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ABSTRACT

Introduction/Main Objective: This study examines how brand image
and trust influence consumer loyalty to Revlon products at STIE
Ekuitas Bandung. Revlon was one of the first brands to enter
Indonesia. However, it is currently in a difficult position due to heavy
debt, a failure to innovate and adapt to intense market competition,
and pressing operational issues that have ultimately undermined the
brand's image in Indonesia. Background of the Problem: This study
examines how declining consumer loyalty has led to a decline in brand
image and trust, driven by intense competition in the Indonesian
cosmetics industry, where local and international brands struggle to
attract and retain consumers. The main issue this study focuses on is
Revlon's declining sales and consumer interest, partly driven by
bankruptcy issues in its home country. Novelty: The uniqueness of this
research lies in the brand image and trust that impact Revlon
products, which have not been widely studied by previous research,
and currently Revlon does have/face several serious problems that
result in declining consumer loyalty. This research was conducted to
address these issues. Research Method: This study used descriptive
and verification methods. The data collection technique used was a
non-probability method through the distribution of questionnaires to
95 respondents. The statistical analysis instruments included validity,
reliability, normality, multicollinearity, heteroscedasticity, multiple
linear regression analysis, t-tests, and F-tests, using SPSS software.
Finding/Results: The correlation coefficient analysis (0.854) indicates
a strong correlation between brand image, trust, and consumer
loyalty. Partially (t-test), brand image and trust influence consumer
loyalty. Meanwhile, simultaneously (F-test), brand image and trust
significantly influence consumer loyalty to Revlon products.
Conclusion: This study concludes that brand image and trust together
have a significant and positive influence on consumer loyalty.
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1. Introduction

Indonesia is widely recognized as one of the fastest-growing markets globally in the cosmetics and
toiletries category. Cosmetics and personal care products account for the top three highest-value sales
year on year. The January—July 2018 period reached US$431.2 million, up 31.7% from the previous
year, and is predicted to continue increasing by 10- 20% each year.

Figure 1 shows the growth of Indonesia's cosmetics and skincare market from 2010 to 2023, as
reported by the Central Statistics Agency, which states that the import value of beauty products,
including cosmetics, is certain to increase every year. This has led to the emergence of both foreign
and domestic cosmetic companies. Companies competing in the domestic cosmetics market include
Mustika Ratu, Sari Ayu, and Martha Tilaar. Several foreign brands also compete with local products,
including Revlon, SK-II, Christian Dior, Oriflame, Maybelline, Body Shop, and Face Shop. One of the first
cosmetic industry products in Indonesia is Revlon, an imported cosmetic brand from the United States
that has been in Indonesia since 1969 until now, which produces various cosmetics including skin
moisturizer, foundation, loose powder, eyeliner, mascara, eyeshadow, perfume, nail polish, hair dye,

beauty tools, lip gloss, and lipstick (www.revlon.com).

Figure 1. Growth of Cosmetics and Skincare
Source: TechoBusiness

Revlon is a cosmetics company from the United States that is successful internationally, including
in Indonesia. This company has been granted exclusive rights to distribute and sell Revlon products in

Indonesia. However, Revlon currently has enormous debts in its home country and is facing bankruptcy
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and failure to adapt to shifts in cosmetics preferences in recent years. The bankruptcy issue does not
directly affect operations in Indonesia. Still, sales have declined, and the Top Brand Index has dropped
because consumers are concerned about the brand's stability and the future availability of products.
Figure 2 shows this through the decline in Revlon product sales, as Revlon's global net sales
fluctuated from 2021 to 2022. According to katadata.co.id, Revlon faced several challenges, including
shifting beauty preferences and increased competition. This sales decline is also reflected in Revlon
Cosmetics' drop in the Top Brand Index in 2022, even though it won the Top Brand Index in 2020. This
decline is due to Revlon's lack of innovation. The following data shows the decline in the Top Brand

Index (see Figure 3).
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Figure 2. Revlon Cosmetics Growth

