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Abstract. Visiting stores as the conventional way of shopping has been modernized into an 
online shopping trend. In fact, the emergence of numerous e-commerce sites leads to an 
interesting and needs-to-be-anticipated competition. Tokobagus.com (now OLX.co.id), a 
leading online shopping website in Indonesia with the highest visitors traffic, needs to 
sustain its position by implementing a good strategy and employing necessary factors in its 
business, i.e. brand trust, customer satisfaction and brand loyalty. These are required to boost 
profits and sustain the business within the tight competition. This study is conducted as a 
causal-associative research by using a quantitative approach. One hundred respondents are 
surveyed through online questionnaires with a convenience sampling. Their responses are 
analyzed by using descriptive and path analyses. The results show that the brand trust of 
Tokobagus.com is high, meaning that consumers are satisfied with the business. In parallel, 
the brand loyalty is high. In fact, brand trust directly affects customer satisfaction, while 
customer satisfaction directly affects brand loyalty. In addition, brand trust directly affects 
brand loyalty and, indirectly, brand trust affects brand loyalty with customer satisfaction as a 
mediating factor. 

 .  
 

  

INTRODUCTION 
The development and application of information 
technology has shifted conventional things in today’s 
information era. In particular, shopping trends, which 
were originally conducted in a conventional way by 
visiting offline stores, have moved into e-commerce 
with the emergence of online shops on the internet. In 
fact, the online shopping trend is characterized by a 
heavy traffic gained by online shopping websites. 

As a leading online shopping company in Indonesia, 
Tokobagus.com (now OLX.co.id) needs to maintain its 
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position in the market competition. Trends in online 
business are vastly changed and developed, and would 
surely be a threat to Tokobagus.com. 

Furthermore, several factors need to be considered 
by any online shop company (Ha, 2004). First, online 
shop companies require brand trust from customers in 
conducting its business (Ha, 2004). In fact, it is an 
important factor for every online shop company. 
Besides, brand loyalty is also important for a company 
to maintain business sustainability and expansion. In 
particular, brand trust may influence brand loyalty. 
Higher customer trust over a brand means a higher 
customer loyalty towards the brand. Then, it would 
affect consumer intentions in the future. According to 
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Hess (1995), Selnes (1998), Chiou, Droge, & Hanvanich 
(2002), Morgan & Hunt (1994) and Ferrinadewi 
(2008), brand trust would affect customer satisfaction, 
which then generates a loyalty. 
 
Objective of the Study 
The current study aims at investigating and analyzing 
the impact of brand trust on brand loyalty mediated 
by customer satisfaction at Tokobagus.com. 
 
LITERATURE REVIEW 
Brand Trust 
According to Chaudhuri & Holbrook (2001) and Ha 
(2004), brand trust refers to the willingness of average 
consumers to rely on the ability of a brand to perform 
its stated function. Besides, Ha (2004) has suggested 
elements that form brand trust on a specific website: 

1. Security 
Krishnamurthy (2001) and Ha (2004) have found that 
positive customers’ experience on security-related 
issues may lead to the improvements of familiarity 
levels on a web. As a consequence, security may then 
affect brand trust as well. Furthermore, Wilson (1998), 
Ratnasingham (1998) and Ha (2004) who suggest e-
trust models as a sociological example, e.g. e-
communities, have demonstrated that a web trust is in 
fact no easier and less intrusive over personal security 
compared to public key infrastructures in which key 
holders are supposed for being identified and 
authenticated by third-party certification authorities. 

2. Privacy 
It refers to the risk perceptions towards the exposure 
of consumers’ own information. In other words, 
negative consequences may arise from the distribution 
of private information, and website protection may 
reduce the perception of such risks (Ha, 2004). In 
addition, internet consumers are much more likely to 
provide incomplete information to websites and notify 
their Internet Service Providers (ISP) when they are 
concerned about their online privacy (Franzak, Pitta, & 
Fritsche, 2001; Sheehan & Hoy, 1999; Ha, 2004).  

