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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji pengaruh label halal, persepsi harga, 

kualitas produk, dan kualitas layanan terhadap keputusan pembelian dengan brand 

image sebagai variabel mediasi pada Natasha skin care Kudus. Variabel dalam 

penelitian ini terdiri atas empat variabel eksogen, satu variabel mediasi dan satu 

variabel endogen. Dalam penelitian ini sampel diambil menggunakan teknik 

Accidental sampling dengan ukuran sampel sebanyak 150 responden dan 

menggunakan metode  kuesioner. Uji instrumen menggunakan uji validitas dan uji 

reliabilitas. Sedangkan teknik  analisis data menggunakan Structural Equation 

Model (SEM).  Berdasarkan hasil penelitian dan hasil pengujian hipotesis, 

menunjukkan bahwa label halal berpengaruh negatif tidak signifikan terhadap 

brand image. Label halal berpengaruh positif tidak signifikan terhadap keputusan 

pembelian. Persepsi harga berpengaruh positif signifikan terhadap brand image. 

Persepsi harga berpengaruh positif tidak signifikan terhadap keputusan pembelian. 

Kualitas produk berpengaruh positif signifikan terhadap brand image. Kualitas 

produk berpengaruh positif signifikan terhadap keputusan pembelian. Kualitas 

layanan berpengaruh negatif tidak signifikan terhadap brand image. Kualitas 

layanan berpengaruh positif signifikan terhadap keputusan pembelian. Brand 

image berpengaruh positif signifikan terhadap keputusan pembelian. 

 

Kata Kunci : label halal, persepsi harga, kualitas produk, kualitas layanan, 

brand image dan keputusan pembelian.  
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ABSTRACT 

 

This study aimed to examine the effect of the halal label, price perception, product 

quality, and service quality on purchasing decisions with brand image as a 

mediating variable in the Natasha Skin Care Kudus. The variables in this study 

proposed are four exogenous variables, a mediating variable, an endogenous 

variable. The sampling technique used Accidental sampling technique as many as 

150 respondents and using a questionare for data coolection method. The test 

instrument uses the validity test and reliability test. While, the analysis technique 

using Structural Equation Model (SEM). Based on the result from this research 

and the result of hypothesis, show that halal label has negative effect but doesn’t 

significant on brand image. Halal label has positive effect but doesn’t significant 

on purchase decision. Price perception has positive effect and significant on 

brand image. Price perception has positive effect but doesn’t significant on 

purchase decision. Significantly product quality has positive effect on brand 

image. The product quality has positive effect and significant on purchase 

decision. Service quality has negative effect but doesn’t significant on brand 

image. Significantly Service quality has positive effect on purchase decision. 

Significantly brand image has positive effect on purchasing decision. 

 

Keywords: halal label, price perception, product quality, service quality, brand 

image and purchasing decisions. 
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