Source: Revlon Website Financial Report

According to Top Brand Index data (see Figure 3), Revlon's market share has declined
significantly, as some customers are believed to be switching to competing brands. Based on this data,
Revlon cosmetics appear to have lost loyalty among Indonesians. Revlon remains less strong in
consumers' minds than its competitors. This decline has made Revlon's products less adaptable and
less responsive to customer needs. This is what will erode trust. Consumers will become hesitant to
buy Revlon products, especially with new brands on the market and pressure from competitors to
innovate, because they will doubt whether raw materials are reduced to cut costs or chemicals are
used to improve product performance. In this regard, consumer loyalty in choosing cosmetic products

does not appear out of nowhere; it requires effort to build a strong brand image and earn consumer
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trust.
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Figure 3. Top Brand Index

Source: Topbrand-award.com

This problem discusses how brand image and trust influence consumer loyalty towards Revlon
products at STIE Ekuitas Bandung. This study examines how consumer loyalty declines in brand image
and trust, driven by intense competition in the Indonesian cosmetics industry, where local and
international brands struggle to attract and retain consumers. This study focuses on the decline in sales
and consumer interest in Revlon, partly driven by bankruptcy issues in its home country. This study's
uniqueness lies in examining how brand image and trust influence Revlon products, which previous
studies have not widely examined. Currently, Revlon faces several serious problems that have led to

declining consumer loyalty.

2. Literature Review

2.1. Brand Image

According to Perdana et al. (2020), brand image can originate from marketing communications, others'
experiences after purchasing a product, and a set of associations created in consumers' minds.
According to Ahmad et al. (2020), the dimensions of brand image are as follows: Brand Identity, Brand
Personality, Brand Association, Brand Attitude & Behavior, and Brand Benefit & Competence.

2.2. Trust

According to Putri (2024), trust is the willingness to rely on others' ability, integrity, and motivation to
act in the interests of consumer satisfaction and individual interests, either implicitly or explicitly.

According to Sadikin & Aprilianto (2022), trust has three dimensions: achieving results, acting with

integrity, and demonstrating concern.
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2.3.  Consumer Loyalty
According to Hurriyati, customer loyalty is customers' effort to consistently purchase selected products
or services in the future, even though situational influences and marketing competitors can change
behavior. Dimensions of consumer loyalty according to Fakhri (2022) include average repurchase rate,
purchasing the same products and services, promoting products to others, and demonstrating
immunity to competitors' products.
2.4. Conceptual framework
A conceptual model of how relationships theoretically function as important issues between the
variables being studied. According to Sugiyono (2017:60), a framework of thought is a conceptual
model of how theory relates to various factors identified as important issues. Formulating research
hypotheses is the third step in research. According to Sugiyono (2020), hypotheses, which are
temporary solutions to problems based on definitions, are called temporary because the solutions
provided are only based on appropriate ideas and not empirical data obtained through field data
collection.

Based on the description in the conceptual framework (see Figure 4), the author formulates the
following hypotheses: H1: Brand image has a positive and significant effect on consumer loyalty; H2:
Consumer trust has a positive and significant effect on consumer loyalty; and H3: Brand image and

consumer trust have a positive and significant effect on consumer loyalty.
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Figure 4. Conceptual Framework

3. Method, Data, and Analysis
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This research used a descriptive quantitative method. The population in this study is Revlon consumers
at STIE Ekuitas Bandung, consisting of 1,779 active students. Therefore, the sample must be

representative of the population, so the Slovin formula is used as follows (Eg. 1).

_ N
" 1+N (e)?
(1)

where n is the sample size/number of respondents, N is the population size, and e is the sampling error

(10%); therefore, the sample size is:

n=——1" __ =9467 =95
1+1799 (0,01)2

(2)

Based on Equation (2), the resulting n is 94.67, which the researcher rounded up to 95. Data
can be collected in various ways, and data quality depends on the accuracy of the methods used to
gather information through primary or secondary data. Data collection procedures required by
researchers include techniques such as internet research, questionnaires, and literature reviews.