3. Brand Name 
Keller (2003) and Ha (2004) have stated that the name 
of a brand is a facilitating factor to the development of 
brand awareness or familiarity. In general, a more 
specialized and reputable selling or recognition by a 
brand over its own product or service would produce a 
higher perceived brand trust. 

4. Word of Mouth (WOM) 
WOM refers to any informal communication on the 
characteristics of a business or product that occurs 

between consumers (Westbrook, 1987; Ha, 2004). In 
particular, it allows consumers to gain informational 
and normative influences over product evaluations and 
purchase intentions taken by fellow consumers (Bone, 
1995; Ward & Reingen, 1990; Ha, 2004). 

5. Experience 
Consumers may best remember their last experience 
(the recency effect). Thus, a positive experience may be 
sufficient to alter perceptions of more than one 
preceding negative experience, vice versa (Ha, 2004). 
Brand trust may relate to experience. In the trusting 
behavior model, Mitchell, Reast, & Lynch (1998) and Ha 
(2004) have seen experience as an important variable. 
They have given a notion that experience may play a 
critical role in trust by making it possible to compare 
the realities of a firm with preconceived expectations. 
In the context of online retailing, customers usually 
expect Web sites to offer them not just a message, but 
a positive experience (Ha, 2004). 

6. Information 
Ha (2004) has shown that Internet users are interested 
in customized information offered by Web sites. In 
particular, Meyvis & Janiszewski (2002) have revealed 
that irrelevant information may weaken consumers’ 
belief in a product’s abilities to deliver proper benefits. 
Hence, the provision of perceived information quality 
and, if it is provided, the quality of customized 
information for customers may influence the level of 
brand trust on a website (Ha, 2004).  

 
Customer Satisfaction 
According to Kotler & Gertner (2002) and Kristianto 
(2011), consumer satisfaction is a person's feelings of 
pleasure or disappointment that may arise after doing 
a comparison between the perception or impression of 
the performance (results) of a product and its 
expectations. Consumer satisfaction may also refer to 
a belief after trying a product, which is taken as a 
standard for evaluating the performance of a product 
or experiences (Olson & Dover, 1979; Kertajaya, 2004; 
Kristianto, 2011). In this case, the performance quality 
of a website may greatly affect the level of satisfaction 
of its users. Higher qualities of website performance 
would produce more users accessing the website. 

Furthermore, WebQual is known as a method or 
technique to measure the performance quality of a 
website based on the perception of end users. The 
method is an extension of the widely-used SERVQUAL 
prior to the measurement of service quality. In 
WebQual theory, three dimensions may represent the 
quality of a website, i.e. usability quality, Information 
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Quality and Service Interaction Quality (Figure 1).  
 
Brand Loyalty 
According to Gremler & Brown (1997) and Hasan 
(2008), customer loyalty indicates customers who not 
only buy goods and services, but also have a 
commitment and a positive attitude towards a serving 
company by, for example, recommending others to 
buy. Hasan (2008) has also stated that customer 
loyalty may refer to people who buy regularly and 
repeatedly. According to Zeithaml, Berry, & 
Parasuraman (1996) and Sumarwan (2011), some 
attributes on loyalty measurement are (1) say positive 
things about the company to others, (2) recommend 
the company to others who ask for advice, (3) 
considering that the company is the first choice in the 
purchase of services, and (4) do more businesses with 
the company or more purchases in the next few years. 

