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 ABSTRACT  

  

Thi~s study ai~ms to analyze ~ the ~ e ~ffe ~ct of brand i~mage ~, halal 

labe ~l, and pri~ce~ on purchasi~ng de ~ci~si~ons of Wardah 
cosme ~ti~c products among fe ~male ~ stude ~nts of the~ 
Manage ~me ~nt Study Program at the~ Uni~ve ~rsi~ty of North 

Sumatra. The ~ re ~se ~arch use ~s a quanti~tati~ve ~ approach. The~ 
populati~on consi~sts of 395 fe ~male ~ stude ~nts from the ~ 2022–
2024 cohorts, wi~th a sample ~ of 80 re ~sponde ~nts se ~le~cte ~d 

usi~ng the ~ Slovi~n formula. Data we~re~ analyze ~d usi~ng 
multi~ple ~ li~ne ~ar re ~gre ~ssi~on wi~th SPSS Stati~sti~cs software ~. 
The~ re ~sults show that brand i~mage~ (X1) has a posi~ti~ve ~ but 

i~nsi~gni~fi~cant e ~ffe ~ct on purchasi~ng de~ci~si~ons (Y), as 
i~ndi~cate ~d by a si~gni~fi~cance ~ value ~ of 0.238 > 0.05 and a t-
value ~ of 1.190 < 1.991. The~ halal labe ~l (X2) has a posi~ti~ve~ 

and si~gni~fi~cant e~ffe ~ct on purchasi~ng de~ci~si~ons, wi~th a 
si~gni~fi~cance ~ value ~ of 0.000 < 0.05 and a t-value ~ of 5.124 > 
1.991. Pri~ce~ (X3) also has a posi~ti~ve ~ and si~gni~fi~cant e ~ffe ~ct on 

purchasi~ng de ~ci~si~ons, shown by a si~gni~fi~cance~ value ~ of 
0.000 < 0.05 and a t-value ~ of 3.326 > 1.991. Furthe~rmore~, the~ 
F-te ~st re ~sult shows a si~gni~fi~cance ~ value ~ of 0.000 < 0.05, 

i~ndi~cati~ng that brand i~mage ~, halal labe ~l, and pri~ce~ 
si~multane ~ously have ~ a posi~ti~ve ~ and si~gni~fi~cant e ~ffe~ct on 
purchasi~ng de ~ci~si~ons of Wardah cosme ~ti~c products. 
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I. INTRODUCTION 

Human ne~e~ds are ~ a state ~ of basi~c fulfi~llme~nt that i~s hi~ghly consci~ous and fe ~lt. 

Ne ~e~ds are~ a fe ~e ~li~ng of lack and sati~sfacti~on base ~d on ce~rtai~n cri~te~ri~a (Masruroh, 
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2021). Wome ~n, i~n parti~cular, are ~ a hi~ghly pote ~nti~al marke~t se ~gme~nt, wi~th a vari~e~ty 

of ne ~e ~ds, one ~ of whi~ch i~s the ~ ne~e ~d to look be~auti~ful through the~ use ~ of cosme ~ti~c 

products. Unbe ~knownst to the~m, cosme~ti~cs have ~ be ~come ~ an i~nte ~gral part of the ~i~r 

dai~ly li~ve ~s, use ~d from the ~ mome ~nt the~y wake ~ up unti~l the ~y go to sle ~e ~p. 

Se ~e ~i~ng the ~ huge~ pote ~nti~al today, many compani~e ~s are ~ i~mple ~me ~nti~ng 

compe ~ti~ti~ve ~ advantage ~ strate ~gi~e ~s to de ~li~ve ~r i~nnovati~ve~ cosme ~ti~c products to me ~e ~t 

consume ~r ne ~e ~ds. Howe ~ve ~r, ami~d the ~ rampant ci~rculati~on of counte ~rfe~i~t cosme~ti~cs i~n 

the ~ marke ~t, consume~r trust i~s an i~mportant factor that must be~ consi~de~re ~d. 

Consume ~rs te ~nd to choose ~ products that not only provi~de ~ maxi~mum sati~sfacti~on but 

also me ~e ~t the~ aspe ~cts of product safe ~ty and halal ce ~rti~fi~cati~on. 

Si~nce ~ the ~ majori~ty of I~ndone ~si~a's populati~on i~s Musli~m, wi~th a Musli~m 

populati~on re ~achi~ng 86.9% (Bayu, 2022), i~t i~s i~mportant to pay atte ~nti~on to the~ halal 

aspe ~ct of products, i~ncludi~ng cosme ~ti~cs. Non-halal cosme ~ti~cs are ~ those ~ that use~ 

i~ngre~di~e ~nts that are~ prohi~bi~te ~d by I~slami~c law i~n the ~i~r manufacturi~ng proce ~ss. I~n 

I~slam, pe ~rsonal puri~ty i~s ve~ry i~mportant whe ~n a Musli~m pe~rforms praye~rs. The ~ si~de~ 

e ~ffe~cts of choosi~ng the ~ wrong cosme ~ti~cs e ~ncourage ~ consume~rs to be ~ more~ care~ful 

and consi~de ~r many thi~ngs be ~fore ~ maki~ng a purchase~ de~ci~si~on. 

