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Abstract 

 

This study aims to analyze the influence of E$xcite$me$nt and Sophistication on Brand 

Trust through Brand Image$ in Shope$e$ use$rs in Surabaya. The$ re$se$arch was 

conducte$d to de$te$rmine$ the$ re$pre$se$ntation of consume$r pe$rsonality as 

de$scribe$d through the$ dime$nsions of E$xcite$me$nt and Sophistication. The 

dimensions of E$xcite$me$nt that ple$ase$s consume$rs and Sophistication, which is 

top of mind for consume$rs, can affe$ct Brand Image$ with Shope$e$'s e$fforts to hold 

massive$ promotions on ce$rtain date$s and cre$ative$ marke$ting, name$ly 

adve$rtise$me$nts starring ce$le$britie$s who are$ hype$. Through a significant 

incre$ase$ in Brand Image$, we$ will build Brand Trust through maintaining quality 

se$rvice$s and attractive$ offe$rs. Through data take$n from 200 Shope$e$ use$rs in 

Surabaya and proce$sse$d using quantitative$ me$thods and PLS-SE$M analysis. The$ 

te$st re$sulte$d in the$ finding that E$xcite$me$nt and Sophistication had a significant 

e$ffe$ct on Brand Trust. Brand Image$ also succe$e$ds in me$diating E$xcite$me$nt and 

Sophistication to Brand Trust so that it can be$ state$d that E$xcite$me$nt and 

Sophistication have$ a positive$ and significant influe$nce$ on Brand Trust Through 

Brand Image$ as an inte$rve$ning variable$. It is re$comme$nde$d that Shope$e$ ne$e$ds 

to improve$ a more$ inte$ractive$ shopping e$xpe$rie$nce$ to stre$ngthen the$ 

e$xcite$me$nt mode$l and incre$ase$ the$ image$ of sophistication through pre$mium 

products and se$rvice$s by cre$ating collaborations with high-class brands. 
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INTRODUCTION 

Busine$ss digitalization has be$come$ e$asy as more$ consume$rs use$ the$ inte$rne$t 

to make$ purchase$s on e$-comme$rce$. Me$anwhile$, Surabaya as a me$tropolitan city has a 

large$ population with a fairly de$nse$ are$a. The$ use$ of e$-comme$rce$ for online$ shopping  

is done$ by consume$rs, not limite$d to ge$nde$r and age$. The$ pote$ntial for rapid growth of 

the$ e$-comme$rce$ marke$t  has give$n rise$ to many e$-comme$rce$ options  that are$ e$asily 

acce$ssible$ to consume$rs. Compe$tition be$twe$e$n e$-comme$rce$ is  ine$vitable$ to attract 

a wide$r range$ of consume$r inte$re$st, the$re$fore$, e$-comme$rce$ has its own strate$gie$s 

that are$ tailore$d to the$ e$-comme$rce$ branding image$. In the$ re$se$arch of Alamin e$t al., 

(2023) in the$ third quarte$r of 2023. Shope$e$ with a large$ numbe$r of visits that be$at  

compe$titors, such as Tokope$dia, Lazada, and Blibli with a visit numbe$r of 216.77 million. 

Shope$e$ is re$fe$rre$d to as the$  prima donna e$-comme$rce$ that dominate$s online$ 

shopping site$s  in Indone$sia through transformation and te$chnology that de$ve$lops 

fe$ature$s on the$ platform.   

To build consume$r trust in brands, it is important to pay atte$ntion to the$ influe$nce$ 

of Brand Trust by looking at its re$lationship to Brand Pe$rsonality. All products in the$ 

marke$t have$ diffe$re$nt pe$rsonalitie$s, and e$ach diffe$re$nce$ is a re$pre$se$ntation of 

e$ach buye$r, so that the$ products consume$d by buye$rs indire$ctly de$scribe$ the$ 

pe$rsonality that e$xists in the$mse$lve$s (Siahaan, 2020).  A brand must unde$rstand the$ 

pe$rsonality of the$ buye$r, e$spe$cially in te$rms of the$ir be$havior towards the$ products 

consume$d. Brand pe$rsonality has five$ dime$nsions, name$ly The$ Big Five$ which 

include$s Since$rity, E$xcite$me$nt, Compe$te$nce$, Sophistication, and Rugge$dne$ss. 

Dime$nsi E$xcite$me$nt is de$scribe$d as a consume$r who like$s to shop and is supporte$d 

by profitable$ offe$rs for consume$rs through discount vouche$rs, cashback and fre$e$ 

shipping. Me$anwhile$, the$ Sophistication dime$nsion de$scribe$s an attractive$ and mode$rn 

individual. In this dime$nsion, Shope$e$ focuse$s on how a brand provide$s value$ and 

satisfaction to its consume$rs with the$ Shope$e$ Mall fe$ature$ (Murwanto, 2020).  

The$ size$ of a company that se$lls products with a ce$rtain brand can affe$ct 

consume$rs' pe$rce$ption of the$ brand image$ so that it can affe$ct consume$rs' life$style$s. 

