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Pengaruh Brand Image dan Website Quality terhadap Perceived Trust 

Pengguna E-Commerse Merchandise K-Pop Weverse 

Lailatul Azka Hidayah 

ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis “pengaruh brand image dan website 

quality terhadap perceived trust pengguna e-commerce merchandise K-Pop 

Weverse”. Metode penelitian yang digunakan adalah kuantitatif dengan 

pengumpulan data melalui survei terhadap pengguna Weverse. Analisis data 

meliputi analisis deskriptif, uji validitas, uji reliabilitas, uji asumsi klasik 

(multikolinearitas dan heteroskedastisitas), serta analisis regresi linier berganda. 

Hasil penelitian menunjukkan bahwa brand image dan website quality secara 

signifikan mempengaruhi perceived trust pengguna Weverse. Penelitian ini 

memberikan wawasan berharga bagi Hybe Corporation dan penjual merchandise 

K-Pop lainnya untuk meningkatkan brand image dan mengoptimalkan website 

quality guna meningkatkan kepercayaan dan loyalitas pengguna. 
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Pengaruh Brand Image dan Website Quality terhadap Perceived Trust 

Pengguna E-Commerse Merchandise K-Pop Weverse 

Lailatul Azka Hidayah 

Abstract: 
 

This research aims to analyze “the influence of brand image and website quality on 

the perceived trust of users of the K-Pop merchandise e-commerce platform 

Weverse”. The research method used is quantitative, with data collected through 

surveys of Weverse users. Data analysis includes descriptive analysis, validity 

testing, reliability testing, classical assumption testing (multicollinearity and 

heteroscedasticity), and multiple linear regression analysis. The research results 

indicate that brand image and website quality significantly influence the perceived 

trust of Weverse users. This study provides valuable insights for Hybe Corporation 

and other K-Pop merchandise sellers on how to enhance brand image and optimize 

website quality to increase user trust and loyalty.  
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