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ABSTRAKSI

Penelitian ini bertujuan untuk menganalisis pengaruh resonansi merek, kepercayaan merek dan
keputusan pembelian terhadap emotional branding produk sepatu Ventela pada Mahasiswa
Universitas Muria Kudus. Teknik pengambilan sampel dalam penelitian ini menggunakan teknik
purposive sampling dengan sampel sejumlah 130 sampel. Pengumpulan data yang digunakan pada
penelitian ini adalah metode kuesioner. Uji Instrumen menggunakan uji validitas, uji reliabilitas,
dan uji normalitas. Analisis data yang digunakan (SEM) Structual Equatuion Modeling yang di
operasikan melalui program AMOS 24. Hasil penelitian menunjukkan bahwa resonansi merek
berpengaruh positif secara signifikan terhadap keputusan pembelian, kepercayaan merek
berpengaruh positif secara signifikan terhadap keputusan pembelian, resonansi merek berpengaruh
positif secara signifikan terhadap emotional branding, kepercayaan merek berpengaruh positif
secara signifikan terhadap emotional branding, emotional branding berpengaruh positif secara
signifikan terhadap keputusan pembelian. Emotional Branding tidak mampu menjadi variabel
intervening antara resonansi merek terhadap keputusan pembelian dan emotional branding tidak
mampu menjadi variabel intervening antara kepercayaan merek terhadap keputusan pembelian.

Kata Kunci : Resonansi Merek, Kepercayaan Merek, Keputusan Pembelian, Emotional
Branding



THE INFLUENCE OF BRAND RESONANCE AND BRAND TRUST ON
THE DECISION TO PURCHASE VENTELA PRODUCTS WITH
EMOTIONAL BRANDING AS AN INTERVENING VARIABLE (STUDY ON
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ABSTRACT

This research aims to analyze the influence of brand resonance, brand trust and purchasing
decisions on the emotional branding of Ventela shoe products among Muria Kudus University
students. The sampling technique in this research used a purposive sampling technique with a
sample of 130 samples. The data collection used in this research was a questionnaire method.
Instrument testing uses validity tests, reliability tests and normality tests. Analysis of the data used
(SEM) Structual Equatuion Modeling which is operated through the AMOS 24 program. The results
of the research show that brand resonance has a significant positive effect on purchasing decisions,
brand trust has a significant positive effect on purchasing decisions, brand resonance has a
significant positive effect on emotional branding, brand trust has a significant positive effect on
emotional branding, emotional branding has a significant positive effect on purchasing decisions.
Emotional Branding is not able to be an intervening variable between brand resonance on
purchasing decisions and emotional branding is not able to be an intervening variable between
brand trust and purchasing decisions.

Keywords: Brand Resonance, Brand Trust, Purchasing Decisions, Emotional Branding
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