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ABSTRACT 
 

 
TARUMANAGARA UNIVERSITY 

FACULTY OF ECONOMICS AND BUSINESS 

JAKARTA 
 

 
 

(A)    PUTRI PRASTYA NINGSIH (115160458) 

 
(B)    THE  EFFECT  OF  BRAND  PERCEIVED  QUALITY,  HALAL  BRAND 

IMAGE, HALAL BRAND SATISFACTION, HALAL BRAND TRUST, HALAL 

BRAND LOYALTY, AND PURCHASE INTENTION ON EMINA COSMETICS 

PRODUCT 

 
(C)    xv +103 pages, 32 tables, 6 pictures, 10 attachment 

 
 

(D)   MARKETING MANAGEMENT 

 
(E)    Abstract: The purpose of this study is to examine whether 1) brand perceived 

quality can effect halal brand image, halal brand satisfaction, brand purchase 

intention, halal brand trust, and halal brand loyalty of Emina’s cosmetic 

brand, 2) halal brand image, halal brand satisfaction, halal brand trust, and 

halal brand loyalty can effect brand purchase intention of Emina’s cosmetic 

brand. Sample was selected using purposive sampling method amount to 100 

respondents who are muslim by handing out a questionnaire online, the data 

is processed using smartPLS-SEM. The result of this study indicate that brand 

perceived quality might affect halal brand image, halal brand satisfaction, 

halal brand trust, and halal brand loyalty. Brand perceived quality, halal 

brand image, and halal brand satisfaction can’t affect brand purchase 

intention.  halal  brand  trust,  and  halal brand  loyalty  might  affect  brand 

purchase intention. 

 
(F)     Brand Perceived Quality, Halal Brand Image, Halal Brand Satisfaction, Halal 

Brand Trust, Halal Brand Loyalty, Brand Purchase Intention 
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ABSTRAK 
 

 
UNIVERSITAS TARUMANAGARA 
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JAKARTA 

 
 

(A)   PUTRI PRASTYA NINGSIH (115160458) 

 
(B)   PENGARUH PERSEPSI KUALITAS MEREK, CITRA MEREK HALAL, 

KEPUASAN MEREK HALAL, KEPERCAYAAN MEREK HALAL, 

LOYALITAS MEREK HALAL, DAN MINAT BELI KONSUMEN 

TERHADAP PRODUK KOSMETIK EMINA 

 
(C)   xv +103 Halaman, 32 tabel, 6 gambar, 10 lampiran 

 
 

(D)   MANAJEMEN PEMASARAN 

 
(E)    Abstrak: Tujuan dari penelitian ini adalah untuk menguji apakah 1) persepsi 

kualitas merek dapat memengaruhi citra merek halal, kepuasan merek halal, 

minat beli merek, kepercayaan merek halal, dan loyalitas merek halal produk 

kosmetik Emina, 2) citra merek halal, kepuasan merek halal, kepercayaan 

merek halal, dan loyalitas merek halal dapat memengaruhi minat beli merek 

produk kosmetik  Emina.  Sampel dipilih  menggunakan  metode purposive 

sampling berjumlah 100 responden yang beragama Islam, dengan 

menyebarkan kuesioner secara online data kemudian diolah menggunakan 

smartPLS-SEM. Hasil penelitian ini menunjukkan bahwa persepsi kualitas 

merek dapat memengaruhi citra merek halal, kepuasan merek halal, 

kepercayaan merek halal, dan loyalitas merek halal. Persepsi kualitas merek, 

cita merek halal, dan kepuasan merek halal tidak dapat memengaruhi minat 

beli merek. Kepercayaan merek halal dan loyalitas merek halal dapat 

memengaruhi minat beli merek. 

 
(F)  Persepsi Kualitas Merek, Citra Merek Halal, Kepuasan Merek Halal, 

Kepercayaan Merek Halal, Loyalitas Merek Halal, Minat Beli Merek. 
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