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Abstract
This study aims to determine and examine the effect of product quality on purchasing
decisions, the influence of brand image on purchasing decisions, the influence of
purchasing decisions on customer satisfaction, the effect of product quality on
customer satisfaction through purchasing decisions, and the influence of brand image
on customer satisfaction through purchasing decisions. This research is in the form of
quantitative research, where the data obtained is primary data obtained through
distributing questionnaires to 120 respondents who have made purchases of Wardah
cosmetic products. The data obtained were then processed using the Smart PLS
software. The results showed that there was a positive and significant relationship
between product quality and brand image variables on purchasing decisions, which
means that good product quality and good brand image will create purchasing
decisions for consumers. Purchase decisions have a positive influence on customer
satisfaction. Product quality has a positive and significant effect on customer
satisfaction. Brand Image does not significantly influence customer satisfaction.
Product quality and brand image have a positive and significant effect on customer
satisfaction through purchasing decisions. This shows that consumers will be satisfied
with a product when consumers are satisfied with the purchasing decisions made on
the product.
Keywords: Product Quality, Brand Image, Purchase Decision, Customers'
Satisfaction.
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INTRODUCTION
In this millennial era, the business area has been growing rapidly. Its development is
followed by the tight competition in some business areas. This competition requires
every business to create a different product compared with others especially in
cosmetics. Based on the data from the Industrial Ministry, cosmetic industries will be
a prosperous business until the next 15 years.
The necessity in creating products is maintaining the quality of the product. It is
the main key for each company to run their business. The requirement for a good
quality product to be the main criteria for consumers is that it can give more benefits
to the consumers. Kotler and Keller (2016) argue that the product quality is the
privilege had by a product to generate appropriate and better output as expected by
consumers.
Every company which focuses on its product quality, especially for cosmetic
companies, certainly will always put an effort on the assurance of product quality by
continuously doing quality control checking. The assurance of the production quality
generally starts with the materials, production process and even until the final goods.
By having the quality control on a product, it aims to give the customers a guaranteed
standardization that the prefered product has fulfilled the criterias of giving benefits
toward the customers' daily needs. Nowadays cosmetic companies have released high
quality local cosmetic products with affordable prices so that the customers may
definitely purchase the products.
There are some functions of cosmetics such as lipstick for lips, eye shadow for
beautifying eyelids, powder for face, cleansing for face cleaner, and foundation for
face. Besides maintaining the product quality, cosmetic companies also have to
maintain the brand image of the product itself. Djatmiko and Pradana (2016) explain
that brand image is assumed as the description perceived in the customers' minds
while thinking about a certain product. It shows that brand image has important roles
for a product to remain in customers' minds, and to be considered as a special
product different from others so in a consequence the customers may feel more
benefits from the product.
Every company with good quality products, brand image, and services will bring
influence towards customers' purchase decisions. Djatmiko and Pradana (2016)
elaborate that purchase decision is a process of taking decisions including choosing
the selected product that will determine the final decision gained from the previous
process.
Product quality and brand image are connected with each other because those
two influence customers' perception on the products and business (Nikhashemi, et al.,
2017). Customers' satisfaction is the main resource for any companies both in goods
and services, but at the same time it can be assumed as a counterpoint (Hofacker and
Belanche, 2016; Arvidsson and Caliandro, 2016). Customers' satisfaction creates
loyalty so that the customers will be loyal to the company, products, and services.
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Companies should understand the importance of customers' satisfaction as it is easier
to possess old customers than getting the new ones (Chen et al, 2018). The
personality & characteristics of each customer are surely different thus by having
product quality and brand image on purchase decision will reflect the customers'
satisfaction in getting the benefits from the chosen products.
From some developed local cosmetic companies in Indonesia, Wardah cosmetic
is one of popular local products in Indonesia. Wardah is a company of beauty product
