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ABSTRAK

PENGARUH CITRA MEREK, INOVASI PRODUK DAN PERSEPSI HARGA
TERHADAP KEPUTUSAN PEMBELIAN MOISTURIZER SKINTIFIC 5X
CERAMIDE PADA PENGGUNA GEN Z DI UNIVERSITAS NASIONAL

Oleh:

Nazulia

NPM: 223402546444

Tugas Akhir, dibawah bimbingan Dr. Resti Hardini, S.E., M.Si.

Penelitian ini bertujuan untuk melakukan analisis pengaruh citra merek, inovasi
produk dan persepsi harga terhadap keputusan pembelian Moisturizer Skintific 5X
Ceramide pada pengguna Gen Z di Universitas Nasional. Data yang ada dalam
penelitian ini menggunakan data primer dengan segala bentuk cara menyebarkan
kuesioner pada 96 responden pengguna Gen Z Moisturizer Skintific 5X Ceramide
di Universitas Nasional. Teknik analisis data ini diolah menggunakan program
SPSS (Statistical Package for Social Scientes) versi 30. Hasil pada penelitian ini
menunjukan bahwa Citra Merek berpengaruh positif dan signifikan terhadap
keputusan pembelian Moisturizer “Skintific 5X Ceramide selanjutnya Inovasi
Produk juga berpengaruh positif dan signifikan terhadap keputusan pembelian
Moisturizer Skintific 5X Ceramide. dan persepst harga juga mempunyai hasil
berpengaruh positif dan signifikan terhadap keputusan pembelian Moisturizer

Skintific 5X Ceramide.

Kata Kunci: Citra Merek, Inovasi Produk dan Persepsi Harga



ABSTRACT

THE INFLUENCE OF BRAND IMAGE, PRODUCT INNOVATION, AND
PRICE PERCEPTION ON THE PURCHASE DECISION OF SKINTIFIC 5X
CERAMIDE MOISTURIZER AMONG GEN Z USERS AT NASIONAL
UNIVERSITY

By:
Nazulia

NPM: 223402546444
Thesis, under the guidance Dr. Resti Hardini, S.E., M.Si.

This research aims to analyze the influence of brand image, product innovation,
and price perception on the purchasing decision of Skintific 5X Ceramide
Moisturizer among Gen Z users at National University. The data in this study uses
primary data through various means of distributing questionnaires to 96 Gen Z
respondents who use Skintific 5X Ceramide Moisturizer at National University. The
data analysis technique is processed using the SPSS (Statistical Package for Social
Sciences) version 30 program. The results of this study indicate that brand image
has a positive and significant effect on the purchasing decision of Skintific 5X
Ceramide Moisturizer, furthermore, product innovation also has a positive and
significant effect on the purchasing decision of Skintific 5X Ceramide Moisturizer.
Additionally, price perception also shows a positive and significant influence on

the purchasing decision of Skintific 5X Ceramide Moisturizer.

Keywords: Brand Image, Product Innovation, and Price Perception
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