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ABSTRACT 

This study was commenced to understand the effect of brand image, website quality, and trust on loyalty in 

the Consumer-to-Consumer (C2C) E-Commerce business in Indonesia. This study used a survey method with 

the questionnaire as an instrument to gather the data required. As many as 350 respondents participated in this 

study, whereas all data was collected from those living in Jakarta. A total of 350 questionnaires were equally 

and virtually distributed to each respondent, in which, after further examinations, 323 questionnaires were 

deemed valid and usable. All data was then further processed and analysed using PLS-SEM method. After 

analysing all the acquired data, it can be concluded that brand image, website quality, and trust positively 

affect customer loyalty in the C2C e-commerce business in Indonesia, in which, website quality revealed to 

have a stronger role in affecting customer loyalty relative to the other two variables due to the higher t-value 

possessed by website quality. Furthermore, it was revealed that trust mediates the effect of brand image and 

website quality on customer loyalty in this business sector. 
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1. INTRODUCTION 

 

E-Commerce has been determined and considered as one 

of the most-developed business sectors in the world. 

Furthermore, several authors have also suggested and 

stated that compared to other sectors, such as the 

automotive, healthcare, and smartphone business, the e-

commerce stands out as one of the most promising and 

highly-developed sectors not only in the world, but also in 

Asia and Indonesia due to its constantly-increasing 

growth-rate and the rapid increase of market value of each 

company within the industry [19] [24]. Moreover, e-

commerce has also been classified as one out of ten most 

promising industries for people or investors to invest their 

money in [6]. 

The rapid increase in popularity, growth, and penetration 

rate of the e-commerce business, does not only occur in 

Indonesia and Asia, but also occur all over the world, 

which could be attributed to the fact that the emergence of 

e-commerce has revolutionized the way people are 

conducting their business, or buying things. From the 

sellers’ perspective, thanks to the emergence of e-

commerce, because every single person in this planet 

could just literally build their own online store through 

various C2C e-commerce intermediaries, such as Alibaba, 

Tokopedia, Bukalapak, Shopee, or Amazon.com. Through 

these websites, users could create their own store without 

having to pay, thus reducing the significant amount of 

costs incurred to the process of establishing a business 

within this industry. On the other side, from the buyers’ 

perspective, the emergence of e-commerce has also 

changed the landscape of their buying process, in which, 

thanks to it, buyers could just literally buy all the goods or 

services they want by visiting the online store they favour, 

and complete the transaction by means of virtual payment 

methods, and get their order approved by the seller while 

sitting on their couch, watching TV, or accessing Netflix 

at the same time. Therefore, at least it eliminates the time 

and transportation costs which usually will be incurred to 

the customers if they’re conducting purchasing activities 

in a traditional way. Therefore, based on the descriptions 

above, it could be well understood as to why e-commerce 

has been emerged as one of the most promising, favoured, 

and most rapid-growing sector in Indonesia. 

Customer loyalty has been determined by so many authors 

to be the main antecedents of success for all companies 

around the world, regardless of the business sector [1] [2] 

[3] [4] [8] [9] [15]. Defined as customers’ own preference 

to re-buy or re-use the product or services sold or 

marketed by the same company, customer loyalty is an 

important variable which can determine the success or 

failure of a company in an industry [13] [18] [21] [23]. 

Therefore, it could be perfectly understood that a company 

can’t sustain their current position in the market or 

industry, if they are unable to induce loyalty in consumers’ 

mind [13] [18] [21] [23]. Furthermore, it was further 

understood and perceived that loyalty played a significant 

role in determining the company’s success in the e-

commerce business, as it would be incredibly easy for the 

customer to switch from one company to others if they feel 
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that the service (and any other aspects) that the company 

offer to them failed to satisfy their needs. Therefore, it is 

incredibly important for the company to understand the 

importance of marketing in order to maximize the 

company’s potential and helping them to improve their 

market share and position in the market [4] [17] [18]. 