manufacturers owned by a spouse named Drs.H. Subakat Had, M.Sc. and Dra. Hj.
Nurhayati Subakat, Apt. Wardah has become the first local brand which has the
highest sales in Matahari department store and gets the third place of best products
from all local and international brands.
Wardah also has the ability to compete with other cosmetic products from
various brands. Wardah is able to maintain its existence in the cosmetic industry by
achieving various achievements in some categories. By achieving various
achievements, it shows the positive response from the customers towards the brand
image of Wardah the halal cosmetics.
With its product popularity in Indonesia, there is always the possibility for
Wardah cosmetic company to have a chance of becoming the firstocal cosmetic
product which is able to compete with international products which are used to be
more expensive. The connection between product quality and brand image towards
purchase decisions which influence customers' satisfaction make this study conducted
on Wardah, a local cosmetic company.
This study aims to investigate the factors influencing customers' purchase
decision and satisfaction on Wardah cosmetic products. This study proposes that
product quality and brand image become the important factors that influence the
customers' purchase decision and satisfaction on Wardah cosmetic products in
Surabaya.
Quality is the suitability of the product for its function, the comfort of the
product when used, the value of the price paid, sales service, and psychological
criteria such as the perceived prestige of consumers. According to Kotler and Keller
(2016), product quality is the strength for a product to come up beyond customers'
expectations. Tjiptono (2015) explains that product quality describes several
characteristics consisting of goods and services, people, process, and environment
beyond the expectation. As explained by Tjiptono in Baruna et al (2017) there are
some indicators of product quality: 1). Performance, Performance indicates levels of
benefits received by the customers from the product considering mainly on the
product quality coming with several product varieties; 2). Reliability, It is the product
quality captured by customers including the product's package and the cosmetic
quality; and 3). Conformity to Specifications, The product should have the
standardized characteristics and compositions.
Brand image shows that the name prestige will depend on the individual's
interpretation and understanding of the brand about the meaning of the individual's
mark, good or bad, attitude or assessment accompanied by the trend of individual
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behavior towards the brand. Sutopo (2017) argues that brand image becomes people's
perception on a brand which represents the association of the brand in the customers'
views. In addition, Tjiptono (2015:49) states that brand image is the representation of
product's reliability and customers' assurance towards a brand. Likewise, Venessa and
Arifin (2017) explain that brand image is a belief coming up in the customers' mind
as the comparison with other brands. Aaker and Biel (2009:71) add some indicators
creating brand image, those are: 1). Corporate Image, The product has good
credibility to its customers; 2). Product Image, The product gives benefits and
guarantee to its customers; and 3). User Image, The customers' perception towards
the product use in their social status.
According to Kotler and Keller (2016), the taking-decision process in a purchase
happens as in the following sequences: recognizing the necessity problems, collecting
information, evaluating alternatives, deciding to purchase and response after
purchase. The purchase decision is defined as a personal mindset in various choices
and determines the decision on a product. Kotler and Armstrong (2014) define
purchase decisions as the phases taken by customers who surely intend to buy a good
or service. According to Tjiptono (2016: 295), there are five indicators in measuring
customers' satisfaction, those are: 1). Quality of the product or service, The product is
able to fulfill customers' expectation; 2). Quality of the treatment, Customers feel
satisfied with the treatment given by the product; 3). Price, Product with an affordable
price is able to provide high quality and value for the customers; 4). Emotional factor:
The product successfully makes the customers proud of using it and convinced that
other people are amazed by them; and 5). Cost and availability, The product is easy to
find and doesn't spend much expense for it.
Kotler and Armstrong (2014) define purchase decision as the phases taken by
customers who surely intend to buy a good and service. While Schiffman and Kanuk
(2010) illustrate purchase decision as a selection between two or more solutions in
conducting any purchase, it means when the customer is going to take the decision,
there should be some solutions to choose. According to Kotler and Amstrong (2014),
there are four indicators in purchase decision as follows: 1). Stability of a product and
service, Stability of a product and service is identified from the quality, value, and
price that convince the customers in purchasing a product; 2). Habit in buying
