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Abstract: This study aims to determine the effect of the brand image variable (X1) 

and online consumer review on consumer loyalty (Y). The method used in this 

research is descriptive and associative methods using a quantitative approach, the 

sample used is 150 respondents to consumers of Nature Republic Aloe Vera 92% 

Soothing Gel in Sukabumi City which are distributed using googlefrom, and using 

probability sampling techniques using probability sampling. random sampling. The 

data analysis technique used is the multiple linear analysis technique, the T test and 

the F test. The results of this study indicate that the brand image variable (X1) has a 

positive and significant effect on the consumer loyalty variable (Y) and the online 

consumer review variable (X2) also has a positive and significant effect on the 

consumer loyalty variable (Y). The coefficient of determination test results showed a 

value of 0.516 which can be interpreted as the percentage of variables X1 and X2 

which have a value of 51.6% and the remaining 48.4% which is influenced by other 

factors not examined in this study. 

Keywords : Brand image, online consumer review, consumer loyalty 
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Abstrak: Penelitian ini bertujuan untuk mengetahui pengaruh variabel citra merek 

(X1) dan review konsumen online terhadap loyalitas konsumen (Y). Metode yang 

digunakan dalam penelitian ini adalah metode deskriptif dan asosiatif dengan 

menggunakan pendekatan kuantitatif, sampel yang digunakan adalah 150 

responden konsumen Nature Republic Aloe Vera 92% Soothing Gel di Kota 

Sukabumi yang didistribusikan menggunakan googlefrom, dan menggunakan teknik 

probability sampling menggunakan probability sampling . pengambilan sampel 

secara acak. Teknik analisis data yang digunakan adalah teknik analisis linier 

berganda, uji T dan uji F. Hasil penelitian ini menunjukkan bahwa variabel citra 

merek (X1) berpengaruh positif dan signifikan terhadap variabel loyalitas konsumen 

(Y) dan variabel ulasan konsumen online (X2) juga berpengaruh positif dan 

signifikan terhadap variabel loyalitas konsumen ( Y). Hasil uji koefisien determinasi 

menunjukkan nilai sebesar 0,516 yang dapat diartikan sebagai persentase variabel 

X1 dan X2 yang memiliki nilai sebesar 51,6% dan sisanya 48,4% yang dipengaruhi 

oleh faktor lain yang tidak diteliti dalam penelitian ini. 

Keywords : Citra merek, ulasan konsumen online, loyalitas konsumen 
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INTRODUCTION 

The public's need for beauty and personal care 

products is currently increasing, which makes cosmetic 

and skincare producers more incessant to offer their 

products. This also does not rule out the possibility for 

adult men and women and adolescents who are 

currently very familiar with the cosmetic and skincare 

beauty products they use to meet their appearance 

needs, as according to(Biron, 2019) cosmetic growth in 

2019 is worth around 4985 trillion rupiah, and the 

growth of cosmetics and skincare is estimated to 

increase by an average of around 4.38% (Shahbandeh, 

2020). Judging from this, the growth of the cosmetic 

market is increasing day by day, which makes cosmetic 

products and skincare a very good opportunity for 

producers of a product. 

In Indonesia, nowadays consumers are becoming 

smarter in choosing cosmetics and skincare, an image of 

a cosmetic or skincare brand can be a benchmark for 

consumers to purchase products. When viewed from the 

increasing number of illegal cosmetics found by BPOM 

with a value of 185.9 billion(Fajarta, 2020), no wonder 

consumers are becoming increasingly choosy about 

what to buy, one of the habits that are conscious or not 

in making a purchase usually consumers see the brand 

image of a product or service to be able to adjust to the 

desires of consumers(Aryatilandi et al., 2020). This is 

also in accordance with research(Rizaldi & Hardini, 

2018), in his research explains that a product or 

company must be able to maintain or improve the 

inherent brand image so that consumers are sure of their 

choice and not misdirected, and in this study reveals that 

brand image has a positive influence on consumer 

loyalty. The same thing is contained in(Octaviany et al., 

2019) a consumer will easily give his loyalty if a brand 

has been highly trusted by the consumer. 

 One of the cosmetic and skincare product brands 

favored by consumers today is Nature Republic, where 

this company is a cosmetics and skincare manufacturer 

based in South Korea that offers various beauty 

products such as cosmetics, skincare, makeup 

equipment, and bodycare products (Naturerepublic, 

2020).  

In shopping for daily necessities, consumers in 

today's era are usually smarter in finding information 

about the goods they are going to buy. There are times 

when they look for reviews from several sources, such 

as getting information from social media, some reviews 

found on e-commerce, this method can make it easier 

for consumers to be more careful in buying and be a 

comparison between other products. Providing or 

digging up information about goods, both positive and 

negative, is beneficial for consumers so that consumers 

can accept each other and give trust according to what 

they have felt(Pirdaus et al., 2020). Judging from 

several e-commerce that sell Nature Republic products, 

especially the Aloe vera 92% soothing gel variant, many 

consumers give complaints and criticisms or bad 

reviews such as non-genuine products, products that 

cause skin problems and so on, this is what can cause 

taste doubt for consumers to buy and consumers who 

will return the product. 

