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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh citra merek terhadap 

keputusan pembelian produk Starcross, dengan kepercayaan sebagai variabel 

mediasi. Populasi dalam penelitian ini adalah konsumen produk Starcross di 

Daerah Istimewa Yogyakarta, dengan menggunakan teknik non-probability 

sampling dengan 100 responden. Pengumpulan data dilakukan dengan 

menggunakan kuesioner, dan teknik analisis yang digunakan adalah regresi linier 

berganda dengan menggunakan perangkat lunak SPSS. Hasil penelitian 

menunjukkan bahwa citra merek berpengaruh positif terhadap kepercayaan 

pelanggan pada pengguna produk Starcross di Daerah Istimewa Yogyakarta. 

Artinya, citra merek yang lebih kuat meningkatkan kepercayaan pelanggan, 

sehingga H1 diterima. Citra merek berpengaruh positif terhadap loyalitas 

pelanggan pada pengguna produk Starcross di Daerah Istimewa Yogyakarta. 

Artinya, citra merek yang lebih kuat meningkatkan keputusan pembelian, 

sehingga H2 diterima. Kepercayaan pelanggan berpengaruh terhadap keputusan 

pembelian pada pengguna produk Starcross di Daerah Istimewa Yogyakarta. 

Artinya, kepercayaan pelanggan yang lebih tinggi meningkatkan keputusan 

pembelian, sehingga H3 diterima. Kepercayaan pelanggan memediasi hubungan 

antara citra merek dan keputusan pembelian produk Starcross di Daerah Istimewa 

Yogyakarta, sehingga H4 diterima. 

Kata Kunci: Citra merek, kepercayaan, dan keputusan pembelian.
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ABSTRACT 

 

This study aims to determine the influence of brand image on Starcross 

product purchasing decisions, with trust as a mediating variable. The population 

in this study were Starcross product consumers in the Special Region of 

Yogyakarta, using a non-probability sampling technique with 100 respondents. 

Data collection was conducted using a questionnaire, and multiple linear 

regression was used as the analysis technique using SPSS software. The results 

showed that brand image positively influences customer trust in Starcross product 

users in Yogyakarta Special Region. This means that a stronger brand image 

increases customer trust, thus H1 is accepted. Brand image positively influences 

customer loyalty in Starcross product users in Yogyakarta Special Region. This 

means that a stronger brand image increases purchase decisions, thus H2 is 

accepted. Customer trust influences the purchase decisions of Starcross product 

users in Yogyakarta Special Region. This means that a higher customer trust 

increases purchase decisions, thus H3 is accepted. Customer trust mediates the 

relationship between brand image and Starcross product purchasing decisions in 

Yogyakarta Special Region, thus H4 is accepted. 

 

Keywords: Brand image, trust, and purchase decisions. 

 

 

 

 

 

 

 

 

 

 

 



ii 
 

DAFTAR ISI 

 

PENGARUH CITRA MEREK TERHADAP KEPUTUSAN PEMBELIAN 

PRODUK STARCROSS DENGAN KEPERCAYAAN ......................................... i 

LEMBAR PERSETUJUAN ................................................................................. ii 

HALAMAN PENGESAHAN ............................................................................. iii 

PERNYATAAN KEASLIAN KARYA TULIS SKRIPSI ..................................... iv 

HALAMAN PERSEMBAHAN ........................................................................... v 

MOTTO .............................................................................................................. vi 

KATA PENGANTAR......................................................................................... vii 

ABSTRAK ......................................................................................................... ix 

Kata Kunci: Citra merek, kepercayaan, dan keputusan pembelian. ...................... ix 

ABSTRACT ......................................................................................................... i 

DAFTAR ISI ....................................................................................................... ii 

DAFTAR GAMBAR ........................................................................................... v 

DAFTAR TABEL ............................................................................................... vi 

DAFTAR LAMPIRAN ...................................................................................... vii 

BAB I .................................................................................................................. 1 

PENDAHULUAN ............................................................................................... 1 

A. Latar Belakang Masalah ........................................................................... 1 

B. Rumusan Masalah .................................................................................... 8 

C. Tujuan Penelitian ...................................................................................... 8 

D. Manfaat Peneltian ..................................................................................... 9 

BAB II ............................................................................................................... 10 