product and service, The customers' habits in purchasing the product influence
purchase decision; 3). Giving a recommendation for others, Customers who feel the
benefits from using the product influence the purchase decision; and 4). Conducting
repurchase, Once the customers get the satisfaction of a product, it will lead them to
repurchase the product.
Purchase decision is the phase for customers determining the choice from several
options of products related to their needs. Djumarno, et al., (2017) identify that great
product quality will lead to a good purchase decision . Sudarsono, et el.,(2020) in PT.
kewpie Indonesia demonstrates that product quality significantly influences purchase
decision. In an accordance, there was another research conducted by Sudodo and
Hakim (2019) to the customers of Oriflame in Sumbawa regency showing that
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product quality positively & significantly had impacts on purchase decision.
Furthermore, Ernawati's research (2019) done in Bandung revealed that product
quality brought positive influence towards purchase decision. Regarding the
explanation before, the proposed hypothesis is specified as follow:
H1: Product Quality brings influences towards purchase decision
A strong and popular brand image turns out to be customers' main reference in
determining a decision to buy a product, brand image may influence customers'
satisfaction and contribute to the future advantages (Cheung et al., 2020). A research
implemented in Turkey by Omer et all., (2014) explained that there were influences
of brand image towards purchase decision. Another research done by Djatmiko and
Pradana (2015) in Malaysia demonstrated that brand image had positive impacts in
improving purchase decision. Aaker and Keller (1990) argue that customers' loyalty
lies on brand, trust, snf intention in conducting product purchase influenced by brand
image. In addition, there was another research done by Agmeka, et al.,(2019) in
Indonesia describing that brand image definitely brought influences to customers'
purchase decisions especially for the industries in Indonesia. Based on some prior
conducted researches, the proposed Hypothesis is specified as follow:
H2: Brand Image brings influences towards purchase decision
Customers' satisfaction from a product after having the phases of purchase
decision will give positive value for every company to develop their products. Kotler
and Keller (2016) define the five phases of purchase activity, those are identifying
excitement, finding clarification, evaluating solutions, determining decisions at
purchasing, and having response after purchasing. Whenever being in the top-end
process, that is having response after purchasing, the customers will evaluate whether
their purchases have or haven't been as expected. For the consequence, the response
that may follow can be either satisfaction or dissatisfaction. The research conducted
by Savitri, et al.,(2016) in Malang illustrated that purchase decisions positively and
significantly influenced customers' satisfaction. This was also supported by another
research done by Gupron (2020) to Batanghari University students in Jambi that
showed purchase decision influenced significantly towards customers' satisfaction.
Considering some conducted researches, the proposed hypothesis is specified as
follow:
H3: Purchase Decision bring influence towards customers' satisfaction.
By having a good quality for, it will lead the customers to get satisfied with the
selected product. The research done by Putra, et al., (2017) to Brawijaya University
students majoring in Business Administration indicated that product quality
positively and significantly influenced the customers' satisfaction where the higher
product quality went, the greater customers' satisfaction the product would get.
Furthermore this was also supported by Ghassani and Suryoko (2017) in their
research in Semarang showing that product quality influenced positively and
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significantly towards customers' satisfaction. So did with a research by Tombeng, et
al., (2019) in Manado. In addition, Sari and Lestari (2019) in their research
implemented to the customers of Argo Parahyangan executive train explained that
product quality influenced positively and significantly
towards customers'
satisfaction. Regarding some prior implemented researches, therefore the proposed
hypothesis is specified as follow:
H4: Product quality brings influences towards customers' satisfaction.
A research conducted by Yesenia and Siregar (2014) to the customers of KFC in
South Tangerang indicated that brand image didn’t influence customers’ satisfaction.
Likewise Kurniawati, et al.,(2019) in their research implemented to Pizza Hut
customers in Jember showed that brand image didn’t influence significantly the
customers’ satisfaction. From the mentioned researches thus the proposed hypothesis
is specified as follow:
H5: Brand Image doesn’t bring influences towards customers’ satisfaction
Every company must have the ability to improve their product quality so that
their promoted product will be able to give benefits for their customers' needs.