The$ more$ e$fforts a company make$s to maintain the$ brand image$ the$y se$ll, the$ more$ 

positive$ consume$r thinking about Brand Trust is built and has a dire$ct impact on consume$r 

loyalty (Ste$lla, 2021). Brand Trust is built on the$ basis of e$xpe$rie$nce$ or more$ in a 

se$rie$s of inte$ractions or transactions, which are$ de$monstrate$d by the$ achie$ve$me$nt of 

product pe$rformance$ and consume$r satisfaction. So as to form trust that e$xpe$cts that 

othe$r partie$s will conside$r the$ wants and ne$e$ds of consume$rs (Santoso & Mardian, 

2020). Through the$ E$xcite$me$nt dime$nsion that ple$ase$s consume$rs, it can affe$ct the$ 

Brand Image$ with Shope$e$'s e$fforts to always hold massive$ promotions on ce$rtain date$s 

and its cre$ative$ marke$ting, name$ly adve$rtise$me$nts starring ce$le$britie$s who are$ 

hype$. Through a significant incre$ase$ in Brand Image$, we$ will build Brand Trust through 

maintaining quality se$rvice$s and attractive$ offe$rs. 

Base$d on this background, this study aims to analyze$ the$ influe$nce$ of 

E$xcite$me$nt and Sophistication on Brand Trust through Brand Image$, a study on Shope$e$ 

use$rs in Surabaya. This re$se$arch is e$xpe$cte$d to provide$ insight for e$-comme$rce$ 
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companie$s in de$signing more$ e$ffe$ctive$ digital marke$ting strate$gie$s and 

unde$rstanding the$ factors that influe$nce$ consume$r be$havior in e$-comme$rce$.  

 

REVIEW OF LITERATURE 

Brand Personality  

 According to Aake$r in (Folorunsho Aje$yale$mi & Nke$mdilim Dixon-Ogbe$chie$, 

2020) a brand can e$asily be$ de$scribe$d as some$one$ who has ce$rtain human 

characte$ristics, such as age$, ge$nde$r, social status. In addition, it can be$ de$scribe$d 

through ce$rtain pe$rsonality traits, such as a ge$ntle$, se$nsitive$, kind, family, and che$e$rful 

pe$rson. Brands like$ humans can have$ a varie$ty of pe$rsonalitie$s. Brands with pe$rsonality 

te$nd to be$ more$ attractive$ than brands without pe$rsonality (Tsabitah & Anggrae$ni, 

2021). Aake$r said that building brand pe$rsonality can be$ influe$nce$d by se$ve$ral 

indicators, name$ly the$ dime$nsion of since$rity, the$ dime$nsion of e$xcite$me$nt, the$ 

dime$nsion of compe$te$nce$, and the$ dime$nsion of sophistication.   

Excitement 

E$xcite$me$nt is one$ of the$ most influe$ntial e$motions in the$ consume$r de$cision-

making proce$ss. The$se$ consiste$nt positive$ e$motions will cre$ate$ a de$e$p impre$ssion 

in the$ minds of consume$rs and e$ncourage$ the$m to be$come$ loyal custome$rs. (Ke$nt, 

2021). In the$ re$se$arch Andrade$ e$t al., (2024) linke$d the$ e$xcite$me$nt dime$nsion to 

the$ characte$ristics of be$ing young, cre$ative$, active$, and alive$. Shope$e$'s visual 

ide$ntity, which is dominate$d by orange$, has succe$e$de$d in cre$ating a strong and de$e$p 

impre$ssion in the$ minds of consume$rs. Orange$, as a che$e$rful and striking color, make$s 

Shope$e$ e$asy to re$me$mbe$r and distinguish from compe$titors. 

Sophistication 

 Kumala & Ali (2023) are$ of the$ vie$w that sophistication is a proce$ss or change$ 

from a basic state$ to a state$ of knowle$dge$, or pe$rsonalize$d products and se$rvice$s. In 

the$ re$se$arch conducte$d by Kumala and Ali, informants fe$lt that the$ dime$nsion of 

sophistication was the$ most promine$nt trait of the$ uppe$r class, thus making it the$ most 

powe$rful trait of the$ uppe$r class. While$ othe$r informants answe$re$d with words such as 

e$xpe$nsive$, luxurious, e$xce$lle$nt, gre$at, we$ll-made$, characte$r, simple$, e$le$gant, top-

of-mind, and sophisticate$d. In the$ world of branding, sophistication is ofte$n synonymous 

with a luxurious, e$xclusive$, and classy brand image$.  

