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ABSTRAK 

 

Tujuan penelitian ini adalah untuk menganalisis pengaruh brand image danbrand 

trust terhadap brand loyalty marketplace Shopee. Pengumpulan data dilakukan dengan 

pengumpulan data dilakukan dengan menyebar kuesioner kepada 100 responden yaitu 

pengguna marketplace Shopee yang berada di wilayah kelurahan Jatimulya dan 

menggunakan marketplace Shopee lebih dari 3 bulan. Pengambilan sampel 

menggunakan non probability sampling dengan purposive sampling. Alat analisis yang 

digunakan adalah regresi linier sederhana dan regresi linier berganda. 

Hasil penelitian : Menunjukkan bahwa (1) Pengaruh brand image terhadap brand 

loyalty marketplace Shopee berpengaruh positif dan signifikan. (2) Pengaruh brand trust 

terhadap brand loyalty marketplace Shopee berpengaruh positif dan signifikan. (3) 

Pengaruh brand image dan brand trust terhadap brand loyalty marketplace Shopee 

berpengaruh positif dan signifikan. 

 
 

Kata Kunci : Shopee, Brand Image, Brand Trust, Brand Loyalty, Marketplace. 
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ABSTRACT 

 

The purpose of this study is to analysis the influence of brand image and brand 

trust on shopee brand loyalty marketplace. Data collection is done bycollecting data by 

disseminating questionnaires to 100 respondents, namely Shopeemarketplace users who 

are in Jatimulya village area and use Shopee marketplace for more than 3 months. 

Sampling using non probability sampling with purposive sampling. The analysis tools 

used are simple linear regression and multiple linear regression. 

Results of research: Shows that (1) The influence of brand image on shopee 

brand loyalty marketplace has a positive and significant effect. (2) The influence ofbrand 

trust on Shopee's brand loyalty marketplace is positive and significant. (3) The influence 

of brand image and brand trust on Shopee brand loyalty marketplace is positive and 

significant. 

 
 

Keywords: Shopee, Brand Image, Brand Trust, Brand Loyalty, Marketplace. 
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