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ABSTRACT
The purpose of this research was to examine the relationship between broker professional competence and customer trust with
Customer Purchase Intention. This research take the of entity and network questionnaires, altogether obtained effective
guestionnaires 218. Research methods of reliability analysis, one-way ANOVA, correlation analysis and multiple regression analysis.
Results indicated that professional competence and customer trust had the positive influence to the customer purchase. Further
proposed the research limitations and suggestions implications of these findings are discussed.
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