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ABSTRAK 
 

Anisya Nur Fadilla (202010325004) Pengaruh Persepsi Harga, Brand Image dan 

Live Shopping Terhadap Keputusan Pembelian Produk Skintific Pada Pengguna 

Tiktok Shop  

Tujuan dari penelitian ini ialah untuk mengetahui Pengaruh Persepsi Harga, Brand 

Image dan Live Shopping Terhadap Keputusan Pembelian Produk Skintific Pada 

Pengguna Tiktok Shop (Survei pada mahasiswa prodi manajemen Universitas 

Bhayangkara Jakarta Raya). Penelitian ini merupakan penelitian kuantitatif yang 

menggunakan data primer berupa kuesioner Google Form. teknik sampling yang 

digunakan adalah nonprobability sampling dengan sampling jenuh (sensus). 

Jumlah sampel 109 responden pengguna produk skintific dan kemudian hasil data 

diolah menggunakan aplikasi olah data SPSS 26. Hasil dari penelitian, berdasarkan 

uji t (parsial) pada variabel persepsi harga (X1) diketahui tidak terdapat pengaruh 

positif dan signifikan terhadap keputusan pembelian (Y). Pada variabel brand 

image (X2) berpengaruh positif dan signifikan terhadap keputusan pembelian (Y). 

Pada variabel live shopping (X3) berpengaruh pengaruh positif dan signifikan 

terhadap keputusan pembelian (Y). Pada variabel Persepsi Harga (X1) Brand Image 

(X2) dan Live Shopping (X3) berpengaruh positif dan signifikan secara simultan 

terhadap Keputusan Pembelian (Y). 

Kata Kunci : Persepsi Harga, Brand Image dan Live Shopping Keputusan 

Pembelian 
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ABSTRAC 

Anisya Nur Fadilla (202010325004) The Influence of Price Perception, Brand 

Image and Live Shopping on Skintific Product Purchase Decisions in Tiktok Shop 

Users  

The purpose of this study is to determine the Influence of Price Perception, Brand 

Image and Live Shopping on Skintific Product Purchase Decisions in Tiktok Shop 

Users (Survey on Management Study Program Students of Bhayangkara Jakarta 

Raya University). This research is a quantitative research that uses primary data 

in the form of questionnaires through Google Form. The sampling technique used 

is nonprobability sampling with saturated sampling (census). The number of 

samples was 109 respondents who were users of skintific products and then the data 

results were processed using the SPSS 26 data processing application. The results 

of the research that has been carried out, based on the t (partial) test on the price 

perception variable (𝑋1) are known to have no positive and significant influence on 

purchase decisions (Y). The brand image variable (𝑋2) has a positive and 

significant effect on the purchase decision (Y). The live shopping variable (𝑋3)  has 

a positive and significant influence on purchase decisions (Y). In the Price 

Perception variable (𝑋1) Brand Image (𝑋2) and Live Shopping (𝑋3) have a positive 

and significant effect simultaneously on Purchase Decisions (Y). 

 

Keywords: Price Perception, Brand Image and Live Shopping on Purchase 

Decisions 
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