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ABSTRAK 

 
Kualitas yang diberikan oleh kosmetik Mascara Maybelline menjadi keunggulan 

utama yang dapat menjadi kunci sukses produk mascara tersebut untuk bersaing. 

Penelitian ini bertujuan untuk mengetahui pengaruh promosi melalui instagram, 

word of mouth dan kualitas produk terhadap keputusan pembelian produk mascara 

maybelline pada mahasiswi di Yogyakarta. Sampel sejumlah 160 responden 

merupakan mahasiswi yang tinggal di Yogyakarta yang telah melakkan pembelian 

dan sedang menggunakan Mascara Maybelline dalam jangka waktu selama 6 

(enam) bulan terakhir. Keseluruhan responden tersebut 100% berjenis kelamin 

wanita. 158% berusia 17-25 tahun,63,125% merupakan responden dari perguruan 

tinggi STIM YKPN, 48,125% mahasiswi dengan uang saku Rp. 500.000-1.000.000. 

Setelah dilakukan uji instrumen, uji asumsi dasar, dan uji asumsi klasik maka 

diketahui bahwa semua variabel/item pertanyaan dapat digunakan untuk penelitian. 

Berdasarkan hasil uji regresi linear berganda, uji t, ditemukan bahwa promosi 

melalui instagram secara parsial tidak berpengaruh positif dan signifikan, word of 

mouth secara parsial berpengaruh positif dan signifikan, kualitas produk secara 

parsial berpengaruh positif dan signifikan. 

 

Kata Kunci: Promosi melalui Instagram, Word of Mouth, Kualitas Produk, 

Keputusan Pembelian 
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ABSTRACT 

 
The quality provided by Maybelline Mascara cosmetics is the main advantage that 

can be the key to the success of these mascara products to compete. This study aims 

to determine the effect of promotion via Instagram, word of mouth and product 

quality on purchasing decisions for Maybelline mascara products for students in 

Yogyakarta. A sample of 160 respondents are female students who live in 

Yogyakarta who have made a purchase and are currently using Maybelline 

Mascara within the last 6 (six) months. All of the respondents were 100% female. 

158% aged 17-25 years, 63.125% are respondents from STIM YKPN tertiary 

institutions, 48.125% are students with an allowance of Rp. 500,000-1,000,000. 

After testing the instrument, testing the basic assumptions, and testing the classical 

assumption, it is known that all the variables/question items can be used for 

research. After testing the instrument, testing the basic assumptions, and testing the 

classical assumption, it is known that all the variables/question items can be used 

for research. Based on the results of the multiple linear regression test, t test, f test 

it was found that promotion via Instagram partially has no positive and signific, 

word of mouth partially have a positive and significant effect, product quality 

partially have a positive and significant effect. 

Keywords: promotion via Instagram , Word of Mouth, Product Quality, Purchase 

Decision 
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