THE IMPACT OF SOCIAL COMMERCE TOWARD TRUST
PERFORMANCE
(Case Study on Customer Online Shopping in Tokopedia)

DAMPAK PERDAGANGAN SOSIAL TERHADAP KINERJA
KEPERCAYAAN
(Studi Kasus pada Pelanggan Belanja Online di Tokopedia

UNDERGRADUATE THESIS
Submitted to Fulfill the Requirements to Get a Bachelor's
Degree at the Faculty of Economics, Management Department,
Universitas Muhammadiyah Yogyakarta

Written by:

RAHMA FAKHRUNNISA
20190410114

INTERNATIONAL PROGRAM OF MANAGEMENT AND BUSINESS
FACULTY OF ECONOMIC AND BUSINESS
UNIVERSITAS MUHAMMADIYAH YOGYAKARTA
2022

UNDERGRADUATE THESIS



DECLARATION

Name : Rahma Fakhrunnisa

Student Number : 20190410114

I hereby declare that this thesis entitled: “THE IMPACT OF
SOCIAL COMMERCE TOWARD TRUST PERFORMANCE (Case
Study on Consumer Online Shop in Tokopedia)” does not contain any
work submitted to obtain a bachelor’s degree at a university, and to
my knowledge there are also no works or opinions that have been
written or published by other pecple, expect for those that are referred
to in manuscript and wriiten in bibliography. If any violation of
intellectual right is later found in this manuscript, I agree 0 accept any

relevant academic consequences.

Yogyakarta, 20 December 2022

Rahma Fakhrunnisa

v



MOTTO
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“Allah does not burden any soul beyond its capacity”.

QS. Al-Bagarah: 286

“Move forward with the lessons, carry them inside of yourself”.

Bianca Sparacino

“There is nothing that you can do to win someone or something that is not

meant to be yours”.

Brianna Weist

“If we never try, how will we know”.

Stacey Ryan — Fall in Love Alone

“There 1s no such thing as bad people. We are all just people who sometimes

do bad things”.
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