Moreover, in terms of factors or variables which could 

possibly affect the level of loyalty that consumers have in 

their mind, it was also found out that both website quality 

and brand image could positively affect customer’s level 

of trust and loyalty toward the company, product, service, 

or even brand [5] [17] [19] [22] [23].  Website quality 

could be defined and understood as the customers’ or 

people’s judgement toward the quality of the website that 

they’re operating [22]. Meanwhile, brand image could be 

understood as people’s perception regarding a product, 

service, company, or brand [20]. Trust itself could be 

defined as people’s or consumers’ willingness to conduct 

some or various transactional activities toward a company 

[23]. When people have a positive perception toward the 

company, while not encountering any problems or troubles 

during their time surfing or browsing the company’s 

website, then it would be safe to assume that both factors 

will improve customers’ trust toward the company. And as 

the time goes by, it would eventually improve customers’ 

loyalty toward the company. Based on the explanation 

above, the author was interested to thoroughly examine the 

effect of brand image and website quality on customer 

loyalty, both in direct and indirect manners through the 

existence of trust, in the e-commerce business in Indonesia. 

 

2. LITERATURE REVIEW 
 
2.1 Brand Image 
 

Brand image can be defined as consumers’ personal 

perception regarding the company, whereas such a 

perception emerges due to the customers’ past experiences 

toward the company [21]. Moreover, brand image can also 

be understood as consumers’ judgement regarding all of 

the activities that the company or brand was conducting 

[20]. 

 

2.2 Website Quality 
 

Website Quality could be defined as the overall quality 

possessed by a website, in which, the quality of the 

website could be assessed from the technical, visual, or 

navigational aspect of the website itself [23]. In e-

commerce context, website quality has an significant role 

in mediating the relationship between the seller and the 

buyer, since in the e-commerce business, both the seller 

and the buyer don’t directly communicate with each other. 

Instead, the interactions between both parties are mediated 

by a website, in which through this website, both parties 

could establish and maintain a good interaction and 

communication with each other [19]. 

 

2.3 Trust 
 

Trust could be defined as a state or condition in which 

customers are willing to interact and engage in the 

communication and transactional process with the 

company [14]. Furthermore, Trust could also be 

understood as a state or condition in which customers are 

dare or willing to take the risk during the transactional 

process with the company [16]. Furthermore, Trust can 

also be defined as consumers’ willingness to participate 

and give their personal information to the company for the 

purpose of completing the transaction [23]. 

 
2.4 Customer Loyalty 
 

Loyalty can be understood as customers’ personal 

motivation and drive to re-purchase or re-buy any products 

or services offered by the same company in the future [1]. 

Furthermore, the concept of loyalty can also be perceived 

as the condition in which consumers are willing to re-visit, 

re-engage or re-communicate with the same company or 

provider in the future [2] [3]. 

 
2.5  The Effect of Brand Image on Trust 
 

Preceding study concluded that brand image has a positive 

effect on trust. In this case, customers’ trust toward the 

company tends to strengthen when they see the company’s 

image to be positive or favourable [16]. Moreover, another 

research also found that customers’ or people’s perception 

toward the company’s image could significantly affect 

trust that the customers have toward the company [14]. 

Therefore, in regards with the explanation above, the 

author would like to develop the hypothesis as follow:  

H1: Brand Image has a positive effect on Trust. 

 

2.6 The Effect of Website Quality on Trust 
 

Preceding study found that website quality positively 

affects trust in the e-commerce business, in which, the 

website’s navigational, visual, and technical quality could 

shape and increase customers’ level of trust in consumers’ 

mind toward the company [21]. However, another research 

in China found the contrary, in which, in the Chinese e-

commerce industry, website quality doesn’t have a 

positive influence on trust [23]. In accordance with the 

previous literatures above, the author would like to 

develop the hypothesis as follow: 

H2: Website Quality has a positive effect on Trust. 

