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Research aim: This study aims to measure or analyze the existence 

and absence of the influence of Review, Brand Image, and product 

quality partially and simultaneously on the purchase decision of OMG 

Lip Cream in UNP Kediri Students. 
Design/Methode/Approach: This research employs a quantitative 

methodology utilizing a non probability sampling method. This study 

involves all studentwho have used OMG Lip Cream products as the 

population, with a sample consisting of 40 respondents who have 

purchased the product. The data were analyzed using classical 

methods, assumption tests, multiple linear regression, determination 

coefficients and hypothesis tests. The analysis process was carried out 

using the SPSSv23 application, which made it easier to process the 

data of this research.  

Research Finding: The findings of this indicate that reviews do not 

partially affect the purchase decision of OMG Lip Cream product. 

Conversely, brand image and product quality have a partial influence 

on the purchase decision. However, simultaneously the variables of 

reviews, brand image, and product quality positively and significantly 

affect purchases. 

Theoretical contribution/Originality: Reviews have a significant role 

in increasing consumer trust in OMG Lip Cream. Positive reviews 

from previous users can influence the process of finding information 

and evaluating alternatives, ultimately driving consumer intent to make 

a purchase. On the other hand, product quality also plays a role in 

supporting purchasing decisions through marketing attributes such as 

brand image, which is influenced by the company's image, product, 

and users. Attractive aspects of product design and consistency of 

quality are important factors in forming a positive perception in the 

eyes of consumers. By offering a more diverse variety of products 

equipped with accurate information and maintaining superior quality, 

OMG Lip Cream can cater to different consumer preferences while 

increasing the frequency of purchases.  

Practitionel/Policy implication: This study provides practical 

implications for UNP Kediri students who use OMG Lip Cream. 

Research limitations: : This research only focuses on reviews, brand 

image, and product quality as independent variables, while purchasing 

decisions are set as bound variables. 
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According to Kotler and Keller [1]. Purchase decisions are a behavior formed by 

consumers in choosing the most preferred brand to buy. To achieve success in controlling the 

market, an effective strategy is required, one of which is understanding consumer needs and 

desires. Because the success of a business depends heavily on understanding purchasing 

behavior and the level of consumer trust. Consumers who have a positive experience when 

making a purchase tend to give good reviews and also suggest products or services to others. 

Meanwhile [2]. purchasing decisions are understood as customer choices influenced by 
economics, innovation, government issues, culture, goods, costs, areas, progress, real 

evidence, individuals and cycles. One of the products that is the object of purchasing 

decisions, especially among students, is lip cream. Lip Cream is a type of lipstick with a more 

liquid texture and provides more intense color pigmentation than solid lipsticks, which 

usually have a thicker texture and a less sharp color. In addition, Lip cream is also known to 

have a lightweight and highly durable formula, which can provide comfort to the lips even 

when used in daily activities. This product is made of safe and vitamin-rich ingredients that 

guarantee its quality.  Because, consumers tend to choose products with the best quality. The 

brand image of the Oh My Galm (OMG) as a cosmetics brand is still not widely recognized 

by the public. Instead, its lipstick product, Lip Cream, is more populer due to its diverse 
shade options. To compete in the market, this brand requires a creative and flexible strategy 

in marketing its products. Therefore, the Oh My Glam (OMG) brand continues to look for 

ways to make its products grow.Therefore, researchers exhibit great enthusiasm in exploring 

the cosmetics brand Oh My Glam (OMG) and the strategies that can influence purchase 

decisions for OMG Lip Cream products, with students as the primary consumers. Oh my 

Glam (OMG) was born as a new Indonesian cosmetics brand that believes that the confidence 

and trust of women can come from beauty and of course can be achieved by all groups. Oh 

My Glam (OMG) is a local beauty product in Indonesia that was established in 2021 under 

PT Varcos Citra Internasional with its tagline Never Fade. As a beauty brand, OMG has a 

vision to support women in Indonesia who want to have a flawless and on point facial 

appearance at all times. 
According to Liu et al [3]. , product reviews can provide product information from the 

perspective of consumers and as recommenders. This means that Reviews giving confidence 

to consumers to buy a product. Reviews itself is a review of a product or service that is based 

on the real experience of consumers who have used it. According to [4]. From product 

reviews, we can learn both positive and bad feedback from customers who have purchased 

the item. Positive reviews from OMG Lip Cream consumers can create a good impression of 

the product, as well as strengthen the product's image in the eyes of potential buyers. This can 

ultimately influence consumer purchasing decisions. The more positive reviews obtained, the 

greater the chances of Lip Cream OMG products to attract new consumers and retain existing 

ones. This is supported by a study by Mardiayanti and Andriana [5].that Product Reviews 
have a positive and significant effect on consumer purchase decisions. 

