ABSTRAK

Tokopedia merupakan situs jual beli online yang ada di Indonesia. Tokopedia
memiliki visi "Membangun Indonesia yang Lebih Baik Lewat Internet”. Cara
Tokopedia mempertahankan eksistensinya dengan cara melakukan promosi melalui
iklan di televisi dan sosial media , cara tersebut dilakukan guna meningkatkan brand
awareness dan brand image di benak konsumen selain itu Tokopedia selalu berusaha
untuk menjadi situs jual beli online yang terpercaya agar mampu menumbuhkan
minat beli konsumen.

Penelitian ini dimaksudkan untuk mengetahui seberapa besar pengaruh brand
awareness, brand image terhadap brand trust online, serta pengaruh brand trust
online terhadap minat beli pada situs jual beli online Tokopedia. Metode penelitian
yang digunakan adalah metode survey dengan kuesioner. Populasi dalam penelitian
ini mahasiswa/i Universitas Kristen Maranatha yang pernah melakukan pembelian
online di Tokopedia. Sampel sebanyak 182 responden sehingga dapat memberikan
gambaran fakta yang ada.

Berdasarkan nilai uji statistik bahwa pengaruh brand awareness terhadap brand trust
online sebesar 4.9%, pengaruh brand image terhadap brand trust online sebesar
8.4%, sedangkan pengaruh brand trust online terhadap minat beli sebesar 18.8% dan
sisanya dipengaruhi oleh faktor-faktor lain.

Kata kunci : brand awareness, brand image, brand trust online, minat beli
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ABSTRACT

Tokopedia is an online purchase facilitator in Indonesia. The way of Tokopedia to
keep its existence by doing promotion through advertisements on television and
social medias. It is purposed to increase a brand awareness and a brand image in the
consumer’s mind. Furthermore, Tokopedia commits to be the treusted online
purchase facilitator which cultivate the consumer interest of purchasing.

This research was done to answer the influence of brand awareness, brand image
towards brand trust online as well as the influence of brand trust online towards
purchasing interest. The method of research is survey method and through
questionnaries. The population of research is purposed to the MCU students which
had made a purchase online in Tokopedia. The sample of research has 182 respondets
which emphasize the overview of the research.

According on the value of the statistic test, the influence of brand awareness towards
the brand trust online amounted up to 49%. Then, the influence of brand image
towards the brand trust online amounted up to 84%, while the influence of brand trust
online toward purchasing interest amounted up to 18,8% and the test was influenced
by other factors.

Keywords: brand awareness, brand image, brand trust online, purchase intention
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