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ABSTRAK 

 

Tingkat konsumsi susu cair di Indonesia masih menjadi hal yang 

sangat jarang. Tujuan dari penelitian ini adalah untuk mengetahui pengaruh 

brand credibility dari susu merek Greenfields ini terhadap purchase intention 

calon konsumen melalui perceived quality dan perceived risk dari produk itu 

sendiri.  

Jenis penelitian yang dilakukan peneliti adalah penelitian survei. 

Dalam penelitian survei, data dikumpulkan dari responden dengan 

menggunakan kuesioner. Pengertian survei dibatasi pada penelitian yang 

data-datanya akan dikumpulkan dari sampel atas populasi untuk mewakili 

seluruh populasi yang ada.  

Perceived quality mengintervening variabel brand credibility 

terhadap purchase intention secara signifikan dan perceived risk juga 

berpengaruh secara signifikan sehingga dapat disimpulkan bahwa perceived 

quality dan perceived risk mengintervening variabel brand credibility 

terhadap purchase intention.  

Bagi peneliti selanjutnya yang ingin melakukan penelitian sejenis 

dapat menambah variabel lain seperti information cost saved. Selain itu juga 

memperbarui subjek responden dan subjek penelitian. Greenfields harus 

menjaga brand credibility mereka agar menimbulkan perceived quality yang 

baik di dalam benak konsumen. Greenfields harus menjaga brand credibility 

mereka agar tidak menimbulkan perceived risk yang banyak di dalam benak 

konsumen. 

 

Keywords : brand credibility, perceived quality, perceived risk, purchase 

intention 
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The Influence of Brand Credibility to Purchase Intention through Perceived 

Quality and Perceived Risk in Greendfields’s milk in Surabaya 

 

ABSTRACT 

 
 This study aimed to determine the effect of brand credibility, which 

in turn can create purchase intention for Greenfields milk in Surabaya. The 

research was conducted by distributing questionnaires as the primary data. 

The respondents in this research were 150 people, which then analyzed using 

structural equation modeling method to determine the effect between the 

study variables through LISREL 8.70. 

 The results of the study showed that the brand crediblity have a 

significant influence toward purchase intention through perceived quality and 

perceived risk in Greenfields’s milk in Surabaya. 

 

Keywords : brand credibility, perceived quality, perceived risk, purchase 

intention 

 

  

 



 

 

  