According to Kotler, P., & Keller  [6]. Brand Image is the perception and belief 

carried out by buyers, as reflected in the socialization that occurs in the buyer's memory. 

Meanwhile, according to Zella et all [7]. Brand image This is the impression that the brand 

instills in consumers and the form of past impressions and experiences on the brand. Like the 

Oh My Glam (OMG) brand whose brand is a new local brand, but in reality, this Lip Cream 

has entered the Top sales of cosmetic products in Indonesia. The existence of a relatively new 



Kilisuci International Conference on Economic & Business 

Vol. 3 Year 2025 

 

 

1136 
 

local brand needs to build a strong image in order to compete with brands that are already 

well-known. As According to [8], companies need to form a strong brand image in order to 

compete in a competitive market. With the completeness of the information conveyed in the 

product, of course consumers will be more confident and not hesitate when choosing the 

OMG Lip Cream product. This is supported by Sinaga's research [9]. also states that brand 

image has a significant influence on purchasing decisions (Study on Somethinc by Irene 

Ursula). 
According to Santoso [10], Product quality is a statement about the level of ability of 

a brand or product to perform the expected function as a material to meet basic human needs. 

In addition, consumer decisions to buy a product are closely related to the level of suitability 

of the product to their preferences or needs. With good product quality, it will be able to meet 

consumer desires and needs for the Lip Cream being marketed [11]. Improving product 

quality involves a number of steps and strategies that can be applied in business development, 

especially for OMG Lip Cream. The Oh My Glam (OMG) brand aims to improve the quality 

of its products, namely good production processes such as high-quality raw materials with 

safe and vitamin-rich content, as well as sterile packaging that helps product safety when 

marketed. Based on this, further research is needed on reviews, brand image, and product 
quality to understand the influence of all three on consumer purchasing decisions and 

improve more effective marketing strategies. According to the study of Saputri et al. 

[12]stated that the product quality variable has a significant influence on consumer 

purchasing decisions. 

The three independent variables in this study, namely reviews, brand image, and 

product quality, show a close relationship in influencing consumer purchasing decisions. 

Reviews provided by consumers, especially positive ones, not only serve as a form of 

testimony to the experience of using the product, but also contribute to the formation of 

public perceptions of the brand concerned. This kind of review can strengthen the brand 

image by creating a credible and convincing impression in the minds of potential buyers. 

Furthermore, a good brand image can be an indicator of trust, which in turn strengthens 
consumers' assessment of overall product quality. Positive perceptions of quality in terms of 

durability, performance, and comfort of use will increase the likelihood of a purchase 

decision. Thus, the synergy between these three variables forms a mutually reinforcing and 

complementary relationship, which theoretically provides a strong conceptual basis in 

explaining and predicting consumer purchasing behavior. This mutually influencing 

relationship between variables is the main basis for formulating the hypothesis in this study.  

Meanwhile, the selection of UNP Kediri students as respondents in this study was 

motivated by the fact that Universitas Nusantara PGRI Kediri (UNP Kediri) is a higher 

education institution with the largest number of students in the Kediri area. This large 

population increases the likelihood that many students will use OMG Lip Cream products. In 
addition, students in general are an active consumer group in exploring various products, 

following trends, and providing responses through reviews. Therefore, UNP Kediri students 

are considered an appropriate and relevant population to describe the influence of reviews, 

brand image, and product quality on purchasing decisions in the context of this study. 

 

1.1. Statement of Problem 
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Regarding reviews created by consumers, they can provide positive and negative 

reviews. Where negative reviews will later cause doubts for consumers to make a purchase. 

Likewise, vice versa, the number of positive reviews will create trust in consumers. Many 

people have not been careful in looking at product detail information that can affect consumer 

perception of the brand image. Because this can reduce consumer confidence. Brands that are 

not transparent can lose consumer trust, especially if that information is important to 

purchasing decisions.  Regarding the quality of OMG brand products, the production of lip 
cream must use safe and high quality ingredients. If low-quality materials are used, the lip 

cream will easily fade, crack, and become damaged when applied. Additionally, low-quality 

products my cause lip iritation, have poor longevity, and result in uneven application.  

 

1.2. Research Objectives 

         Based on the explaination above, the objectives of this research are as follows: 

1. To analyze and find out  the influence of the partial review on the purchase decision of 

OMG Lip Cream products in UNP Kediri Students 

2. To analyze and find out  the influence of Brand Image partially on the purchase decision 

of OMG Lip Cream products in UNP Kediri Students 
3. To analyze and find out the partial influence of product quality on the purchase decision 

of OMG Lip Cream products in UNP Kediri Students 

4. To analyze and find out the influence of Review, Brand Image and product quality 

simultaneously on the purchase decision of OMG Lip Cream products in UNP Kediri 

Students. 