According to Kotler and Armstrong (2014), product quality illustrates some
characteristics owned by the product which exhibit the capabilities in desire
fulfillment and consist of endurance, reliability, accuracy, and simplicity in
maintaining other aspects in some products. That statement goes along with the
research conducted by Patmawati and Syarif (2020) in Kasablanka city showing that
product quality significantly influenced customers' satisfaction. Along with a good
product quality, it will arouse satisfaction on the customers through purchase
decision. A decision generally is defined as a process of selecting two or more
alternative options. The options may include choices of brands, times, distribution,
and many else (Schiffman and Kanuk, 2008: 485). Other research in Bojonegoro
done by Noor and Utari (2020) also showed that product quality significantly brought
impact to customers' satisfaction through purchase decision. Thus considering the
research results as mentioned above, the proposed hypothesis is specified as follow:
H6: Product quality brings influences towards customers' satisfaction through
purchase decision.
Setiadi (2003: 180) states that brand image represents the form of the overall
view of a product which is built from facts and past experience on the product. Brand
image on a product is very important especially for its customers because customers
think that a product with a good brand image will be able to fulfill the customers'
needs. It is supported by the research done by Qomariah and Wibowo (2019) to
Herbalife customers that indicated that brand image significantly influenced
customers' satisfaction. With the customers satisfaction towards the brand image will
lead the customers towards purchase decision. Kotler and Armstrong (2014) define
the purchase decision as customers' activities in identifying problems, collecting facts
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about the good or the brand then evaluate the positive result for any solution to solve
the root of the problem and finally concern the purchase decision. Other research
done by Hartono and Wahyono (2015) also showed that brand image positively and
significantly influenced customers' satisfaction through purchase decision. Based on
the previous researches, the proposed hypothesis is specified as follow:
H7: Brand Image brings influence towards customers satisfaction through purchase
decision.
RESEARCH METHODS
The approach implemented in this research is a quantitative study method. It employs
research data in numbers and being analysed using the statistics (Sugiyono, 2018,
p.7). A study which is arranged and designed using hypotheses will examine the
causality between variables, those are the influence of product quality and brand
image towards customers' satisfaction through purchase decision which implement
quantitative approach. And Wardah cosmetic products are determined as the objects
of the study. Population for this study is the women in Surabaya city. This study
chooses purposive sampling in which the samples are selected from the suitable
population related to the purpose and meaning of this study. Characteristics used for
the sample consideration are: Women aged around 17-55 years old, and Women who
have ever purchased Wardah cosmetic products.
Independent variables in this study are product quality and brand image.
Intervening variable for this study is purchase decision. An dependent variable of this
study is customers' satisfaction. This study applies an assessment technique of likert
scale to conduct variable assessment. Likert scale is the scale used to examine
someone or people's behaviour, opinion, and perception about social phenomenon
(Sugiyono, 2008, p. 93). Data analysis technique is used to answer problem
formulation or examine the formulated hypothesis ( Sugiyono 2015: 331). Data
processing in this study uses SEM (Structural Equation Modeling) supported by
Smart PLS Software. Smart PLS is conducted by evaluating outer and inner models.
Outer model defines how each block of indicator is connected to other latent
variables. Inner model illustrates the connection among latent variables based on
substantive theory (Ghozali, 2014). The outer model used in validity assessment
classified into 2: Convergent Validity and Discriminant Validity. The value of
Convergent Validity is the value of loading factor on latent variables with their
indicators. If the loading factor value is more than 0,5, the indicator is considered
valid. Meanwhile, the value of Discriminant Validity is used to evaluate indicators
with their latent variables. Discriminant Validity assessment on indicator models
using Smart PLS Software is done based on cross loading. If a loading factor of an
indicator related to its latent variable shows higher value than the loading factor of
indicator related to another latent variable, the indicator is considered valid (Abdillah
and Jogiyanto, 2009). Reliability Assessment is done to measure the consistency of
the instruments. Reliability indicates consistency level, accuracy, and credibility of an
instrument in measuring a construct. The reliability assessment for this study is
Journal of Entrepreneurship & Business, Vol.2, No. 1.
62

