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ABSTRAK 

 

 Penelitianl ini bertujuanl untuk menganalisisl pengaruh kualitasl produk danl 
iklan terhadapl niat belil konsumen padal produk Kahfl di Kecamatanl Buleleng. 
Penelitianl ini dilatarbelakangi oleh pertumbuhanl industri kosmetikl di Indonesial 
yang semakinl pesat, khususnyal pada segmenl perawatan lpria, seiring dengan 
meningkatnyal kesadaran masyarakatl terhadap pentingnyal perawatan ldiri. 
Meskipun demikian, masih terdapat berbagai tantangan, seperti perbedaanl persepsi 
konsumenl mengenai kualitasl produk danl efektivitas iklanl dalam memengaruhil 
keputusan lpembelian. Hasill pra-penelitianl juga menunjukkanl adanya perbedaan 
tanggapan konsumen terhadap produk Kahf, baik l dari aspekl kualitas produkl 
maupun penyampaian iklannya, sehingga diperlukan penelitian lebih lanjut untuk l 
mengetahui pengaruhl kedua variabell tersebut terhadapl niat beli konsumen. 
Penelitianl ini menggunakanl pendekatan kuantitatifl kausal denganl teknik purposive 
lsampling. Sampell penelitian  berjumlahl 170 respondenl yang merupakanl konsumen 
dil Kecamatan Buleleng yang mengetahui produk Kahf, memahami manfaatnya, 
dan berusia minimal 17 tahun. Datal dikumpulkan melaluil kuesioner menggunakanl 
skala Likertl lima poin, kemudianl dianalisis menggunakanl analisis regresil linier 
bergandal dengan bantuanl program Statisticall Package forl the Sociall Sciences 
(lSPSS). Sebeluml dilakukan pengujianl hipotesis, datal telah memenuhi ujil validitas, 
lreliabilitas, dan asumsil klasik yangl meliputi ujil normalitas, lmultikolinearitas, serta 
lheteroskedastisitas. Hasill penelitian menunjukkanl bahwa kualitasl produk danl iklan 
secaral parsial maupunl simultan berpengaruhl positif danl signifikan terhadapl niat 
belil konsumen. Kualitasl produk berperanl dalam meningkatkanl kepercayaan 
konsumenl melalui lkinerja, dayal tahan, danl kesesuaian produkl dengan lkebutuhan. 
Sementaral itu, iklanl yang linformatif, lmenarik, danl kredibel mampul meningkatkan 
perhatianl serta minatl konsumen terhadapl produk. Secaral simultan, kombinasil 
kualitas produkl yang baikl dan strategil iklan yangl efektif menjadil faktor pentingl 
dalam mendorongl peningkatan niatl beli konsumenl terhadap produkl Kahf dil 
Kecamatan lBuleleng. 
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 Thisl study aimsl to analyzel the influence ofl product qualityl and advertisingl 
on lconsumers’ purchasel intention towardl Kahf productsl in Bulelengl District. Thel 
study is motivated by thel rapid growthl of thel cosmetics industryl in lIndonesia, 
particularlyl in thel men’s groomingl segment, driven by increasingl public awarenessl 
of thel importance ofl self-carel and personal appearance. However,  the industry still 
faces several challenges, including differences l in consumerl perceptions regardingl 
product qualityl and the effectivenessl of advertising in influencing purchasing 
decisions. Preliminary observations also revealed varying consumer responses 
toward Kahf products, both in terms of product quality and advertising messages, 
indicating thel need forl further investigationl into howl these factorsl affect 
consumers’ purchase lintention. This study employedl a causal quantitativel 
approach usingl purposive sampling. Thel sample consistedl of 170 respondentsl who 
werel residents ofl Buleleng District, were familiar with Kahf products, understood 
their benefits, and were at least 17 years old. Data l were collectedl through al 
questionnaire usingl a five-pointl Likert scalel and analyzedl using multiplel linear 
regressionl with thel assistance ofl the Statisticall Package forl the Sociall Sciences 
(lSPSS). Prior tol hypothesis testing, thel data met the requirements of lvalidity, 
lreliability, andl classical assumptionl tests, includingl normality, lmulticollinearity, 
andl heteroscedasticity ltests. Thel results indicatel that productl quality andl 
advertising havel a positivel and significantl effect onl consumers’ purchasel intention, 
bothl partially andl simultaneously. Productl quality contributes to increasingl 
consumer trustl through product lperformance, ldurability, andl suitability tol 
consumer lneeds. lMeanwhile, linformative, lattractive, andl credible advertisingl 
enhances consumerl attention andl interest inl the lproduct. lSimultaneously, thel 
combination ofl high productl quality andl effective advertisingl strategies serves as 
anl important factorl in increasingl consumers’ purchasel intention toward Kahf 
products in Buleleng District. 
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