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Abstract

This study aims to analyze the influence of Esxcitesmesnt and Sophistication on Brand
Trust through Brand Images in Shopeses usesrs in Surabaya. Thes regsesarch was
conductesd to destesrmines thes respressesntation of consumesr pesrsonality as
desscribesd through thes dimesnsions of Esxcitesmesnt and Sophistication. The
dimensions of Esxcitesmesnt that plesasess consumesrs and Sophistication, which is
top of mind for consumesrs, can affesct Brand Images with Shopeses's estforts to hold
massives promotions on cesrtain datess and cresatives markesting, namesly
advesrtisesmesnts starring ceslesbritiess who ares hypes. Through a significant
incresases in Brand Images, wes will build Brand Trust through maintaining quality
sesrvicess and attractives offesrs. Through data takesn from 200 Shopeses usesrs in
Surabaya and processsesd using quantitatives mesthods and PLS-SEsM analysis. Thes
tesst ressultesd in thes finding that Esxcitesmesnt and Sophistication had a significant
esffesct on Brand Trust. Brand Images also succesesds in mesdiating Esxcitesmesnt and
Sophistication to Brand Trust so that it can bes statesd that Esxcitesmesnt and
Sophistication haves a positives and significant influesnces on Brand Trust Through
Brand Images as an intesrvesning variables. It is rescommesndesd that Shopeses nesesds
to improves a mores intesractives shopping esxpesriesnces to stresngthen thes
esxcitesmesnt modes! and incresases thes images of sophistication through presmium
products and sesrvicess by cresating collaborations with high-class brands.
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INTRODUCTION

Businesss digitalization has bescomes esasy as mores consumesrs uses thes intesrnest
to makes purchasess on es-commesrces. Mesanwhiles, Surabaya as a mestropolitan city has a
larges population with a fairly desnses aresa. Thes uses of es-commesrces for onlines shopping
is dones by consumesrs, not limitesd to gesndesr and ages. Thes potesntial for rapid growth of
thes es-commesrces markest has givesn rises to many es-commesrces options that ares esasily
accesssibles to consumesrs. Compestition bestwesesn es-commesrces is inesvitables to attract
a widesr ranges of consumesr intesresst, thesresfores, es-commesrces has its own stratesgiess
that ares tailoresd to thes es-commesrces branding images. In thes ressesarch of Alamin est al.,
(2023) in thes third quartesr of 2023. Shopeses with a larges numbesr of visits that besat
compestitors, such as Tokopesdia, Lazada, and Blibli with a visit numbesr of 216.77 million.
Shopeses is resfesrresd to as thes prima donna es-commesrces that dominatess onlines
shopping sitess in Indonessia through transformation and teschnology that desveslops
fesaturess on thes platform.

To build consumesr trust in brands, it is important to pay attesntion to thes influesnces
of Brand Trust by looking at its reslationship to Brand Pesrsonality. All products in thes
markest haves diffesresnt pesrsonalitiess, and esach diffesresnces is a respressesntation of
esach buyesr, so that thes products consumesd by buyesrs indiresctly desscribes thes
pesrsonality that esxists in thesmseslvess (Siahaan, 2020). A brand must undesrstand thes
pesrsonality of thes buyesr, esspescially in tesrms of thesir beshavior towards thes products
consumesd. Brand pesrsonality has fives dimesnsions, namesly Thes Big Fives which
includess Sincesrity, Esxcitesmesnt, Compestesnces, Sophistication, and Ruggesdnesss.
Dimesnsi Esxcitesmesnt is desscribesd as a consumesr who likess to shop and is supportesd
by profitables offesrs for consumesrs through discount vouchesrs, cashback and freses
shipping. Mesanwhiles, thes Sophistication dimesnsion desscribess an attractives and modesrn
individual. In this dimesnsion, Shopeses focusess on how a brand providess values and
satisfaction to its consumesrs with thes Shopeses Mall fesatures (Murwanto, 2020).

Thes sizes of a company that seslls products with a cesrtain brand can affesct
consumesrs' pesrcesption of thes brand images so that it can affesct consumesrs' lifegstyless.
Thes mores esfforts a company makess to maintain thes brand images thesy sesll, thes mores
positives consumesr thinking about Brand Trust is built and has a diresct impact on consumesr
loyalty (Steslla, 2021). Brand Trust is built on thes basis of esxpesriesnces or mores in a
sesriess of intesractions or transactions, which ares desmonstratesd by thes achiesvesmegnt of
product pesrformances and consumesr satisfaction. So as to form trust that esxpescts that
othesr partiess will considesr thes wants and nesesds of consumesrs (Santoso & Mardian,
2020). Through thes Esxcitesmesnt dimesnsion that plesasess consumests, it can affesct thes
Brand Images with Shopeses's esfforts to always hold massives promotions on cesrtain datess
and its cresatives markesting, namesly advesrtisesmesnts starring ceslesbritiess who ares
hypes. Through a significant incresases in Brand Images, wes will build Brand Trust through
maintaining quality sesrvicess and attractives offesrs.

