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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis pengaruh brand trust dan
perceived quality terhadap keputusan pembelian melalui minat beli sebagai
variabel intervening (Studi kasus konsumen Mie Sedaap di Kabupaten Kudus).
Dimana variable eksogen, endogen serta intervening yaitu brand trust dan
perceived quality sebagai variable eksogen sedangkan keputusan pembelian
sebagai variable endogen serta minat beli sebagai variable intervening. Jumlah
sampel dalam penelitian ini adalah 135 responden. Metode pengambilan sampel
adalah purposive sampling. Dalam penelitian ini menggunakan analisis SEM
AMOS 24. Hasil dari penelitian ini menunjukkan bahwa brand trust berpengaruh
negatif dan tidak signifikan terhadap minat beli, perceived quality berpengaruh
positif dan signifikan terhadap minat beli, brand trust berpengaruh negatif dan
tidak signifikan terhadap keputusan pembelian, perceived quality berpengaruh
negatif dan tidak signifikan terhadap keputusan pembelian, serta Minat beli
berpengaruh positif dan signifikan terhadap keputusan pembelian.

Kata kunci : brand trust, perceived quality, minat beli dan keputusan pembelian.
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ABSTRACT

This study aims to analyze the effect of brand trust and perceived
quality on purchasing decisions through purchase intention as an intervening
variable (Case study of Mie Sedaap consumers in Kudus Regency). Where the
exogenous, endogenous and intervening variables are brand trust and perceived
quality as exogenous variables, while purchasing decisions are endogenous
variables and purchase intention is the intervening variable. The number of
samples in this study were 135 respondents. The sampling method is purposive
sampling. In this study using SEM AMOS 24 analysis. The results of this study
indicate that brand trust has a negative and insignificant effect on purchase
intention, perceived quality has a positive and significant effect on purchase
intention, brand trust has a negative and insignificant effect on purchasing
decisions, perceived quality has an effect negative and insignificant on
purchasing decisions, and purchase intention has a positive and significant effect
on purchasing decisions.

Keywords : brand trust, perceived quality, purchase interest and purchase
decisions.
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