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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh brand image dan 

brand awareness terhadap buying decision melalui brand loyalty sebagai variabel 

intervening pada konsumen Maybelline Green Edition di Rania Beauty Kudus. 

Penelitian ini melibatkan 140 responden yang merupakan konsumen produk 

Maybelline Green Edition. Data dikumpulkan melalui kuesioner dan dianalisis 

menggunakan SmartPLS versi 3. Hasil penelitian menunjukkan bahwa: 1) brand 

image tidak berpengaruh signifikan terhadap buying decision, 2) brand awareness 

berpengaruh positif dan signifikan terhadap buying decision, 3) brand image 

berpengaruh positif dan signifikan terhadap brand loyalty, 4) brand awareness 

berpengaruh positif dan signifikan terhadap brand loyalty, 5) brand loyalty 

berpengaruh positif dan signifikan terhadap buying decision, 6) brand image 

berpengaruh positif dan signifikan terhadap buying decision melalui brand 

loyalty, 7) brand awareness berpengaruh positif dan signifikan terhadap buying 

decision melalui brand loyalty, 8) 62,3% variansi dalam buying decision 

dipengaruhi oleh brand image, brand awareness, dan brand loyalty. 

 

Kata kunci: brand image, brand awareness, buying decision, brand loyalty 
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ABSTRACT 

This study aims to analyze the influence of brand image and brand 

awareness on buying decisions through brand loyalty as an intervening variable in 

Maybelline Green Edition consumers at Rania Beauty Kudus. This study involved 

140 respondents who were consumers of Maybelline Green Edition products. Data 

was collected through questionnaires and analyzed using SmartPLS version 3. 

The results showed that: 1) brand image did not have a significant effect on 

buying decisions, 2) brand awareness had a positive and significant effect on 

buying decisions, 3) brand image had a positive and significant effect on brand 

loyalty, 4) brand awareness had a positive and significant effect on brand loyalty, 

5) brand loyalty has a positive and significant effect on buying decisions, 6) brand 

image has a positive and significant effect on buying decisions through brand 

loyalty, 7) brand awareness has a positive and significant effect on buying 

decisions through brand loyalty, 8) 62.3% Variance in buying decisions is 

influenced by brand image, brand awareness, and brand loyalty. 
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