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ABSTRAK 

 

Tujuan dari penelitian ialah dalam mengetahui pengaruh citra merek, 

kualitas produk, dan pengaruh influencer pada keputusan yang diambil oleh 

mahasiswa aktif Universitas Wijaya Kusuma Fakultas Ekonomi dan Bisnis 

Surabaya ketika membeli produk skincare Skintific. Variabel independen pada 

penelitian tertulis seperti influencer, persepsi merek, serta kualitas produk; hasil 

yang diperhitungkan ialah keputusan pembelian. Target audiensnya ialah 

mahasiswa yang saat ini dengan produk skincare Skintific serta terdaftar pada 

semester 2018–2023 di Universitas Wijaya Kusuma Fakultas Ekonomi dan Bisnis 

Surabaya. Pada penelitian tertulis, prosedur purposive sampling yang dipadukan 

dengan metode non-probability sampling digunakan dalam menentukan sampel. 88 

responden dijadikan sampel. Kuesioner digunakan dalam mengumpulkan data. 

Analisis deskriptif serta analisis regresi linier berganda diartikan teknik analisis 

yang digunakan. Meninjau dalam penelitian, ada tiga faktor yang secara signifikan 

mempengaruhi keputusan konsumen dalam membeli produk skincare Skintific: 

kualitas produk, citra merek, dan influencer. Citra merek tidak memberikan 

pengaruh signifikan pada keputusan konsumen membeli produk skincare Skintific. 

Kemudian, keputusan konsumen dalam membeli produk skincare Skintific 

dipengaruhi secara signifikan oleh gabungan influencer, citra merek, dan kualitas 

produk.  

Kata Kunci : Influencer, Citra Merek, Kualitas Produk, Keputusan Pembelian 
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ABSTRACT 

 

The aim of the research is to determine the influence of brand image, 

product quality, and the influence of influencers on the decisions taken by active 

students at Wijaya Kusuma University, Faculty of Economics and Business, 

Surabaya when purchasing Skintific skin care products. Independent variables in 

written research such as influencers, brand perception, and product quality; The 

result that is taken into account is the purchasing decision. The target audience is 

students who are currently using Skintific skin care products and are registered in 

the 2018–2023 semester at Wijaya Kusuma University, Faculty of Economics and 

Business, Surabaya. In written research, a purposive sampling procedure combined 

with a non-probability sampling method was used to determine the sample. 88 

respondents were sampled. Questionnaires were used to collect data. Descriptive 

analysis and multiple linear regression analysis are defined as the analysis 

techniques used. Looking at the research, there are three factors that significantly 

influence consumers' decisions in purchasing Skintific skin care products: product 

quality, brand image, and influencers. Brand image does not have a significant 

influence on consumers' decisions to buy Skintific skincare products. Then, 

consumer decisions in purchasing Skintific skin care products are significantly 

influenced by a combination of influencers, brand image and product quality. 

Keywords: Influencer, Brand Image, Product Quality, Purchasing Decisi
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