To ensure the data collected is valid and reliable, we began with Research Instrument Testing,
which included Validity Testing to check the questionnaire's validity and Reliability Testing to measure
the consistency of the measuring instruments. Once the validity and reliability test results are
satisfactory, we conducted the Classical Assumption Test, namely the Normality Test to ensure the
data is normally distributed, the Multicollinearity Test to detect relationships between independent
variables, and the Heteroscedasticity Test to identify variance equality in the regression model.

Once all assumptions are met, proceed with Analysis and Hypothesis Testing, which consists of
multiple linear regression analysis to measure the effect of independent variables (Brand Image and
Trust) on Consumer Loyalty. This testing is supplemented with a Partial Test (t-test) to determine the
influence of each variable individually and a Simultaneous Test (F-test) to test the overall influence of
the variables together. In addition, Correlation Coefficient Analysis is used to assess the strength of the
relationship between variables, and Coefficient of Determination Analysis (R?) is used to measure the

extent to which the independent variables explain the dependent variable.

4, Result and Discussion

4.1. Validity Test Results

Two main factors affect the quality and results of research: instrument quality in terms of validity and
reliability. Based on the validity and reliability tests conducted on the questionnaire items for the
variables of brand image, trust, and consumer loyalty, the results are as follows in Table 1. Based on

Table 1, the validation test results show that the calculated r is greater than the table r > 0. All items
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are considered valid because the calculated r is greater than the tabler.

Table 1. Validity Test Results

Variable Question R count R table Description
Brand Image (X1) X1.1 0.774 0.202 VALID
X1.2 0.734 0.202 VALID
X1.3 0.793 0.202 VALID
X1.4 0.754 0.202 VALID
X1.5 0.733 0.202 VALID
X1.6 0.802 0.202 VALID
X1.7 0.764 0.202 VALID
X1.8 0.786 0.202 VALID
Trust (X2) X2.1 0.851 0.202 VALID
X2.2 0.788 0.202 VALID
X2.3 0.801 0.202 VALID
X2.4 0.847 0.202 VALID
X2.5 0.855 0.202 VALID
X2.6 0.778 0.202 VALID
Consumer Loyalty (Y) Y.l 0.871 0.202 VALID
Y.2 0.830 0.202 VALID
Y.3 0.807 0.202 VALID
Y.4 0.852 0.202 VALID
Y.5 0.821 0.202 VALID
Y.6 0.833 0.202 VALID
Y.7 0.840 0.202 VALID
X1.8 0.786 0.202 VALID
X1.9 0.795 0.202 VALID

Source: Processed primary data, 2025

All three variables have Cronbach's alpha coefficients well above 0.6 (see Table 2). These test results
indicate that the measuring instruments are appropriate and reliable. are appropriate and reliable.

Table 2. Reliability Test Results

Variable Coefficient Reliability Critical Point Conclusion
Brand Image (X1) 0.913 0.600 Reliable
Trust (X2) 0.901 0.600 Reliable
Consumer Loyalty (Y) 0.925 0.600 Reliable

Source: Processed primary data, 2025

4.2.Classical Assumption

Test Normality Test

Based on Table 3, the Kolmogorov-Smirnov (KS) normality test has a significance value of 0.200 >
0.05; therefore, the data variables X1 and X2 are normally distributed.

Table 3. Normality Test Results
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Statistic Parameter | Unstandardized Residual

N — 95
Normal Parameters®° Mean 0.0000000
Std. Deviation 3.36650938

Most Extreme Differences | Absolute 0.054
Positive 0.052

Negative -0.054

Test Statistic — 0.054
Asymp. Sig. (2-tailed)® — 0.200¢

Source: Processed primary data, 2025

Multicollinearity Test

253

From the multicollinearity test results (see Table 4), tolerance is 0.271 >0.10 and VIF is 3.688 < 0.01,
so we conclude there is no multicollinearity.

Table 4. Multicollinearity Test Results

Standardized

Unstandardized  Std.

