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PENGARUH KESADARAN MEREK, KEPERCAYAAN, DAN HARGA 

TERHADAP MINAT BELI ONLINE PADA MARKETPLACE 

BUKALAPAK  

(Studi pada pengguna Bukalapak di Kota Semarang) 

ABSTRAKSI 

Perkembangan teknologi informasi dan komunikasi menjadikan manusia lebih 

dekat dengan internet. Kemudahan dan praktisnya sarana online membuat para 

pelaku bisnis beralih dari model bisnis konvensional ke arah yang lebih modern 

yaitu e-commerce. Bukalapak termasuk salah satu pemain marketplace terbesar di 

Indonesia. Karena banyaknya persaingan yang muncul, Bukalapak mengalami 

penurunan minat dalam beberapa waktu terakhir, dibuktikan dengan turunnya 

pengunjung website dan peringkat aplikasi ponsel pintar. Kesimpulan penurunan 

minat ini dengan asumsi orang yang mengunjungi Bukalapak membutuhkan 

sesuatu yang ditawarkan oleh Bukalapak. Beberapa faktor yang dapat 

mempengaruhi minat beli diantaranya yaitu kesadaran merek, kepercayaan, serta 

harga. 

Penelitian ini memiliki tujuan untuk mengetahui apakah kesadaran merek, 

kepercayaan, dan harga berpengaruh positif pada minat beli online di Bukalapak. 

Riset ini menggunakan tipe explanatory. Metode pengambilan sampel yang 

digunakan yaitu non-probability sampling dengan teknik pendekatan purposive 

sampling yang disebarkan secara online melalui google form. Sebanyak 100 

responden pengguna Bukalapak di Kota Semarang dijadikan sampel riset dengan 

skala pengukuran menggunakan skala Likert. Analisis data yang digunakan yaitu 

uji validitas, uji reliabilitas, koefisien determinasi, regresi linier sederhana, linier 

berganda, uji t, dan uji F. 

Hasil penelitian menunjukan variabel kesadaran merek, kepercayaan, dan 

harga berpengaruh secara positif dan signifikan terhadap minat beli online pada 

marketplace Bukalapak.  Berdasarkan hasil koefisien determinasi, kesadaran merek 

memiliki pengaruh sebesar 30,6% terhadap minat beli, kepercayaan berpengaruh 

sebesar 19,3 %, dan harga berpengaruh sebesar 20,1%. Sementara itu hasil uji 

simultan menunjukkan ketiga variabel memiliki pengaruh positif terhadap minat 

beli dengan koefisien determinasi menunjukkan sebesar 35,6% minat beli 

dipengaruhi oleh variabel kesadaran merek, kepercayaan, dan harga.  

Saran yang dapat diberikan kepada Bukalapak diantaranya menambah 

frekuensi iklan promosi untuk meningkatkan kesadaran akan Bukalapak, 

meyakinkan konsumen akan tingkat keamanan yang digunakan dan jaminan yang 

diberikan, serta menambah promo berupa potongan harga, flash sale, dan 

pembebasan ongkos kirim pada produknya. 

Kata Kunci: Harga, Kepercayaan, Kesadaran Merek, Minat Beli. 
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THE EFFECT OF BRAND AWARENESS, TRUST, AND PRICE ON 

ONLINE PURCHASE INTENTION OF BUKALAPAK MARKETPLACE 

(Study on Bukalapak User in Semarang City) 

 

ABSTRACT 

 

Technological and information development bring humans closer to internet. The 

convenience and practicality of the online medium make peoples who are doing 

business starting to switch from a conventional business model to more advanced 

model and that is e-commerce. Bukalapak is one of the biggest marketplace players 

in Indonesia. Lately, so many competitions had showed up and that makes 

Bukalapak’s consumer purchase intention decreased, this is evidenced by website 

visitors and smartphone app rank that has dropped over the last few months. This 

conclusion about decreased purchase intention are based on assumption that 

people visiting Bukalapak need something that Bukalapak is offering. Some factors 

that can affect purchase intention are brand awareness, trust, and also price. 

The purpose of this research is to find out if brand awareness, trust, and 

price have positive effect towards Bukalapak’s online purchase intention. The type 

of this research is explanatory. Sampling method that being used in this research 

are non-probability sampling with purposive sampling technique which is 

distributed online through google form. A total of 100 respondents who use 

Bukalapak in Semarang City were used as sample with Likert’s scale of 

measurement are being used in this research. Data analysis that being used are 

validity test, reliability test, coefficient of determination, simple and multiple linear 

regression, t test, then F test. 

The research concludes that brand awareness, trust, and price have 

positive and significant effect towards online purchase intention on Bukalapak 

marketplace.  Based on the coefficient of determination, brand awareness has an 

effect of 30.6% on purchase intention, trust has an effect of 19.3%, and price has 

an effect of 20.1%. Meanwhile, the simultaneous test results show that all three 

variables have a positive influence on purchase intention with the coefficient of 

determination showing that 35.6% of purchase intention is influenced by the 

variables of brand awareness, trust, and price. 

Suggestions that can be given to Bukalapak include increasing the 

frequency of promotional advertisements to increase awareness of Bukalapak, 

convincing consumers of the level of security that being used and the guarantees 

provided, and adding promos in the form of discounts, flash sales, and free shipping 

on its products. 

Keywords: Brand Awareness, Price, Purchase Intention, Trust. 
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