Journal of Entrepreneurship & Business

ISSN: 2721-706X

implemented based on the Composite Reliability and Cronbach's Alpha values.
Reliability of a variable can be figured out using PLS program if Cronbach's Alpha
value for each variable is bigger than the decided coefficient of Cronbach's Alpha that
is > 0,6 and Composite Reliability is > 0,7 (Sekaran and Bougie, 2016, p. 225).
From the bootstrapping process, a parameter of the statistical test is obtained to
predict the causality (Jogiyanto, 2009). The decided Inner model will be evaluated
using R-square. R-square value shows how much eksogen variable explains the
endogen variable. The closer it is to 1, the further information independent variables
will give to predict dependent variables. Hypothesis assessment is done to identify
the significance of each independent variable towards the dependent variable. The
criteria of significance assessment in this study is seen from the cutoff by 1.96 (in
which α = 5%). If every parameter estimate has t value bigger than 1,96, thus the
correlation among variables is considered significant (Ghozali and Faud, 2005:40).
RESULTS & DISCUSSION
Product Quality was measured using 4 instruments. The total average value of
measurement from the variables of Product Quality was 4,242 and the total average
value of Deviation Standard on Product Quality variables was 0,826. The highest
average was on the indicator of "I think Wardah cosmetic products are well and safe
packaged" by the average of 4,360. Meanwhile the lowest average was on the
indicator of "I think Wardah cosmetic products have the SNI standardized
composition" by the average of 4,140. Thus from the total average, it could be
concluded that participating respondents definitely agreed with the indicators listed in
the questionnaire. Those testify that the average respondents feel satisfied with
Wardah cosmetic products.
Table 1.
Descriptive Assessment Result
No
1.
2.
3.
4.

