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ABSTRAK 

 

Industri kosmetik mengalami perkembangan pesat seiring dengan meningkatnya 

kebutuhan dan kesadaran konsumen terhadap perawatan diri dan penampilan. 

Perkembangan ini mendorong perusahaan untuk memahami faktor-faktor yang 

mempengaruhi keputusan pembelian konsumen. Penelitian ini bertujuan untuk 

menganalisis pengaruh Brand Image, Brand Trust, dan Perceived Quality terhadap 

Keputusan Pembelian Cushion Skintific di Toko Cosmetic Belia Dukuh Kupang, 

Surabaya. Penelitian ini menggunakan pendekatan kuantitatif dengan populasi seluruh 

konsumen yang pernah membeli dan menggunakan Cushion Skintific di toko tersebut. 

Teknik pengambilan sampel yang digunakan adalah accidental sampling dengan 

jumlah sampel sebanyak 100 responden. Data dikumpulkan melalui kuesioner online 

menggunakan Google Form dan dianalisis menggunakan IBM SPSS Statistics versi 23 

dengan teknik regresi linier berganda. Hasil penelitian menunjukkan bahwa Brand 

Image dan Perceived Quality berpengaruh signifikan terhadap Keputusan Pembelian 

Cushion Skintific, sedangkan Brand Trust tidak berpengaruh signifikan. Temuan ini 

menegaskan bahwa Brand Image dan Perceived Quality merupakan faktor utama yang 

mempengaruhi keputusan pembelian konsumen. 

Kata Kunci: Brand Image, Brand Trust, Perceived Quality, Keputusan Pembelian 
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ABSTRACT 

 

The cosmetic industry has experienced rapid growth along with the increasing 

consumer demand and awareness of personal care and appearance. This development 

encourages companies to understand the factors that influence consumer purchasing 

decisions. This study aims to analyze the effect of Brand Image, Brand Trust, and 

Perceived Quality on the Purchase Decision of Skintific Cushion at Cosmetic Belia 

Dukuh Kupang, Surabaya. This research uses a quantitative approach with the 

population consisting of all consumers who have purchased and used Skintific Cushion 

at the store. The sampling technique used is accidental sampling with a total of 100 

respondents. Data were collected through an online questionnaire using Google Form 

and analyzed using IBM SPSS Statistics version 23 with multiple linear regression 

analysis. The results show that Brand Image and Perceived Quality have a significant 

effect on the Purchase Decision of Skintific Cushion, while Brand Trust does not have 

a significant effect. These findings indicate that Brand Image and Perceived Quality 

are the main factors influencing consumer purchase decisions. 

Keywords: Brand Image, Brand Trust, Perceived Quality, Purchase Decision 
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