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ABSTRAK

Penelitian ini bertujuan untuk menganalisis engaruh brand image dan kualitas
produk terhadap keputusan pembelian melalui brand trust sebagai variabel
intervening pada konsumen oli Shell di Kabupaten Kebumen. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode survei terhadap 100
responden yang merupakan konsumen oli Shell di Kabupaten Kebumen. Data
dikumpulkan melalui kuesioner dan dianalisis menggunakan Structural Equation
Modeling-Partial Least Square (SEM-PLS). Hasil penelitian menunjukkan bahwa
brand image dan kualitas produk berpengaruh positif dan signifikan terhadap brand
trust maupun keputusan pembelian, sedangkan brand trust juga berpengaruh positif
dan signifikan terhadap keputusan pembelian. Selain itu, brand trust terbukti
mampu memediasi pengaruh brand image dan kualitas produk terhadap keputusan
pembelian. Temuan ini menunjukkan bahwa peningkatan citra merek, kualitas
produk, dan kepercayaan merek dapat meningkatkan keputusan pembelian
konsumen terhadap oli Shell di Kabupaten Kebumen.

Kata Kunci: Brand Image, Kualitas Produk, Brand Trust, Keputusan Pembelian,
Oli Shell.
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ABSTRACT

This study aims to analyze the effect of brand image and product quality on
purchase decisions through brand trust as an intervening variable among Shell
lubricant consumers in Kebumen Regency. This research employed a quantitative
survey method involving 100 respondents who were Shell lubricant consumers in
Kebumen Regency. Data were collected using questionnaires and analyzed with
Structural Equation Modeling-Partial Least Square (SEM-PLS). The results
revealed that brand image and product quality have a positive and significant effect
on brand trust and purchase decisions, while brand trust also has a positive and
significant effect on purchase decisions. Furthermore, brand trust mediates the
relationship between brand image and product quality and purchase decisions.
These findings indicate that improving brand image, product quality, and brand
trust can enhance consumers' purchase decisions for Shell lubricants in Kebumen
Regency.

Keywords: Brand Image, Product Quality, Brand Trust, Purchase Decision, Shell
Lubricant.
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