Model Variable Coefficients t Sig. Tolerance VIF
I Coefficients (B) Error et '8
(Beta)
1 (Constant) 2.772 2.238 — 1.239 0.219 — —
1 Brand 0.307 0.118 0.331 2.602 0.011 0.271 3.688
Image
1 Trust 0.564 0.153 0.470 3.692 <0.001 0.271 3.688

Source: Processed primary data, 2025

Heteroscedasticity Test

The points show no pattern, and they are scattered above and below zero on the Y-axis (see Figure

5). Therefore, we conclude that there is no heteroscedasticity.
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Figure 4. Heteroscedasticity Test Results
Source: Processed primary data, 2025

Multiple Linear Regression Analysis

Based onTable 5, we can see that the constant value (avalue) is 2.772, the brand image value (B value)
is 0.307, and the confidence value (B) is 0.564. Therefore, we can obtain the following multiple linear
regression Equation (3).

Y=a+bl.X1+b2.X2+eé
=2.772+0.307 +0.564 + & (3)

Equation 3 means that 2.772 represents a constant, or the state when the Consumer Loyalty variable is not
influenced by other variables, namely the Brand Image variable (X1) and the Trust variable (X2). If the independent
variable is absent, the Consumer Loyalty variable remains unchanged. b1 (regression coefficient value of X1) of
0.307 indicates that the Brand Image variable has a positive influence on Consumer Loyalty (Y), meaning that each
unit increase in the Brand Image variable will affect Consumer Loyalty by 0.307. b2 (regression coefficient value of
X2) of 0.564 indicates that the Trust variable has a positive influence on the Consumer Loyalty variable (Y), meaning
that each unit increase in the Trust variable will affect Consumer Loyalty by 0.564, assuming that other variables
were not examined in this study.

Table 5. Multiple Linear Regression Analysis

Coefficients?

Unstandardized Coefficients Standardized Coefficients
Model B Std. Error Beta T Sig.
1 (Constant) 2.772 2.238 1.239 219
Brand Image .307 118 331 2.602 .011
Trust .564 .153 470 3.692 <,001

a.Dependent Variable: Loyalitas Konsumen

Source: Processed primary data, 2025
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Correlation Coefficient Analysis

Table 6 shows the correlation coefficient analysis. The correlation coefficient analysis shows that
the independent and dependent variables have a strong to very strong relationship (0.732, 0.753 to
0.854).

Table 6. Correlation Coefficient Analysis

Brand Image Trust Consumer
Loyalty
Brand Image Pearson Correlation 1 0.854** 0.732**
Sig. (2-tailed) <,001 <,001
N 95 95 95
Trust Pearson Correlation 0.854** 1 0.753**
Sig. (2-tailed) <,001 <,001
N 95 95 95
Consumer Loyalty Pearson Correlation 0.732** 0.753** 1
Sig. (2-tailed) <,001 <,001
N 95 95 95

** Correlation is significant at the 0.01 level (2-tailed).
Source: Processed primary data, 2025
Testing the Coefficient of Determination (R2)
From Table 7, the Adjusted R Square (coefficient of determination) value is 0.596, meaning the

independent variable (X) explains 59.6% of the variation in the dependent variable (Y).

Table 7. Analysis of the Coefficient of Determination

Model Summaryb

Model R R Square  AdjustedR Square Std. Error of the Estimate  Durbin- Watson

1 0.772° 0.596 0.587 3.40291 1.529

a. Predictors: (Constant), X2, X1; b. Dependent Variable: Y

Source: Processed primary data, 2025

Partial Hypothesis Test (T-test)

Table 8 shows that brand image has a significance value of 0.011> 0.05 and a t-value greater than
the t-table value, namely 2.602 > 1.986. Therefore, HO1 is rejected, and Hal is accepted, meaning that
brand image (X1) has a significant effect on consumer loyalty (Y). According to Table 8, the results of
the partial t-test show that the significance value of the influence of trust on consumer loyalty is 0.001
> 0.05 and the t-value is greater than the t-table value, namely 3.692 > 1.986, so HO1 is rejected, and
Hal is accepted, meaning that there is a significant influence of trust (X2) on consumer loyalty (Y).
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Table 8. Partial Significance Test (T-test)

