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ABSTRAK 

NISA AMELIA LUTFI. Pengaruh Citra Merek dan Kepercayaan Merek terhadap 

Minat Beli Luxcrime. Dibimbing oleh POPONG NURHAYATI dan KHAIRIYAH 

KAMILAH.  

 

Pesatnya pertumbuhan industri kecantikan di Indonesia menuntut Luxcrime 

untuk memahami lebih mendalam faktor-faktor yang dapat memengaruhi minat beli 

konsumen guna mengatasi fluktuasi pejualanan. Oleh karena itu, penelitian ini 

bertujuan untuk menganalisis karakteristik responden dan kondisi setiap variabel 

yang diteliti, serta menguji pengaruh citra merek dan kepercayaan merek terhadap 

minat beli melalui attitude toward the behavior, subjective norms, dan perceived 

behavioral control. Penelitian kuantitatif ini menggunakan metode non-probability 

sampling dengan teknik purposive sampling. Data diperoleh dari 190 responden 

melalui survei daring. Penelitian ini dianalisis menggunakan analisis statistik 

deskriptif dan SEM-PLS. Hasil penelitian menunjukkan bahwa citra merek hanya 

berpengaruh terhadap minat beli melalui subjective norms. Sementara itu, 

kepercayaan merek berpengaruh terhadap minat beli melalui attitude toward the 

behavior, subjective norms, dan perceived behavioral control. Berdasarkan temuan 

ini di rekomendasikan strategi pemasaran yang mengacu pada bauran pemasaran 4P 

yang berfokus untuk meningkatkan minat beli Luxcrime.  
 

Kata kunci:  citra merek, kepercayaan merek, minat beli, Luxcrime, theory of 

planned behavior 

 

ABSTRACT 

NISA AMELIA LUTFI. The Influence of Brand Image and Brand Trust on 

Purchase Intention of Luxcrime. Supervised by POPONG NURHAYATI dan 

KHAIRIYAH KAMILAH.  

 

The rapid growth of the beauty industry in Indonesia requires Luxcrime to 

understand more deeply the factors that can influence consumer purchasing interest 

in order to overcome sales fluctuations. Therefore, this study aims to analyze the 

characteristics of respondents and the conditions of each studied variable, as well 

as to examine the influence of brand image and brand trust on purchase intention 

through attitude toward the behavior, subjective norms, and perceived behavioral 

control. This quantitative study used a non-probability sampling method with a 

purposive sampling technique. Data were obtained from 190 respondents through 

an online survey. This study was analyzed using descriptive statistical analysis and 

SEM-PLS. The results showed that brand image only influenced purchase intention 

through subjective norms. Meanwhile, brand trust influenced purchase intention 

through attitude toward the behavior, subjective norms, and perceived behavioral 

control. Based on these findings, a marketing strategy is recommended that refers 

to the 4P marketing mix that focuses on increasing Luxcrime's purchase intention. 

. 
Keywords: brand image, brand trust, Luxcrime, purchase intention, theory of 

planned behavior  
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