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ABSTRAK 

Muhammad Affandi. 8215152493. Efek Mediasi Brand Trust dalam 

Pengaruh Brand Image dan E–Service Quality Terhadap Customer Loyalty 

Bukalapak. Program Studi Manajemen. Fakultas Ekonomi. Universitas 

Negeri Jakarta. 

Tujuan penelitian ini adalah untuk mengetahui Efek Mediasi Brand Trust dalam 

Pengaruh Brand Image dan E–Service Quality Terhadap Customer Loyalty 

Bukalapak. Populasi dalam penelitian ini adalah pengguna Bukalapak yang 

berdomisili/tinggal di DKI Jakarta, berusia 17 tahun ke atas, dan pernah 

bertransaksi di Bukalapak minimal 3 kali dalam 1 bulan terakhir. Sampel dalam 

penelitian ini adalah 150 orang dengan menggunakan metode purposive sampling. 

Analisis data yang dilakukan dengan bantuan program aplikasi komputer yaitu 

Smart PLS. Hasil penelitian menunjukkan bahwa 1) brand image berpengaruh 

positif dan signifikan terhadap customer loyalty, 2) e-service quality berpengaruh 

positif dan signifikan terhadap customer loyalty, 3) brand image berpengaruh 

positif dan signifikan terhadap brand trust, 4) e-service quality berpengaruh 

positif dan signifikan terhadap brand trust, 5) brand trust berpengaruh positif dan 

signifikan terhadap customer loyalty, 6) brand trust memediasi pengaruh positif 

dan signifikan brand image terhadap customer loyalty, 7) brand trust memediasi 

pengaruh positif dan signifikan e-service quality terhadap customer loyalty. 

Kesimpulan dalam penelitian ini adalah customer loyalty sangat dipengaruhi oleh 

brand image dan e-service quality melalui brand trust. Karena semakin tinggi 

brand image dan e-service quality sebuah perusahaan maka akan menimbulkan 

brand trust pada konsumen, dan pada akhirnya semakin percaya konsumen 

terhadap suatu perusahaan maka akan menimbulkan customer loyalty. 

Kata kunci: brand image, e-service quality, brand trust, customer loyalty. 
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ABSTRACT 

Muhammad Affandi. 8215152493. The Mediation Effect of Brand Trust in The 

Influence of Brand Image and E-Service Quality on Bukalapak's Customer 

Loyalty. Major of Management. Faculty of Economics. Universitas Negeri 

Jakarta. 

The purpose of this study was to determine the effect of brand trust mediation in 

the influence of brand image and e–service quality on customer loyalty 

Bukalapak. The population in this study are Bukalapak users who are domiciled 

in DKI Jakarta, aged 17 years and over, and have transacted in Bukalapak at 

least 3 times in the last 1 month. The sample in this study was 150 people using 

purposive sampling method. Data analysis is done with the help of a computer 

application program that is Smart PLS. The result of this study showed that 1) 

brand image has a positive and significant effect on customer loyalty, 2) e-service 

quality has a positive and significant effect on customer loyalty, 3) brand image 

has a positive and significant effect on Brand Trust, 4) e-service quality has a 

positive and significant effect on brand trust, 5) brand trust has a positive and 

significant effect on customer loyalty, 6) brand trust mediates the positive and 

significant influence of brand image on customer loyalty, 7) brand trust mediates 

the positive and significant influence of e-service quality on customer loyalty. The 

conclusion in this study is customer loyalty is strongly influenced by brand image 

and e-service quality through brand trust. The higher brand image and e-service 

quality of a company, it will cause brand trust in consumers, and ultimately the 

more consumers trust a company, it will cause customer loyalty. 

Keywords: brand image, e-service quality, brand trust, customer loyalty. 
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