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antara kepercayaa
penikmat kopi.

Solo dengan rentang usia a
coffee shop minimal satu | 3
_ a dengan reliabilitas 0,891, skala citra
merek berdasarkan aspek darl Aaker da er (dalam Assyura) dengan reliabilitas
0,904, dan skala kepercayaan konsumen berdasarkan aspek dari Mayers dengan
reliabilitas 0,771. Data yang diperoleh dianalisis menggunakan teknik analisis regresi
berganda.

Hasil penelitian menunjukkan bahwa ada hubungan yang positif dan signifikan antara
citra merek, kepercayaan konsumen, dan pengambilan keputusan pembelian dengan
koefisien korelasi sebesar R=0,736; p=0,000 (p<0,05). Secara parsial, ada hubungan yang
signifikan antara citra merek dan pengambilan keputusan pembelian dengan nilai
signifikansi 0,000 (p<0,05), namun tidak ada hubungan yang signifikan antara
kepercayaan konsumen dengan pengambilan keputusan pembelian karena nilai
signifikansi 0,318 (p>0,05). Sumbangan efektif variabel citra merek dan kepercayaan
konsumen atas pengambilan keputusan pembelian sebesar 54,2%. Besar sumbangan
relatif citra merek terhadap pengambilan keputusan pembelian sebesar 47,65% dan
sumbangan relatif kepercayaan konsumen terhadap pengambilan keputusan pembelian
sebesar 52,35%.

Kata kunci: pengambilan keputusan pembelian, citra merek, kepercayan konsumen.
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THE RELATIONSHIP BETWEEN BRAND IMAGE AND CONSUMER
TRUST WITH CONSUMER PURCHASE DECISION ON COFFEE
CONNOISSEUR IN YELLOW TRUCK COFFEE SOLO

Ayu Nur Rahmawati
G0112024
Department of Psychology, Faculty of Medical
Sebelas Maret University

Consumer purchiase deCISIOI‘I IS the result of‘¢onsumer’s evaluation in the

image and :
relationship e iime i €k, purchase decision, and

e incidental sampling
ellow Truck Coffee
old®who have ever made a
. This study used scale of
aspec , 0,891 reliability, scale of
brand image aspects of Aaker agg er (i ra) with 0,904 reliability, and
scale of consumer trust aspects of Mayers with 0,771 reliability. Data obtained in
this research were analyzed by using double-regression analysis.

The results showed that there is a positive and significant correlation
between brand image, consumer trust, and consumer purchase decision with R =
0,736; p = 0,000 (p < 0,05) correlation coefficient. Partially, there is a significant
correlation between brand image and consumer purchase decision with a
significance value of 0,000 (p < 0,05), but there is no significant correlation
between consumer trust and consumer purchase decision because of a significance
value is 0,318 (p < 0,05). The contribution of the brand image and consumer trust
are 54,2% on consumer purchase decision. The relative contribution of brand
image is 47,65% to consumer purchase decision while the relative contribution of
consumer trust is 52,35% to consumer purchase decision.

Keywords: consumer purchase decision, brand image, consumer trust.
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