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ABSTRAK 

Penelitia~n ini bertujua~n untuk mengeta~hui penga~ruh citra~ merek da~n 

kua~lita~s produk terha~da~p keputusa~n pembelia~n Skinca~re merek Ha~na~sui pa~da~ 

ma~ha~siswa~ Fa~kulta~s Ekonomi Universita~s Pendidika~n Ga~nesha~ Singa~ra~ja~. Metode 

ya~ng diguna~ka~n da~la~m penelitia~n ini a~da~la~h metode kua~ntita~tif denga~n pendeka~ta~n 

ka~usa~l. Popula~si ya~ng diguna~ka~n seba~nya~k 160 responden ya~ng dipilih 

mengguna~ka~n teknik purposive sa~mpling. Teknik pengumpula~n da~ta~ dila~kuka~n 

mela~lui penyeba~ra~n kuesioner, da~n da~ta~ dia~na~lisis mengguna~ka~n regresi linea~r 

berga~nda~ denga~n ba~ntua~n pera~ngka~t luna~k SPSS. Ha~sil penelitia~n menunjukka~n 

ba~hwa~ seca~ra~ pa ~rsia~l, va~ria~bel citra~ merek berpenga~ruh positif da~n signifika~n 

terha~da~p keputusa~n pembelia~n Ha~na~sui. Begitu pula~ denga~n va ~ria~bel kua~lita~s 

produk ya~ng berpenga~ruh positif da~n signifika~n terha~da~p keputusa~n pembelia~n. 

Seca~ra~ simulta~n, citra~ merek da~n kua~lita~s produk berpenga~ruh positif da~n 

signifika~n terha~da ~p keputusa~n pembelia~n Skinca~re merek Ha~na~sui pa~da~ ma~ha~siswa~ 

Fa~kulta~s Ekonomi Undiksha~ Singa ~ra~ja~. Penelitia~n ini memberika~n implika~si ba~hwa~ 

perusa~ha~a~n perlu memperkua~t citra~ merek da~n meningka~tka~n kua~lita~s produk 

untuk meningka~tka~n keputusa~n pembelia~n. 

Kata kunci: citra ~ merek, kua~lita~s produk, keputusa~n pembelia~n. 
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ABSTRACT 

This study a~ims to determine the effect of bra~nd ima~ge a~nd product qua~lity 

on purcha~sing decisions of Ha~na~sui bra ~nd Skinca~re on students of the Fa~culty of 

Economics, Ga~nesha~ University of Educa~tion Singa~ra~ja~. The method used in this 

study is a~ qua~ntita~tive method with a~ ca~usa~l a~pproa~ch. The popula~tion used wa~s 

160 respondents selected using purposive sa~mpling technique. Da~ta~ collection 

techniques were ca~rried out through distributing questionna~ires, a~nd da~ta~ were 

a~na~lyzed using multiple linea~r regression with the help of SPSS softwa~re. The 

results of the study indica~te tha~t pa~rtia~lly, the bra~nd ima~ge va~ria~ble ha~s a~ positive 

a~nd significa~nt effect on purcha~sing decisions for Ha~na ~sui. Likewise, the product 

qua~lity va~ria~ble ha~s a~ positive a~nd significa~nt effect on purcha~sing decisions. 

Simulta~neously, bra~nd ima~ge a~nd product qua~lity ha~ve a~ positive a~nd significa~nt 

effect on purcha~sing decisions for Ha~na~sui bra~nd skinca~re a~mong students of the 

Fa~culty of Economics, Undiksha~ Singa~ra~ja~. This study provides implica~tions tha~t 

compa~nies need to strengthen bra~nd ima~ge a~nd improve product qua~lity to improve 

purcha~sing decisions. 
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