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ABSTRAK

Brand image dapat mempengaruh rasa percaya diri terhadap mengambil sebuah
keputusan untuk membeli atau memilih suatu produk atau jasa dalam suatu merek tertentu.
Perceived quality dan brand trust yang tinggi juga dapat mendukung pekembangan suatu produk
dengan didukung oleh konsumen. Penelitian ini bertujuan untuk meneliti pengaruh hubungan
brand image, dan perceived quality terhadap purchase decision melalui brand trust. Dengan hal
tersebut diharapkan pihak The Executive lebih memperhatikan brand image perceived quality
dan brand trust sebab dengan memperhatikan ketiga bagian tersebut akan mempengaruhi
purchase decision pada konsumen The Executive di Surabaya. Selain itu The Executive juga
diharapkan lebih memperhatikan pesaing untuk meningkatkan keunggulan dan untuk
memperkembangkan produk The Executive.

Sampel yang digunakan sebanyak 150 orang pada konsumen The Executive di Surabaya.
Data dikumpulkan dengan menggunakan kuesioner. Teknik analisis data yang digunakan yaitu
Structural Equation Model (SEM). Hasil penelitian ini menunjukan bahwa Brand Image
perceived quality, Brand Trust berpengaruh signifikan terhadap purchase decision. Hal tersebut
membuktikan bahwa konsumen The Executive di Surabaya sangat memperhatikan merek suatu
produk atau jasa.

Diharapkan penelitian selanjutnya dapat meneliti variabel-variabel lain yang mungkin
juga dapat dipengaruhi oleh brand trust seperti niat beli ulang, word of mouth, dan lain
sebagainya. Perlu dipertimbangkan agar penelitian selanjutnya dapat menggunakan model
penelitian yang telah digunakan dalam penelitian ini serta menggunakan indikator yang
digunakan untuk mengukur variabel yang ada dalam penelitian ini, akan tetapi menggunakan
obyek penelitian pelanggan perusahaan lain baik pesaing maupun perusahaan pada bidang
lainnya.

Kata Kunci :Brand Image ; Perceived Quality ; Brand Trust ; Purchase Decision.
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ABSTRACT

Brand image can influence confidence in taking a decision to buy or choose a product

or service in a particular brand. High quality perceived and brand trust can also support the
development of a product supported by consumers. This study aims to examine the effect of
brand image, and perceived quality relationships on purchase decision through brand trust .
In the midst of this, the Executive is expected to pay more attention to perceived quality and
brand trust because the three parts will affect purchase decisions to consumers of The Executive
in Surabaya. In addition, the Executive is also expected to pay more attention to competitors to
improve excellence and to develop Executive products.

The sample used as many as 150 people at the Executive consumers in Surabaya. Data
was collected using a questionnaire. The data analysis technique used is the Structural Equation
Model (SEM). The results of this study indicate that Brand Image perceived quality, Brand Trust
has a significant effect on the purchase decision. This proves that The Executive consumers in
Surabaya are very concerned about the brand of a product or service.

It is expected that further research can examine other variables that might also be
influenced by brand trust such as repurchase intention, word of mouth, and so forth. It needs to
be considered so that further research can use the research model that has been used in this study
and use indicators that are used to measure the variables present in this study, but use the object
of customer research in other companies both competitors and companies in other fields.

Keywords: Brand Image; Perceived Quality; Brand Trust; Purchase Decision.
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