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ABSTRACT

This study is about the influence of brand
identity, brand attachment, brand image, and
brand trust on brand loyalty at Shopee. Using a
quantitative approach with proportionate
stratified random sampling, this study involved
125 respondents. Data analysis was performed
using Structural Equation Modeling - Partial
Least Squares (SEM-PLS) technique to evaluate
the relationship between variables. The results
showed that the two independent variables,
namely brand attachment and brand trust, had a
positive and significant effect on brand loyalty
from Shopee. Meanwhile, the brand identity and
brand image variables had a positive but
insignificant effect on brand loyalty. The
implications of this study provide insights for
users and consumers to understand the factors
that can influence brand loyalty.
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INTRODUCTION

The development of marketplaces today is progressing and developing
very rapidly. These marketplaces are often used for marketing, sales and
customer service. The development of marketplaces has had a major impact on
the world of business and trade. With a mobile application base, Shopee is one of
the rapidly growing marketplaces in Indonesia. Based on the table below, Shopee
has 300 million users by 2024, making it one of the most popular marketplace
applications (David Kari, 2024).

Table 1. Shopee user table 2017-2024

Year Users
(million)
2017 90
2018 150
2019 200
2020 280
2021 340
2022 270
2023 295
2024 300

Source: www.businessofapps.com

Apart from the Shopee marketplace, there are many competing
marketplaces in Indonesia such as Tokopedia, Lazada, Blibi, Bukalapak and
others. The large number of marketplaces can lead to very intense competition,
to prove who survives and has strong loyalty. However, the most popular
marketplace to use is Shopee (Alamsyah & Rahayu, 2024). It is not without reason
that they chose Shopee as the most visited marketplace. Shopee reached a
visitation figure of around 2.3 billion throughout 2023, placing it above its
competitors. Although last year Tokopedia was ranked first, in fact in 2024 it was
taken over again by Shopee. In the same period, the Tokopedia marketplace
received around 2.1 billion visits, and Lazada 762.4 million visits. Furthermore,
Blibi received 337.4 million, and Bukalapak 162.2 million (Rania, 2024).

Marketplace Visitor Data 2024
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Figure 1. Marketplace Visitor Data 2024
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For a marketplace company, competition requires segmentation, targeting,
and positioning in order to survive and grow, due to the number of companies
vying to become the best marketplace. Segmentation is how a company takes
advantage of diverse demands from the same group of potential customers based
on the same features and responses (Mariana et al., 2022). After that, the company
must also always evaluate the complete given by consumers and customers to
the Company to maintain brand loyalty. Loyalty is a consumer decision, whether
consciously or not, which is manifested in the form of intention or action to
continue to buy a brand repeatedly (Kotler et al., 2017). This behavior can be
determined by satisfied customers who use a particular brand repeatedly. Brand
loyalty greatly affects the Company, The more customers and consumers use the
company, the more the company develops and progresses. Therefore, a strategy
is needed to maintain trust in the brand so that they do not switch to other brands,
because retaining existing customers is more difficult than getting new customers
(Alfia & Dwiridotjahjono, 2023). There are several factors that Shopee can do to
increase and maintain brand loyalty.

Brand identity is some specific associations that the target audience makes
with the product to strengthen and deepen the relationship with the product
(Fabian Geyrhalter, 2016). By having its own identity, a brand can have
distinctive features or characteristics that set it apart from its competitors.
Shopee's distinctive features or characteristics are its logo, which is attractive to
look at, has a name that is easy to recognize, and a slogan that is unique compared
to other marketplaces. Research from Budihardja & Sitinjak (2022), Pelupessy et
al. (2022), Marvelyn (2020) has results that are significant and positive on brand
loyalty. Meanwhile, research by Primandaru et al. (2023) shows an effect that is
positive on brand loyalty, but the effect is insignificant.

Brand attachment is a stronger predictor of actual purchasing behavior than
brand attitude (Hoyer et al., 2024). The strong attachment of Shopee users can
increase the close relationship between users and Shopee, so that this attachment
can influence users to remain loyal to the brand and not turn to other brands.
Because users with a strong sense of attachment to the brand will cause repeated
use. This can increase loyalty to a brand. Research from Yurindera (2022), Purba
(2020), Sani & Masnita (2023) brand attachment has a positive and significant
effect on brand loyalty. Meanwhile, research from Nuraeni et al. (2023) has a
positive but insignificant effect on brand loyalty.

