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ABSTRAKSI 

Penelitian ini dilakukan untuk mengetahui pengaruh brand trust, perveived 

quality dan brand equity terhadap keputusan pembelian smartphone xiaomi. 

Metode purposive sampling dengan jumlah responden 105 responden konsumen 

produk smartphone xiaomi di kabupaten kebumen. Teknik analisis data yang 

digunakan adalah regesi linier berganda, uji t, uji F, dan koefesien determinasi. 

Teknik analisa yang digunakan menggunakan program SPSS 25 for windows. Dari 

hasil penelitian dapat diketahui bahwa brand trust berpengaruh negatif secara 

parsial terhadap keputusan pembelian. Dan perceived quality dan brand equity 

berpengaruh secara parsial terhadap keputusan pembelian. Hasil uji simultan 

variabel brand trust, perceived quality dan brand equity berpengaruh signifikan 

secara bersama-sama terhadap keputusan pembelian. Hasil pengujian koefisien 

determinasi menunjukan bahwa nilai Adjusted R Square sebesar 0,729 atau 72,9%. 

Artinya, variabel keputusan pembelian dapat dipengaruhi oleh brand trust, 

perceived quality dan brand equity sebesar 72,9%, sedangkan sisanya yaitu 27.1% 

dipengaruhi oleh variabel lain di luar model. 
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ABSTRACTION 

This research was conducted to determine the effect of brand trust, perveived 

quality and brand equity on purchasing decisions for Xiaomi smartphones. 

Purposive sampling method with a total of 105 respondents who are consumers of 

xiaomi smartphone products in Kebumen district. The data analysis technique used 

is multiple linear regression, t test, F test, and the coefficient of determination. The 

analysis technique used is the SPSS 25 for windows program. From the results of 

the study it can be seen that brand trust does have a partial effect negative on 

purchasing decisions. And perceived quality and brand equity have a partial effect 

on purchasing decisions. The results of the simultaneous test of brand trust, 

perceived quality and brand equity variables have a significant effect on purchasing 

decisions together. The test results for the coefficient of determination show that 

the Adjusted R Square value is 0.729 or 72.9%. That is, the purchase decision 

variable can be influenced by brand trust, perceived quality and brand equity of 

72.9%, while the remaining 27.1% is influenced by other variables outside the 

model. 
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