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ABSTRACT 

The more sophisticated internet technology advances in the community, the more 

marketplace there is today. To win the competition and build sustainable 

competitiveness, it is necessary to hold the key factor of Purchase decisions. The 

purpose of this study is to investigate the Online Shopping Experience, Word of 

Mouth and Brand Image on Purchasing Decisions through Web Trustworthiness 

(case study on Shopee and Bukalapak online shopping in Gresik). The data were 

taken from 104 respondents with the provision of 30 respondents for small samples 

to test their validity and reliability using the IBM SPSS Statistics 24 program. While 

74 respondents for large samples using the Partial Least Square Structural 

Equation Modeling (PLS-SEM) program used WarPLS 6.0. The results of this 

analysis test show that, for Shopee Online Shopping Experience and Brand Image 

have no significant effect on Website Trust, Word of Mouth has significant effect on 

Website Trust, for Bukalapak Online Shopping Experience has significant effect on 

Web Trustworthiness, Word of Mouth and Brand Image have no significant effect. 

significant impact on Web Trustworthiness. 

 

Key words : Online Shopping Experience, Word of Mouth, Brand Image, Web 

Trustworthiness, Purchase Decision 
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ABSTRAK 

Semakin canggihnya kemajuan teknologi internet di kalangan masyarakat semakin 

banyak pula marketplace yang ada saat ini. Untuk memenangkan persaingan dan 

membangun daya saing berkelanjutan, maka perlu memegang faktor kunci dari 

Keputusan Pembelian. Tujuan dari penelitian ini adalah untuk menyelidiki 

Pengalaman Belanja Online, Word of Mouth dan Citra Merek terhadap Keputusan 

Pembelian melalui Kepercayaan Website (studi kasus pada media belanja online 

Shopee dan Bukalapak di Gresik). Adapun data diambil dari 104 responden dengan 

ketentuan 30 responden untuk sampel kecil guna menguji validitas dan 

reliabilitasnya menggunakan program IBM SPSS Statistics 24. Sedangkan 74 

responden untuk sampel besar dengan uji Partial Least Square Structural Equation 

Modelling (PLS-SEM) menggunakan program WarPLS 6.0. Hasil uji analisis ini 

menunjukkan bahwa, untuk Shopee Pengalaman Belanja Online dan Citra Merek 

berpengaruh tidak signifikan terhadap Kepercayaan Website, Word of Mouth 

berpengaruh signifikan terhadap Kepercayaan Website, untuk Bukalapak 

Pengalaman Belanja Online berpengaruh signifikan terhadap Kepercayaan Website, 

Word of Mouth dan Citra Merek berpengaruh tidak signifikan terhadap 

Kepercayaan Website. 

 

Kata Kunci: Pengalaman Belanja Online, Word of Mouth (WOM), Citra Merek, 

Kepercayaan Merek, Kepercayaan Website, Keputusan Pembelian. 
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