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PENGARUH SECURITY, PRIVACY, BRAND NAME, WORD OF MOUTH, 

EXPERIENCE, DAN INFORMATION TERHADAP WEB SITE TRUST, 

DAN PENGARUH WEB SITE TRUST TERHADAP BRAND 

COMMITMENT DAN RISK PERCEPTION PADA PEMBELIAN ONLINE 

TICKETING MASKAPAI PENERBANGAN AIR ASIA DI SURABAYA 

 

 

Hadi Rahmat Lukito 

 
 

ABSTRAK 

 Penelitian ini bertujuan untuk mengetahui pengaruh dari security, 

privacy, brand name, word of mouth,  experience, dan information terhadap 

web site trust pada website Maskapai Penerbangan Air Asia di Surabaya. 

Dan untuk mengetahui pengaruh dari web site trust terhadap brand 

commitment dan risk perception pada website Maskapai Penerbangan Air 

Asia di Surabaya. 

Teknik pengambilan sampel yang digunakan dalam penelitian ini 

adalah simple random sampling. Penentuan responden dalam penelitian ini 

adalah berusia minimal 17 tahun yang berdomisili di Surabaya, pernah 
melakukan browsing website Maskapai Penerbangan Air Asia dan pernah 

melakukan pembelian tiket online pada website Maskapai Penerbangan Air 

Asia dalam tiga bulan terakhir. Teknik analisis yang digunakan dalam 

penelitian ini adalah Structural Equation Model (SEM). 

 Hasil penelitian ini menunjukkan bahwa terdapat pengaruh antara 

security, privacy, brand name, word of mouth,  experience, dan information 

terhadap web site trust, web site trust mempengaruhi brand commitment dan 

risk perception. 

 Kesimpulan penelitian ini, security, privacy, brand name, word of 

mouth,  experience, dan information terbukti mempunyai pengaruh yang 

signifikan terhadap web site trust, web site trust terbukti mempunyai 
pengaruh yang signifikan terhadap brand commitment dan risk perception. 

Semoga penelitian ini bermanfaat sebagai masukan dalam pengembangan 

Ilmu Pemasaran, terutama dalam hal memahami faktor-faktor yang 

mempengaruhi brand trust dan yang dapat meminimalkan risk perception, 

serta sebagai acuan dalam mengetahui cara dalam membangun loyalitas 

konsumen. 

 

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

Information, Web Site Trust, Brand Commitment, dan Risk Perception 
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EFFECT OF SECURITY, PRIVACY, BRAND NAME, WORD OF MOUTH, 

EXPERIENCE, AND INFORMATION ON WEB SITE TRUST, AND 

EFFECT OF WEB SITE TRUST ON BRAND COMMITMENT AND RISK 

PERCEPTION TO PURCHASE ONLINE TICKETING AIRLINE AIR ASIA 

IN SURABAYA 

 

 

Hadi Rahmat Lukito 

 
 

ABSTRACT  

  This research aims to determine the effect of security, privacy, 

brand name, word of mouth, experience, and information on web site trust 

on the website of Airline Air Asia in Surabaya. And to determine the effect 

of web site trust on brand commitment and risk perception on the website of 

airline Air Asia in Surabaya. 

 The sampling technique that used in this research is simple 

random sampling. Determination of the respondents in this research were 

at least 17 years old who live in Surabaya, have done browsing Airline Air 

Asia website and have done an online ticket purchases on the website of 
Airline Air Asia in the last three months. Analytical techniques used in this 

research is the Structural Equation Model (SEM). 

 The results of this research indicate that there is influence between 

security, privacy, brand name, word of mouth, experience, and information 

on web site trust, web site trust affect brand commitment, and risk 

perception. 

 Conclusion of this research, security, privacy, brand name, word 

of mouth, experience, and information proved to have significant impact on 

web site trust, web site trust shown to have significant influence on brand 

commitment and risk perception. Hopefully this research is useful as an 

input in the development of Marketing Science, especially in terms of 
understanding the factors that influence brand trust and that can minimize 

the risk perception, as well as a reference in a knowing way in building 

customer loyalty. 

 

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

Information, Web Site Trust, Brand Commitment, and Risk Perception 

 