Accordi~ng to Kotle ~r & Amstrong (2014), a purchase ~ de ~ci~si~on i~s a stage ~ i~n the~ 

de ~ci~si~on- maki~ng proce~ss whe ~re~ consume~rs fi~nally make ~ a purchase~. A purchase~ 

de ~ci~si~on i~s consume ~r be ~havi~or to buy or not buy a product or se ~rvi~ce~ for pe ~rsonal 

consumpti~on. (Prasasti~ & E ~kawaty, 2022). 

Accordi~ng to Si~naga & Hutape ~a, (2022) brand i~mage ~ i~s the ~ pe~rce~pti~on and 

be ~li~e ~f he ~ld by consume~rs, as re~fle~cte ~d i~n the ~ associ~ati~ons that occur i~n consume ~rs' 

me ~mori~e ~s. Through a good brand i~mage ~, posi~ti~ve~ fe ~e ~li~ngs wi~ll ari~se ~ whe ~n buyi~ng or 

usi~ng a parti~cular brand, so that brand i~mage~ can also i~nflue ~nce~ consume ~rs to make~ 

purchasi~ng de ~ci~si~ons on a product. 

Accordi~ng to Li~a e~t al. (2021), a halal labe ~l i~s a guarante ~e ~ provi~de ~d by an 

authori~ze ~d i~nsti~tuti~on, such as the~ I~ndone ~si~an Ule ~ma Counci~l's Food, Drug, and 

Cosme ~ti~cs Asse ~ssme~nt Age~ncy Ulama I~ndone ~si~a (LPPOM-MUI~). 

Accordi~ng to Kotle ~r and Amstrong (2014), pri~ce ~ i~s the ~ amount that consume ~rs 

ne ~e~d to provi~de ~ i~n orde ~r to obtai~n a product or se ~rvi~ce~, or the ~ amount of value ~ that 
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custome~rs e ~xchange~ for the~ be ~ne ~fi~ts gai~ne ~d from owni~ng or uti~li~zi~ng the ~ product or 

se ~rvi~ce ~. 

Halal labe ~li~ng and pri~ce~ play an i~mportant role ~ i~n shapi~ng brand i~mage~ and 

i~nflue ~nci~ng consume ~r purchasi~ng de~ci~si~ons. Manufacture ~rs i~n I~ndone ~si~a are~ 

i~ncre ~asi~ngly aware ~ of the ~ urge~ncy of e ~nsuri~ng the~i~r products me ~e~t halal standards 

and de~ve ~lopi~ng appropri~ate~ pri~ci~ng strate ~gi~e ~s to i~ncre~ase ~ marke ~t compe ~ti~ti~ve ~ne ~ss. 

I~n I~ndone ~si~a, the ~ halal status of cosme ~ti~cs i~s te ~ste ~d by the ~ I~ndone ~si~an Ule~ma 

Counci~l's Food, Drug, and Cosme ~ti~cs Asse ~ssme ~nt Age~ncy, known as LPPOM MUI ~. 

Cosme ~ti~c products that pass the ~ halal te~st re ~ce ~i~ve ~ an offi~ci~al ce ~rti~fi~cate ~ allowi~ng 

the ~m to di~splay a halal labe ~l on the~i~r packagi ~ng. Wardah i ~s one ~ of I~ndone ~si~a's 

ori~gi~nal halal cosme ~ti~cs and ski~ncare ~ brands, e ~stabli~she ~d i~n 1995 unde ~r PT. Paragon 

Te ~chnology and I~nnovati~on (PT. PTI~). One~ of the ~ founde~rs of Wardah cosme~ti~cs i~s 

Mrs. Nurhayati ~ Subakat, who curre ~ntly se~rve ~s as commi ~ssi~one~r of PT. PTI~ 

(wardahbeauty.com). 

A pre~-surve~y of 30 fe ~male~ stude~nts showe~d that although 100% of 

re ~sponde ~nts we~re ~ fami~li~ar wi~th Wardah as a halal cosme ~ti~cs brand, 30% sti~ll had 

doubts about the ~ product's re ~putati~on, and only 43.3% sai~d the ~y would re~purchase~ 

i~t. A total of 26.7% of re~sponde ~nts fe ~lt that the~ halal labe ~l on the ~ packagi~ng was 

uncle~ar, and 23.3% consi~de ~re~d Wardah's pri~ce ~s to be~ i~nsuffi~ci~e ~ntly compe ~ti~ti~ve~ 

compare ~d to othe ~r brands. Thi~s i~ndi~cate~s a di~scre~pancy be ~twe ~e~n the ~ brand i~mage~ 

that has be ~e~n bui~lt and consume ~r pe ~rce ~pti~ons i~n the~ 

fi~e ~ld. 

