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Abstract 

The purpose of this study is to analyze the relationship between product quality and 

repurchase intention, to analyze the relationship between brand image and repurchase 

intention. This research is a type of quantitative research with a causality model. This 

research method is quantitative, the respondents in this study were 400 cosmetic consumer 

respondents who were determined by simple random sampling, distributing questionnaires 

through online questionnaires which were distributed through social media such as Twitter, 

Instagram and WhatsApp. Data analysis used structural equation modeling (SEM) with 

smartPLS 3.0 software tools. The online questionnaire was designed using a Likert scale of 1 

to 7. The stages of data analysis were validity, reliability and hypothesis testing. The results 

of data analysis show that product quality has a positive and significant effect on repurchase 

intention, the higher the quality of the product that meets consumer expectations, the higher 

the intention to repurchase the product in the future. Furthermore, brand image has a positive 

and significant effect on repurchase intention. A better brand image such as a pioneer of halal 

beauty products, a good reputation, and a well-known brand results in a higher repurchase 

intention for the product. 
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Introduction 

Indonesia is a country with the highest Muslim population in the world. The Muslim 

population in Indonesia reaches 229.6 million people or 87.2% of the total population of 

Indonesia and 13% of the world's Muslim population. With such a large Muslim population, 

domestic and international needs and demands for halal products can make Indonesia the 

center of the world's halal product industry so that there is a need for the development of the 

halal product industry such as halal food, halal fashion, halal travel, halal cosmetics, halal 

medicines. , halal media, sharia tourism and sharia finance The development of the Islamic 

economy in Indonesia is getting more and more rapid, this is evidenced by the GIE (Global 

Islamic Economy) data for 2020/2021 which measures the strength of the sharia economy in 
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73 countries, Indonesia ranks fifth where This ranking has increased from the previous year 

in 2018/2019 which was in tenth place. Exports of Indonesian halal products to Islamic 

countries amounted to 10.7% in third place showing that the Indonesian halal industry is 

getting better 

 

Developments in the world of technology have influenced the opening of complete shopping 

access using online marketplace or e-commerce services. Online shopping offers many 

advantages including transactions that can be completed anywhere and anytime, reduced time 

and costs, a wider selection of goods and services, finding information about products and 

comparing prices between different distributors quickly and easily. According to Yasin et al. 

(2021) satisfied consumers can foster a sense of consumer buying interest. According to Putri 

et al. (2022)  repurchase intention is basically customer behavior in which customers respond 

positively to the quality of products/services from a company and intend to re-consume the 

company's products. According to Kusnandar et al. (2020) state that brand image is the 

perception and belief held by consumers, as reflected in the associations that occur in 

consumer memory. The brand image itself is formed from existing realities so that if a Nike 

product does something. Marketing in the form of advertising must be in accordance with 

what is in the product. This makes brand image an important factor in winning the market to 

consumers. 

 

According to Kusnandar et al. (2020); Ketut (2018); Purwanto et al. (2021); Putri et al. (2022) 

explained that repurchase intention is a process of buying products at the same company. 

Consumers who are willing to repurchase the same brand or product because they had a good 

experience or had their expectations met. Repeat purchases benefit the company because the 

customer will be loyal, can understand the information provided easily, is willing to pay a 

high enough price, and is willing to promote the product without the company incurring 

additional costs. Companies can reduce costs and increase profits as long as they are 

successful in retaining their customers and encouraging customer repurchase intentions. 

Shalehah et al. (2019) said quality is an important factor in repurchasing. According to 

Mandili et al. (2022); Mursid et al. (2021) stated that product quality is seen from the ability 

of the product to provide performance or results that are in line with even more than what 

consumers expect. Companies must provide quality according to the standards desired and 

needed by consumers. This is because consumers are usually willing to repurchase high 

quality products even though they are expensive. According to Mursid et al. (2021);Naseri et 

al. (2021) stated that product quality has a positive and significant effect on repurchase 

intention. The same results were also strengthened by Dana & Pramudana (2021). However, 

in the study by Kusnandar et al. (2020) stated that product quality has no effect on repurchase 

intention. According to Naseri et al. (2021) explained that brand image is a depiction of an 