 
2.7 The Effect of Brand Image on Customer 

Loyalty 
 

Preceding research found that brand image has a 

significant effect on loyalty in the e-commerce business in 

Indonesia, in which, customers’ level or sense of loyalty 

tend to strengthen as the image possessed by a company or 
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H2 

H5 

H4 

brand is viewed as positive or favourable by the customers, 

and vice versa [18]. Moreover, another research also found 

that the image possessed by a company could have a 

positive impact on people’s loyalty toward the company 

[12]. Therefore, in accordance with the explanation above, 

the next hypothesis could be developed as follow:  

H3: Brand Image has a positive effect on Customer 

Loyalty. 

 

2.8 The Effect of Website Quality on Customer 

Loyalty 
 

Preceding research found that there’s a significant effect of 

website quality on customer loyalty, both in an indirect 

and direct manner, through trust as a mediating variable 

[21]. Moreover, another study also found that the quality 

of a website could determine people’s or consumers’ 

intention to re-purchase a product through the same site or 

providers [23]. In accordance with the literatures above, 

the fourth hypothesis could be developed as follow: 

H4: Website Quality has a positive effect on Customer 

Loyalty. 

 

2.9. The Effect of Trust on Customer Loyalty 
 

Preceding studies found the importance of trust in 

affecting customer loyalty, or customer intention to re-

purchase the products from the same website [14] [16]. 

Furthermore, other studies also end-up with the same 

conclusions, in which, trust has a positive impact on 

customer loyalty or intention to re-buy the products from 

the same store or site, in which, trust has a positive effect 

on customers’ intention to engage in further transactional 

activities with the same company in the future [5] [15] 

[19]. In accordance with the literatures above, the next 

hypothesis was developed as follow: 

H5: Trust has a positive effect on Customer Loyalty. 

 

2.10. The Effect of Brand Image and Website 

Quality on Customer Loyalty through Trust 
 

Preceding study determined that trust significantly 

mediates the effect given by website quality on loyalty or 

repurchase intention [23]. Furthermore, another research 

conducted in Indonesia also found that trust partially 

mediates the effect of website quality on customer loyalty 

or repurchase intention [21]. In accordance with the 

literatures above, the next hypotheses could be developed 

as follows: 

H6: Brand Image has a positive effect on Customer 

Loyalty through Trust as a mediating variable. 

 

H7: Website Quality has a positive effect on Customer 

Loyalty through Trust as a mediating variable. 

 

 

 

 

 
 

 

 

 

 

 

 

 
Figure 1 Research Framework  

 

3. RESEARCH METHODOLOGY 
 

A survey method was implemented in this study using a 

closed-end questionnaire as a tool which was distributed to 

the respondents in order to gather all the required data. 

The questionnaire contains 14 items that represent all the 

variables assessed in this study. Among those 14 items, 3 

indicators represent the variable of brand image, 4 

indicators represent the variable of website quality, 3 

indicators represent the variable of trust, and 4 indicators 

represent the variable of customer loyalty [1] [2] [4] [14] 

[16] [21] [23] [24]. Furthermore, a 7-Point Likert Scale 

method was also implemented as the measurement scale to 

assess the respondents’ response toward the questionnaire, 

in which each respondent could show their response 

regarding each and every statement included in the 

questionnaire, which ranges between “1” as strong 

disagreement and “7” as strong agreement toward the 

statement. 

Furthermore, all data which has been provided by the 

respondents, was assessed using PLS-SEM with SmartPLS 

version 3.3.2 as the software to analyze the data. 

