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ABSTRACT

The Effect of Product Quality, Price, and Brand Image on Purchase Decisions of
Glad2Glow Skincare on TikTok Shop (Study on Consumers in Malang City)

Etika Rindiani!, Widayat?, Noor Aziz?
Management Study Program
L23Faculty of Economics and Business Universitas Muhammadiyah Malang

Abstract

This study aims to analyze the influence of product quality, price, and brand image on
the purchasing decisions of Glad2Glow skincare products among consumers in Malang
City. The population of this study consisted of Glad2Glow skincare consumers residing
in Malang City who had purchased the products through TikTok Shop. A total of 100
respondents were selected using a non-probability sampling method with a purposive
sampling technique. Data were collected through questionnaires using a Likert scale
and analyzed using multiple linear rvegression with the assistance of SPSS software.
The results indicate that product quality, price, and brand image have a positive and
significant effect on purchasing decisions, both partially and simultaneously. These
findings suggest that consumers’ purchasing decisions are influenced by perceptions
of product quality, price suitability, and brand image. Simultaneously, these variables
significantly contribute to explaining purchasing decisions among Glad2Glow
consumers.

In conclusion, product quality, price, and brand image are important determinants of
purchasing decisions for Glad2Glow skincare products. Therefore, companies need to
maintain product quality, offer competitive prices, and strengthen brand image to
enhance consumers’ purchasing decisions and sustain competitiveness in the skincare
market.

Keywords — Product Quality; Price; Brand Image; Purchase Decision; Skincare.
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ABSTRAK

Pengaruh Kualitas Produk, Harga, dan Brand Image terhadap Keputusan
Pembelian Skincare Glad2Glow pada TikTok Shop
(Studi pada Konsumen di Kota Malang)

Etika Rindiani!, Widayat?, Noor Aziz?
Program Studi Manajemen
L23Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah Malang

Abstrak

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, harga, dan brand
image terhadap keputusan pembelian produk skincare Glad2Glow pada konsumen di
Kota Malang. Populasi penelitian ini adalah konsumen produk skincare Glad2Glow
yang berdomisili di Kota Malang dan pernah melakukan pembelian melalui e-
commerce TikTok Shop. Sebanyak 100 responden dipilih menggunakan metode non
probability sampling dengan teknik purposive sampling. Data dikumpulkan melalui
penyebaran kuesioner menggunakan skala Likert dan dianalisis menggunakan regresi
linier berganda dengan bantuan perangkat lunak SPSS.

Hasil penelitian menunjukkan bahwa kualitas produk, harga, dan brand image
berpengaruh positif dan signifikan terhadap keputusan pembelian produk skincare
Glad2Glow, baik secara parsial maupun simultan. Temuan ini mengindikasikan bahwa
keputusan pembelian konsumen dipengaruhi oleh persepsi terhadap kualitas produk,
kesesuaian harga, dan citra merek. Secara simultan, ketiga wariabel tersebut
memberikan kontribusi yang signifikan dalam menjelaskan keputusan pembelian
konsumen produk Glad2Glow.

Kesimpulannya, kualitas produk, harga, dan brand image merupakan faktor penting
yang menentukan keputusan pembelian produk skincare Glad2Glow. Oleh karena itu,
perusahaan perlu mempertahankan kualitas, menetapkan harga yang kompetitif, serta
memperkuat citra merek guna meningkatkan keputusan pembelian konsumen dan
mempertahankan daya saing di pasar skincare.

Kata Kunci — Kualitas Produk; Harga; Citra Merek; Keputusan Pembelian; Skincare
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