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FAKTOR – FAKTOR YANG MEMPENGARUHI BRAND TRUST 

DAN BRAND COMMITMENT PADA SITUS 

BUKALAPAK.COM DI SURABAYA  

 

ABSTRAKSI 

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh 

Security, Privacy, Brand Name, Word of Mouth, Experience, Information 

terhadap Brand Trust dan pengaruh Brand Trust terhadap Brand 

Commitment pada toko online pada situs www.bukalapak.com. Desain 

penelitian ini adalah penelitian kausal yaitu menjelaskan hubungan sebab 

akibat yaitu pengaruh dari variabel bebas terhadap variabel terikat. Variabel 

dalam penelitian ini yaitu laten eksogen (variabel bebas) yaitu: Security, 

Privacy, Brand Name, Word of Mouth, Experience, Information. Sedangkan 

mediating (variabel antara) yaitu: Brand Trust dan laten endogen (variabel 

terikat)  yaitu: Brand Commitment. Jumlah sampel penelitian sebanyak 170 

sampel. Teknik analisis data menggunakan Structural Equation Model 

dengan program Lisrel. 

Temuan penelitian ini menunjukkan bahwa pengaruh Security, 

Privacy, Brand Name, Word of Mouth, Experience, Information terhadap 

Brand Trust dan pengaruh Brand Trust terhadap Brand Commitment pada 

toko online pada situs www.bukalapak.com. Brand Trust mampu 

menguatkan pengaruh variabel bebas terhadap Brand Commitment. Bahwa 

kepercayaan terhadap merek dapat memberikan referensi bagi konsumen 

sehingga mempunyai komitmen terhadap merek dan kepercayaan terhadap 

merek itu sendiri dapat memperkuat pengaruh Security, Privacy, Brand 

Name, Word of Mouth, Experience, Information 

Kata kunci:  Security, Privacy, Brand Name, Word of Mouth, Experience, 

Information, Brand Trust, Brand Commitment, 

www.bukalapak.com 
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FACTORS THAT AFFECT THE BRAND TRUST AND BRAND 

COMMITMENT ON THE WEBSITE BUKALAPAK.COM  

IN SURABAYA 

 

ABSTRACT 

 

The purpose of this research is to know the influence of the 

Security, Privacy, Brand Name, Word of Mouth, Experience, Trust and 

Brand Information to influence Brand Trust of Brand Commitment on the 

online store on the site www.bukalapak.com. The design of this research is 

research that explains the causal relationship cause due to the influence of 

the free variables of variables are bound. The variable in this study i.e. 

latent exogenous (non variable), namely: Security, Privacy, Brand Name, 

Word of Mouth, Experience, Information. While mediating (between 

variables), namely: Brand Trust and endogenous latent (variable), namely: 

Brand Commitment. The number of samples as many as 170 research 

samples. Technique of data analysis using Structural Equation Modeling 

with Lisrel program. 

The findings of this study indicate that the influence of the 

Security, Privacy, Brand Name, Word of Mouth, Experience, Trust and 

Brand Information to influence Brand Trust of Brand Commitment on the 

online store on the site www.bukalapak.com. Brand Trust is able to 

strengthen the influence of the free variables of the Brand Commitment. 

That confidence may provide a reference brand for consumers that have a 

commitment to and confidence in the brand, the brand itself can strengthen 

the influence of the Security, Privacy, Brand Name, Word of Mouth, 

Experience, Information 

 

Keywords:  Security, Privacy, Brand Name, Word of Mouth, Experience, 

Information, Brand Trust, Brand Commitment, 

www.bukalapak.com