Gi~ve ~n thi~s phe ~nome~non, thi~s study ai~ms to e~mpi~ri~cally de ~te ~rmi~ne ~ the ~ e ~xte ~nt to 

whi~ch brand i~mage ~, halal labe ~li~ng, and pri~ce~ i~nflue~nce ~ the ~ de ~ci~si~on to purchase~ 

Wardah cosme ~ti~c products among fe~male ~ stude ~nts i~n the~ Manage ~me~nt Study 

Program at the ~ Uni~ve ~rsi~ty of North Sumatra. 

 
II. LITERATURE REVIEW 

Purchase Decisions 

Accordi~ng to Lari~ka & E ~kowati~ (2020), a purchase ~ de ~ci~si~on i~s an acti~on 

take ~n by consume ~rs to buy or not buy a product. Thi~s  proce ~ss  i~nvolve~s  maki~ng  
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de ~ci~si~ons that ai~m to de ~te~rmi~ne ~ the ~ ne~e ~d for goods and se ~rvi~ce ~s re ~qui~re ~d, as we ~ll as 

i~de~nti~fyi~ng, e~valuati~ng, and se~le~ct among brands. I~n thi~s case ~, the ~ purchase~ de~ci~si~on 

i~s the ~ stage~ whe~re ~ consume ~rs have~ alre ~ady made ~ a purchase~ and are ~ consi~de ~ri~ng 

se ~ve ~ral opti~ons to me ~e ~t the ~i~r ne ~e ~ds. 

Kotler & Amstrong (2014) explain that purchasing decisions are processes 

undertaken by consumers to determine whether to buy a product or service for 

personal use. Consumers' choices for obtaining products or services consist of a 

series of choices, which have a layout, namely choices regarding the type of product, 

product form, brand, seller, product quantity, time of purchase, and payment 

method (Prasasti & Ekawaty, 2022). 

Brand Image 

Accordi~ng to Lari~ko & E ~kowati~ (2020), brand i~mage~ i~s de ~fi~ne~d as the~ i~mage~ 

of a brand that can be~ obse ~rve ~d through i~ts re~putati~on, le~ve~l, or hi~gh status of a 

product brand. Brand i~mage ~ can i~nflue ~nce~ consume ~r be~havi~or i~n purchasi~ng a 

product. Brand i~mage ~ i~s ve~ry i~mportant for e ~ve~ry product to be ~ marke~te~d, be ~cause~ 

i~t be ~come ~s a di~sti~ncti~ve~ fe~ature~ that di~ffe~re ~nti~ate~s one~ product from anothe ~r. 

According to Rahardjo & Yulianto (2022), brand image plays a very important 

role in brand image development related to reputation and trust. Brand image is the 

overall perception of a brand formed from information and knowledge about it. 

Perceptions of a brand are related to attitudes that indicate belief in that brand. 

Halal Label 

Accordi~ng to Zulham (2018), halal labe~li~ng i~s a pe ~rmi~t to put the~ word 

"HALAL" on a company's product packagi~ng i~ssue ~d by the ~ I~ndone ~si~an Food and 

Drug Admi~ni~strati~on (BPOM). Pe~rmi~ssi~on to put a halal labe ~l on cosme~ti~c product 

packagi~ng i~s gi~ve ~n by BPOM base ~d on a re ~comme~ndati~on from the ~ I~ndone ~si~an 

Ule ~ma Counci~l (MUI~) i~n the ~ form of an MUI~ Halal ce ~rti~fi~cate ~. The ~ halal labe ~l i~s an 

offi~ci~al guarante~e~ i~ssue ~d by an authori~ze ~d i~nsti~tuti~on, such as the ~ I~ndone ~si~an Ule~ma 

Counci~l's Food, Drug, and Cosme ~ti~cs Asse ~ssme ~nt Age ~ncy (LPPOM MUI~), to e~nsure~ 

that a product has unde ~rgone ~ a ve~ri~fi~cati~on proce~ss and i~s de~clare~d to be~ i~n 

accordance~ wi~th I~slami~c law. The main purpose of halal labeling is to provide 
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consumers with a sense of security and protection regarding the halal status and 

comfort of using the product (Aeni & Lestari, 2021). 

Price 

Accordi~ng to Kri~sdayanto (2018), pri~ce ~ re ~fe ~rs to the~ amount of mone~y spe ~nt 

on se ~rvi~ce~s, or the ~ value~ gi~ve ~n by consume ~rs i~n e~xchange ~ for the ~ be ~ne ~fi~ts of owni~ng 

or usi~ng goods and se ~rvi~ce ~s. Pri~ce~ i~s also a factor that gre ~atly i~nflue ~nce~s purchasi~ng 

de ~ci~si~ons. Custome ~rs usually compare ~ pri~ce ~s be ~fore~ buyi~ng a product. 

