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ABSTRAK

Nur Aini Sofianah Tingga 1910412320045, 2026, Pengaruh Brand Image
Dan Brand Trust Terhadap Keputusan Pembelian Produk Kosmetik Make Over
Di Kota Banjarmasin. Dibimbing oleh Novia Nour Halisa.

Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh
signifikan secara parsial dan simultan Brand Image Dan Brand Trust Terhadap
Keputusan Pembelian Produk Kosmetik Make Over Di Kota Banjarmasin.

Penelitian ini merupakan penelitian kuantitatif, desain penelitian ini adalah
metode survey dengan tipe eksplanatori. Pengambilan sampel dalam penelitian ini
menggunakan teknik purposive sampling, sehingga jumlah sampel penelitian
adalah 97 responden. Data yang digunakan diambil dari kuesioner, analisis data
menggunakan analisis regresi linier berganda.

Hasil penelitian menunjukan bahwa Brand Image berpengaruh signifikan
secara parsial terhadap Keputusan Pembelian Produk Kosmetik Make Over Di
Kota Banjarmasin. Brand Trust berpengaruh signifikan secara parsial terhadap
Keputusan Pembelian Produk Kosmetik Make Over Di Kota Banjarmasin. Brand
Image dan Brand Trust berpengaruh signifikan secara simultan terhadap
Keputusan Pembelian Produk Kosmetik Make Over Di Kota Banjarmasin.

Kata Kunci : Brand Image, Brand Trust, Keputusan Pembelian.
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ABSTRACT

Nur Aini Sofianah Tingga 1910412320045, 2026, The Influence of Brand
Image and Brand Trust on Purchase Decisions for Make Over Cosmetic Products
in Banjarmasin City. Supervised by Novia Nour Halisa.

This study aims to determine and test the significant influence, partially
and simultaneously, of Brand Image and Brand Trust on Purchasing Decisions for
Make Over Cosmetic Products in Banjarmasin City.

This research is quantitative, with an explanatory survey design. The
sampling technique used purposive sampling, resulting in a sample size of 97
respondents. The data used were taken from questionnaires, and data analysis
used multiple linear regression analysis.

The results show that Brand image has a significant partial influence on
purchase decisions for Make Over cosmetic products in Banjarmasin City. Brand
trust has a significant partial influence on purchase decisions for Make Over
cosmetic products in Banjarmasin City. Brand image and brand trust have a
significant simultaneous influence on purchase decisions for Make Over cosmetic
products in Banjarmasin City.

Keywords: Brand Image, Brand Trust, Purchasing Decision.
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