In this case, the problem that is often faced in 

maintaining consumer loyalty is the absence of the 

desire to repurchase products that they have bought 

before for several reasons, one of which is caused by a 

bad product image such as Nature Republic products 

due to the proliferation of illegal products that have 

been purchased. similar from the form of packaging to 

the brand, this can be a doubt for consumers who will 

buy a product which in the end consumers prefer 

another product, as well as negative reviews given by 

other consumers about the product can be a barrier and 

raise doubts for other consumers to buy the product. 

Based on the phenomena that occurred above, the 

researchers were interested in analyzing the effect of 

brand image and online consumers review on consumer 

loyalty of Nature Republic aloe vera 92% soothing gel 

in Sukabumi City.   

 

LITERATURE REVIEW 

 

Marketing 

In a company, marketing is very important for the 

survival of the company, where marketing is "an 

activity carried out by a person or company by buying 

and selling products or services to get benefits for both 

parties, namely producers can receive profit benefits and 

consumers are expected to. can meet the needs they 

expect " (Princess, 2017).  

According to Sudaryono (2016: 42) Marketing is 

the process of planning and executing thoughts, pricing, 

promotion, and distribution of ideas, goods, services, 

organizations and events to create and maintain 

relationships that will satisfy both goals and individuals 

and bonds. 

Brand Image 

Kotler and Keller (2016: 330) states that "the 

extrinsic properties of the product or service, including 

the ways in which the brand attempts to meet customers' 

psychological or social needs" can be explained as an 

eccentric trait contained in a product or service that the 

company tries to fulfill both. it's the psychological needs 

as well as the social needs of its consumers. 

Brand image can also be understood as an 

impression or brand image of a product or service, each 

of which has its own characteristics where consumers 

who buy a product or service not only provide goods or 

services but with the assessment or value contained in 

the company or brand (Ramadan, 2019; Tomida & 

Satrio, 2016). 

In this case, the image itself is a construct that 

must be owned or created by the company or the owner 

of a brand. The image that must be owned must be 

positive so that consumers can easily trust and get a 

place in the hearts of their consumers and can also 

easily compete in a more competitive market(Ramdan, 
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Rahayu, Wibowo, et al., 2020). a positive brand image 

can not only easily compete in the market, but can be an 

added value that can increase profits for each of these 

companies.(Ramdan, Rahayu, Hurriyati, et al., 2020). 

Brand image has several dimensions according to 

Aaker and Biel (in W, Pangestuti, & Nuralam, 

2018)These include: 1) Company image, which is a 

representation of a company according to consumer 

views, both positive and negative. 2) Product image, is 

an impression or assessment that exists on a product, 

usually the assessment comes from the consumer 

himself, where consumers who have had or tried the 

product feel how the quality provided is fulfilled or not, 

if the product criteria are in accordance with the 

consumer it will easily stick in the consumer's memory 

and vice versa 3) User image, which is a person's view 

of the image or impression that a consumer has who 

uses or consumes a product or service, such as being 

able to show social status and personality of the 

consumer. 

Meanwhile, according to Kolter and Keller (in 

Cahyono, 2018), there are five dimensions that exist in 

the brand image variable, namely, brand identity, brand 

personality, brand association, communication behavior 

and brand benefits and advantages. 

H1: There is an effect of brand image on consumer 

loyalty 

Online Consumer Review 

Online consumer review interpreted as a means 

by which consumers find information about the product 

or service they are going to buy, where consumer 

reviews are usually very informative and become a 

means of comparison between one product and another.  

Online consumer review is one part of e-WOM 

which is used by consumers as a means of searching for 

information or instructions regarding an explanation of 

a product or service obtained via the internet, be it 

social media or consumer reviews found on various e-

commerce platforms containing positive and negative 

reviews (Auliya et al., 2017; Kamila et al., 2019).  

online consumer review is one of the tools or 

media for consumers in finding information about 

products or services and how the producer company can 

influence consumer purchasing decisions (Kanitra, 

2018). 

Online consumer review according to Goyette (in 

Marie & Widodo, 2019) states that there are three 

dimensions described as follows: 1) intensity, which is 

the number of reviews given by consumers about a 

product and service on social media networks and other 

platforms, 2) Valance of opinion, namely one's affinity 

or interest in products and services on recommendations 

other people regarding reviews of goods or services they 

see on social media networks or others 3) content, is a 

review of a consumer who explains the various 

advantages or disadvantages of the goods or services 

they have used or consumed. 

