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ABSTRAK 

 

Fenomena    iberkembangnya    iindustri    ikecantikan    idi    iIndonesia    imenunjukkan    ibahwa    

ibeberapa    ikonsumen    itidak    itertarik    iuntuk    ikembali    imenggunakan    iproduk    iScarlett    isetelah    

imemiliki    ipengalaman    iyang    ikurang    imemuaskan,    iserta    itidak    imerekomendasikan    iproduk    

itersebut    ikepada    iorang    ilain,    iyang    imenciptakan    iword    iof    imouth    iyang    ikurang    ipositif.    iPenelitian    

iini    ibertujuan    iuntuk    imenganalisis    ipengaruh    iExperiential    iMarketing,    iWord    iof    iMouth,    idan    iBrand    

iImage    iterhadap    ikeputusan    ikonsumen    idalam    imembeli    iproduk    iskincare    iScarlett.    iDengan    

imelibatkan    i100    iresponden    iyang    imerupakan    imahasiswa    iFakultas    iHukum    iUniversitas    iPrima    

iIndonesia,    iteknik    isampling    iyang    idigunakan    iadalah    iaccidental    isampling,    idan    idata    idianalisis    

imenggunakan    iregresi    ilinear    iberganda.    iHasil    ipenelitian    imenunjukkan    ibahwa    isecara    iparsial    idan    

isimultan,    iExperiential     iMarketing,    iWord    iof    iMouth,    idan    iBrand    iImage    imemiliki    ipengaruh    ipositif    

idan    isignifikan    iterhadap    ikeputusan    ipembelian    iproduk    iScarlett. 
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ABSTRACT 

 

The    igrowing    ibeauty    iindustry    iin    iIndonesia,    icoupled    iwith    iconsumers'    ireluctance    ito    

irepurchase    iScarlett    iproducts    idue    ito    iprevious    iunsatisfactory    iexperiences,    ias    iwell    ias    itheir    

ifailure    ito    irecommend    ithe    iproducts    ito    iothers,    iresulting    iin    inegative    iword    iof    imouth,    iforms    ithe    

ibasis    ifor    ithis    iresearch.    iThis    istudy    iaims    ito    iinvestigate    ithe    iimpact    iof    iExperiential    iMarketing,    

iWord    iof    iMouth,    iand    iBrand    iImage    ion    iconsumers'    ipurchasing    idecisions    iregarding    iScarlett     

iskincare    iproducts.    iThe    istudy    iinvolved    i100    irespondents    ifrom    ithe    iFaculty    iof    iLaw    iat    iPrima    

iIndonesia    iUniversity,    iusing    iaccidental    isampling    ias    ithe    isampling    itechnique,    iand    ianalyzed    

iusing    imultiple    ilinear    iregression.    iThe    ifindings    iindicated    ithat    iboth    iindividually    iand    icollectively,    

iExperiential    iMarketing,    iWord    iof    iMouth,    iand    iBrand    iImage    ihave    ia    ipositive    iand    isignificant    

iimpact    ion    iconsumers'    ipurchasing    idecisions    iof    iScarlett    iproducts. 
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