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ABSTRAK 

 

PENGARUH KUALITAS PRODUK, BRAND IMAGE, CONTENT 

MARKETING, DAN VIRAL MARKETING TERHADAP KEPUTUSAN 

PEMBELIAN PRODUK KOSMETIK WARDAH GLASTING LIQUID LIP 

PADA GENERASI Z DI PASAR MINGGU (USIA 17–26 TAHUN) 

 

Oleh  : Patricya Nindi Nawawi 

NPM : 223402516114 

Tugas akhir, dibawah bimbingan Prof. Dr. Andini Nurwulandari, S.E., M.M. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Kualitas Produk, Brand 

Image, Content Marketing, dan Viral Marketing terhadap Keputusan Pembelian 

Produk Kosmetik Wardah Glasting Liquid Lip Pada Generasi Z Di Pasar Minggu 

(Usia 17-26 tahun). Data yang digunakan dalam penelitian ini merupakan data 

primer yang diperoleh melalui penyebaran kuesioner kepada 100 responden yang 

merupakan pengguna Wardah Glasting Liquid Lip. Teknik analisis data yang 

digunakan adalah regresi linear berganda dengan program Statistical Product and 

Service Solution (SPSS) versi 26.0. Hasil analisis regresi linear berganda 

menunjukkan bahwa variabel Kualitas Produk (X1), Brand Image (X2), Content 

Marketing (X3), dan Viral Marketing (X4) berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian (Y). Dengan demikian, hasil penelitian ini 

diharapkan dapat mendorong peningkatan keputusan pembelian dan penjualan 

produk Kosmetik Wardah Glasting Liquid Lip untuk lebih memperhatikan Kualitas 

Produk, Brand Image, Content Marketing, dan Viral Marketing sehingga dapat  

meningkatkan penjualan. 

 

Kata Kunci : Kualitas Produk, Brand Image, Content Marketing, dan Viral 

Marketing. 
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ABSTRACT 

 

THE INFLUENCE OF PRODUCT QUALITY, BRAND IMAGE, CONTENT 

MARKETING, AND VIRAL MARKETING ON DECISIONS TO PURCHASE 

WARDAH GLASTING LIQUID LIP COSMETIC PRODUCTS IN 

GENERATION Z IN PASAR MINGGU (AGE 17–26 YEARS) 

 

By: Patricya Nindi Nawawi 

NPM: 223402516114 

Thesis, under the guidance of Prof. Dr. Andini Nurwulandari, S.E., M.M. 

 

This study aims to analyze the effect of Product Quality, Brand Image, Content 

Marketing, and Viral Marketing on the Purchase Decision of Wardah Glasting 

Liquid Lip Cosmetic Products among Generation Z in Pasar Minggu (age 17-26 

years). The data used in this study is primary data obtained through the distribution 

of questionnaires to 100 respondents who are users of Wardah Glasting Liquid Lip. 

The data analysis technique used is multiple linear regression with the Statistical 

Product and Service Solution (SPSS) program version 26.0. The results of multiple 

linear regression analysis show that the variables of Product Quality (X1), Brand 

Image (X2), Content Marketing (X3), and Viral Marketing (X4) have a positive and 

significant effect on Purchase Decisions (Y). Thus, the results of this study are 

expected to encourage an increase in purchasing decisions and sales of Wardah 

Glasting Liquid Lip Cosmetics products by paying more attention to Product 

Quality, Brand Image, Content Marketing, and Viral Marketing so that sales can 

increase. 

 

Keywords: Product Quality, Brand Image, Content Marketing, and Viral 

Marketing. 
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