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ABSTRAK

Produk kecantikan atau makeup sangat di butuhkan oleh kaum wanita. Produk
kecantikan juga sangat di butuhkan untuk merawat kulit dan untuk membuat
penampilan menjadi semakin menarik. Namun Produk kecantikan atau makeup
masih tergolong mahal dan banyak beredar produk kecantikan yang tidak original.
Banyak Produk yang beredar di Indonesia baik dalam negeri maupun luarnegeri
terutama produk Makeup Korea salah satu nya adalah Produk Innisfree.
Fenomena yang peneliti dapatkan adalah : 1) Sebagian Harga Makeup korea
diangap tidak terjangkau 2) Promosi makeup korea baik sehinga dapat menarik
konsumen 3) Banyak konsumen wanita yang tidak rutin membeli produk makeup.
Penelitian ini bertujuan untuk mengetahui pengaruh harga dan promosi terhadap
keputusan pembelian Makeup Konsumen Produk Innisfree. Penelitian ini
mengunakan metode Kuantitatif, pengujian hipotesis mengunakan analisis linear
berganda. Data yang di peroleh melalui penyebaran kuesioner, yang di bagikan
kepada 150 orang Mahasiswa Universitas Kristen Maranatha Bandung. Hari
penelitian menunjukan bahwa harga tidak berpengaruh terhadap keputusan
pembelian, promosi berpengaruh positif terhadap keputusan pembelian. Namun
secara simultan harga dan Promosi bepengaruh positif terhadap keputusan
pembelian.
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INFLUENCE OF PRICES AND PROMOTIONS ON

INNISFREE PRODUCT PURCHASE DECISIONS IN PARIS

VAN JAVA BANDUNG

ABSTRACT

Beauty or makeup products are really needed by women. Beauty products are
also very much needed to care for skin and to make your appearance more
attractive. However, beauty products or makeup are still relatively expensive and
there are many beauty products circulating that are not original. There are many
products circulating in Indonesia both domestically and abroad, especially
Korean Makeup products, one of which is Innisfree Products. The phenomena
that the researchers get are: 1) Some Korean makeup prices are considered
unaffordable 2) Korean makeup promotion is good so that it can attract
consumers 3) Many female consumers do not regularly buy makeup products.
This study aims to determine the effect of price and promotion on purchasing
decisions for Innisfree Consumer Makeup Products. This study uses quantitative
methods, hypothesis testing using multiple linear analysis. The data obtained
through distributing questionnaires, which were distributed to 150 students of
Maranatha Christian University Bandung. The research day shows that price has
no effect on purchasing decisions, promotion has a positive effect on purchasing
decisions. However, simultaneously price and promotion have a positive effect
on purchasing decisions.
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