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PENGARUH KESADARAN MEREK DAN KEPERCAYAAN MEREK 

TERHADAP LOYALITAS KONSUMEN MELALUI PEMBELIAN 

ULANG (STUDI PADA KONSUMEN PRODUK MEREK WARDAH DI 

KOTA SEMARANG) 

ABSTRAKSI 

Permintaan terhadap produk kosmetik semakin meningkat seiring dengan 

perkembangan zaman. Permintaan terhadap produk kosmetik dan perawatan diri 

tidak hanya berasal dari kaum wanita namun telah merambah ke segmen pria dan 

anak-anak. Peningkatan permintaan tersebut diikuti dengan munculnya merek-

merek kosmetik yang menawarkan keunikan masing-masing yang menimbulkan 

persaingan dalam industri kosmetik semakin ketat. Wardah sebagai salah satu 

merek kosmetik lokal yang dikenal sebagai pelopor kosmetik halal perlu 

menciptakan dan memelihara loyalitas konsumen agar dapat memenangkan 

persaingan. Namun berdasarakan data Top Brand Index Wardah Fase 1 

menunjukkan rendahnya commitment share dan ulasan konsumen pada platform 

Reviews.femaledaily.com mengindikasikan bahwa loyalitas konsumen kosmetik 

Wardah masih rendah. 

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh kesadaran merek dan 

kepercayaan merek terhadap loyalitas konsumen melalui pembelian ulang 

konsumen produk merek Wardah di Kota Semarang. Penelitian ini termasuk tipe 

explanatory research, menggunakan teknik pengambilan sampel non probability 

sampling dengan metode purposive sampling. Data diperoleh melalui penyebaran 

kuesioner kepada 100 responden pengguna produk merek Wardah di Kota 

Semarang. Penelitian ini menggunakan analisis kuantitatif dengan menggunakan 

uji validitas, uji reliabilitas, koefisien korelasi, koefisien determinasi, regresi linier 

sederhana dan regresi linier berganda, uji t, uji f, serta path analysis yang diolah 

menggunakan SPSS versi 26.0. 

Hasil penelitian menunjukkan variabel kesadaran merek tidak berpengaruh 

terhadap pembelian ulang, dan tidak memiliki pengaruh terhadap loyalitas 

konsumen melalui pembelian ulang. Namun variabel kepercayaan merek memiliki 

pengaruh terhadap pembelian ulang, dan berpengaruh pula terhadap loyalitas 

konsumen melalui pembelian ulang. Sedangkan pembelian ulang juga berpengaruh 

terhadap loyalitas konsumen. 

Kata Kunci: Kesadaran Merek, Kepercayaan Merek, Pembelian Ulang, Loyalitas 

Konsumen 
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THE EFFECT OF BRAND AWARENESS AND BRAND TRUST ON 

CONSUMER LOYALTY THROUGH REPURCHASE (STUDY ON 

CONSUMERS OF WARDAH BRAND PRODUCTS IN SEMARANG CITY) 

ABSTRACT 

The demand for cosmetic products is increasing along with the times. Demand for 

cosmetic and personal care products does not only come from women but has 

penetrated into the male and children segments. This demand increase was 

followed by the emergence of cosmetic brands that each offered their own 

uniqueness which resulted in increasingly fierce competition in the cosmetic 

industry. Wardah as one of the local cosmetic brands known as the pioneers of halal 

cosmetics needs to create and maintain consumer loyalty in order to win the 

competition. However, based on data from Wardah's Top Brand Index Phase 1, it 

shows low share commitment and consumer reviews on the 

Reviews.femaledaily.com platform, indicating that consumer loyalty to Wardah 

cosmetics is still low. 

The purpose of this study was to determine the effect of brand awareness and brand 

trust on consumer loyalty through consumers repurchasing Wardah brand products 

in the city of Semarang. This research is a type of explanatory research, using a 

non-probability sampling technique with a purposive sampling method. Data was 

obtained by distributing questionnaires to 100 respondents who use Wardah brand 

products in Semarang City. This study used quantitative analysis using validity test, 

reliability test, correlation coefficient, determination coefficient, simple linear 

regression and multiple linear regression, t test, f test, and path analysis which was 

processed using SPSS version 26.0. 

The results showed that the brand awareness variable had no effect on repeat 

purchases, and had no effect on consumer loyalty through repeat purchases. 

However, the brand trust variable has an influence on repeat purchases, and also 

influences consumer loyalty through repeat purchases. While repurchasing also 

affects consumer loyalty. 

Keywords: Brand Awareness, Brand Trust, Repurchase, Consumer Loyalty 
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