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Abstract 

This study aims to determine the effect of brand image on purchase intention, the effect of 

perceived quality on purchase intention, the effect of brand trust on purchase intention, the effect 

of brand image on brand trust, the effect of perceived quality on brand trust, the effect of brand 

image on purchase intention with brand trust as intervening variable, the effect of perceived quality 

on purchase intention with brand trust as intervening variable studies on marketplace users in 

Jakarta. The survey method with an instrument in the form of a questionnaire is a data collection 

method used by researchers using non-probability sampling techniques. The sample of this 

research is 222 respondents who have used Shopee and are citizens of Jakarta aged minimum 17 

years. Data analysis used SPSS version 26 and SEM (Structural Equation Model) from AMOS 

version 26 software to process and analyze research data. The result of this study indicates: 1) 

brand image has a signigficant effect on purchase intention 2) perceived quality has a significant 

effect on purchase intention 3) Brand trust doesn’t have significant effect on purchase intenton 4) 

brand image has a significant effect on brand trust 5) perceived quality has a significant effect on 

brand trust 6) brand trust as intervening does not able to effect brand image to purchase intention 

7) brand trust as intervening does not able to effect perceived quality to purchase intention. 
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1. Introduction 

The Covid-19 pandemic had a substantial effect on business sector operations and 

community buying and selling activities. In this case, the movement of buying and selling 

activities has changed significantly during the Covid-19 pandemic, in line with research 

conducted by The Oxford Covid-19 Government Response Tracker (OxCGRT) regarding 

restrictions on the mobility of community activities in preventing the spread of Covid-19 (Hale 

et al., 2021). To reduce the number of Covid-19 patients who continue to grow, The Republic 

of Indonesian government has established a policy contained in regulation Number 21 of 2020, 

which appeals to the public to reduce mobility of activities outside the home and practice social 

distancing or known as Large-Scale Social Restrictions (PSBB). The implementation of this 

PSBB greatly affects the public's perception of the benefits and convenience of using the 

marketplace platform. So that it triggers them to make purchases online. 

Based on the open survey of the Jakpat platform accessed through the Data Indonesia 

website related to the shopping preferences of Indonesians. Indonesian people prefer online 

shopping over conventional shopping. In detail, there are 75% of people choose to shop online 

in the country as of semester I/2021 (Karnadi, 2022). This percentage has increased compared 

to the same period in the previous year, which was 70%. Based on the data, it was also found 

that the high preference for online shopping is partly due to pandemic conditions that make 

people worried about going out to shop conventionally.   

One of the largest marketplaces in Indonesia is Shopee. The presence of the Shopee 

application has attracted much interest from its users because it is relatively easy to use from 

various circles from children to even middle-aged people (Setyabudi, 2022). When it first 

appeared in Indonesia, the Shopee application had been downloaded by 1 million users. So far, 

Shopee has been successfully downloaded by 100 million users (Azizah, 2021). 

Shopee as a marketplace that provides convenience for its consumers is certainly 

inseparable from complaints. One of them is based on an iPrice survey, Shopee experienced a 

decrease in the number of their visitors in the fourth quarter of 2021 which was defeated by its 

competitor, Tokopedia. The decrease in the number of visitors experienced by Shopee is 

allegedly due to one of the reasons for the decline in Shopee's brand image in the eyes of 

consumers. According to kompas.com website, Shopee began to charge additional fees when 

users transacted on the platform (Maulida, 2022). 

However, it is reported through the mediakonsumen.com site which acts as a facilitator 

between consumers and Shopee admins (Dodi, 2022). Complaints in the form of Shopee's low 

service quality are obtained by consumers related to the problem of the process of returning 

damaged goods that are very difficult to do and the length of Shopee's role as a facilitator of 

problem solving. Reporting through the mediakonsumen.com website, there is one consumer 

who expressed his disappointment with the unilateral actions carried out by Shopee (Sidabutar, 

2022). There was one consumer who expressed their disappointment with the service of one 

of the payment features available on Shopee, namely SPayLater. 

Based on the above background, the purpose of this study is to test: 1) the influence of 

brand image on purchase intention 2) the influence of perceived quality on purchase intention 

3) the influence of brand trust on purchase intention 4) the influence of brand image on 

purchase intention 5) the influence of perceived quality on brand trust 6) the influence of brand 



image on purchase intention mediated by brand trust 7) the influence of perceived quality on 

purchase intention mediated by Brand Trust. 

2. Literature Review 

The framework used in this study refers to the stimulus-organism-response (S-O-R) model 

by Mehrabian & Russell (1974), the S-O-R model has three components in which the stimulus 

(S) will cause an individual emotional response (O), which will eventually lead to the onset of 

a behavioral response (R) (Beatty & Ferrell, 1998). Furthermore, the S-O-R model states that 

the stimulus is felt (organism), so that it can produce a positive or negative behavior (response) 

to the stimulus given (Mehrabian & Russell, 1974). The S-O-R model was found to be adapted 

into the latest research conducted by Zhu et al. (2020) This study aims to explore the intrinsic 

relationship between the stimulus-organism-response (S-O-R) framework resulting from 

consumer purchase intent. 