According to Bambaurer - Sachse and Mangold 

(in Angkiriwang, Susanto, & Thio, 2018) There are no 

different dimensions, namely: 1) General persuasion 2) 

General credibility 3) Susceptibility to online product 

reviews 

H2: There is an effect of online consumer reviews on 

consumer loyalty 

Consumer Loyalty 

Consumer loyalty is one of the consumer 

behavior that is expected for any company, where this 

consumer behavior tends to provide benefits for the 

company.Consumer loyalty is a tendency to buy or 

reuse a product and service (Widyawati, 2006). 

Own consumer loyalty according to Lovelock (in 

Ganyang, 2019)explained that consumer behavior can 

contribute more to companies where consumers of this 

type will easily make repurchases of products or 

services that they feel are according to their needs and 

wants, and loyal consumers will be able to easily 

recommend products and services that they already 

have. use or try on friends, family or others. However, 

not all consumer loyalty can contribute well, but if 

consumer expectations are not met, it is also influenced 

by other situations or circumstances, consumers can 

easily switch directions to products or services from 

other companies (Reza et al., 2020). 

Consumer loyalty according to Griffin (Reza et 

al., 2020)There are four dimensions of consumer 

loyalty, namely: 1) Making repeated purchases, is a 

characteristic or condition that is very necessary for 

every company, where consumers will buy back goods 

or services in the company, 2) Make purchases between 

product lines or services, namely consumers will 

continue to make repeated purchases of products on a 

regular basis regardless of recommendations from other 

companies' products. 3) Referencing products to other 

people, this is an advertisement that consumers do to 

other consumers spontaneously because consumers feel 

appropriate and get what they expect. 4) Demonstrates 

immunity against competitors, 

Based on the hypothesis contained in this study, 

the following is a paradigm model that the researcher 

will use, namely as: 
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Figure 1. Research paradigm 

RESEARCH METHODS 

The method used in this research is descriptive 

and associative methods using quantitative approaches 

and the sample used in this research is as many as 150 

respondents with the population in this study who are 

customers of Nature Republic Aloe Vera 92% Soothing 

Gel products in Sukabumi City. The sampling technique 

was nonprobability sampling technique with purposive 

sampling. 

 In this study, the validity and reliability tests were 

used to test the questionnaire in order to obtain more 

accurate data. The data analysis technique used is by 

testing the coefficient of determination, multiple linear 

regression analysis and hypothesis testing with the T 

test (partial) and F test (simultaneous). 

 

RESULT AND DISCUSSION 

Following are the results obtained from a 

questionnaire from 150 respondents of Nature Republic 

consumers aloe vera 92% soothing gel in Sukabumi 

City. Data were processed using IBM SPSS Statistic 

version 24 software. 

Validity test 

Table 1. Validity Test Calculation Results 

Variable R Value 

Count 

R Value 

Table 

Sig 

value. 

Status 

X1 

0.648 0.159 0 

Valid 

0.640 0.159 0 

0.702 0.159 0 

0.794 0.159 0 

0.769 0.159 0 

0.796 0.159 0 

0.713 0.159 0 

0.636 0.159 0 

X2 

0.795 0.159 0 

Valid 

0.755 0.159 0 

0.709 0.159 0 

0.803 0.159 0 

0.793 0.159 0 

0.734 0.159 0 

Y  

0880 0.159 0 

Valid 

0.896 0.159 0 

0.803 0.159 0 

0833 0.159 0 

Source: Processed by researchers, 2020 

Based on the results of the data above, it can be 

seen that the validity test values of variables X1, X2, 

and Y are declared valid because all Rhitung items are 

greater than R table. 

Reliability Test 

Table 2.The Acquisition of Brand Image Variable 

Reliability Test Calculation (X1)  

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on Standardized 

Items 

N of 

Items 

.861 .861 8 

source: Data processed by researchers, 2020 

Judging from the reliability test results above, it 

can be stated that the brand image variable (X1) 

produces data 0.861> 0.6, so the brand image variable 

questionnaire can be said to be reliable.  

Table 3. Reliability Test of Online Consumer Review 

Variables (X2) 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on Standardized 

Items 

N of 

Items 

.853 .859 6 

Source: Data processed, 2020 

The reliability test results on the online consumer 

review variable can be declared reliable, because the 

data results show a number of 0.859 which is greater 

than 0.6. 

 

Table 4.Results of Consumer Loyalty Variable 

Reliability Test (Y) 

Cronbach's 

Alpha 

Cronbach's Alpha 

Based on Standardized 

Items 

N of 

Items 

.873 .876 4 

Brand Image 

Online 

Consumer 

Review 

Consumer 

Loyalty 
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Source: Data processed by Researchers, 2020 

Based on the data above, the reliability test of the 

consumer loyalty variable shows a result of 0.876 which 

is greater than 0.6 which can be stated that the data is 

reliable or factual. 

