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ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui pengaruh perceived quality dan 

brand image terhadap keputusan pembelian dengan brand trust sebagai variabel 

inttervening pada produk Emina (studi pada pengguna produk Emina di Kudus). 

Jenis penelitian ini adalah penelitian kuantitatif dan data yang digunakan yaitu 

data primer. pengambilan sampel menggunakan teknik purposive sampling 

dengan jumlah sampel 110 responden. Analisis data menggunakan AMOS 24. 

Hasil penelitian menunjukkan bahwa perceived quality dan brand image 

berpengaruh positif dan signifikan terhadap brand trust. Perceived quality dan 

brand trust berpengaruh positif dan signifikan terhadap keputusan pembelian. 

Brand image tidak berpengaruh terhadap keputusan pembelian. Hasil uji mediasi 

menunjukkan bahwa brand trust memediasi secara parsial hubungan antara 

perceived quality dengan keputusan pembelian. Brand trust menjadi full mediasi 

hubungan antara brand image dengan keputusan pembelian.   

 

Kata Kunci : Perceived Quality, Brand Image, Keputusan Pembelian, Brand 

Trust 
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ABSTRACT 
 

This study aims to determine the effect of perceived quality and brand image 

on purchasing decisions with brand trust as an intervening variable on Emina 

products (study on Emina product users in Kudus). This type of research is 

quantitative research and the data used is primary data. sampling using purposive 

sampling technique with a sample size of 110 respondents. The results showed 

that perceived quality and brand image have a positive and significant effect on 

brand trust. Perceived quality and brand trust have a positive and significant 

effect on purchasing decisions. Brand image has no effect on purchasing 

decisions. The mediation test results show that brand trust partially mediates the 

relationship between perceived quality and purchasing decisions. Brand trust 

fully mediates the relationship between brand image and purchasing decisions. 
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