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ABSTRALT

This resenrch kims te delermine and analyze the influenos of brend trest, celebnty endorsers and product bundlng
um purchesmy mdcresd and purcimsamg disions o Slafbucks drinks @ Pekonbims. The populatgm in this iy
is all residents of the city of Pekonbaru in 2022, the numbser of which is enknnwn. Funhermare, with o saoepling
e hmgues usmp Ui Reos ol Foemmba o sampls size of 100 respondent: will be obtemed and s sscodeninl snmplmg
teshmegue will by vesed i smmpling Dide asaly=s o the sucdy wsod the scond-penration muoltivanats @it
analysi method or SEM (Smucturel Equation kodels using PLE (Paninl Least Squued. Besed on the reseanch
musults, the rasults shonw that brand trust bas & pesitive snd significent offect on uying imtores, celobnity sndiomsin
have a pasitive and not sigmificant effect em buying istesest, product bundling has & positive and ot sigeilicant
effecl oa buying inberedt, Brand wust has o positiee and sigmificant effect oa purchasmg decwions, celehrity
endomar has o nigative and insgnificant gifect on parchising decisions, product bondling bis a positive omd
insigmificant «ffect on parchesng decizions and parchise dnlerest hae a positive and mignificem effsol oo
purchasing dociseoms b Starbucks drinks Pok arbary,

Kevwarda: Bamd Tred, Celebrty Endorser, Product Buendlep, Buying Intetet, Purchasang Deciniens
Flelds: Marketing, Behasior, Des kion Anshsis
Dz Iy fdai.arg T0US T 230 inseroannsctian.y [id 48

INTRNLCTIO S

The development of the business world il follaws colveml developrsents in Indesesa, where one of
the su lural devsloperesss thid alse opens sp the devclopment af s Sesiness warkl s the caltiee cultume (Bemsat
et al, 2023) Acconting te Almadand i Kosnpesieea (2022, the wend of dnnking eedfee has baeomss oae of the
mosl pogeler drinks im the world and i= cooummag amosg Genemlion £ s the 215 cenlury in Indancsa, Thie irend
s alksar led fa the development of the coffer shop busizess ax o pathering place thal is mesl popalar with younse
prople, eepecinlly coffes drinkers,

Harbacke 15 oae of the werlds mest well-known eolTee drink brands and his boan establishad simey 1971
with o number al official setlds ecesding 000 wmits spread worose ™ coamries m-the world. Whene thic
codrpany wis fnunded by thees foenders who boch kve coffe: wed 122, nemely Jery Baldwin, Gorden Beowker
and Zev Bregel in Sesttle, Uniled Etates and the nime Starbucks s lf comes from Hermen Meville's clasac
morwel, Mty Dick (ourstory d, 2009, The fird Starhocks Coffes Indonesia omlet was ab Plazs Indosesio which
wae opernied om Moy 17 3072 e it was recorded that as of Jsssary 2018, Sterbecks had 326 branches locassd
i all muor cies m Indonesia. In mdooesia vsell, Starbucks i undir the ssspives of PT Mibo Adh Perksa Thi
(LA P

Even thowgh it s been srosd for a long S in the world, Starbucks sl has ts improse (San of al.,
AMEEN s markstmg masagemeid, espectally bevausy ol the intense competition which reguores the creaton of
inleresting thisgge i order bo comgsete wish ile competison:. | varketing mesagament, she nsest imgaarand ihing =
melinted fo consemers ar cusskamuens, whane the fogus is to make consemers inberestod or decide 10 purchase profucs
provided by s shop or company or known os ereading parchesing derisios

A purchasing decision 15 @ process where consemnems go through ceriam sages 0 prrehmse o prodect
Herrever, the hirth of o purchasng decsion does nat ocour sieply, i rather thmagh o fime-consaeming process

(A holideh sl A midfipanto, XEXH. Purchasing decisions preeily miboenee snles growdh (Walsaing & Annon, 2022)
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in mcoimpany. |F coasumier decisiong ase e (Sinnga, 20240, 9wl sl base o gooed impact on the company
Hewever, Bere are many ficions shat cim influence decision making., especially in pechesing, which fackors musi
T Ay IVPaRERT coneern 557 a Besines  oampany

Cin the odher hand, Selistenwati C200% staled thed with the nee of mow stafups mothe coffoe bosiness
wiich s cumenily o phenomenon diee o dhe rise of hrands dAmin eval., 20231 thet wo o Beal Saarhicks aich s
Bl Niwe, Rope Komchimn, Fore, Eopl Sos, Kapl Lam Hon, Eopl Kesangan sdsich. currently This |5
mushromming in the ity vester, especially the Pelanbaru area, making Starbocks Colfe's competition with otser
eriBes ehip hrands (e & Elgl, 20ah very bighi, 1Tyou ok ar the Top Bmnd dim, which is ghays differen
in each phase, this makes Starbucks manzpoment have %o mck their brains ia propanng marketing sinnegics o
melin conammers and incremse consemer buying inlerest. This is also sspporied by the resulis of o pre-survey
regrrding porclasing increstpnd purclasing decibeis for Subocks in Fekanbara, The Salloniing mre the resulls
af & pre-smrvey conducicd on 30 Sarbuces: omsumers in Pekanbara,

Tahlg 1. Recapiialagion of Sarbocks Cossume s Pro-Sandy Resiks in Pekanhan

Mo e ol 1 b Blom e
Y e
Are you inlerested in boying Fl 3
prroducts froms Sarbacke! (A i 1 ATE)
5 Did yow decids do bay @ Stordec ks prodoct e K
afber your inferest m baving aroseT (13.33%] (26,575

Sowree Precessed Diafe, 222

Bared oo the able above, the resalts showed that 25 ced of 30 people or £2.33%, who were consemens
headl an imerest in buyisg (he product, while 3 others or 16.67% chae the nnswer na. Feniermors, 22 peopde or
TE 3% dewoded 10 by Starhocks Mall S5A Pekinbans products imd 45 remssining 8 poople or 26 67% chose Thi
answer nob deciding in bay. The reason why consamers choose the stswer of not being inferested or net deziding
1o by Starbucks predhicts ix hecouse thi prce offerd ix boa higgh and doss ot match the preduct receneed, thene
are many obher @mpeting products that gre more atiractive 0 buy and various olher resons This shos: tal
Startincks weede fo- pay attention fo the peschesang intereas 8 pechacing desiziong of conaseers, sgpecially
thosar in Pekanbamy becimise the key bo the st of g compimy, especially i the Seld of faod or beverage sabes,
lies i prarchases i consnmers