Based on these explanations, the sub-brand loyalty 
variables taken in this study are: 

1. Say positive things about the brand to others 
2. Recommend the brand to others 
3. Considering the brand as the first choice for purchasing 
4. Commitment to the brand 

RESEARCH METHODOLOGY 
According Ha (2004), brand trust may influence brand 
loyalty. Higher customer trust over a brand means a 
higher loyalty towards the brand. Besides, brand trust 
may affect customer satisfactions, which then 
generate loyalties (Hess, 1995; Selnes, 1998; Chiou et 
al., 2002; Morgan & Hunt, 1994; Ferrinadewi, 2008). 
Furthermore, Kotler & Keller (2012) have suggested 
that a brand with high quality would generate a 
confidence among customers. The confidence may 
significantly influence brand loyalty. In fact, customer 
satisfaction plays an important role in the conversion 
of common into loyal consumers. Based on the 
proposed research model (Figure 2), therefore, the 
hypotheses are as follow: 

H1 Brand trust has an impact on customer satisfaction 
H2 Customer satisfaction has an impact on brand loyalty 
H3 Brand trust has an impact on brand loyalty 
H4 Brand trust has an impact on brand loyalty, which is 

mediated by customer satisfaction 
 

RESULTS   
The current study is conducted as a causal-associative 
research with a quantitative approach. One-hundred 
respondents are selected from existing customers of 
Tokobagus.com, and then taken as the respondents 
through online questionnaire with convenience 
sampling for data collection. Descriptive and path 
analysis are applied. All items in the questionnaire are 
tested first, and marked as valid and reliable. 

From the results, it appears that the brand trust of 
Tokobagus.com is high (Table 1), meaning that its 
consumers are satisfied. Besides, the brand loyalty is 
high, meaning that consumers have already put 
believe on the company, satisfied with the web and 
service, and also loyal to the whole brand.  

Furthermore, path analysis is taken to illustrate and 
test the relationship model between variables in a 
causal form. Path analysis is also taken to examine the 
contribution intended by the path coefficient on each 
path diagram of causal relationships between 
variables X, to Z through Y (Riduwan & Kuncoro, 
2007). Steps performed in the path analysis are 
distinguished into two sub-structures: 

1. Effect of brand trust on customer satisfaction  
Y = ρyx + ρεy 

2. Effect of brand trust and customer satisfaction on 
brand loyalty 

Z = ρzx + ρzy + ρεz   
FIGURE 2. Research model 
 

 

FIGURE 1. Model WebQual 4.0 
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These two sub-structures may show the impact of 
Brand Loyalty to Brand Trust mediated by Customer 
Satisfaction. The structural relationship between these 
variables is exhibited in Figure 3.  

Next, Table 1 indicates that H1, H2 and H3 are 
supported. Brand Trust (X) significantly affects the 
Customer Satisfaction (Y) by 0.835. Brand Trust (X) 
significantly affects the Brand Loyalty (Z) by 0.196. 
Then, the influence between Customer Satisfaction (Y) 
and Brand Loyalty (Z) equals 0.728. 

1. Sub-structural equation 1 

Y = 0.835X + 0.3028εy 

2. Sub-structural equation 2 

Z = 0.196X + 0.728Y+ 0.193 εZ 

After that, the complete structure of the relationship 
between the variable X to the Z mediated by Y needs 
to be described. To strengthen the results, the theory 
of Product Strategy of Coefficient is taken to test the 
significance of any indirect effect. tTABLE appears at 
2.276 with 0.05 significance level, while the result of 
tSTAT 9.374. In other words, tSTAT falls within higher or 
equal to tTABLE (9.374 > 2.276), meaning that customer 
satisfaction (Y) significantly mediates the relationship 
between brand trust (X) and brand loyalty (Z). Thus, 
the H4 is supported. Then, the direct effect, indirect 
effect and total effect may also be shown (Table 3). In 
short, customer satisfaction (Y) significantly mediates 
the relationship between variables brand trust (X) on 
brand loyalty variable (Z) by 0.608.  
 
DISCUSSION 
Four important results emerge from the analyses: (1) 
Brand trust significantly affects customer satisfaction, 

(2) Brand trust significantly affects brand loyalty, (3) 
Customer satisfaction significantly affects brand 
loyalty, and (4) Customer satisfaction significantly 
mediates the relationship between brand trust and 
brand loyalty. Thus, all four hypotheses are supported.  

