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ABSTRAK

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh brand image, brand
trust dan product quality terhadap keputusan pembelian Produk Ecoking di Kota
Batam. Penelitian ini dilakukan dengan menggunakan teknik kuantitatif. Sampel
penelitian digunakan sebanyak 100 responden pada konsumen Produk Ecoking di
Kota Batam dengan menggunakan rumus slovin. Kuesioner digunakan sebagai
teknik pengumpulan data. Dengan menggunakan software SPSS 26, teknik
analisis data meliputi uji statistik deskriptif, uji kualitas data, uji asumsi klasik, uji
pengaruh, dan uji hipotesis. Berdasarkan hasil regresi linier berganda, brand
image (X1) berpengaruh sebesar 0,231 atau 23,1% terhadap keputusan pembelian
(Y), brand trust (X2) berpengaruh sebesar 0,424 atau 42,4% terhadap keputusan
pembelian (Y), dan product quality (X3) berpengaruh sebesar 0,231 atau 23,1%
terhadap keputusan pembelian (Y). Selain itu, variabel brand image, brand trust
dan product quality berpengaruh terhadap keputusan pembelian pada produk
EcoKing di kota Batam sebesar 67,4%sesuai dengan data koefisien determinasi
(R?). Berdasarkan hasil uji hipotesis didapatkan bahwa brand image, brand trust
dan product quality secara parsial dan simultan berpengaruh terhadap keputusan
pembelian pada produk EcoKing di kota Batam.

Kata Kunci : Brand Image, Brand Trust, Product Quality, Keputusan Pembelian



ABSTRACT

The purpose of this study was to determine the effect of brand image, brand trust
and product quality on purchasing decisions for Ecoking products in Batam City.
This research was conducted using quantitative techniques. The research sample
used was 100 respondents to consumers of Ecoking Products in Batam City using
the slovin formula. Questionnaires are used as data collection techniques. By
using SPSS 26 software, data analysis techniques include descriptive statistical
tests, data quality tests, classical assumption tests, influence tests, and hypothesis
testing. Based on the results of multiple linear regression, brand image (X1) has
an effect of 0.231 or 23.1% on purchasing decisions (Y), brand trust (X2) has an
effect of 0.424 or 42.4% on purchasing decisions (Y), and product quality (X3)
has an effect of 0.231 or 23.1% on purchasing decisions (Y). In addition, the
variables brand image, brand trust and product quality influence purchasing
decisions on EcoKing products in Batam city by 67.4% according to the
coefficient of determination data (R2). Based on the results of hypothesis testing,
it was found that brand image, brand trust and product quality partially and
simultaneously influence purchasing decisions on EcoKing products in Batam

city.

Keywords: Brand Image, Brand Trust, Product Quality, Purchase Decision
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