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ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui pengaruh brand image, brand awareness
dan brand trust terhadap minat beli produk mie instan Lemonilo dengan brand
loyalty sebagai variabel intervening (studi kasus pada Mahasiswa Manajemen FEB
UMK). Populasi dalam penelitian ini adalah Mahasiswa Manajemen S1 semester
gasal 2022/2023 Fakultas Ekonomi dan Bisnis Universitas Muria Kudus, dengan
teknik pengambilan sampel menggunakan non probability sampling yaitu
purposive sampling dengan jumlah sampel sebanyak 180 responden. Dlam
penelitian ini mengunakan pendekatan kuantitatif dengan data primer yang
bersumber dari jawaban responden melalui kuesioner. Teknik analisis data
menggunakan SEM AMOS 24. Hasil penelitian menunjukan bahwa : (1) terdapat
pengaruh positif dan signifikan brand image terhadap minat beli, (2) terdapat
pengaruh positif dan signifikan brand awareness terhadap minat beli, (3) terdapat
pengaruh positif dan signifikan brand trust terhadap minat beli, (4) terdapat
pengaruh positif dan signifikan brand image terhadap brand loyalty, (5) terdapat
pengaruh positif dan signifikan brand awareness terhadap brand loyalty, (6)
terdapat pengaruh negatif dan tidak signifikan brand trust terhadap brand loyalty,
(7) terdapat pengaruh positif dan signfikan minat beli terhadap brand loyalty.

Kata Kunci : Brand Image, Brand Awareness, Brand Trust, Minat Beli, Brand

Loyalty
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THE INFLUENCE OF BRAND IMAGE, BRAND AWARENESS, AND
BRAND TRUST ON BUYING INTEREST IN LEMONILO INSTANT
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PROGRAM
ABSTRACT

This study aims to determine the effect of brand iamge, brand awareness and brand
trust on buying interest in Lemonilo instant noodle product with brand loyalty as
an intervening variable (case study on Management Students of FEB UMK). The
population in this study were Management Students S1 add semester 2022/2023
Faculty Muria Kudus Univercity of Economics and Business. With a sampling
techique using non-probability sampling, namely purposive sampling with a total
sample of 180 respondent. In this study using a quantitative approach with primary
data sourced from respondent’s answers through questionnaires data analysis
techniques using SEM AMOS 24. The result showed that (1) there is a positive and
significant in influence of brand image on purchase intention, (2) there is a positive
and significant influence signficant brand awareness on purchase intention, (3)
there is a positive and significant influence of brand trust on purchase intention,
(4) there is a postitve and significant influence of brand image on brand loyalty, (5)
there is a positive and significant influence influence of brand awareness on brand
loyalty, (6) there is a negative and not significant effect of brand trust on brand
loyalty, (7) there is a positive and significant influence on buying interest on brand
loyalty.

Keyword : Brand Image, Brand Awareness, Brand Trust, Purchase Intention,

Brand Loyalty
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