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ABSTRAK 

NIFTA ARDILIA PUTRI, 21042010028, PENGARUH BRAND IMAGE, 

PRODUCT QUALITY, DAN PRICE DISCOUNT TERHADAP IMPULSE 

BUYING PADA PRODUK SKINCARE SKINTIFIC (Studi Pada Followers 

Instagram Skintific) 

 

Industri kecantikan terus berkembang seiring meningkatnya perhatian konsumen 

terhadap kualitas dan nilai produk skincare. Penelitian ini menganalisis pengaruh 

brand image, product quality, dan price discount terhadap impulse buying produk 

Skintific dengan melibatkan 100 responden dan analisis regresi linier berganda 

melalui SPSS 31.0. Pengumpulan data dilakukan melalui penyebaran kuesioner, 

dan analisis data mencakup uji validitas, uji reliabilitas, uji asumsi klasik, regresi 

linier, serta uji hipotesis Hasil penelitian menunjukkan bahwa meskipun brand 

image tidak berpengaruh signifikan, product quality dan price discount memiliki 

kontribusi besar dalam mendorong pembelian spontan. Hal ini menegaskan bahwa 

kualitas produk yang baik serta potongan harga yang menarik menjadi faktor utama 

pemicu impulse buying pada produk Skintific. 

 

 

Kata Kunci: Brand Image, Product Quality, Price Discount, Impulse Buying, 

Skintific 
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ABSTRACT 

NIFTA ARDILIA PUTRI, 21042010028, PENGARUH BRAND IMAGE, 

PRODUCT QUALITY, DAN PRICE DISCOUNT TERHADAP IMPULSE 

BUYING PADA PRODUK SKINCARE SKINTIFIC (Studi Pada Followers 

Instagram Skintific) 

 

The beauty industry continues to grow as consumers pay increasing attention to the 

quality and value of skincare products. This study analyzes the influence of brand 

image, product quality, and price discounts on impulse buying of Skintific products 

by involving 100 respondents and multiple linear regression analysis using SPSS 

31.0. Data collection was carried out through questionnaires, and data analysis 

included validity tests, reliability tests, classical assumption tests, linear 

regression, and hypothesis tests. The results of the study indicate that although 

brand image does not have a significant effect, product quality and price discounts 

have a significant contribution in encouraging impulse buying. This confirms that 

good product quality and attractive price discounts are the main factors that trigger 

impulse buying of Skintific products.  

 

Kata Kunci: Brand Image, Product Quality, Price Discount, Impulse Buying, 

Skintific 