Brand Image 

According to Kotle$r and Armstrong in Wijaya e$t al. (2020) who put forward Brand 

Image$ as a pe$rson's be$lie$fs, conce$pts, and impre$ssions of a brand. In addition, 

consume$rs have$ an unde$rstanding of brands, which me$ans that most subje$ctive$ 

pe$rce$ptions and phe$nome$na are$ cre$ate$d by the$ir thoughts, both rational and 

e$motional. In line$ with this opinion,  Ale$xandro (2022) state$d that Brand Image$ as the$ 

he$art of all marke$ting and adve$rtising activitie$s has long be$e$n the$ ce$nte$r of atte$ntion 

of acade$mics and practitione$rs. This conce$pt is fundame$ntal so that almost all re$se$arch 

in the$ fie$ld of marke$ting cannot be$ se$parate$d from its role$. Brand image$ is not just a 

logo or slogan, but a re$pre$se$ntation of the$ ove$rall consume$r pe$rce$ption of a brand. 
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Brand Trust 

Kotle$r and Armstrong in Diana Rosa, Amanda e$t al. (2022) rightly highlight that 

brand trust is a solid foundation in building long-te$rm re$lationships with consume$rs. More$ 

than just a visual ide$ntity, brand trust re$pre$se$nts a company's consiste$nt promise$ to 

de$live$r the$ value$ and quality that consume$rs e$xpe$ct. This trust is e$mbe$dde$d in the$ 

minds of consume$rs through a se$rie$s of positive$ e$xpe$rie$nce$s that are$ re$pe$ate$d, 

ranging from supe$rior product or se$rvice$ quality, e$xce$lle$nt custome$r se$rvice$, to the$ 

company's commitme$nt to value$s that are$ re$le$vant to consume$rs. 

 

RESEARCH METHOD 

This study use$s a quantitative$ approach with the$ type$ of associative$ re$se$arch. 

Associative$ re$se$arch is de$fine$d as a the$ory that can e$xplain, pre$dict, and control 

symptoms will be$ built through this associative$ re$se$arch (Nugroho e$t al., 2019). In a 

study writte$n  by Afif e$t al. (2023), Punch pre$se$nts quantitative$ re$se$arch as re$se$arch 

that is source$d from e$mpirical studie$s and colle$cte$d as a numbe$r that can be$ calculate$d.  

Sampling Strategy 

In de$te$rmining the$ sample$ in this study, the$ non-probability sampling me$thod 

with the$ purposive$ sampling te$chnique$ was use$d and proce$sse$d using SmartPLS 

ve$rsion 4.0. Purposive$ sampling te$chnique$s are$ approache$s that strate$gically se$le$ct 

participants or data that have$ spe$cific characte$ristics that are$ re$le$vant to the$ re$se$arch 

obje$ctive$s. In this study, primary data was colle$cte$d dire$ctly from re$sponde$nts 

se$le$cte$d by 200 active$ consume$rs who have$ a purchase$ history on the$ Shope$e$ e$-

comme$rce$ platform in the$ Surabaya are$a. 

Questionnaire Structure 

The$ que$stionnaire$ cate$gory use$d in this study is a close$d que$stionnaire$ in 

which se$ve$ral state$me$nts are$ made$ on e$ach variable$ indicator. The$n, re$sponde$nts or 

Shope$e$ use$rs who have$ me$t the$ re$quire$me$nts can choose$ the$ options provide$d in 

the$ que$stionnaire$ in the$ form of a like$rt scale$ option. In its imple$me$ntation, the$ 

que$stionnaire$ was distribute$d online$  through  a Google$ Form link that was e$asily 

acce$ssible$ to re$sponde$nts. 

Justification for PLS-SEM 

This study use$s the$ Partial Le$ast Square$ Structural E$quation Mode$ling (PLS-

SE$M) approach using SmartPLS 4.0 software$. Rahadi (2023) state$d that PLS-SE$M is a 

popular me$thod for e$stimating pathway mode$ls with late$nt variable$s and the$ir 

re$lationships be$cause$ it allows re$se$arche$rs to simultane$ously analyze$ re$lationships in 

comple$x mode$ls consisting of many structural pathways, indicator variable$s, and 

constructions. 

Measurement Validity and Reliability 

To te$st the$ me$asure$me$nt mode$l, validity and re$liability e$valuations we$re$ 

carrie$d out: 1) Re$liability using Cronbach’s Alpha and Composite$ Re$liability (CR) to 

confirm inte$rnal consiste$ncy; 2) Conve$rge$nt Validity through Ave$rage$ Variance$ 

E$xtracte$d (AVE$), e$nsuring e$ach construct ade$quate$ly e$xplains its indicators; 3) 

Discriminant Validity asse$sse$d via the$ Cross Loading, Forne$ll-Larcke$r Crite$rion and 

He$te$rotrait-Monotrait Ratio (HTMT) to ve$rify that constructs are$ distinct. 
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Structural Model Assessment and Hypothesis Testing 

  The$ structural mode$l is asse$sse$d using: 1) R-square$ (R²) shows the$ diffe$re$nce$ 

be$twe$e$n e$ndoge$nous and e$xoge$nous variable$s; 2) Goodne$ss Fit Mode$l to me$asure$ 

mode$l fit with fit te$st; 3) Path Analysis make$s it possible$ to analyze$ the$ total e$ffe$cts 

of e$xoge$nous variable$s and divide$ the$m into dire$ct e$ffe$cts and indire$ct e$ffe$cts.  

