
Vol. 13, No. 2, Juli 2019
Hal. 111-124

BRAND TRUST, BRAND 
PREFERENCE INTENTION TO BUY

E-mail: susiyono@gmail.com

Tahun 2007

ABSTRACT

This research examines the effect of service quality 

-

research uses a questionnaire with a Likert scale 1 to 

-

affect the intention to buy.

Keywords -

intention to buy

PENDAHULUAN

-

feedback intention 
to buy

outlet

-
gan atau outlet et al. 

-
nakan variabel brand preference  brand trust. Brand 
preference  Brand trust 

brand preference  brand trust yang 
semakin tinggi akan menimbulkan niat untuk membeli 

MATERI DAN METODE PENELITIAN



-

Nguyen et al

et al

et al
et al. 

-
servqual

tangible

reliability) 

-
responsiveness) meru-

assurance

-

empathy

-

-
-

et al
brand 

trust 

-

brand 
trust 

-

intention to buy) merek tersebut 
kembali.

brand pref-
erence

brand preference 

-

packaging

-



-

Intention to buy 
Intention 

to buy 

intention to buy 

-
et al.

et al

et al
intention to buy

et 
al -

-
Intention 

to buy 

-

et al., 

-

Nguyen et al -

et al. 

servqual
yaitu Tangible, Reliability, Responsiveness, Assurance, 

Empathy
brand trust 

manfaat.
 Tangible 

-

tangible 
Reliabil-

ity 

reliability -
Responsiveness 

-

Assurance 

-

-
Empathy 

et al

-



brand trust) 
et al

brand trust

H1a:  Tangible brand 
trust

H1b:  Reliability brand 
trust

:  Responsiveness
brand trust

H1d:  Assurance brand 
trust

H1e:  Empathy brand 
trust

 

et al

et al
brand preference

-

 Tangible -

tangible -
Reliability 

reli-
ability 

Responsiveness 

-
 responsive-

ness  Assurance 

-
-
-

gan meningkat. Empathy 

brand preference 

-

packaging

-

brand prefer-
ence

et al

H2a: Tangible brand 
preference

H2b: Reliability brand 
preference

: Responsiveness
brand preference

H2d: Assurance brand 
preference

H2e: Empathy brand 
preference

 

-

-

et al

-

 brand trust 

-



intention to buy) merek 
tersebut kembali. 

et al -
intention to buy

intention to buy
-

et al. 
-

et al. 
brand trust) 

-

H3:  Brand trust inten-
tion to buy

 

Brand preference yang meningkat 

-
brand 

preference

Intention to 
buy 

et al., 
brand prefer-

ence -

-
et al. 

et al. 
brand preference 

-

intention to buy
tinggi brand preference intention 
to buy.
H4:  Brand preference 

intention to buy

-

-

purposive sampling -

selama setahun.
-

Likert
-

-

servqual) yaitu tangible reliability responsiveness, 
assurance empathy



et al
intention to buy 

et al -
gunakan variabel intervening

brand trust 
brand preference 

 et al
intervening 

factor analysis
loading factor 

-

cronbach alpha

alat statistika yaitu Analysis of Movement Structure 

-
tan hubungan antara multiple 

multiple 

HASIL PENELITIAN

-
-

-

-

 -

Likert 

Tabel 1

301 100%

Tabel 2

59

301 100%



mean seluruh variabel memiliki 

brand preference  brand 
trust intention to buy 

Factor Analysis
loading factor 

Tabel 3

Var T REL RES AS E BP BT ITB
T 1

1
1

1
1

1
1

1

                          two tailed)

Tabel 4
Tangible

Item Loading Factor
T1

bermanfaat untuk kami

menarik

Tabel 5
Reliability

Item Loading Factor



Tabel 6
Responsiveness

Loading Factor

Tabel 7
Assurance

Loading Factor

Tabel 8
Empathy

Loading Factor

kebutuhan kami

Tabel 9
Brand Trust

Loading Factor



-
cronbach alpha cronbach alpha

Tabel 10
Brand Preference

Loading Factor

kami

Tabel 11
Intention To Buy

Item Loading Factor

Tabel 12

Variabel Nilai Cronbach Alpha

Tangible Reliable

Reliability Reliable

Responsiveness Reliable

Assurance Reliable

Empathy Reliable

Brand Trust Reliable

Brand Preference Reliable

Intention to Buy Reliable

-



Tabel 13

Standardized
Regression Weights

P-Value

Tangible
brand trust

Reliability
brand trust

Responsiveness
brand trust

Assurance
brand trust

Empathy
brand trust

Tangible
brand preference

Reliability
brand preference

Responsiveness
brand 

preference
Assurance

brand preference



PEMBAHASAN

Tangible 

et al. tangible

tangible -
brand trust

et al

tangible 

keuntungan.
 Reliability -

et al. -
kin tinggi reliability 

-

-

 Responsiveness 

-
et al.

-

-

 Assurance 

et al. assurance 

yang mengutamakan assurance

 Empathy 

et al.
empathy 

empathy 
Empathy 

 Tangible -

et al.
tangible -

-

 Reliability -

et al.
tinggi reliability 

 Responsiveness 
-

et al.



responsiveness brand 
preference -

et al

 Assurance 

et al. assurance 
-

-
assurance.

 Empathy 

et al.
empathy 

-

-
et al -

intention to buy

-
man et al. et al. 

brand trust) 

-
-

et al

intention 
to 

-

et al. 
bahwa brand preference 

-

intention to buy) merek tersebut kembali. 

Intention to 
buy 

et al., 
brand prefer-

ence -

et al. 
Brand preference yang meningkat akan menimbulkan 



SIMPULAN DAN SARAN

servqual Tangible  Reli-
ability  Responsiveness  Assurance  Empathy) 

brand trus brand preference

intention to buy

tangible brand trust
brand preference; 
reliability brand trust 

brand preference
responsiveness 

brand trust brand preference
assurance 

brand trust brand preference
empathy 

brand trust brand preference; 
brand trust 

intention to buy
brand preference 

intention to buy. 

-

servqual -
tangible brand 

trust responsiveness
brand preference -
tahankan reliability responsiveness assurance
empathy

reliability responsiveness assurance empathy 

reliability responsiveness assur-
ance empathy

reli-
ability responsiveness assurance empathy untuk 

-

tangible  reliability assurance
empathy

tangible
-

responsiveness 

-

DAFTAR PUSTAKA

-

International Journal of Market Research, 

-

Total Quality 
Management

Jour-
nal of Marketing Management, 

-

MIS 
Quarterly, 

Model Persamaan Struktural 
Konsep dan Aplikasi dengan Program AMOS 
22

Metodologi 



Penelitian Bisnis

Inter-
national Journal of Research in Finance and 
Marketing (IJRFM), 

Principle of 
Marketing, 15th edition. 

Model Persamaan Struktural 
Teori dan Implementasi.

Australian Journal of Basic 
and Applied Sciences, 

Asian Social 
Science, .

MarketingScience In-
stitute, 

MarketingScience Institute, 

agents. IEEE Internet Computing, 

Research Journal of Social Scienes and 
Management 

Sekaran, Research Methods  for Busines. 

Structural Equation Modeling 

(SEM) Konsep dan Aplikasi dengan AMOS 18. 

iBuss Management, 

Service, Quality & satisfaction

Journal of Economics and Finance, 

23rd

Conference on Economic and Social Develop-
ment – Madrid, 15-16 September 2017.

-
tion. International Journal of Management and 
Marketing Research


