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Abstract. This scientific research intends to assess the impact of both the brand image and 

the perceived value on customer loyalty simultaneously and partially to consumers of 

Wardah cosmetic products. The principal data was gathered collectively through a 

questionnaire with as many as 400 respondents of consumers of Wardah cosmetic to answer 

the questions at the Aurora Store in Malang and was taken by the technique of purposive 

sampling. The combination of both the analysis of Multiple regression and the testing of 

hypothesis showed that brand image positively and significantly affected customer loyalty, 

perceived value positively and significantly affected customer loyalty. Finally both brand 

image, and perceived value affected customer loyalty significantly in simultaneous way. 
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1 Introduction 
  

Customer loyalty is believed to be one of the most important components in a business 

organization or company that is run. Loyal customers can be a very valuable asset, because these 

consumers not only continuously use the products or services of the company or organization, 

but will automatically recommend the experiences they feel and enjoy to others [2]. Customer 

loyalty is an important thing to study because customers will continue to make repeated 

purchases if they already have an emotional bond that makes customers loyal to a company 

product so they can recommend it to others [28]. In the current circumstances of progressively 

fierceful competition, each company has to monitor business competition, and has to deliver 

appropriate efforts needed in order to win the business competition (Pratama & Santoso, 2018). 

When someone is loyal to a product, they automatically take into account various factors such 

as the attractiveness or interest in buying a product which strongly affected by the stimulus of 
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the Wardah Cosmetic brand image such as LPPOM MUI halal label information on the 

packaging which makes consumers believe that Wardah products are safe to use [13]. 

Customer loyalty, besides being influenced by the brand image and the perceived value, can 

also be significantly influenced by several other factors, such as the trust, the service quality and 

price perception [17]. Other variables that can strongly affect customer loyalty in the study are 

price, promotion, distribution, process, and physical evidence. Research [11] shows that 

tangibility, empathy, responsiveness, assurance, and reliability have a very strong impact on 

customer loyalty. The Brand image is a representation of a brand that has been built in the past. 

It takes a lengthy time to build a reliable brand image, so a strategy is needed to maintain a 

reliable brand image so as not to influence purchasing decisions by customers against other 

brands. In research says that the brand image posses a substantial relationship to customer 

loyalty. In line with research has the result that brand image has a very strong and positive 

influence on customer loyalty. 

 

Problem Formulating. Based on the context of the aforementioned situation, the following 

problems are formulated.. Do both the brand image and also the  perceived value affect customer 

loyalty simultaneously and partially to the consumers of Wardah Cosmetic at the Aurora 

Cosmetics Store Malang? 

Research Purposes. Based on the formulation of the existing problem, this study intends to 

assess the significance of both the perceived value and the brand image in simultaneous way 

and partially on customer loyalty to the consumers of  Wardah cosmetic at the Aurora Cosmetics 

Store Malang. 

2 Literature Review 

 Customer Loyalty . Loyalty itself can be interpreted as a form of commitment held by 

customers to make purchases or continue to use the same product even though at that time there 

were enough choices from competing companies not to cause the customer to turn away [8]. So 

customer loyalty can be meant by someone who is used to buying products that have been 

offered and often interacts during purchases within a certain time by accepting every offer given 

by the company. 

Formulation Of Hypotheses 

The Effect of the Brand Image on the Custumer Loyalty. Brand image is defined as a 

differentiator between one product and another in certain product categories owned by the 

company [29]. According to brand image acts as a influential component for customer loyalty 

who contributes to raise or build a more reliable corporate image. The greater the brand image 

owned by a brand, the greater the purchase decision will be. The stated that brand image is 

believed to be one of the most significant factors for consumers in making purchasing decisions 

because the brand image is a depiction of the complete conception of the brand that has been 



molded from the past evidence and past experiences. Previous study administered [12] with the 

results of brand image have a significantly affected customer loyalty Netflix squid game, 

research with the results of brand image have affected psoritively and significantly on customer 

loyalty of PT. Pos Indonesia (PERSERO) Kapoan District, Situbondo Regency, Fernandia 

Mareta Sabella's research with the results of brand image affecting Lion Air customer loyalty, 

[22] sceintific study with the results of the brand image for not poseesing a very strong and 

postive bearing on Suzuki Ertiga’s customer loyalty Suzuki Ertiga in Manado. According on the 

aforementioned explanation, the scientist defines the hypothesis: 

H1: The Brand Image very strongly and psotitively affect on Customer Loyalty. 
 