Furthermore, brand image reflects the extrinsic nature of services or
products, including how capable a brand is in meeting the social as well as the
psychological needs of customers (Kotler et al., 2017). Therefore, it is important
to build a brand imagine and maintain it. The Shopee marketplace must maintain
its brand image in terms of quality, reputation, and character to maintain a strong
brand image. Without paying attention to brand image, it will be very difficult
for a company to keep consumers loyal to it (Primandaru et al., 2023). Research
from Riyanto (2023), Kurnia Illahi et al. (2022), Sastrawan & Pramudana (2022),
Afiati et al. (2024) brand image positively and significantly affects brand loyalty.
Meanwhile, as explained in research by Pramudita et al. (2022) brand image
positively affects brand loyalty, but the effect is insignificant.
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Trust is one of the requirements for enjoying a healthy long-term
relationship (Kotler et al., 2017). Therefore, Shopee always maintains trust by
providing good service honestly and providing security to all users. By forming
trust between consumers and the brand, it can increase brand loyalty. Research
from Pramudita et al. (2022), Bryan et al. (2023), Rahmadhani et al. (2022), Afiati
et al. (2024) found that brand trust positively and significantly affects brand
loyalty. Meanwhile, study by Pramudita et al. (2022) concluded that brand trust
shows an effect that is positive, however insignificant.

This research is a development from the researcher Primandaru et al. (2023),
entitled “The Influence of Brand Identity, Brand Attachment, Brand Image on
Brand Loyalty in Geoff Max Shoes.” Previous research revealed that brand
identity shows an effect that is positive but insignificant, while brand attachment
and brand image are shown to have effects that are positive and significant on
brand loyalty. The addition of one independent variable which is brand trust, is
the main difference from this study, taken from the research by Wahyono et al.
(2022), because it shows to have an effect that is positive and significant on brand
loyalty. This study aims to explore more deeply the factors that influence brand
loyalty, especially among Shopee marketplace users and consumers.

LITERATURE REVIEW
Planned Behavior Theory (TPB)

Theory of Planned Behavior (TPB), according to Ajzen, 1991 in (Siqueira et
al., 2022), distinguishes three types, which are: beliefs relating to behaviour,
beliefs relating to norms, as well as control beliefs. These three beliefs relate to
attitude construction, subjective norms, along with perceived behavioral control.
Behavioral attitudes become the basis for a person to act by considering
advantages and benefits. Subjective norms refer to conditions where an
individual feels social pressure in their choices to do an action or to not do it. And
furthermore, the perception of behavioral control, which is based on the
conditions where an individual does something with considerations related to
the level of difficulty or ease. A person will do something if it is considered easy,
but if it is considered difficult, they will be reluctant to do it. The emergence of
this action depends on how an individual perceives their experience when doing
something.

Attitude is one of the components that drives an individual's behavior.
Attitude, according to Solomon (2020), is an individual's tendency to give a
judgment, either negative or positive, about a product or object. A person's
willingness to do something is based on the attitude that each individual has.
Attitude reflects a favorable or unfavorable judgment of an object, and this plays
a role in motivating consumers to buy or avoid certain products or brands
(Schiffman et al., 2019). Brand attachment and brand trust are attitudes that can
influence a person's behavior towards a brand. So that it can refer to brand
loyalty, a person will do something if they feel that Shopee has provided positive
benefits, so they will be happy to show loyalty to Shopee.

Subjective norms can influence brand loyalty. According to Schiffman et.
(2019) Subjective norms are people's feelings about what other relevant people
(e.g., family, friends, roommates, coworkers) think about the action the person is
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contemplating. Subjective norms are formed due to normative beliefs and
motivations from referents that consumers trust. A person will intend to display
a behavior when he perceives that others also consider it as something that
should be done. Brand identity is one of the subjective norms that people think
of Shopee. For this reason, subjective norms can influence those around you to
be loyal to one brand.

According to Ustman (2023) The perception of behavioral control is a
perception of control that an individual has regarding a behavior. A person has
control within himself over whether or not it feels difficult to perform a behavior,
thus forming the perception of behavioral control. Thus, perceived behavioral
control basically describes the beliefs of an individual regarding the complexity
or the simplicity of performing an action (Andriana, 2020). Behavioral control is
basically a person's perception formed from experiences and obstacles, which
allows them to look for solutions to overcome an action. Brand image as well as
brand loyalty are perceptions of an individual’s behavioral control. Thus, an
individual who has subjective attitudes and norms can provide support related
to certain actions and will depend on their behavioral control.