individual's perception of a brand that is formed from past experience of using that brand. A 

good brand image will make it easier for consumers to recognize a product and create a good 

perception of the product so as to enable consumers to make purchase intentions and even 

repeat purchases. According to Mursid et al. (2021); Purwanto et al. (2021); Putri et al. (2022) 

stated that the better the brand image of a product, the higher the consumer's intention to 

repurchase. This opinion is also supported by Saputri et al. (2021);Shahid et al. (2022); Tian 

et al. (2022) However, these results are not in line with the research of Princess et al. (2022) 

that brand image has a positive but not significant effect on repurchase intention. 
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Literature Review and Hypothesis Development 

 

Repurchase Intention 

According to Rahmawaty et al. (2022); Saputra et al. (2020); Saputri et al. (2021);Purchase 

intention is the desire of consumers to buy a product that comes from external factors of the 

product. When consumers have a positive purchase intention, this forms a positive brand 

commitment that encourages consumers to take actual buying actions. Buying interest arises 

after receiving stimulation from something that consumers see. Purchase intention is an 

impulse that arises in a person to buy goods or services in order to fulfill their needs. 

Consumer buying interest is consumer behavior that consumers want to buy or choose a 

product based on choice, use, consumption and even the desired experience. Interest in 

buying is determined by a sense of interest in a product and then consumers feel interested 

and a desire arises to buy it. The indicators include, according to;Shahid et al. (2022); Tian et 

al. (2022); Trihudiyatmant et al. (2022); Yasin et al. (2021) namely: 1) Referential interest 2) 

Transaction interest 3) Preferential interest 4) Explorative interest. Purchase intention has 

been studied by researchers According to Purwanto et al. (2021); Nugroho et al. (2021); 

Rahmawaty et al. (2022) explained repurchase intention, namely the tendency of consumers 

to buy products from the same manufacturer in the long term. According to Saputri et al. 

(2021);consider repurchase intention as the customer's intention to repurchase a product or 

service from the original business, namely the customer's psychological commitment to 

service. The indicators used in this study according to Trihudiyatmant et al. (2022); Yasin et 

al. (2021)  the number one brand when buying, willing to repurchase and recommend it to 

others. 

 

Product Quality 

Product quality is a dynamic state associated with people, products, environment, services or 

services that meet or exceed expectations. There is also a definition of product quality which 

is related to goods and services that include functionality, durability, reliability and 

performance that exceeds expectations. Product Quality Indicators Tian et al. (2022); 

Trihudiyatmant et al. (2022); Yasin et al. (2021) satisfaction with a product or service has the 

following factors: 1) Performance, 2) Additional features 3) Conformance of specifications 4) 

Durability 5) Aesthetics. Product quality has been studied by previous researchers, namely 

Saputra et al. (2020); Saputri et al. (2021) Product quality, namely the ability of goods to 

provide performance or results that are in line with even more than what consumers expect. 

Nugroho et al. (2021); Rahmawaty et al. (2022); states that product quality is the customer's 

perception of the quality or superiority of a product or service. The description of the extent 

to which the product can meet the needs and desires of consumers is a function of product 

quality. Product quality indicators used in this study according to Trihudiyatmant et al. 

(2022); Yasin et al. (2021) namely performance, features, conformance to specifications, 

aesthetics, and perceived quality. According to Shahid et al. (2022); Tian et al. (2022); 

Trihudiyatmant et al. (2022); Yasin et al. (2021) product quality is the ability of a product to 

perform its functions which include durability, reliability, accuracy, convenience, operation 

and repair and other attributes. Meanwhile, according to Shahid et al. (2022); Tian et al. 

(2022); Trihudiyatmant et al. (2022); Yasin et al. (2021) quality is an advantage possessed by 
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these products. Quality in the view of consumers is something that has a space of influence 

on the Perception of Halal Certification & its own scope, which is different from quality in 

the eyes of producers when issuing a product that is usually known for its true quality. 

Products are the result of production that will be delivered to consumers to be distributed and 

utilized by consumers to meet their needs. Product is anything that can be offered to a market 

to be noticed, owned, used or consumed so as to satisfy a want or need. 

