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ANALISIS PENGARUH TRUST, PERCEIVED USEFULNESS, 

DAN PERCEIVED EASE OF USE TERHADAP INTENTION TO 

USE APLIKASI BUKALAPAK SEBAGAI PLATFORM 

LAYANAN DIGITAL 

 (Shella Novitasari Ramli) 

ABSTRAK 

 

Perkembangan serta tren teknologi terus berganti dari waktu ke waktu, khususnya 

Indonesia sudah tidak asing lagi dengan penggunaan internet yang menjadi 

kebutuhan dalam keseharian hidup. Salah satunya pada perkembangan tren belanja 

secara online mebuat masyarakat berpindah haluan dalam membeli barang serta 

kebutuhan lainnya. Namun karena munculnya persaingan di antara e-commerce, 

salah satunya adalah Bukalapak terkena dampak dari perubahan tersebut, sehingga 

yang sebelumnya merupakan e-commerce terbesar kini harus mengurangi berbagai 

fitur dalam aplikasinya hingga saat ini hanya menjadi aplikasi untuk melakukan 

transaksi digital seperti pulsa, paket internet, dan lain sebagainya. Dalam penelitian 

ini berkaitan dengan trust, perceived usefulness, perceived ease of use yang 

memengaruhi intention to use dalam penggunaan aplikasi Bukalapak. Penelitian ini 

bertujuan untuk menganalisis lebih dalam tentang variabel yang memengaruhi 

intention to use. Pada penelitian ini menggunakan pendekatan kuantitatif dan 

penyebaran kuesioner google form dengan pengukuran skala likert 1-5. Dengan 

jumlah 106 responden yang telah lolos screening serta telah sesuai dengan kriteria 

lalu diolah menggunakan software aplikasi SMART PLS 4. Hasil penelitian 

menunjukkan trust berpengaruh signifikan terhadap perceived ease of use, dan trust 

berpengaruh terhadap intention to use. Sehingga ditegaskan bahwa kepercayaan, 

manfaat, dan kemudahan dalam penggunaan berperan penting untuk niat dalam 

menggunakan teknologi.  

 

Kata kunci: Trust, Perceived Usefulness, Perceived Ease of Use, Intention to Use  
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ANALYSIS OF THE INFLUENCE OF TRUST, PERCEIVED 

USEFULNESS, AND PERCEIVED EASE OF USE ON 

INTENTION TO USE THE BUKALAPAK APPLICATION AS A 

DIGITAL SERVICE PLATFORM 

 (Shella Novitasari Ramli) 

 

ABSTRACT 

 

Technological developments and trends continue to change over time. In Indonesia, 

the use of the internet has become an integral part of daily life, particularly in the 

growth of online shopping, which has shifted consumers’ purchasing behavior 

toward digital platforms. However, the increasing competition among e-commerce 

platforms has affected several companies, including Bukalapak. Once recognized 

as one of the largest e-commerce platforms in Indonesia, Bukalapak has gradually 

reduced various features and currently focuses primarily on providing digital 

transaction services, such as mobile credit, internet data packages, and other 

similar services. This study examines the influence of trust, perceived usefulness, 

and perceived ease of use on intention to use the Bukalapak application. The 

objective of this research is to analyze the factors that significantly affect users’ 

intention to use the application. This study employs a quantitative approach using 

a questionnaire distributed through Google Forms with a likert scale ranging from 

1 - 5. A total of 106 respondents who met the screening criteria were included in 

the analysis, and the data were processed using SMART PLS 4 software. The results 

indicate that trust has a significant effect on perceived ease of use and also directly 

influences intention to use. These findings emphasize that trust, perceived 

usefulness, and perceived ease of use play an important role in shaping users 

intention to adopt and continue using digital technology.  

 

Keywords: Trust, Perceived Usefulness, Perceived of Use, Intention to Use 
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