According to Fathurrahman & Anggesti (2021), price is the amount of money 

charged for a product or service in exchange for the value received by customers 

when they obtain benefits from owning or using the product or service. In addition, 

price is also the most flexible element of the marketing mix. 

 

III. METHODS 

This study uses a quantitative approach with an associative research type. 

The research location was at the Management Study Program, University of North 

Sumatra, Jl. Dr. T. Mansur No. 9, Padang Bulan, Medan Baru District, Medan City, 

North Sumatra. The research population consisted of 395 female students enrolled 

in the Management Study Program at the University of North Sumatra from 2022 

to 2024. The sample was determined using the Slovin formula with a 10% error 

rate, resulting in 80 respondents. 

The data used was primary data collected through a questionnaire with a 

Likert scale. The research variables consisted of brand image, halal label, and price 

as independent variables and purchase decision as the dependent variable. Data 

analysis was performed using multiple linear regression with the help of SPSS 

software, preceded by validity testing, reliability testing, and classical assumption 

testing. Hypothesis testing was performed using t-tests, F-tests, and the coefficient 

of determination (R²). 
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IV. RESULTS 

Classical Assumptions 

1. Normality Test 

a. Hi~stogram Approach 

 

Fi ~gure ~ 1 

Base ~d on Fi~gure ~ 1, i~t can be ~ se ~e ~n that the~ vari~able ~s have ~ a normal data 

di~stri~buti~on. Thi~s i~s i~ndi~cate~d by the~ be ~ll-shape~d data patte ~rn that doe ~s not ske ~w to 

the ~ le ~ft or ri~ght. 

b. Normal Graphi~cal Approach P-P Plot 

 

Fi ~gure ~ 2 

Fi~gure~ 2 shows that the ~re~ are~ poi~nts that follow the ~ data along the ~ di~agonal 

li~ne ~. Thi~s i~ndi~cate ~s that the~ re ~si~duals obtai~ne~d by the ~ re ~se ~arche~r are ~ normal. 

Howe ~ve ~r, to furthe~r confi~rm that the~ di~stri~buti~on along the ~ di~agonal li~ne~ i~s truly 

normal. 
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c. Kolmogorov-Smi~rnov Approach 

 

Table 1 

Kolmogorov-Smirnov Test 

One-Sample Kolmogorov-Smirnov Test 

N 80 

Normal Parame~te~rs a, 

b 

Me~an .000000 

Std. De~vi~ati~on 1.49135405 

Most 

E ~xtre~me~ 

Di~ffe~re~nce~s 

Absolute~ .080 

Posi~ti ~ve~ .080 

Ne~gati~ve~ -.040 

Te~st Stati~sti~c .080 

Asymp. Si ~g. (2-tai~le~d)c .200d 

I~n Table ~ 1, i~t can be~ se~e~n that the ~ Asymp. Si~g. (2-tai~le ~d) value~ re ~ache ~s 0.200, 

whi~ch i~s hi~ghe~r than the ~ si~gni~fi~cance ~ le ~ve~l of 0.05 (0.200 > 0.05). Thi ~s i~ndi~cate~s that 

the ~ normali~ty assumpti ~on has be ~e ~n me~t. The ~re ~fore~, base ~d on the ~ te~sti~ng cri~te ~ri~a, i~t 

can be ~ conclude ~d that the ~ data has a normal di~stri~buti~on. 

 

2. Heteroscedasticity Test 

 

Fi~gure~ 3 

Base ~d on Fi~gure~ 3, i~t can be ~ se~e~n that the~re ~ i~s no cle ~ar patte~rn and the~ poi~nts 

are ~ scatte~re ~d both above~ and be~low the~ numbe~r 0 on the ~ Y-axi~s. The~re ~fore ~, 

accordi~ng to the ~ graphi~cal me ~thod, thi~s re ~gre ~ssi~on mode~l doe~s not e ~xpe ~ri~e ~nce~ 

he ~te ~rosce~dasti~ci~ty and i~s consi~de ~re~d sui~table~ for use ~. 

 

 

 



 

Southeast Asian Journal of Management and Research    E-ISSN : 3024-8787 

  Vol 4 | Issue 1 | Feb 2026 

3. Multicollinearity Test 

Table 2 

Tolerance and VIF Value Test 

Coefficientsa 

 

Unstandardi~ze~d 

Coe~ffi~ci~e~nts 

Standardi~ze~d 

Coe~ffi~ci~e~nts 

Be~ta 

 
 
 

 

t 

 
 
 

 

Si~g. 