Brand Identity

Brand identity, according to Fabian Geyrhalter (2016), which is a set of
associations that the target audience makes with products that strengthen and
deepen the position to strengthen the relationship with the product. Brand
identity is a brand’s unique association that is a manifestation of what the brand
promises to consumers (Lutfi et al., 2023). Achieving brand loyalty can be in line
with company expectations if the brand loyalty has a brand identity that is
attached to consumers and also gives a strong impression of the brand. Based on
the explanation of Simajaya et al. (2024), brand identity is a series of brand
concepts that a company designs to form and maintain a brand image in the
market. Brand identity is the distinct features and characters of a particular brand
that are not possessed by other brands. So that companies can compete and
survive with other competitors.

Research shows that brand loyalty is significantly affected by brand identity
Budihardja & Sitinjak (2022). Brand identity is used as a strategy by companies
to foster brand loyalty. This aligns with the research by Pelupessy et al. (2022)
and Marvelyn (2020) which also shows that brand identity positively and
significantly affects brand loyalty.

H1: Brand Identity has a positive and significant effect on Brand Loyalty.

Brand Attachment

According to Hoyer et al. (2024) Emotional attachment to a brand is a
stronger predictor of actual purchasing behavior than brand attitude. The more
emotionally attached consumers are to a brand, the more likely they are to use
and buy it repeatedly over time. Brand attachment is a set of cognitive and
emotional factors that build a brand well, reflecting individual expectations and
aspirations (Trisno & Sri Yuliaty, 2024). Brand attachment is a crucial concept in
marketing because it has a major impact on perception, evaluation, and behavior.
Brand attachment is the emotional attachment behavior that consumers have in

941



Mubarok, Haryanto, Rachmawati, Fauziridwan

building a good relationship with the brand. So that with a strong feeling of
attachment to a brand, it may lead to increased loyalty to the brand.

According to Yurindera (2022) explains that the result of brand attachment
positively and significantly influences brand loyalty. This finding is backed by
the research carried out by Purba (2020) and Sani & Masnita (2023) which shows
brand attachment positively and significantly affects brand loyalty.

H2: Brand Attachment has a positive and significant effect on Brand Loyalty.

Brand Image

Brand image, as defined by Kotler et al. (2017), reflects the extrinsic nature
of a service or product, including how capable a brand is in meeting the social
and psychological needs of customers. From this definition, a conclusion can be
drawn that brand image is consumers’ perception as well as beliefs in a brand,
where consumers or users recognize and can distinguish the brand from others.
According to Haryanto & Harsono (2022) Brand image is a comprehensive factor,
which illustrates that there are factors that influence brand image, such as name,
price, packaging, sponsorship, advertising style, and time on the market.
Something that is embedded in consumers about a product is not just a brand,
but also defines the quality of the product, so that it can stick in consumers” minds
when they want to purchase certain products. Brand image is the image that a
brand gives to consumers so that it can influence the psychological needs of
consumers and be imagined in the minds of consumers when interacting with
the brand. To build a brand image, companies need to consistently provide a
positive experience, communicate effectively, and maintain consistency in all
aspects of the business to increase loyalty to a brand.

Research according to Riyanto (2023) explains that the results of brand
image positively and significantly influences brand loyalty. This finding also
supports the research by Kurnia Illahi et al. (2022), Sastrawan & Pramudana
(2022) and Afiati et al. (2024) which concluded that brand image positively and
significantly affects brand loyalty.

H3: Brand Image has a positive and significant effect on Brand Loyalty.

Brand Trust

According to Kotler et al. (2017), Building trust is one of the requirements
for enjoying a healthy long-term relationship. Thus, brand trust refers to a sense
of confidence in a certain product or brand that makes it a mainstay compared to
other products or brands because it has the ability and can also meet the
expectations of users and consumers. Brand trust, according to Rosenbaum-
Elliott et al. (2018), is the prospect of enabling companies to meet their needs. In
the concept of marketing relations, trust in a brand is the key that initiates the
formation of brand loyalty. Brand Trust is the trust given to consumers because
the brand has provided services that have succeeded in meeting the needs and
expectations of consumers well. With the brand trust that the company has built
with consumers, it can increase brand loyalty between the company and
consumers.

According to research Pramudita et al. (2022) explains that brand trust
positively and significantly affects brand loyalty. This finding is backed by the
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research of Bryan et al. (2023), Rahmadhani et al. (2022), Afiati et al. (2024) which
concluded that brand trust positively and significantly affects brand loyalty.
H4: Brand Trust has a positive and significant effect on Brand Loyalty.