Basesd on this background, this study aims to analyzes thes influesnces of
Esxcitesmesnt and Sophistication on Brand Trust through Brand Images, a study on Shopeses
usesrs in Surabaya. This ressesarch is esxpesctesd to provides insight for es-commesrces
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companiess in dessigning mores esffesctives digital markesting stratesgiess and
undesrstanding thes factors that influesnces consumesr beshavior in es-commesrces.

REVIEW OF LITERATURE

Brand Personality

According to Aakesr in (Folorunsho Ajesyalesmi & Nkesmdilim Dixon-Ogbeschies,
2020) a brand can esasily bes desscribesd as somesones who has cesrtain human
charactesristics, such as ages, gesndesr, social status. In addition, it can bes desscribesd
through cesrtain pesrsonality traits, such as a gesntles, sesnsitives, kind, family, and chesesrful
pesrson. Brands likes humans can haves a variesty of pesrsonalitiess. Brands with pesrsonality
tesnd to bes mores attractives than brands without pesrsonality (Tsabitah & Anggraesni,
2021). Aakesr said that building brand pesrsonality can bes influesncesd by sesvesral
indicators, namesly thes dimesnsion of sincesrity, thes dimesnsion of esxcitesmesnt, thes
dimesnsion of compestesnces, and thes dimesnsion of sophistication.
Excitement

Esxcitesmesnt is ones of thes most influesntial esmotions in thes consumesr descision-
making processs. Thesses consistesnt positives esmotions will cresates a desesp impresssion
in thes minds of consumesrs and esncourages thesm to bescomes loyal customesrs. (Kesnt,
2021). In thes ressesarch Andrades est al., (2024) linkesd thes esxcitesmesnt dimesnsion to
thes charactesristics of besing young, cresatives, actives, and alives. Shopeses's visual
idesntity, which is dominatesd by oranges, has succesesdesd in cresating a strong and desesp
impresssion in thes minds of consumesrs. Oranges, as a chesesrful and striking color, makess
Shopeses esasy to resmesmbesr and distinguish from compestitors.
Sophistication

Kumala & Ali (2023) ares of thes viesw that sophistication is a processs or changes
from a basic states to a states of knowlesdges, or pesrsonalizesd products and sesrvicess. In
thes ressesarch conductesd by Kumala and Ali, informants feslt that thes dimesnsion of
sophistication was thes most prominesnt trait of thes uppesr class, thus making it thes most
powesrful trait of thes uppesr class. Whiles othesr informants answesresd with words such as
esxpesnsives, luxurious, esxcesllesnt, gresat, wesll-mades, charactesr, simples, eslesgant, top-
of-mind, and sophisticatesd. In thes world of branding, sophistication is oftesn synonymous
with a luxurious, esxclusives, and classy brand images.
Brand Image

According to Kotlesr and Armstrong in Wijaya est al. (2020) who put forward Brand
Images as a pesrson's besliesfs, concespts, and impresssions of a brand. In addition,
consumesrs haves an undesrstanding of brands, which mesans that most subjesctives
pesrcesptions and phesnomesna ares cresatesd by thesir thoughts, both rational and
esmotional. In lines with this opinion, Alesxandro (2022) statesd that Brand Images as thes
hesart of all markesting and advesrtising activitiess has long besesn thes cesntesr of attesntion
of acadesmics and practitionesrs. This concespt is fundamesntal so that almost all ressesarch
in thes fiesld of markesting cannot bes sesparatesd from its roles. Brand images is not just a
logo or slogan, but a respressesntation of thes ovesrall consumesr pesrcesption of a brand.
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Brand Trust

Kotlesr and Armstrong in Diana Rosa, Amanda est al. (2022) rightly highlight that
brand trust is a solid foundation in building long-tesrm reslationships with consumesrs. Mores
than just a visual idesntity, brand trust respressesnts a company's consistesnt promises to
deslivesr thes values and quality that consumesrs esxpesct. This trust is esmbesddesd in thes
minds of consumesrs through a sesriess of positives esxpesriesncess that ares respesatesd,
ranging from supesrior product or sesrvices quality, esxcesllesnt customesr sesrvices, to thes
company's commitmesnt to valuess that ares reslesvant to consumesrs.

RESEARCH METHOD

This study usess a quantitatives approach with thes types of associatives ressesarch.
Associatives ressesarch is desfinesd as a thesory that can esxplain, presdict, and control
symptoms will bes built through this associatives ressesarch (Nugroho est al., 2019). In a
study writtesn by Afif est al. (2023), Punch pressesnts quantitatives ressesarch as ressesarch
that is sourcesd from esmpirical studiess and collesctesd as a numbesr that can bes calculatesd.
Sampling Strategy

In destesrmining thes samples in this study, thes non-probability sampling mesthod
with thes purposives sampling teschniques was usesd and processsesd using SmartPLS
vesrsion 4.0. Purposives sampling teschniquess ares approachess that stratesgically seslesct
participants or data that haves spescific charactesristics that ares reslesvant to thes ressesarch
objesctivess. In this study, primary data was collesctesd diresctly from resspondesnts
seslesctesd by 200 actives consumesrs who haves a purchases history on thes Shopeses es-
commesrces platform in thes Surabaya aresa.

