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ABSTRAK

~Natalia-Rebecca Audrey Wijaya / 27190157 / 2023 / Mediasi Brand Trust pada Pengaruh
SCustomer Experience dan Customer Engagement terhadap Brand Loyalty Bukalapak (Studi
“Kasus:pada Followers Akun Instagram @bukalapak) / Pembimbing: Prof. Dr. Ir. Bilson
Slmamora M.M.

I

= Persaingan yang ketat antar marketplace di Indonesia mengakibatkan Bukalapak
-mghgalami penurunan jumlah pengunjung yang signifikan dari tahun 2019 hingga 2022.

?D’Peﬁnurunan jumlah pengunjung mengindikasikan bahwa loyalitas pelanggan Bukalapak
gmenurun Di sisi lain, justru terjadi peningkatan jumlah followers pada akun Instagram
m@%ukalapak Kesenjangan fenomena tersebut yang melatarbelakangi penelitian ini.
mcastomer experience dan customer engagement menjadi faktor penting dalam
cmempengaruhl brand trust yang akhirnya berdampak pada meningkatnya brand loyalty
jgkalapak Oleh karena itu, penelitian ini dimaksudkan untuk menjawab pertanyaan
Speneliffan bagaimana mediasi brand trust pada pengaruh customer experience dan customer

=

—erigagement terhadap brand loyalty Bukalapak.

nbuaw bu

Q

2 Penelitian ini merekonstruksi model penelitian So et al. (2016). Rekonstruksi model
7dilakukan dengan menambahkan customer experience sebagai konstruk eksogen. Dengan
Sdemikian, konsep yang digunakan dalam penelitian ini adalah customer experience,
acustomer engagement, brand trust dan brand loyalty.

n) eAie

aw ed

Objek penelitian ini adalah Bukalapak. Data dikumpulkan menggunakan teknik
ckomunikasi dengan menyebarkan kuesioner melalui Google Forms kepada 210 responden
oyang dipilih dengan pendekatan judgment sampling. Data diolah dan dianalisis
Emenggunakan Structural Equation Modeling (SEM) dengan bantuan software WarpPLS 8.0.

ep uey

Penelitian menunjukkan bahwa customer experience berpengaruh positif dan
“siginifikan terhadap brand trust, customer engagement berpengaruh positif dan siginifikan
oterhadap brand trust, customer experience berpengaruh positif dan siginifikan terhadap
“brandaloyalty, customer engagement berpengaruh positif dan siginifikan terhadap brand
Sloyalty; brand trust berpengaruh positif dan siginifikan terhadap brand loyalty, brand trust
“memeédiasi pengaruh customer experience terhadap brand loyalty, serta brand trust

Zmemegiasi pengaruh customer engagement terhadap brand loyalty.
3

3 Bukalapak disarankan untuk lebih responsif dalam melayani pelanggan, menciptakan
aktivitas engagement yang lebih menarik, serta mempertahankan kepercayaan pelanggan
agar dapat menjaga dan meningkatkan loyalitas mereknya. Peneliti selanjutnya disarankan
untuk-berfokus pada disloyalitas untuk mengetahui apakah hal tersebut akan mengarah pada
perilaku beralih (switching behavior). Selain itu, peneliti selanjutnya juga dapat
menggunakan media sosial lainnya selain Instagram yang belum dieksprolasi lebih lanjut,
sepertizFacebook atau Twitter.

Kata Kunci: Customer Experience, Customer Engagement, Brand Trust, Brand Loyalty.
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ABSTRACT

~Natalia-Rebecca Audrey Wijaya / 27190157 / 2023 / Mediation of Brand Trust on the Effect
cof Customer Experience and Customer Engagement Towards Bukalapak Brand Loyalty
“(Case-Study on Instagram Account @bukalapak Followers) / Advisor: Prof. Dr. Ir. Bilson
2Simamora, M.M.

w

o L
2 = atense competition between marketplaces in Indonesia caused Bukalapak to have a

C

gsiéhificant decline in traffic from 2019 to 2022. It indicates that Bukalapak's brand loyalty
visidecrgasing. On the other hand, there has been an increase in the number of followers on

(9]
O]

glngtagram account @bukalapak. This phenomenon gap is the background of this study.
oCastorner experience and customer engagement are important factors in influencing brand
ofrast which ultimately has an impact on increasing Bukalapak brand loyalty. Therefore, this
3stgdy mtended to answer the research question of how brand trust mediates the effect of
Ec@tomer experience and customer engagement on Bukalapak brand loyalty.

(@}
1

S TFhis study reconstructs the research model of So et al. (2016). Model reconstruction
gis§arried out by adding customer experience as an exogenous construct. Thus, the concepts
gihat used in this study are customer experience, customer engagement, brand trust and brand
Floyalty:

3 ynan

A

TFhe research object in this study is Bukalapak. Data was collected using
‘Scommunication techniques by distributing questionnaires via Google Forms to 210
Sresporidents selected with judgment sampling method. The data was processed and analyzed
ausing Structural Equation Modeling (SEM) with WarpPLS 8.0 software.

uej U

wnjue

Fhis study shows that customer experience has a positive and significant effect on
L ay. . .pe

sbrand-trust, customer engagement has a positive and significant effect on brand trust,
scustomer experience has a positive and significant effect on brand loyalty, customer

Q
=)

—engagement has a positive and significant effect on brand loyalty, brand trust has a positive
cand stgnificant effect on brand loyalty, brand trust mediates the effect of customer
experience on brand loyalty, and brand trust mediates the effect of customer engagement on
Sbrand:loyalty.

S uey

2 Bukalapak is suggested to be more responsive in customer service, create more
Zinteresting engagement activities, and maintain customer trust in order to preserve and
“strengthen its brand loyalty. Future researchers are suggested to focus on disloyalty to find
out whether it will lead to switching behavior. In addition, future researchers can also use
othersocial media besides Instagram that have not been further explored, such as Facebook

or Twitter.

Keywards: Customer Experience, Customer Engagement, Brand Trust, Brand Loyalty.
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eJelqg i
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oWl

T =

betjudil “Mediasi Brand Trust pada Pengaruh Customer Experience dan Customer

s din
11g&yd10
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eibeqa
>
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5
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