Variable
Product Quality
Brand Image
Customer Satisfaction
Purchase Decision

Mean
4,242
4,013
4,300
4,077

Standard
Deviation
0,826
0,965
0,802
0,909

Information
Strongly agree
Agree
Strongly agree
Agree

Brand Image was measured using 3 instruments. The total average value of
measurement from the variables of Brand Image was 0,965. The highest average was
on the indicator of "I think Wardah cosmetic products give the customers beauty
benefits" by the average of 4,170. Meanwhile the lowest average was on the indicator
of "I think Wardah cosmetic products are already trusted and popular among society"
by the average of 3,730. Thus from the total average, it could be concluded that
participating respondents definitely agreed with the indicators listed in the
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questionnaire. Those testify that the average respondents feel satisfied with Wardah
cosmetic products.
Customer satisfaction was measured using 4 instruments. The total average value
of measurement from the variables of Customers Satisfaction was 4,300 and the total
average value of Deviation Standard on Customers Satisfaction variables was 0,802.
The highest average was on the indicator of "Wardah cosmetic products are easily
found in the nearby store" by the average of 4,650. Meanwhile the lowest average
was on the indicator of "I am proud of using Wardah" by the average of 4,020. Thus
from the total average, it could be concluded that participating respondents definitely
agreed with the indicators listed in the questionnaire. Those testify that the average
respondents feel satisfied with Wardah cosmetic products.
Purchase decision was measured using 4 instruments. The total average value of
measurement from the variables of Purchase Decision was 4,077 and the total average
value of Deviation Standard on Purchase Decision variables was 0,909. The highest
average was on the indicator of "I am going to repurchase Wardah cosmetic products
because I get satisfied with the products" by an average of 4,250. Meanwhile the
lowest average was on the indicator of "It's hard for me to move on other cosmetic
products because I am used to purchasing Wardah '' by the average of 3,730. Thus
from the total average, it could be concluded that participating respondents definitely
agreed with the indicators listed in the questionnaire. Those testify that the average
respondents feel satisfied with Wardah cosmetic products.
The coefficient of product quality influence on purchase decision was 0,338 with
T-value by 3,164 indicated that T-value was more than 1,96. From this measurement,
it can be stated that there was significant influence between product quality and
purchase decision. It means that the higher the product quality goes, the more
purchase decision will be. Based on this result, thus H1 is accepted.
The coefficient of brand image influence on purchase decision was 0,582 with Tvalue by 5,797 indicated that T-value was more than 1,96. From this measurement, it
can be stated that there was significant influence between brand image and purchase
decision. It means that the better brand image is, the higher purchase decision will
be. Based on this result, thus H2 is accepted.
The coefficient of purchase decision influence on customers' satisfaction was
0,223 with T-value by 2,168 indicated that T-value was more than 1,96. From this
measurement, it can be stated that there was significant influence between purchase
decision and customers' satisfaction. It means that the higher purchase decision goes,
the better customers' satisfaction will be. Based on this result, thus H3 is accepted.
The coefficient of product quality influence on customers' satisfaction was 0,478
with T-value by 4,368 indicated that T-value was more than 1,96. From this
measurement, it can be stated that there was significant influence between product
quality and customers' satisfaction. It means that the higher product quality goes, the
more customers' satisfaction will be. Based on this result, thus H4 is accepted.
The coefficient of brand image influence on customers' satisfaction was 0,202
with T-value by 1,702 indicating that T-value was less than 1,96. From this
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measurement, it can be stated that there wasn't significant influence between brand
image and customers' satisfaction. Based on this result, thus H5 is not accepted.
The coefficient of product quality influence on customers' satisfaction through
purchase decision was -0,262 with T-value by 2,619 indicating that T-value was more
than 1,96. From this measurement, it can be stated that there was significant influence
between product quality and customers' satisfaction through purchase decision. It
means that the higher the product quality goes, the better customers' satisfaction will
be through purchase decision. Based on this result, thus H6 is accepted.
Table 2.
Recapitulation of the Relationship between Variables
Variable Relationship
Original tCut
Information
Sample value off
Product Quality Purchase
Decision
Brand Image Purchase
Decision
Purchase Decision 
Customer Satisfaction
Product Quality Customer
Satisfaction
Brand Image Customer
Satisfaction
Product Quality Purchase
Decision  Customer
Satisfaction
Brand Image Purchase
Decision  Customer
Satisfaction

