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ABSTRAK

DERI PERMANA. (20220510113). Pengaruh Persepsi Nilai, Citra Merek, dan
Kepercayaan Konsumen terhadap Keputusan Pembelian Sabun Lifebuoy
(Survei Pada Masyarakat Kabupaten Kuningan). Program Studi Manajemen,
Fakultas Ekonomi dan Bisnis, Universitas Kuningan, 2026. Dibimbing oleh Dr.
Hj. Lili Karmela Fitriani, S.E., M.Si. dan Neng Evi Kartika, S.E., M.M.

Penelitian ini bertujuan untuk mengetahui pengaruh persepsi nilai, citra merek, dan
kepercayaan konsumen terhadap keputusan pembelian sabun Lifebuoy pada
masyarakat Kabupaten Kuningan. Metode penelitian yang digunakan adalah
metode survei dengan pendekatan deskriptif dan verifikatif. Sampel dalam
penelitian ini berjumlah 140 responden dengan teknik purposive sampling. Teknik
pengumpulan data menggunakan kuesioner dengan skala interval dan dianalisis
menggunakan regresi linear berganda dengan bantuan IBM SPSS Statistics 26.
Hasil penelitian menunjukkan bahwa persepsi nilai, citra merek, dan kepercayaan
konsumen secara parsial maupun simultan berpengaruh positif dan signifikan
terhadap keputusan pembelian sabun Lifebuoy pada masyarakat Kabupaten
Kuningan.

Kata Kunci: Persepsi Nilai, Citra Merek, Kepercayaan Konsumen, Keputusan
Pembelian.



ABSTRACT

DERI PERMANA. (20220510113). The Influence of Perceived Value, Brand
Image, and Consumer Trust on Purchasing Decisions of Lifebuoy Soap (Survey
on the Community of Kuningan Regency). Management Study Program, Faculty
of Economics and Business, University of Kuningan, 2026. Supervised by Dr. Hj.
Lili Karmela Fitriani, S.E., M.Si. and Neng Evi Kartika, S.E., M.M.

This study aims to determine the influence of perceived value, brand image, and
consumer trust on purchasing decisions of Lifebuoy soap among the people of
Kuningan Regency. The research method used was a survey method with
descriptive and verificative approaches. The sample in this study consisted of 140
respondents selected using purposive sampling technique. Data were collected
through questionnaires using an interval scale and analyzed using multiple linear
regression with the assistance of IBM SPSS Statistics 26. The results showed that
perceived value, brand image, and consumer trust partially and simultaneously had
a positive and significant effect on purchasing decisions of Lifebuoy soap among
the people of Kuningan Regency.

Keywords: Perceived Value, Brand Image, Consumer Trust, Purchasing Decision.
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