The Effect of Perceived Value on Customer Loyalty. Perceived value is a measuring value 

based on monetary and non-monetary costs combined with perceptions and quality. According 

to Hasan (2014) the perceived value is a contrast relation of the perceived benefits and costs 

experienced by the customer, which is treated as a determining factor for customer loyalty. The 

greater the perceived value perceived by consumers correctly, it is able to increase purchasing 

decisions repeatedly and loyal to a product (Fajryanti & Faridah, 2018). Previous study 

administered with the results of the perception of customers’ value affected positively and 

significantly on customers’ loyalty for GO-JEK online motorbike taxi services in Samarinda, 

administered [10] with the results of perceived value having an effect on customer loyalty Lion 

Air, the results of perceived value affected positively and significantly on customer fulfilment 

and the customers’ loyalty of Kangoroo Premier Travel Samarinda. Based on the 

aforementioned description, the researcher defines the hypothesis: 

H2 : The Perceived Value positively and significantly affect on Customer Loyalty. 

The Effect of the Perceived Value and the Brand Image in Simultaneous way on Customer 

Loyalty. According to Hasan (2014) brand image and perceived value are aspects that can 

prevail customer loyalty, where brand image owned by a brand and perceived value is a contrast 

relation of perceived benefits and costs experienced by the customer as a defining factor for 

customer loyalty. Both Brand image and perceived value are supporting factors in the marketing 

process, these are factors needed for a product to compete with other products. Examined the 

effect of the quality of service, the brand image, the customers’ trust, and the perceived value on 

customer loyalty at the Lion Air airline and found that both the brand’s image and the perceived 

value have a simultaneous (simultaneously) significance on the customers’ loyalty. Previous 

study administered the results of the perception of customers’ value affected positively and 

significantly on customer loyalty for GO-JEK online motorbike taxi services in Samarinda, 

administered [10] with the results of perceived value having an effect on customers’ loyalty Lion 

Air, with the results of the perceived value affected positively and significantly on the customers’ 

fulfilment and customers’ loyalty of Kangoroo Premier Travel Samarinda. Based on the 

aforementioned description, the researcher defines the hypothesis: 

H3: Brand Image and Perceived Value positively,significantly and simultaneously affect 

on Customer Loyalty 



3 Research Method 

 
Types of research. The type of this sceintific study is explicatory research using a quantitative 

based approach. This type of explanatory research is a study to examine the inter-variable 

hypothesis regarding the outcome of the dependent variable. 

Population and Sample. The population is a collection of subjects  or individuals in an specific 

area with specific time frame with certain conditions to be monitored or obrseved. The sceintific 

research population can be categorized  into "finite" and "infinite" populations. The population 

is considered finite when the exact number of population members is acknowledged, while the 

population is considered infinite when the number of members of the population is not well 

recognized. 

The sample is part of the population that is the subject of research as a "representative" of the 

members of the population. In this scientific research, the technique of sampling employed was 

purposive based sampling which is a technique of non-probability sampling with higher quality, 

in which the researcher has created grids or boundaries based on the characteristics of the 

subjects that will be used as research samples. There are 380 samples from the infinite population 

who will be respondents in this study. With this number of respondents, it must meet several 

characteristics women who have made purchases 3 times at the Aurora Cosmetics Store Malang. 

Data Types and Sources. In this study using primary data types. Where principal data is a type 

of source that is attained immediately from research subjects by researchers based on data 

obtained from respondents without going through intermediaries [23]. In this study, the data 

source was obtained directly from purchasers of Wardah cosmetic at the Aurora Store Malang. 

The data in this sceintific research was acquired through the distribution of questionnaires. 

Data Collection Method. The methodology for collecting data employed in this sceintific study 

is an online survey. The implementation of an online survey using questionnaires is intended as 

data collection by providing a set of questions that have been organised beforehand, this is 

carried out so that respondents answer the list of questions . 

Data Measurement and Scaling. The measurement in this sceintific research is a Likert scale 

which was utilized to evaluate the answer score. The Likert scale is used to assess whether a 

subject, an item, or an event is agreeable or disagreeable. This scale has five possible outcomes., 

namely: Strongly Disagree , Disagree. Moderate, Agree, Strongly Disagree with a score of 1-5. 

