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ABSTRAK 

ANALISA BRAND IMAGE, BRAND TRUST, DAN BRAND AWARENESS 

TERHADAP BEHAVIOURAL INTENTION PADA BRAND CROCODILE 

Oleh: 

Soraya Aini Triyono 

Dosen Pembimbing: 

Dr. Ec. R. Agus Baktiono, SE., MM 

Penelitian ini bertujuan untuk Menganalisis pengaruh brand image, brand 

trust,brand awareness secara parsial dan simultan terhadap behavioral intenton 

pelanggan produk merk Crocodile pada Departemen Store SOGO PlazaTunjungan 4 

Surabaya. Populasi dalam penelitian ini adalah pelanggan Crocodile yang berbelanja 

di SOGO Plaza Tunjungan 4. Sampel diambil sebanyak 100 orang. Jenis data yang 

diperlukan dalam penelitian ini adalah data kuantitatif. Teknik sampel dalam 

penelitian ini adalah purposive sampling. Hasil penelitian juga menunjukka bahwa 

variabel brand trust merupakan variabel dominan yang mempengaruhi behavior 

intention dibandingkan dengan variabel brand image dan brand awareness. 

Keyword:Brand Awareness, brand image, brand trust, brand awareness, 

behavioral intention  

This study aims to analyze the influence of brand image, brand trust, brand 

awareness partially and simultaneously on behavioral intenton customers of 

Crocodile brand products at the Department Store SOGO PlazaTunjungan 4 

Surabaya. The population in this study were Crocodile customers who shop at SOGO 

Plaza Tunjungan 4. The sample was taken as many as 100 people. The type of data 

needed in this research is quantitative data. The sample technique in this study was 

purposive sampling. The results also show that the brand trust variable is the 

dominant variable affecting behavior intention compared to brand image and brand 

awareness variables. 

Keyword:Brand Awareness, brand image, brand trust, brand awareness, 

behavioral intention 
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