 

4. ANALYSIS AND RESULTS 
 

As many as 350 respondents participated in this study, in 

which, those who were selected as the respondents are 

consumers who have visited and make purchasing 

activities from any Indonesian C2C e-commerce websites 

at least twice a month for the past one year. Moreover, 

convenience sampling method was implemented in this 

study, in which, all questionnaires were electronically 

distributed to the respondents who match the sampling 

criteria set in this research. In regards with the result of 

data analyses regarding the profile of the respondents, it 

was revelaed that the majority of the respondents are male 

(67.18%). Meanwhile, the response-rate of this study is 

100% as all questionnaires were filled by the respondents 

and then returned to the author. However, after performing 

a thorough assessment toward the data, the author should 

omit a total of 27 questionnaires since those responses 

were incompletely filled in by the respondents. In the end, 

as many as 323 out of 350 questionanires were considered 

valid and could be processed further. 

In using the PLS-SEM method to analyze the data, before 

determining whether all of the hypotheses proposed in this 

H1 

H3 
BI 

WQ 

CL TRU 
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study were supported, the outer-model measurement 

analysis was required to be performed in advance with the 

purpose of determining whether all data included in this 

study was reliable and valid. Only after all of the criteria in 

the outer-model measurement analysis have been met, then 

the inner-model measurement analysis could be performed 

in order to determine the relationships among the variables 

in this study. There are several criteria which should be 

satisfied in order for all data to pass the outer model 

measurement, such as the value of AVE and factor 

loadings should be greater than 0.5, the square-root AVE 

of each latent construct should be higher than the 

variable’s highest squared-correlation with any other 

variable (discriminant validity assessment using the 

fornell-larcker criterion). Meanwhile, the value of 

composite reliability of each variable also has to be greater 

than the minimum acceptance value of 0.7 [10] [11]. 

Only after all criteria or aspects in the outer-model 

analysis have been met, then the inner-model measurement 

analysis could be done, in which the inner-model 

measurement analysis itself should be conducted in order 

to test all of the hypotheses proposed in the beginning of 

this study. 

 

4.1. Outer-Model Measurement Analysis 
 

The outer-model measurement analysis was performed in 

order to assess whether or not all data in this study is valid 

and reliable. After analyzing and assessing the data, the 

author concludes that all criteria or aspects have been 

satisfied in the outer-model measurement analysis, since 

the factor loading of each indicator, the AVE, and the 

composite reliability of every variable have shown a value 

greater than 0.50 and 0.70 respectively. Moreover, the 

discriminant validity in this study has also been satisfied 

using the fornell-larcker criterion, the square root of AVE 

of each variable is higher than the variable’s squared 

correlation with the other variables. Therefore, since all 

aspects or criteria within the outer-model measurement 

analysis have been satisfied, the inner-model measurement 

analysis could be further performed to reveal the 

relationships among the variables included in this study. 

 

Table 1 Outer-Model Measurement Analysis 

(Validity Assessment) 

 
BI WQ TRU CL AVE 

BI1 0.633 
   

0.511 BI3 0.733 
   

BI4 0.771 
   

WQ1 
 

0.798 
  

0.547 
WQ2 

 
0.658 

  
WQ3 

 
0.689 

  
WQ4 

 
0.731 

  
TRU1 

  
0.760 

 
0.605 TRU2 

  
0.838 

 
TRU3 

  
0.732 

 

CL1 
   

0.641 

0.520 
CL2 

   
0.818 

CL3 
   

0.752 

CL5 
   

0.736 

 

 

Table 2 Discriminant Validity Assessment 

 
BI WQ TR CL 

BI 0.715 

   WQ 0.401 0.740 

  TR 0.464 0.554 0.778 

 CL 0.594 0.388 0.528 0.721 

 

 

Table 3 Reliability Assessment 

Variables Composite Reliability 

Brand Image 0.757 

Website Quality 0.812 

Trust 0.821 

Customer Loyalty 0.827 

 

 

4.2. Inner-Model Measurement Analysis and 

Hypotheses Testings 
 

Furthermore, after conducting the outer-model 

measurement analysis, the inner-model measurement 

analysis was further performed to assess the relationships 

among variables discussed in this study. Moreover, the 

inner-model measurement analysis also required to be 

performed in order to determine whether or not, to support 

or reject the hypotheses proposed in this study. The results 

of the inner-model measurement analysis are exhibited on 

Table 4, Table 5, and Table 6 respectively, while Table 7 

presents the results of the hypothesis testings that have 

been conducted in this study.  