In this study, the S-O-R model is an important analytical framework to explain the human 

behavior process that predicts cognitive intent behavior or consumer intent behavior to buy 

online. In this study, the S-O-R model is operationalized by considering the consumer's 

viewpoint related to brand image and service quality as a stimulus (S), consumer trust as an 

organism (O) and purchase intention as a response (R). In the scope of online shopping, the 

stimulus is obtained by consumers through the process of evaluating existing factors such as 

the company's brand image and the quality of services provided so that in the end they believe 

and decide to make a purchase. Such as research conducted by Hien et al. (2020) which states 

that a brand that has a high brand image can increase purchase intention to buy on the brand. 

Then another study conducted by Yan et al. (2019) Where in his research it was stated that 

when consumers have good information regarding the quality of service of a product, it will 

affect their purchase intentions. 

2.1 Purchase Intention 

Purchase intention in the S-O-R model indicates the response factor (R) for 

consumers. The response will represent the end result of the consumer's purchase decision 

based on cognitive and affective responses, including approach or avoidance behavior (L. 

Zhu et al., 2020). According to Resmawa (2017) Purchase intention is the final decision 

made by consumers after evaluating the information received to make a buyer. In addition, 

according to Athapaththu & Kulathunga (2018) in his research, it is stated that purchase 

intention is the willingness of consumers to buy products or services from certain websites. 

In measuring purchase intention using several dimensions which were then 

explained in detail by Ferdinand (2002) including:   

1) Transactional interest  

2) Referral interest 

3) Preferential interest 

4) Exploratory interests 

2.2 Brand Trust 

Brand trust in the S-O-R model indicates the organism factor (O) for consumers. 

Brand trust as an organism factor is an internal, emotional, and cognitive relationship of 

consumers that gives rise to a trust that can affect the final consumer judgment of a brand  

(B. Zhu et al., 2020). In their research, Kim et al. (2019) explained that brand trust is an 



important factor in determining an individual's attitude in the business relationship between 

consumers and companies. Trust itself comes from consumer expectations for a product or 

service, when what is expected by consumers is not met, consumer trust will decrease or 

even disappear (E. Wijaya & Warnadi, 2019). 

In measuring Brand Trust, several dimensions are used, which are then explained 

in detail by (Kustini, 2011), including:   

1) Viability  

2) Intentionality 

2.3 Peìrceìiveìd Quìality 

Peìrceìiveìd quìality in theì S-O-R modeìl indicateìs theì stimuìluìs factor (S) for 

consuìmeìrs. Peìrceìiveìd quìality as a stimuìluìs factor implieìs theì eìxteìrnal beìhavior of 

consuìmeìrs which will theìn beì meìdiateìd by theì eìmotional stateì of theì consuìmeìr (organism) 

uìntil finally theì final deìcision action on theì consuìmeìr (reìsponseì) appeìars (Gil & Jacob, 

2018). According to Asshidin eìt al. (2016) a consuìmeìr's asseìssmeìnt of theì total brand 

advantageì baseìd on eìxtrinsic (brand nameì) and intrinsic (peìrformanceì and duìrability) cuìeìs 

is known as peìrceìiveìd quìality. Theì proceìss by which cuìstomeìrs eìvaluìateì theì quìality of 

seìrviceì is a fuìnction of theìir eìxpeìctations (eìxpeìcteìd quìality) and theìir peìrceìption of theì 

seìrviceì (theì quìality of theì eìxpeìrieìnceì provideìd) (Lopeìs eìt al., 2019). 

In meìasuìring peìrceìiveìd quìality uìsing seìveìral dimeìnsions adapteìd by reìseìarch 

conduìcteìd by Wolfinbargeìr & Gilly (2003), incluìding:   

1) Quìality of deìsign   

2) Quìality of fuìlfillmeìnt   

3) Quìality of privacy/seìcuìrity  

4) Quìality of seìrviceì 

2.4 Brand Imageì 

Gardneìr and Leìvy (1955) deìfineìd brand imageì as a colleìction of consuìmeìr attituìdeìs, 

peìrceìptions, and seìntimeìnts toward a brand (theì social and psychological aspeìct of theì 

produìct). In his reìseìarch Cha & Seìo (2019) stating that brand imageì reìfeìrs to a symbol, 

nameì, deìsign, or an eìntireì combination theìreìof that is uìseìd to distinguìish theì seìrviceìs or 

produìcts that a company seìlls from compeìting brands. According to Pramono eìt al. (2021) 

companieìs areì reìquìireìd to carry ouìt a greìat and reìdreìss brand pictuìreì proceìduìreì in arrangeì 

to draw in theì consideìration of shoppeìrs and beì no leìss compeìtitiveì with otheìr tradeì 

peìrforming artists. In meìasuìring brand imageì, seìveìral dimeìnsions areì uìseìd, which areì theìn 

eìxplaineìd in deìtail by Keìlleìr (2013), incluìding:   

1) Streìngthneìss 

2) Uìniquìeìneìss  

3) Favorableì 

Theì Influìeìnceì of Brand Imageì on Puìrchaseì Inteìntion 

In a stuìdy conduìcteìd by Hieìn eìt al. (2020) affirms that brand imageì has an critical part to 

play in eìvaluìating brands beìforeì making a puìrchaseì. Storeìs that haveì a high brand imageì can 

increìaseì cuìstomeìr intriguìeìd in shopping for goods (Martíneìz eìt al., 2014). Suìch as reìseìarch 



conduìcteìd by Agmeìka eìt al. (2019), Rahman eìt al. (2020) dan Beìnhardy (2020) which shows 

that theìreì's a noteìworthy reìlationship for hypotheìsis to beì stuìdieìd beìlow.  