Hefone a perchise decmsion oceurs, coranmers will mnally show aa inbereat in gairchasing fist Buying
inturest Aself = feclimg of interest or dosire for an objec that anses i an individual's self orsttivsd e wo that there
16 b meries of poaitive Behaviers inorder o cary oo porehasing decison aetivties (Camaswan, 20122 Where e
are several pgpocts of baymg inberzst, starting from the emergence of great attention frem buyers towands a2 produc
ar service {Akmal =t al, 302 3; Hichoat et ol | 22022; Lakman etal, 2022; Nasstion of al., 2002 ), then a feelmg of
inieress 1l krises haomae nf aneivios e e product, ater cotsumers e interest there will be & desise b 0w
the product Finally, confidence m the product will emerge, which will altmetehy kead (i et al, 2022 40
action in make § parchesing decision

e fepesrt o Paiyiny® inverest B anoul confhdenes oF mmist in the l]ﬁl'lij Bramd mest s o inilal key il
a profuct offered omder 8 cortain brand by o company s reliable and i the Brmd of a product i melable for
crnsamers, them It s centan that oomsume s will hasve te imsentian (H shibl ot sl 2022 o0 By i | Rehinps, 1021,
Hewever, this view can have & pesilive or negalive menning, 8 comumar's postive view of o brasd (Fajn et ol
2021 will outematically farm oo trust, s vice vera.

In IS e, thee s ofF poplar selehrings will amract pnd ke messed by comsumens, cspeiially penenmin
£, who e kbnowm ag celeboty endorsers. Celebrity endorsens are attmciive figanes mud can od verfise prodacts,
T grosesd crediihility s they cun pemerase purchise mtemions in people whi see the advertisement and decide 40
try e alvermised penduct (PN @ al. 2073) A celebriny endorser seeds ta have credibiliny so thal he gan
influence and create positnve beliefs about the peodact

Annier merkenmsp smiegny is preaisc) PosShing, Product g ing bael D defined as a markaing sraiegy
where predhicss ars proapeald iopether BMO w0 oF mere i oo sk package ar ong polce (Ratenawat, W22
Product bundling will help a company sell products comectly, provided dhat it meest have the ripht strategy in
pedrbng e prodicts o De Dumalied oot i can achicve purciasng ineres ol purckasing degstons from
cueumers regarding the hundling.

The purpese of tis nesazarch is o deermine and malyze dhe infheence of brasd mest celebrity endorsers,
Pt DapdDinge o purchasing inleres! ond pachising Sevisioos s oo deiermenes dind annlsze the il nos o
purchirsing intencst on purchasizg decisions for Sarbucks disks.

Intereomnection: An Econnmic Perspective Horizes, 3025: 144), 15E- 197 | Ih.m.-‘.'l'mt—muhliﬂ-ﬂ [ o1}
Dnling [55M: 2088-6562 - Print 1550 - TER 6558




183

LITERATURE REVIEW
Euying recisisa

A puevhaxing decision is & process where comsaamers go throngh. certain stages o penchase o prsdact
{Kholidah and AriFivandn, 20200 There are three indicators in determining purchasing devisons {Lo#e of al,
HIZ3E 017 Provducy Steadivess, (3] Producs Purchasing Habis and | 31 Prodeect Purcasing Speed

Furchase Infensst

Pamrchise omlemest i a feeling of mberest or desane [or @n ebjoct Uhal arises i am mcivicduels s ar albiude
saihpt there 15 2 series of pesitive behpvions inond o e eamy oul porchaing deelsion aciviciss (Cunawm, 122
Purchase interes! caa be identifed through saeverl mdicatoms (R mbolong etal.. 2021 5 nimely: 015 Trmsactional
Ineereat, (2) Referemiil Pmeresd. (3) Predrenninl Bmeveen and (4) Explemaiive meresr

Egand Trusp

Hrand tneet i the initial by that o prochoct offered onder o cecain brand by o company. & relighle asd i’
the hrand af'a product & reliable for consursers, ther 8 is certain that consemers will ke the rention to buy i
(Ramayn, ML), The indicnnrs of brand inisr [Finvanaeah, 20230 ame: (11 Hrowd Bediabiliny sed ©3) Bramd
Insendinn

Calebriny Endorser

Celehrity endorseas are siraceve Agunss s can sifvermse products, have good eredibility s 1licy can
pemerabe purehise irfemicns in paople whn e the adhvertisement and decide (0 buy the sdvertised product (Petri
et al, AR The indieatnrs or pehebriny endarsers (T eral, RS ane [ isidny cPogmlarsy of o Celebnty,
{7 Creditility (0wedibiliy ol o Celebaingh, (35 Avractlon ¢ Celebal e Anrmciveness (Anrsen vesess of o Celdinitg)
and {4} Penwer 1 Celebrity Sunshiliny

Frodict Bundling

Frosbit bandlisg & defined as o nmiketing stimcgy where priits ang promped fopgeiher s 1w o
muore in pae mles package 21 one prive (Rafmamain, 20225 [ndiciiors of prodect bundlieg nchde (Rabmemai,
A22) ey (1) Price Soivabdlicg (2 Combivstion of Mo asd Sepgoniog Froducis, aed (3) Seiuhiliny of
Hewds.

Tha Infisemcd of Bramd Tross on Porckase [niestion

Floamnl tieed i= (e dnivesd key e o pecdioet ofTered mder o cermaln Bramd sy o company s ielisghle asd i
the hrand afu prodoect & reliable fur consurmers, ten # s ceain that oonsemers will bave te miemion wo hoy i
iFabayu, 2020 However, this view can have a positive of negative meaning. & cansuser's pasitive view al a
Brand will i ically foon g st gl vies versh I coistmers ave IIl}uIIiﬁ-l:,wl of wigws il d picdie
trand, tien the brasd med dmi is Sorceedd will also be bad. Moanwhile, beyving imtenest is te desize o own a
et Wi skt s 1 0 consuimer |5 infuenced By e qualiy (Sapuire @ al, 20220 el qualitis of o prodiig
as well as information {Sahene of al, 20220 aboul the prskect (Kambskmg of al., 20211

Based an research from Lareswaii and Setyowati (2022 it s concheded that brasd trusi has a posibive
wiald slgnifican! et o Buying iverest, i comies wopcsean: D foom Tris and Syalt (20217 whibch conclodess el
frand wust has a positive and insignificant effect on baying interest, while research froom Mingsab (20201 2817y
i lded thad brand e has 2 megative and issignidicem effect on purchase intention.