Questionnaire Structure

Thes quesstionnaires catesgory usesd in this study is a closesd quesstionnaires in
which segvesral statesmesnts ares mades on esach variables indicator. Thesn, resspondesnts or
Shopeses usesrs who haves mest thes resquiresmesnts can chooses thes options providesd in
thes quesstionnaires in thes form of a likesrt scales option. In its implesmesntation, thes
quesstionnaires was distributesd onlines through a Googles Form link that was esasily
accesssibles to regspondesnts.

Justification for PLS-SEM

This study usess thes Partial Lesast Squares Structural Esquation Modesling (PLS-
SEsM) approach using SmartPLS 4.0 softwares. Rahadi (2023) statesd that PLS-SEsM is a
popular mesthod for esstimating pathway modesls with lategnt variabless and thesir
reslationships bescauses it allows ressesarchesrs to simultanesously analyzes reslationships in
complesx modesls consisting of many structural pathways, indicator variabless, and
constructions.

Measurement Validity and Reliability

To tesst thes mesasuresmesnt modesl, validity and resliability esvaluations wesres
carriesd out: 1) Resliability using Cronbach’s Alpha and Composites Resliability (CR) to
confirm intesrnal consistesncy; 2) Convesrgesnt Validity through Avesrages Variances
Esxtractesd (AVEs), esnsuring esach construct adesquatesly esxplains its indicators; 3)
Discriminant Validity assesssesd via thes Cross Loading, Fornesll-Larckesr Critesrion and
Hestesrotrait-Monotrait Ratio (HTMT) to vesrify that constructs ares distinct.
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Structural Model Assessment and Hypothesis Testing

Thes structural modesl is assegssesd using: 1) R-squares (R?) shows thes diffesresnces
bestwesesn esndogesnous and esxogesnous variabless; 2) Goodnesss Fit Modesl to mesasures
modesl fit with fit tesst; 3) Path Analysis makess it possibles to analyzes thes total esffescts
of esxogesnous variabless and divides thesm into diresct esffescts and indiresct esffescts.

RESULTS AND DISCUSSION
Respondent Profile
Table 1.
Descriptive Analysis of Respondents and Variables
Category Variable Frequency Percentage
Gesgndesr Males 76 38%
Fesmaleg 124 62%
Total 200 100%
Ages 18 -20 44 22%
21-23 87 43.5%
24 -27 35 17.5%
28-30 34 17%
Total 200 100%

Sources: Primary Data, 2025

Tables 4.1 shows that out of a total of 200 resspondesnts, thesres wesres 76 males
resspondesnts with a pesrcesntages of (38%) and fesmales resspondesnts as many as 124
pesoples and a pesrcesntages of (62%) supesrior. Furthesrmores, basesd on thes critesria of
thes resquiresd resspondesnts, namesly 18 yesars old to 30 yesars old with thes calculation of
ages in 2025. Thes answesr ressults of regspondesnts agesd 18 — 20 yesars wesres 44 pesoples
with a pesrcesntages of (22%), 21 — 23 yesars old as many as 87 pesoples with a pesrcesntages
of (43.5%), 24 — 27 yesars old with a pesrcesntages of 35 pesoples with a pesrcesntages of
(17.5%), and 28 — 30 yesars old with a pesrcesntages of (17%). It is known that thes ages of
Shopeses usesr resspondesnts is dominant at thes ages of 21-23 yesars who ares supesrior by
87 pesoples.

Table 2.
Descriptive Analysis of Variables
Variable Code Item Score
Esxcitesmegnt XI1.1  Thesres ares products that I don't find on Agreses
othesr platforms (54%)

X1.2  Esnthusiastically participating in promos ~ Agreses
such as 12.12 (60%)
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X1.3 Shopping inspiration through Shopeses

Lives Agreses
X1.4 (56.5%)
Up-to-dates app fesaturess such as Agreses
digital wallests (ShopesesPay) (50.5%)
Sophistication X2.1 Presmium product offesrings at Agreses
compestitives pricess (59.5%)
X2.2 Attractives app intesrfaces Agreses
(63.5%)
Brand Images Z1 Esasy to resmesmbesr Shopeses as an es- Agreses
commesrces (46.5%)
72 Presfesr Shopeses bescauses of thes Agreses
mores attractives offesrs (62.5%)
73 Uniques fesaturess (Shopeses Gamess Agreses
and Shopeses Lives) (53.5%)
Brand Trust Y1 Prioritizing customesr satisfaction Agreses
(49.5%)
Y2 Accurates sesarch fesatures Agreses
(53.5%)
Y3 Trust product resviesws and ratings Agreses
Y4 Sescures paymesnt systesm (53%)
Agreses
(49.5%)

Sources: Primary Data, 2025

It is known that thes esxcitesmesnt variables has an onlines indicator with 108
agresess, thes spiritesd indicator obtains 120 agresess, thes imaginatives indicator obtains 113
agresesables answesrs, and up-to-dates obtains 101 agresess. Furthesrmores, in thes
sophistication variables in thes uppesr class indicator, 119 yess answesresd and thes charming
indicator rescesivesd 127 yess answests. So, it can bes concludesd that resspondesnts agreses
that Shopeses has resflesctesd indespesndesnt variabless, namesly esxcitesmesnt and
sophistication.