 

Brand Image 

Brand image is the perception and belief held by consumers, as reflected in the associations 

that are formed in their memory. Brand image represents the overall perception of a product 

and is formed from information and past experiences with that product. Brand image is a 

unique set of associations in the minds of customers regarding what the brand has and the 

implied promise that the brand makes. 7 This means that brand image is a unique set of 

associations in the minds of customers about what the brand should have. According to 

Fadholi et al. (2020); Genoveva et al. (2020) brand image is a description of consumer 

associations and trust in certain brands. Brand image is the consumer's understanding of the 

characteristics of a product or company when identifying and differentiating the product from 

its competitors' products in order to generate consumer confidence in the brand. The brand 

association becomes consumer memory information in implying a brand. Brand image is a 

type of association that appears in the minds of consumers when considering a certain brand 

Brand image is used as a warning to remember brand information. Therefore, brand image 

may have real and virtual associations in the minds of consumers. Brand image indicators in 

this study are in accordance with Borzooei et al. (2013); Chairunnisa et al. (2022); Fadholi et 

al. (2020); Genoveva et al. (2020) namely the strength of brand association, the favorability 

of brand association, and the uniqueness of a brand association. 

 

Relations between Variables 

Product quality is an important thing that every product must have. Product quality must 

really be considered so that consumers feel satisfied with use so that consumers can continue 

to choose the same product. With good product quality, it will strengthen consumers in 

making purchases of these products. Based on research conducted by Awan et al. (2015); 

Borzooei et al. (2013); Chairunnisa et al. (2022); Fadholi et al. (2020); Genoveva et al. (2020) 

showed that product quality has a significant effect on consumer buying interest in Wardah 

brand products. Where product quality has influenced potential consumers to be interested in 

buying Wardah branded cosmetics. Then in the next study conducted by Borzooei et al. 

(2013); Chairunnisa et al. (2022) the results of the study show that product quality has a 

partial effect on consumer purchase intention, price partially influences consumer purchase 

intention, so that product quality and price simultaneously have a positive effect on consumer 

purchases. Products that have very good quality can give confidence to consumers who will 

repurchase this product. The results of the research by Ambali et al. (2014); Anggadwita et al. 

(2019) show that product quality that is maintained and further improved will create 

repurchase intentions by consumers. Consumers who have previously experienced product 

quality will intend to repurchase at the same company. This is in line with the opinion of 

Awan et al. (2015); Genoveva et al. (2020) which states that product quality has a positive 

and significant effect on repurchase intention. This opinion is also supported by adinugraha et 

al. (2021); Ambali et al. (2014); Fadoli et al. (2020). Research conducted by Genoveva et al. 
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(2020) show different results. This study states that product quality has no effect on 

repurchase intention. 

H1: There is an effect of product quality on repurchase intention. 

 

Better brand image than other brands generates higher repurchase intention. Consumers tend 

to trust brands that have a positive image so that this can affect consumers' desire to 

repurchase the product. This is in line with the research by Mursid et al. (2021);Naseri et al. 

(2021); the better the brand image, the higher the consumer's intention to make a repurchase. 

Santi & Atmosphere (2021) argue that brand image has a positive and significant influence 

on repurchase intention. This study explains that maintaining a good brand image by trying to 

increase reputation and popularity makes consumers repurchase products. However, a 

different opinion was expressed by Mursid et al. (2021);Naseri et al. (2021); Princess et al. 

(2022) that brand image has a positive but not significant effect on repurchase intention. 

H2: There is an influence of brand image on repurchase intention 

 

Method 

This research is a type of quantitative research with a causality model. This research was 

conducted to examine the effect of product quality and brand image on repurchase intention. 

Cosmetic users are the population in this study, where samples are taken using simple 

random sampling technique. Respondents in this study were 400 cosmetic consumer 

respondents who were determined by simple random sampling, distributing questionnaires 

through online questionnaires which were distributed via social media such as Twitter, 

Instagram, and WhatsApp. Data analysis used structural equation modeling (SEM) with 

smartPLS 3.0 software tools. The online questionnaire was designed using a Likert scale of 1 

to 7. The stages of data analysis were validity, reliability and hypothesis testing. 

