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ABSTRAK

Mohamad Ridho Rohman. 20220510262. Pengaruh Citra Merek, Brand Trust
dan Electronic Word Of Mouth terhadap Keputusan Pembelian Aqua (Survei
pada Konsumen Aqua di Kabupaten Kuningan). Program Studi Manajemen,
Fakultas Ekonomi dan Bisnis, Universitas Kuningan. Dibimbing oleh
Pembimbing I: Dr. Rina Masruroh, S.E., M.E.Sy., Pembimbing II: Wely Hadi
Gunawan, S.E., M.M.

Tujuan penelitian ini yaitu untuk mengetahui pengaruh citra merek, brand trust, dan
electronic word of mouth terhadap keputusan pembelian aqua (survei pada
konsumen aqua di Kabupaten Kuningan). Jenis penelitian ini yaitu penelitian
deskriptif kuantitatif. Populasi penelitian ini adalah konsumen aqua di Kabupaten
Kuningan dengan jumlah sampel 180 orang. Teknik pengumpulan data
menggunakan kuesioner dengan skala interval 1-10. Analisis data menggunakan
analisis regresi linier berganda dengan bantuan program IBM SPSS 25. Hasil dari
penelitian ini menunjukkan bahwa citra merek, brand trust, dan electronic word of
mouth secara simultan berpengaruh positif dan signifikan terhadap keputusan
pembelian. Citra merek secara parsial berpengaruh positif dan signifikan terhadap
keputusan pembelian, brand trust secara parsial berpengaruh positif dan signifikan
terhadap keputusan pembelian, electronic word of mouth secara parsial berpengaruh
positif dan signifikan terhadap keputusan pembelian.

Kata Kunci: Citra Merek, Brand Trust, Electronic Word Of Mouth, dan Keputusan
Pembelian.



ABSTRACT

Mohamad Ridho Rohman. 20220510262. The Influence of Brand Image, Brand
Trust, and Electronic Word of Mouth on Aqua Purchasing Decisions (Survey of
Aqua Consumers in Kuningan Regency). Management Study Program, Faculty
of Economics and Business, Kuningan University. Supervised by Supervisor I:
Dr. Rina Masruroh, S.E., M.E.Sy., Supervisor 1I: Wely Hadi Gunawan, S.E.,
M.M.

The purpose of this study was to determine the influence of brand image, brand
trust, and electronic word of mouth on AQUA purchasing decisions (a survey of
Aqua consumers in Kuningan Regency). This research was a quantitative
descriptive study. The population of this study consisted of Aqua consumers in
Kuningan Regency, with a sample size of 180 respondents. Data collection was
conducted using a questionnaire with an interval scale of 1-10. Data analysis
employed multiple linear regression analysis with the assistance of IBM SPSS
Statistics 25. The results of this study indicated that brand image, brand trust, and
electronic word of mouth simultaneously had a positive and significant influence on
purchasing decisions. Brand image partially had a positive and significant effect
on purchasing decisions, brand trust partially had a positive and significant effect
on purchasing decisions, and electronic word of mouth partially had a positive and
significant effect on purchasing decisions.

Keywords: Brand Image, Brand Trust, Electronic Word of Mouth, and Purchasing
Decisions.
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