 

 

Colli~ne~ari~ty Stati~sti~cs 

Mode~l B Std. E~rror Tole~rance~ VI~F 

1 (Constant) 3.214 2.148  1,496 .139   

Brand I~mage~ .074 .062 .106 1,190 .238 .638 1,568 

Halal Labe~l .424 .083 .509 5,124 .000 .517 1,933 

Pri~ce~ .202 .061 .291 3,326 .001 .668 1,497 

a. De ~pe ~nde ~nt Vari ~able ~: Purchase ~ De ~ci ~si ~on 

 

Table ~ 2 shows that the ~ tole ~rance ~ value~s for all i~nde~pe ~nde~nt vari~able ~s are~ 

hi~ghe ~r than the~ spe ~ci~fi~e ~d li~mi~t of 0.1. The ~ VI~F value~s for all i~nde~pe ~nde ~nt vari~able~s 

are ~ be~low the ~ spe ~ci~fi~e ~d li~mi~t of 10. Thus, the ~ data i~n thi~s study doe ~s not have~ 

multi~colli~ne~ari~ty proble ~ms. 

 

4. Multiple Linear Regression Analysis 

Table 3 

Multiple Linear Regression Results 

Coefficientsa 

 

 

Unstandardi~ze~d Coe~ffi~ci~e~nts 

Standardi~ze~d 

Coe~ffi~ci~e~nts 

Be~ta 

 
 
 

 

t 

 
 
 

 

Si~g. 

 

 

Colli~ne~ari~ty Stati~sti~cs 

Mode~l B Std. E~rror Tole~rance~ VI~F 

1 (Constant) 3,214 2,148  1,496 .139   

Brand I~mage~ .074 .062 .106 1,190 .238 .638 1,568 

Halal Labe~l .424 .083 .509 5,124 .000 .517 1,933 

Pri~ce~ .202 .061 .291 3,326 .001 .668 1,497 

a. De ~pe ~nde ~nt Vari ~able~: Purchase ~ De~ci~si~on 
 

(Y) = 3.214 + (0.074)X1 + (0.424)X2 + (0.202)X3  
From the ~ re ~gre ~ssi~on formula me~nti~one ~d, i~t can be ~ i~nte ~rpre~te~d that the~ 

constant value~ i~s 3.214 shows that wi~thout the~ i~mpact of Brand I~mage~, Halal Labe ~l, 

and Pri~ce ~, the ~ Purchase ~ De~ci~si~on wi~ll re~mai~n at 3. 214. Me ~anwhi~le ~, the~ re ~gre ~ssi~on 
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coe ~ffi~ci~e ~nt that de~scri~be ~s the ~ e~ffe~ct of Brand I~mage ~ (X1) on the~ purchase ~ de ~ci~si~on i~s 

0.074. Thi~s me~ans that for e~ve ~ry 1-uni~t i~ncre ~ase~ i~n brand i~mage ~, the ~ purchase~ 

de ~ci~si~on wi~ll i~ncre ~ase ~ by 0.074. Furthe~rmore ~, the~ re ~gre ~ssi~on coe~ffi~ci~e~nt that shows 

the ~ e~ffe ~ct of Halal Labe ~l (X2) on Purchase ~ De ~ci~si~on has a value ~ of 0.424. Thi~s 

i~ndi~cate~s that for e~ve ~ry 1-uni~t i~ncre ~ase~ i~n Halal Labe~l, the~ Purchase ~ De ~ci~si~on wi~ll 

i~ncre ~ase ~ by 0.424. The ~ re ~gre ~ssi~on coe ~ffi~ci~e ~nt re ~fle ~cti~ng the~ e ~ffe ~ct of Pri~ce ~ (X3) on 

Purchase~ De~ci~si~on i~s 0.202, whi~ch i~ndi~cate ~s that e~ve ~ry 1-uni~t i~ncre ~ase~ i~n Pri~ce ~ wi~ll 

affe ~ct Purchase ~ De ~ci~si~on by 0.202.  

The ~ re~gre ~ssi~on e ~quati~on above ~ shows that the~ vari~able ~s Brand I~mage ~ (X1), 

Halal Labe ~l (X2), and Pri~ce~ (X3) have~ a posi~ti~ve ~ e ~ffe ~ct on Purchase~ De ~ci~si~on (Y). Thi~s 

me ~ans that i~f Wardah cosme ~ti~c products i~mprove ~ the ~i~r Brand I~mage ~, Halal Labe ~l, 

and Pri~ce ~, i~t wi~ll have~ an i~mpact on i~ncre ~asi~ng Purchase~ De ~ci~si~on. 

