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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Awareness dan Brand 

Image terhadap Purchase Decision, melalui Brand Trust sebagai variabel 

intervening, pada konsumen produk Eiger di Kabupaten Kebumen. Penelitian ini 

menggunakan pendekatan kuantitatif dengan menyebarkan kuesioner kepada 100 

responden yang pernah membeli dan menggunakan produk Eiger di Kabupaten 

Kebumen. Teknik pengambilan sampel yang digunakan adalah purposive sampling. 

Data dianalisis menggunakan uji validitas, uji reliabilitas, uji asumsi klasik 

(normalitas, multikolinearitas, dan heteroskedastisitas), analisis korelasi, analisis 

jalur (path analysis), serta uji Sobel dengan bantuan program SPSS versi 22. Hasil 

penelitian menunjukkan bahwa: Brand Awareness berpengaruh positif dan 

signifikan terhadap Brand Trust. Brand Image berpengaruh positif dan signifikan 

terhadap Brand Trust. Brand Awareness berpengaruh positif dan signifikan 

terhadap Purchase Decision. Brand Image berpengaruh positif dan signifikan 

terhadap Purchase Decision. Brand Trust berpengaruh positif dan signifikan 

terhadap Purchase Decision. Brand Trust berperan sebagai variabel mediasi dalam 

pengaruh Brand Awareness terhadap Purchase Decision. Selain itu, Brand Trust 

juga berperan sebagai variabel mediasi dalam pengaruh Brand Image terhadap 

Purchase Decision. 

 

Kata kunci: brand awareness, brand image, brand trust, purchase decision, Eiger 

Kabupaten Kebumen. 
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ABSTRACT 

This study aims to analyze the influence of Brand Awareness and Brand Image on 

Purchase Decision, with Brand Trust as an intervening variable, among consumers 

of Eiger products in Kebumen Regency. This study employed a quantitative 

research approach by distributing questionnaires to 100 respondents who had 

purchased and used Eiger products in Kebumen Regency. The sampling technique 

used was purposive sampling. The data were analyzed using validity tests, 

reliability tests, classical assumption tests (normality, multicollinearity, and 

heteroscedasticity), correlation analysis, path analysis, and the Sobel test with the 

assistance of SPSS version 22. The results of this study indicate that Brand 

Awareness has a positive and significant effect on Brand Trust. Brand Image has a 

positive and significant effect on Brand Trust. Brand Awareness has a positive and 

significant effect on Purchase Decision. Brand Image has a positive and significant 

effect on Purchase Decision. Brand Trust has a positive and significant effect on 

Purchase Decision. Brand Trust mediates the relationship between Brand 

Awareness and Purchase Decision. Furthermore, Brand Trust also mediates the 

relationship between Brand Image and Purchase Decision.  

 

Keywords: brand awareness, brand image, brand trust, purchase decision, Eiger 

Kebumen Regency. 
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