 

Table 4 R-Squared Analysis 

Variables R-Squared 

Trust 0.314 

Customer Loyalty 0.307 

 
According to the result obtained after conducting the R-

Squared analysis, it is known that customer loyalty has the 

R-squared value of 0.307. In this case, it could be 

understood that 30.7% of variation in customer loyalty 

was explained by trust, while the rest of them, which is 

69.3%, was explained by the other variables, which are not 

discussed in this study. Furthermore, the result of data 

analysis also shows that trust has the R-Squared of 0.314, 

which means that 31.4% of variation in trust variable was 

explained by brand image and website quality, while the 

remaining of 68.6% (100% - 31.4%), was explained by the 

other variables out of this study. 
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Table 5 Indirect-Effect Analysis 

Relationship 
Sample 

Mean 

t-

Statistics 

p-

Values 

BI -> TRU 0.246 2.271 0.024 

WQ -> TRU 0.572 4.194 0,000 

TRU -> CL 0.396 7.047 0,000 

BI -> CL 0.140 2.102 0.036 

WQ -> CL 0.227 3.346 0.001 

 

 

Table 6 Path-Coefficient Analysis 

Relationship 
Indirect 

Effect 

t-

Statistics 

p-

Values 

BI -> TRU -> 

CL 
0.101 2.155 0.032 

WQ -> TRU-> 

CL 
0.168 2.536 0.012 

 

 

Table 7 The Results of Hypothesis Testings 
Hypothesis Conclusions 

H1 
Brand Image has a 

positive effect on Trust 
Supported 

H2 
Website Quality has a 

positive effect on Trust 
Supported 

H3 

Brand Image has a 

positive effect on 

Customer Loyalty 
Supported 

H4 

Website Quality has a 

positive effect on 

Customer Loyalty 
Supported 

H5 

Trust has a positive 

effect on Customer 

Loyalty 
Supported 

H6 

Brand Image has a 

positive effect on 

Customer Loyalty 

through Trust 

Supported 

H7 

Website Quality has a 

positive effect on 

Customer Loyalty 

through Trust 

Supported 

 

 
Based on the results of the hypothesis testings performed 

and presented in Table 7, it could be seen that all 

hypotheses as proposed in the beginning of this study, 

were supported. The first hypothesis (H1) proposed that 

brand image has a positive effect on trust. With a t-value 

of 2.271, it means that this hypothesis was supported. The 

second hypothesis (H2) proposed that website quality has a 

positive effect on trust. With a t-value of 4.194, it means 

that the second hypothesis was supported as well. The 

third hypothesis (H3) proposed that brand image has a 

positive effect on customer loyalty. With a t-value of 

2.102, it means that the third hypothesis was also 

supported. The fourth hypothesis (H4) proposed that 

website quality has a positive effect on customer loyalty. 

With a t-value of 3.346, it means that the fourth hypothesis 

was also supported. The fifth hypothesis (H5) proposed 

that trust has a positive effect on customer loyalty. With a 

t-value of 7.047, it means that the fifth hypothesis was also 

supported. 

Moreover, in accordance with the results obtained from 

the mediaton analysis which was also performed in this 

study, the author could also conclude that trust was found 

to significantly mediate the effect of brand image on 

customer loyalty in a positive and partial manner, as the 

mediation value (t-value) of the relationship is greater than 

1.96 (2.155 > 1.96), while the direct effect of brand image 

on customer loyalty also turned out to be positive and 

significant. Furthermore, it can also be understood that 

trust also mediates the effect of website quality on 

customer loyalty in a partial and positive manner, as the 

mediation value (t-value) of the relationships is also 

greater than 1.96 (2.536 > 1.96), while the direct effect of 

brand image on customer loyalty turned out to be positive 

and significant. Therefore, it could be concluded that the 

sixth (H6) and seventh hypothesis (H7) were also supported. 

