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PENGARUH BRAND TRUST DAN PERCEIVED VALUE
TERHADAP BRAND PREFRENCE DAN PURCHASE

INTENTION PADA KOMSUMEN SEPATU VENTELA

(Bryan Ramadhan B Suhartono)

ABSTRAK

Industri sepatu lokal di Indonesia mengalami perkembangan yang pesat
seiring dengan meningkatnya kesadaran konsumen, khususnya Generasi Z,
terhadap kualitas produk dalam negeri. Salah satu merek lokal yang menonjol
adalah Ventela, yang dikenal dengan desain trendi dan harga terjangkau.
Namun, di tengah persaingan yang ketat, penting bagi Ventela untuk
memahami faktor-faktor yang memengaruhi niat beli konsumen. Penelitian
ini bertujuan untuk menganalisis pengaruh brand trust dan perceived value
terhadap purchase intention dengan brand preference sebagai variabel
mediasi pada konsumen Generasi Z. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei terhadap 140 responden dan diolah
menggunakan software SmartPLS 4.1.1.2. Hasil penelitian menunjukkan
bahwa brand trust dan perceived value berpengaruh signifikan terhadap brand
preference. Selain itu, perceived value dan brand preference juga berpengaruh
signifikan terhadap purchase intention. Namun, brand trust tidak memiliki
pengaruh langsung yang signifikan terhadap purchase intention. Hasil ini
mengindikasikan bahwa meskipun kepercayaan terhadap merek penting, hal
tersebut belum cukup untuk mendorong niat beli tanpa adanya preferensi
merek yang kuat. Temuan ini diharapkan dapat menjadi masukan strategis
bagi Ventela dalam merancang strategi pemasaran yang lebih efektif dan
membangun loyalitas konsumen di kalangan Generasi Z.

Kata kunci: brand trust, perceived value, brand preference, purchase
intention
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THE EFFECT OF BRAND TRUST AND PERCEIVED VALUE
ON CONSUMER BRAND PREFERENCE AND PURCHASE

INTENTION OF VENTELA SHOES

(Bryan Ramadhan B Suhartono)

ABSTRACT (English)

The local footwear industry in Indonesia has experienced rapid growth in line
with increasing consumer awareness—especially among Generation Z—
regarding the quality of domestic products. One prominent local brand is
Ventela, known for its trendy designs and affordable prices. However, amid
intense competition, it is crucial for Ventela to understand the factors that
influence consumers' purchase intention. This study aims to analyze the
influence of brand trust and perceived value on purchase intention, with
brand preference as a mediating variable among Generation Z consumers. A
quantitative approach was used through a survey of 140 respondents,
analyzed using SmartPLS version 4.1.1.2. The results indicate that both brand
trust and perceived value have a significant effect on brand preference.
Additionally, perceived value and brand preference also have a significant
influence on purchase intention. However, brand trust does not have a direct
significant effect on purchase intention. These findings suggest that while
brand trust is important, it is not sufficient to drive purchase intention without
a strong brand preference. This study is expected to provide strategic insights
for Ventela in designing more effective marketing strategies and building
consumer loyalty among Generation Z.

Keywords: brand trust, perceived value, brand preference, purchase
intention
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