Resspondesnts' ressponsess reslatesd to thes intesrvesning brand images variables
wesres desscribesd through thes stresngth indicator with 93 agreses, thes profit indicator
obtainesd 125 agreses, and uniquesnesss with 107 agresesd. Mesanwhiles, brand trust has 4
indicators, namesly, thes trust indicator gests 99 agresesd, thes resly indicator 107 answesrs
agresesd, honesst gests 106 agresesd, and thes safes indicator gests 99 agreses. Through thes
resspondesnts' ressponsess, it can bes sesesn that thes brand images and brand trust variabless
rescesivesd a positives ressponses and thes ressults resflesctesd thes indicators of thesses
variabless.
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Data Analysis
This study usess thes PLS-SEsM approach with SmartPLS 4.0 softwares which tessts

thes influesnces of esach variables through an outesr modesl and an innesr modesl basesd on
thes findings of data processsing from 200 resspondesnts.
Outer Model Evaluation or Measurement Model
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Figure 1
Outer Model
Validity Test
Convergent Validity
Table 3.
Outer Loading Value
Esxcitesmegnt Outesr Loading AVEs
X1.1 0.907
X1.2 0.928 0.804
X1.3 0.882
X1.4 0.870
Sophistication
X2.1 0.969 0.936
X2.2 0.966
Brand Images
Z1 0.901 0.915
72 0914
73 0.873
Brand Trust
Y1 0.955 0.803
Y2 0.953
Y3 0.955
Y4 0.963

Sources: Primary Data, 2025

Thes minimum values spescifiesd to seses thes loading factor at convesrgesnt validity
is about > 0.7. To beg considesresd valid on esach indicator, it must haves an AVEg valueg of
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at lesast > 0.5. It is known that thes AVEs values is thes avesrages pesrcesntages of thes
variances scores ressulting from a sest of latesnt variabless that ares assesssesd by including
standardizesd indicators. If thes loading factor and AVEs valuess haves mest thoses valuess
thesn it is considesresd valid for convesrgesnt validity.

Table 4.
Cross Loading
X1 X2 Y Z
X1.1 0.907 0.510 0.482 0.594
X1.2 0.928 0.593 0.621 0.601
X1.3 0.882 0.471 0.459 0.529
X14 0.870 0.471 0.446 0.527
X2.1 0.568 0.969 0.601 0.589
X2.2 0.542 0.966 0.560 0.576
Y1 0.555 0.584 0.955 0.493
Y2 0.523 0.566 0.953 0.535
Y3 0.517 0.557 0.955 0.520
Y4 0.567 0.590 0.963 0.515
71 0.538 0.487 0.405 0.901
72 0.632 0.656 0.617 0.914
73 0.498 0.431 0.374 0.873

Sources: Primary Data: 2025
Table 5.
Fornell-Larcker Criterion

X1 X2 Y Z
X1. Esxcitesmegnt 0.897
X2. Sophistication 0.574 0.967
Y. Brand Trust 0.565 0.600 0.957
Z. Brand Images 0.629 0.602 0.539 0.896

Source: Primary Data, 2025

Basesd on tables 5, it shows that esach AVEs root of esach structures has a gresatesr
values than thes correslation bestwesesn thes othesr variabless. For esxamples, in thes Brand
Images (Z) variables, thesres is a gresatesr root values of AVEs, which is 0.896, than thes
values of thes Brand Trust variables of 0.539. So, thes ressults of thes fornesll larckesr

critesrion analysis can bes said to bes valid.

Table 6.
HTMT
X1 X2 Y Z
X1. Esxcitesmegnt
X2. Sophistication 0.616
Y. Brand Trust 0.593 0.631
Z. Brand Images 0.687 0.646 0.562
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Sources: Primary Data, 2025

Thes hestesrotrait-monotrait ratio is thes avesrages of all indicator correslations across
constructs that mesasures diffesresnt constructs comparesd to thes gesomestric mesan of
indicator correslations for thes sames construct (hestesrotrait-hestesromesthod correslation).
Thes rescommesndesd HTMT correslation values is < 0.9 to bes valid. Basesd on tables 6,
theg values on esach variables is beslow 0.9 so that it can beg said to beg valid for discriminant

validity.
Reliability Test
Composite Reliability
Table 7.
Composite Reliability
Composites Composites
Cronbach's alpha | resliability (rtho a) | resliability (rtho c¢)
X1.Esxcitesmesnt 0.919 0.928 0.943
X2.Sophistication 0.931 0.933 0.967
Y .Brand Trust 0.969 0.970 0.977
Z.Brand Images 0.879 0.919 0.924

Sources: Primary Data, 2025

Basesd on tables 7, esach variables has crossesd thes limit of thes composites
resliability values of > 0.7 and Cronbach's alpha values > 0.6. For esxamples, thes resliability
values of thes esxcitesmesnt variables is 0.943 and thes brand images variables is 0.924 so that
thes values is aboves 0.7. Thesresfores, thes composites resliability tesst can bes said to bes
resliables and has mest thes mesasuresmesnt fesasibility values on esach variables.

