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Abstrak  

The increasingly fierce competition in the cosmetics industry requires companies to 
increase product excellence in order to compete. Wardah is a cosmetics that has the 
highest growth reaching 25%. This research uses quantitative research methods 
using a questionnaire. The population in this study is Wardah Lipstick consumers in 
Solo. Samples taken in this study were 96 respondents with non probability 
sampling techniques, namely accidental sampling. This study aims to determine the 
effect of halal labels, product quality, celebrity endorsers and reference groups on 
purchasing decisions Wardah Lipstick. The data analysis technique used in this 
study is multiple linear regression analysis techniques processed with SPSS 16 
applications. The results of this study are halal labels, product quality, celebrity 
endorsers and reference groups have a positive and significant effect on purchasing 
decisions Wardah Lipstick. 
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INTRODUCTION 

Modern era like today, competition in the business world is getting tougher. One of the 

drivers of the growth of the cosmetics industry market is the beauty trend that has led 

to various types of beauty products for consumers. The increasingly fierce competition 

in the cosmetics industry requires companies to increase product excellence in order to 

compete. With the increasing number of competitors, the more choices of products that 

consumers can choose according to their needs. These consequences require consumers 

to be more careful in choosing products on the market. 

Wardah is the cosmetics brand with the highest growth reaching 25% in 2018. This 

growth is higher than the growth of the cosmetics industry alone which moves around 

7% (marketeers.com). In Solo there are Wardah Distributor Centers that market 

products in the Solo, Boyolali, Sukoharjo, Karanganyar, Sragen, Salatiga, Klaten, 

Wonogiri and Pacitan areas. Wardah Market Development said that the largest Wardah 

Lipstick market share was in the Solo area by 40%, while in Boyolali 6%, Sukoharjo 

10%, Karanganyar 5%, Sragen 5%, Salatiga 10%, Klaten 8%, and the remaining 15% 

were divided in Wonogiri and Pacitan. In Solo, there is Wardah Beauty House which 

sells all kinds of Wardah products. 

An improved understanding of religion makes consumers have a high awareness in 

choosing beauty products. Especially for Muslim women who feel more confident if the 

cosmetic products already have halal certification. Cosmetics have a risk of use that 

needs to be considered given the chemical content contained in the product. As a 

guarantee of the quality of the products produced, Wardah received a CPKB (Good 

Cosmetics Manufacturing) certificate in 2006. 

Wardah first won the Top Brand Award in 2014 in the lipstick category. Based on data 

from the Top Brand Index from 2017 to 2019 Wardah lipstick category occupies the TOP 

title for three years in a row. Of course it is an achievement that is not easy to obtain 

given the number of similar cosmetic products sold in the market. Wardah Lipstick 

products in the TOP category signify that the products are popular with consumers, 

which shows the popularity of these products that support purchasing decisions. 

 

 



PRIMANOMICS : JURNAL EKONOMI DAN BISNIS - VOL. 18. NO. 2 (2020)  

Versi Online Tersedia di : https://jurnal.ubd.ac.id/index.php/ds 

| 1412-632X (Cetak) | 2614-6789 (Online) | 
 

 3 

LITERATURE REVIEW 

a. Halal Labe 

Utami (2013) argues that the halal label is the inclusion of written or halal 

statements on the packaging of a product to show that the product is a halal 

product. According to Utami (2013) there are 4 indicators of Halal Label namely 

Pictures, Writing, Combination of images and writing, and Sticking to the 

packaging. 

b. Product quality 

Product quality according to Kotler and Armstrong (2012) is a characteristic of a 

product or service that supports its ability to satisfy consumers. According to 

Tjiptono (1997), there are 6 dimensions of product quality that need attention: 

performance, features, reliability, durability, conformity to specifications, and 

aesthetics. 

c. Celebrity endorsers 

Whereas Shimp (2003) argues that celebrity endorsers are the use of artists as 

advertising stars in print, social media and television media. Royan (2004) said that 

there are 4 indicators of Celebrity endorsers with the VisCAP model, namely: 

Visibility, Credibility, Attraction, and Power. 

d. Reference Group 

The reference group according to Sumarwan (2011) is an individual or group that 

significantly influences a person's behavior. According to Jalasena (2013) the 

Reference Group can be measured by indicators namely reference group 

knowledge about the product, the credibility of the reference group, the experience 

of the reference group, the activeness of the reference group, and the attractiveness 

of the reference group. 

e. Buying decision 

Purchasing decision according to Kotler & Keller (2009) is a stage of consumers who 

already have a choice and are ready to make a purchase transaction or pay with 

ownership rights or use of an item or service. According to Kotler and Keller (2009) 

the stages of purchasing decision making consist of five stages namely problem 
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recognition, information search, alternative evaluation, purchasing decisions and 

post-purchase behavior. 

Hypothesis: 

H1: Halal label has a positive effect on the decision to purchase Wardah Lipstick in 

Solo. 

H2: Product Quality has a positive effect on the Purchasing Decision of Wardah 

Lipstick in Solo. 

H3: Celebrity Endorser has a positive influence on Wardah's Lipstick Purchasing 

Decision in Solo. 

H4: Reference group has positive influence on the decision to purchase Wardah 

Lipstick in Solo 

 

RESEARCH METHOD 

The type of data used in this study is quantitative data. This study takes Wardah 

Lipstick Consumer population in Solo. The sampling technique in this study with non 

probability sampling is accidental sampling. Data collection methods in this study used 

a questionnaire that was distributed to 96 respondents. The data analysis technique 

used in this study is multiple linear regression analysis processed with the application 

of SPSS 16. 

