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ABSTRAK 

Keputusan pembelian adalah salah satu komponen penting yang dapat membentuk 

permintaan pasar. Dengan memperhatikan keputusan pembelian, pelaku usaha 

dapat membuat rencana pemasaran untuk menarik pelanggan dalam membeli 

sesuatu. Tujuan dari penelitian ini adalah mengetahui pengaruh brand image 

terhadap keputusan pembelian skincare Skintific dan mengetahui pengaruh kualitas 

produk terhadap keputusan pembelian skincare Skintific, serta pengaruh dominan 

brand image atau kualitas produk terhadap keputusan pembelian skincare Skintific. 

Penelitian ini dilakukan terhadap pengguna skincare Skintific yang melakukan 

pembelian di marketplace Shopee dengan jumlah responden 112 orang yang 

diambil menggunakan teknik purposive sampling. Penelitian ini menggunakan 

metode analisis regresi linier berganda. Pengujian instrumen dan pengelolaan data 

menggunakan aplikasi SPSS 25. Hasil dari penelitian ini adalah brand image secara 

parsial berpengaruh signifikan terhadap keputusan pembelian skincare Skintific, 

kualitas produk secara parsial berpengaruh signifikan terhadap keputusan 

pembelian skincare Skintific, serta kualitas produk berpengaruh dominan terhadap 

keputusan pembelian skincare Skintific. 

Kata Kunci: Brand Image, Kualitas Produk, Keputusan Pembelian 
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ABSTRACT 

Purchasing decisions are one of the important components that can shape market 

demand. By paying attention to purchasing decisions, businesses can create 

marketing plans to attract customers to buy something. The aim of this research is 

to determine the influence of brand image on purchasing decisions for Skintific 

skincare and to determine the influence of product quality on purchasing decisions 

for Skintific skincare, as well as the dominant influence of brand image or product 

quality on purchasing decisions for Skintific skincare. This research was conducted 

on Skintific skincare users who made purchases on the Shopee marketplace with a 

total of 112 respondents taken using a purposive sampling technique. This research 

uses multiple linear regression analysis methods. Instrument testing and data 

management using the SPSS 25 application. The results of this research are that 

brand image partially has a significant influence on the decision to purchase 

Skintific skincare, product quality partially has a significant influence on the 

decision to purchase Skintific skincare, and product quality has a dominant 

influence on the decision to purchase Skintific skincare. 

Keywords: Brand Image, Product Quality, Purchasing Decisions 
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