 

The research hypothesis is 

H1: Product Quality has a positive and significant effect on Repurchase Intention 

H2: Brand image has a positive and significant effect on Repurchase Intention 
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Fig 1 . Research Model  

 

Result and Discussion 

This research used Path Analysis Technique to investigate the direct influence among the 

research variables and used Smart PLS-SEM 3.3 software to analyze the data (Purwanto  et al, 

2019), and used a formula to calculate the indirect influence of independent variables on 

dependent variable through intervening variables (Purwanto et al., 2020). 

 

Reliability and Average Variance Extracted (AVE) 

Reliability of each variable show the high coefficient in term Cronbach’s Alpha and 

Composite Reliability (more than 0.700) and also Average Variance Extracted (AVE – 

measured the convergent validity) of each variable have met the criteria of validity (more 

than 0.500) as described in the table below. 

 

Tabel 1: Reliability and AVE 

No Variables Cronbach’s 

Alpha 

Composite Reliability AVE 

1 Product Quality 0.807 0.845 0.598 

2 Brand image 0.975 0.998 0.801 

3 Repurchase intention 

 

0.802 0.808 0.604 

 

Path Coefficients 

Path Coefficients on Research Framework of Innovation can be described in figure below. 

 

 
 

Figure 2: Path Coefficients on Research Framework of Innovation 
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Research Hypotheses Testing 

Based on the path coefficients mentioned above it can be found that all research hypotheses 

were tested as described on the Table 2 below. 

 

Table 2. Hypothesis Testing 

 

No Path Analysis Path-

Coefficient 

T Value p-

value 

< 

Remark 

1 Product Quality >> 

Repurchase Intention 

0.624 6.267 0.000 Supported 

2 Brand image >> Repurchase 

Intention 

0.186 2.247 0.000 Supported 

  

 

 

 
 

Figure 3.  Hypotheses Testing 

 

 

 

Effect of Product Quality on Repurchase Intention 

Based on the results of the hypothesis testing, the t value was obtained by 6.267  > 1.96 so it 

was concluded that there was a positive and significant relationship. Based on research by 
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Awan et al. (2015); Borzooei et al. (2013); Chairunnisa et al. (2022); Fadholi et al. (2020); 

Genoveva et al. (2020) the relationship between service quality variables and customer 

satisfaction variables has a significant effect. This is shown in his research that service 

quality has the greatest influence. According to Adinugraha et al. (2021); Ambali et al. (2014) 

showed that there is a positive influence on service quality variables on customer satisfaction. 

Customer satisfaction at Pondok Indah Ranch Market is very good, this should be maintained 

because customers will feel satisfied if the quality of service provided is in line with the 

research of Anggadwita et al. (2019); Cloud et al. (2015); Borzooei et al. (2013); Chairunnisa 

et al. (2022); Fadholi et al. (2020); Genoveva et al. (2020) the results of this study stated that 

product quality has an influence on customer satisfaction so that it can increase the level of 

sales at the company. 

 

Based on the various test results above, it can be seen that product quality has a significant 

and positive effect on repurchase intention. Purwanto et al. (2021); Putri et al. (2022) 

explains that product quality is the ability of goods to provide performance or results that are 

in line with even more than what consumers expect. The results of this study indicate that the 

product is able to provide performance or results as expected by consumers. So, the higher 

the quality of Wardah lipstick, the higher the consumer's repurchase intention for products on 

Shopee e-commerce. In the beauty product industry, women tend to try products to feel the 

quality of these products. If the quality of the product provided is good, they will 

automatically continue to repurchase the product. Research conducted by Mursid et al. 

(2021);Naseri et al. (2021); Purwanto et al. (2021); Putri et al. (2022) showed different results 

because the variable indicator of product quality in this study, namely the durability of the 

packaging, had a small effect. Thus, product quality in this study has no effect on repurchase 

intention. 

 

 

Effect of Brand Image on Repurchase Intention 

Based on the results of the hypothesis testing, the t value was obtained by 2.247 > 1.96 so it 

was concluded that there was a positive and significant relationship. The results showed that 

Brand Image has a significant positive effect on customer satisfaction, Brand Image variable 

has the greatest/dominant influence on Customer Satisfaction. According to Saputri et al. 