Unstandardized Coefficients Standardized Coefficients T Sig.
Model B Std. Error Beta
1 (Constant) 2.772 2.238 1.239 219
X1 0.307 0.118 0.331 2.602 011
X2 0.564 0.153 0.470 3.692 <,001

Source: Processed primary data, 2025
a.Dependent Variable: Y

F-test (F-test)

The significance value for Brand Image (X1) and Consumer Trust (X2) on Consumer Loyalty is 0.001
< 0.05, and the calculated F value of 67.858 > the F table value of 3.10. This proves that HO3 is rejected
and H3a is accepted. This means brand image and consumer trust influence purchase intention (see
Table 9).

Table 9. Simultaneous Significance Test (F Test)

No Model Sum of Squares Df Mean Square F Sig.
1 Regression 1571.567 2 785.784 67.85 <,001
8 b
Residual 1065.338 92 11.580
Total 2636.905 94

Source: Processed primary data, 2025

5. Discussion
Based on research with Revlon consumers at STIE Ekuitas Bandung, several key conclusions emerge.

The Revlon brand has a strong foundation in brand image and consumer trust, both of which contribute
significantly and positively to consumer loyalty. This is reflected in consumer assessments that
categorize these three elements as “good,” as well as the combined contribution of brand image and
trust to loyalty (59.65%). These results show that consumers' positive perceptions of the brand and
their confidence in the products are the main drivers of loyalty.

Furthermore, as evidenced by the continuum line, the average score for respondents' responses
regarding purchase intention was 2.568, falling within the "good" category. This indicates that
consumer loyalty among students at STIE Ekuitas Bandung is quite good. These results align with
research conducted by Chinna et al. (2022), which demonstrates that loyalty is not solely about the
product but also about building emotions and trust with consumers.

Across these nine questions, the average response to the brand image questionnaire was good,
with a high score of 3.93 for the question “Revlon has products with a very elegant impression.” This
shows that Revlon has elegant products that attract consumers and make them interested in buying
Revlon beauty products. Meanwhile, the lowest response was to the question, “Revlon has a
memorable brand logo, so it has more fans than other brands.” This is because some students at STIE
Ekuitas do not remember the Revlon brand name, as several newer brands are more popular. The
above evidence shows that consumers rate this brand image as good, with a low score of 3.69. This
lowest-rated aspect can be used as a suggestion for the company to improve the disorganized system
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in the cosmetic industry.

The results indicate that brand image among consumers at STIE Ekuitas Bandung influences
repeat purchases of Revlon products. Furthermore, based on the study results, which used a
guestionnaire distributed to 95 respondents, students of STIE Ekuitas Bandung, the results showed
that those with affirmative responses responded to the brand image variable, thus achieving a
significant result. A positive brand image will attract students to purchase Revlon products, leading
many students to make repeat purchases. This is consistent with research (Penerapan and Fifo 2023),
which states that brand image influences consumer loyalty, as an emotional connection to a brand
significantly contributes to increased customer loyalty.

From these six questions, the average response to the questionnaire regarding consumer
confidence was good, with a high score of 3.81 for “The information provided in Revlon advertisements
is accurate.” This suggests that the ingredients in Revlon products are as stated on the products
themselves and have been dermatologically tested. Meanwhile, the lowest response was to the
guestion “Revlon is responsive to consumer complaints and questions.” The factor is that students at
STIE Ekuitas disagree that Revlon is responsive to consumer complaints. The evidence is clear: the
product has several problems, and Revlon is failing to address the complaints. Based on the continuum
in Figure 4.3, the average score of respondents' answers regarding consumer trust was 2.227 and fell
into the “good” category, meaning that consumer trust was considered good among students at STIE
Ekuitas Bandung in terms of consumer loyalty to Revlon products.