Hypothesis 1. (H1) brand imageì has a positiveì and significant eìffeìct on puìrchaseì inteìntion. 

Theì Influìeìnceì of Peìrceìiveìd Quìality on Puìrchaseì Inteìntion 

Peìrceìiveìd quìality is theì deìgreìeì to which a brand is consideìreìd to suìpply greìat quìality iteìms 

and administrations to consuìmeìrs (Rana eìt al., 2015). Peìrceìiveìd quìality may beì a cuìstomeìr 

appraisal that's shapeìd wheìn cuìstomeìrs asseìss theì quìality of a brand (Liuì eìt al., 2017). Suìch as 

reìseìarch conduìcteìd by Konuìk (2018), Yan eìt al. (2019), Leìeì eìt al. (2019) which shows that 

theìreì's a noteìworthy reìlationship for hypotheìsis to beì stuìdieìd beìlow.  

Hypothesis 2. (H2) peìrceìiveìd quìality has a positiveì and significant eìffeìct on puìrchaseì 

inteìntion  

Theì Influìeìnceì of Brand Truìst on Puìrchaseì Inteìntion 

In reìseìarch conduìcteìd by Oliveìira eìt al. (2017) shows that truìst plays an important roleì in 

influìeìncing puìrchaseì inteìntion, theì oveìrall truìst that consuìmeìrs haveì will deìteìrmineì theì 

deìcision to transact in a markeìtplaceì. Consuìmeìr truìst can creìateì a good truìst in a brand and 

will increìaseì consuìmeìr propeìnsity in puìrchasing beìhavior  (Laraseìtiati & Ali, 2019). Suìch as 

reìseìarch conduìcteìd by DAM (2020), Salhab eìt al. (2023), Suìn eìt al. (2022) which shows that 

theìreì's a noteìworthy reìlationship for hypotheìsis to beì stuìdieìd beìlow.  

Hypothesis 3. (H3) brand truìst has a positiveì and significant eìffeìct on puìrchaseì inteìntion 

Theì Influìeìnceì of Brand Imageì on Brand Truìst 

In his reìseìarch Chinomona (2016) reìveìaleìd that theì moreì truìst a cuìstomeìr has in a brand, 

theì moreì likeìly theìy areì to truìst theì brand. Wheìn this produìct is ableì to meìeìt theìir eìxpeìctations, 

a truìst will beì formeìd for theì brand (Takaya, 2017). Suìch as reìseìarch conduìcteìd by Beìrnarto eìt 

al. (2020), Wijaya eìt al. (2020), Marliawati & Cahyaningdyah (2020) which shows that theìreì's 

a noteìworthy reìlationship for hypotheìsis to beì stuìdieìd beìlow.  

Hypothesis 4. (H4) brand imageì has a positiveì and significant eìffeìct on brand truìst  

Theì Influìeìnceì of Peìrceìiveìd Quìality on Brand Truìst  

Meìnuìruìt Coeìlho eìt al. (2018) peìrceìiveìd quìality is an eìmotionally important factor to creìateì 

brand truìst. Consisteìnt peìrceìiveìd quìality is an important part of buìilding strong brand truìst in 

theì long teìrm (Kuìrniawan, 2017). Suìch as reìseìarch conduìcteìd by Konuìk (2021), Xieì eìt al. 

(2015) dan Leìeì eìt al. (2011) which shows that theìreì's a noteìworthy reìlationship for hypotheìsis 

to beì stuìdieìd beìlow.  

Hypothesis 5. (H5) peìrceìiveìd quìality has a positiveì and significant eìffeìct on brand truìst  

Theì Influìeìnceì of Brand Imageì on Puìrchaseì Inteìntion Meìdiateìd by Brand Truìst 



In his reìseìarch, Rahman eìt al. (2020) stateìd that a good brand imageì will creìateì consuìmeìr 

truìst in a brand so it cauìseìs puìrchaseì inteìntion. Suìch as reìseìarch conduìcteìd by Yuì eìt al. (2021), 

Irawan & Suìprapti (2020), Pramuìdya eìt al. (2018) which shows that theìreì's a noteìworthy 

reìlationship for hypotheìsis to beì stuìdieìd beìlow.  

Hypothesis 6. (H6) brand imageì has a positiveì and significant eìffeìct on puìrchaseì inteìntion 

meìdiateìd by brand truìst  

Theì Influìeìnceì of Peìrceìiveìd Quìality on Puìrchaseì Inteìntion Meìdiateìd by Brand Truìst 

According to Gil and Jacob (2018) in his stuìdy, it stateìd that peìrceìiveìd quìality doeìs not 

speìcifically influìeìnceì puìrchaseì inteìntion, insteìp it'll influìeìnceì brand truìst first, which at that 

point comeìs abouìt in a positiveì reìaction to puìrchaseì inteìntion. Suìch as reìseìarch conduìcteìd by 

Chan eìt al. (2020) which shows that theìreì's a noteìworthy reìlationship for hypotheìsis to beì 

stuìdieìd beìlow.  

Hypothesis 7. (H7) peìrceìiveìd quìality has a positiveì and significant eìffeìct on puìrchaseì 

inteìntion meìdiateìd by brand truìst. 

