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ABSTRAK

Visi Ari Pratiwi, 21042010032, Pengaruh Brand Image, Brand Trust, dan Brand
Awareness terhadap Purchase Intention (Studi Pada Pengguna Provider Kartu

By.U Generasi Z Di Kota Surabaya).

Penelitian ini bertujuan untuk meneliti mengenai pengaruh dari Brand Image,
Brand Trust, dan Brand Awareness terhadap Purchase Intention pada pengguna
Provider Kartu By.U generasi Z di kota Surabaya. Metode penelitian yang
digunakan dalam penelitian ini adalah kuantitatif dengan jenis penelitian asosiatif.
Jumlah sampel yang dibutuhkan sebesar 200 pengguna provider By.U Generasi Z
di Surabaya dengan pengumpulan data menggunakan penyebaran kuesioner dan
studi literatur serta pengelolahan data menggunakan program SPPS Versi 30.
Pengambilan sampel secara purposive sampling dengan teknik analisis data
menggunakan analisis regresi linier berganda. Hasil penelitian menunjukkan bahwa
ketiga variabel tersebut secara simultan memiliki pengaruh signifikan terhadap
Purchase Intention pengguna Provider By.U Generasi Z di Kota Surabaya. Dalam
analisis parsial, Brand Image dan Brand Awareness memiliki pengaruh positif dan
signifikan, sedangkan Brand Trust tidak memberikan dampak yang signifikan
terhadap pengguna Provider By.U Generasi Z di Kota Surabaya. Harapannya
penelitian ini dapat memberikan manfaat teoritis maupun praktis terkait hubungan

variabel dalam strategi marketing perusahaan.

Kata Kunci : Brand Image, Brand Trust, Brand Awareness, Purchase Intention,

Generasi Z, By.U
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ABSTRACT

Visi Ari Pratiwi, 21042010032, The Influence of Brand Image, Brand Trust, and
Brand Awareness on Purchase Intention (A Case Study on By.U Users of

Generation Z in Surabaya).

This study aims to examine the influence of Brand Image, Brand Trust, and Brand
Awareness on Purchase Intention among Generation Z users of the By.U provider
in Surabaya. The research method used in this study is quantitative with an
associative research type. The required sample size is 200 Generation Z users of
the By.U provider in Surabaya, with data collected through questionnaire
distribution and literature study. Data processing is carried out using SPSS Version
30. The sampling technique used is purposive sampling, and the data analysis
method is multiple linear regression analysis. The results show that these three
variables simultaneously have a significant influence on the Purchase Intention of
By.U Provider users from Generation Z in Surabaya. In the partial analysis, Brand
Image and Brand Awareness have a positive and significant effect, whereas Brand
Trust does not have a significant impact on the Purchase Intention of By.U Provider
users from Generation Z in Surabaya. This study is expected to provide both
theoretical and practical benefits regarding the relationship between these

variables in the company s marketing strategy.

Keywords: Brand Image, Brand Trust, Brand Awareness, Purchase Intention,

Generation Z, By.U
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