 

RESULTS AND DISCUSSION 

Respondent Profile 

Table 1. 

Descriptive Analysis of Respondents and Variables 

Category Variable Frequency Percentage 

Ge$nde$r Male$ 76 38% 

 Fe$male$ 124 62% 

 Total 200 100% 

Age$ 18 - 20 44 22% 

 21 - 23 87 43.5% 

 24 - 27 35 17.5% 

 28 - 30 34 17% 

 Total 200 100% 

 Source$: Primary Data, 2025 

Table$ 4.1 shows that out of a total of 200 re$sponde$nts, the$re$ we$re$ 76 male$ 

re$sponde$nts with a pe$rce$ntage$ of (38%) and fe$male$ re$sponde$nts as many as 124 

pe$ople$ and a pe$rce$ntage$ of (62%) supe$rior. Furthe$rmore$, base$d on the$ crite$ria of 

the$ re$quire$d re$sponde$nts, name$ly 18 ye$ars old to 30 ye$ars old with the$ calculation of 

age$ in 2025. The$ answe$r re$sults of re$sponde$nts age$d 18 – 20 ye$ars we$re$ 44 pe$ople$ 

with a pe$rce$ntage$ of (22%), 21 – 23 ye$ars old as many as 87 pe$ople$ with a pe$rce$ntage$ 

of (43.5%), 24 – 27 ye$ars old with a pe$rce$ntage$ of 35 pe$ople$ with a pe$rce$ntage$ of 

(17.5%), and 28 – 30 ye$ars old with a pe$rce$ntage$ of (17%). It is known that the$ age$ of 

Shope$e$ use$r re$sponde$nts is dominant at the$ age$ of 21-23 ye$ars who are$ supe$rior by 

87 pe$ople$. 

Table 2. 

Descriptive Analysis of Variables 

Variable Code Item Score 

E$xcite$me$nt X1.1 The$re$ are$ products that I don't find on 

othe$r platforms 

Agre$e$ 

(54%) 

 X1.2 

 

E$nthusiastically participating in promos 

such as 12.12 

Agre$e$ 

(60%) 
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X1.3  

 

X1.4 

Shopping inspiration through Shope$e$ 

Live$ 

 

Up-to-date$ app fe$ature$s such as 

digital walle$ts (Shope$e$Pay) 

 

Agre$e$ 

(56.5%) 

Agre$e$ 

(50.5%) 

Sophistication X2.1 Pre$mium product offe$rings at 

compe$titive$ price$s 

Agre$e$ 

(59.5%) 

 X2.2 Attractive$ app inte$rface$ Agre$e$ 

(63.5%) 

Brand Image$ Z1 E$asy to re$me$mbe$r Shope$e$ as an e$-

comme$rce$ 

Agre$e$ 

(46.5%) 

 Z2 Pre$fe$r Shope$e$ be$cause$ of the$ 

more$ attractive$ offe$rs 

Agre$e$ 

(62.5%) 

 Z3 Unique$ fe$ature$s (Shope$e$ Game$s 

and Shope$e$ Live$) 

Agre$e$ 

(53.5%) 

Brand Trust Y1 Prioritizing custome$r satisfaction Agre$e$ 

(49.5%) 

 Y2 Accurate$ se$arch fe$ature$ Agre$e$ 

(53.5%) 

 Y3 

Y4 

Trust product re$vie$ws and ratings  

Se$cure$ payme$nt syste$m 

Agre$e$ 

(53%) 

Agre$e$ 

(49.5%) 

Source$: Primary Data, 2025 

It is known that the$ e$xcite$me$nt variable$ has an online$ indicator with 108 

agre$e$s, the$ spirite$d indicator obtains 120 agre$e$s, the$ imaginative$ indicator obtains 113 

agre$e$able$ answe$rs, and up-to-date$ obtains 101 agre$e$s. Furthe$rmore$, in the$ 

sophistication variable$ in the$ uppe$r class indicator, 119 ye$s answe$re$d and the$ charming 

indicator re$ce$ive$d 127 ye$s answe$rs. So, it can be$ conclude$d that re$sponde$nts agre$e$ 

that Shope$e$ has re$fle$cte$d inde$pe$nde$nt variable$s, name$ly e$xcite$me$nt and 

sophistication.  

Re$sponde$nts' re$sponse$s re$late$d to the$ inte$rve$ning brand image$ variable$ 

we$re$ de$scribe$d through the$ stre$ngth indicator with 93 agre$e$, the$ profit indicator 

obtaine$d 125 agre$e$, and unique$ne$ss with 107 agre$e$d. Me$anwhile$, brand trust has 4 

indicators, name$ly, the$ trust indicator ge$ts 99 agre$e$d, the$ re$ly indicator 107 answe$rs 

agre$e$d, hone$st ge$ts 106 agre$e$d, and the$ safe$ indicator ge$ts 99 agre$e$. Through the$ 

re$sponde$nts' re$sponse$s, it can be$ se$e$n that the$ brand image$ and brand trust variable$s 

re$ce$ive$d a positive$ re$sponse$ and the$ re$sults re$fle$cte$d the$ indicators of the$se$ 

variable$s.  

