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ABSTRAK

Penelitian ini bertujuan buat menganalisa akibat kepercayan merek serta
pandangan merek kepada ketetapan pembelian air minum bungkusan le minerale
oleh publik Jakarta Timur. Kerangka belakang penelitian ini dilandasi oleh
kejadian kompetisi di pasar air minum bungkusan di mana merek Aqua sedang
mendiami tingkatan pertama sebagai atasan pasar. Cara yang dipakai dalam riset
ini merupakan cara kuantitatif dengan memakai kuesioner digabungkan melewati
angket yang disebarkan pada 100 responden di publik Jakarta Timur.

Hasil penelitian membuktikan kalau kepercayaan merek (X1) serta citra merek
(X2) mempunyai akibat positif serta penting kepada keputusan pembelian ().
Hasil uji statistik F membuktikan kalau ada akibat positif serta penting antara
faktor kepercayaan merek (X1) serta citra merek (X2) kepada keputusan
pembelian air minum bungkusan le minerale berlandaskan hasil analisa koefisien
regresi, percobaan F membuktikan kalau faktor kepercayaan merek serta
pandangan merek mempunyai akibat penting kepada ketetapan pembelian.
Koefisien kepercayaan merek sebesar 0.457 dengan angka t sebesar 4.411 serta
signifikansi 0.000, dan koefisien pandangan merek sebesar 0.636 dengan angka t
sebesar 9.462 serta signifikansi 0.000, membawa alamat kalau keduanya
berkontribusi positif serta penting dalam mempengaruhi keputusan pembelian.

Kata kunci : Kepercayaan Merek, Citra Merek dan Keputusan Pembelian



ABSTRACT

This research aims to analyze the impact of brand trust and brand image on
the decision to purchase Le Minerale packaged drinking water by the East
Jakarta public. The framework behind this research is based on competition
events in the packaged drinking water market where the Aqua brand is currently
occupying the first level as the market leader. The method used in this research is
a quantitative method using questionnaires combined with questionnaires
distributed to 100 respondents in the East Jakarta public.

The research results prove that brand trust (X1) and brand image (X2) have a
positive and important impact on purchasing decisions (Y). The results of the F
statistical test prove that there is a positive and important effect between brand
trust factors (X1) and brand image (X2) on the decision to purchase Le Minerale
packaged drinking water. Based on the results of the regression coefficient
analysis, the F experiment proves that the brand trust factor and brand view have
an important effect on purchasing decisions. The brand trust coefficient is 0.457
with a t number of 4.411 and a significance of 0.000, and the brand view
coefficient is 0.636 with a t number of 9.462 and a significance of 0.000,
indicating that both contribute positively and are important in influencing
purchasing decisions.

Keywords : Brand Trust, Brand Image and Purchase Decision
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