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ABSTRAK 

Penelitian in i b ertujuan unt uk m engetahui pengaruh simplicity, interactivity, 
usability, customer satisfaction, brand trust, dan brand loyalty. Dalam penelitian ini 
masing-masing p engaruh ak an d ipetakan d alam k erangka be rfikir yang a kan 
menguji: hubun gan a ntara simplicity dan usability, interactivity dan usability, 
simplicity dan interactivity, usability dan satisfaction, usability dan brand trust, 
satisfaction dan brand trust, usability dan brand loyalty, satisfaction dan brand 
loyalty, brand trust dan brand loyalty. Untuk menguji pengaruh tersebut dilakukan 
pendekatan Structural Equation Model (SEM) berbasis Partial Least Square (PLS) 
2.0 dengan data yang diperoleh da ri 150 responden da ri pe ngguna smartphone 
iPhone. H asil yang d iperoleh ad alah simplicity berpengaruh s ignifikan t erhadap 
usability, simplicity berpengaruh s ignifikan t erhadap interactivity, interactivity 
berpengaruh signifikan terhadap usability, usability berpengaruh signifikan terhadap 
customer satisfaction, usability berpengaruh s ignifikan t erhadap brand loyalty, 
customer satisfaction berpengaruh s ignifikan t erhadap brand trust, brand trust 
berpengaruh s ignifikan t erhadap brand loyalty. S edangkan usability tidak 
berpengaruh s ignifikan t erhadap brand trust dan customer satisfaction tidak 
berpengaruh signifikan terhadap brand loyalty. 

Kata kunci: simplicity, interactivity, usability, customer satisfaction, brand trust, 
brand loyalty. 
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ABSTRACT 

This study aims to determine the effect of simplicity, interactivity, and usability to 
customer satisfaction, brand trust, and brand loyalty. In this study, each effect will 
be mapped in a framework that will examine the relationship between simplicity 
and usability, interactivity and usability, simplicity and interactivity, usability and 
satisfaction, us ability a nd br and t rust, s atisfaction a nd br and t rust, us ability and 
brand loyalty, satisfaction and brand loyalty, brand trust and brand loyalty. These 
effects i s t ested b y Structural E quation M odel ( SEM) a pproach w hich i s Partial 
Least Square (PLS) 2.0 based and the data obtained f rom 150 r espondents f rom 
iPhone users. T he r esult s hows t hat s implicity s ignificantly a ffecting u sability, 
simplicity significantly affecting interactivity, interactivity significantly affecting 
usability, u sability s ignificantly affecting c ustomer s atisfaction, u sability 
significantly affecting brand loyalty, customer satisfaction s ignificantly affecting 
brand t rust, br and t rust s ignificantly a ffecting brand l oyalty. But us ability not  
significantly affecting b rand tr ust a nd c ustomer s atisfaction n ot s ignificantly 
affecting brand loyalty. 

Keywords: simplicity, interactivity, usability, customer satisfaction, brand trust, 
brand loyalty. 
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