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ABSTRAK

Perilaku konsumen merupakan tindakan yang secara langsung terlibat dalam
usaha memperoleh, menentukan produk dan jasa, termasuk proses pengambilan
keputusan yang mendahului dan mengikuti tindakan tersebut. Salah satu faktor
yang dapat menentukan terjadinya keputusan pembelian adalah brand awareness,
perceived value, dan perceived quality. Karena dengan adanya kesadaran merek
yang tinggi pada produk, persepsi nilai yang baik pada produk, dan persepsi
kualitas yang baik pada produk dapat meningkatkan nilai keputusan pembelian.
Penelitian ini menganalisis pengaruh dari brand awareness, perceived value, dan
perceived quality terhadap keputusan pembelian secara simultan dan parsial.
Pemilihan sampel penelitian ini menggunakan purposive sampling dengan kriteria
sampel merupakan mahasiswa perguruan tinggi di Purwokerto yang pernah
membeli dan menggunakan skincare merek scarlett. Teknik analisis data yang
digunakan dalam penelitian ini yaitu analisis deskriptif, uji instrumen, uji asumsi
klasik, uji regresi linear berganda, uji kecocokan model dan uji hipotesis. Hasil
analisis diperoleh brand awareness, perceived value, dan perceived quality secara
simultan berpengaruh positif dan signifikan terhadap keputusan pembelian, brand
awareness dan perceived value secara parsial perpengaruh positif dan signifikan
terhadap keputusan pembelian, dan perceived quality secara parsial tidak
berpengaruh positif dan signifikan terhadap keputusan pembelian.

Kata kunci: brand awareness, perceived value, perceived quality, keputusan
pembelian.
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THE EFFECT OF BRAND AWARENESS, PERCEIVED VALUE, AND
PERCEIVED QUALITY ON THE PURCHASE DECISION OF SCARLETT
BRAND SKINCARE
(Study on Students in Purwokerto)
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Restu Frida Utami?
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ABSTRACT

Consumer behavior is an action that is directly involved in obtaining, determining
products and services, including the decision-making processes that precede and
follow these actions. One of the factors that can determine the occurrence of
purchasing decisions is brand awareness, perceived value, and perceived quality.
Because with a high brand awareness of the product, the perception of a good
value on the product, and a good perception of the quality of the product can
increase the value of purchasing decisions. This study analyzes the effect of brand
awareness, perceived value, and perceived quality on purchasing decisions
simultaneously and partially. The sample selection of this study used purposive
sampling with the sample criteria being college students in Purwokerto who had
bought and used Scarlett brand skincare. The data analysis techniques used in
this research are descriptive analysis, instrument test, classical assumption test,
multiple linear regression test, model fit test and hypothesis testing. The results of
the analysis show that brand awareness, perceived value, and perceived quality
simultaneously have a positive and significant effect on purchasing decisions,
brand awareness and perceived value are partially positive and significant
influence on purchasing decisions, and perceived quality partially has no positive
and significant effect on purchasing decisions. .

Keywords: brand awareness, perceived value, perceived quality, purchasing
decisions.
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