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Abstrak 

Penelitian ini bertujuan untuk mendeskripsikan kondisi citra merek, minat beli dan 

keputusan pembelian, menganalisis pengaruh citra merek terhadap keputusan 

pembelian, menganalisis pengaruh citra merek terhadap minat beli, menganalisis 

pengaruh miant beli terhadap keputusan pembelian, menganalisis peran minat beli 

dalam memediasi pengaruh citra merek terhadap keputusan pembelian. Populasi 

dalam penelitian ini adalah konsumen mugwort clay skintific di Kota Malang 

dengan jumlah 110 responden menggunakan Teknik purposive sampling. Metode 

yang digunakan menggunakan process macro hayes dengan SPSS 25. Hasil 

penelitian ini menunjukkan bahwa citra merek berpengaruh positif signifikan 

terhadap keputusan pembelian, citra merek berpengaruh psoitif signifikan terhadap 

minat beli, minat beli berpengaruh positif signifikan terhadap keputusan pembelian 

dan minat beli dapat memediasi pengaruh citra merek terhadap keputusan 

pembelian. 

Kata Kunci – citra merek, minat beli, keputusan pembelian 
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Abstract 

This study aims to describe the condition of brand image, purchase intention and 

purchase decision, analyze the influence of brand image on purchase decision, 

analyze the influence of brand image on purchase intention, analyze the influence 

of purchase intention on purchase decision, analyze the role of purchase intention 

in mediating the influence of brand image on purchase decision. The population in 

this study were consumers of mugwort clay skintific in Malang City with a total of 

110 respondents using purposive sampling technique. The method used was the 

process macro hayes with SPSS 25. The results of this study indicate that brand 

image has a significant positive effect on purchase decision, brand image has a 

significant positive effect on purchase intention, purchase intention has a 

significant positive effect on purchase decision and purchase intention can mediate 

the influence of brand image on purchase decision. 

Keywords - brand image, purchase intention, purchase decision 
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