Brand Loyalty

Loyalty is a consumer decision, whether conscious or not, which is
manifested in the form of intention or action to continue to buy a brand
repeatedly Kotler et al. (2017). Brand loyalty is an effort made and demonstrated
to form a relationship that is lasting between the brand and the consumer.
Meanwhile, brand loyalty, according to Wahyudi & Riyani (2025), is a measure
of consumer’s loyalty, closeness or attachment to a brand. With this, brand
loyalty provides a loyal view of the brand, both consciously and unconsciously,
through repeated use.

Hypothesis

H1: Brand Identity has a positive and significant effect on Brand Loyalty.
H2: Brand Attachment has a positive and significant effect on Brand Loyalty.
H3: Brand Image has a positive and significant effect on Brand Loyalty.

H4: Brand Trust has a positive and significant effect on Brand Loyalty.

From the development of the hypothesis, a research framework was formed
as presented in Figure 2.

Brand Identity (X1) H1+

\ .

. \  H2+

Brand Attachment (X2) \
V[ Brand Loyalty (Y) ]
Brand Image (X3)

Ha+

Brand Trust (X4)

Figure 2. Framework of Thought Path Diagram

METHODOLOGY

In this study, we implement quantitative methods (Sugiyono, 2024). With
a population consisting of Muhammadiyah University of Purwokerto students
who have accounts and use the Shopee marketplace. The sample was taken using
the Proportionate Stratified Random Sampling method, with the following
respondent criteria:
1. Active students of Muhammadiyah University Purwokerto.
2. Students have a Shopee account.
3. Students have used Shopee in the last month.
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Data collection was obtained using Google Forms directly by scanning the
barcode of the questionnaire given to active Shopee users at Muhammadiyah
University of Purwokerto. The Slovin Formula was utilized in this study for
determining the sample size, the formula is as follows:

Note:

n = Number of samples
N = Total population

E = Margin of error (10%)

n= N
1 +N (e)?
13283
n ey
1+13283 (0,1)2

_ 13283
133,83

n =100

In this study, it is necessary to add 25% of data to prevent dropouts. So that
the sample used is 125 respondents because it is sufficient to represent the
population (Sugiyono, 2024). This study’s measurement of variables used Likert
scale, with each question given a score of 1-5. Each variable has a statement that
is arranged based on indicators as a benchmark for each statement item. The
variables used include brand identity, brand attachment, brand image, along
with brand trust as independent variables, with the dependent variable being
brand loyalty. This study uses the SmartPLS 3.0 analysis tool. In accordance with
the designed hypothesis, the use of SmartPLS in this study began with
measurement (outer model), followed by model structure (inner model), and the
last one is hypothesis testing (Pratiwi et al., 2022). The following is indicators
adapted from previous research to measure this study’s variables:

Table 2. Research Variable Statement Indicators

According to Fabian Geyrhalter (2016), brand identity is several specific
associations that the target audience makes with products that strengthen and
deepen the position to strengthen the relationship with the product.

Brand identity is the distinct features and characters of a particular brand that is
not shared by other brands.

Brand Image Indicators Statement
(X1)

=

1. Brand name The name Shopee is easily recognized.
2. The name Shopee is always mentioned by

many people.

2. Logo 3. In my opinion, Shopee has a cool logo.
4. The shopee logo design is interesting to look
at.
3. Slogan 5. Shopee has a unique slogan compared to

other marketplaces.
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Research sources from 6. The shopee slogan is easy to remember in
(Putra et al., 2023) many people's minds.

According to Hoyer et al. (2024) a stronger predictor of actual purchasing
behavior than brand attitude is emotional attachment to the brand.

Brand attachment is the emotional attachment behavior that consumers have in
building good relationships with brands.

Brand attachment Statement
indicator (X2)
1. Affection 1. Ilove everything about Shopee.
2. Shopee has become a part of me.
2. Passion 3. This brand can reflect myself.
4. Using Shopee evokes my positive
experience.
3. Connection 5. The marketplace that I always remember is
Research sources from Shopee.
(Rakhmawati & Tuti, 6. Iam inseparable from Shopee.
2023)

Kotler et al. (2017), Brand image reflects the extrinsic nature of services or
products, including how capable a brand is in meeting the social as well as the
psychological needs of customers.

Brand image is the image that a brand gives to consumers so that it can
influence the psychological needs of consumers and be imagined in the minds
of consumers when interacting with the brand.