 

Instrument Test for Research 

a) Validity test 

Test of validity is examined to explain how well data collected from research instruments 

(Sukmawati & Putra, 2019). Testing at the level of = 0.05 as the test criteria. While the decision 



criteria r count is greater than or equal to r table using 5% significant level. Decision making 

criteria are: 

a) the item of questionnaire is stated as valid when  r count greater than or equal to r table 

b) the item of questionnaire is stated as invalid when r count less than  r table,  

b) Reliability test 

Test of reliability is an index test that depicts to which extent is the measurement instrument is 

reliable or trusted, it also depicts to which extent the outcomes of the measurement stay 

dependable or steady every time when it is carried out on the same problem and the same 

measuring instrument .  

The instrument is said to be reliable if it meets the following requirements: 

a) If Croncbach's coefficient alpha > 0.6 then it can be said to be reliable. 

b) If Croncbach's coefficient alpha <0.6 then it cannot be stated asreliable. 

Normality test 

Normality test intends to know the residual value/difference that exists in the study having a 

normal or abnormal distribution. The residual value can be seen from the curve in the SPSS 

analysis output in the form of a bell-shaped curve .  

The analysis technique is as follows: 

1) If the value of Sig.is greater than 0.05, then the data distribution is normal. 

2) If the value of Sig. less than 0.05, then the data distribution is not normal. 

Data analysis method 

a) Multiple Linear Regression 

The analysis of Linear regression is certain technique in statistics that is employed to generate 

protoype and inspect the effect of one variable or several self-determining variables (independent 

variables) on the impacted variable (dependent variable). While multiple linear regression was 

analysis using regression employing two or more independent variable. 

Customer Loyalty = a + b1 Brand Image + b2 Perceived Value 

Y = Customer Loyalty 

a = Constant’ 

b1 = Value that shows how much influence Brand’s Image has on Customer Loyalty is included 

in the regression model. 

b2 = Value that shows how much influence Value Perception has on Customer Loyalty is 

included in the regression model. 

X1 = Brand Image 

X2 = Perceived Value 



e = Error term (residual) 

Classic Assumption Test 

a) Multicollinearity 

The multicollinearity test was conducted using the test of  VIF. The test’s result was determined 

by examining at the Tolerance value. When it was greater than 0.10, then multicollinearity did 

not occur. Meanwhile when the value of VIF was less than 10,  then the multicollinearity will 

not arise. 

b) Autocorrelation 

The autocorrelation test whether the correlation among the confounding errors in the period (t 

)and the confounding errors in period before ( t-1 ) arises in the model of linear regression. To 

identify symtomps of autocorrelation, the Durbin Watson test (d) by looking at the Durbin 

Watson table can be conducted. When the value of dU < d < 4-dU, then the autocorrelation 

symptoms are not occured in the model. 

 

c) Heteroscedasticity 

Heteroscedasticity test is a test used to determine whether a model has been free from 

heteroscedasticity problems, in other words, it does not only look at the scatter plot or see if the 

residuals have a pattern or not. The basis for making the decision is when the significant value 

of Sig. smaller than 0.05, then heteroscedasticity arises, and when Sig. greater than 0.05, then 

there is no heteroscedasticity. 

Coefficient of Determination 

The capability of the prototype to justify the variance of the dependent variable is measured 

using coefficient of determination, which has a value between zero and one . 

 

Hypothesis Test 

a) F Test 

The F test was employed with the intend of knowing whether all determining (independent) 

variables had a simultaneously (together) affect on impacted (dependent) variable. The decision 

making is based on whether the significant value is smaller  than 0.05, thus it can be concluded 

that the determining variable has a simultaneous (together) effect on the impacted (dependent 

)variable. If F-count is bigger  than F-table, then H0 is then denied and H1 is then admitted. 

b) T test 

T- test is used to know whether  an independent variable consisting of brand’s image and 

perceived value will exhibit a significant effect to its impactd (dependent) variable, namely 

Customers’Loyalty. When the value of t count is less than t table, the hypothesis is rejected, and 



has no partial effect on either brand’s image or perceived values on customers’ loyalty. 

Meanwhile, if the value of t arithmetic > t table, thus the hypothesis is admitted and has partial 

impact between brands’ image and perceived value on the customers’ loyalty. 

