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PENGARUH BRAND IMAGE TERHADAP PURCHASE INTENTION 

(MINAT BELI) KONSUMEN 

(Studi Kasus Pada Peminat Brand Kosmetik “Focallure” di kalangan Mahasiswi) 

INDIRA PRAKASA 

________________________________________________________________________ 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui “Pengaruh Brand Image Terhadap Minat 

Beli Konsumen” dengan subjek penelitian peminat produk kosmetik “Focallure” di 

kalangan mahasiswi. Penelitian ini dilaksanakan di lingkungan berbagai 

Universitas dengan tujuan utama penelitian adalah peminat Focallure khususnya 

pada kalangan mahasiswi. Metode penelitian yang digunakan pada penelitian ini 

adalah penelitian kuantitatif dengan jumlah sampel adalah 103 responden. 

Berdasarkan hasil uji regresi linear sederhana yang telah dilakukan didapatkan 

bahwa Brand Image berpengaruh 59,8% terhadap minta beli konsumen brand 

kosmetik khususnya peminat “Focallure” di kalangan Mahasiswi. 

Kesimpulan dari penelitian ini adalah terdapat pengaruh yang positif dan signifikan 

antara variabel Brand Image (X) tehadap Minat Beli Konsumen (Y). 

 

Kata kunci: Brand Image, dan Minat beli Konsumen 
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THE INFLUENCE OF BRAND IMAGE ON PURCHASE INTENTION OF 

CUSTOMERS 

(Case Study on “Focallure” Cosmetics Brand Enthusiast among College Students) 

__________________________________________________________________ 

ABSTRACT 

This study aims to determine "The Influence of Brand Image on Consumer Purchase 

Intention" with the research subject of cosmetic product enthusiasts "Focallure" 

among female students. This research was conducted in various universities with 

the main objective of research being Focallure enthusiasts, especially among 

female students. The research method used in this research is quantitative research 

with a sample size of 103 respondents. Based on the results of the simple linear 

regression test that has been conducted, it was found that Brand Image has an effect 

on 59.8% of consumer buying demand for cosmetic brands, especially “Focallure” 

enthusiasts among female students. 

The conclusion of this study is that there is a positive and significant influence 

between the variable Brand Image (X) on Consumer Purchase Interest (Y). 

 

Keywords: Brand Image, and Consumer Purchase Intentio
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