2. Method 

This study aims to analyze the extent to which reviews, brand image, and product 

quality influence the purchasing decision of OMG lip cream among students at UNP Kediri. 

According to Roscoe in Sugiyono [13]. The appropriate sample size for multivariate analysis, 
such as multiple regression or correlation, should be at least 10 times the number of variable 

studied. In this research, there are four variables: three independent variables (reviews, brand 

image, and product quality) and one dependent variable (purchase decision). Therefore, 

following Sugiyono's theory[13]. the sample size used is 10 times the number of variables, 

which amounts to 40 samples. The analytical methods in this study include the t-test and the f 

test. 
 

2.1l   Validityl   Testing 

Accordingl  tol   Ghozalil   [14].l  Thel  validityl   testl   isl  usedl  forl   thel   validityl  ofl  thel  

questionnaire.l  Al  questionnairel  isl  consideredl  validl  ifl  thel  statementsl  withinl  itl  clearlyl  define l  

whatl  isl  intendedl  tol  bel  measured. 

1. Ifl  rl  countsl  >l  rl  tablel  wherel  thel  questionl  isl  saidl  tol  bel  valid 

2. Ifl  rl  calculatesl  <l  rl  tablel  wherel  thel  questionl  isl  saidl  tol  bel  non-valis 

Froml  the l  calculationl  ofl  Rl  thel  tablel  isl  obtainedl  (0.312) 

Tablel   1.l   Validityl   Test 

"Reviewl  validityl  testl  results"(X1) 
It Rl   Calculate Rl   Tablel   5%l   (l   38l   ) Significance Criteria 

1 0.664 0.312 <l  0.001 Valid 

2 0.707 0.312 <l  0.001 Valid 
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3 0.796 0.312 <l  0.001 Valid 

4 0.524 0.312 <l  0.001 Valid 

5 0.629 0.312 <l  0.001 Valid 

6 0.595 0.312 <l  0.001 Valid 

7 0.791 0.312 <l  0.001 Valid 

8 0.734 0.312 <l  0.001 Valid 

"Brandl  imagel  validityl  testl  results"l  (X2) 
It Rl   Calculate Rl   Tablel   5%l   (l   38l   ) Significance Criteria 

9 0.752 0.312 <l  0.001 Valid 

10 0.802 0.312 <l  0.001 Valid 

11 0.509 0.312 <l  0.001 Valid 

12 0.745 0.312 <l  0.001 Valid 

13 0.735 0.312 <l  0.001 Valid 

14 0.734 0.312 <l  0.001 Valid 

 

"Resultsl  ofl  productl  quality l  validityl  test"l  (X3) 
It Rl   Calculate Rl   Tablel   5%l   (l   38l   ) Significance Criteria 

15 0.492 0.312 <l  0.001 Valid 

16 0.781 0.312 <l  0.001 Valid 

17 0.695 0.312 <l  0.001 Valid 

18 0.867 0.312 <l  0.001 Valid 

19 0.813 0.312 <l  0.001 Valid 

20 0.687 0.312 <l  0.001 Valid 

21 0.791 0.312 <l  0.001 Valid 

 

"Resultsl  ofl  thel  validityl  testl  ofl  thel  purchasel  decision"l  (Y) 
It Rl   Calculate Rl   Tablel   5%l   (l   38l   ) Significance Criteria 

22 0.627 0.312 <l  0.001 Valid 

23 0.688 0.312 <l  0.001 Valid 

24 0.719 0.312 <l  0.001 Valid 

25 0.718 0.312 <l  0.001 Valid 

26 0.691 0.312 <l  0.001 Valid 

27 0.818 0.312 <l  0.001 Valid 

Source:l  Primaryl  datal  processedl  inl  2024 

Referringl  tol  thel  tablel   above,l  there l  arel   3l  dependentl  variablesl  andl  1l  independentl  

variable,l  makingl  al  totall  ofl  fourl  variables.l  Eachl  variablel   consistsl   ofl   itsl  ownl  statements,l  

wherel  thel   Rl  valuel   inl  l  eachl  statementl   exceedsl   thel  Rl  tablel   (0.312),l  andl   thel   significancel  

levell  isl   belowl  isl   belowl  0.05,l  specificallyl   (0.001).l  Therefore,l  itl  canl  bel  concludedl  thatl  thel   

obtainedl  datal  isl  valid.l   

2.2l   Reliabilityl   Testingl    

Asl  statedl   byl  Ghozali,l  thel  reliabilityl  testl  isl   al  methodl   usedl   tol   determinel   whetherl  thel   

questionnairel  utilizedl  forl  collectingl  datal  onl  researchl  variablesl  isl  dependablel  orl  not.l   