H 1; Bamnd Trust e o geosiiive e fTec on Surbacks Purclmse Dierest in Pekimbang
The Infleence ufl Celebrity Endorsers =n Parcbase Ineesidon

Celebrity endorsers are sfractive figurss i cen advertize products, have geosd oredibility sothey can
et g s Btermions i peeple who see e abvenbseisin and decide 10 buy the adverised produc (P
et al,, 202%). One of the facwars m buying ineerest | Mursd and Palepininegryas, 2022} i the reference group which
is all groups: then influence direcily or indirecily coosumer attitedes.

Blascd vy reecanch brom Darantt of all 4202110 18 comcludis] thal celkelnty omdormas kave g puoibive
and & pnificant effect on baving intensa, which is differem oo other reseanch from Loseovasi ssd 1 (2021)
which congludes tht wlebnly cosdorsers heve o pesitve el insgmil@el et oo buymg interesd, Oiser rescanch
Irires Muprsh et wl. (20230 concluded et celdmity ediorsers bave o nepati de aml sigsalscant elfect on buymg
inlcrest, while research from Larmiwanti and Setyowati (2(22) comcbeded that oelebrity endorsers hove o egetive
aml inzigmilizan ciTied on by inlerest,
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HI: Celebnty Frafomncer his o pemitnee eflect on Strbucis Purchase Inleresd in Pekanbima
The Inflsesece of Prodset Bandling on Perchase lstestion

Frisduet bunilling (s defined as @ marketing srssgy where prodiscts are grouped ogethier isn 1w ar
mure im ane sakes pckege ot ooe price (Rahmaywoti, 20025 This strstegy will make the price more economical or
cheaper than the fobal price of the onit peckeging sed cm alse be gpplied o any prodoct Bt is nol e lling well or
& pevw prodliet that i less well known omd im demand by oonemmers. Ling al the singes in beying intefesi &
avearenezss, which i somesthing that enters & persan’s thisking asd m influenced by ibe produc or service {fcksen
of &l W21 imelT{ Kamsbo lowg et af . 2071]

Hased on research from Subianm (2007 1 was eonchicksd ihar poosdect Bundling hsd 0 posaive md
significemt effect on buying interest, wivile reseanch from Juneedi cval., (200 T concluded thit produc bemdling
hash & posdive and insignifeam o ¥sct oo buying ineres,

H ProsBect Bundling hes o geoitve effect on Smmacks Punchises Bniciest in Feknmbans
The Inflsemce of Brumsd Trust va Purchasing Decisions

Hannid (Arid eral , 2021 e s alee delined as ihe bt s shiliny o be el wivich onpisaies from
ihe comsimier's helicl ths tee prodiscr 18 ahle w il the promised valse and the brand™s geod ineions s
are hased an e consemer’s belief that the brand is able %o prioritioe consemer imtenests {Gerawan el al,, 2022
He al=s pided thar kavieg pods] hrasd st will b an mpac] on oOmsinser pemepream, wherd gensamess will
e o positive impression and hoy prodiects hoomee they beliove in te hrand oF the product without meeding do
enisider { Tamtulor et al., 2023 ) maay thisgs:

Based an vesssrch Cowm Sigar edal., (2021700 s sated ten bresad o s o posinive and sgnifican el
e prrchasing decisions, while nesearch from Blaliom and Cabovemp Q2022 conclud e thest bramd s bas o postive
and insignificant effect on purchmsing decimons. Oiher reseanch oo Santesa et al., (20207 conchuded tha hrand
et s 0 oegstive o shmilcdin eflect oo pundhasing docisors, whils resconch Trom Aprila and A
20Ny conc husded than baand s hos 2 negetive o issignificam effect on purchasing decisions.

H4: Barnd Trust B o gesitiove effect on Strbacks Puiclase Desdzions in Pekantar,
Tha Fiflwiwmcd of Celehily Emilierse s en PareBasing Dy oyie s

Celebrity endomaer & advertismg which is quile commam in camying oul prometions (Fumama o) el
T2 3y Whicegh ex plicin desofations st eekedsitics on 15 st mmeiprensd as cie of e channels isad by oelebiities
Iy eaprgssing the words of asumers 0 ey ool bressd proaotions Eeed on T consemna’s pogulinity and
persoiulidy | Adnansyah e al, 2025 (Mim'sk o sl., 20223 One af the roles {5k et al., 20237 played by peaple
i parcissisg Secisbons (Saleh amd Sagl, 200197 48 il of influencers, nemely pegds v loeg vicws pnd sug@esliois
influence puzchasing decisioss

Blaged an research Srom Kalagi et ol (2009 they cone lud pd thad celebrity sadoreers had a positive and
aign i wfluenss o purchasng decions, in-contrast o resarch fom el ped Schomd (2021 whecl
coichuded that celebady cndorsers hed o postive and osipnifican influence on purclasng decisions. Chber
meacach oo (Rahmawsti @ al, 20230 cmchrdod thal oddcbrity endonsem have o nopotive amd sipmilicant
mflugres dn parchasing dleceanne, while Ammlh (2021 concledal the celchnly axlorsas bave a negative el
msigmificant influence on puschasing decisions.

HE: Celebrty Eodorssr his o pessitve elfccbon Sinrbucks Purchase Doasions in Pekartha,
The Inflerace of Proslecd Bandling oo Perchasing Dy cisions

Prisfedt bunidlisg is edsa delmed ax the infegration and sale ol two oo maore separale producis ot vasios
prass and priddust budhog sakes lomper o o1 00 b s hompe] because 11 @3 iskdgd v the physacal prxlod el 15
aheipn {Yuhien i al. 20211 The presiuwid lumdhng stroicgy will make ihe proe meae connonmesl than ihe total
prace of the unit packepe, therehy cnabling prodiset perchnsing docisions

Blascl v rescanch i Garbasbanty e Sudarpante (20230, 10 1= comclndel Ifnl||n.ﬂ]uul bamseling has

positive and dpwificant effiect om punchasing decsions, wiile reseanch rome Dew (20255 siates that produc
bamillizg hes a segniive mud insienificas: effect oo purchasiag decisions

Hit: Prosfect Bundling hest 0 pomitrve effect on Stnrfbocks Purchaess Docisions in Pekanbaru,
The Inflsence ol Purchose Imberest sn Purchose Decisloes

Purchise interest is the desine to own & grodict thot will arise if @ consumer is influenced by the quelity
aml guality of o prodaes s wellas st i abot the prosduct B anshs kong ctal, 202 1T The aapocts that altm
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Fnrying mseresi e lude dttention, namely the huyer's preal stlention oo prodecl and the imteesi thal zanses becas:
afl ittention w0 the prodisct, ten the desre bo owm 1Be product imed fimalty the coafidenor o make a purchising
ke iEEn [Camawan, 2027

sz vy resseanchs Srom Soliton § 20200 it i ooneloded that Beying interest has & posibive and significes
effert on paechasing decksions, in conimast io esennch from Raklvawm (GDEE] which comchndes thi oy g
interesr hes a pessitive and insigrilcant efficl oa puschising decisioss, whibe rescarch froms Hierd and Yuliviena
{20220 oo hudied that baving mmen:st las a negative and indgmificant effect on purchasing dicisions.

