ABSTRAK

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh brand image
terhadap keputusan pembelian kosmetik Make Over. Sampel penelitian ini adalah
mahasiswi Fakultas Ekonomi Program Studi Manajemen Universitas Kristen
Maranatha yang pernah membeli dan menggunakan kosmetik merek Make Over.
Pemilihan sampel menggunakan metode purposive sampling dan menggunakan
sampel sebanyak 100 responden. Teknik analisis data yang digunakan adalah
regresi sederhana dengan bantuan program SPSS. Berdasarkan hasil penelitian,
maka dapat disimpulkan terdapat pengaruh brand image terhadap keputusan
pembelian kosmetik Make Over. Hasil analisis koefisien determinasi
menunjukkan bahwa brand image berpengaruh terhadap keputusan pembelian
kosmetik Make Over sebesar 7,6%, sedangkan sisanya yaitu sebesar 92,4%
dipengaruhi oleh faktor-faktor lain yang tidak dimasukkan ke dalam penelitian ini
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ABSTRACT

The purpose of this study is to test and analyze the effect of brand image on Make
Over's cosmetic purchase decisions. The sample of this study was the students of
the Faculty of Economics Management Study Program at Maranatha Christian
University who had bought and used the Make Over brand cosmetics. The sample
selection technique used is purposive sampling method and uses 100 respondents
as sample. The data analysis technique used is multiple linear regression help by
the SPSS program. Based on the study result, it can be concluded that there is an
effect of brand image on Make Over’s cosmetic purchase decision. The coefficient
of determination analysis result showed that brand image had an effect on Make
Over’s cosmetics purchase decisions by 7.6%, while the rest of 92.4% was
influenced by other factors not included in this study.
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