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THE EFFECT OF PERCEIVED QUALITY, PERCEIVED VALUE, BRAND
TRUST, AND BRAND IMAGE ON THE PURCHASE INTENTION A
SONY DIGITAL CAMERA IN THE TOWN OF SIDOARJO

Dimas Bagus Riyadi
Student of Marketing Management
STIE Perbanas Surabaya
Bagusdimas22@gmail.com

ABSTRACT

The purpose of this study to determine the effect of perceived quality, perceived
value, brand trust, and the brand image of the purchase intention. the focus of this
research is the product of a Sony digital camera in the town of Sidoarjo. The
method in this research is using quantitative methods by means of SEM
(structural equation modeling) the number of respondent data of 100 respondents.
The results in this study demonstrate that the perception of quality has a
significant positive effect on perceived value, perceived value has a significant
positive effect on purchase intentions while brand trust and brand image does not
have a significant influence on purchase intentions.

Keywords: perceived quality, perceived value, brand trust, brand image, and
purchase intention
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