TINJAUAN PUSTAKA ..................................................................................... 10 

A. Landasan teori ........................................................................................ 10 

1. Citra Merek ........................................................................................ 10 

2. Kepercayaan pelanggan ...................................................................... 14 

3. Keputusan Pembelian ......................................................................... 17 

B. Antar Variabel dan Perumusan Hipotesis ................................................ 18 

C. Penelitian Terdahulu ............................................................................... 25 



iii 
 

D. Kerangka Pemikiran Teoritis .................................................................. 28 

BAB III.............................................................................................................. 30 

METODE PENELITIAN ................................................................................... 30 

A. Definisi Konsep ...................................................................................... 30 

B. Definisi Operasional Variabel ................................................................. 30 

C. Jenis Penelitian ....................................................................................... 32 

D. Jenis dan Sumber Data ........................................................................... 32 

E. Populasi Dan Sampel .............................................................................. 32 

F. Obyek dan Subyek penelitian ................................................................. 34 

G. Metode Pengumpulan Data ..................................................................... 34 

H. Metode Analisis Data ............................................................................. 35 

I. Uji Asumsi Klasik .................................................................................. 35 

J. Evaluasi Kebaikan Model ....................................................................... 37 

K. Pengujian Hipotesis Parameter Model .................................................... 38 

BAB IV ............................................................................................................. 39 

GAMBARAN PERUSAHAAN DAN ANALISIS DATA................................... 39 

A. Sejarah Perusahaan ................................................................................. 39 

B. Analisis Data .......................................................................................... 40 

1. Karakteristik Responden......................................................................... 41 

2. Uji Instrumen ......................................................................................... 42 

3. Uji Asumsi Dasar ................................................................................... 44 

4. Uji Asumsi Klasik .................................................................................. 45 

1)Pengujian Heteroskedastisitas ......................................................................... 45 

2)Pengujian Multikolinearitas ............................................................................ 45 

5. Regresi Linier Berganda ......................................................................... 47 

6. Uji Hipotesis .......................................................................................... 50 

7. Analisis Sobel Test ................................................................................. 53 

C. Pembahasan ............................................................................................... 54 

1. Pengaruh Citra Merek terhadap kepercayaan pelanggan...................... 54 

2. Pengaruh Citra Merek terhadap Keputusan pembelian ........................ 55 

3. Pengaruh Kepercayaan terhadap Keputusan Pembelian ...................... 56 



iv 
 

4. Pengaruh Kepercayaan memediasi antara Citra merek terhadap 

keptuusan pembelian ................................................................................... 57 

BAB V ............................................................................................................... 58 

PENUTUP ......................................................................................................... 58 

A. Kesimpulan ............................................................................................ 58 

B. Saran ...................................................................................................... 58 

DAFTAR PUSTAKA ......................................................................................... 60 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



v 
 

DAFTAR GAMBAR 

 

Gambar 2. 1 Kerangka Pemikiran Teoritis .......................................................... 29 

 

Gambar 4. 1 Hasil Sobel tes ............................................................................... 54 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



vi 
 

DAFTAR TABEL 

 

 

Tabel 1. 1 Pendapatan Starcross Store Yogyakarta Tahun 2022-2024 (dalam 

rupiah) ................................................................................................. 6 

Tabel 2. 1 Penelitian Terdahulu .......................................................................... 25 

Tabel 3. 1 Definisi Operasional .......................................................................... 30 

Tabel 4. 1 Karakteristik Responden .................................................................... 41 

Tabel 4. 2 Uji Validitas ....................................................................................... 42 

Tabel 4. 3 Uji Relibilitas Indikator Variabel ........................................................ 43 

Tabel 4. 4 Hasil Uji Normalitas .......................................................................... 44 

Tabel 4. 5 Hasil Uji Glejser ................................................................................ 45 

Tabel 4. 6 Uji Multikolinearitas .......................................................................... 46 

Tabel 4. 7 Regresi linier berganda Pengaruh Citra Merek terhadap Kepercayaan 47 

Tabel 4. 8 Regresi linier berganda Pengaruh Citra Merek dan Kepercayaan 

pelanggan terhadap Keputusan pembelian .......................................... 48 

Tabel 4. 9 Uji t Pengaruh Citra Merek terhadap Kepercayaan pelanggan ............ 50 

Tabel 4. 10 Regresi linier berganda Pengaruh Citra Merek dan Kepercayaan 

pelanggan terhadap Keputusan pembelian .......................................... 51 

Tabel 4. 11 Uji F ................................................................................................ 52 

Tabel 4. 12 Pengujian Koefisien Determinasi ..................................................... 53 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



vii 
 

DAFTAR LAMPIRAN 

 

 

Lampiran  1  KUESIONER ................................................................................ 61 

Lampiran  2 Hasil Kuesioner .............................................................................. 65 

Lampiran  3 HASIL SPSS .................................................................................. 71 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