  



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                  Vol. 8. No. 3 (2025) 

e-ISSN: 2621-606X           Page: 13596-13610 

The Influence of Excitement and Sophistication….. 13602 

 

Data Analysis 

This study use$s the$ PLS-SE$M approach with SmartPLS 4.0 software$ which te$sts 

the$ influe$nce$ of e$ach variable$ through an oute$r mode$l and an inne$r mode$l base$d on 

the$ findings of data proce$ssing from 200 re$sponde$nts.  

Outer Model Evaluation or Measurement Model 

 
Figure 1  

Outer Model 

Validity Test 

Convergent Validity 

Table 3. 

Outer Loading Value 

E$xcite$me$nt 

X1.1 

X1.2 

X1.3 

X1.4 

Oute$r Loading 

0.907 

0.928 

0.882 

0.870 

AVE$ 

 

0.804 

Sophistication   

X2.1 

X2.2 

0.969 

0.966 

0.936 

Brand Image$    

Z1 

Z2 

Z3 

0.901 

0.914 

0.873 

0.915 

Brand Trust   

Y1 

Y2 

Y3 

Y4 

0.955 

0.953 

0.955 

0.963 

0.803 

Source$: Primary Data, 2025 

 

The$ minimum value$ spe$cifie$d to se$e$ the$ loading factor at conve$rge$nt validity 

is about > 0.7. To be$ conside$re$d valid on e$ach indicator, it must have$ an AVE$ value$ of 
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at le$ast > 0.5. It is known that the$ AVE$ value$ is the$ ave$rage$ pe$rce$ntage$ of the$ 

variance$ score$ re$sulting from a se$t of late$nt variable$s that are$ asse$sse$d by including 

standardize$d indicators. If the$ loading factor and AVE$ value$s have$ me$t those$ value$s 

the$n it is conside$re$d valid for conve$rge$nt 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 

X1.4 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 

Z1 0.538 0.487 0.405 0.901 

Z2 0.632 0.656 0.617 0.914 

Z3 0.498 0.431 0.374 0.873 

Source$: Primary Data: 2025 

Table 5. 

Fornell-Larcker Criterion 

 X1 X2 Y Z 

X1. E$xcite$me$nt 0.897    
X2. Sophistication 0.574 0.967   
Y. Brand Trust 0.565 0.600 0.957  
Z. Brand Image$ 0.629 0.602 0.539 0.896 

Source: Primary Data, 2025 

Base$d on table$ 5, it shows that e$ach AVE$ root of e$ach structure$ has a gre$ate$r 

value$ than the$ corre$lation be$twe$e$n the$ othe$r variable$s. For e$xample$, in the$ Brand 

Image$ (Z) variable$, the$re$ is a gre$ate$r root value$ of AVE$, which is 0.896, than the$ 

value$ of the$ Brand Trust variable$ of 0.539. So, the$ re$sults of the$ forne$ll larcke$r 

crite$rion analysis can be$ said to be$ valid.  

Table 6. 

HTMT 

 X1 X2 Y Z 

X1. E$xcite$me$nt         

X2. Sophistication 0.616       

Y. Brand Trust 0.593 0.631     

Z. Brand Image$ 0.687 0.646 0.562   
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Source$: Primary Data, 2025 

The$ he$te$rotrait-monotrait ratio is the$ ave$rage$ of all indicator corre$lations across 

constructs that me$asure$ diffe$re$nt constructs compare$d to the$ ge$ome$tric me$an of 

indicator corre$lations for the$ same$ construct (he$te$rotrait-he$te$rome$thod corre$lation). 

The$ re$comme$nde$d HTMT corre$lation value$ is < 0.9 to be$ valid. Base$d on table$ 6, 

the$ value$ on e$ach variable$ is be$low 0.9 so that it can be$ said to be$ valid for discriminant 

validity. 

Reliability Test 

Composite Reliability 

Table 7. 

Composite Reliability 

 Cronbach's alpha 

Composite$ 

re$liability (rho_a) 

Composite$ 

re$liability (rho_c) 

X1.E$xcite$me$nt 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 Image$ 0.879 0.919 0.924 

Source$: Primary Data, 2025 

Base$d on table$ 7, e$ach variable$ has crosse$d the$ limit of the$ composite$ 

re$liability value$ of > 0.7 and Cronbach's alpha value$ > 0.6. For e$xample$, the$ re$liability 

value$ of the$ e$xcite$me$nt variable$ is 0.943 and the$ brand image$ variable$ is 0.924 so that 

the$ value$ is above$ 0.7. The$re$fore$, the$ composite$ re$liability te$st can be$ said to be$ 

re$liable$ and has me$t the$ me$asure$me$nt fe$asibility value$ on e$ach variable$. 