HT: Parchase Intentiem has A posivive sffect on Saracks Purckase Decsions in Fekamhan,
Restarch Fruomework

Whoermgd i 10 \:\__\_\_\_H,._ral,

% —
- T o Tmeas
] - S
- H-i+1
: M+ 1%, ;
[ Y g 2
"“‘:'I_.L.__ it il L
- - {1 - _'_'_'_'_ e
T SRR
P’ Memllig g
(£

HiAd =}
Figuire 1, Framawnrk of Thosghe
Sewvres Procvud i, M2

METHIMM LAY

Popalation apd Samping

The populstion in this siudy is the enimown member of Pekapbam Cy residents in 20073 Mesawhile,
he sansple vmead by Ehis rescerch was taken usng the Roseoe Formola a8 Sccideninl Sampling rechmique, oialng
K samjses o respomdeni=

Operational Kesearch Variakls

Tahle 1 {iperatomal Variahls

Y arinlde Lasdicinr Kimeenl

T Referongal 0 onsd 10 recomimend Srarbacis producs
Ilnm: [sbl izl am mioesied m recommeending Srarboc ks prodaces. i Fewm bscd i o4 Tnberal
i Freferended e a prefmmes Toe 30adwcks poolects, ml., 2031%
- e B A e L L
Exphmatne _§am Isokimg do7 Infiemss on afoo) Sidecis prodics.
LT ] E priceiiize paricnve miormunion shoas Siarhec ks pndes
Produs deed Sarbucks prodeces aroof peod quali,
S1shillry I Feel il Sewbmchs prsdmis provido prodis: L gealii thai
) s my soed
Pasrilici i Haksts in :'.I::lu: 13 choase Sartacks prmict ol my peodsct S o
Dt Bluying T Teal et Blmrbna®a poad et provsde binelils (Ramakin etal., | e 1} ' Teeerval
i Prodcts
— inihel nwke mo ool o mike puchmes,
Spoedin. _Equickly chooss Surburks produats shen Inoeddesn
Purchising L Tind i esawy tin inzihe 80 by prodicts prrsee nind by Starbicky
Pond wits prodaces
Hrand I feel ibaw Soarbucks prod sces heve pocd brand relisbiling.
Braml R‘“::iih I fecd e cons s of Ssarbock s prodoc|s ke conlidonce ——
Treae 7 v their pevalects oo mieel Bwis neals. mu: T Tmval
1M Hramd [ Feed comfdcal thal Stk s prodicts pal o eoee’

Asbcnmmemss  inlovils i,
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Y arwibsdi ladirlnr siviarnl g Srdr

(Heind I feed |&e Snahmis pived oot can solve pechlens thal s
Imiemtiomi uniapocreidy,
Winibd ey I Teadl 1Bl tha code bty chonee for Storkest ks prodects, mamzly

Fopubmity _the Sowdh Karean gid gooop Black pk, ke hiph popularny.
il F deed [dce 1 am pari ol ihe celebney fime of Siarhecke pmsdace

_ Celeheiry)  chloe, nunely e Sounh Kocen gl group Bl
I Feed b Suwbiecks. piod s celebiogiss, namel p ihe: Soih
Crchiliy Eoncan girl posg Bl kpmk . o d skills :ruﬂ-:ptrm.'l:-:l
(Credibiliay  promoe. S SR
ol b L fee] tha the \?Hml:.mmmhmerl'WMh mamely
Celebainy ) the Sreel Koeman gidl gnag Bl pmk, Esomlibiey i

e il
Crictdty I el ke shie o beriny & o o St b= prodesces, mamaly {Devid e al,

L’:‘.,_""E’:“ PR L:rh Eoresn gisl gpoup Biekpik, ks hiph eadorsament . el il
= S
*E::T_::m ¥ Tead i whe ol bt chosen For Slrbecks prshicis. rameehy
the Sl Eorean gid gooap Black pak, ure intersing becamss
Uiy B e l"'EEI:'l'E il :II.IJ:E'\H_: sl SEEEERL.
I el Bt the cclelmity clesis e Sl o, mmely
P ihe Soadh Korean gind groap Blackpmk, e ihe shiliiy o wifect
. O SETIED .
::hl:’:l:l?; I Feed rhaat che celebrines chnacs By Sk s prodicls . enmnedy
the Sowd Korgin ginl groop Bckpmk, ae saitible Gor by
proderts beang peoenioked.
I e thae she price of dhe packaged prodes offered by
Proe ql.l'hl.l.‘l‘.'a Eﬂﬁm e :|_|'|1nr|.!"|_n:|h: |
Nlach [Tnﬂll'n: the price of g prcd pe s rmHn:lIhlndhk b:.-
Marhicks mapeograi
Poxdpi Hﬂ:pﬂ'ul’ I Fecd 1Bt Bmbiha’ prodduct abaieg v Tai coralined maa ol )
Bisiling Blgin ll.ll SUEHRRE PRGOS ; {Bohrmasan, sl
i Seppong [ fee thae che pmdace selegied by Stabecks anein lme wish XY
y Prodics consames expectiins.
Gubinhilily I feed thee Rowrbacks pend o combime prosdiocis hided an
T
s 1 foed thust the cinbimol pLhLil::ﬂnhmllSMu.hMllnu
naids
Sowrper Prvessed amia, 2002
Trata anmdyais lechnigee

