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PENGARUH ATRIBUT HALAL PRODUK WARDAH TERHADAP 

SIKAP KONSUMEN 

 

Prilia Qiftyah Budiandari 

 

ABSTRAK 
 

 

Wardah sejak awal kemunculannya dikenal karena mengusung atribut halal sebagai 

atribut pembeda dengan kompetitornya. Halal yang diusung oleh Wardah memiliki 

arti secara global yaitu alami dan aman. Hal ini sejalan dengan filosofi Wardah 
 
“Pure & Safe” yang selalu menggunakan bahan natural, alami dan aman untuk 

digunakan. Atribut halal tersebut kemudian menjadi bahan evaluasi bagi konsumen 

dalam bersikap. Oleh karena itu, penelitian ini bertujuan untuk mengetahui pengaruh 

atribut halal produk Wardah yang diturunkan lewat product-related attributes (x1) 

dan nonproduct-related attributes (x2) terhadap sikap konsumen 
 
(Y). Hipotesis penelitian duji menggunakan analisis regresi linier berganda pada 100 

responden yang didapat melalui teknik purposive sampling. Kriteria responden yang 

dipilih adalah wanita berusia 20-40 tahun, pengguna kosmetik, dan berada di Jakarta. 

Hasil penelitian menunjukkan bahwa product-related attributes (x1) dan nonproduct-

related attributes (x2) terbukti memiliki pengaruh terhadap sikap konsumen (Y) 

dengan koefisien regresi Y = 5.006 + 0,256x1 + 0,986x2. 

 
 
 
 

Kata  kunci:  Product-related  Attributes,  Nonproduct-related  Attributes,  Halal, 
 

Sikap Konsumen, Wardah 
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THE EFFECT OF HALAL PRODUCT ATTRIBUTES WARDAH TOWARD 

CONSUMER ATTITUDE 

 

Prilia Qiftyah Budiandari 

 

ABSTRACT 
 

 

Since the beginning, Wardah is known for carrying the halal attribute as a 

differentiated attribute with competitors. Halal carried by Wardah has a global 

meaning which is natural and safe. This is in line with the philosophy of Wardah, 

"Pure & Safe", which always uses natural materials, natural and safe to use. The 

halal attributes then being used as an evaluation for consumer to behave. 

Therefore, the purpose of this study was to determine the influence of halal 

product attributes Wardah which revealed through product-related attributes (x1) 

and nonproduct-related attributes (x2) on consumer attitude (Y). Research 

hypothesis was tested using multiple linear regression analysis on 100 

respondents obtained through purposive sampling technique. The criteria selected 

respondents were women aged 20-40 years, users of cosmetics, and in Jakarta. 

The results showed that the product-related attributes (x1) and nonproduct-

related attributes (x2) shown to have an influence on consumer attitudes (Y) with 

a regression coefficient of Y = 5,006 + 0,256x1 + 0,986x2. 
 
 
 

 

Key  Words:  Product-related  Attributes,  Nonproduct-related  Attributes,  Halal, 
 

Consumer Attitude, Wardah 
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