First, this study shows that brand trust significantly 
affects customer satisfaction, meaning that consumers 
believe that shopping online at Tokobagus.com is safe 
and they are familiar with Tokobagus.com. So, they are 
satisfied and may act positively to Tokobagus.com. It is 
consistent with the notion by Baran, Galka, & Strunk 
(2008) in which if people trust the other party, then 
the possibility of the formation of positive behavioral 
intentions toward the other party will be even greater, 
especially if the individual has had a good experience 
with the parties.  

Second, it appears that the acceptance of H2 is 
consistent with Ha’s research on brand trust (2004). 
Ha (2004) has explained that buyer (and visitors) is an 
important part of an online shopping website because 
they may give advantage and a positive impact of the 
website by, for example, the nature of trust, which 
then become loyal, recommend, and increase web 

 
TABLE 2. Influences between variables 

Variables Coefficient tSTAT tTABLE Std.Error Description 

X  Y 0.835 15.019 2.276 0.080 Significant 
X  Z 0.196 2.4140 2.276 0.500 Significant 
Y  Z 0.728 8.9770 2.276 0.034 Significant 

 

 

FIGURE 3. Model WebQual 4.0 
Notes: X = Brand Trust 
 Y = Customer Satisfaction 
 Z  = Brand Loyalty 
 ρεy  = Other variables that affect the variable Y 
 ρεz  = Other variables that affect the variable Z 
 ρyx  = Path coefficient effect of variable X to Y 
 ρzx  = Path coefficient effect of variable X to Z 
 ρzy  = Path coefficient effect of variable Y to Z 

TABLE 1. Consumer perception on brand trust, customer 
satisfaction and brand loyalty of Tokobagus.com 

Variables 
Average Total 

Score Category 

Brand Trust (X) 66.65% High 
Customer Satisfaction (Y) 66.40% High 
Brand Loyalty (Z) 64.40% High 
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traffic to the website itself. A higher believe in 
Tokobagus.com increases loyalty to the website. 
Consumers will then recommend Tokobagus.com to 
others and it will hence increase web traffic. 

Third, customer satisfaction has been recognized as 
an important determinant of customer loyalty 
(Bearden & Teel, 1983; Tjahyadi, 2010). Customer 
satisfaction plays an important role in explaining the 
reasons customers are being considered as loyal ones. 
This study reveals a consistent finding, in which the 
satisfaction significantly affects brand loyalty. The 
satisfaction is important because it will sustain 
Tokobagus.com. Satisfied customers will re-use its 
services/products and hence build customer loyalty.  

Fourth, the findings are consistent with Hess (1995), 
Selnes (1998), Chiou et al. (2002), Morgan & Hunt 
(1994) and Ferrinadewi (2008), who have stated that 
brand trust affects customer satisfaction, which then 
generates loyalty. In fact, brand loyalty may be 
directly influenced by brand trust and customer 
satisfaction; however, it may also be indirectly 
influenced by brand trust, which is mediated by 
customer satisfaction. If brand trust directly affects 
brand loyalty, the influence is only 19.6%. If brand 
trust affects brand loyalty, which is indirectly 
mediated by customer satisfaction, the effect would 
then be greater (60.8%). It means that if the brand 
wants its customer to be loyal, then it should create 
websites and services that are trusted by consumers, 
so those consumers will satisfy and then become loyal. 

CONCLUSION 
The study reveals that all three variables (brand trust, 
customer satisfaction, and brand loyalty) are high, 
meaning that consumers have already believed and 
satisfied with the website and services of and loyal to 
Tokobagus.com. Besides, it appears that (1) Brand 
trust affects customer satisfaction at Tokobagus.com, 
which equals 83.5%; (2) Brand trust affects brand 
loyalty directly by 19.6%; (3) Customer satisfaction 
affects brand loyalty by 72.8%; (4) Indirectly, brand 
trust affects brand loyalty with customer satisfaction 
as mediation by 60.8%. Thus, brand trust and customer 
satisfaction may directly influence brand loyalty. 
However, it may also be indirectly influenced by brand 
trust, which is mediated by customer satisfaction. The 
indirect effect of brand trust to brand loyalty mediated 
by customer satisfaction has a greater effect than the 
direct effect of brand trust over brand loyalty.  