Deeseriptive Analysis

Sugiyone {I0E4} spes the desenpiive mnalysis (Chasdm et ol., 2023; Lind et al.. 300E; Selaran £
Bowpma, 2006} is o statistical mothod weed 10 salves data by |lu5l=n'b1"q: o iFhstrating the data tha hes beim
codlected =it Ewithoot the intentien o fmeking gererully secepted conchsions oe generalizations [n this research
there are 5 varwhles consisting of 3 exogenoues | free] vanahles in this resemel, numehy Bransd Trus (301, Celebnity
Erslorser {820 and Prosfust Bundbing (330 ne well 04 2 mkl[:m: [boumd) vanables ranssly Purehose Fnbenes
%' 1) ond Parchese Decision Y2

Fartial Tasd {1 Tesl}

Cihugsadi (201 3] states that the partml o T test = osed b detenmine the mfhenso of the mdeposdmi
variahle and the dependent venable panially. The anelysis use the confidence level | 1-a) ond degrees of fiesdem
Ao delurming tha onticad value. Whare the el is by comporing the gaunt value and tinhly valse o Jooking at the
Mvalee dwignificascel of sech o that it can be deiermined whether the npothesis ot has been mode is significent
nging 4 one-tled or ene-wmiled satisticnl s

RESULT AND IMSCLSSHON

Blased anthe sescarch reasuls, & genenl desoription of the charaieristics of the redpondents ws abinined
as fallows:
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Tuble 3. Respomdend Characteristios

Uiy plides Ladegnry Mumher gl Hespnidends
Man 5 §d
Gender . Vomes - As
Todal 1{H1 1K1
< 15 ¥ ears ] 1%
L= 35 Yemrs ) i
Age M- 45 Wewrs i E IE
> 45 Year iz i
Tial 14H1 1K)
Dhrzsn't work fi 'fl
Oiice employges 45 4R
Wk Emrepremieus. 2 L
) ke id kd
Tzl 1{Ki [}
<5 Wlillidy Hh 46
A — 10 M1k 31 31
| rame 10— 24 Millign 14 ]
= 20 Milliom L k.
Tutal I4H) IK
< 4y | Mamth i3 a1
&-8x ¢ Momdh 2R n
Yisiz Entersity 1 2% / Manth 0 9
 13% ¢ Munih_ 0_ 0
Tizal (L] 1K1

Sewrre Procened we, 2002

Bhasedl van the sabvke abovwe where the toial sample & 100 corsumens, the majority arc male with a wialaf
54 poopde of 54%, These nesulss cxplain thil moce consuimers of Stadbucks Pekasbany products e miale than
lenmbe. Fanlbermoxe, in ams ufl:_p:.. the mujorily lune a aps mnpe < TF yeans with g tolsl of 38 poople or 38%;,
These resmslis expluin tht thiz age & dhe sge for someone o beeomne a corsumer, especially a Strbacks
Pekankaru,

Then i donres of work (EMa < al, 2022; Rusthawate, 2023; Sudurss o al |, 2023, the ity work
affice employees: nomely 48 people or 457 These resalts esgploin that the mest donsnant ecoupation of Starhucks
wmmers i Pekinbang is office anploves boes offie cmployes wwally dhecse dwppme comos,
especielly coffee swes, a5 & gtheniag ploce to hold meetings o yusi bang out with colleggees. Then in terms af
income, the majority hove inoome i the mnge < 5 million, samely $6 poople or 8% This ooplaies tha dhe
highesl incoms; especially for Sarbucks comsemens in Pekesbarn, 45 <5 mithon This = in accerdance with the
LK range in Pelanbara Ciry which is saill within that rasge

Finaliy, based onthe table obove, of the total sample of 1060 consameas, the mijority love a visi inteneity
ab w4y Meorth, nomely 63 people or B3%, Thesar retult= explain thet the Baphost mteraity of wizitz by p consumer
o neodBor shop in the shopping coser B around <4x / monily especially ol Starbucks Polanbaro.

Converzeml Yalidity Tosd

Tahle 4. Loadisg Focter

Y umakl Tzl or Logigdinge Faclhor

Xid 0.775

Enpericnial Xiz 0.R3%
Markesing XI5 0743
: 14 0,506
X 0,742

Al [,79%

. ) X315 (1. 7uH
:.‘l*l""'} %24 1,647

' X215 01,71

Xin 0,730

¥i3 0.9
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% ariabde I yTed T T Logidling Farine

KR (1 Feli
X3 £,
X3z 0.76%
Prisfu i35 LAl
Bendling X34 0712
N3s (. RS
Adh .54
Y1 el
T1d 0832
Tia (.53
Purchasae: Yid (.56
Titeies TS i,543
T i1,4A2
Y17 il %43
¥ K (%76
¥l (LEIR
¥i3 0,783
Harying ¥ia (LEIH
deciinn Y24 (.543
TiE i1.RE7
Y24 . KB

ey Precessed amie, M2

Bmed an the wabde above, it can be seen that the reselis bave neet comvergent validity Becausee all facior leadines
arg = 05 and 1 ean b coneludies fhin te convenzent valxhiy of all grouge ol cadopams somalrucs |5 vali

Camsiruct Refialility Tesl

Tablke & Comserect Relabibie

Y ainlily iy b BEeBipkiliiy Liverapy Yorigesoe Extraciod (AYE)
Bhrand T, nazl 074
Celebiiny Bndoiss [ 0534
Frosfect Bundling (L&) 1533
Purchise Imemest 0954 175
Harying Decision 0854 0700

S Procesil I.I'l'lll'll'_ ."ﬂ.:;i

Hased an the peaalix of the validity and rehnbility fesis of the measrement model (Sevendy ot al | D255
it can e conchided thal sl péeerved varahles ane salid in megsonng he ldemn varisbles and the relinbibay of the
meassgrement model {8 also good. This shows thar the indicatars ane reliabée in coastricting 1he echopesi;
crvenect

Farmative Imilkcatngs

Tahle & Maliicellmearity Test

% ur sl Nmdbr it ne
Al 2014
X1.2 AN
Brama] Trusst e 2078
X4 Z.hEH
XLl 1074
Xa2 2211
X213 2238
: Az 1508
Cokbeity Emborser X215 078
Al 1R
X Ziisd
X1g 1.948
Frowluct Hunddlimg Xi.1 [ |}
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il Nidlbe sl o

%31 1.6k
X3 .32
X34 1. MI5
X3S £:233
NIk 23
¥i.d 3373
T2 3,335
¥ 1.3 HTHl
Prarchee: lntentinn :::-:_-: _‘:2:3
Yis M3
Y17 EALE
T3 111
T 2,587
R 115
£EY 1
Baang Decsion IE:: ?E:GH
Y15 3715
¥ik 4540

