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ANALISIS PENGARUH BRAND TRUST DAN 

PERCIEVED VALUE DENGAN BRAND PREFERENCE 

SEBAGAI MEDIATOR TERHADAP PURCHASE INTENTION 

SMARTPHONE BRAND SAMSUNG 

Metakalyani Felicia Oey 

ABSTRAK 

 

Seiring perkembangannya industri teknologi, kini smartphone tidak lagi hanya 

berfungsi sebagai alat komunikasi melainkan juga untuk segala keperluan yang 

dimiliki oleh manusia. Faktanya, perkembangan konsumsi smartphone di Indonesia 

tidak menjamin suatu smartphone brand bisa semakin kuat akibat semakin ketatnya 

persaingan di industri smartphone. Penelitian ini dilakukan untuk mengetahui 

pengaruh brand trust dan perceived value dengan brand preference sebagai 

mediator terhadap purchase intention Smartphone Brand Samsung. Menggunakan 

desain penelitian deskriptif dan non-probability sampling, peneliti menyebar 

kuisioner ke 144 sampel yang tersebar di Tangerang dan Tangerang Selatan dan 

menghasilkan temuan bahwa perceived value dan brand trust memiliki pengaruh 

positif dan signifikan terhadap brand preference, brand preference dan perceived 

value memiliki pengaruh positif dan signifikan terhadap purchase intention, namun 

brand trust tidak memiliki pengaruh yang signifikan dan positif terhadap purchase 

intention. 

 

Kata kunci: Smartphone brand, minat beli, kepercayaan, produk, preferens
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THE IMPACT OF BRAND TRUST AND PERCEIVED VALUE 

THROUGH BRAND PREFERENCE AS MEDIATOR ON 

PURCHASE INTENTION OF SAMSUNG, A SMARTPHONE 

BRAND 

Metakalyani Felicia Oey 

 

 

ABSTRACT (English) 

 

With the advancement of the technology industry, smartphones have evolved 

from being mere communication devices to fulfilling a multitude of human needs. 

However, the escalating consumption of smartphones in Indonesia does not ensure 

the strengthening of a particular smartphone brand due to the highly competitive 

nature of the smartphone industry. This study investigates the impact of brand trust 

and perceived value, with brand preference as an intermediary, on the purchase 

intention of Samsung smartphones. Employing a descriptive research design and 

non-probability sampling, the researcher distributed questionnaires to 144 

respondents in Tangerang and South Tangerang. The findings reveal that perceived 

value and brand trust exert a positive and significant influence on brand preference. 

Furthermore, brand preference and perceived value positively and significantly 

impact purchase intention. However, brand trust does not exhibit a significant and 

positive influence on purchase intention. 

 

Keywords: Smartphone brand, purchase intention, brand trust, product, brand 

preference 
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