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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menguji fenomena kenaikan dan penurunan 

penjualan pada bedak tabur PIXY. Hal tersebut berkebalikan dengan fakta bahwa 

bedak tabur PIXY memperoleh Top Brand Awards tahun 2018-2021. Penelitian ini 

menggunakan variabel Brand image, Perceived quality, Perceived price, Brand 

trust dan Brand reputation untuk mengetahui hubungan variabel-variabel tersebut 

terhadap Minat beli bedak tabur PIXY. Populasi yang digunakan dalam penelitian 

ini adalah pengguna bedak tabur PIXY yang berdomisili di Kota Kudus. Sampel 

menggunakan 100 responden dengan teknik pengambilan purposive sampling. 

Analisis data yang digunakan adalah uji linier regresi berganda melalui program 

SPSS versi 23. Hasil penelitian menunjukkan bahwa Brand image dan Perceived 

quality berpengaruh positif signifikan terhadap Minat beli. Namun pada variabel 

Perceived price, Brand trust dan Brand reputation tidak berpengaruh terhadap 

Minat beli. 

 

Kata kunci : brand image, perceived quality, perceived price, brand trust, brand 

reputation, minat beli. 
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ABSTRACT 

 

This research aims to test the phenomenon of PIXY product fluctuations. That is in 

contrast to the fact that PIXY gained Top Brand Awards in 2018-2021. This study 

uses Brand image variables, Perceived quality, Perceived price, Brand trust and 

Brand reputation to determine the relationship of these variables to the Purchase 

intention of PIXY product. The populations used in this research is people who used 

PIXY product in Kudus City. The sample used 100 respondents with sampling 

techniq using purposive sampling. This research used multiple linier regression 

analysis test through the SPSS version 23 program. The results showed that Brand 

image and Perceived quality have a significant positive effect on Purchase 

intention. However, Perceived price, Brand trust, and Brand reputation have no 

effect on Purchase intention. 

 

Keywords: brand image, perceived quality, perceived price, brand trust, brand 

reputation, purchase intention. 
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