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ABSTRAK 

 

Dewasa ini bisinis yang menjanjikan adalah bisnis makanan ringan (snack) seperti 

donat. Donat merupakan salah satu jenis makanan yang popular di tengah masyarakat 

Indonesia. Saat ini di Surabaya sudah banyak gerai donat yang berdiri di berbagai 

pusat keramaian, salah satunya Dunkin Donuts, penelitian ini bertujuan untuk 

mengetahui pengaruh Brand Image, Brand Trust, dan Brand Equity terhadap 

keputusan pembelian pada Dunkin Donuts cabang Arif Rahman Hakim Surabaya .  

Dalam populasi penelitian ini adalah konsumen pembelian produk Dunkin Donuts 

dan sampel pada penelitian ini sebenayak 75 responden. Uji Validitas didapatkan 

hasil bahwa semua item pernyataan dinyatakan valid dan pada Uji Reliabilitas semua  

variabel dinyatakan reliabel . Dalam  hasil uji asumsi klasik bahwa penelitian ini telah 

memenuhi kriteria dan lulus uji prasyarat, uji koefisien determinasi hasil  R
2
 sebesar 

0,717 atau 71,7% dan adjusted R square sebesar 0,705 atau 70,5% yang berarti Brand 

Image, Brand Trust dan Brand Equity  berkontribusi kuat terhadap Keputusan 

Pembelian. Berdasarkan hasil uji t dapat dikatakan Brand Image dan Brand Equity 

berpengaruh signifikan terhadap Keputusan Pembelian sedangkan Brand Trust tidak 

berpengaruh terhadap Keputusan Pembelian. 

Kata Kunci : Brand Image, Brand Trust, Brand Equity, dan Keputusan Pembelian 
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ABSTRACT 

Today a promising business is a snack business such as donuts. Donuts are one of the most 

popular types of food in Indonesian society. Currently in Surabaya, there are many donut 

outlets that are standing in various crowded centers, one of which is Dunkin Donuts, this 

study aims to determine the effect of Brand Image, Brand Trust, and Brand Equity on 

purchasing decisions at Dunkin Donuts branch Arif Rahman Hakim Surabaya. The 

population in this study were consumers who purchased Dunkin Donuts products and the 

sample in this study was 75 respondents. Validity test showed that all statement items were 

declared valid and in the Reliability Test all variables were declared reliable. In the classic 

assumption test results that this research has met the criteria and passed the prerequisite test, 

the coefficient of determination of the results of R
2
 is 0.717 or 71.7% and adjusted R square 

is 0.705 or 70.5% which means Brand Image, Brand Trust and Brand Equity contribute 

strong on the Purchase Decision. Based on the results of the t test, it can be said that Brand 

Image and Brand Equity have a significant effect on Purchase Decisions, while Brand Trust 

has no effect on Purchase Decisions. 

 

Keywords: Brand Image, Brand Trust, Brand Equity, and Purchase Decision. 
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