ABSTRACT

This study aims to obtain empirical evidence of th#uence of brand
awareness , subjective norms , beliefs about thed ladel on brand attitude and to
obtain empirical evidence on the effect of branduate and purchase interest reset .

This type of research is a case study with colka&approach . The sample
was consumer Wardah cosmetics brand in Semarangparach 150 people . Data
collection techniques are performed using a quesdme . The questionnaire is
enclosed questionnaire using a grading scale dd islan answer from strongly
disagree to strongly agree . The research dataamaigzed using path analysis with
multiple linear regression .

The results showed subjective norms , and belibtaitathe halal labeling
positive effect on brand attitude and brand atétadfect buying interest again .
While brand awareness is no effect on brand at#itud
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