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ABSTRAK

Some By Mi dikenal karena merilis formula unggul yang dikhususkan untuk
meningkatkan kecerahan dan kesehatan kulit wajah. Namun, beberapa pengguna
produk skincare mereka mengalami masalah baru seperti jerawat dan iritasi.
Ulasan negatif juga ditemukan dari pengguna terkait kualitas produk serta Some
By Mi belum menjadi merek skincare populer di Indonesia. Dampaknya, minat
beli terhadap produk mereka belum mencapai ekspektasi yang diharapkan.
Penelitian ini bertujuan untuk menganalisis pengaruh brand image, perceived
quality dan country of origin terhadap minat beli skincare Some By Mi.
Pendekatan yang digunakan dalam penelitian ini adalah kuantitatif dengan jenis
penelitian deskriptif. Populasi yang akan menjadi fokus penelitian adalah individu
yang membeli atau menggunakan produk skincare dari merek Some By Mi di
Kota Batam pada tahun 2023 yang tidak diketahui jumlah pastinya.Teknik
penentuan sampel didasari dengan Slovin yang menghasilkan 100 responden yang
ditarik dengan purposive sampling. Metode analisis data yang digunakan adalah
regresi linear berganda, yang kemudian diuji melalui uji kualitas data, uji asumsi
klasik, uji pengaruh dan uji hipotesis. Hasil analisis regresi linier berganda
menunjukkan bahwa brand image memiliki pengaruh sebesar 38,3% terhadap
minat beli. Perceived quality memiliki pengaruh sebesar 40,0% terhadap minat
beli. Country of origin memiliki pengaruh sebesar 25,4% terhadap minat beli.
Temuan pengujian dengan menggunakan koefisien determinasi (R*) menunjukkan
bahwa brand image, perceived quality dan country of origin secara bersama-sama
dapat menjelaskan sebanyak 80,3% dari variasi dalam minat beli. Selain itu, hasil
uji t dan uji F menunjukkan bahwa brand image, perceived quality dan country of
origin, baik secara parsial maupun secara simultan, berpengaruh secara positif dan
signifikan terhadap minat beli skincare Some By Mi.

Kata Kunci: Brand Image, Country Of Origin, Perceived Quality, Minat Beli.



ABSTRACT

Some By Mi is known for releasing superior formulas specifically to improve the
brightness and health of facial skin. However, some users of their skincare
products are experiencing new problems such as acne and irritation. Negative
reviews were also found from users regarding product quality and that Some By
Mi is not yet a popular skincare brand in Indonesia. As a result, buying interest in
their products has not reached expected expectations. This research aims to
analyze the influence of brand image, perceived quality and country of origin on
interest in buying Some By Mi skincare. The approach used in this research is
quantitative with descriptive research type. The population that will be the focus
of the research is individuals who purchased or used skincare products from the
Some By Mi brand in Batam City in 2023, the exact number of which is unknown.
The sampling technique was based on Slovin which resulted in 100 respondents
drawn using purposive sampling. The data analysis method used is multiple linear
regression, which is then tested through data quality testing, classical assumption
testing, influence testing and hypothesis testing. The results of multiple linear
regression analysis show that brand image has an influence of 38.3% on
purchasing interest. Perceived quality has an influence of 40.0% on purchasing
interest. Country of origin has an influence of 25.4% on purchasing interest. Test
findings using the coefficient of determination (R’) show that brand image,
perceived quality and country of origin together can explain as much as 80.3% of
the variation in purchasing interest. Apart from that, the results of the t test and F
test show that brand image, perceived quality and country of origin, both partially
and simultaneously, have a positive and significant effect on interest in buying
Some By Mi skincare.

Keywords: Brand Image, Country of Origin, Perceived Quality, Purchase
Interest.
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