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ABSTRAK 

Penelitian ini dilatar belakangi oleh Tasya Farasya yang memiliki brand Mother of 

Pearl. Brand dari Tasya Farasya ini memiliki tingkat penjualan yang bagus. 

Penjualan dari brand ini rata-rata berasal dari penggemarnya, sehingga peneliti 

tertarik untuk meneliti personal branding dari Tasya Farasya serta brand image 

apakah memiliki pengaruh dari keputusan pembelian Mother of Pearl. 

Penelitian ini menggunakan metode purpossive sampling dengan 102 responden, 

dan bersifat kuantitatif. Hasil dari penelitian ini baik personal branding dan brand 

image sama-sama berpengaruh positif dan signifikan terhadap keputusan 

pembelian. 

 

kata kunci: personal branding, brand image, keputusan pembelian 
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ABSTRACT 

This research is motivated by Tasya Farasya who owns the Mother of Pearl brand. 

This brand from Tasya Farasya has a good level of sales. On average, sales of this 

brand come from fans, so researchers are interested in researching Tasya 

Farasya's personal branding and whether brand image has an influence on 

purchasing decisions for Mother of Pearl.  

This study used a purpposive sampling method with 102 respondents, and 

quantitative. The results of this study both personal branding and brand image both 

have a positive and significant effect on purchasing decisions.  

 

keywords: personal branding, brand image, purchase decision  