Brand Image Indicators Statement
(X3)
1. Brand association’s 1. The Shopee marketplace is very well known.
favorability 2. Shopee is in high demand.
2. Brand association’s 3. Shopee is one of the best brands in the
strenght sector.
4. Shopee has a good reputation and quality.
3. Brand association’s 5. Shopee has better characteristics than other
uniqueness competitors.
Research sources from 6. Shopee is more effective for my needs than
(Amalia et al., 2022) others.

According to Kotler et al. (2017), Building trust is one of the requirements for
enjoying a healthy long-term relationship.

Brand Trust is the trust given to consumers because the brand has provided
services that have succeeded in meeting consumer needs and expectations well.

Brand Trust Indicator Statement
(X4)

1. Brand reliability 1. Ibelieve in the Shopee marketplace.
2. Talways rely on Shopee.
2. Brand 3. Shopee is safe to use.
characteristic 4. Shopee never disappoints.
5.

3. Consumer brand Shopee was completely honest with me

about the product.
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Research sources from 6. Shopee is truly sincere with what is
(Dewi & Dermawan, promised in the services provided..
2022)

According to Kotler et al. (2017) Loyalty is a consumer decision, whether
conscious or not, which is manifested in the form of intention or action to
continue to purchase a brand repeatedly.

Brand loyalty is an effort made and demonstrated to form a relationship that is
lasting between the brand and its consumers.

Brand Loyalty Indicator Statement
(¥)
1. Repeat purchases 1. I'will always use Shopee.
2. Iintend to continue using Shopee.
2. Recommending to 3. I'will recommend Shopee to others who are
others confused about choosing a marketplace.
4. Talways tell people when Shopee has a
promotion.
3. Demonstrate 5. Iam always loyal to Shopee, which provides
resistance to the the value I need.
allure of similar 6. Istill use Shopee even though many other
products/services marketplaces offer attractive promos.
from competitors.
Source of research from
(Dewi & Dermawan,
2022)
RESEARCH RESULT

Characteristics of Respondents

This study’s respondents consisted of several student representatives from
Muhammadiyah University of Purwokerto. A total of 217 respondents were
successfully collected. Based on Table 3, in determining the number of samples,
the Slovin formula was utilized by determining the total of student
representatives in each faculty, resulting in 125 respondents.

Table 3. Respondent Description

Characteristics Categories Number Percentage
17-19 Years 40 18,4%
Age 20-22 Years 149 68,7%
>22 Years 28 12,9%
Gender Male 107 49,3%
Female 110 50,7 %
Faculty of 70 32,3%
Economics &
Business
Faculty of 13 6%
Psychology
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Faculty of Islamic 13 6%

Studies

Faculty of 21 9,7%

Engineering

FKIP 17 7,8%
Faculty Faculty of 13 6%

Pharmacy

Faculty of Law 14 6,5%

Faculty of Health 32 14,7

Sciences

Faculty of 8 3,7%

Medicine

Faculty of 11 5,1%

Agriculture

Faculty of Arts 5 2,3%

<Rp. 1.000.000 70 32,3
Pocket Rp. 1.000.000 - 39 18%
money/month Rp. 2.000.000

>Rp. 2.000.000 108 49,8%

Analysis of the respondents’ characteristics revealed that the majority in
this study were between 20 and 22 years old. The most prominent respondents
were women (50.7), especially in the context of using the Shopee marketplace.
The majority of student respondents were from the Faculty of Business
Economics (32.5%), which is the second most popular faculty at Muhammadiyah
University in Purwokerto. The majority of respondents reported having a
monthly allowance of more than IDR 2,000,000, indicating the need to consider
strategies tailored to the habits of students in using the Shopee marketplace.

Based on descriptive analysis, brand identity has the highest mean value of
4.46 which is found in statement item number 1, namely, the name Shopee is
easily recognized. Meanwhile, the lowest mean value is 3.74 which is found in
statement item number 3, namely, in my opinion, Shopee has a cool logo. For
brand attachment, it has the highest mean value of 4.04 which is found in
statement item number 5, which is the marketplace that I always remember is
Shopee. Meanwhile, the lowest mean value is 3.38 which is found in statement
item number 6, which is that I am inseparable from Shopee. Based on descriptive
analysis, brand image has the highest mean value of 4.44 which is found in
statement item number 1, namely, the Shopee marketplace is very famous.
Meanwhile, the lowest mean value is 4.02 which is found in statement items
number 5 and 6, namely Shopee has better characteristics than other competitors
and Shopee is more effective for my needs than others. And the brand trust result
has the highest mean value of 4.11 which is found in statement item number 1,
namely, I believe in the Shopee marketplace. Meanwhile, the lowest mean value
is 3.69 which is found in statement item number 5, namely Shopee is completely
honest with me about its products. Based on descriptive analysis, brand loyalty
has the highest mean value of 4.05 which is found in statement item number 2,

947



Mubarok, Haryanto, Rachmawati, Fauziridwan

namely, I intend to continue using Shopee. Meanwhile, the lowest mean value is
3.83 which is found in statement item number 5, namely, I am loyal to Shopee
which provides the value I need.