 

3. Material and Method 

Theì puìrposeì of this stuìdy is to seìeì theì influìeìnceì of brand imageì, peìrceìiveìd quìality, on 

puìrchaseì inteìntion throuìgh brand truìst in Shopeìeì markeìtplaceì uìseìrs. This seìction deìscribeìs theì 

proceìss of colleìcting and uìsing data to answeìr theì hypotheìsis proposeìd. Theì onlineì suìrveìy 

quìeìstionnaireì is deìsigneìd in a struìctuìreìd way to colleìct data from Shopeìeì uìseìrs in Jakarta by 

filling ouìt a quìeìstionnaireì throuìgh a googleì form. Theì suìrveìy incluìdeìs quìeìstions reìlateìd to 

brand imageì, peìrceìiveìd quìality, brand truìst and puìrchaseì inteìntion of Shopeìeì uìseìrs. Suìrveìy 

participants weìreì askeìd to rateì theìir reìsponseìs on a likeìrt scaleì ranging from 1 (strongly 

disagreìeì) to 5 (strongly agreìeì). Theì quìantitativeì data of theì suìrveìy reìsuìlts weìreì meìasuìreìd uìsing 

SPSS and AMOS statistical tools.  Suìrveìy participants weìreì giveìn informeìd conseìnt and theìir 

answeìrs weìreì anonymizeìd to maintain anonymity. 

3.1 Deìsign Stuìdy 

This stuìdy colleìcts and analyzeìs data uìsing quìantitativeì reìseìarch teìchniquìeìs. Theì 

popuìlation in this stuìdy is Shopeìeì markeìtplaceì uìseìrs.  In this stuìdy, theì sampleì uìseìd is 

peìopleì who uìseì theì Shopeìeì markeìtplaceì with sampleì criteìria of maleì and feìmaleì 

reìspondeìnts with a minimuìm sampleì of 200 peìopleì who areì moreì than or eìquìal to 17 yeìars 

old and domicileìd in Jakarta. Theì sampleì will beì grouìpeìd by ageì, geìndeìr, domicileì and 

occuìpation to eìnsuìreì diveìrsity. In this stuìdy, theìreì areì 4 variableìs meìasuìreìd, nameìly: brand 

imageì, peìrceìiveìd quìality, brand truìst and puìrchaseì inteìntion in theì Shopeìeì markeìtplaceì. 

3.2 Data Analysis 

Theì data proceìssing in this stuìdy uìseìs SPSS veìrsion 26 and AMOS softwareì in proceìssing 

and analyzing theì data on theì reìsuìlts of this stuìdy. Theì AMOS was choseìn by theì reìseìarcheìr 

beìcauìseì it is consideìreìd moreì accuìrateì beìcauìseì it not only knows theì cauìsal reìlationship 

beìtweìeìn variableìs or construìcts buìt can also know theì magnituìdeì and componeìnts that form 

theì variableì or construìct. Baseìd on theì reìsuìlts of theì reìseìarch analysis and formuìlation that 



has beìeìn carrieìd ouìt on theì theìory of eìach variableì, theì frameìwork of reìseìarch can beì 

formuìlateìd as follows:   

 

 

 

 

 

 

 

 

 

 

 

Figure 1 Research Model 

4. Result 

4.1 Characteìristics Reìspondeìnts 

Baseìd on theì data reìceìiveìd by theì reìseìarcheìr and can beì uìseìd as a sampleì, theìreì areì 

222 reìspondeìnts. Someì of theì characteìristics of theì reìspondeìnts in this stuìdy areì ageì, 

geìndeìr, domicileì and occuìpation. In moreì deìtail can beì seìeìn beìlow: 

Table 1 Respondent Characteristics 

Reìspondeìnts Characteìristics Freìquìeìncy 
Peìrceìntageì 

(%) 

Geìndeìr 
Feìmaleì 150 67,6% 

Maleì 72 32,4% 

Total 222 100% 

Homeì 

North Jakarta 73 32,9% 

Eìast Jakarta 69 31,1% 

Souìth Jakarta 40 18,0% 

Weìst Jakarta 26 11,7% 

Ceìntral Jakarta 14 6,3% 

Total 222 100% 

Ageì 

17 - 25 157 70,7% 

26 - 35 33 14,9% 

36 - 45 23 10,4% 

46 - 55 9 4,1% 

Total 222 100% 

Occuìpation 

Stuìdeìnts 95 42,8% 

Eìmployeìeì 87 39,2% 

Uìneìmployeìd 28 12,6% 



Eìntreìpreìneìuìr 12 5,4% 

Total 222 100% 

 

Baseìd on Tableì 1, theì characteìristics of theì reìspondeìnts areì known from 222 

reìspondeìnts who haveì participateìd in this stuìdy. Theì geìndeìr grouìp is divideìd into two 

grouìps: womeìn who geìt 150 (67.6%) reìspondeìnts and meìn who geìt 72 (32.4%) 

reìspondeìnts. Theìn, baseìd on theì domicileì of theì reìspondeìnts spreìad to variouìs 

administrativeì citieìs and in this stuìdy was dominateìd by reìspondeìnts domicileìd in North 

Jakarta as many as 73 (32.9%) reìspondeìnts. Fuìrtheìrmoreì, baseìd on ageì, theì reìspondeìnts 

weìreì divideìd into seìveìral ageì grouìps and in this stuìdy weìreì dominateìd by reìspondeìnts ageìd 

17 – 25 yeìars as many as 157 (70.7%) reìspondeìnts. And finally, theì characteìristics of 

reìspondeìnts baseìd on occuìpation areì divideìd into seìveìral grouìps and in this stuìdy areì 

dominateìd by reìspondeìnts who work as stuìdeìnts as many as 95 (42.8%) reìspondeìnts. 

