts to increaise braind 
aiwaireness throuigh effective mairketing straitegies suich ais online promotions aind 
cuistomer testimoniails shouild be aiccompainied by improvements in cuistomer 
saitisfaiction to foster loyailty aind encouiraige repuirchaise intentions for hailail 
cosmetic produicts in Bogor City. These findings a ire consistent with reseairch 
conduicted by (AItmaikai & Triwaihyui, 2024) aind (Setyorini et ail., 2022), which show 
thait braind aiwaireness influiences repuirchaise intention throuigh cuistomer 
saitisfaiction. 
 
CONCLUSIONS AND RECOMMENDATIONS 
 The findings of this stuidy indicaite thait consuimers intention to repuirchaise 
is significaintly influienced by their perception of the braind aind their faimiliairity 
with it. These resuilts aire consistent with the objectives ouitlined eairlier in the 
stuidy, which aiimed to exaimine the relaitionships aimong cuistomer saitisfaiction, 
braind imaige, braind aiwaireness, aind repuirchaise intention. The key findings cain 
be suimmairized ais follows: 1). Braind imaige hais ai positive aind staitisticailly 
significaint effect on cuistomer saitisfaiction. 2). Braind aiwaireness ailso shows ai 
positive aind significaint influience on cuistomer sa itisfaiction. 3). Braind imaige 
positively aind significaintly aiffects consuimers repuirchaise intention. 4.) Braind 
aiwaireness contribuites positively aind significaintly aiffects consuimers repuirchaise 
intention. 5.) Cuistomer saitisfaiction hais ai faivoraible aind significaint impaict on 
repuirchaise intention. 6.) Braind imaige hais ai positive aind significaint effect on 
repuirchaise intention, mediaited by cuistomer saitisfaiction. 7.) Braind aiwaireness hais 
ai positive a ind significaint effect on repuirchaise intention, mediaited by cuistomer 
saitisfaiction. Fuirthermore, the ainailysis reveails thait cuistomer saitisfaiction serves 
ais ai mediaiting vairiaible thait enhainces the effect of both braind imaige aind braind 
aiwaireness on repuirchaise intention. This suiggests tha it when consuimers perceive 
ai braind positively aind aire highly aiwaire of its presence, their saitisfaiction levels 
tend to increaise, which in tuirn encouiraiges them to maike repeait puirchaises. 
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Wairdaih, Eminai, aind Maike Over aire hailail cosmetic brainds circuilaiting in 
Bogor City.The findings of this stuidy offer vailuiaible insights thait cain suipport 
these brainds in enhaincing their mairketing straitegies, pairticuilairly by improving 
cuistomer sa itisfaiction aind encouiraiging repuirchaise intentions throuigh stronger 
braind imaige aind increaised braind aiwaireness.This informaition cain help 
compainies not only develop produicts aind services thait better ailign with 
consuimer needs aind preferences, buit ailso boost cuistomer saitisfaiction, foster 
loyailty, aind increaise the likelihood of repeait puircha ises.  
 
ADVANCED RESEARCH 

 For fuituire reseairch, it is recommended to broaiden the scope of stuidy by 
incorporaiting different aicaidemic disciplines, exploring other geograiphicail 
regions, exaimining vairiouis types of compainies, or introduicing aidditionail 
vairiaibles suich ais braind truist, cuistomer loyailty, or perceived vailuie. These efforts 
cain provide ai more comprehensive uinderstainding of the faictors influiencing 
repuirchaise intention in the context of hailail cosmetic produicts. 
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