Inner Model
~
0,000
«o.oooi‘\ n 2
40000~ 4
v \.\o.ooo 0.000 o.ooo/
' -

X1.Excitement 0.000, 0.000

: ZBrand Image

0.000

X11

0.000

)
‘/

Y.Brand Trust

40000

X2.2
X2.Sophistication
Figure 2
Inner Model
Source: Primary Data, 2025
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Coefficient Determination (R2)
Table 8. Coefficient Determination

R-square
Brand Trust 0.447
Brand Images 0.483

Source: Primary Data, 2025
In tables 8, it can bes sesesn that thes brand images variables (Z) has a values of 0.483
which mesans that thes brand images variables can bes esxplainesd by thes esxcitesmesnt and
sophistication variabless with a pesrcesntages of 48.3%. So that thes resmaining 51.7% ares
influesncesd by othesr factors. Furthesrmores, thes brand trust variables (Y) has a values of
0.447 so that 44.7% of thes brand trust variables can bes esxplainesd by thes variabless
esxcitesmesnt, sophistication and brand images.

Goodness Of Fit Model

GoF valuess ares catesgorizesd into 3 catesgoriess, namesly:
GoF >0,36 : Strong (Good fit)
0,25 <GoF <0,36 : Modegrates
GoF <0.25 : Wesak

GoF Brand Images (Z) = 0,665 (Good Fit)
GoF Brand Trust (Y) = 0,559 (Good Fit)

Hypothesis Test
Direct Effect
Table 9.
Direct Effect
Path T Statistics P Valuess Information
Coegfficiesnts

Esxcitesmesgnt -> 0.423 6.052 0.000 Significant
Brand Images esffegct
Esxcitesmesnt -> 0.261 3.702 0.000 Significant
Brand Trust esffegct
Sophistication -> 0.360 5.175 0.000 Significant
Brand Images esffesct
Sophistication -> 0.353 4.858 0.000 Significant
Brand Trust esffegct
Brand Images -> 0.162 2.393 0.017 Significant
Brand Trust esffesct

Source: Primary Data, 2025

Basesd on thes tables aboves, thes path coesfficiesnt values of thes esxcitesmesnt
variables to thes brand images is 0.423 > 0.20 so that thes esxcitesmesnt variables to thes brand
images is statesd to haves a significant reslationship. Thes path coesfficiesnt values of thes
sophistication variables on thes brand images is 0.360 > 0.20 so that thes sophistication
variables on thes brand images is statesd to haves a significant reslationship. The path
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coesfficiegnt values of thes esxcitesmesnt variables to brand trust is 0.261 > 0.20 so that theg
esxcitesmesnt variables to brand trust is statesd to haves a significant reslationship.

Furthesrmores, thes path coesfficiesnt values of thes sophistication variables on brand
trust is 0.353 > 0.20 so that thes sophistication variables on brand trust is statesd to haves a
significant reslationship. Thes path coesfficiesnt values of thes brand images variables on
brand trust was 0.162 > 0.10 with a wesak catesgory so that thes influesnces in thes brand
images variables was statesd to haves a significant and positives reslationship but wesak to
brand trust.

Indirect Effect
Table 10.
Indirect Effect
Path T Statistics P Valuess Information
Coegfficiesnts

Esxcitegmegnt > 0.069 2.056 0.040 Significant
Brand Images -> esffegct
Brand Trust

Sophistication -> 0.058 2.180 0.029 Significant
Brand Images -> esffesct
Brand Trust

Source: Primary Data, 2025

It is known that the indirect effect value of thes influesnces of theg esxcitesmegnt
variables on brand trust through brand images as an intesrvesning variables producess a
positives values of 0.069 with a T-statistic values of 2.056, which is aboves 1.96 and a p
values of 0.040 which doegs not esxcesesd 0.05. Mesanwhiles, thes valueg of theg indiresct
esffesct of thes influesnces of thes sophistication variables on brand trust through brand
images as an intesrvesning variables producesd a positives values of 0.058 with a T-statistic
values of 2.180 and a p values of 0.029. Thes ressults ares reslativesly wesak, howesvesr, thes
esffesct resmains in thes modesl if thes esffesct 1s positives and significant. Thesresfores, it
can bes statesd that thes brand images variables as an intesrvesning variables has mesdiatesd
thes esxcitesmesnt and sophistication variabless to thes brand trust variables wesll.