The results indicate that consumer trust influences consumer loyalty among students at STIE
Ekuitas Bandung. Based on the study, which used a questionnaire distributed to 95 STIE Ekuitas
Bandung consumers, the results showed that affirmative answers on the consumer trust variable had
a significant positive influence on consumer loyalty. This aligns with research by Anggraeni and Sutedjo
(2024), which found that trust has a positive and significant influence on consumer loyalty to makeup
products. This is because consumer trust is built when the company meets consumer expectations, so
consumers feel confident using the product and will continue to purchase it.

The results concluded that the perception of consumer experience at STIE Ekuitas Bandung is
categorized as "good," as shown by the research findings, which state that brand image and trust
simultaneously have a significant effect on consumer loyalty to Revlon products among STIE Ekuitas
Bandung students. This shows that both independent variables contribute to consumer loyalty;
together, they account for 59.65%, which is interesting for researchers to study.

6. Conclusion
Based on research conducted on Revlon consumers at STIE Ekuitas Bandung, the Revlon brand has a

strong foundation in brand image and consumer trust, both of which contribute significantly and
positively to consumer loyalty. The results indicate that consumers' positive perceptions of the brand
and their trust in the product are the main drivers of loyalty. The results also indicate that brand image
among consumers at STIE Ekuitas Bandung is influenced by brand image, thus strengthening repeat
purchases of Revlon products. The results concluded that the perception of consumer experience at
STIE Ekuitas Bandung was categorized as "good," indicating that brand image and trust simultaneously
have a significant influence on consumer loyalty among Revlon students.

Based on these findings, Revlon can consider several recommendations to optimize consumer
loyalty further. First, the company should strengthen its brand identity, particularly by revising its logo
to make it more distinctive and memorable. Second, it should improve its response to consumer
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complaints through official channels, such as social media, to rebuild and maintain trust. Third, Revlon
should develop a more effective strategy to increase repeat purchases among its loyal customer base.
Overall, management needs to continuously monitor and improve indicators that directly influence
consumer perceptions of brand image and trust, as these are key to driving long-term loyalty.

References

Anggraeni, R., & Sutedjo, B. (2024). THE INFLUENCE OF BRAND TRUST AND CUSTOMER VALUE ON
PURCHASE INTENTION AND CUSTOMER LOYALTY (Study on working women who use Wardah
cosmetics) PENGARUH KEPERCAYAAN MEREK DAN NILAI PELANGGAN TERHADAP MINAT BELI
DAN TERHADAP LOYALITAS PELANGGAN (Studi pada wa. COSTING: Journal of Economic, Business
and Accounting, 7(3), 3949-3857.
https://journal.ipm2kpe.or.id/index.php/COSTING/article/view/8809/5373

Aris Ariyanto, Rejeki Bangun, Muhamad Rifgi Min Indillah, Arlin Ferlina Mochamad Trenggana, Dienni
Ruhjatini Sholihah, Maya Ariyanti, Euis Widiati, Purna Irawan, Susiana Dewi Ratih, R. Suryanti
Ismail, Defin Shahrial Putra, Amrin Mulia Utama, Syahputra, J. B. B. (2023). MANAJEMEN
PEMASARAN.

Chinna, D. F. G., Soegoto, A. S., & Djemly, W. (2022). Analisis Kualitas Produk, Citra Merek, Dan Harga
Pengaruhnya Terhadap Loyalitas Konsumen Pada Produk Wardah Kosmetik Di Kota Manado.
Jurnal EMBA : Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 10(3), 295.
https://doi.org/10.35794/emba.v10i3.40909

Hafidz, G. P., & Muslimah, R. U. (2023). Pengaruh Kualitas Layanan, Citra Merek, Kepercayaan
Pelanggan Dan Kepuasan Pelanggan Terhadap Loyalitas Pelanggan Produk Herbalife. Jurnal
lImiah Manajemen, Ekonomi, & Akuntansi (MEA), 7(1), 253-274.
https://doi.org/10.31955/mea.v7i1.2912

Hamid. (2023). ILMU MANAJEMEN PEMASARAN.