0.338

3.164

>1.96 Significant

0.582

5.797

>1.96 Significant

0.223

2.168

>1.96 Significant

0.478

4.368

>1.96 Significant

0.202

1.702

>1.96 Not Significant

-0.262

2.619

>1.96 Significant

0.272

2.781

>1.96 Significant

The coefficient of brand image influence on customers' satisfaction through
purchase decision was 0,272 with T-value by 2,781 indicated that T-value was more
than 1,96. From this measurement, it can be stated that there was significant influence
between brand image and customers' satisfaction through purchase decision. It means
that the better the brand image is, the more customers' satisfaction will be through
purchase decision. Based on this result, thus H7 is accepted.
This study analyzes the influences of product quality and brand image towards
customers' satisfaction through purchase decision on Wardah cosmetic products in
Surabaya. This study was implemented using Structural Equation Modeling-Partial
Least Square (SRM-PLS). The results of this study was concluded as follow: Product
Quality (X1) has positive and significant influence towards Purchase Decision (Z), it
proves that Product Quality increases Purchase Decision influence on Wardah
cosmetic products in Surabaya. Brand Image (X2) has positive and significant
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influence towards Customers' Satisfaction (Y), it proves that Brand Image increases
Purchase Decision on Wardah cosmetic products in Surabaya. Purchase Decision (Z)
has positive and significant influence towards Customers' Satisfaction (Y), it proves
that Purchase Decision increases the influence of Customers' Satisfaction on Wardah
cosmetic products in Surabaya. Product Quality (X1) has positive and significant
influence towards Customers' Satisfaction (Y), it proves that Product Quality
increases Customers' Satisfaction on Wardah cosmetic products in Surabaya. Brand
Image (X2) has no significant influence towards Customers' Satisfaction (Y), it
proves that Brand Image doubtfully increases Customers' Satisfaction on Wardah
cosmetic products in Surabaya.Product Quality (X1) has positive and significant
influence towards Customers' Satisfaction through Purchase Decision, it proves that
Product Quality increases Customers' Satisfaction through Purchase Decision on
Wardah cosmetic products in Surabaya. Brand Image (X2) has positive and
significant influence towards Customers' Satisfaction through Purchase Decision, it
proves that Brand Image increases Customers' Satisfaction through Purchase
Decision on Wardah cosmetic products in Surabaya.
CONCLUSION
The results of this study can be the reference for similar researches which use the
theories and concepts of product quality, brand image, purchase decision, and
customers' satisfaction. For next researchers, it will be useful to have deeper analysis
by adding other variables which may influence customers' satisfaction, such as price
as it influences customers' satisfaction. Moreover, the next research may also add
more respondents by expanding the distribution area to get more accurate results.
It can be seen that the lowest respondents' evaluation was on the Product Quality
variable with the statement of "I think Wardah cosmetic products have proper
composition as in SNI standard". Therefore the development of Wardah cosmetic
products can be done in several ways such as doing quality control so that the
products should have the right composition as in SNI standard so they will be safe for
customers. From the packaging, the products have to be more creative related to the
market targets which are women, so that the package will interest more female
customers. It can be seen that the lowest respondents' evaluation was on Brand Image
variables with the statement of "I think Wardah cosmetic products have been trusted
and popular in society". Therefore the development of Wardah cosmetic products can
be done using some approaches such as holding beauty seminars, expanding the
market targets, utilizing some social media platforms like beauty endorsers and
influencers in introducing and promoting the products through Youtube, Instagram,
Facebook, Tok Tok and many others. By doing so, it can help build a positive brand
image on the customers. It can be seen that the lowest respondents' evaluation was on
Customers' Satisfaction variable with the statement if "I am proud of using Wardah ''.
Therefore the development of Customers' satisfaction on Wardah cosmetic products
can be done by taking surveys on Wardah cosmetic customers to know and evaluate
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the products' weaknesses, increase the brand image through social media by hiring
influencers and endorsers so that the products will be known as good and high quality
local products. It can be seen that the lowest respondents' evaluation was on
Purchase Decision variable with the statement if "IIt's hard for me to move on other
products because I am used to purchasing Wardah cosmetic products". Therefore the
development of purchase decision can be done by increasing product quality, brand
image, maintaining affordable price, available facilities to lead customers to make
purchase decision.
Based on the research that has been done, the researcher provides academic
advice to further researchers, namely that the results of this study can be a reference
for similar tasks that use theories and concepts about product quality, brand image,
purchase decisions, and consumer satisfaction. Suggestions for the following
researchers are to examine more deeply by adding several other variables that can
affect customer satisfaction. Like price because the price can affect customer
satisfaction. The following researchers can also increase the number of respondents
so that the results obtained are most accurate. Management of the quality of cosmetic
products shows that improving Wardah's cosmetic products' quality can be done in
various ways. It means conducting quality control where the product has a
composition and standardization according to SNI so that it is safe for use by
consumers and in terms of product packaging can be more varied because market
segmentation is women so that pacakaging can be made more attractive to female
consumers. Those who manage the brand image of Wardah cosmetic products can see
from the lowest respondents' assessment that the brand image variable lies in the
statement, "I feel Wardah's cosmetic products are trusted and known by the public."
Enhancement of Wardah's cosmetic brand image by taking several approaches such
as holding beauty seminars, expanding market segmentation to be better known by
the public, utilizing social media platforms such as beauty endorsers and influencers
in introducing and promoting products through social media. Such as Youtube,
Instagram, Facebook, TikTok, and other social media so that it indirectly teaches and
builds a positive brand image in the minds of consumers.
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