4 Result And Discussion 

Data Description. Based on the data extracted from the research results that have been 

distributed using questionnaires through google forms, the characteristics of the respondents are 

obtained which include age , domicile, gender, , frequency of making purchases and period of 

purchase. The results of collecting respondents based on their characteristics are as the following: 

Table 1. Respondent's Gender 

Gender Amount Percentage (%) 

Women 400 100% 

Man 0 0% 

Total 400 100% 

Source: Principal Data 
 

Based on table number 1, it depicts that the number of female respondents is 400 people while 

the male respondents are 0%, this shows that the customers of Wardah products are dominated 

by women and the suitability of the specified characteristics. Women are considered more 

interested in making purchases on the image of the Wardah brand and perceived value compared 

to men. 

Table 2. Respondent Age 

Age Amount Percentage (%) 

17-24 years old 216 54% 

25-30 years old 136 34% 

31-35 years old 44 11% 

<55 years old 4 1% 

Total 400 100% 

Source: Principal Data 
 

According to table 2, it can be envisioned that the age of the respondents is dominated by people 

aged 17-24 years, with a total of 216 respondents. This shows that young people or teenagers are 

more interested in Wardah cosmetic products and the various advantages of Wardah products, 

with various other considerations such as quality, price, and so on. 

Table 3. Respondent Domicile 

Domicile Amount Percentage (%) 

Malang 194 48,5% 

Surabaya 110 27,5% 

Sidoarjo 44 11% 

Other 52 13% 

Total 400 100% 

Source: Principal Data 



 

According to table number 3, the fifures  can be concluded that the respondent's domicile is 

dominated by people who is living in Malang, with  total of 194 respondents. This shows that 

respondents who came from Malang make more purchases of wardah products. With this, a good 

brand image and perceived value will create customer satisfaction that can keep these customers 

loyal. 

Table 4. Respondents Purchase Frequency 

Purchase Frequency Amount Percentage (%) 

3 times 202 50,5% 

4 times 123,2 30,8% 

5 times 50,8 12,7% 

> 6 times 24 6% 

Total 400 100% 

Source: Principal Data 
 

According to table number 4, the figures can be concluded that the most respondents which have 

made purchases 3 times with a total of 202 respondents, which means that it allows them to have 

high satisfaction and loyalty to Wardah products. 

Table 5. Respondents Purchase Period 

Period Amount Percentage (%) 

˂ 1 week 90 22,5% 

This week 158 39,5% 

˃ 1 week 90 22,5% 

˃ 1 month 62 15,5% 

Total 400 100% 

Source: Principal Data 
 

Based on the table number 4.5 the figures can be concluded that  the most respondents conduct 

purchases within 1 week with a total of 158 respondents, which means that this study can get 

more valid data because the respondents' assessments are still fresh and remember well how the 

assessment indicators given regarding brand image , their perceived value and loyalty. 

Instrument Test Results 

a) Validity test 

Table 6. Recapitulation of Validity Test Results 

Variable Item Correlation r tabel (N = 
400 ; α = 5% 

Information 

 

 

 

 

 

Custumer Loyalty 

Y1 0,600 0,098 Valid 

Y2 0,724 0,098 Valid 
Y3 0,543 0,098 Valid 
Y4 0,646 0,098 Valid 
Y5 0,620 0,098 Valid 
Y6 0,664 0,098 Valid 



Variable Item Correlation r tabel (N = 
400 ; α = 5% 

Information 

 (Y) Y7 0,617 0,098 Valid 
Y8 0,717 0,098 Valid 
Y9 0,729 0,098 Valid 

 

 

 

 

 

 

 

 

Brand Image 

 (X1) 

X1.1 0,604 0,098 Valid 
X1.2 0,559 0,098 Valid 
X1.3 0,580 0,098 Valid 
X1.4 0,615 0,098 Valid 
X1.5 0,573 0,098 Valid 
X1.6 0,682 0,098 Valid 
X1.7 0,603 0,098 Valid 
X1.8 0,643 0,098 Valid 
X1.9 0,627 0,098 Valid 

X1.10 0,635 0,098 Valid 
X1.11 0,671 0,098 Valid 
X1.12 0,622 0,098 Valid 
X1.13 0,645 0,098 Valid 
X1.14 0,572 0,098 Valid 
X1.15 0,673 0,098 Valid 
X1.16 0,688 0,098 Valid 

 

 

Perceived Value 

(X2) 

X2.1 0,763 0,098 Valid 
X2.2 0,755 0,098 Valid 
X2.3 0,762 0,098 Valid 
X2.4 0,699 0,098 Valid 

Source: Data attachment 2 
 

According to the recapitulation of the results of the validity test shown in table number 4.6 above, 

it can be concluded that the total score for every variable statement posses a value of rcount > 

rtable (0.098). So it concludes that the variables of brands’ image, perceived values and 

customers’ loyalty show valid numbers. 