F Test (Simultaneous) 

Table 5. Acquisition of F Test Results (Simultaneous) 

ANOVAa 

Mo

del 

 Sum of 

Squares 

df Mean 

Squar

e 

F Sig. 

1 Regr

essio

n 

833,553 2 416,7

77 

80,

442 

, 

000b 

 Resi

dual 

761,620 147 5,181   

 Tota

l 

1595,173 149    

Source: Data processed by researchers, 2020 

It is known that the Ftable value is 3.91 and the 

Fcount value is 80.442. when viewed from the results of 

the value Fcount is greater than Ftable and the sig value. 

amounting to 0.000 less than 0.05, it can be stated in 

accordance with the basis of decision making, namely 

brand image (X1) and online consumer review (X2) 

have an effect simultaneously or together with the 

consumer loyalty variable (Y).  

Coefficient of Determination 

Table 6. Results of the coefficient of determination 

Model Summary 

Model R R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

1 , 723 a , 523 , 516 2,27620 

Source: Results of data processing by researchers, 2020 

Obtaining the results from the above data 

processing can be stated that the value of the coefficient 

of determination (R2) in this study is 0.516, which can 

be explained that the percentage of the contribution of 

the brand image variable (X1) and online consumer 

review (X2) has a value of 51.6% while the rest that is, 

48.4% is influenced by other factors not examined in 

this study. 

Multiple Linear Regression Analysis and T Test 

(Partial) 

Table 7. Acquisition of Multiple Linear Regression 

Results and T Test 

 

 

Coefficientsa 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

Model B Std. 

Error 

Beta t Sig. 

1 (Con

stant

) 

-3,991 1,492  -2,674 , 008 

 X1 , 267 , 065 , 344 4,113 , 000 

 X2 , 411 , 080 , 431 5,152 , 000 

Dependent Variable: Consumer loyalty (Y) 

Source: Data processed by researchers, 2020 

Based on the results of the questionnaire 

processing using IBM SPSS Software Statistics version 

24 which is stated as, the constant value of -3.991 that 

the coefficient of the consumer loyalty variable is -

3.991. The following is the result of the equation value 

from multiple linear regression analysis Y = -3.991 + 

0.267X1 + 0.411X2. 
The regression coefficient value of variable X1 is 

0.267, so if the brand image increases by 1%, the value 

of consumer loyalty increases by 0.267, the same thing 

as variable X2 which has a coefficient value of 0.411, so 

if online consumer reviews increase by 1%, the value of 

consumer loyalty also increases 0.411. and both of these 

variables contribute positively to the consumer loyalty 

variable (Y). 

Partial testing (T test), the researchers used a significant 

level of 5%, and obtained T table of 1.976. The variable 

brand image (X1) on consumer loyalty (Y) shows the 

result, the value of Tcount4,113> T table 1,976 with sig. 

0.000 <0.05, it can be said that brand image has a 

positive and significant effect on consumer loyalty.For 

the online consumer review variable (X2) on consumer 

loyalty (Y), it is Thitung 5,152> T table 1,976 with sig. 

0.000 <0.05, which means that there is a partially 

significant and positive influence of the online 

consumer review variable on consumer loyalty. 

CONCLUSIONS 

Based on the results of the research, discussion 

and data analysis techniques that the researchers used in 

this study regarding brand image and online consumer 

reviews on consumer loyalty, Nature Republic Aloe 

vera 92% soothing gel in Sukabumi City, researchers 

can draw conclusions, namely the results of tests carried 

out by testing. T (partial) and also F test (simultaneous), 

the brand image variable (X1) has a positive effect on 

the consumer loyalty variable (Y), which means that the 

first hypothesis is accepted, and the online consumer 

review variable (X2) has a significant and positive 

effect on the consumer loyalty variable. which means 

that the hypothesis is accepted,Also for simultaneous 

testing (Test F) there is a positive and significant effect, 

namely between the variable brand image and online 

consumer review on consumer loyalty Nature Republic 

aloe 92% soothing gel in Sukabumi City. 
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In testing R2 (Coefficient of Determination) 

produces a value of 0.516 which means that the brand 

image and online consumer review variables have a 

value of 51.6% and the remaining 48.4% is 

influenced.48.4% influenced by other factors not 

examined in this study. 

In this case, the brand image of a company or 

product is very important for the sustainability of its 

existence in the market, to be able to give or get 

consumer confidence in a company or product must 

have a good image that can be used as a benchmark for 

consumers to choose or buy a product that can fulfill 

their desires. as well as the needs of its consumers. And 

in online consumer reviews, companies must be able to 

find any mistakes or shortcomings of the products they 

sell and fix these so that consumers and existing 

customers do not move to competing companies 
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