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ABSTRACT 

 

Nowdays business competition cosmetics is getting tougher so 

that it requires producers to have a strong brand strategy and foundation 

in order to win market share. This research is to find the impact of brand 

image, brand awareness, & perceived quality of the purchasing decision 

of The Body Shop in Management students of 2016 Faculty of Economics, 

PGRI Adi Buana University, Surabaya. The sampling technique uses 

purposive sampling. Data collection using a questionnaire and was 

processed using SPSS 24. The results is purchasing decisions are 

influenced by brand image and perceived quality, while brand awareness 

doesn’t affect at all.  But simultaneously, the dependent variable is 

influenced by the independent variables. And in this study, 22.6% of 

purchasing decisions are explained by independent variables.  

Keyword: Brand Image, Brand Awareness, Perceived Quality, 

Purchase Decision 
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