 

b) Reliability test 

Table 7. The Result of Recapitulation of Reliability Test  

Variable Alpha - Cronbach Infrmation 

Brand Image (X1) 0,859 Reliable 

Perceived Value (X2) 0,732 Reliable 

Custumer Loyalty  (Y) 0,830 Reliable 

Source: Data attachment 2 
 

According to table number 4.7, it concludes that the brands’ image, perceived values and 

customers’ loyalty variables have a Cronbach Alpha greater than 0.6, so it concludes that all 

statements on each variable is dependable. 

 

c) Normality test 

Table 8. Recapitulation of Reliability Test Results 



Variable Sig Decision 

Residual 0,111 Normal 

Source: Data attachment 2 
 

According to table number 4.8, itconcludes that value of sig (significance) is 0.111 which is more 

than 0.05, it concludes that the data in this scientific research follow the bell curve ( normally 

distributed) with the conditions of normality being met. 

 

Data analysis method Result 
 

a) Multiple Linear Regression 

Based on the equation of multiple linear regression aforementioned, it is known that :: 

a. Customer Loyalty (Y) on consumers of Wardah products, the value is influenced by brand 

image and perceived value 

b. The constant of value (a) which is 1.068 defines that when there is no brands’ image and 

perceived values or equals to none (zero), thus customers’ loyalty has a fixed value of 1.068. 

c. The coefficient of the regression X1 (b1) is 0.212 or 21.1% with a positive sign, 

This means that the brand image on Wardah cosmetics 

has an influence of 21.2% on customer loyalty. 

d. The regression coefficient of X2 (b2) is 0.128 or 12.8% with a positive sign, 

This means that the perception of value in Wardah cosmetics 

has an effect of 12.8% on customer loyalty. 

Classic Assumption Test Result 

a) Multicollinearity 

Table 9. Multicollinearity Test Results Recapitulation 

 

Variable 

 

Colinearity Statistic 

 

Information 

Tolerence VIF 

Brand Image 

(X1) 

0,485 2,063 Not occur 

multicollinearity 

Perceived Value 

 (X2) 

0,485 2,063 Not occur 

multicollinearity 

Source: Data attachment 4 
 

According to table number 4.9 above, it concludes that the two variables of brand’s image and 

perceived values  posses an acceptance value greater than 0.10 and the value of VIF below 10.0. 

 

b) Autocorrelation 

Table 10. Autocorrelation Test Results 



D dL Du 4-dU 

1.899 1.830 1.840 2.151 

Source: Data attachment 4 
 

According to table number 4.10 above, itconcludes that there is no correlation among the 

confounding errors in the period (t) and the confounding errors in the period before (t-10 in the 

model of line regression. According to Durbin Watson value, the test results are between dU < 

d < 4-dU with a value of (1,840 < 1,899 < 2,151) so that based on this test it can be stated that 

there is no autocorrelation in the model. 
 
c) Heteroscedasticity 

 

Table 11. Recapitulation of Heteroscedasticity Test Results 

 

Variable Sig Interpretation 

Brand Image  (X1) 0,463 Not occur 

heteroscedasticity 

Percieved Value  (X2) 0,278 Not occur 

heteroscedasticity 

Source: Data attachment 4 
 

According to table number 4.11 above, it concludes that significance (sig) of brand’s image (X1) 

= 0.463; and (sig) perceived value (X2) = 0.278 where the significance of the two variables is > 

0.05, it concludes that this model is away from heteroscedasticity. 
 

Coefficient of Determination Test Results 

Table 12. Recapitulation of the Results of the Analysis of the Coefficient of Determination (R²) 

Model  (R) Coefficient of Determination (R²) 

1 0,743 0,550 

Source: Data attachment 5 

According to table number 4.12 above, it concludes that the coefficient of determination is 

0.550. So that it can be defined that 55.0% of the Customer Loyalty variable is influenced by 

the brand image and perceived value variables, meanwhile the remaining 45% is influenced by 

other factors not examined in this study. 