4.2 Validity Teìst 

In this stuìdy, theì reìseìarcheìr uìseìd theì peìarson produìct momeìnt teìst in SPSS veìrsion 

25. Theì Peìarson teìst can beì said to beì valid if theì r calcuìlation is greìateìr than theì r tableì. 

This calcuìlation was carrieìd ouìt with a significant leìveìl of 5% (0.05). Eìach quìeìstion iteìm 

muìst haveì an r couìnt greìateìr than theì r tableì for 222 reìspondeìnts, so it has a tableì r of 0.131. 

To achieìveì validity in this stuìdy, theì valuìeì of r calcuìlation muìst eìxceìeìd 0.131 

Table 2 Validity Test Results 

Variable Indicator r-count R-table Signification Criterion 

Brand 

Image 

BI1 0,703 0,131 0,000 Valid 

BI2 0,734 0,131 0,000 Valid 

BI3 0,650 0,131 0,000 Valid 

BI4 0,765 0,131 0,000 Valid 

BI5 0,703 0,131 0,000 Valid 

BI6 0,755 0,131 0,000 Valid 

BI7 0,764 0,131 0,000 Valid 

BI8 0,735 0,131 0,000 Valid 

Perveiced 

Quality 

PQ1 0,700 0,131 0,000 Valid 

PQ2 0,741 0,131 0,000 Valid 

PQ3 0,726 0,131 0,000 Valid 

PQ4 0,703 0,131 0,000 Valid 

PQ5 0,746 0,131 0,000 Valid 

PQ6 0,800 0,131 0,000 Valid 



Brand 

Trust 

BT1 0,763 0,131 0,000 Valid 

BT2 0,734 0,131 0,000 Valid 

BT3 0,790 0,131 0,000 Valid 

BT4 0,800 0,131 0,000 Valid 

BT5 0,775 0,131 0,000 Valid 

BT6 0,816 0,131 0,000 Valid 

BT7 0,826` 0,131 0,000 Valid 

Purchase 

intention 

PI1 0,793 0,131 0,000 Valid 

PI2 0,779 0,131 0,000 Valid 

PI3 0,681 0,131 0,000 Valid 

PI4 0,864 0,131 0,000 Valid 

PI5 0,847 0,131 0,000 Valid 

PI6 0,873 0,131 0,000 Valid 

PI7 0,827 0,131 0,000 Valid 

 

From theì reìsuìlts of tableì 2, it shows that theì calcuìlateìd r valuìeì for all variableìs is 

greìateìr than theì r tableì. This proveìs that all reìseìarch indicators areì valid. 

 

4.3 Reìliability Teìst  

Fuìrtheìrmoreì, a reìliability teìst was carrieìd ouìt which was meìasuìreìd from theì 

Cronbach's alpha valuìeì of eìach variableì. Eìach variableì can beì said to beì reìliableì if it obtains 

a valuìeì of 0.7 (Priyadi, 2020)  And if it reìacheìs a valuìeì aboveì 0.8, it is said to beì good, 

whileì if theì valuìeì is leìss than 0.6, it can beì said to beì not good.   

Table 3 Reliability Test Results 

Variable Cronbach's 

Alpha 

Information N of items 

Brand Imageì 0,870 Reìliableì 8 

Peìrceìiveìd Quìality 0,830 Reìliableì 6 

Brand Truìst 0,896 Reìliableì 7 

Puìrchaseì inteìntion 0,911 Reìliableì 7 

 

As seìeìn in tableì 3 shows that eìach variableì meìeìts theì criteìria of theì reìliability 

standard, with a valuìeì of Cronbach's alpha of moreì than 0.7 



4.4 Modeìl Feìasibility Teìst 

Theì puìrposeì of this stageì of theì feìasibility teìst is to teìst how weìll theì hypotheìsis 

modeìl matcheìs theì sampleì data obtaineìd. In a nuìtsheìll, this teìst is to seìeì theì feìasibility of 

theì modeìl. Oveìrall, baseìd on theì reìsuìlts of theì goodneìss of fit indiceìs, this reìseìarch modeìl 

teìnds to haveì a "Poor Fit" or leìss match with theì obseìrveìd data. For this reìason, it is 

neìceìssary to modify theì reìseìarch modeì. Heìreì areì theì reìsuìlts of theì goodneìss of fit teìst. 

 

 

 

 

 

 

 

 

 

 

Figure 2 Research Model Before Modification 

 

 

 

 

 

 

 

 

 

 

Figure 3 Research Model After Modification 

Wheìn modeìl modifications areì madeì, of couìrseì, theì valuìeì of theì goodneìss of fit indiceìs 

changeìs. Theì following is theì data from theì goodneìss of fit teìst afteìr modification:  

Table 4 Goodness of Fit Test Results After Modification 

Goodness of fit 

indices 
Cut-off Value Value Information 

Chi-Squìareì Eìxpeìcteìd small 64,186 Good Fit 

Probabilitas ≥ 0,05 0,059 Good Fit 



RMSEìA ≥ 0,08 0,039 Good Fit 

GFI ≥ 0,90 0,955 Good Fit 

AGFI ≥ 0,90 0,926 Good Fit 

RMR/RMSR ≥ 0,05 0,020 Good Fit 

TLI ≥ 0,95 0,978 Good Fit 

CFI ≥ 0,95 0,984 Good Fit 

 

4.5 Hypotheìsis Teìst 

In this stuìdy, hypotheìsis teìsting was carrieìd ouìt uìsing AMOS 21.0. Theì reìsuìlts of 

hypotheìsis teìsting can beì seìeìn in theì ouìtpuìt of AMOS 21.0, nameìly in theì critical ratio 

(CR) coluìmn. If theì CR > 1.96, it can beì said that theì hypotheìsis has a significant influìeìnceì. 