Convergent Validity

The use of convergent validity is to prove that each statement on each
variable is acceptable. A study is said to be reliable and valid with an outer
loading value of >0.70 and an Average Variance Extracted (AVE) value of > 0.50
(Hair et al., 2019). As can be seen on Table 3, there are two indicators that are
eliminated, namely BI1 and BI2 because they have a value below >0.70. The
results that pass from all outer loading values are >0.70 and the results of all AVE
values are >0.50, so a declaration can be made that each indicator is valid and the
convergent validity test is fulfilled.

The reliability test is carried out to ensure that the indicators used can be
measured with a construct, so as to provide stable and consistent results. To
assess reliability, Cronbatch's Alpha and Composite Reliability values that
exceed 0.70 are used, which are indications of good reliability (Hair et al., 2019).
As displayed on Table 4, the results of all Cronbach's Alpha values as well as
Composite Reliability values are > 0.70, hence the conclusion that the reliability
test is fulfilled and the construct shows good reliability.

Table 4. Convergent Validity and Realibity

Items Outer Cronbach’s Composite AVE
Loading Alpha Reliability
Brand 0,780 0,858 0,601
Identity
(B)
BI3 0,816
Bl4 0,757
BI5 0,776
Bl6 0,750
Brand 0,903 0,925 0,675
Attachment
(BA)
BA1l 0,831
BA2 0,858
BA3 0,862
BA4 0,772
BA5 0,722
BA6 0,873
Brand 0,889 0,914 0,641
Image
(BIM)
BIM1 0,724
BIM2 0,746
BIM3 0,824
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BIM4 0,821
BIM5 0,856
BIM6 0,823
Brand 0,899 0,923 0,666
Trust (BT)
BT1 0, 804
BT2 0,818
BT3 0,748
BT4 0,828
BT5 0,879
BT6 0,813
Brand 0,891 0,918 0,651
Loyalty
(BL)
BL1 0,870
BL2 0,810
BL3 0,780
BL4 0,704
BL5 0,826
BL6 0,839

Discriminant Validity

Discriminant validity is a test that functions as a measure of a construct and
an indicator with other constructs. Therefore, the determination of discriminant
validity indicates the uniqueness of a construct, and captures phenomena in the
model that are not represented by other constructs. The discriminant validity’s
high value shown by a construct along with its indicators indicates the
uniqueness of that construct compared to other constructs. The value of
discriminant validity is observed from the Forell-Larcker criterion value, namely
the AVE root value of each variable exceeding the AVE root of its correlation with
other variables, then it can be said to be valid. (Hair et al., 2019), As shown on
Table 5, all the root AVE values of each variable exceed the root AVE of its
correlation with other variables, which indicates that the discriminant validity is
met or valid.

Table 5. Fornell-Larcker Criterion

Brand Brand Brand Brand Brand
Attachment Identity Image Loyalty Trust

Brand 0,822

Attachment

Brand 0,638 0,775

Identity

Brand 0,706 0,671 0,800

Image

Brand 0,656 0,638 0,627 0,807

Loyalty
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Brand 0,772 0,714 0,773 0,700 0,816
Trust

Koefisien Determinan (R-Square)

R Square (R2) aims to explain the effect of the independent variable on the
dependent variable, whether it shows a substantive impact or not. The R2 test is
considered good if the value is close to 1 and is able to explain the dependent
variable (Hair et al., 2019). Table 6 shows the R Square Brand Loyalty value of
0.553 or 55.3%, meaning that the brand identity, brand attachment, brand image,
along with brand trust variables are capable of explaining the brand loyalty
variable by 55.3 percent, with variables not included explaining the remaining
44.7 percent.

Table 6. R-Square
R Square R Square Adjusted
Brand Loyalty 0,553 0,538

Hypothesis Testing Results (Bootstrapping)

The conduct of hypothesis testing is to test the significance of the statistical
coefficient of the path or hypothesis obtained through the bootstrapping method.
The hypothesis is considered significant if the P Value < 0.05 (Hair et al., 2019).
A positive directional relationship has a positive original sample value (O) and a
negative directional hypothesis has a negative original sample value (O).

