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MOTTO

With every hardship comes ease
Verily, with every hardship comes ease
-94:5&6-

-Ash-Sharh-

Call upon me, I will respond to you
-40:60-
-Ghafir-

Your Lord is going to give you, and you will be satisfied
-93:5-
-Ad-Dhuha-

| have not failed. I've just found 10.000 ways that won’t work
-Thomas A. Edison-
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ABSTRAKSI

Penelitian ini menganalisis pengaruh country of origin dan brand image terhadap
minat beli melalui perceived quality sebagai variabel intervening terhadap
pengguna skincare di Universitas Muhammadiyah Surakarta. Jenis penelitian yang
digunakan pada penelitian ini adalah kuantitatif. Dalam penelitian ini, teknik
pengambilan sampel adalah non-probability sampling methods yang dipilih adalah
sampling “incidental. Sampel yang diambil berjumlah 300 orang responden dengan
pengumpulan data menggunakan kuesioner online (google form). Penyebaran
dilakukan secara langsung kepada responden yaitu para mahasiswa Universitas
Mummadiyah Surakarta. Pengolahan data penelitian menggunakan analisis
deskriptif dan analisis SEM dengan SmartPLS. Hasil dari penelitian ini menyatakan
bahwa variabel country of origin berpengaruh positif terhadap variabel perceived
quality dalam penggunaan skincare. Variabel country of origin tidak
berpengaruh terhadap variabel minat beli dalam penggunaan skincare. Variabel
brand image berpengaruh positif terhadap variabel perceived quality. Variabel
brand image berpengaruh positif terhadap variabel minat beli. Variabel
perceived quality berpengaruh positif terhadap minat beli. Variabel country
of origin berpengaruh tidak langsung terhadap minat beli melalui perceived
quality sebagai variabel intervening. Variabel brand image berpengaruh tidak
langsung terhadap minat beli melalui perceived quality sebagai variabel
intervening.

Kata kunci: country of origin, brand image, perceived quality, minat beli
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ABSTRACT

This study analyzes the effect of country of origin and brand image on buying
interest through perceived quality as an intervening variable on skincare users at
Muhammadiyah University, Surakarta. This type of research used in this study is
quantitative. In this research, the sampling technique is the non-probability
sampling method chosen is incidental sampling. As many as 300 people were taken
with data collection using online questionnaires (google form). The distribution
was carried out directly to the respondents, namely students of the University of
Mummadiyah Surakarta. Processing research data using descriptive analysis and
SEM analysis with SmartPLS. The results of this study state that the country of
origin variable has a positive effect on perceived quality in the use of skincare. The
country of origin variable does not affect the variable buying interest in using
skincare. The brand image variable has a positive effect on the perceived quality
variable. The brand image variable has a positive effect on the buying interest
variable. The perceived quality variable has a positive effect on buying interest.
The country of origin variable has an indirect effect on buying interest through
perceived quality as an intervening variable. The brand image variable has an
indirect effect on buying interest through perceived quality as an intervening
variable.

Keywords : country of origin, brand image, perceived quality, buying interest
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