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ABSTRAK 

MOCH RIZKY KHAIRUL RACHMAN, 21042010301, ANALISIS 

KOMPARASI KUALITAS PRODUK, HARGA, DAN CITRA MERK 

PRODUK SKINCARE KAHF DENGAN GARNIER TERHADAP 

KEPUTUSAN PEMBELIAN KONSUMEN DI KOTA SURABAYA (Studi 

Pada Konsumen Laki-Laki) 

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, 

harga, dan citra merek terhadap keputusan pembelian produk skincare merek Kahf 

dan Garnier. Latar belakang penelitian didorong oleh ketatnya persaingan industri 

skincare di Indonesia, khususnya di Kota Surabaya yang memiliki karakteristik 

pasar dinamis dengan tingkat kesadaran perawatan kulit yang terus meningkat, 

termasuk di kalangan pria. Metode penelitian yang digunakan adalah pendekatan 

kuantitatif dengan teknik survei. Instrumen penelitian berupa kuesioner disebarkan 

kepada 100 responden laki-laki di Kota Surabaya yang telah menggunakan produk 

Kahf atau Garnier. Data yang diperoleh dianalisis menggunakan perangkat lunak 

SPSS versi 25 dengan melalui uji validitas, uji reliabilitas, serta uji asumsi klasik 

(normalitas, multikolinearitas, dan heteroskedastisitas), diikuti dengan analisis 

regresi linear berganda untuk menguji pengaruh setiap variabel bebas terhadap 

keputusan pembelian. Hasil penelitian menunjukkan bahwa secara simultan 

variabel kualitas produk, harga, dan citra merek berpengaruh signifikan terhadap 

keputusan pembelian produk skincare Kahf dan Garnier. Secara parsial, kualitas 

produk dan citra merek terbukti memiliki pengaruh positif dan signifikan terhadap 

keputusan pembelian, sedangkan harga tidak menunjukkan pengaruh yang 

signifikan, khususnya pada produk Kahf. Pada Garnier, harga tetap memberikan 

pengaruh positif meskipun tidak menjadi faktor dominan. Hal ini mengindikasikan 

bahwa konsumen lebih mengutamakan kualitas dan citra merek sebagai 

pertimbangan utama dalam mengambil keputusan pembelian. Berdasarkan hasil 

temuan tersebut, disarankan agar perusahaan skincare, khususnya Kahf dan 

Garnier, fokus pada peningkatan mutu produk dan penguatan citra merek untuk 

memperkuat posisi kompetitif di pasar. Penetapan harga tetap penting diperhatikan, 

namun tidak menjadi faktor utama dibandingkan dengan persepsi kualitas dan 

kekuatan brand image. 

Kata Kunci: Kualitas Produk, Harga, Citra Merek, Keputusan Pembelian, 

Skincare   
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ABSTRACT 

MOCH RIZKY KHAIRUL RACHMAN, 21042010301, A COMPARATIVE 

ANALYSIS OF PRODUCT QUALITY, PRICE, AND BRAND IMAGE OF 

KAHF AND GARNIER SKINCARE PRODUCTS ON CONSUMER 

PURCHASING DECISIONS IN SURABAYA CITY (Study on Male Consumers) 

This study aims to analyze the influence of product quality, price, and brand 

image on the purchasing decisions of Kahf and Garnier skincare products. The 

background of this research is driven by the intense competition in the Indonesian 

skincare industry, particularly in Surabaya, which represents a dynamic market 

with increasing awareness of skincare, including among male consumers. The 

research employed a quantitative approach using a survey method. Questionnaires 

were distributed to 100 male respondents residing in Surabaya who had purchased 

and used Kahf or Garnier products. The collected data were analyzed using SPSS 

version 25 through validity and reliability tests, classical assumption tests 

(normality, multicollinearity, and heteroscedasticity), and multiple linear 

regression analysis to examine the influence of each independent variable on 

purchasing decisions. The findings reveal that product quality, price, and brand 

image simultaneously have a significant effect on purchasing decisions for both 

Kahf and Garnier products. Partially, product quality and brand image were found 

to have a positive and significant effect, while price did not show a significant 

influence, particularly on Kahf products. For Garnier, price still demonstrated a 

positive influence, although it was not the dominant factor. This suggests that 

consumers tend to prioritize product quality and brand image over price when 

making purchasing decisions. Based on these findings, it is recommended that 

skincare companies, particularly Kahf and Garnier, focus on improving product 

quality and strengthening brand image to enhance their competitive position in the 

market. While pricing strategies remain important, they are not the primary 

determinant compared to the perceived quality and strength of the brand. 

Keywords: Product Quality, Price, Brand Image, Purchasing Decision, Skincare 

 

 