 
REFERENCES 

Baran, R.J., Galka, R.J., & Strunk, D.P. 2008. Principles of customer relationship management. Mason, US: Cengage 
Learning. 

Bearden, W.O., & Teel, J.E. 1983. Selected determinants of consumer satisfaction and complaint reports. Journal of 
Marketing Research, 21-28. DOI: 10.2307/3151408 

Bone, P.F. 1995. Word-of-mouth effects on short-term and long-term product judgments. Journal of Business Research, 
32(3): 213-223. DOI: 10.1016/0148-2963(94)00047-I 

Chaudhuri, A., & Holbrook, M.B. 2001. The chain of effects from brand trust and brand affect to brand performance: the 
role of brand loyalty. Journal of Marketing, 65(2): 81-93. DOI: 10.1509/jmkg.65.2.81.18255 

 

FIGURE 4. The structure of influence and path coefficients 
 

 
TABLE 3. Summary effect of brand loyalty to brand trust mediated by customer satisfaction 

Variables 
Path 

Coefficient 
Direct 

Effect (DI) 
Indirect Effect (ID) Total Effect (TE) 

X  Y 0.835 0.835 
X  Y  Z 

 
ρyx x ρzy = (0.835) x (0.728) = 0.608 

X  Y  Z 
 

ρyx + ρzy = (0.835) + (0.728) = 1.563 

X  Z 0.196 0.196 
Y  Z 0.728 0.728 
εy 0.3028 - 
εz 0.193 - 

 

http://dx.doi.org/10.2307/3151408
http://dx.doi.org/10.1016/0148-2963(94)00047-I
http://dx.doi.org/10.1509/jmkg.65.2.81.18255


2016 J. Admin. Bus. Stud. 13 

 

 
ISSN 2414-309X  TAF 
DOI: 10.20474/jabs-1.1.2  Publishing 

Chiou, J. S., Droge, C., & Hanvanich, S. 2002. Does customer knowledge affect how loyalty is formed?. Journal of Service 
Research, 5(2): 113-124. DOI: 10.1177/109467002237494 

Ferrinadewi, E. 2008. Merek & psikologi konsumen: Implikasi pada strategi pemasaran, Yogyakarta, ID: Graha Ilmu. 

Franzak, F., Pitta, D., & Fritsche, S. 2001. Online relationships and the consumer’s right to privacy. Journal of Consumer 
Marketing, 18(7): 631-642. DOI: 10.1108/EUM0000000006256 

Gremler, D. D., & Brown, S. W. 1997. Towards a conceptual model of service loyalty. Papers presented at the AMA 
Winter Educators’ Conference, Chicago, US. 

Ha, H.Y. 2004. Factors influencing consumer perceptions of brand trust online. Journal of Product & Brand Management, 
13(5): 329-342. DOI: 10.1108/10610420410554412 

Hasan, A. 2008. Marketing. Yogyakarta, ID: Penerbit Media Pressindo. 

Hess, J.S. 1995. Construction and assessment of a scale to measure consumer trust. AMA Educators Proceedings, 6: 20-26. 

Keller, K.L. 2003. Strategic brand management: building, measuring, and managing brand equity (2nd ed.). Upper 
Saddle River, US: Prentice Hall. 

Kertajaya, H. 2004. On brand: Elemen marketing. Bandung, ID: Mizan Publishing. 

Kotler, P., & Gertner, D. 2002. Country as brand, product and beyond: a place marketing and brand management 
perspective. In N. Morgan, A. Pritchard, & R. Pride (Eds.), Destination branding: Creating the unique destination 
proposition, 40-56. Burlington, US: Elsevier Butterworth-Heinemann. 

Kotler, P. & Keller, K.L. 2012. Marketing management. Ontario, CA: Pearson Education.  