Harum, Y. E., Herawati, W., Ekonomi, F., Bisnis, D., Wijaya, U., & Surabaya, K. (2024). Pengaruh
Kepuasan Konsumen, Kualitas Produk Dan Citra Merek Terhadap Loyalitas Konsumen Pada
Produk Skintific. 1-7.

Hidayah, I., Ariefiantoro, T., Nugroho, D. W. P. S., & Suryawardana, E. (2021). Analisis Strategi Bauran
Pemasaran Dalam Meningkatkan Volume Penjualan (Studi Kasus Pada Pudanis Di Kaliwungu).
Solusi, 19(1), 76—82. https://doi.org/10.26623/slsi.v19i1.3001

Leilani, E. R., & Kusnanto, D. (2023). Pengaruh Brand Ambassador dan E-Wom terhadap Brand Image
Pelembab Pond’s: Al-Kharaj : Jurnal Ekonomi, Keuangan & Bisnis Syariah, 6(3), 3081-3089.
https://doi.org/10.47467/alkharaj.v6i3.4980

Liliana, M. (2023). Pengaruh Brand Image Online Customer Review terhadap Keputusan Pembelian
Konsumen Blicli.com. Pengaruh Brand Image Online Customer Review Terhadap Keputusan
Pembelian Konsumen Blicli.Com, 2016.



Banking and Management Review Vol. 13 No. 2 259

Mardiatmoko, G. (2020). The Importance of the Classical Assumption Test in Multiple Linear Regression
Analysis (A Case Study of the Preparation of the Allometric Equation of Young Walnuts).
Barekeng, 14(3), 333-342. https://doi.org/10.30598/barekengvol14iss3pp333-342

Miranda, A., Latief, F., & Z, N. (2023). Pengaruh Citra Merek dan Kualitas Produk terhadap Keputusan
Pembelian Kosmetik Makeover pada Mahasiswa ITB Nobel Indonesia. Jurnal Manajemen Dan
Akuntansi, 1(1), 29-41. https://e-jurnal.nobel.ac.id/index.php/malomo/article/view/3446/1722

Ramadani, U. P., Muthmainnah, R., & Ulhilma, N. (2025). Strategi Penentuan Populasi dan Sampel
dalam Penelitian Pendidikan : Antara Validitas dan Representativitas. 574-585.

Ramadhani, M., & Nurhadi. (2022). Pengaruh Citra Merek, Kepuasan Konsumen, dan Kepercayaan
terhadap Loyalitas Pelanggan Air Mineral Merek Aqua. Jurnal llmiah Ekonomi Dan Bisnis
Universitas Multi Data Palembang, 11(2), 200-214.
https://jurnal.mdp.ac.id/index.php/forbiswira/article/view/2235

Rohmah, Z., & Sukaris, S. (2024). Pengaruh kualitas produk, harga, dan citra merek terhadap keputusan
pembelian Wardah kosmetik. Jurnal Manajemen Strategi Dan Aplikasi Bisnis, 7(1), 37-48.
https://doi.org/10.36407/jmsab.v7i1.1164

Sri Rahayu. (2019). Analisis Pengaruh Kualitas Produk Dan Harga Terhadap Penjualan Telur Ayam.
Unusia, 10320.

Sugiono Sugiono, & Setya Winarno. (2023). Implementasi Value Engineering (VE) pada Proyek Jalan
oleh Konsultan dan Kontraktor. Jurnal Riset Rumpun Ilmu Teknik, 2(2), 33-42.
https://doi.org/10.55606/jurritek.v2i2.1690

Sugiyono. (2020). METODE PENELITIAN KUANTITATIF KUALITATIF.

Widha Trisia Fitriana. (2020). Pengaruh Kepercayaan, Loyalitas, Dan Kepuasan Konsumen Terhadap
Minat Beli Ulang Konsumen Kosmetik Wardah Di Yogyakarta. Google Scholar, 1-119.



