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ABSTRAK

Persaingan di industri kosmetik sangat kompetitif, mulai banyak
perusahaan kosmetik yang berlomba-lomba untuk memperebutkan pangsa
pasar yang ada. Untuk itu perusahaan harus memperhatikan faktor-faktor
yang menjadikan konsumen yakin terhadap produk yang dimiliki sehingga
mampu untuk membuat konsumen melakukan keputusan pembelian.
Penelitian ini bertujuan untuk menguji pengaruh antara variabel Brand
Awareness dan Product Quality terhadap Keputusan Pembelian Produk
Kosmetik Maybelline yang dimoderasi oleh Brand Image.

Penelitian ini  menggunakan pendekatan Penelitian metode
kuantitatif  asosiatif berbentuk kausal yang dapat diartikan meneliti
hubungan sebab-akibat  pada variabel yang diamati yang dapat
mempengaruhi hipotesis. Teknik pengambilan sampel yang digunakan
adalah non probability sampling. Data dikumpulkan dengan menyebarkan
kuesioner secara online pada 190 responden. Data yang terkumpul
dianalisis dengan menggunakan software SmartPLS versi 3.2.9.

Hasil penelitian menunjukkan bahwa pertama, Brand Awareness
memiliki pengaruh terhadap keputusan pembelian produk kosmetik
Maybelline di kota Surabaya. Kedua, Product Quality memiliki pengaruh
terhadap keputusan pembelian produk kosmetik Maybelline di kota
Surabaya. Ketiga, Brand Image tidak memiliki pengaruh terhadap
keputusan pembelian produk kosmetik Maybelline di kota Surabaya.
Keempat, Brand Image tidak memoderasi pengaruh antara Brand
Awareness terhadap keputusan pembelian produk kosmetik Maybelline di
kota Surabaya. Kelima, Brand Image tidak memoderasi pengaruh antara
Product Quality terhadap:. keputusan pembelian | preduk kosmetik
Maybelline' di kota Surabaya.

Hasil dari penelitian ini ‘memberikan rekomendasi kepada pidahk
perusahaan agar dapat konsisten mempertahankan brand awareness
memahami dan menerapkan pentingnya social media marketing, brand
image, dan kualitas produk terhadap loyalitas pelanggan dan keputusan
pembelian.

Kata kunci: Brand Awareness, Product Quality, Brand image, Keputusan
pembelian, Maybelline.



ABSTRACT

Competition in the cosmetics industry is very competitive, many
cosmetic companies are starting to compete to compete for existing market
share. For this reason, companies must pay attention to the factorsthat make
consumers confident in the products they have so that they are able to make
consumers make purchasing decisions. This research aims to test the
influence of Brand Awarenessand Product Quality variables on Maybelline
Cosmetic Product Purchasing Decisions which is moderated by Brand Image.

This research uses a quantitative approach, a type of explanatory
research, which is research that explains cause-and-effect relationships
(causal relationships) between variables that can influence the hypothesis.
The sampling technique used is non probability sampling. Data was collected
by distributing questionnaires onlineto 190 respondents. The collected data
was analyzed using SmartPLS software version 3.2.9.

The research results show that first, Brand Awareness has an
influence on purchasing decisions for Maybelline cosmetic products in the
city of Surabaya. Second, Product Quality has an influence on purchasing
decisions for Maybelline cosmetic products in the city of Surabaya. Third,
Brand Image has no influence on purchasing decisions for Maybelline
cosmetic products in the city of Surabaya. Fourth, Brand Image does not
moderate the influence of Brand Awareness on purchasing decisions for
Maybelline cosmetic products in the city of Surabaya. Fifth, Brand Image
does not moderate the influence of Product Quality on purchasing decisions
for Maybelline cosmetic products in the city of Surabaya.

The results of this research provide recommendations for companies
to consistently maintain; brand awareness, understand and . apply the
importance of social media marketing, brand image and product quality to
customer loyalty and purchasing decisions.

Keywords : Brand Awareness, Product Quality, Brand image, Purchase
decision, Maybelline.
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