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RARA TATUM SAKILLA PASHA MALADEWI, 20042010091, Pengaruh
Product Knowledge, Product Involvement, dan Self-Image Congruence

Terhadap Brand Trust Pada Tas Longchamp Le Pliage di Kota Surabaya

ABSTRAK

Penelitian ini memberikan kontribusi pada pemahaman yang lebih mendalam
mengenai perilaku konsumen di pasar barang mewah, memberikan wawasan
berharga bagi bisnis yang bertujuan untuk memperkuat brand trust dan
memperluas kehadiran pasar tas Longchamp Le Pliage di Kota Surabaya. Jenis
penelitian yang digunakan yaitu penelitian kuantitatif. Dengan menggunakan
kuesioner online yang didistribusikan melalui Google Form dan disebar kepada
komunitas pengguna tas Longchamp Le Pliage di Surabaya, data dikumpulkan
secara cermat dari sampel yang terdiri dari 144 responden. Dengan menggunakan
teknik analisis regresi linear berganda, penelitian ini mengungkapkan bahwa
product knowledge muncul sebagai penentu utama brand trust, diikuti  oleh
variabel self-image congruence dan product involvement. Dengan demikian hasil
penelitian ini menunjukkan bahwa product knowledge, product involvement, dan
self-image congruence secara simultan dan parsial berpengaruh terhadap brand
trust tas Longchamp Le Pliage di Kota Surabaya. Selain itu, disarankan untuk
mengeksplorasi faktor-faktor lain yang memengaruhi brand trust dalam upaya
penelitian di masa mendatang, dengan tujuan untuk memberikan pemahaman
yang lebih komprehensif tentang perilaku konsumen dalam konteks pasar barang
mewabh.

Kata kunci: Product Knowledge, Product Involvement, Self-Image Congruence,
Brand Trust
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RARA TATUM SAKILLA PASHA MALADEWI, 20042010091, The Influence of
Product Knowledge, Product Involvement, and Self-Image Congruence on Longchamp

Le Pliage Bags Brand Trust in Surabaya City

ABSTRACT

This research contributes to a deeper understanding of consumer behavior in the
luxury goods market, providing valuable insights for businesses aiming to
strengthen brand trust and expand their market presence of Longchamp Le Pliage
bags in Surabaya City. The research method employed is quantitative research.

Employing online questionnaires disseminated among Longchamp Le Pliage bag
users in Surabaya, data was meticulously gathered from a sample comprising 144
respondents. Using multiple linear regression analysis, the research unveils that
product knowledge emerges as the paramount determinant of brand trust, closely
followed by self-image congruence and product involvement.  Thus, the findings
of this research indicate that product knowledge, product involvement, and
self-image congruence simultaneously and partially influence the brand trust of
Longchamp Le Pliage bags in Surabaya City. Furthermore, exploring further
factors influencing brand trust is suggested for future research endeavors, aiming
to provide a more intricate understanding of consumer behavior within the luxury

goods market landscape.

Keywords: Product Knowledge, Product Involvement, Self-Image Congruence,
Brand Trust
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