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Beauty is a pride in itself for women, the quiz is for millennials who want to look 

beiautiful and attractivei. Theirei arei various kinds of ways that someionei can go 

through to geit thei beiauty theiy want. Scarleitt is a beiauty product that can brightein 

thei skin beicausei it contains Glutathionei and Vitamin Ei which arei greiat for making 

skin brighteir. Scarleitt itseilf is alreiady onei of thei most reicognizeid skincarei brands 

in Indoneisia. This study aims to deiteirminei thei eiffeict of product quality, brand image i 

and promotion on purchasing deicisions on Scarleitt bodycarei products. Thei reisults 

of this study indicatei that product quality has no eiffeict on purchasing deicisions. 

This is baiseid on thei reisults of thei t teist which shows ai significaincei vailuei of product 

quaility aibovei 0.05. Meiainwhilei, braind ima igei aind promotion influeincei purchaising 

deicisions with ai significaincei vailuei of leiss thain 0.05. Simultaineiously product 

quaility, braind imaigei aind promotion influence purchaising decisions with ai 

significaince vailue of less thain 0.05. Ais well ais the results of the test of the coefficient 

of determinaition which shows thait product quaility, braind imaige aind promotions 

influence purchaising decisions by 89.8%. 
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