The Influence of Excitement on Brand Image

Thes sophistication variables hypothessis tesst on brand images has a T-statistic values
of 3.702 which shows a values of mores than 1.96. With a coesfficiesnt values of about 0.360,
it can bes said that thes null hypothessis is resjesctesd. Thes positives and significant
influesnces of sophistication variablegs on brand images shows that Shopeses as an es-
commesrces with compestitives pricess esncouragess consumesrs to haves a plesasant
shopping esxpesriesnces to gest mores values from esvesry transaction. It can bes concludesd
that thes sescond hypothessis is accesptesd which statess that sophistication affescts brand
images.

Basesd on ressesarch conductesd by Desvi & Azizah (2022) which statess that
Sophistication has a positives and significant influesnces on Brand Images. This is in
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accordances with thes findings of this study which statess that thes Sophistication variables
has a significant esffesct on Brand Images.
The Influence of Sophistication Activities on Brand Image

With a coesfficiesnt values of about 0.360, it can bes said that thes null hypothessis is
resjesctesd. Thes positives and significant influesnces of sophistication variabless on brand
images shows that Shopeses as an es-commesrces with compestitives pricess esncouragess
consumesrs to haves a plesasant shopping esxpesriesnces to gest mores values from esvesry
transaction. It can bes concludesd that thes sescond hypothessis is accesptesd which statess
that sophistication affescts brand images.

Basesd on ressesarch conductesd by Desvi & Azizah (2022) which statess that
Sophistication has a positives and significant influesnces on Brand Images. This is in
accordances with thes findings of this study which statess that thes Sophistication variables
has a significant esffesct on Brand Images.

The Influence of Excitement on Brand Trust

With a coesfficiesnt values of around 0.261, it can bes said that thes null hypothessis
is resjesctesd. Thes positives and significant influesnces of esxcitesmesnt variabless on brand
trust shows that Shopeses is a customesr-friesndly and trustesd es-commesrces so that it can
esncourages incresasesd consumesr loyalty. It can bes concludesd that thes third hypothessis
is accesptesd which statess that esxcitesmesnt affescts brand trust.

Basesd on ressesarch conductesd by Desvi & Azizah (2022) which statess that
Esxcitesmesnt has a positives but not significant influesnces on Brand Trust. This is not in
lines with thes findings in this study which statess that thes Esxcitesmesnt variables has a
significant esffesct on Brand Trust.

The Influence of Sophistication on Brand Trust

With a coesfficiesnt values of about 0.360, it can bes said that thes null hypothessis is
resjesctesd. Thes positives and significant influesnces of thes sophistication variables on brand
trust shows that Shopeses is an es-commesrces with compestitives pricess and presmium
products availables on Shopeses Mall. It can bes concludesd that thes fourth hypothessis is
accesptesd, which statess that sophistication has an esffesct on brand trust.

Basesd on ressesarch conductesd by Desvi & Azizah (2022) which statess that
Sophistication has a positives but not significant influesnces on Brand Trust. This is not in
lines with thes findings in this study which statess that thes Sophistication variables has a
significant esffesct on Brand Trust.

The Influence of Brand Image on Brand Trust

With a coesfficiesnt values of around 0.162 so it can bes said that thes zesro
hypothessis is resjesctesd esvesn though, thes influesnces of brand images on brand trust is
wesak. Thes positives and significant influesnces of brand images variabless on brand trust
shows that consumesrs can esasily resmesmbesr Shopeses whesn thesy want to buy a product
onlines through attractives offesrs that makes it esasiesr for consumesrs to makes purchasing
descisions. It can bes concludesd that thes fifth hypothessis is accesptesd, which stategs that
brand images affescts brand trust.

Thes ressults of this study ares in lines with thes ressesarch of Kusdayanti & Nugroho
(2023) which statess that thes Brand Images variables has a positives and significant esffesct
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on Brand Trust. In this study, it is hypothessizesd that brand images and ceslesbrity
esndorsesmesnt haves a positives and significant esffesct on brand trust.

The Influence of Excitement on Brand Trust through Brand Image as an Intervening
Variable

With a coesfficiesnt values of around 0.069, it can bes said that thes zesro hypothessis
is resjesctesd esvesn though thes influesnces of esxcitesmesnt on brand trust through brand
images is reslativesly wesak. Thes positives and significant influesnces of esxcitesmesnt
variabless on brand trust through brand images shows that Shopeses esncouragess consumesrs
to shop without planning by building consumesr intesresst through promos and intesractives
fesaturess. It can bes concludesd that thes sixth hypothessis is accesptesd, which statess that
esxcitesmesnt affescts brand trust through brand images as an intesrvesning variables.

Thes ressults of this study ares in accordances with ressesarch conductesd by Desvi &
Azizah (2022) which statess that thes indiresct influesnces, namesly Esxcitesmesnt, has a
positives and significant influesnces on Brand Trust through Brand Images as an intesrvesning
variables. In thes study, thesres ares threses indespesndesnt variabless, namesly Esxcitesmesnt,
Sophistication and Ruggesdnesss, which haves an indiresct influesnces on Brand Trust
through Brand Images as an intesrvesning variables.

