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ABSTRAK

Pengaruh Brand Recognition Dan Perceived Quality Terhadap
Brand Credibility Bank Syariah Dengan
Word Of Mouth Sebagai Variabel Moderasi
Oleh Mutia Laprassani, NIM 2111140148.

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh
brand recognition dan perceived quality terhadap brand
Credibility dengan word of mouth sebagai variabel moderasi.
Pendekatan yang digunakan adalah kuantitatif dengan teknik
pengumpulan data primer berupa angket yang disebarkan kepada
100 Responden, sampel dipilih dengan menggunakan teknik
Purposive sampling dan merupakan nasabah Bank Syariah
Indonesia dengan menggunakan skala likert 1-5. Hasil penelitian
yang diuji menggunakan SPSS 23 yaitu sebagai berikut 1) Brand
Recognition berpengaruh terhadap Brand Credibility Bank
Syariah. 2) Perceived Quality berpengaruh terhadap Brand
Credibility Bank Syariah. 3) Brand Recognition dan Perceived
Quality berpengaruh secara simultan dan signifikan terhadap
Brand Credibility Bank Syariah. 4) Word Of Mouth dapat
memoderasi variabel Brand Recognition terhadap Brand
Credibility, nilai koefisien sebesar -0,017 (negatif) artinya bahwa
word of mouth akan melemahkan hubungan pengaruh brand
recognition terhadap tingkat brand credibility Bank Syariah. 5)
Word Of Mouth dapat memoderasi variabel Perceived Quality terhadap
Brand Credibility, nilai koefisien sebesar -0,053 (negatif) artinya
bahwa word of mouth akan melemahkan hubungan pengaruh
perceived quality terhadap tingkat brand credibility Bank Syariah.

Kata Kunci : Brand Recognition, Perceived Quality, Brand Credibility,
Word Of Mouth



ABSTRACT

The Influence of Brand Recognition and Perceived Quality on
Brand Credibility of Islamic Banks with Word of Mouth as a
Moderation Variable
By Mutia Laprassani, NIM 2111140148.

The purpose of this study was to determine the effect of brand
recognition and perceived quality on brand credibility with word
of mouth as a moderating variable. The approach used is
quantitative with primary data collection techniques in the form of
questionnaires distributed to 100 respondents, the sample was
selected using the Purposive sampling technique and was a
customer of Bank Syariah Indonesia using a Likert scale of 1-5.
The results of the study tested using SPSS 23 are as follows:
1) Brand recognition has an effect on brand credibility of Islamic
Banks. 2) Perceived quality has an effect on brand credibility of
Islamic Banks. 3) Brand recognition and perceived quality have a
simultaneous and significant effect on brand credibility of Islamic
Banks. 4) Word Of Mouth can moderate the Brand Recognition
variable on Brand Credibility, the coefficient value of -0.017
(negative) means that word of mouth will weaken the relationship
between the influence of brand recognition on the level of brand
credibility of Islamic Banks. 5) Word Of Mouth can moderate the
Perceived Quality variable on Brand Credibility, the coefficient
value of -0.053 (negative) means that word of mouth will weaken
the relationship between the influence of perceived quality on the
level of brand credibility of Islamic Banks.

Keywords: Brand Recognition, Perceived Quality, Brand
Credibility, Word Of Mouth
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