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ABSTRAK 

Industri kosmetika mengalami pertumbuhan luar biasa dan tetap kokoh di 

tengah resesi ekonomi. Wardah, salah satu merek lokal yang telah lama populer di 

kalangan masyarakat. Kesuksesan Wardah mencerminkan daya tariknya dalam 

pasar kosmetika yang kompetitif. Label halal menjadi elemen kunci dalam 

memperkuat posisinya pada industri kosmetika. Dimana Indonesia merupakan 

negara dengan populasi Muslim terbesar di dunia. Selain itu, eksistensinya pada 

Corporate Social Responsibility yang dimiliki menjadi daya tarik tersendiri bagi 

masyarakat yang kini semakin peduli terhadap isu sosial maupun lingkungan.  

Penelitian ini bertujuan untuk menguji pengaruh antara labeh halal dan 

Corporate Social Responsibility terhadap Keputusan pembelian dengan citra 

merek sebagai variabel intervening. Penelitian ini fokus pada konsumen Wardah 

di Shopee, yang merupakan marketplace dengan arus transaksi tertinggi saat ini. 

Metode yang digunakan pada penelitian ini adalah kuantitatif dengan teknik 

pengambilan sampel purposive sampling. Sebanyak 170 responden digunakan 

sebagai sampel untuk memperoleh data yang diolah menggunakan SmartPLS 

versi 4.0.9.8.  

Hasil dari penelitian ini menunjukkan bahwa variabel label halal dan 

corporate social responsibility berpengaruh positif dan signifikan terhadap 

keputusan pembelian. Label halal dan Corporate Social Responsibility 

berpengaruh positif dan signifikan terhadap citra merek. Citra merek berpengaruh 

positif dan signifikan terhadap keputusan pembelian, serta citra merek mampu 

memediasi label halal dan Corporate Social Responsibility terhadap keputusan 

pembelian yang dimediasi oleh citra merek produk Wardah di Shopee. 

Penelitian ini memberikan rekomendasi kepada pihak perusahaan agar 

dapat menjaga kehalalan dan kualitas produknya, serta mempertahankan atau 

bahkan meningkatkan kegiatan Corporate Social Responsibility yang dimilikinya. 

Sehingga akan menumbuhkan citra merek yang baik yang berakhir pada 

keputusan pembelian. 

 

 

Kata kunci: label halal, Corporate Social Responsibility, citra merek, Keputusan 

pembelian, Wardah. 
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ABSTRACT 

 
The cosmetics industry has experienced tremendous growth and remained 

resilient amid economic recession. Wardah, one of the local brands that has long 

been popular among the public. Wardah's success reflects its attractiveness in the 

competitive cosmetics market. The halal label has become a key element in 

strengthening its position in the cosmetics industry. Where Indonesia is a country 

with the largest Muslim population in the world. In addition, its existence on the 

Corporate Social Responsibility it has become a unique attraction for people who 

are now increasingly concerned about social and environmental issues. 

This study aims to test the influence of the halal label and Corporate 

Social Responsibility on purchase decisions with brand image as an intervening 

variable. This study focuses on Wardah consumers on Shopee, which is the 

marketplace with the highest transaction flow today. The method used in this 

study is quantitative with purposive sampling sampling technique. A total of 170 

respondents were used as samples to obtain data that were processed using 

SmartPLS version 4.0.9.8. 

The results of this study show that the variables of halal label and 

Corporate Social Responsibility have a positive and significant influence on 

purchase decisions. Halal label and Corporate Social Responsibility have a 

positive and significant influence on brand image. Brand image has a positive and 

significant influence on purchase decisions, and brand image is able to mediate 

the halal label and Corporate Social Responsibility on purchase decisions 

mediated by the Wardah product brand image on the Wardah on Shopee. 

This study provides recommendations to companies to maintain the 

halalness and quality of their products, as well as to maintain or even improve 

their Corporate Social Responsibility activities. This will help to build a good 

brand image that will lead to purchase decisions. 

 

 

Keywords: halal label, Corporate Social Responsibility, brand image, purchasing 

decision, Wardah. 
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