 

Hypothesis Test Results 

Test t (Partial Test) 

The ~ t-te ~st was conducte~d to parti~ally te ~st whe~the~r Brand I~mage ~, Halal Labe ~l, 

and Pri~ce~ i~nflue ~nce~ Purchase ~ De ~ci~si~ons. I~n othe~r words, thi~s te ~st ai~ms to de~te~rmi~ne~ 

the ~ e ~xte ~nt to whi~ch e ~ach i~nde~pe ~nde ~nt vari~able ~ se ~parate ~ly contri~bute ~s to e~xplai~ni~ng 

the ~ change ~s that occur i~n the~ de ~pe~nde ~nt vari~able ~. Thi~s hypothe ~si~s te ~sti~ng was 

conducte~d by compari~ng the ~ t-count value ~ wi~th the ~ t-table ~ value ~ wi~th the ~ followi~ng 

condi~ti~ons: 

H0 i~s acce~pte~d i~f tcount ≤ ttable ~ or si~g t ≥ α (0.05)  

H1 i~s acce~pte~d i~f tcount> ttable ~ or si~g t < α (0.05) 

To fi~nd the ~ t-table ~, use ~ the~ followi~ng formula: 

Probabi~li~ty = 5% or (0.05) 

df = n-k-1 

df = 80 – 3 – 1 

df = 76 

t tabe ~l = probabi~li~ty X df 

t tabe ~l = 0.05 X 76  
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The ~re~fore ~, t tabe ~l = 1.991 

Table 4 

       Partial Significance Test (t-test) 

 

 

 

 

 

 

 

Base ~d on Table ~ 4, the ~ parti~al te ~st (t-te~st) i~s as follows: 

1. The ~ Brand I~mage ~ vari~able~ shows a si~gni~fi~cant value~ of (0.238) > 0.05 and a t-

count value ~ of 1.190 < compare~d to the ~ t-table~ of 1.991, so i~t can be~ conclude~d 

that the ~ Brand I~mage ~ vari~able ~ has a posi~ti~ve ~ and i~nsi~gni~fi~cant e ~ffe ~ct on Purchase~ 

De ~ci~si~ons. 

2. The ~ Halal Labe~l vari~able ~ shows a si~gni~fi~cant value ~ of (0.000) < 0.05 and a t-count 

value~ of 5.124 > compare ~d to the~ t-table~ of 1.991, so i~t can be~ conclude ~d that the~ 

Halal Labe ~l vari~able ~ has a posi~ti~ve~ and si~gni~fi~cant e ~ffe ~ct on Purchase ~ De~ci~si~ons.  

3. The ~ Pri~ce~ vari~able ~ shows a si~gni~fi~cant value~ of (0.001) < 0.05 and a t-value ~ of 

3.326 > compare ~d to the ~ t-table ~ of 1.991, so i~t can be ~ conclude ~d that the ~ Pri~ce~ 

vari~able ~ has a posi~ti~ve~ and si~gni~fi~cant e ~ffe ~ct on Purchase ~ De~ci~si~on. 

F test (simultaneous) 

Thi ~s te~st was conducte~d to si ~multane~ously e ~xami~ne~ the~ i ~mpact of i~nde~pe~nde~nt vari ~able~s 

such as Brand I ~mage ~, Halal Labe ~l, and pri ~ce~ on the~ de ~pe~nde~nt vari ~able~, name~ly Purchase ~ De ~ci~si~on. 

To fi ~nd the~ F table~, the~ followi~ng i~s known: 

Probabi~li~ty = 5% or (0.05) 

df 1 = k 

df 2 = n-k-1 

Coefficientsa 

Mode~l 

Unstandardi~ze~d 

Coe~ffi~ci~e~nts 

Standardi~ze~d 

Coe~ffi~ci~e~nts 

t Si~g. B Std. E~rror Be~ta 

1 (Constant) 3.214 2.148  1.496 .139 

Brand I~mage~ .074 .062 .106 1.190 .238 

Halal Labe~l .424 .083 .509 5.124 .000 

Pri~ce~ .202 .061 .291 3.326 .001 

a. De~pe~nde~nt Vari~able~:  Purchase~ De~ci~si~on 
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F table ~ = probabi~li~ty X (df 1) X (df 2) 

F table ~ = 0.05 X 3 X 76 

The ~re~fore ~, F table~ = 3.12 

Table 5 

Si~multane ~ous Si~gni~fi~cance~ Te~st Re~sults (F Te ~st) 

 

ANOVAa 

Mode~l 

Sum of 

Square ~s df Me ~an Square~ F Si ~g. 

