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ABSTRACT 
This study aims to analyze the influence of Country of Origin (COO), Green 

Product, and Brand Trust on purchasing decisions for Innisfree skincare products 

in Malang City. The approach used is quantitative with explanatory research. The 

population in this study were consumers who have purchased Innisfree products in 

Malang City, with a sample of 140 respondents obtained through accidental 

sampling technique. Data collection was carried out using a questionnaire with a 

Likert scale. Analysis used multiple linear regression. The results of the study 

indicate that partially Country of Origin, Green Product, and Brand Trust have a 

positive and significant effect on purchasing decisions. Simultaneously, these three 

variables are also proven to have a significant effect on purchasing decisions for 

Innisfree skincare products. These findings indicate that perceptions of the 

product's country of origin, concern for environmental friendliness, and the level 

of consumer trust in the brand are important factors in driving purchasing 

decisions. 

 

Keywords: Country of Origin (COO), Green product, Brand trust, Purchase 
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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Country of Origin 

(COO), Green Product, dan Brand Trust terhadap keputusan pembelian produk 

skincare Innisfree di Kota Malang. Pendekatan yang digunakan adalah kuantitatif 

dengan jenis penelitian explanatory research. Populasi dalam penelitian ini adalah 

konsumen yang pernah membeli produk Innisfree di Kota Malang, dengan jumlah 

sampel sebanyak 140 responden yang diperoleh melalui teknik accidental sampling. 

Pengumpulan data dilakukan menggunakan kuesioner dengan skala Likert. Analisis 

menggunakan regresi linear berganda. Hasil penelitian menunjukkan bahwa secara 

parsial Country of Origin, Green Product, dan Brand Trust berpengaruh positif dan 

signifikan terhadap keputusan pembelian. Secara simultan ketiga variabel tersebut 

juga terbukti berpengaruh signifikan terhadap keputusan pembelian produk 

skincare Innisfree. Temuan ini mengindikasikan bahwa persepsi terhadap negara 

asal produk, kepedulian terhadap aspek ramah lingkungan, serta tingkat 

kepercayaan konsumen terhadap merek menjadi faktor penting dalam mendorong 

keputusan pembelian. 

Kata Kunci: Country of Origin (COO), Green product, Brand trust, Keputusan 

Pembelian 
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