1. Whenl  thel  valuel  ofl  Cronbach'sl  alphal  >l  0.60l  intrusment,l  itl  isl  saidl  tol  bel  reliable 

2. Ifl  thel  valuel  ofl  Cronbach'sl  alpha l  <l  0.60l  isl  saidl  tol  bel  invariable 

Tablel   2.l   "Reliabilityl   testl   results" 

Variable Cronbach'sl  alpha R Information 

Purchasel  Decisionl  (Y) 0,804 0,60 Reliable 
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Reviews 0,832 0,60 Reliable 

Brandl  image 0,778 0,60 Reliable 
Productl  qualityl  (X3) 0,857 0,60 Reliable 

Source:l  Primaryl  datal  processedl  inl  2024 

Refferingl  tol  thel  tablel  above,l  itl   canl   bel  inferredl  thatl  thel  Cronbach’sl  alphal  valuel   isl  

abovel  0.60,l  whichl  confirmsl  thatl  thel  penetrationl  testl  isl  reliable.l   

 

3. Resultsl   andl   Discussionl   /Hasill   danl  Pembahasan 

Additionally,l  thisl  studyl  employsl  multiplel  linearl   regressionl  analysisl   tol  gainl  al  

comprehensivel  understandingl  orl  assessl  whetherl  thel  independentl  variables,l  namelyl  reviews,l  

brandl  image,l  andl  productl  quality,l  have l  anl  impactl  onl  thel  dependentl  variable,l  namelyl  thel  

purchasel  decisionl  ofl  OMGl  Lipl  Cream.l  The l  researchl  utilizesl  thel  IBMl  SPSSl  forl  Windowsl  

versionl  23l  software.l  Therefore,l  tol  ensurel  thel  assumptionsl  requiredl  inl  thel  multiple l  linearl  

regressionl   modell  arel  met,l  al   classicall  assumptionl  testl  mustl   bel  performed,l  followedl  byl  

multiplel  linearl  regressionl  analysisl  andl  coefficientl  determinationl  asl  outlinedl  below.l   

 

3.1l   Classicl   Assumptionl  Testing 

Thisl  studyl  utiliezl  multiplel  linearl  regressionl  analysisl  withl  primaryl  datal  asl  thel  mainl  

source.l  Priorl  tol  implementingl  the l  multiplel  linearl  regressionl  model,l  al  classicall  assumptionl  

testl  mustl  bel  conductedl  tol  validatel  thel  model.l  Thel  purposel  ofl  thisl  testl  isl  tol  assessl  whetherl  thel  

dependentl   andl  independentl  variables,l  eitherl   individuallyl  orl  together,l  followl  al  normall   

distribution.l  Datal  normalityl  analysisl  isl  performedl  usingl  histograms,l  normall  probabilityl  plots,l  

andl  thel  Kolmogorov-Smirnovl  test.l  Thel  datal  isl  consideredl  tol  bel  normallyl  distributedl  ifl  thel  

histograml  displaysl  al  bell-shapedl  patternl  orl  ifl  thel  pointsl  onl  thel  normall  probabilityl  plotl  arel  

distributedl  aroundl  thel  dioagonall  line l  andl  alignl  withl  itsl  direction.l   

l  l  l    

Source:l  Primaryl  datal  processedl  inl  2024 

Figurel   1l   Normalityl   Testl   Results 

Thel  normalityl  testl  result,l  asl   presentedl  inl  Figurel   1,l  indicatel   thatl  thel  analyzedl  data l  

followsl  al  normall  distribution.l  Thel  histograml  resultsl  reveall  thatl  the l  variablel  datal  formsl  al  bell-
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shapedl   pattern.l  Additionally,l  thel   normall  probabilityl   plotl  resultsl   demonstratel   thatl  thel   datal   

pointsl  froml  100l   respondentsl   arel  eitherl  closel  to l  thel  diagonall  line l  orl  dispersedl  around l  itl  whilel   

followingl  thel  curvel  ofl  thel  diagonall  line.l  l   

Thel  multicollinearityl  testl  aimsl  tol  determinel  whetherl  therel  isl  al  correlationl  betweenl  

independentl  variablesl  inl  thel  regressionl  model.l  Al  well-constructedl   regressionl  modell  shouldl  

ensurel  thatl  nol  correlationl  existsl  amongl  thel  independentl  variables.l  Onel  commonl  methodl  forl  

detectingl  multicollinearityl  isl  byl  usingl  thel  Variancel  Inflantionl  Factorl  (VIF).l  Thel  resultsl  ofl  

thel   multicollinearityl   analysis,l  including l  thel  correlationl  matrixl  betweenl  independentl   

variables,l  tolerancel  values,l  andl  VIF,l  arel  presentedl  inl  thel  followingl  table.l   

 

 

 

Tablel   3.l   Multicollinearityl   Test 

Type 
Collinearityl  Statistics 

Tolerance VIF 

1 (Constant)   

