ABSTRAK

Tersedia banyak jenis pembersih wajah pria yang dijual di pasaran. Masing-masing
produk memiliki kandungan bahan yang berbeda dan memiliki keistimewaannya
tersendiri. Peneliti memperoleh data bahwa konsumen lebih berniat untuk membeli
produk Garnier Men’s Facial Foam 100 g, dibanding Biore Men’s Facial Foam 100
g. Berdasrkan data tersebut terlinat bahwa Biore Men’s Facial Foam 100 g kurang
diminati oleh konsumen dibanding produk pesaing. Citra merek dan iklan diduga
merupakan faktor yang mampu mempengaruhi niat beli. Penelitian ini bertujuan
untuk mengetahui seberapa besar pengaruh citra merek dan iklan terhadap niat beli
konsumen Biore Men’s Facial Foam 100 g. Metode penelitian yang digunakan
dalam penelitian ini jenis penelltlan survey dengan pendekatan deskriptif dan
verlflkatlf Popula5| dalam pene alah orang yang berniat membeli Biore
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ABSTRACT

There are many types of men's facial cleansers sold on the market. Each product
has a different ingredient and has its own features. Researchers obtained data that
consumers intend to buy Garnier Men's Facial Foam 100 g, compared to Biore
Men's Facial Foam 100 g. Based on these data it can be seen that Biore Men'’s
Facial Foam 100 g is less attractive to consumers than competing products. Brand
image and advertising are believed to be factors that can influence purchase
intention. This study aims to determine how much influence the brand image and
advertising on consumer purchase intentions Biore Men's Facial Foam 100 g. The
research method used in this research is survey research with descriptive and
verlflcatlon approaches The DO ,study are people who mtend to buy
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