Table 7. Hypothesis Testing Results

Original P Values  Decision
Sample (O)
Brand 0,215 0,036 Positive and
Attachment -> Significant
Brand Loyalty Influence
Brand Identity 0,222 0,086 Positive and
-> Brand Insignificant
Loyalty Influence
Brand Image -> 0,088 0,287 Positive and
Brand Loyalty Insignificant
Influence
Brand Trust -> 0,307 0,009 Positive and
Brand Loyalty Significant
Influence

DISCUSSION

Referring to the test results, this study shows that brand identity positively
affects brand loyalty, however the effect is insignificant. Therefore, leading to the
rejection of hypothesis H1. Based on descriptive statistics, the highest response
was that respondents felt that the name Shopee was easily recognized. The lowest
response was that Shopee had a cool logo. This finding can be explained by the
fact that brand identity is not always accepted and influential to consumers,
because having a well-known brand is in itself a guarantee of loyal consumers
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without having to consider brand identity first. This result supports the research
conducted (Primandaru et al., 2023).

The test findings indicate that hypothesis H2 is accepted, where brand
attachment positively and significantly affects brand loyalty. Referring to the
descriptive statistics, the highest response from respondents stated that the
marketplace that is always remembered is Shopee. The lowest response from
respondents stated that they are inseparable from Shopee. This finding indicates
that the more attached and attached users or consumers are to a brand, the higher
the level of brand attachment will be. This finding is in line with Yurindera
(2022), Purba (2020), Sani & Masnita (2023), Elistia et al. (2023) it is explained that
the feeling of attachment to a specific brand will not transfer to another.

The test results on hypothesis H3 indicate that brand image positively
affects brand loyalty, however the effect is insignificant. Referring to the
descriptive statistics, the highest description of the respondents' answers stated
that the Shopee marketplace is very famous. The lowest respondents answered
that Shopee has better characteristics than other competitors and Shopee is more
effective for my needs than others. This finding indicates that the majority of
consumers do not prioritize brand image, such as design, reputation, or
popularity, but pay more attention to whether the product can meet their needs,
according to the results of (Pramudita et al., 2022).

The test results on the H4 hypothesis show an effect that is positive and
significant on brand loyalty. Referring to the descriptive statistics, the highest
description of the respondents' answers stated that I believe in the Shopee
marketplace. The lowest respondent answered that Shopee was completely
honest with me about the product. This finding shows that the more sense of
trust consumers have in the brand, the more loyal they will be. This finding is
backed by the research of Pramudita et al. (2022), Bryan et al. (2023), Rahmadhani
et al. (2022), Afiati et al. (2024), which explains that the more consumers trust a
brand, the stronger and higher the level of loyalty.

From this study’s results, the application of the Planned Behavior Theory
explains how brand identity, brand attachment, brand image, along with brand
trust influence brand loyalty. This study’s findings indicate that brand identity
as well as brand image show effects that are positive and insignificant, because a
strong brand identity will be inherent in the minds of consumers or users, while
the majority of consumers do not consider brand image important and only look
at how the brand can meet their needs. In addition, brand attachment as well as
brand trust positively and significantly affect brand loyalty, because a strong
emotional relationship between the brand and its consumers will create brand
attachment. And by placing high trust in consumers or users, their level of trust
will be higher.

CONCLUSIONS AND RECOMMENDATIONS

Referring to the results of research as well as discussion, a conclusion can
be drawn that brand identity has an effect that is positive, but insignificant. Brand
attachment positively and significantly affects brand loyalty. Meanwhile, brand
image shows an effect that is positive but insignificant on brand loyalty, and
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brand trust positively and significantly affects brand loyalty. The
recommendation that can be made from the findings of this study is to further
examine the internal and external aspects related to things that can influence
brand loyalty to the brand.

ADVANCED RESEARCH

The research has a limited sample of consumers of certain marketplace
users, such as Shopee, which may not be representative of all consumers and
users. This research only focuses on four factors, namely brand identity, brand
attachment, brand image, as well as brand trust. Meanwhile, there are still many
other factors that may influence brand loyalty. It is recommended for future
research to expand and increase the sample used. As well as considering other
factors that can influence brand loyalty, such as Brand Awareness or Perceived
Quality. Furthermore, it is recommended for further research to search for and
increase the population or it can involve the general environment.

