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ABSTRAK 

Tujuan dari penelian ini untuk mengetahui pengaruh brand image dan halal 

lifestyle terhadap keputusan pembelian produk merk Scarlett Whitening dengan 

minat beli sebagai variabel intervening pada mahasiswi Universitas Muria Kudus. 

Penelitian ini menggunakan metode kuantitatif. Populasi di penelitian ini adalah 

mahasiswi Universitas Muria Kudus dengan sampel sejumlah 138 responden, 

penentuan sampel menggunakan metode purposive sampling. Dalam penelitian 

ini analisis data menggunakan SEM AMOS. Hasil Penelitian menunjukan bahwa 

Brand image berengaruh positif dan tidak signifikan terhadap keputusan 

pembelian, Halal lifestyle berpengaruh positif dan signifikan terhadap keputusan 

pembelian, Brand image berpengaruh negatif dan signifikan terhadap minat beli, 

Halal lifestyle berpengaruh positif dan signifikan terhadap minat beli, Minat beli 

berpengaruh positif dan signifikan terhadap keputusan pembelian, Minat beli 

mampu menjadi variabel intervening brand image terhadap keputusan pembelian, 

Minat beli mampu menjadi variabel intervevning halal lifestyle terhadap 

keputusan pembelian. 

 

Kata Kunci: Brand Image, Halal Lifestyle, Minat Beli, Keputusan Pembelian. 
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ABSTRAK 

The aim of this research is to determine the influence of brand image and halal 

lifestyle on purchasing decisions for Scarlett Whitening brand products with 

purchase interest as an intervening variable among Muria Kudus University 

students. This research uses quantitative methods. The population in this study 

were Muria Kudus University students with a sample of 138 respondents. The 

sample was determined using the purposive sampling method. In this research, 

data analysis uses SEM AMOS. The research results show that Brand image has 

a positive and insignificant influence on purchasing decisions, Halal lifestyle has 

a positive and significant influence on purchasing decisions, Brand image has a 

negative and significant influence on purchasing interest, Halal lifestyle has an 

influence positive and significant on buying interest, Buying interest has a 

positive and significant effect on purchasing decisions, Buying interest is able to 

be a brand image intervening variable on purchasing decisions, Buying interest is 

able to be a halal lifestyle intervening variable on purchasing decisions.  

 

Keywords :  Brand Image, Halal Lifestyle, Purchase Interest, Purchase 

Decision. 

 

 

 



 
 
 

x 
 

DAFTAR ISI 

HALAMAN SAMPUL  ..........................................................................................  i 

HALAMAN JUDUL ...............................................................................................  ii 

HALAMAN PERSETUJUAN  ...................................................................................  iii 

HALAMAN PENGESAHAN ................................................................................  iii 

MOTTO DAN PERSEMBAHAN .........................................................................  v 

KATA PENGANTAR ……………………………………………………….      vi 

ABSTRAK……………………………………………………………………     vii 

ABSTRACT……………………………………………………………………………       ix 

DAFTAR ISI .............................................................................................................  x 

DAFTAR TABEL ....................................................................................................  xiv 

DAFTAR GAMBAR ...............................................................................................  xv 

DAFTAR LAMPIRAN ...........................................................................................  xvi 

BAB I PENDAHULUAN .......................................................................................  1 

1.1 Latar Belakang ...................................................................................  1 

1.2 Ruang Lingkup ..................................................................................  8 

1.3 Rumusan Masalah .............................................................................  9 

1.4 Tujuan Penelitian...............................................................................  10 

1.5 Manfaat Penelitian ............................................................................  11 

BAB II TINJAUAN PUSTAKA ............................................................................  12 

2.1 Theory of Planned Behaviour (TPB) ..............................................  12 

2.2 Brand Image .......................................................................................  14 

2.2.1 Manfaat Brand Image ..........................................................  15 

2.2.2 Asosiasi Sertifikasi Halal ....................................................  16 

2.2.3 Indikator Brand Image .........................................................  17 

2.2.4 Faktor-Faktor yang Memengaruhi Brand Image .............  19 

2.3 Halal Lifestyle ...................................................................................  20 

2.3.1 Macam-Macam Halal Lifestyle ......................................  21 

2.3.2 Indikator Halal Lifestyle ......................................................  22 

2.4 Keputusan Pembelian .......................................................................  23 

2.4.1 Proses Keputusan Pembelian ..............................................  24 



 
 