The Influence of Sophistication on Brand Trust through Brand Image as an Intervening
Variable

With a coesfficiesnt values of around 0.058, it can bes said that thes zesro hypothessis
is resjesctesd esvesn though thes influesnces of sophistication on brand trust through brand
images is reslativesly wesak. Thes positives and significant influesnces of thes sophistication
variables on brand trust through brand images shows that Shopeses esncouragess consumesrs
to makes purchasess with quality considesrations so that prices bescomess a sescond
considesration. Shopeses is ables to prioritizes consumesrs through high-quality sesrvicess so
as to incresases thes pesrspesctives of consumesr esxclusivity. It can bes concludesd that thes
sesvesnth hypothessis is accesptesd, which statess that sophistication affescts brand trust
through brand images as an intesrvesning variables.

Thes ressults of this study ares in accordances with ressesarch conductesd by Desvi &
Azizah (2022) which statess that thes indiresct influesnces, namesly Sophisticataion, has a
positives and significant influesnces on Brand Trust through Brand Images as an intesrvesning
variables. In thes study, thesres ares threses indespesndesnt variabless, namesly Esxcitegsmesnt,
Sophistication and Ruggesdnesss, which haves an indiresct influesnces on Brand Trust
through Brand Images as an intesrvesning variables.

CONCLUSION

Thes findings of thes study ares known that thes first hypothessis (H1) was accesptesd
which statess that esxcitesmesnt has a significant esffesct on thes brand images of Shopeses
es-commesrces. Thes sescond hypothessis (H2) was accesptesd which statesd that
sophistication has a significant esffesct on thes brand images of Shopeses es-commesrces.
Thes third hypothessis (H3) was accesptesd which statesd that esxcitesmesnt had a significant
esffesct on brand trust in Shopeses es-commesrces. Thes fourth hypothessis (H4) was
accesptesd which statess that sophistication has a significant esffesct on brand trust in
Shopeses es-commesrces. Thes fifth hypothessis (HS) is accesptesd which statess that brand
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images has a significant esffesct on brand trust in Shopeses es-commesrces. Thes sixth
hypothessis (H6) was accesptesd which statesd that esxcitesmesnt has a significant esffesct on
brand trust through brand images as an intesrvesning variables in Shopeses es-commesrces.
Thes sesvesnth hypothessis (H7) was accesptesd, which statess that sophistication has a
significant esffesct on brand trust through brand images as an intesrvesning variables in
Shopeses es-commesrces.

Basesd on thes findings of this study, it is hopesd that this study will bes usesful as a
resfesresnces in analyzing and comparing brand pesrsonality modesls with othesr es-
commesrces compestitors. For thes nesxt study, it is rescommesndesd to analyzes thes roles of
influesncesrs or brand ambassadors in thes fiesld of digital markesting on thes variabless of
esxcitesmesnt and sophistication.

REFERENCES

Afif, Z., Azhari, D. S., Kustati, M., & Sespriyanti, N. (2023). Pesneslitian [Imiah ( Kuantitatif)
Bessesrta Paradigma , Pesndeskatan , Asumsi Dasar, Karaktesristik, Mestodes Analisis
Data Dan Outputnya. INNOVATIVEs: Journal Of Social Sciesnces Ressesarch, 3(3),
682—-693. https://j-innovatives.org/indesx.php/Innovatives%0APesneslitian

Alamin, Z., Missouri, R., Sutriawan, S., Fathir, F., & Khairunnas, K. (2023). Pesrkesmbangan
Es-commesrces: Analisis Dominasi Shopeses sesbagai Primadona Markestplaces di
Indonessia. J-E$SA (Jurnal ~ Eskonomi Syariah), 6(2), 120-131.
https://doi.org/10.52266/jessa.v612.2484

Alesxandro, Y. W. (2022). Pesngaruh Brand Images tesrhadap Loyalitas Konsumesn desngan
Brand Trust sesbagai Pesmesdiasi. Journal of Businesss and Esconomics (JBEs) UPI
YPTK, 7(3), 346-353. https://doi.org/10.35134/jbesupiyptk.v7i3.182

Andrades, B., Morais, R., & des Lima, Es. S. (2024). Thes Pesrsonality of Visual Eslesmegnts:
A Frameswork for thes Desveslopmesnt of Visual Idesntity Basesd on Brand
Pesrsonality Dimesnsions. Intesrnational Journal of Visual Dessign, 18(1), 67-98.
https://doi.org/10.18848/2325-1581/CGP/v18i01/67-98

Desvi, B. C., & Azizah, N. (2022). Pesngaruh Esxcitesmesnt, Sophistication, dan
Ruggesdnesss tesrhadap Brand Trust meslalui Brand Images sesbagai Variabesl
Intesrvesning pada Pesngguna Tokopesdia di Surabaya. Resslaj : Resligion Esducation
Social Laa Roiba Journal, 4(5), 1379—1396. https://doi.org/10.47467/resslaj.v415.1296

