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PENGARUH BRAND IMAGE DAN SERVICE QUALITY 

TERHADAP CUSTOMER TRUST DAN PURCHASE 

INTENTION PADA PRODUK SMARTPHONE 

OPPO DI SURABAYA 

 

ABSTRAK 

 

Penggunaan teknologi smartphone saat ini sudah menjadi salah satu 

bagian dari hidup masyarakat Indonesia. Berbagai vendor smartphone besar 

termasuk OPPO melihat peluang yang sangat besar pada pasar Indonesia 

dan berlomba-lomba memperebutkan konsumen. OPPO terbukti sukses 

dalam melakukan berbagai strategi terkait dengan Brand Image, Service 

Quality, Customer Trust, dan Purchase Intention. 

Penelitian ini bertujuan untuk mengetahui pengaruh antara Brand 

Image dan Service Quality terhadap Customer Trust dan Purchase Intention 

pada produk smartphone OPPO di Surabaya. Penelitian ini menggunakan 

penelitian kausal. Metode pengambilan sampel menggunakan non-

probability sampling dan menerapkan teknik judgemental sampling. Sampel 

yang digunakan sebesar 150 responden konsumen smartphone di Surabaya. 

Alat pengumpulan data yang digunakan adalah kuesioner. Teknik analisis 

data menggunakan Regresi Linier Berganda dengan menggunakan program 

SPSS 23. 

Hasil penelitian menunjukan bahwa Brand Image dan Service 

Quality berpengaruh positif dan signifikan terhadap Customer Trust serta 

Brand Image, Service Quality, dan Customer Trust berpengaruh positif dan 

signifikan terhadap Purchase Intention. 

 

Kata Kunci: Brand Image, Service Quality, Customer Trust, Purchase 

Intention 
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THE INFLUENCE OF BRAND IMAGE AND SERVICE QUALITY 

TOWARDS CUSTOMER TRUST AND PURCHASE 

INTENTION TO OPPO SMARTPHONE 

PRODUCT IN SURABAYA 

 

 

ABSTRACT 

 

The use of smartphone technology today has become one part of the 

life of the people of Indonesia. Various major smartphone vendors 

including OPPO see enormous opportunities in the Indonesian market and 

competing for consumers. OPPO proved successful in conducting various 

strategies related Brand Image, Service Quality, Customer Trust, dan 

Purchase Intention. 

This research aims to determine the influence of Brand Image and 

Service Quality to Customer Trust and Purchase Intention on OPPO 

smartphone product in Surabaya. This research uses causal research. 

Method of sample selection using non-probability sampling and using 

judgemental sampling technique. The sample used was 150 respondents 

which is a smartphone consumer in Surabaya. Data were analyzed using 

multiple linear regression using SPSS 23 program. 

The results showed that Brand Image and Service Quality have 

positive effect and significant influence Customer Trust, and Brand Image, 

Service Quality, and Customer Trust have positive effect and significant 

influence Purchase Intention. 

 

Keyword: Brand Image, Service Quality, Customer Trust, Purchase 

Intention 

 


