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ABSTRAK 

Saat ini, semakin banyak industri ritel di Surabaya yang memulai bisnisnya 

melewati industry fashion satu diantaranya yakni parfum. Parfum telah menjadi 

satu diantara produk life style yang bisa menunjang penampilan serta dapat 

meningkatkan kepercayaan diri.  Tetapi, seiring berjalannya waktu, para pebisnis 

industri fashion memperluas usahanya dengan membuat produk yang berbeda. 

Dengan begitu, Victoria’s Secret, terutama wilayah Kota Surabaya, harus memiliki 

jangkauan pelanggan yang kuat untuk memasarkan produknya dan menarik 

konsumen untuk melaksanakan pembelian. Sehingga tujuan penelitian tertulis 

dalam mengetahui Pengaruh Brand Image, Brand Trust serta brand Awareness 

Terhadap Keputusan Pembelian Parfum Victoria’s Secret di Kota Surabaya. 

Pendekatan digunakan yakni pendekatan kuantitatif berfokus pada pengujian 

suatu hubungan antarvariabel. Populasi penelitian tertulis yakni konsumen produk 

parfum Victoria’s Secret di Kota Surabaya. Sampel pada penelitian tertulis 

sejumlah 111 responden yang dikumpulkan melewati google form secara online. 

Pengambilan sampel dilaksanakan dengan Non Probability Sampling 

menggunakan Purposive Sampling pengambilan sampel dilaksanakan menurut 

standar yang sudah ditetapkan. Pengolahan data menggunakan analisis regresi 

linier berganda dengan IBM Statistic SPSS Versi 25. Berdasarkan hasil pengujian 

hipotesis uji-t, citra merek (X1) yang merupakan hipotesis pertama tidak adanya 

pengaruh nyata pada keputusan konsumen untuk membeli produk parfum 

Victoria's Secret di Kota Surabaya. Di Kota Surabaya, keputusan untuk membeli 

produk parfum Victoria's Secret sangat dipengaruhi oleh hipotesis kedua dan 

ketiga, yaitu kepercayaan merek dan perhatian terhadap merek. 

Kata Kunci : Brand Image, Brand Trust, Brand Awereness, dan Keputusan 

Pembelian. 
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ABSTRACT 

Currently, more and more retail industries in Surabaya are starting their business 

through the fashion industry, one of which is perfume. Perfume has become one of 

the life style products that can support appearance and can increase self-

confidence.  However, as time goes by, fashion industry businessmen expand their 

business by making different products. That way, Victoria's Secret, especially the 

Surabaya City area, must have a strong customer reach to market its products 

and attract consumers to make purchases. So that the research objectives are 

written in knowing the effect of Brand Image, Brand Trust and brand Awareness 

on Victoria's Secret Perfume Purchasing Decisions in Surabaya City. The 

approach used, namely the quantitative approach, focuses on testing a 

relationship between variables. The written research population is consumers of 

Victoria's Secret perfume products in Surabaya City. The sample in written 

research amounted to 111 respondents who were collected via google form 

online. Sampling was carried out by Non Probability Sampling using Purposive 

Sampling sampling carried out according to predetermined standards. Based on 

the results of t-test hypothesis testing, brand image (X1) which is the first 

hypothesis has no real influence on consumer decisions to buy Victoria's Secret 

perfume products in Surabaya City. In Surabaya City, the decision to buy 

Victoria's Secret perfume products is strongly influenced by the second and third 

hypotheses, namely brand trust and brand attention. 

Keywords: Brand Image, Brand Trust, Brand Awereness, and Purchasing 

Decisions. 
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