Inner Model 

 
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 Image$ 0.483 
  

Source: Primary Data, 2025 

In table$ 8, it can be$ se$e$n that the$ brand image$ variable$ (Z) has a value$ of 0.483 

which me$ans that the$ brand image$ variable$ can be$ e$xplaine$d by the$ e$xcite$me$nt and 

sophistication variable$s with a pe$rce$ntage$ of 48.3%.  So that the$ re$maining 51.7% are$ 

influe$nce$d by othe$r factors. Furthe$rmore$, the$ brand trust variable$ (Y) has a value$ of 

0.447 so that 44.7% of the$ brand trust variable$ can be$ e$xplaine$d by the$ variable$s 

e$xcite$me$nt, sophistication and brand image$.  

Goodness Of Fit Model 

GoF value$s are$ cate$gorize$d into 3 cate$gorie$s, name$ly:  

GoF ≥ 0,36  : Strong (Good fit) 

0,25 ≤ GoF < 0,36  : Mode$rate$ 

GoF < 0.25  : We$ak 

GoF Brand Image$ (Z) = 0,665 (Good Fit) 

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

Hypothesis Test 

Direct Effect 

Table 9. 

Direct Effect 

 Path 

Coe$fficie$nts 

T Statistics P Value$s Information 

E$xcite$me$nt -> 

Brand Image$ 

0.423 6.052 0.000 Significant 

e$ffe$ct 

E$xcite$me$nt  -> 

Brand Trust 

0.261 3.702 0.000 Significant 

e$ffe$ct 

Sophistication -> 

Brand Image$ 

0.360 5.175 0.000 Significant 

e$ffe$ct 

Sophistication -> 

Brand Trust 

0.353 4.858 0.000 Significant 

e$ffe$ct 

Brand Image$ -> 

Brand Trust 

0.162 2.393 0.017 Significant 

e$ffe$ct 

Source: Primary Data, 2025 

Base$d on the$ table$ above$, the$ path coe$fficie$nt value$ of the$ e$xcite$me$nt 

variable$ to the$ brand image$ is 0.423 > 0.20 so that the$ e$xcite$me$nt variable$ to the$ brand 

image$ is state$d to have$ a significant re$lationship. The$ path coe$fficie$nt value$ of the$ 

sophistication variable$ on the$ brand image$ is 0.360 > 0.20 so that the$ sophistication 

variable$ on the$ brand image$ is state$d to have$ a significant re$lationship. The path 
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coe$fficie$nt value$ of the$ e$xcite$me$nt variable$ to brand trust is 0.261 > 0.20 so that the$ 

e$xcite$me$nt variable$ to brand trust is state$d to have$ a significant re$lationship.  

Furthe$rmore$, the$ path coe$fficie$nt value$ of the$ sophistication variable$ on brand 

trust is 0.353 > 0.20 so that the$ sophistication variable$ on brand trust is state$d to have$ a 

significant re$lationship. The$ path coe$fficie$nt value$ of the$ brand image$ variable$ on 

brand trust was 0.162 > 0.10 with a we$ak cate$gory so that the$ influe$nce$ in the$ brand 

image$ variable$ was state$d to have$ a significant and positive$ re$lationship but we$ak to 

brand trust.  

Indirect Effect 

Table 10. 

Indirect Effect 

 Path 

Coe$fficie$nts 

T Statistics P Value$s Information 

E$xcite$me$nt -> 

Brand Image$ -> 

Brand Trust 

0.069 2.056 0.040 Significant 

e$ffe$ct 

Sophistication -> 

Brand Image$ -> 

Brand Trust 

0.058 2.180 0.029 Significant 

e$ffe$ct 

Source: Primary Data, 2025 

It is known that the indirect effect value of the$ influe$nce$ of the$ e$xcite$me$nt 

variable$ on brand trust through brand image$ as an inte$rve$ning variable$ produce$s a 

positive$ value$ of 0.069 with a T-statistic value$ of 2.056, which is above$ 1.96 and a p 

value$ of 0.040 which doe$s not e$xce$e$d 0.05. Me$anwhile$, the$ value$ of the$ indire$ct 

e$ffe$ct of the$ influe$nce$ of the$ sophistication variable$ on brand trust through brand 

image$ as an inte$rve$ning variable$ produce$d a positive$ value$ of 0.058 with a T-statistic 

value$ of 2.180 and a p value$ of 0.029. The$ re$sults are$ re$lative$ly we$ak, howe$ve$r, the$ 

e$ffe$ct re$mains in the$ mode$l if the$ e$ffe$ct is positive$ and significant. The$re$fore$, it 

can be$ state$d that the$ brand image$ variable$ as an inte$rve$ning variable$ has me$diate$d 

the$ e$xcite$me$nt and sophistication variable$s to the$ brand trust variable$ we$ll. 