Reviews .379 2.637 

Brandl  Image .298 3.359 

Productl  Quality .198 5.046 

a. Dependentl  Variable:l  Purchasel  Decision 

Source:l  Primaryl  datal  processedl  inl  2024 

Tablel  3l  illustratesl  thel  resultl  ofl  thel  multicollinearityl  test,l  showingl  al  tolerancel  valuel  

greaterl  thanl  0.10l  andl  a l  VIFl  valuel   lessl  thanl  10.00.l  Thesel  resultl  indicatel   thatl  multicollinearityl  

isl  notl  presentl  inl  thel  model.l  Thel  heteroscedasticity l  testl  aimsl  tol  examinel  whetherl  therel  isl  anl  

inconsistencyl  inl  residuall  variancel  acrossl  differentl  observations l  inl  thel  regressionl  model.l  Ifl  

thel   residuall  variancel  remainsl  uniforml  acrossl  observations,l  itl  isl   referredl   tol  asl  

homoscedasticity,l  whereasl  ifl  itl  varies,l  itl  isl  classifiedl  asl  heteroscedasticity.l  Al  well-

constructedl  regressionl  modell   shoulsl  exhibitl  homoscedasticityl   test,l  analyzedl  throughl  al   

scatterplotl  graph,l  arel  presentedl  inl  Figurel  4l  below.l   
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Source:l  Primaryl  datal  processedl  inl  2024 

Figurel   2.l   Heteroscedasticityl   Testl   Results 

 
Inl  Figurel  2,l  thel  scatterplotl  graphl  illustratedl  thatl  thel  pointsl  arel  dispersedl  randomlyl  

andl  dol  notl  forml  al  specificl  pattern.l  Additionally,l  thel   pointsl  arel   spreadl   bothl  abovel  andl  belowl  

thel   numberl  0l  onl  thel  Y-axis.l  Basedl   onl  thesel  observations,l  itl  canl  bel  concludedl   thatl  thel  

regressionl  modell  doesl  notl  exhibitl  heteroscedasticity.l   

3.2l   Multiplel   Linearl   Regressionl  Analysis 

Inl   thisl   study,l  thel   outcomesl  ofl   thel   multiplel   linearl   regressionl   analysisl   forl  Lipl  Creaml  

OMGl  arel  presentedl  inl  Table l  4.l   

 

 

Tablel   4.l   Multiplel   Linearl   Regressionl   Analysis 
Coefficientsa 

Type 
Unstandardizedl   Coefficients 

Standardizedl  

Coefficients t Sig. 

B Std.l  Error Beta 

1 (Constant) 8.879 2.487  3.571 .001 

Reviews -.479 .102 -.715 -4.706 .000 

Brandl  Image .434 .178 .417 2.432 .020 
Productl  Quality .724 .174 .875 4.163 .000 

a. Dependentl  Variable:l  Purchasel  Decision 

Source:l  Primaryl  datal  processedl  inl  2024. 

 

Refferingl  tol  Tablel  5l  above,l  thel  mutiplel  linearl  regressionl  equationl  obtainedl  froml  thel  analysisl  

testl  resultsl  isl  asl  follows: 

Yl  =l  al   +bl   1l   Xl   1l   +l   bl   2l   Xl   2l   +l   bl   3l   Xl  3l   +l   e 

=l  8.879l  -l  0.479l  +l  0.434l  +l  0.724l  +l  e 
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Inl  thisl  study,l  al  regressionl  equationl  withl  al  constantl  valuel  ofl  al  =l  8.879l  indicatesl  thatl  thel   

Purchasel  Decisionl  variablel  remainsl  unchangedl  whenl  notl  influencedl  byl  thel  independentl  

variablesl  Reviewl  (X1),l  Brandl  Imagel  (X2),l  andl  Productl  Qualityl  (X3).l  Ifl  thesel  independentl  

variablesl  arel  absent,l  thel  Purchasel  Decisionl  variablel  willl  stayl  thel  same.l   

Ifl  thel  Reviewl  coefficientl  (X1)l  increasesl   byl  1l  unit,l  whilwl  Brandl  Imagel  (X2),l  andl  

Productl  Qualityl  (X3)l  remainl  unchanged,l  thel  Purchasel  Decisionl  (Y)l  willl  decreasel  byl  -0.479 

Ifl  thel  Brandl  Imagel   coefficientl  (X2)l  increasesl  byl   1l   unit,l  assumingl   Reviewl  (X1),l  andl  

Productl  Qualityl  (X3)l  dol  notl  change,l  thel  Purchasel  Decisionl  (Y)l  willl  increasel  byl  0.434. 