 

RESULTS 

a. Test Instrument 

The instrument test consists of validity and reliability tests. In the validity test, the 

multiple regression model is declared valid because it has a calculated r value 

greater than r table (0.1689). In the reliability test, the Cronbach alpha results show 

values above 0.60 so it is said to be reliable. 

b. Classic assumption test 

The classic assumption test consists of a normality test, a multicollinearity test and a 

heteroscedasticity test. In the normality test, the multiple regression model fulfills 

the normality assumption because the sig (2-tailed) value ≥ 0.05. In the 

multicollinearity test, the toll value> 0.10 and the VIF value of all variables <10. In 
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the heteroscedasticity test, a value of sig ≥ 0.05 so that no heteroscedasticity was 

declared. 

c. Multiple Regression Analysis 

Based on the calculation results obtained as follows: 

Y = -3,174 + 0,549 X1 + 0,159 X2 + 0,239 X3 + 0,330 X4 + e 

A constant of -3,174 means that if the purchasing decision level (Y) without the 

influence of the Halal Label, Product Quality, Celebrity Endorser and Reference 

Group variables will be negative or the purchase decision will decrease. The halal 

label regression coefficient is 0.549 which means that if every increase or increase in 

the halal label variable is positive, the purchasing decision will also increase by 

54.9%. Product quality regression coefficient of 0.159 which means that if each 

increase or increase in the product quality variable is positive, the purchasing 

decision also increased by 15.9%. Celebrity endorser regression coefficient of 0.239, 

which means that if every increase or increase in the Celebrity endorser variable is 

positive then the purchasing decision also increased by 23.9%. The reference group 

regression coefficient is 0.330 which means that if each increase or increase in the 

reference group variable is positive, the purchasing decision will also increase by 

33%. 

d. T test 

Based on the results of the t test it can be seen that the sig value of the halal label 

variable is 0,000, the quality of the product is 0.005, the celebrity endorser is 0.008 

and the reference group is 0,000, which is overall <0.05 so that it has an influence on 

the purchasing decision of wardah lipstick individually. 

e. Test R2 (coefficient of determination) 

Based on the calculation results, the detremination coefficient value of 0.856 means 

that the independent variables in the model (Halal Label, Product Quality, 

Celebrity Endorser, Reference Group) explain the variation of Wardah Lipstick 

Purchasing Decision in Solo by 85.6%. 
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DISCUSSION 

a. Effect of Halal Labels on Purchasing Decisions 

The results showed that the Halal Label had a positive and significant effect on 

Purchasing Decisions on Wardah Lipstick consumers in Solo. Based on these 

results, this study succeeded in proving the first hypothesis which states that Halal 

Label has a positive and significant effect on Purchasing Decisions. The existence of 

Halal Labels on products is very important considering the awareness of consumers 

who are more confident in using halal-certified products. The results of this study 

are in accordance with research conducted by Premi Wahyu Widyaningrum (2018). 

b. Effect of Product Quality on Purchasing Decisions. 

The results of this study indicate that Product Quality has a positive and significant 

effect on Purchasing Decisions on Wardah Lipstick consumers in Solo. Product 

Quality Variable has an individual role in supporting the improvement of Wardah 

Lipstick purchasing decisions in Solo. Based on these results, the results of this 

study prove the second hypothesis which states Product Quality has a positive and 

significant effect on Purchasing Decisions. The quality of lipstick products which 

includes comfortable and safe to use, the content that keeps the lips moist and 

makes bright lips influence consumers to use Wardah lipstick. The results of this 

study are consistent with research conducted by Ipa Audina Br Harahap and 

Wahyu Hidayat (2017) 

c. Effect of Celebrity Endorser on Purchasing Decisions 

The results of this study indicate that Celebrity Endorser has a positive and 

significant effect on purchasing decisions on Wardah Lipstick consumers in Solo. 

Based on these results, the results of this study prove the third hypothesis which 

states that Celebrity Endorser has a positive and significant effect on purchasing 

decisions. Famous celebrity endorsers have charisma, positive appeal and inspire 

someone to the product being promoted. The results of this study are in accordance 

with research conducted by Kadek Ayu Dwi Sudias Kumala Sukma (2018), 

d. Effect of Reference Groups on Purchasing Decisions. 

The results of this study indicate that the Reference Group has a positive and 

significant effect on Purchasing Decisions on Wardah Lipstick consumers in Solo. 
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Based on these results, the results of this study prove the fourth hypothesis which 

states the Reference Group has a positive and significant effect on Purchasing 

Decisions. Someone who will choose a product will ask for opinions from others 

who already have experience. The results of this study are consistent with research 

conducted by Riski Yuliana Pramudi (2015) 

 

CONCLUSIONS 

Based on the results of the halal label research, product quality, celebrity endorsers and 

reference groups have a positive and significant effect on purchasing decisions on 

Wardah Lipstick in Solo. Based on the conclusions and discussion obtained from the 

results of the study, the suggestions that can be recommended for the next research 

consideration is to be able to develop research using variables outside this research 

such as Halal Labels, Product Quality, Celebrity Endorsers and Reference Groups. In 

addition, further research can also develop research by taking populations in other 

regions. 
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