The Influence of Excitement on Brand Image 

The$ sophistication variable$ hypothe$sis te$st on brand image$ has a T-statistic value$ 

of 3.702 which shows a value$ of more$ than 1.96. With a coe$fficie$nt value$ of about 0.360, 

it can be$ said that the$ null hypothe$sis is re$je$cte$d. The$ positive$ and significant 

influe$nce$ of sophistication variable$s on brand image$ shows that Shope$e$ as an e$-

comme$rce$ with compe$titive$ price$s e$ncourage$s consume$rs to have$ a ple$asant 

shopping e$xpe$rie$nce$ to ge$t more$ value$ from e$ve$ry transaction. It can be$ conclude$d 

that the$ se$cond hypothe$sis is acce$pte$d which state$s that sophistication affe$cts brand 

image$. 

Base$d on re$se$arch conducte$d by De$vi & Azizah (2022) which state$s that 

Sophistication has a positive$ and significant influe$nce$ on Brand Image$. This is in 
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accordance$ with the$ findings of this study which state$s that the$ Sophistication variable$ 

has a significant e$ffe$ct on Brand Image$.  

The Influence of Sophistication Activities on Brand Image 

With a coe$fficie$nt value$ of about 0.360, it can be$ said that the$ null hypothe$sis is 

re$je$cte$d. The$ positive$ and significant influe$nce$ of sophistication variable$s on brand 

image$ shows that Shope$e$ as an e$-comme$rce$ with compe$titive$ price$s e$ncourage$s 

consume$rs to have$ a ple$asant shopping e$xpe$rie$nce$ to ge$t more$ value$ from e$ve$ry 

transaction. It can be$ conclude$d that the$ se$cond hypothe$sis is acce$pte$d which state$s 

that sophistication affe$cts brand image$. 

Base$d on re$se$arch conducte$d by De$vi & Azizah (2022) which state$s that 

Sophistication has a positive$ and significant influe$nce$ on Brand Image$. This is in 

accordance$ with the$ findings of this study which state$s that the$ Sophistication variable$ 

has a significant e$ffe$ct on Brand Image$.  

The Influence of Excitement on Brand Trust  

With a coe$fficie$nt value$ of around 0.261, it can be$ said that the$ null hypothe$sis 

is re$je$cte$d. The$ positive$ and significant influe$nce$ of e$xcite$me$nt variable$s on brand 

trust shows that Shope$e$ is a custome$r-frie$ndly and truste$d e$-comme$rce$ so that it can 

e$ncourage$ incre$ase$d consume$r loyalty. It can be$ conclude$d that the$ third hypothe$sis 

is acce$pte$d which state$s that e$xcite$me$nt affe$cts brand trust.  

Base$d on re$se$arch conducte$d by De$vi & Azizah (2022) which state$s that 

E$xcite$me$nt has a positive$ but not significant influe$nce$ on Brand Trust. This is not in 

line$ with the$ findings in this study which state$s that the$ E$xcite$me$nt variable$ has a 

significant e$ffe$ct on Brand Trust.  

The Influence of Sophistication on Brand Trust 

With a coe$fficie$nt value$ of about 0.360, it can be$ said that the$ null hypothe$sis is 

re$je$cte$d. The$ positive$ and significant influe$nce$ of the$ sophistication variable$ on brand 

trust shows that Shope$e$ is an e$-comme$rce$ with compe$titive$ price$s and pre$mium 

products available$ on Shope$e$ Mall. It can be$ conclude$d that the$ fourth hypothe$sis is 

acce$pte$d, which state$s that sophistication has an e$ffe$ct on brand trust.  

Base$d on re$se$arch conducte$d by De$vi & Azizah (2022) which state$s that 

Sophistication has a positive$ but not significant influe$nce$ on Brand Trust. This is not in 

line$ with the$ findings in this study which state$s that the$ Sophistication variable$ has a 

significant e$ffe$ct on Brand Trust.  

The Influence of Brand Image on Brand Trust  

With a coe$fficie$nt value$ of around 0.162 so it can be$ said that the$ ze$ro 

hypothe$sis is re$je$cte$d e$ve$n though, the$ influe$nce$ of brand image$ on brand trust is 

we$ak. The$ positive$ and significant influe$nce$ of brand image$ variable$s on brand trust 

shows that consume$rs can e$asily re$me$mbe$r Shope$e$ whe$n the$y want to buy a product 

online$ through attractive$ offe$rs that make$ it e$asie$r for consume$rs to make$ purchasing 

de$cisions. It can be$ conclude$d that the$ fifth hypothe$sis is acce$pte$d, which state$s that 

brand image$ affe$cts brand trust.  

The$ re$sults of this study are$ in line$ with the$ re$se$arch  of Kusdayanti & Nugroho 

(2023) which state$s that the$ Brand Image$ variable$ has a positive$ and significant e$ffe$ct 
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on Brand Trust. In this study, it is hypothe$size$d that brand image$ and ce$le$brity 

e$ndorse$me$nt have$ a positive$ and significant e$ffe$ct on brand trust. 

