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UNIVERSITAS MURIA KUDUS 

FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN 

 
Penelitian ini bertujuan untuk menganalisis pengaruh kesadaran merek, 

asosiasi merek dan persepsi kualitas terhadap keputusan pembelian melalui 

kepercayaan merek Batik Muria Kudus. Variabel yang diajukan adalah tiga 

variabel bebas dan dua variabel terikat. Kesadaran merek, asosiasi merek dan 

persepsi kualitas sebagai variabel bebas dan sedangkan keputusan pembelian dan  

kepercayaan merek sebagai variabel terikat. 

Penelitian ini merupakan penelitian deskriptif kuantitatif pada konsumen 

Batik Muria Kudus dan dianalisis dengan SEM. Tahap pertama menguji validitas 

dan reliabilitas pernyataan setiap variabel. Tahap kedua, menguji pengaruh 

kesadaran merek, asosiasi merek dan persepsi kualitas terhadap keputusan 

pembelian melalui kepercayaan merek Batik Muria Kudus. 

Hasil penelitian menunjukkan bahwa kesadaran merek, asosiasi merek dan 

persepsi kualitas terbukti memiliki pengaruh yang positif dan signifikan terhadap 

keputusan pembelian melalui kepercayaan merek Batik Muria Kudus. 

 

Kata kunci : kesadaran merek, asosiasi merek, persepsi kualitas, keputusan 

pembelian, kepercayaan merek   
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 This study aims to analyze the influence of brand awareness, brand 

association and perceived quality of purchasing decisions through the brand 

trust of Batik Muria Kudus. The proposed variables are three independent 

variables and two dependent variables. Brand awareness, brand association 

and perceived quality are independent variables and purchasing decisions and 

brand trust are dependent variables. 

This research is a quantitative descriptive study on consumers of Batik 

Muria Kudus and analyzed with SEM. The first stage tests the validity and 

reliability of statements of each variable. The second stage, examines the effect 

of brand awareness, brand associations and perceived quality on purchasing 

decisions through the brand trust of Batik Muria Kudus. 

The results showed that brand awareness, brand association and perceived 

quality were proven to have a positive and significant influence on purchasing 

decisions through the brand trust of Batik Muria Kudus. 

 

 

Keywords: brand awareness, brand association, perceived quality, purchasing 

decisions, brand trust 
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