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ABSTRAK  
 

Ayam merupakan salah satu kebutuhan pokok masyarakat di Indonesia, 
hal tersebut dibuktikan dengan Ayam Amazy Resto di Indonesia merupakan salah 
satu pasar terbesar dunia untuk produk makanan cepat saji. Penelitian ini 
bertujuan untuk meneliti Analisis pengaruh perceived quality terhadap purchase 
intention melalui brand image dan brand trust pada Amazy Resto di Sampit. 

Teknik pengambilan sampel yang digunakan adalah non probability 
sampling dengan cara purposive sampling. Alat yang digunakan untuk penelitian 
adalah kuesioner. Sampel yang digunakan sebesar 150 responden yaitu konsumen 
Amazy Resto di Sampit. Teknik analisis data yang digunakan adalah Structural 
Equation Models program LISREL. 

Hasil penelitian ini membuktikan bahwa Perceived Quality berpengaruh 
positif dan signifikan terhadap Brand Image, Perceived Quality berpengaruh 
positif dan signifikan terhadap Purchase Intention, Perceived Quality berpengaruh 
positif dan signifikan terhadap Brand Trust, Perceived Quality berpengaruh 
positif dan signifikan terhadap Purchase Intention melalui Brand Image, dan 
Perceived Quality berpengaruh positif dan signifikan terhadap Purchase Intention 
melalui Brand Trust. 

Saran untuk peneliti selanjutnya yang akan menggunakan judul ini 
menambah jumlah variabel dan model penelitian tidak hanya variabel Perceived 
quality, Purchase intention, Brand image dan Brand trust. Serta menambah 
jumlah responden. 

 
Kata Kunci: Perceived quality, Purchase intention, Brand image, Brand trust 
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ANALYSIS OF THE EFFECT OF PERCEIVED QUALITY ON PURCHASE 
INTENTION THROUGH BRAND IMAGE AND BRAND TRUST 

AT AMAZY RESTAURANT IN SAMPIT 
 

ABSTRACT 
 

Chicken is one of the basic needs of people in Indonesia, this is evidenced 
by Ayam Amazy Resto in Indonesia which is one of the world's largest markets for 
fast food products. This study aims to examine the analysis of the influence of 
perceived quality on purchase intention through brand image and brand trust at 
Amazy Resto in Sampit. 

The sampling technique used is non-probability sampling by purposive 
sampling. The tool used for research is a questionnaire. The sample used is 150 
respondents, namely consumers of Amazy Resto in Sampit. The data analysis 
technique used is the Structural Equation Models program LISREL. 

The results of this study prove that Perceived Quality has a positive and 
significant effect on Brand Image, Perceived Quality has a positive and 
significant effect on Purchase Intention, Perceived Quality has a positive and 
significant effect on Brand Trust, Perceived Quality has a positive and significant 
impact on Purchase Intention through Brand Image, and Perceived Quality 
Quality has a positive and significant effect on Purchase Intention through Brand 
Trust. 

Suggestions for further researchers who will use this title are to increase 
the number of variables and research models, not only the perceived quality, 
purchase intention, brand image and brand trust variables. And increase the 
number of respondents. 
 
Key Words: Perceived quality, Purchase intention, Brand image, Brand trust 
 

 

 

 

 

 

 

 

 


