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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh service quality , brand 

image dan customer trust dalam purchasing decision bagi konsumen Kopi Neira di 

Surabaya dalam pandemi Covid – 19  

Teknik pengambilan sampel yang digunakan adalah non probabilty 

sampling dengan cara purposive sampling. Sample yang digunakan saat ini 

sejumlah 100 responden. Kategori responden dalam penelitian ini adalah berusia 17 

tahun dan mengkonsumsi Kopi Neira sejumlah 15cup dalam kurun waktu 1 bulan 

Hasil Penelitian ini menunjukan bahwa . Brand Image perusahaan memiliki 

efek positif pada Customer Trust. Brand Image perusahaan memiliki efek negatif 

pada Purchasing Decision. Brand Image berpengaruh positif dan signifikan 

terhadap Customer Trust. Service Quality berpengaruh positif dan signifikan 

terhadap Customer Trust. Service Quality berpengaruh negatif dan tidak signifikan 

terhadap Purchasing Decision. Brand Image berpengaruh positif dan signifikan 

terhadap Purchasing Decision melalui Customer Trust. Service Quality 

berpengaruh positif dan signifikan terhadap Purchasing Decision melalui Customer 

Trust.  

Saran dari peneliti untuk Kopi Neira Surabaya agar tetap menjalankan 

service quality dan pengembangan citra merk, sehingga dapa mempengaruhi 

keputusan pembelian dan kepercayaan konsumen. 

 

Kata Kunci : Service Quality, Brand Image, Purchasing Decision, Customer Trust 
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The influence of service quality , brand image, and customer trust in 

purchasing decisions for neira coffee consumers during the covid – 19 

pandemic in surabaya 

ABSTRACT 

This study aims to analyze the effect of service quality, brand image and 

customer trust in purchasing decisions for Neira Coffee consumers in Surabaya 

during the Covid-19 pandemic. 

The sampling technique used is non-probability sampling by purposive 

sampling. The sample used today is 100 respondents. The category of respondents 

in this study is 17 years old and consumes 15 cups of Neira Coffee within 1 month 

The results of this study indicate that . The company's brand image has a 

positive effect on customer trust. The company's brand image has a negative effect 

on purchasing decisions. Brand Image has a positive and significant effect on 

Customer Trust. Service Quality has a positive and significant effect on Customer 

Trust. Service Quality has a negative and insignificant effect on Purchasing 

Decision. Brand Image has a positive and significant effect on Purchasing Decision 

through Customer Trust. Service Quality has a positive and significant effect on 

Purchasing Decisions through Customer Trust. 

Suggestions from researchers for Neira Coffee Surabaya to continue to run 

service quality and brand image development, so that it can influence purchasing 

decisions and consumer confidence 

. 

Keywords: Service Quality, Brand Image, Purchasing Decision, Customer Trust
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