Sowrve Pececied Dafe, 223

Bared oo the repdits of the =lticollineanty lest in the table abseve, it con be stased that there are no
gymploams al muxhicolimeanty betwsen vorisbles becaiss the VIF value bcbween the indicstors s =0l helow 10

Inmer Moded Test {Seracterad Modelp

TN

...-
kil
=
BEzE

i e i g -
= = [ B T
& T R v ey & i
] b
. " =1 - - 1
- -
isr - W —— [ - —_ d
Gl " gy
" . O rin
B 1 e am W
ET = -y
R
.
aar r
't L ]
na (111
-
18§ M.,
R
AL = T T
- o

Figure I Resslts of SEM FLE Path Analysis
S Swara" BN 0 Procesed Dara, 2T

Blased on ke SmantPLS calealation repehs nothe imeyge above, the path analysis sgestions for s el
muodils 1 ened B cam be obiningd. Whers the path analysm squition: e stroctue] mods| s o folkos;

¥1= 034351 + 010X + 02K
Furthzrmsere, the pah analysis eqguation for structoral mode] 1 is s fallows
Y2 = 055471 + LIBXE - 0.038X2 + (L0393
Ceefflclenr of Determinotlon {H2)

Bascd ooy the coeificient of determinntion test, the edjusted B-Sguore Porchise [serest valee is 003356 or
I5.6%, This moans that the Buymp Interest varmable 2t Swrbuck= 0l 8KA Pelanbaru Mall i inflieneed by the
i Trpl, Celebrity Ensdomsar imad Product Bunsfling vimmbbes by 356%, Manwhile, fhe romaiming f4.4% win
influenced by other frcters o diselosed in this rereerch.

Fumthermens, tho adjastiod B-Scuare volue for Puchess Docinmoss was 1,593 or 543 %. This meanes tha
the Paschase Decision varighle for Sarbucks prodacts i Pekonbans is influenced by the Brand Trust, Celebrity
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Erclarser, Prisfact Bundbing amd Turchase Inleres venables by 58.3%% Mramakile, the remsining 45 7% wis
influemced by other fictors no| disclosnd in this reseanch

Hypasthicsis Tisting {arrial oF t Tesr
Table 7. Hypothesis Testing = Path Coefficients

S il prel

Drevlatian S ks Enfirusan bin

Bamnd Trisl = s

o B n3a3 0 T sl i g Sig
Pﬂ::‘::;’;’;:" 0284 0393 GRS Tam GTL iz
r’:‘“ﬂ;i'?:‘*‘:i* GRS a1 0124 0AT 0383 Irmeie
&Pﬁéfﬂm;’ 41038 3R oiaT T TE] [FF LS Irssi
i e i e o e e i, S
F‘P":::L“;‘Eﬂ'i':‘:‘:' TR oM oo 0I7E o704 lizi
_F:i:fh;:;ii:::uT s asih oo 5419 £ HK -ﬁ._.:

Sawrres Pricassind Dharg, 1248
ks cusssion
The Infleemce of Brumd Trost om Purchase Ialemtiom

Hared an the resylis nf the desengiive analysis, the average value af tee brand trust vanenle soore showed
that the hrand e i Starbucis at the SE A Pokanhasu Mall wire rated as vary pood by respandents, These nesulss
explum thinl brand tnst Bas a very impodtant reke in influmemg o person’s buying interest when visiting o shog.
crffze. Theretone, it cnn be sl that bramd mea mast nlwsys be considersd (s ander o @mach somene’s huying
interest. Furthermene, kised nn the megressinn coetficent valee of the brnd frust vanable which 1 positive, il iz
imawn that the hrand most venable bag g pegiive relmionship (Adrian ei al, 2022 or imibeence o the ponchass
iniens venable, This means tha the ighes a conssmer’s bramd musr, e nighes e cossmer’s by ing ineres
Ire additian, fremn the mesults of hypethesis esting, it wes Traesd that the brand tnst verable hixl 2 significant effect
ol purcasmg inencsi

Haeed oiy e desemiphon above, 19cam b conchilad it the irsl reacarch hyporkea s wkich siales
frand trust has & positive effect on moes in purchesing Sterbocks products in Pelombane is acoomod. This &
Tz gaise hrand drest (5 the iminal ke thet o provdoct effered sncker o cemain Brand by 5 compiany can he relied on
When the tnei received is pood or positive, a person wall have mm inberestin making 2 perchase and the averapy
conEmer in Pekanhor has st Jr brasd] nest in Stasscke producte, o il e easily inenemss buymg imieres!
Tt resailis oof his research ane b gocordomce: witls reseanch from Lagusw s and Seyvasat (20221 which swies tha
fwand trust has o pesitive and sgnificant effe o buying micrest, but is differest from research from Tr and
Syuh (20717 a0l Ming= (2117

The Infleence of Celebrity Emborsers on Parchase Invemtion

Bamd oo the nesolis of the desonpiive azalvas, the averpe score of e celebriy endurser varuble wis
afmainegd. B0 owss tomarnd thet coleld iy endoecsers oo Srarhucks preshicts in Pekonhoms were rodegd as very pogdl By
respondents. These nesolis explain tat celzbrity endursers have 8 ¥ery mpectant role m mloescing o person's
buying imenes when visiting a voffee shop. Therefore, it cen be said that celebrity endorsers nuos always be paid
aneation w in order 10 orect someones huying st Funhermose, hised on the represion cosflicieim value
al the celebrity endirser variable which is positives it is known that the celebrity end ceser variohle his o positive
reiaiesship of influcnee on the pechese inlens vativhle. This means that e hig®er e celebnny endorser a
I EARIIEE "l:q. the highsr the consumnes"s bevinge mbcrest will bs, Do pddicion, oo the resnlte of past el oo bypotbess
testing, it fvend tha the colebainy endoser variohle bad no significam effeoton perchase inboest.