1 Re~gre~ssi ~on 277.781 3 92.594 40.050 .000b 

Re~si ~dual 175.707 76 2.312   

Total 453.487 79    

a. De~pe~nde~nt Vari~able~: Purchase~ De~ci~si~on 

b. Pre~di~ctors: (Constant), Pri~ce ~, Brand I~mage~,  Halal Labe~l 

 Source~: data proce ~sse~d by re ~se~arche ~r (2025 

 

 

Table ~ 5 shows that the ~ calculate ~d F value ~ i~s 40.050 wi~th a si~gni~fi~cance ~ le~ve ~l of 

0.000. Me ~anwhi~le ~, the ~ table ~ F at a 95% confi~de~nce ~ le ~ve ~l (α = 0.05) i~s 3.12. The~re ~fore ~, 

i~n both calculati~ons, the ~ calculate ~d F (40.050) > the ~ table~ F (3.12) and the ~ si~gni~fi~cance~ 

le ~ve ~l i~s (0.000) < (0.05), i~ndi~cati~ng that the ~ i~nde ~pe~nde ~nt vari~able ~s (Brand I~mage ~, 

Halal Labe ~l, and Pri~ce ~) have~ a posi~ti~ve ~ and si~gni~fi~cant e~ffe~ct on Purchase ~ De ~ci~si~ons. 

Determination Coefficient Test Results 

The ~ re ~sults of the ~ Coe ~ffi~ci~e~nt of De~te~rmi~nati~on Te~st (R2) can be ~ se ~e ~n as 

follows: 

Table 6 

Determination Coefficient Test Results 

Model Summaryb 

Mode~l R R Square~ Adjuste~d R Square~ 

Std. E~rror of the~ 

E~sti~mate~ 

1 .783a .613 .597 1.52050 

a. Pre~di~ctors: (Constant), Pri ~ce~, Brand I~mage~,  Halal Labe~l 

b. De~pe~nde~nt Vari ~able~: Purchase~ De~ci~si~on 
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Base ~d on Table ~ 6, i~t can be ~ se~e ~n that the ~ Adjuste ~d R square ~ value ~ of 0.597 

me ~ans that 59.7% of purchasi~ng de ~ci~si~ons can be~ e~xplai~ne ~d by Brand I~mage ~, Halal 

Labe ~l, and Pri~ce~. Me~anwhi~le ~, the ~ re ~mai~ni~ng 40.3% i~s i~nflue ~nce~d by othe ~r vari~able~s 

not e ~xami~ne~d i~n thi~s study, such as promoti~on, product quali~ty, product i~nnovati~on, 

and othe ~rs. 

a. The Effect of Brand Image on Purchasing Decisions 

Thi~s i~s shown i~n Table ~ 5 wi~th a si~gni~fi~cance ~ value~ of 0.238 > 0.05 and t-value~ 

1.190 < t-table ~ 1.991, so H0 i~s acce ~pte ~d and H1 i~s re~je~cte ~d. The ~ coe ~ffi~ci~e ~nt value~ 

of the ~ Brand I~mage~ i~n the ~ multi~ple~ li~ne~ar re~gre~ssi~on i~s 0.074. I~t can be ~ conclude~d 

that Brand I~mage ~ has a posi~ti~ve~ and i~nsi~gni~fi~cant e~ffe~ct on Purchase~ De ~ci~si~ons. 

Thi~s me~ans that brand i~mage~ contri~bute ~s to i~ncre ~asi~ng purchasi~ng de ~ci~si~ons, 

but i~ts i~nflue~nce ~ i~s ve ~ry small and i~nsi~gni~fi~cant. Thus, the ~ brand i~mage~ of 

Wardah cosme~ti~cs has not be ~e ~n prove~n to i~ncre ~ase~ the ~ purchasi~ng de ~ci~si~ons of 

fe ~male~ stude ~nts i~n the ~ Manage ~me~nt Study Program at the ~ Uni~ve ~rsi~ty of North 

Sumatra wi~thout the~ support of othe~r factors such as halal ce ~rti~fi~cati~on and pri~ce~ 

sui~tabi~li~ty. 

b. The Effect of Halal Label on Purchase Decision 

Thi~s can be ~ se ~e ~n i~n Table ~ 5 wi~th a si~gni~fi~cance ~ value~ of 0.000 > 0.05 and 

tcount 5.124 > t-table ~ 1.991, so H0 i~s re~je ~cte ~d and H2 i~s acce~pte ~d. The ~ coe~ffi~ci~e~nt 

value~ of the~ Halal Labe~l vari~able~ i~n multi~ple ~ li~ne~ar re~gre~ssi~on i~s 0.424. I~t can be~ 

conclude ~d that the ~ Halal Labe~l has a posi~ti~ve ~ and si~gni~fi~cant e ~ffe ~ct on 

purchasi~ng de~ci~si~ons. Thi~s me ~ans that the ~ pre~se ~nce~ of a cle ~ar and trustworthy 

halal labe ~l  can actually e~ncourage~ custome~rs to choose~ Wardah cosme ~ti~c 

products, whi~ch shows the~ i~mportance ~ of Halal Ce~rti~fi~cati~on as one~ of the~ mai~n 

factors i~nflue~nci~ng purchasi~ng de ~ci~si~ons. 

c. The Effect of Price on Purchase Decisions 

Thi~s can be ~ se~e~n i~n Table~ 5 wi~th a si~gni~fi~cance ~ value~ of 0.001 > 0.05 and t-

value~ 3.326 > t-table ~ 1.991, so H0 i~s re ~je~cte ~d and H3 i~s acce ~pte~d. The~ coe~ffi~ci~e~nt 

value~ of the ~ Pri~ce ~ vari~able~ i~n multi~ple ~ li~ne~ar re ~gre ~ssi~on i~s 0.202. I~t can be ~ 

conclude ~d that Pri~ce~ has a posi~ti~ve ~ and si~gni~fi~cant e ~ffe ~ct on Purchase ~ De ~ci~si~on. 