Hypothesis Test Results 

a) F Test 

The effect of free variables together (simultaneously) on bound variables can be known through 

the analysis of calculated F.  The results of the analysis are as follows: 

Table 13. Simultaneous Hypothesis Test Results 



Model Sum of Squares df Mean Square F Sig. 

Regression 5732.291 2 2866.145 245.738 .000b 

Residual 4630.387 397 11.663   

Total 10362.677 399    

Source: Data attachment 6 
 

According to table number 4.13, it concludes that the F value of 245.738 is more than the value 

of F table 2.6049, and posses value of p (sig.) 0.000 <0.05, it concludes that the simultaneous 

hypothesis test (F test) of the variable brands’ image and perceived values on the dependent 

variable, namely customer loyalty posses a strong influence. 

 

b) T test 

The proposed hypothesis must be tested first, to find out the effect of each free variable 

on the bound of variable. The results of the T test is displayed as in the following table: 
 

Table 14. T Test Results 
 

Hypothesis T Sig. Information 

H1: Brand image affects customer loyalty 5.622 .000 H1 Accepted 

H2: Perceived value affects customer loyalty 9.171 .000 H2 Accepted 

 

According to table number 4.14, it concludes that the significance of the brand image variable is 

0.000 which is less than 0.05 while the t count is 5.622 > 1.962. posses Beta of 0.212 or 21.2% 

and significance value the value perception variable is 0.000 which less than 0.05 and the t count 

is 9.171 > 1.962. It can signifies that H0 is denied and thus H1 is admitted. So it can be 

determined that the brand’s image and perceived values variable has strongly and positively 

affected on customers’ loyalty. 

 

5 Conclusion And Suggestions 

According to the presentation of the results of research and discussions that have been delivered 

regarding brand’s image and perceived values on the customers’ loyalty (Study Case on 

Consumers of Wardah Cosmetic at Aurora Stores Malang), so that it can be concluded as 

follows:           

1. Brand’s image positively and significantly affected on the customer loyalty, this signifies that 

the brand image variable posses a positively(unidirectional) impact on customers’ loyalty, this 

also illustrates that the higher the brand image of Wardah cosmetics, the higher the consumer 

purchasing decisions at Wardah cosmetics. So it will arise to make repeated purchase decisions 

and be loyal to Wardah cosmetics. 

2. Perceived value positively and significantly affected on the customer loyalty, this means that 

the perceived value variable has a positive (unidirectional) impact on customer loyalty, this also 

illustrates that the better the perception of value percieved by consumers on Wardah products 

correctly can increase purchasing decisions repeatedly and loyal to Wardah products. 



3. The Brand image and The perceived value on Wardah has positively,significantly and 

simulatntneously affected on the customer loyalty. This defines that the better the brand image 

and perceived value of Wardah products, it will have a good impact and improve consumer 

purchasing decisions on Wardah products and can recommend to others. 

According to the study results administerd by researchers regarding brand image and perceived 

value, it is proven that it can affect customer loyalty to consumers of wardah products, the 

researchers hope and provide suggestions: 

a. In the brand image, it is hoped that Wardah company can optimize and further enhance the 

brand image on the logo element on Wardah cosmetics as a consumer attraction so that it is 

easily recognized and able to influence consumer preferences to make purchasing decisions. It 

is hoped that Wardah needs to improve the form of packaging, in this case it is hoped that 

Wardah needs to improve the form of packaging that is more attractive, because this will also 

affect consumer enthusiasm in making purchasing decisions on Wardah cosmetics. 

b. On the perception of value, it is hoped that Wardah's company can optimize and further 

improve the perception of value in the price element of Wardah's products for consideration for 

consumers before making a purchase. Wardah needs to improve the form of packaging that is 

more attractive, this can be viewed in terms of practicality and ease of use in the form of Wardah 

cosmetic packaging. 

c. It is hoped that the Wardah company can further improve and optimize the highest elements 

in the brand image and perceived value, as well as improve the lowest elements, because the 

better the two elements and the better the Wardah company in improving the lowest elements, 

the better. consumer purchasing decisions on Wardah products also increase and have the 

potential to be loyal to Wardah products. 
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