Barcd an the deseripion ixove, 18 con b conclided thsl the seeomid ©essancs ypethesis which sime tha
celebrity endocsers Bave o positive infleence an inilerest in buying Starbucks producis in Pekanbans s acceptod.
This ix bocouse when & corsumer has e mimctive figee who s comsidered o have credibility and becomes o
meforence grom for their prodisct noads, thes this wall encovmape beving inlsresd i the consamer. Qs avempe,
coieumers af Starbucks producs iz Pelankam ane interested in usizg oelebrity endersers For Starkscks prodacts.
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st Py can ensiby mereise pechagmg miered =ven shongh it e nol ikl o sigmBoant impact. The nesults nfthe
mesearch ime in accosdinee: with rescarch from Lusstyami med B (2020 ) which ssates that celebrity endorsers have
2 posalve ansd gl feam eflectan baving fnrerest, Biicare SifTerent Brom fescaroh ram Damayase a8l | T0215
MWagrah ef al., (20231 ond Lamswanti and Setyawadi (2022}

The Inflsemcs of Prodiect Bandling on Perchase lnbisiion

Hased oin e resmlis of e desoripive smadysis the averags valus ol e provfuct busdling varingle soooe
shnwed that the product kesdling of Starbscks prosfects in Pekaafam was considered very good by respondents.
Thesa reseRs explein than prodoet familisg bas & very impenant rale in infloenzing & person's buyisg imeesa
wihes wislibmp & eoflee shop, Thenstone, 9 can be pald thet presuct besdbg musalwens he cossidered nonder o
atiract someone's buying intorest. Ferthermore, based on the positive salue of the repressaon coefficiem for ihe
st Thind g variaaks s known e ihe produc esdling vanahic his o posiive relaionssipoor infuemes
«m the purchase imtesest varivhle. This means that the higher a conssmer's poothect bemglling. the Righer the
eoioumer’s buyieg mierest In addition, from the resuhs of panial on hypotbess estizg., i was found that de
st Bund g viriable ad oo skpnifcan effscn on punchosing mens.

Based oo the descnption abose, 7 can e conclwded that the third research Bppothess wiich sates that
et Tundbing lis a posalve efTect on e e in bl Sabocks products in Pekanbons |s aosepted, This s
tceaanss: L we ook m e stape of Doy ing isacnes), mincly swarcness, when consusens rooeive @ poce aflss tal 5
mure eoomomice] or cheaper thas the twaal unit prce, ten dus will stinudate sed oeese awarenes wiich will give
i 1o bwm il oot b e paodbi. On average, consumers of Starbucks products o Pelasdai ae ineresed in
using pro‘duct hundling from Starbucks, so i can casily increase perchasng iderest even though it bas not et hod
a significant impacl. The resuliz of this research are in acoordance wish research frem Junsak ecal., (2017 which
sy thet poadect bus@ing b o positive and insigmificent cflec on perchesing inersd, but = dGifaoet rom
research freun Suhasssn 12023

The Ffleemcs of Bramd Trust on Furchasing Decisioes

Bascd omthe povalis ol ke doscnptive srabvais the avonpe scors of the brard rust vanoble showeal thst
the branmd s at Starbucks in Pekanbary was meed as very good by respondonis. These eseits explain thin brund
il has novery impoetint wle i nleencing 8 peson’s purchasing devisoms when visting o volloe s,
Thereloee, i can Be sl thet brassd frust must alaoys b considored oo order o seach o person’s punchasimg
shecizion, Furtheneore, based on the positive value af the regressson coeificient for the brand tnst vanshle, i is
larren fhad the brand imsst vansble has s povitive relsticnsiip o miluecrcs o the parchaing decision vansble,
This meass that dhe higher o consumer's brand truss, the higher the consemer’s purchnsing decision will be. By
afidion, from the results ofpuetiol vr hypothess testing, it was foumed fhi Uhe brand dret vanable bad g xipnificem
effecl on parchaing deciions [Fodhli of al., 2073 Setizwen of al. 2020 Simnl et ol., 20220 Smadrmwim el al.,
2022 Whardana ot sl,, 20223,

Bharcd ooy the desenpliom abaves, i G be concheded that the fourth rescanch hppothess wich states tha
Berandl srwst hios m positive effoct on purchosing desisians for Starbucks products in Pekanbaru 13 cuepdod. This i
ezcpiime poosd brand trest will hove an impact on consemer perceptons, where consunters will hove o positne
imprvastoa and huy the prodhict heess they B lee i the bramd of the produst wathost seeding be conssder mmny
things and ang of the steges thet can create & purchasing decisian is frust in the bromd of e predoct. reguincd
prresducts or brand wrust. Om overage, corsumers of Siafhocks prodects in Pekonbone have trust oc brand tnsr Sroan
Starbucks, so they con cosily inurvass thar purckasmg decsions, The nesnhts of shis duscarch o in accondance
with research frem Siger & ol, (2021) wiich stmes thal brand et has a positve wed cigaificant effect on
purchiring docisons, bt bs difforent from neamrch fom Halim ansl Cabyone | 20225, Sanbon el al., {20200 and
sprilin end Andorini (2033).

The Inflecace of Celebrity Endorsers «n Parehesing Dedlsbens

Barid oo e results of the doscriptive amaly=is, the anverags score for the culvbrily endafser surinble
shivaed thid celebrity endorsers al Starbcks in Pekimbasu were cibed (Renaldo et al. 200270 i v pood by
respodudents. These resulis explain that celebrity ssdorsers have & very mmperiont role e infliszncing a person's
purchising decisions whon visiting a coftee shop, Therebore, 31 can b sand that celebmnty endorses must duays
e considered 2 order b renck someane's grrchmsing deeision. Furtheraare, hased on the regression ooedfficiant
wvaduee of the celebrity endorser vanohle which = repimtive, # is knoun Bt the colohrity endoreir comisbde bas o
meyzative pelabimship or influence va the purciasing decision variahle, This meass that the higher the celebrity
emborrer 4 caniiedr i, the nwer the eoacumer's porchasing decizan will Be. In addiion. from the reselis of
partial or hypothess festing, it was found hat the coleboty endorer vanshle had no sigeiticant otfisct oo
prirchasing dectionas [ Atika ot al., 3022, Gusnam o al, W22 [stions e o, 3022 Reinaldo & Clandra 2020;
Wigkoaudi = nl, 2023}
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Bl vy e deseriplion sbene, it cm be conchided that the fifih research hapothestic wiich sintes taad
celetrity endorsers have o positive influmce on parchising decisions. for Starbocks products in Pekanbany i
rejeckad This b Beopsss choosing & celehrity cndoreer g5 a sorketing sirstegy o usefil for pleying ohe roke of an
influencer or inflsences for people who need a prodoect o decide tomake 2 purchase of o product presenbed by o
coinpany doss na influsnes the pvempe cossumer of Sabecks prodisers in Pekpnhan 1o make o purckasing
dhevisiom. agpinaed SMarhacks. The resulls of this reeeanch e in accomfiance with resenrch fram Ammllah (20215
which stnes that celebrity endorsers have a megative and insignificand effect on purchasing decisions. bug are
slileien Tro sescasch from Ralang e al , (079, Hami Fand Achisad Q2021 and {Rahimavati e 6l 20230