Krishnamurthy, S. 2001. A comprehensive analysis of permission marketing. Journal of Computer‐Mediated 
Communication, 6(2). DOI: 10.1111/j.1083-6101.2001.tb00119.x 

Kristianto, P.L. 2011. Psikologi pemasaran: Integrasi ilmu psikologi dalam kegiatan pemasaran. Yogyakarta, ID: Center 
for Academic Publishing Service (CAPS). 

Meyvis, T., & Janiszewski, C. 2002. Consumers’ beliefs about product benefits: The effect of obviously irrelevant product 
information. Journal of Consumer Research, 28(4): 618-635. DOI: 10.1086/338205 

Michell, P., Reast, J. & Lynch, J. 1998. Exploring the foundation of trust. Journal of Marketing Management, 14(1-3): 159-
172. DOI: 10.1362/026725798784959417 

Morgan, R.M., & Hunt, S.D. 1994. The commitment-trust theory of relationship marketing. Journal of Marketing, 58(3): 
20-38. DOI: 10.2307/1252308 

Olson, J.C., & Dover, P.A. 1979. Disconfirmation of consumer expectations through product trial. Journal of Applied 
Psychology, 64(2): 179-189. DOI: 10.1037/0021-9010.64.2.179 

Ratnasingham, P. 1998. Trust in web-based electronic commerce security. Information Management & Computer 
Security, 6(4): 162-166. DOI: 10.1108/09685229810227667 

Riduwan, & Kuncoro, E.A. 2008. Cara menggunakan dan memaknai Analisis Jalur (Path Analysis). Bandung, ID: Alfabeta. 

Selnes, F. 1998. Antecedents and consequences of trust and satisfaction in buyer-seller relationships. European Journal of 
Marketing, 32(3/4): 305-322. DOI: 10.1108/03090569810204580 

Sheehan, K.B., & Hoy, M.G. 1999. Flaming, complaining, abstaining: How online users respond to privacy concerns. Journal 
of Advertising, 28(3): 37-51. DOI: 10.1080/00913367.1999.10673588 

Sumarwan, U. 2011. Perilaku konsumen: Teori dan penerapannya dalam pemasaran (2nd ed.). Bogor, ID: IPB Press.  

Tjahyadi, R.A. 2010. Brand trust dalam konteks loyalitas merek: Peran karakteristik merek, karakteristik perusahaan, dan 
karakteristik hubungan pelanggan-merek. Jurnal Manajemen, 6(1): 65-78. 

Ward, J.C., & Reingen, P.H. 1990. Sociocognitive analysis of group decision making among consumers. Journal of 
Consumer Research, 17(3): 245-262. DOI: 10.1086/208555 

Westbrook, R.A. 1981. Sources of consumer satisfaction with retail outlets. Journal of Retailing, 57(3): 68-85. 

Wilson, S. 1998. Some limitations of web of trust models. Information Management & Computer Security, 6(5): 218-
220. DOI: 10.1108/09685229810240130 

Zeithaml, V.A., Berry, L.L., & Parasuraman, A. 1996. The behavioral consequences of service quality. Journal of Marketing, 
60(2): 31-46. DOI: 10.2307/1251929 

 

 

— This article does not have any appendix. — 
 

http://dx.doi.org/10.1177/109467002237494
http://dx.doi.org/10.1108/EUM0000000006256
http://dx.doi.org/10.1108/10610420410554412
http://dx.doi.org/10.1111/j.1083-6101.2001.tb00119.x
http://dx.doi.org/10.1086/338205
http://dx.doi.org/10.1362/026725798784959417
http://dx.doi.org/10.2307/1252308
http://dx.doi.org/10.1037/0021-9010.64.2.179
http://dx.doi.org/10.1108/09685229810227667
http://dx.doi.org/10.1108/03090569810204580
http://dx.doi.org/10.1080/00913367.1999.10673588
http://dx.doi.org/10.1086/208555
http://dx.doi.org/10.1108/09685229810240130
http://dx.doi.org/10.2307/1251929

	References