 

xi 
 

2.4.2 Indikator Keputusan Pembelian .........................................  26 

2.4.3 Faktor-Faktor Keputusan Pembelian .................................  27 

2.5 Minat Beli ...........................................................................................  29 

2.5.1 Indikator Minat Beli .............................................................  29 

2.5.2 Faktor-Faktor yang Memengaruhi Minat Beli..................  31 

2.6 Pengaruh Antar Variabel ..................................................................  31 

2.6.1 Pengaruh Brand Image terhadap Keputusan Pembelian .  31 

2.6.2 Pengaruh Halal Lifestyle terhadap Keputusan 

Pembelian ..............................................................................  32 

2.6.3 Pengaruh Brand Image terhadap Minat Beli ....................  33 

2.6.4 Pengaruh Halal Lifestyle terhadap Minat Beli ..................  33 

2.6.5 Minat Beli Memengaruhi Keputusan Pembelian .............  34 

2.7 Penelitian Terdahulu .........................................................................  36 

2.8 Kerangka Pemikiran Teoritis dan Hipotesis ..................................  38 

BAB III METODE PENELITIAN ........................................................................  40 

3.1 Rancangan Penelitian........................................................................  40 

3.2 Variabel penelitian dan Definisi Operasional Variabel................  40 

3.2.1 Variabel Penelitian ...............................................................  40 

3.2.2 Definisi Operasional Variabel ............................................  41 

3.3 Jenis Data dan Sumber Data ............................................................  44 

3.3.1 Jenis Data ..............................................................................  44 

3.3.2 Sumber Data ..........................................................................  44 

3.4 Populasi dan Sampel .........................................................................  45 

3.4.1 Populasi .................................................................................  45 

3.4.2 Sampel ...................................................................................  45 

3.5 Pengumpulan Data ............................................................................  46 

3.6 Uji Instrument ....................................................................................  48 

3.6.1 Uji Validitas ..........................................................................  48 

3.6.2 Uji Reliabilitas ......................................................................  48 

3.6.3 Uji Normalitas.......................................................................  49 

3.7 Pengolahan Data ................................................................................  49 



 
 
 

xii 
 

3.8 Analisis Data ......................................................................................  50 

BAB IV HASIL DAN PEMBAHASAN ..............................................................  60 

4.1 Gambaran Umum Objek Penelitian ................................................  60 

4.2 Penyajian Data ...................................................................................  62 

4.2.1 Karakteristik Responden .....................................................  62 

4.2.2 Deskriptif Variabel Penelitian ............................................  65 

4.3 Uji Instrumen .....................................................................................  68 

4.3.1 Uji Validitas ..........................................................................  68 

4.3.2 Evaluasi Pada Asumsi SEM ................................................  72 

4.3.3 Uji Normalitas.......................................................................  73 

4.3.4 Confirmatory Factor Analysis (CFA) ................................  77 

4.4 Analisis Data ......................................................................................  77 

4.4.1 Uji Eksogen ...........................................................................  78 

4.4.2 Uji Endogen ..........................................................................  80 

4.4.3 Full Measurement .................................................................  83 

4.4.4 Full Model .............................................................................  86 

4.4.5 Uji Hipotesis .........................................................................  87 

4.4.6 Uji Mediasi ............................................................................  89 

4.5 Pembahasan ........................................................................................  90 

4.5.1 Brand Image Terhadap Keputusan Pembelian .................  90 

4.5.2 Halal Lifestyle Terhadap Keputusan Pembelian ...............  91 

4.5.3 Brand Image Terhadap Minat Beli ....................................  92 

4.5.4 Halal Lifestyle Terhadap Minat Beli ..................................  93 

4.5.5 Minat Beli Terhadap Keputusan Pembelian .....................  94 

4.5.6 Brand Image Berpengaruh Terhadap Keputusan 

Pembelian Melalui Minat Beli Sebagai Intervening ........  95 

4.5.7 Halal Lifestyle Berpengaruh Terhadap Keputusan 

Pembelian Melalui Minat Beli Sebagai Intervening ........  96 

BAB V KESIMPULAN DAN SARAN ................................................................  97 

5.1 Kesimpulan ........................................................................................  97 

5.2 Saran ...................................................................................................  98 



 
 