The Infleemce of Frodsc Bandling oo Perchasing Declsivas

Based oo the mesulis of the descrgive malysis, the average @one foc e procluct buncdling varable
sl e i prest basdling an Sideacks oo PelanSam wis rned as very good by respomlems, These resuls
explin that prodaect hundbng bax g very impodanit role i@ mfluescing o persan's parchesing deci=ion when visitmg
# coffee shop. Therefone, it can be siid el peoduct bedling must alwagys be comsidered inonder 1o rech a
pereiya prirelaslig decishon. Funiensons, fased on (he positbee valoe of the repressiom coeielent [y e producg
Immilisg varieble, i is knows thal the product besdling varistle has o posicnee relaticeship or infleence on the
g laming decisi varistle. This mrsins Ul e highs § cotsamars jrobecl amdling, dhe hh'ﬁ e consuine’s
mirchaiing decikion will Be. In addition from the resulss of pantiol or hypothesis iestiag. it was found tha the
jprosduct bundlmg viriable lud po sgnificant elfect on porchasing decisions [N ymo coal, 2008, 324

Bl oub 1lie disscdigtion abawe, B can B conelod el Bt e shofh rearch Bigroiiesls wiich Sy Bl
product hundling has & positive effect on purchasing decisions for Starbucks pooducts in Pekesben is accepted.
This s because when a comspeury cames out prechuct bundling il will esully emplasize the price of the prodect
ol Temd moonde b abtract peschesing degisems from consemeons. eirding the product package wsld the averaps
comsumer of Smrbucks products in Pekanbare cossilers sl Siartucks product busdling is able w sirsct
prurehasmg decrpns even though i ks ned bad n significiesd ipacd. The reselie of this rescarcty o o ke omlemsce
wilh meazarch thin s diFerent fom rescarch frem Ciarbashanty ond Sueloryand (2023 med Dewn (202 53] batanse
the rescerch resulis sioie thm preduct bundlng bas o positive and msignéficnni effect oo purchosing decisions
ibummlasar & Endians, 2023; Sctwoaal o al., 2023: Tiahjann o af,, 20230,

The Inflsence of Prodisct Bandbling on Perchasing Declsions

Based an the resdts of the descriptive analysis, the avemge vehie of the purchasiag mierest varinhle
acont shworwed Ukl punchens mg mnlgre=d of Stirbecks in Prkanbam was raed very liph by mespombents. Thas reull
explairs thet perchesing imerest has & very smportant mle in influmncme o porson's parchesing decision wien
visiting o cufloe shep, Thorhons, it cen be swied thed parctesing micres) masd alwaos be comidered i omder o
miach & persen’s purchasng decison. Furthermore. basod on the positive valie af e npression asflicknt for
the prerchese interest variable, it isknawathet the purchoss interest variahle las & pesitive relaticaship or influesce
em the purchas: devisom wnchls, This means that the higher o consmer's buying inberest, thi&igher he
coisiumor's purchasing decision witl be. In addition, firom the results of patial or bypothesis besting, it was found
that the penchess isdesest varinhle hod o significest effect én purctasng decisions {Imren eiol., J0C4; Mofesh e
al., 2023; Murtirmaors gk al,, 293735

Baszd an the descriptioa abeve, 11 can be concluded thit the sevesth rescarch Bvpathesis which simes
thet buying interest has e posiive inflosee e on Sebuweke purchesing decisions at SEA Pakonbar Mall is poeepied.
This = becaues madirevily buying interst will ed m comsumar purciasang decnone after gome througes several
determiming factors and bemg confident bt the preduet ond oa nvernge, consumers of Starbucks products in
Twksntary bave bigh perchasing imerust i Starbucks. producis i Peksnbans and will be misrested m parchasmp
presducts frem Starbucks. The results of this resenrch are is aecordance with research frean Salilie ¢ 20201 wixids
siotes that baying issesesst has o positive ond significant effsct oo porchasiag decisions, b @ different from
reseasch frean Bakhmavwats (2018]) and Hatr and Yulicions | 2022

CONCLUSHIN
Canelusion

The cemehigions: thirt can B drvan from the mesults o Be reseirch vt have bisen comducted inchrle: (]
Emed Truet has o pesitive and significant effect e Parchese Interest s Sterbscks drinks in Pekonbans. (2)
Culehrity Endoeser his o postive smel issignificesd effecd on Purchase Inlerest in Slarbucks drinks in Pekanhiirs
{31 Product Bamdling hos o pesitive and not significont effect o Porchose Isdesest in Storvachs drinks iy
Pekuebari. (4 Hrand Tnst hes 2 positive and sigeilicant effecd om Purchase Decisinns for Stalaicts drinks in
Pekanban. (5] Cobsberty Endorser hae 2 nopative snd not sigmificand effect an Purchase Dacizions an Starbecks
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drmks in Pekanbare. 150 Prodect Huniffing has o postive and eignficant offect an Porchase Diecisions an
Starbucks drinks in Pekantane, (71 Purckase Inleres his o positive and significem effed on Purchase Decsions
o Barhiseke drinks in Pelanbearni

Eecommensluting

Anppestions thitcin be ges reganding the nesreh resnlic are: (15 For academics, it is hoped that they
cin adil cther vasiahles shat can indluence fiyving imerest and paschesing decisions and emm wilze s reseanch
ax o leamimg or reading resource (Tampmg ef ol 2023 that cem be used i imcrease (Stevasy el ol 2022)
Enondedpe shoan markenng (WiavE o al . 20200 masapenent especially regarding huving imerest gl
prorchuming deceions (25 For comganies 1 |s recommended ths Saihicks sasspgers in Pelasha abways pay
ez mtteniiom i how to create buyisg imoresd throegh facwons th pesitively influsnce buying imenst, espocally
Tl e, cekeinty ergborsems and prodisn Berelling owell ns alwims pay close steniios 1o lhes W Gickle
mrrchansing diecisions hroegh facioes that pasitively influence purchasing deosions, especizlly brand trust. praduct
fumdlizg and buying imerest. (%) Corsumers can use this rescarch as information maierial 40 incesss dher
Rl of a3 g 50urces ol coilipari=os regardiigg Searbocks, cspecially i the Pelaibaim erca
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