Ifl  thel  Productl  Qualityl  coefficientl  (X3)l  increasesl  byl  1l  unit,l  whilel  Reviewl  (X1),l  andl 

Brandl  Imagel  (X2)l  remainl  constant,l  thel  Purchasel  Decisionl  (Y)l  willl  increasel  byl  0.724 

 

3.3l   Determinationl   Coefficientl   Analysisl   (Adjustedl   R2) 

Thel  Adjustedl  R2l  coefficientl  ofl  determinationl  inl   thisl  studyl   isl  usedl  tol  evaluatel  thel  

model’sl  abilityl  tol  explainl  variationsl  inl  thel  dependentl  variable.l  Thel  purposel  ofl  thisl  analysisl  

isl  tol  determine l  thel  percentagel  contributionl  ofl  independentl  variablesl  to l  thel   dependentl  variblel   

asl  al  whole.l  Thisl  coefficientl  representsl  thel  extentl  to l  whichl  thel  independentl  variablesl  includedl  

inl  thel  modell  canl  explainl  thel  variancel  ofl  thel  dependentl  variable.l  Ifl  Adjustedl  R2l  equalsl  0,l  itl  

indicatesl  thatl  thel  independentl  variablesl  dol  notl  contributel  tol  explaining.l  Thel  dependentl  

variable.l  Onl  thel  otherl  hand,l  ifl  Adjustedl  R2l  equalsl  1,l  itl  signifiesl  thatl  thel  independentl  

variablesl  fullyl  explainl  100%l  ofl  thel  variationsl  inl  thel  dependentl  variable.l   

 

 

 

 

 

 

Tablel   5.l   Coefficientl   ofl  Determination 
Modell  Summary 

Type R Rl  Square 
Adjustedl  Rl  

Square 
Std.l  Errorl  ofl  thel  Estimate 

1 .828
 a

 .685 .659 1.62676 

a. Predictors:l  (Constant),l  Productl  Quality,l  Review,l  Brandl  Image 
b. Dependentl  Variable:l  Purchasel  Decisionl   

Source:l  Primaryl  datal  processedl  inl  2024 

Inl  thisl  study,l  asl  shownl   inl  Tablel  5,l  thel   Rl  squarel  (R2)l  value l  isl  0.685l  orl  68.5%.l  Thisl  

indicatesl   thatl   the l  independentl  variables,l  namelyl   Review,l  Brandl  Image,l  andl  Productl   Quality,l  

collectivelyl  explainl  68.5%l  ofl  thel  variationl  inl  thel  dependentl  variable.l  Purchasel  Decision.l  

Meanwhile,l  thel  remaining l  31.5%l  isl  influenced l  byl  otherl  factorsl  thatl  werel  notl  analyzedl  inl  thisl  

study.l   

3.4l   Hypothesisl   testing 
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Inl  thisl  study,l  hypothesisl  testingl  isl  carriedl  outl  usingl  thel  tl  testl  andl  Fl  test,l  asl  outlinedl  below: 

Thel  partiall  testl  isl  evaluated l  usingl  thel  t-test.l  wherel  thel  resultsl  arel  compared l  tol  al  

significancel  levell  ofl  0.05.l  Thel  detailsl  ofl  thisl  testl  canl  bel  foundl  inl  Tablel  6l  below. 

Tablel   6.l   T-testl   (Partiall   Test) 
Coefficientsa 

Type t Sig. 

1 (Constant) 3.571 .001 
Reviews -4.706 .000 

Brandl  Image 2.432 .020 
Productl  Quality 4.163 .000 

a. Dependentl  Variable:l  Purchasel  Decision 

Source:l  Primaryl  datal  processedl  inl  2024 

Inl  thel  analysisl  ofl  Tablel  6,l  thel  signifinancel  valuel  forl  thel  Reviewl  variablel  isl   

0.000,l  whichl  isl  belowl  0.05.l  Therefore,l  H0l  isl  rejected,l  andl  Hal  isl  accepted,l  indicatingl   

thatl  Reviewl  hasl  al  significantl  partiall  impactl  onl  Purchasel  Decision.l   

l  l  l  l  l  l  l  l  l  Similarly,l  thel  Brandl  Imagel  variablel  hasl  al  significancel  valuel  ofl  0.020,l  whichl  isl   

alsol  lessl   thanl  0.05.l  Asl  al  result,l  H0l  isl  rejected,l  andl   Hal  isl   accepted,l  confirmingl  thatl   

Brandl  Imagel  hasl  al  significantl  partiall  influencel  onl  Purchasel  Decision.l   

l  l  l  l  l  l  l  l  l  Forl  thel  Productl  Qualityl  variable,l  thel  significancel  valuel  isl  0.000,l  whichl  isl  lowerl   

thanl  0.05.l  Consequently,l  H0l  isl  rejected,l  andl  Hal  isl  accepted,l  suggestingl  thatl  Productl   

Qualityl  doesl  notl   significantlyl   impactl  Purchasel  Satisfactionl  whenl   consideredl   

individually. 