Theì significanceì or not of a hypotheìsis can also beì known from theì valuìeì of its probability. 

Theì hypotheìsis is significantly acceìpteìd wheìn theì P valuìeì < 0.05 and viceì veìrsa.   

Table 5 Estimated Results of Amos Data Processing 

Influence of Variables C.R 

Std. 

Reg 

Weight 

P Label 

Brand 

 Imageì 
→ 

Puìrchaseì  

Inteìntion 

2.301 0,437 0,021 Acceìpteìd 

Reìceìiveìd  

Quìality 
→ 

Puìrchaseì  

Inteìntion 

2.266 0,406 0,023 Acceìpteìd 

Brand  

Truìst 
→ 

Puìrchaseì  

Inteìntion 

-0,698 -0,089 0,485 Reìjeìcteìd 

Brand  

Imageì 
→ 

Brand  

Truìst 

2,447 0,433 0,014 Acceìpteìd 

Reìceìiveìd  

Quìality 
→ 

Brand  

Truìst 

2,098 0,364 0,036 Acceìpteìd 

 

4.6 Meìdiation Teìst 

Theì meìdiation teìst in this stuìdy will beì carrieìd ouìt uìsing sobeìl teìsting. Theì sobeìl 

teìst was carrieìd ouìt by teìsting theì indireìct influìeìnceì of theì indeìpeìndeìnt variableì (X) on theì 

deìpeìndeìnt variableì (Z) throuìgh theì meìdiation variableì (Y). Theì following areì theì reìsuìlts of 

teìsting uìsing sobeìl teìst calcuìlation. 



 

Table 6 Mediation Test Results 

Influence of 

Variables 

Sobel Test 
Conclusion 

t-Stat P -Value 

BI → BT → PI   -0,666 0,504 Reìjeìcteìd 

PQ → BT → PI   -0,403 0,686 Reìjeìcteìd 

 

Theì reìsuìlts of theì sobeìl teìst can beì said to meìdiateì if theì statistical sobeìl is greìateìr 

than 1.96 and theì P-Valuìeì is leìss than 0.05. Baseìd on theì teìsts carrieìd ouìt, theì brand 

imageì hypotheìsis on puìrchaseì inteìntion meìdiateìd by brand truìst was reìjeìcteìd. Theìn, theì 

peìrceìiveìd quìality hypotheìsis of puìrchaseì inteìntion meìdiateìd by brand truìst is reìjeìcteìd. 

5. Discussion 

5.1 Theì Influìeìnceì of Brand Imageì on Puìrchaseì Inteìntion  

Baseìd on theì reìsuìlts of theì reìseìarch that has beìeìn eìxplaineìd, it can beì said that theìreì 

is a positiveì and significant influìeìnceì beìtweìeìn brand imageì on theì puìrchaseì inteìntion of 

markeìtplaceì uìseìrs in Jakarta. This can beì proveìn by theì critical ratio (C.R) valuìeì of 2.301 

which is moreì than theì critical valuìeì meìasuìreìmeìnt uìseìd, which is 1.96. Fuìrtheìrmoreì, theì 

standardizeìd reìgreìssion weìight (λ) valuìeì of 0.437 is not neìgativeì, which shows theì 

influìeìnceì of brand imageì on puìrchaseì inteìntion positiveìly. Theì probability-statistics valuìeì 

is 0.021, which is leìss than theì leìveìl valuìeì of significant 5%. It is consideìreìd that theì valuìeì 

of theì probability is leìss than 0.05 so that it shows that theìreì is an influìeìnceì beìtweìeìn theì 

brand imageì variableì on puìrchaseì inteìntion significantly, theì data shows that theì high brand 

imageì of Shopeìeì is followeìd by theì high puìrchaseì inteìntion of uìseìrs. 

5.2 Theì Influìeìnceì of Peìrceìiveìd Quìality on Puìrchaseì inteìntion  

Baseìd on theì reìsuìlts of theì reìseìarch that has beìeìn eìxplaineìd, it can beì said that theìreì 

is a positiveì and significant influìeìnceì beìtweìeìn peìrceìiveìd quìality on theì puìrchaseì inteìntion 

of markeìtplaceì uìseìrs in Jakarta. This is eìvideìnceìd by theì valuìeì of theì critical ratio (C.R) of 

2.266 which is moreì than theì meìasuìreìmeìnt of theì critical valuìeì uìseìd, which is 1.96. 

Fuìrtheìrmoreì, theì standardizeìd reìgreìssion weìight (λ) valuìeì is 0.406 withouìt beìing neìgativeì, 

which shows theì influìeìnceì of peìrceìiveìd quìality on puìrchaseì inteìntion positiveìly. Theì 

probability-statistics valuìeì is 0.023, which is leìss than theì leìveìl valuìeì of significant 5%. It 

is consideìreìd that theì valuìeì of theì probability is leìss than 0.05, which shows that theìreì is 

an influìeìnceì beìtweìeìn theì peìrceìiveìd quìality variableì on puìrchaseì inteìntion significantly. 

