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ABSTRAK

Penelitian ini bertujuan untuk menganalisis Pengaruh Brand Awareness, Perceived
Sosial Value, Perceived Safety Value Terhadap Niat Beli Kosmetik SYCA Halal
Melalui Vending Machine, Variabel dependennya adalah niat beli sedangkan
variabel independen Brand Awareness, Perceived Sosial Value, Perceived Safety
Value. Populasi dalam penelitian ini adalah konsumen Wanita Muslimah Generasi
Z Kosmetik SYCA di DKI Jakarta. Sampel yang di pergunakan adalah sebanyak
150 Responden, dihitung berdasarkan rumusan Skruktural Equation Modelling
(SEM). Metode Penelitian Sampel menggunakan Purposive sampling. Metode
Pengumpulan data menggunakan Pra Survei dengan Instrumen penelitian ini adalah
Kuesioner. Metode data menggunakan Partial Least Square (PLS). Dengan
menggunakan alat analisis Smart-PLS 3.2.9. Hasil Penelitian menunjukkan,
Pengaruh Brand Awareness memiliki Pengaruh Positif dan signifikan terhadap Niat
Beli, Perceived Sosial Value memiliki Pengaruh Positif dan Tidak memiliki
signifikan terhadap niat beli dan Perceived Safety Value memiliki pengaruh positif
dan signifikan terhadap niat beli Kosmetik SYCA Halal.

Kata Kunci: Brand Awareness, Perceived Sosial Value, Perceived Safety Value,

Niat Beli.
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ABSTRACT

This study aims to analyze the Influence of Brand Awareness, Perceived Social
Value, Perceived Safety Value on Purchase Intention of SYCA Halal Cosmetics
Through Vending Machines, the dependent variable is purchase intention while the
independent variables are Brand Awareness, Perceived Social Value, Perceived
Safety Value. The population in this study were Muslim Women Generation Z
consumers of SYCA Cosmetics in DKI Jakarta. The sample used was 150
Respondents, calculated based on the Structural Equation Modeling (SEM)
formula. The Sample Research Method used Purposive sampling. The data
collection method used a Pre-Survey with the research instrument being a
Questionnaire. The data method used Partial Least Square (PLS). Using the Smart-
PLS 3.2.9 analysis tool. The results of the study showed that the Influence of Brand
Awareness has a Positive and significant Influence on Purchase Intention,
Perceived Social Value has a Positive and Insignificant Influence on Purchase
Intention and Perceived Safety Value has a positive and significant influence on
Purchase Intention of SYCA Halal Cosmetics.

Keywords: Brand Awareness, Perceived Social Value, Perceived Safety Value,

Purchase Intention.
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