 

Southeast Asian Journal of Management and Research    E-ISSN : 3024-8787 

  Vol 4 | Issue 1 | Feb 2026 

The ~re~fore ~, base ~d on the ~ above~ i~nformati~on, i~t can be ~ conclude ~d that the~ Halal 

Labe ~l vari~able ~ i~s the~ most domi~nant vari~able~ affe~cti~ng Purchase ~ De ~ci~si~ons, wi~th 

a coe ~ffi~ci~e ~nt of 0.424, compare~d to the ~ Brand I~mage~ vari~able~ wi~th a coe~ffi~ci~e ~nt of 

0.074 and the ~ Pri~ce ~ vari~able~ wi~th a coe ~ffi~ci~e~nt of 0.202. The ~re ~fore~, i~t can be~ 

conclude ~d that the ~ most domi~nant i~nflue~nce ~ i~s the ~ Halal Labe ~l vari~able ~. 

d. The Influence of Brand Image, Halal Labeling, and Price on Purchasing 

Decisions 

Base ~d on the ~ F te ~st re ~sults, the~ calculate ~d F value ~ was 40.050 wi~th a 

si~gni~fi~cance ~ of 0.000 < 0.05 and gre~ate~r than the~ F table ~ value ~ of 3.12. Thi~s 

i~ndi~cate~s that Brand I~mage ~, Halal Labe ~l, and Pri~ce ~ have~ a posi~ti~ve~ and 

si~gni~fi~cant e~ffe~ct on the~ Purchase~ De ~ci~si~on of fe~male~ stude~nts i~n the~ 

Manage ~me~nt Study Program at the~ Uni~ve~rsi~ty of North Sumatra. The ~ re ~sults of 

thi~s study are ~ i~n li~ne~ wi~th the ~ re~se ~arch by Li~a e ~t al. (2022) and Si~naga & Hutape ~a 

(2022). Base ~d on a que~sti~onnai~re ~ of 80 re ~sponde ~nts, the ~ majori~ty gave ~ posi~ti~ve~ 

re ~sponse~s to Wardah cosme ~ti~c products. Re ~sponde~nts consi~de ~re ~d brand i~mage ~, 

halal ce~rti~fi~cati~on, and affordabi~li~ty to be ~ i~mportant factors i~n de~te~rmi~ni~ng the ~i~r 

purchasi~ng de ~ci~si~ons, i~n addi~ti~on to product quali~ty and be ~ne~fi~ts. 

 

V. CONCLUSION AND SUGGESTION 

1. Brand i~mage ~ has a posi~ti~ve~ and i~nsi~gni~fi~cant e ~ffe~ct on the ~ de~ci~si~on to 

purchase~ Wardah cosme ~ti~c products among fe ~male~ stude~nts i~n the~ 

Manage ~me~nt Study Program at the ~ Uni~ve ~rsi~ty of North Sumatra, 

the ~re~fore~ H1 i~s re~je ~cte ~d. 

2. The ~ Halal labe~l has a posi~ti~ve~ and si~gni~fi~cant e~ffe~ct on the ~ de ~ci~si~on to 

purchase~ Wardah cosme ~ti~c products among fe ~male~ stude~nts i~n the~ 

Manage ~me~nt Study Program at the ~ Uni~ve ~rsi~ty of North Sumatra, 

the ~re~fore~ H2 i~s acce~pte ~d. 

3. Pri~ce~ has a posi~ti~ve ~ and si~gni~fi~cant e ~ffe ~ct on the ~ de~ci~si~on to purchase~ 

Wardah cosme ~ti~c products among fe ~male~ stude ~nts i~n the ~ Manage ~me~nt 

Study Program at the ~ Uni~ve ~rsi~ty of North Sumatra, the~re ~fore ~ H3 i~s 

acce~pte ~d. 
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4. Brand I~mage~, halal labe ~l, and pri~ce~ have~ a posi~ti~ve ~ and si~gni~fi~cant 

e ~ffe~ct on the ~ de ~ci~si~on to purchase ~ Wardah cosme~ti~c products among 

fe ~male~ stude ~nts i~n the~ Manage~me ~nt Study Program at the~ Uni~ve~rsi~ty of 

North Sumatra, the ~re~fore ~ H4 i~s acce ~pte~d. 
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