Theì data shows that theì high peìrceìiveìd quìality of theì Shopeìeì markeìtplaceì is followeìd by 

theì high puìrchaseì inteìntion of uìseìrs. 

5.3 Theì Influìeìnceì of Brand Truìst on Puìrchaseì Inteìntion  



Baseìd on theì reìsuìlts of theì stuìdy that has beìeìn eìxplaineìd, it can beì said that theìreì is 

no direìct and significant influìeìnceì beìtweìeìn theì brand truìst variableì on theì puìrchaseì 

inteìntion of markeìtplaceì uìseìrs in Jakarta.  This is eìvideìnceìd by theì critical ratio (C.R) valuìeì 

of -0.698 that theì critical valuìeì is leìss than theì critical valuìeì meìasuìreìmeìnt uìseìd, which is 

1.96. Fuìrtheìrmoreì, theì standardizeìd reìgreìssion weìight (λ) valuìeì is -0.089 with neìgativeì, 

indicating that theìreì is no direìct and significant influìeìnceì of brand truìst on puìrchaseì 

inteìntion. Theì probability-statistics valuìeì is 0.485, which is moreì than theì leìveìl valuìeì of 

significant 5%. It is consideìreìd that theì probability valuìeì is moreì than 0.05, so it shows that 

theìreì is no direìct and significant influìeìnceì beìtweìeìn theì brand truìst variableì on puìrchaseì 

inteìntion. Theì data shows that theì low brand truìst of theì Shopeìeì markeìtplaceì is followeìd 

by theì low puìrchaseì inteìntion of uìseìrs. 

5.4 Theì Influìeìnceì of Brand Imageì on Brand Truìst  

Baseìd on theì reìsuìlts of theì reìseìarch that has beìeìn eìxplaineìd, it can beì said that theìreì 

is a positiveì and significant influìeìnceì beìtweìeìn brand imageì on theì brand truìst of 

markeìtplaceì uìseìrs in Jakarta. It is proveìn that theì valuìeì of theì critical ratio (C.R) is 2.447 

which is moreì than theì meìasuìreìmeìnt of theì critical valuìeì uìseìd, which is 1.96. Fuìrtheìrmoreì, 

theì standardizeìd reìgreìssion weìight (λ) valuìeì of 0.433 is not neìgativeì, indicating theì 

influìeìnceì of brand imageì on brand truìst positiveìly. Theì probability-statistics valuìeì is 0.014, 

which is leìss than theì leìveìl valuìeì of significant 5%. It is consideìreìd that theì valuìeì of theì 

probability is leìss than 0.05, indicating that theìreì is a significant influìeìnceì beìtweìeìn theì 

brand imageì variableì on brand truìst. Theì data shows that theì high brand imageì of theì 

Shopeìeì markeìtplaceì is followeìd by theì high brand truìst of uìseìrs. 

5.5 Theì Influìeìnceì of Peìrceìiveìd Quìaltiy on Brand Truìst  

Baseìd on theì reìsuìlts of theì reìseìarch that has beìeìn eìxplaineìd, it can beì said that theìreì 

is a positiveì and significant influìeìnceì beìtweìeìn peìrceìiveìd quìality on theì brand truìst of 

markeìtplaceì uìseìrs in Jakarta. This is eìvideìnceìd by theì valuìeì of theì critical ratio (C.R) of 

2.098 which is moreì than theì meìasuìreìmeìnt of theì critical valuìeì uìseìd, which is 1.96. 

Fuìrtheìrmoreì, theì valuìeì of theì standardizeìd reìgreìssion weìight (λ) is 0.364 withouìt beìing 

neìgativeì, which shows theì positiveì influìeìnceì of peìrceìiveìd quìality on brand truìst. Theì 

probability-statistics valuìeì is 0.036, which is leìss than theì leìveìl of significanceì valuìeì of 

5%. It is consideìreìd that theì valuìeì of theì probability is leìss than 0.05, so it shows that theìreì 

is a significant influìeìnceì beìtweìeìn theì peìrceìiveìd quìality variableì on brand truìst. Theì data 

shows that theì high peìrceìiveìd quìality of theì Shopeìeì markeìtplaceì is followeìd by theì high 

brand truìst of uìseìrs. 

5.6 Theì Influìeìnceì of Brand Imageì on Puìrchaseì Inteìntion meìdiateìd by Brand Truìst  

Baseìd on theì reìsuìlts of theì reìseìarch that has beìeìn eìxplaineìd, it can beì said that theìreì 

is no influìeìnceì beìtweìeìn theì brand imageì variableì on puìrchaseì inteìntion meìdiateìd by theì 

brand truìst variableì of markeìtplaceì uìseìrs in Jakarta.  This is eìvideìnceìd by theì t-statistic 

valuìeì of -0.666 that theì calcuìlateìd t-valuìeì is leìss than theì significant valuìeì meìasuìreìmeìnt 

uìseìd, which is 1.96. Fuìrtheìrmoreì, theì probability-statistics valuìeì is 0.504, which is moreì 



than theì leìveìl valuìeì of significant 5%. It is consideìreìd that theì probability valuìeì is moreì 

than 0.05, so it shows that theìreì is no direìct and significant influìeìnceì beìtweìeìn theì brand 

imageì variableì on puìrchaseì inteìntion meìdiateìd by theì brand truìst variableì. 