 

xiii 
 

DAFTAR PUSTAKA ..............................................................................................  100 

LAMPIRAN – LAMPIRAN ...................................................................................  104 

 

 

  



 
 
 

xiv 
 

DAFTAR TABEL 

 

Tabel 2. 1  Identifikasi AIO (Activity, Interest, Opinion) ...............................  23 

Tabel 3. 1  Partisipasi Sampel Penelitian dari Responden ..............................  46 

Tabel 3. 2  Uji Goodness of Fit ...........................................................................  58 

Tabel 4. 1 Persentase Responden Berdasarkan Tahun Angkatan ..................  62 

Tabel 4. 2  Persentase Responden Berdasarkan Fakultas ................................  63 

Tabel 4.3 Persentase Responden Berdasarkan Berapa Kali Melakukan 

Pembelian Produk Scarlett Whitening Dalam Kurun Waktu 6 

Bulan ....................................................................................................  64 

Tabel 4. 4  Deskriptif Variabel Brand Image ....................................................  65 

Tabel 4. 5  Deskriptif Variabel Halal Lifestyle .................................................  66 

Tabel 4 6  Deskriptif Variabel Minat Beli ........................................................  67 

Tabel 4. 7  Deskriptif Variabel Keputusan Pembelian.....................................  68 

Tabel 4. 8  Convergent Validity ..........................................................................  69 

Tabel 4. 9  Hasil AVE ..........................................................................................  70 

Tabel 4. 10  Hasil Uji Discriminant Validity .......................................................  71 

Tabel 4. 11  Hasil Uji Reliabilitas .........................................................................  72 

Tabel 4. 12  Uji Normalitas ...................................................................................  73 

Tabel 4. 13  Multivariate Outliers ........................................................................  74 

Tabel 4. 14  Hasil Uji Variabel Eksogen .............................................................  78 

Tabel 4. 15  Hasil uji Variabel Eksogen ..............................................................  80 

Tabel 4. 16  Hasil Uji Variabel Endogen .............................................................  81 

Tabel 4. 17  Hasil Uji Variabel Endogen .............................................................  82 

Tabel 4. 18  Hasil Uji Model Goodness of Fit Full Measurement ...................  84 

Tabel 4. 19  Hasil Uji Model Goodness of Fit Full Measurement ...................  85 

Tabel 4. 20  Uji Hipotesis ......................................................................................  87 

Tabel 4. 21  Uji Mediasi .........................................................................................  89 

 

 

 



 
 
 

xv 
 

DAFTAR GAMBAR 

Gambar 1. 1  Penguasa Brand Produk Kecantikan Tahun 2022 ................................  3 

Gambar 2.1  Kerangka Pemikiran Teoritis ...............................................................  38 

Gambar 4. 1  Logo Scarlett Whitening ......................................................................  61 

Gambar 4. 2  Produk Scarlett Whitening ...................................................................  61 

Gambar 4. 3  Uji Eksogen sebelum perbaikan ..........................................................  78 

Gambar 4.4  Uji Eksogen Sesudah Perbaikan ..........................................................  79 

Gambar 4.5  Uji Endogen Sebelum Perbaikan .........................................................  80 

Gambar 4. 6  Uji Endogen Sesudah Perbaikan ..........................................................  82 

Gambar 4.7  Full Measurement Sebelum Perbaikan ................................................  83 

Gambar 4. 8  Full Measurement Sesudah Perbaikan .................................................  85 

Gambar 4.9  Full Model ...........................................................................................  86 

 

 

 

 

 

 

 

 

 

 

  



 
 
 

xvi 
 

DAFTAR LAMPIRAN 

Lampiran 1  Hasil Survei Sebelum Penelitian .................................................  105 

Lampiran 2 Kuesioner ......................................................................................  108 

Lampiran 3 Hasil Kuesioner ............................................................................  113 

Lampiran 4 Hasil Olah Data ............................................................................  127 

Lampiran 5 Surat Ijin Penelitian Dan Berita Acara Turnitin ...........................  153 

 

 

 

 

 

 

 