(2021);Shahid et al. (2022) also said that brand image has a significant positive effect on 

customer satisfaction. It is said that when a consumer gets an item with good quality this can 

make the brand image and customer satisfaction itself increase. This is supported by 

According to Tian et al. (2022); Trihudiyatmant et al. (2022); Yasin et al. (2021)  that brand 

image variables do not have a direct effect on purchase intention. Brand image has an indirect 

effect through the variable perceived value on purchase intention, which means that a good 

brand image will encourage an increase in perceived value and product, this increase can 

increase interest in buying the product. Brand image is a perception and belief held by 

consumers, as reflected in the associations that occur in consumer memory. Saputra et al. 

(2020); Saputri et al. (2021);Shahid et al. (2022) satisfaction is one important thing that 

deserves attention. A brand image that is seen as good will lead to a positive attitude towards 

consumers. Consumers who know very well about the product, will create a separate 

satisfaction in using the product he wants to use or use. This encourages companies to create 

and build a good brand image to encourage customer satisfaction. Based on the test results, it 
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can be seen that brand image has a significant and positive effect on repurchase intention. 

Sangadji & Sopiah (2013) argue that brand image is a type of association that appears in 

consumers' minds when remembering a particular brand. Cosmetics have a positive brand 

image in the eyes of consumers, such as halal and well-known products. With this association, 

consumers will tend to choose products that have a positive image in their memory. A better 

brand image results in higher repurchase intention, while a worse brand image results in 

lower repurchase intention. The results of this study are in accordance with the research of 

Purwanto et al. (2021); Nugroho et al. (2021); Rahmawaty et al. (2022). 

 

Strategic brand management reflects how brand models are able to predict purchase 

intentions. As a result of the experiential effect, positive information makes the information 

process more elaborative which helps the customer-brand relationship process to be positive. 

Brand image as an important concept in marketing is needed when consumers lack the 

required information. Brand image becomes an important reference when consumers make 

purchasing decisions. The value creation in a brand gives the customer impression and 

feeling about the brand. Thus, brand image is a set of perceptions, beliefs, ideas, and 

impressions of a person towards a brand. Brand image is related to features, values, and 

product categories that customers rely on to get an overall perception of the brand's core 

values and qualities. Consumers with strong brand trust and image have a tendency to be 

willing to pay and high intention to buy. Brand image plays an important role in the 

formation of perceptions that are the basis for certain buying behavior. Brand image has a 

positive impact on purchase intentions. Therefore, marketers must develop effective 

marketing communication programs that create a brand image to motivate customers to have 

purchase intentions. Brand image has a significant influence on purchase intentions, the better 

the brand image of a product, the more it will be able to increase consumer purchase 

intentions. Product quality is one of the potential strategic weapons to beat competitors, so 

only companies with the best product quality will grow rapidly. , and in the long term the 

company will be more successful than other companies. The advantages of an item or product 

produced by the company known by consumers and will lead to an awareness of the product 

brand. Superior product quality in terms of the flavors offered, attractive packaging variations 

will be able to provide interest to customers who will certainly carry out a purchasing process.  

 

Conclusion 

Product quality has a positive and significant effect on repurchase intention. Where the higher 

the quality of the product that meets consumer expectations, the higher the intention to 

repurchase the product in the future. Furthermore, brand image has a positive and significant 

effect on repurchase intention. Better brand image like pioneering halal beauty products, 

good reputation, and well-known brands result in higher repurchase intention on products.  

From the research results, management must continue to maintain and improve product 

quality both in terms of ingredients, packaging design, types of product variants, to ease of 

use. In addition, Cosmetic management must also maintain its brand image as a pioneer of 

halal beauty products in Indonesia which has a good reputation and is well-known so that 

consumers always have a positive perception of cosmetic products. This study has limitations, 

namely only focusing on two variables. In future research, other variables that influence 

repurchase intention can be used, such as price sensitivity, brand love, and customer 

experience. Then further research can also add research variables such as price levels, and 
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promotion mix as well as social factors in influencing consumer buying interest in 

multivitamin products. So that it will be known more about the factors that really most 

influence consumer interest from the marketing side of these products. 
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