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ABSTRAK 

Viany Firilianti 201820151010. Pengaruh Pengaruh Promosi, Brand 

Image dan Brand Trust Terhadap Keputusan Berzakat di Lembaga dan 

Pengumpulan Zakat di Era Digital 4.0 Studi Kasus Pada Badan Amil Zakat 

Nasional (BAZNAS) Kabupaten Bekasi di Cikarang Utara. 

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh promosi, 

Brand Image dan Brand Trust Terhadap Keputusan Berzakat di BAZNAS. 

Penelitian ini menggunakan metode kuanitatif. Pengumpulan data dilakukan 

dengan penyebaran kuisioner kepada 105 responden, pengambilan sampel 

dengan teknik insidental sampling. Analisis data yang digunakan adalah 

regresi liniear berganda. Hasil penelitian ini menunjukkan bahwa promosi, 

brand image dan brand trust berpengaruh positif dan signifikan secara 

simultan terhadap keputusan berzakat di BAZNAS. 

Kata kunci : Promosi, Brand Image, Brand Trust dan Keputusan Berzakat, 

Lembaga Badan Amil Zakat Nasional (BAZNAS) 
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ABSTRACT 

Viany Firilianti 201820151010. The Influence of the Influence of 

Promotion, Brand Image and Brand Trust on the Decision of Zakat in Institutions 

and Collection of Zakat in the Digital Age 4.0 Case Study at the National Zakat 

Agency (BAZNAS) Bekasi Regency in North Cikarang. 

The purpose of this study was to determine the effect of promotion, brand 

image and brand trust on the decision to give zakat in BAZNAS. This research 

uses a quantitative method. Data collection was carried out by distributing 

questionnaires to 105 respondents, sampling with incidental sampling techniques. 

The data analysis used is multiple linear regression. The results of this study 

indicate that promotion, brand image and brand trust have a positive and 

significant effect simultaneously on the decision to give zakat in BAZNAS. 

Keywords: Promotion, Brand Image, Brand Trust and Tzakat Decisions, National 

Zakat Agency (BAZNAS) 
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