Additionally,l  inl  thisl  study,l  anl  F-testl  wasl  performedl  onl  Lipl  Creaml  OMGl  to l  assessl   

thel  combinedl  influencel  ofl  thel  independentl  variables,l  namelyl  Review,l  Brandl  Image,l   

andl  Productl  Quality,l  onl  thel  dependentl  variable,l  Purchasel  Decision.l  Thel  F-testl   resultsl   

werel  obtainedl  byl  comparingl  probabilityl  values.l  Thel  outcomesl  ofl  thisl  simultaneousl  test,l  

alongl  withl  al  significancel  thresholdl  ofl  0.05,l  arel  detailedl  inl  Tablel  7. 

 

Tablel   7.l   Fl   testl   (simultaneousl   test) 
ANOVAa 

Type Suml  ofl   Squares Df Meanl  Square F Sig. 
1 Regression 207.131 3 69.044 26.090 .000 b 

Residual 95.269 36 2.646   

Total 302.400 39    
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a.l  Dependentl   Variable:l   Purchasel  Decision 
b.l  Predictors:l  (Constant),l  Productl  Quality,l  Review,l  Brandl  Image 

Source:l  Processedl  Primaryl  Data,l  2024 

 

       Basedl  onl  thel  calculationl  resultsl  inl  Table l  7,l  itl  canl  bel   concludedl  thatl  thel  obtainedl   

signifinancel  valuel  ofl  0.000l  isl  lowerl  thanl  0.05,l  leadingl  tol  thel  rejectionl  ofl  thel  H0l  

hypothesisl  andl  thel  acceptancel  ofl  Ha.l  Thisl  impliesl  thatl  thel  variablesl  ofl  reviews,l  brandl   

image,l  andl  productl  qualityl  collectivelyl  havel  al  significantl  impactl  onl   thel  purchasel   

satisfactionl  variable.l   

 

4. Disscusion 
l  l  l  l  l  Thisl  researchl  aimsl  tol  examine l  the l  significancel  ofl  thel  relationshipl  betweenl  

reviews,l  brandl  image,l  andl   productl  qualityl  inl   influencingl   thel  purchasel   decisionl  ofl   

OMGl  lipl  creaml  amongl  UNPl  Kediril  students.l  Thel  findingsl  indicatel  thatl  thesel  threel   

variablesl  collectivelyl  impactl  consumerl   purchasel  decisions.l  Thisl  studyl  utilizesl  al   

questionnairel   withl  al  simple l  randoml   samplingl  methodl  and l  adoptsl   al  quantitativel   

researchl  approach.l  Thel  hypothesesl  testedl  inl  thisl  studyl  arel  asl  followsl  :l   

 

 

The Influence of Reviews on Purchase Decisions 

 

Since OMG Lip Cream products receive positive customer reviews, it can be stated 

that the review variable has an influence on the purchase decision variable. This can 
be seen across various platforms such as social media and the official Oh My Glam 

(OMG) e-commerce pages, which have received many reviews from customers who 

were satisfied after using OMG lip cream products. However, in reality, these 

reviews do not have a strong partial influence on purchase decisions. The regression 

coefficient shows a negative direction, which does not necessarily indicate a 

harmful relationship. Instead, it may reflect the corrective influence of negative 

reviews, which actually increase consumer attention to product quality before 

making a purchase. Although OMG Lip Cream products have received various 

consumer reviews, the research results show that, partially, the negative review 

variable has a significant influence on purchase decisions. This may be due to 
several factors, such as consumers relying more on personal preferences, direct 

recommendations from close acquaintances, or visual promotions from influencers, 

rather than thoroughly 
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reading reviews. In addition, consumers' perceptions of circulating reviews may be 

deemed less credible, subjective, or even fabricated, thus reducing their influence in 

shaping purchase decisions for OMG Lip Cream. This is evidenced by the 

regression results in this study, which show that the t-value is -4.706. In this case, 

the absolute t-value of 4.706 is greater than the critical t-value of 1.684, and the 
probability value of 0.000 is less than the significance level of 0.05. This provides 

evidence to reject the null hypothesis (H0) and accept the alternative hypothesis 

(H1). This indicates that the review variable (X1) has a significant influence on 

purchase decisions (Y). This is supported by a previous study [3], which found that 

reviews have a relevant influence on purchase decisions. In other words, the better 

the reviews of OMG lip cream, the greater the likelihood of purchase and its market 

value. 