 

5. CONCLUSIONS AND SUGGESTIONS 

 

5.1. Conclusions 
 

This study was conducted to analyze and determine 

whether brand image and website quality have a positive 

and significant effect on customer loyalty, both in a direct 

or indirect manner through trust. In accordance with the 

results obtained from data analysis, the conclusion is that 

both brand image and website quality have a significant 

and positive impact on customer loyalty, both directly and 

indirectly through trust. Such conclusion was obtained or 

created based on the fact that all hypotheses in this study 

were supported. The results of data analysis generated in 

this study indicate that customers’ personal judgement and 

perception toward the image that a brand or company has, 

can play an integral part in affecting customers’ level of 

loyalty toward the company. A positive or favourable-kind 

of image possessed by a company will most likely to 

increase people’s or customers’ trust toward the company, 

which in turn, will positively affect their loyalty toward 

the company.  

On the other hand, the results obtained in this study also 

pointed out the importance and significance of website 

quality in affecting customer loyalty, both directly and 

indirectly through trust. Similar with brand image, website 

quality also turned out to be a factor or variable, which 

could positively affect trust and loyalty. This is mainly 

because in the e-commerce business, website has an 

incredibly integral role in mediating the relationship 

between the sellers and the buyers, in which, without the 

existence of website, it would be impossible for the buyer 

to interact with the seller, and vice versa. Therefore, an 

error-free and easy-to-use website with an exceptional and 

unmatched quality, could increase people’s trust and 
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willingness to conduct further transactions through the 

website, thus increasing their dependence and loyalty 

toward the website. 

Therefore, the author may suggest the owner of companies 

running their business in the Indonesian e-commerce 

websites to take the precautionary and preventive acts 

regarding all activities that the company is about to 

conduct or execute, since those activities play a significant 

role in building and maintaining the company’s brand 

image in people’s mind. Once the company is doing an 

activity, which is negatively perceived by customers or 

public (either because the activity isn’t conformed with the 

values believed by the public), then there will be a high 

possibility that the company’s brand image will get 

tarnished. Furthermore, other than brand image, the author 

may suggest all companies enganging in the Indonesian e-

commerce business to actively and periodically maintain 

their websites and systems, since all systems and websites 

owned or developed by the company are basically the 

lifeline of all operational activities conducted within the 

company, in which, an error that occur in one system 

could badly affect the other systems as well. Therefore, 

since there’s no way that the seller and buyer could 

communicate one another other than through the website, 

company should pay extra and serious attention to the 

availability and usability of the website, in order to prevent 

unnecessary problems and also to ensure that both the 

seller and the buyer could communicate smoothly. 

 

5.2. Research Limitations and Direction for 

Future Research 
 

This study was executed and performed in the Indonesian 

e-commerce business, which may reduce the author’s 

capability to generalize the conclusions and the results 

obtained in this study. Thus, it is highly recommended that 

future studies may perform an analysis regarding the 

model of this research in other industries. In addition, the 

sample size implemented in this research was 350 

respondents, in which, this might hamper the 

generalizability regarding the results of this research, 

Therefore, the author would like to strongly suggest the 

prospective authors to conduct future research regarding 

this concept or model to add or expand the sample size in 

order to increase the generalizability of the results.  

Furthermore, this research was done to determine the 

impact of brand image and website quality on customer 

loyalty, both directly and indirectly through trust, in the 

Indonesian e-commerce business. Since the author 

believes that there are other variables that may affect 

customer loyalty, the author would like to suggest the 

prospective authors to add or include other additional 

variables in order to expand and increase the variability 

and uniqueness of the model. 
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