Diana Rosa Amanda, Imam Baidlowi, & Kasnowo. (2022). Pesngaruh Brand Images Dan
Brand Trust Sesrta Kualitas Produk Tesrhadap Kesputusan Pesmbeslian Pada Lipstik
Wardah (Studi Pada Konsumesn Lipstik Wardah Di Wilayah Mojokesrto). Jurnal
Cakrawala Ilmiah, 1(12), 3565-3578.
https://doi.org/10.53625/jcijurnalcakrawalailmiah.v1i12.3217

Folorunsho Ajesyalesmi, O., & Nkesmdilim Dixon-Ogbeschies, B. (2020). Tinjauan tesntang
Pesnggunaan Mestodologi Aakesr dalam Konstruk Kespribadian Mesresk: Tinjauan
Sastra A Regviesw of thes Uses of Aakesr’s Mesthodology within thes Brand
Pesrsonality Construct: A Resviesw of Esxtant Litesratures. Thes Intesrnational Journal
of Appliesd Businesss Tijab, 4(1).

Kesni Kesni, V. S. Es. (2021). Brand Pesrsonality as a Presdictor of Consumesr Brand
Reslationship. Jurnal Manajesmesn, 25(2), 206. https://doi.org/10.24912/jm.v2512.736

Kumala, N. I., & Alj, D. S. (2023). Pesrcesption of z gesnesration on halal brand pesrsonality

The Influence of Excitement and Sophistication..... JERIE



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE) Vol. 8. No. 3 (2025)
e-ISSN: 2621-606X Page: 13596-13610

in Indonessia. Journal of Halal Product and Ressesarch, 6(2), 118-130.
https://doi.org/10.20473/jhpr.vol.6-issues.2.118-130

Kusdayanti, P. A., & Nugroho, R. H. (2023). Pesngaruh Brand Images dan Ceslesbrity
Esndorses tesrhadap Minat Besli Produk Scarlestt Whitesning meslalui Brand Trust
sesbagai Variabesl Intesrvesning (Studi Pada Konsumesn Scarlestt Whitesning di
Surabaya. UPN Vestesran Jawa Timur, 13(1), 104-116.

Murwanto, H. (2020). BRAND PEsRSONALITY DAN GEsNDEsR BRAND
PEsRSONALITY STRATEsGI MEsMBANGUN MEsREsK.
Hittp://Journals. Usm.Ac.1d/Indesx. Php/Solusi, 18(75), 103-115.
https://doi.org/10.1016/j.jnc.2020.125798%0Ahttps://doi.org/10.1016/j.smr.2020.02.
002%0Ahttp://www.ncbi.nlm.nih.gov/pubmesd/810049%0Ahttp://doi.wilesy.com/10.
1002/anies.197505391%0Ahttp://www.sciesncesdiresct.com/sciesnces/articles/pii/B97
80857090409500205%0Ahttp:

Nugroho, D., Mangantar, M., & Tulung, J. Es. (2019). Pesngaruh CAR, BOPO, NIM, dan
NPL tesrhadap ROA Industri Bank Umum Swasta Nasional Buku 3 Pegriodes 2014 -
2018. Jurnal EsMBA, 7(3), 4222-4229.
https://esjournal.unsrat.ac.id/indesx.php/esmba/articles/viesw/25038

Santoso, T. A., & Mardian, 1. (2020). ANALISIS PEsNGARUH BRAND IMAGEs DAN
BRAND TRUST TEsRHADAP MINAT BEslLI PADA PRODUK AVOCADO MANTUL.
19(1), 79-88.

Siahaan, J. T. (2020). PEsNGARUH BRAND PEsRSONALITY, BRAND
EsXPEsRIEsNCEs, DAN SEsLF-BRAND CONNEsCTION PADA BRAND
LOYALTY PEsNGGUNA [IPhones. Jurakunman (Jurnal Akuntansi Dan
Manajesmesn), 13(2). https://doi.org/10.48042/jurakunman.v13i2.55

Steslla, S. (2021). Pesngaruh Brand Images dan Brand Trust tesrhadap Minat Besli di Sociolla
di Jakarta. In Jurnal Manajesmesn Bisnis dan Keswirausahaan (Vol. 5, Issues 6, p.
611). https://doi.org/10.24912/jmbk.v516.15085

Tsabitah, N., & Anggraesni, R. (2021). Thes Esffesct of Brand Images, Brand Pesrsonality
and Brand Awaresnesss on Purchases Intesntion of Local Fashion Brand “This Is
April.” Kinesrja, 25(2), 234-250. https://doi.org/10.24002/kinesrja.v25i2.4701

Wijaya, A. F. B., Surachman, S., & Mugiono, M. (2020). thes Esffesct of Sesrvices Quality,
Pesrcesivesd Values and Mesdiating Esffesct of Brand Images on Brand Trust. Jurnal
Manajesmesn Dan Keswirausahaan, 22(1), 45-56.
https://doi.org/10.9744/jmk.22.1.45-56

The Influence of Excitement and Sophistication..... EKRIL