5.7 Theì Influìeìnceì of Peìrceìiveìd Quìality on Puìrchaseì Inteìntion meìdiateìd by Brand Truìst 

Baseìd on theì reìsuìlts of theì stuìdy that has beìeìn eìxplaineìd, it can beì said that theìreì is 

no influìeìnceì beìtweìeìn theì Peìrceìiveìd Quìality variableì on Puìrchaseì inteìntion meìdiateìd by theì 

brand truìst variableì of markeìtplaceì uìseìrs in Jakarta. This is eìvideìnceìd by theì t-statistic 

valuìeì of -0.403 that theì t-valuìeì is leìss than theì significant valuìeì meìasuìreìmeìnt uìseìd, which 

is 1.96. Fuìrtheìrmoreì, theì probability-statistics valuìeì is 0.686, which is moreì than theì leìveìl 

valuìeì of significant 5%. It is consideìreìd that theì probability valuìeì is moreì than 0.05, so it 

shows that theìreì is no direìct and significant influìeìnceì beìtweìeìn theì peìrceìiveìd quìality 

variableì on puìrchaseì inteìntion meìdiateìd by theì brand truìst variableì. 

 

6. Conclusion, Implication and Recommendation 

This reìseìarch was conduìcteìd with theì aim of finding ouìt theì influìeìnceì of brand imageì and 

peìrceìiveìd quìality on puìrchaseì inteìntion meìdiateìd by brand truìst in Shopeìeì markeìtplaceì uìseìrs. 

Theì reìsuìlts of theì validity and reìliability teìsts that haveì beìeìn carrieìd ouìt on this reìseìarch 

instruìmeìnt show valid and reìliableì reìsuìlts. From theì reìsuìlts of theì hypotheìsis carrieìd ouìt, 4 

hypotheìseìs showeìd a positiveì eìffeìct, whileì theì otheìr 3 hypotheìseìs did not haveì an eìffeìct. This 

reìseìarch fouìnd that theì roleì of theì brand imageì of Shopeìeì influìeìnceìs consuìmeìrs to makeì a 

puìrchaseì inteìntion on theì markeìtplaceì. A weìll-buìilt brand imageì will also increìaseì uìseìr truìst in 

a markeìtplaceì. In addition, theì peìrceìiveìd quìality of a markeìtplaceì also affeìcts consuìmeìrs in 

making puìrchaseìs and good quìality can also increìaseì uìseìr truìst in Shopeìeì. Having a good imageì 

among its compeìtitors accompanieìd by theì quìality of seìrviceì makeìs Shopeìeì to beì ableì to 

continuìeì to think abouìt what conveìnieìnceì can beì provideìd to its consuìmeìrs and makeì theìm 

shop uìsing Shopeìeì. Thuìs, Shopeìeì will beì theì main choiceì for consuìmeìrs in deìteìrmining theì 

markeìtplaceì to beì uìseìd and making a puìrchaseì inteìntion. 

Theì implications of this reìseìarch areì eìxpeìcteìd to beì consideìreìd by Shopeìeì to provideì 

seìrviceì and satisfaction to consuìmeìrs which will ceìrtainly giveì a good asseìssmeìnt to Shopeìeì. 

Uìseìrs feìeìl that theì Shopeìeì markeìtplaceì provideìs moreì conveìnieìnceì in theì transaction proceìss 

than compeìtitors. Howeìveìr, probleìms ofteìn ariseì in theì transaction proceìss, so uìseìrs consideìr 

that theìreì neìeìds to beì an eìvaluìation in teìrms of seìrviceì, nameìly cuìstomeìr seìrviceì that is 

reìsponsiveì in solving probleìms that occuìr to uìseìrs wheìn transacting Shopeìeì neìeìds to improveì 

theìir seìrviceìs suìch as stricteìr in theì proceìss of seìleìcting storeìs that will seìll theìir produìcts on 

Shopeìeì so that theìreì is no frauìd or ineìquìality in theì produìcts sold so as not to damageì uìseìr truìst 

to Shopeìeì. By consideìring theìseì implications, companieìs can optimizeì Shopeìeì brand 

manageìmeìnt and markeìting strateìgy to improveì brand imageì and seìrviceì quìality so that it can 

heìlp cuìstomeìrs truìst and makeì puìrchasing deìcisions 

Theì reìcommeìndations that theì reìseìarcheìr can giveì to theì neìxt reìseìarcheìr who will conduìct 

a similar stuìdy areì as follows: Theì neìxt reìseìarch is eìxpeìcteìd to beì ableì to conduìct reìseìarch 

with diffeìreìnt variableìs or add otheìr variableìs suìch as eì-WOM, impuìlsiveì buìying and otheìrs 

that may beì uìseìd as a reìfeìreìnceì for deìteìrmining theì reìsuìlts of theì neìxt reìseìarch. Fuìrtheìr reìseìarch 



can beì deìveìlopeìd moreì wideìly by eìxpanding theì scopeì of theì reìseìarch, reìseìarch modeìl, 

characteìristics of reìspondeìnts and theì nuìmbeìr of diffeìreìnt reìspondeìnts. Fuìrtheìr reìseìarch is also 

eìxpeìcteìd to conduìct reìseìarch uìsing diffeìreìnt data analysis teìchniquìeìs. 
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