 

The Influence of Brand Image on Purchase Decisions 

 

The brand image of OMG Lip Cream products has an influence on purchase 
decisions, as consumers tend to evaluate and choose a product based on their 

perception of the brand. In the cosmetics industry, brand image plays a crucial role 

as an indicator of quality, trust, and lifestyle. Consumers of OMG lip cream, 

particularly university students, are more attracted to products with a good 

reputation and those frequently featured in relevant and trendy promotional 

campaigns. When consumers have a positive perception of a brand's image, they are 

more confident and motivated to make a purchase, even without conducting in-

depth information searches. The results of the regression analysis show that Brand 

Image (X2) has a significant influence on Purchase Decision (Y), with a calculated 

t-value of 2.342, which is greater than the critical t-value of 1.684, and a probability 
value of 0.020, which is less than the significance level of 0.05. This provides 

evidence to reject the null hypothesis (H0) and accept the alternative hypothesis 

(H2). This indicates that the Brand Image variable (X2) has a significant influence 

on purchase decisions (Y). Study [9]. also demonstrates a clear and positive impact 

of brand image on purchase decisions. It can be concluded that the greater the 

consumer trust in the brand image of OMG Lip Cream, the stronger the influence on 

their purchasing decisions. 

 

The Influence of Product Quality on Purchase Decisions 

 

The quality of OMG Lip Cream products has an influence on purchase decisions. 
This is because consumers, especially university students, pay close attention to 

various quality aspects such as the lipstick's durability, comfort when used, 

attractive shade options, and its affordable price all of which become key 

considerations before making a purchase decision. When consumers perceive a 

product to be of good quality, they are more confident and feel that the product is 

worth buying. Perceived quality also affects the perception of utility value and post-

purchase satisfaction, thereby reinforcing the decision to buy. The quality of OMG 

Lip Cream is also believed to boost consumer confidence particularly for students 

when used in daily  
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activities. When students feel that the product is safe, long-lasting, and meets their 

expectations, they are more likely to repurchase it. Therefore, product quality can 
influence purchase decisions. The results of the regression analysis show that 

Product Quality (X3) has a significant influence on Purchase Decision (Y), with a 

calculated t-value of 4.163, which is greater than the critical t-value of 1.684, and a 

probability value of 0.000, which is less than the significance level of 0.05. This 

provides evidence to reject the null hypothesis (H0) and accept the alternative 

hypothesis (H3). This indicates that the Product Quality variable (X3) partially has a 

significant influence on purchase decisions (Y). Study [12]. also confirms that there 

is a clear and positive impact between product quality and purchase decisions. 

 

5. Conclusion 

Thisl  researchl  aimsl  tol  examinel  thel  significancel  ofl  thel  influencel  ofl  brandl   

image,l  reviews,l  andl  productl  qualityl  onl   thel  purchase l  decisionl  ofl  OMGl  lipl  creaml   

amongl  UNPl  Kediril  students.l  Thel  study’sl  findingsl  reveall  that,l  collectively,l  thel   

variablesl  ofl  reviews,l  brandl  image,l  andl  productl  qualityl  significantlyl  affectl  consumerl  

purchasel   decisions.l  Furthermore,l  thel   regressionl   analysisl   resultsl   indicatel   thatl   thesel   

threel  variablesl  positivelyl  impactl  purchasel  decisions.l   

Thel  primaryl  contributionl  ofl  thisl  studyl  isl  tol   offerl  al  comprehensivel   

understandingl  ofl  thel  factorsl  influencingl  thel  purchase l  decisionl  ofl  OMGl  Lipl  Creaml  

amongl  UNPl  Kediril  students.l  Thisl  researchl  emphasizesl  thel  significancel  ofl  reviews,l  

brandl   image,l  andl   productl  qualityl  inl   shapingl  consumerl   preferencesl   whilel  alsol   

providingl  newl  insightsl  intol  purchasingl  decisions.l  Thesel  findingsl  canl  servel  asl  al   

foundationl  forl  brandl  ownersl   tol   developl   morel  effective l  marketingl  strategiesl  inl  thel   

cosmeticsl  industry.l   

Thel  findingsl  ofl  thisl  studyl  canl  servel  asl  al  foundationl  forl  futurel  research,l  

particularlyl  withinl  thel  samel  fieldl  ofl  study.l  Furtherl  researchl  shouldl  considerl   

expandingl  thel  researchl  variablesl  tol  achievel  morel  comprehensivel  results.l  Thisl   

recommendationl  isl   basedl  onl  thel  factl  thatl  reviews,l  brandl   image,l  andl  productl  qualityl   

havel  beenl  shownl  tol   influencel  purchasel  decisionsl   by l  68.5%,l  whilel  thel  remainingl   

31.5%l  isl   affectedl   byl   otherl  factorsl  notl   examinedl  inl   thisl   study.l  Therefore,l  additionall   

factorsl  suchl  asl  price,l  location,l  andl  othersl  shouldl  alsol  bel  explored,l  asl  theyl  mayl  playl   

al  rolel  inl  shapingl  purchasingl  decisions.l   
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