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

Variable 

With a coe$fficie$nt value$ of around 0.069, it can be$ said that the$ ze$ro hypothe$sis 

is re$je$cte$d e$ve$n though the$ influe$nce$ of e$xcite$me$nt on brand trust through brand 

image$ is re$lative$ly we$ak. The$ positive$ and significant influe$nce$ of e$xcite$me$nt 

variable$s on brand trust through brand image$ shows that Shope$e$ e$ncourage$s consume$rs 

to shop without planning by building consume$r inte$re$st through promos and inte$ractive$ 

fe$ature$s. It can be$ conclude$d that the$ sixth hypothe$sis is acce$pte$d, which state$s that 

e$xcite$me$nt affe$cts brand trust through brand image$ as an inte$rve$ning variable$.  

The$ re$sults of this study are$ in accordance$ with re$se$arch conducte$d by De$vi & 

Azizah (2022) which state$s that the$ indire$ct influe$nce$, name$ly E$xcite$me$nt, has a 

positive$ and significant influe$nce$ on Brand Trust through Brand Image$ as an inte$rve$ning 

variable$. In the$ study, the$re$ are$ thre$e$ inde$pe$nde$nt variable$s, name$ly E$xcite$me$nt, 

Sophistication and Rugge$dne$ss, which have$ an indire$ct influe$nce$ on Brand Trust 

through Brand Image$ as an inte$rve$ning variable$.  

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

Variable  

With a coe$fficie$nt value$ of around 0.058, it can be$ said that the$ ze$ro hypothe$sis 

is re$je$cte$d e$ve$n though the$ influe$nce$ of sophistication on brand trust through brand 

image$ is re$lative$ly we$ak. The$ positive$ and significant influe$nce$ of the$ sophistication 

variable$ on brand trust through brand image$ shows that Shope$e$ e$ncourage$s consume$rs 

to make$ purchase$s with quality conside$rations so that price$ be$come$s a se$cond 

conside$ration. Shope$e$ is able$ to prioritize$ consume$rs through high-quality se$rvice$s so 

as to incre$ase$ the$ pe$rspe$ctive$ of consume$r e$xclusivity. It can be$ conclude$d that the$ 

se$ve$nth hypothe$sis is acce$pte$d, which state$s that sophistication affe$cts brand trust 

through brand image$ as an inte$rve$ning variable$. 

The$ re$sults of this study are$ in accordance$ with re$se$arch conducte$d by De$vi & 

Azizah (2022) which state$s that the$ indire$ct influe$nce$, name$ly Sophisticataion, has a 

positive$ and significant influe$nce$ on Brand Trust through Brand Image$ as an inte$rve$ning 

variable$. In the$ study, the$re$ are$ thre$e$ inde$pe$nde$nt variable$s, name$ly E$xcite$me$nt, 

Sophistication and Rugge$dne$ss, which have$ an indire$ct influe$nce$ on Brand Trust 

through Brand Image$ as an inte$rve$ning variable$. 

 

CONCLUSION 

The$ findings of the$ study are$ known that the$ first hypothe$sis (H1) was acce$pte$d 

which state$s that e$xcite$me$nt has a significant e$ffe$ct on the$ brand image$ of Shope$e$ 

e$-comme$rce$. The$ se$cond hypothe$sis (H2) was acce$pte$d which state$d that 

sophistication has a significant e$ffe$ct on the$ brand image$ of Shope$e$ e$-comme$rce$. 

The$ third hypothe$sis (H3) was acce$pte$d which state$d that e$xcite$me$nt had a significant 

e$ffe$ct on brand trust in Shope$e$ e$-comme$rce$. The$ fourth hypothe$sis (H4) was 

acce$pte$d which state$s that sophistication has a significant e$ffe$ct on brand trust in 

Shope$e$ e$-comme$rce$. The$ fifth hypothe$sis (H5) is acce$pte$d which state$s that brand 
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image$ has a significant e$ffe$ct on brand trust in Shope$e$ e$-comme$rce$. The$ sixth 

hypothe$sis (H6) was acce$pte$d which state$d that e$xcite$me$nt has a significant e$ffe$ct on 

brand trust through brand image$ as an inte$rve$ning variable$ in Shope$e$ e$-comme$rce$. 

The$ se$ve$nth hypothe$sis (H7) was acce$pte$d, which state$s that sophistication has a 

significant e$ffe$ct on brand trust through brand image$ as an inte$rve$ning variable$ in 

Shope$e$ e$-comme$rce$.  

Base$d on the$ findings of this study, it is hope$d that this study will be$ use$ful as a 

re$fe$re$nce$ in analyzing and comparing brand pe$rsonality mode$ls with othe$r e$-

comme$rce$ compe$titors. For the$ ne$xt study, it is re$comme$nde$d to analyze$ the$ role$ of 

influe$nce$rs or brand ambassadors in the$ fie$ld of digital marke$ting on the$ variable$s of 

e$xcite$me$nt and sophistication.  
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