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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh parsial dan simultan brand 

awareness, brand image, dan brand trust terhadap minat pembelian pada produk 

MS Glow di Kabupaten Pati. Metode yang digunakan ialah deskriptif kuantitatif. 

Sampel yang digunakan dalam penelitian adalah 139 responden yang dipilih 

menggunakan teknik metode purposive sampling. Data dianalisis menggunakan 

analisis regresi linear berganda. Hasil yang diperoleh ialah brand awareness, 

brand image, dan brand trust berpengaruh positif dan signifikan terhadap minat 

pembelian pada produk MS Glow di Kabupaten Pati, baik secara parsial maupun 

simultan. 

Kata-Kata Kunci:brand awareness, brand image, brand trust, minat pembelian 
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ABSTRACT 

This study aims to analyze the partial and simultaneous effects of brand 

awareness, brand image, and brand trust on purchase intention of MS Glow 

products in Pati Regency. The method used is descriptive quantitative. The sample 

used in the study was 139 respondents who were selected using the purposive 

sampling method. Data were analyzed using multiple linear regression analysis. 

The results obtained are brand awareness, brand image, and brand trust that 

have a positive and significant effect on purchase intention for MS Glow products 

in Pati Regency, both partially and simultaneously. 
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