ACKNOWLEDGMENT

The author would like to express his gratitude to the supervisor who has
provided guidance, thanks to his parents who always pray and provide support,
and to all those who have contributed and helped in carrying out this research.

REFERENCES
Afiati, L., Liesta Verawati, & Muhamad Syaeful Anwar. (2024). Faktor Penentu

Loyalitas Merek Pada Kopi Pandawa Di Indonesia. Jurnal Lentera Bisnis,
13(2), 1007-1022. https:/ /doi.org/10.34127 /jrlab.v13i2.1121

Alamsyah, A. N., & Rahayu, T. S. M. (2024). The Influence Of Flash Sale
Marketing Communication, Free Shipping Tagline, Price Discounts, And
Hedonic Shopping Motivation On Impulsive Purchase Decisions In The

Shopee Marketplace. Asian Journal of Social Science and Management
Technology, 6(4), 1-10.

Alfia, N., & Dwiridotjahjono, J. (2023). Pengaruh Citra Merek dan Kepercayaan
Merek terhadap Loyalitas Merek Lipstik Wardah : Studi pada Pelanggan
Reslaj : Religion Education Social Laa Roiba Journal. ReLaa Roiba Journal Slaj :
Religion Education Social, 5(2023), 32-44.
https:/ /doi.org/10.47476/ reslaj.v5i1.1284

Amalia et al., 2022. (2022). Pengaruh Brand Ambassador, Brand Image, Dan
Word Of Mouth Terhadap Keputusan Pembelian Mie Instan Pada Remaja.
Jurnal IImu Manajemen, 10(4), 1227-1236.

Andriana, N. (2020). Kepatuhan Bendahara Desa Dalam Memenuhi Kewajiban
Perpajakan Dalam Prespektif Teori Planned Behavior. JURNAL PAJAK

952



International Journal of Business and Applied Economics (IJBAE)

Vol. 4, No. 3, 2025: 937-956

INDONESIA (Indonesian Tax Review), 3(2), 20-28.
https:/ /doi.org/10.31092/jpi.v3i2.737

Bryan, N. M., Keni, K., Negara, E. S., & Dharmawan, P. (2023). Pengaruh Brand
Competence, Brand Trust, Brand Experience, Dan E-Wom Terhadap Brand
Loyalty Dompet Digital. Jurnal Muara Ilmu Ekonomi Dan Bisnis, 7(1), 17-29.
https:/ /doi.org/10.24912/jmieb.v7i1.22067

Budihardja, L., & Sitinjak, T. (2022). Pengaruh Identitas Merek, Citra Merek, Dan
Kepercayaan Merek Terhadap Loyalitas Pada Konsumen Sepatu Nike Di
Jakarta. Jurnal Manajemen, 11(2), 1-8. https:/ /doi.org/10.46806/jm.v11i2.870

David Kari. (2024). Statistik Pendapatan dan Penggunaan Shopee (2024). Business of
Apps. https:/ /www .businessofapps.com/data/shopee-statistics/

Dewi, C. P., & Dermawan, R. (2022). Pengaruh Citra Merek dan Kepercayaan
merek terhadap Loyalitas Produk Roma Sari Gandum di Wilayah Gresik.
Ekonomis: Journal of  Economics and Business, 6(2), 506.
https:/ /doi.org/10.33087 / ekonomis.v6i2.596

Elistia, E., Aprillia, F., Rojuaniah, R., & Edastama, P. (2023). Determinan Brand
Loyalty Mobil Toyota. Jurnal Ekonomi Bisnis, Manajemen Dan Akuntansi
(JEBMA), 3(3), 574-587. https:/ / doi.org/10.47709/jebma.v3i3.2835

Fabian Geyrhalter. (2016). How To Launch A Brand. Brandtro Publishing.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). The Results of PLS-
SEM Article information. European Business Review, 31(1), 2-24.

Haryanto, T., & Harsono, M. (2022). Brand Image dalam Kajian Filsafat Ilmu.
Jurnal — Manajemen Bisnis Dan Keuangan, 3(2), 115-130.
https:/ /doi.org/10.51805/jmbk.v3i2.71

Hoyer, W. D., Mclnnis, D. J., & Pieters, R. (2024). Consumer Behavior.
Kotler, P., Manceau, D., & Keller, K. (2017). Marketing Management(15e édition).

Kurnia [llahi, S., Andarini, S., Pembangunan, U., Veteran, N. ", & Timur, J. (2022).
Reslaj: Religion Education Social Laa Roiba Journal Pengaruh Brand Image dan
Brand Awareness terhadap Brand Loyalty pada Penggquna Provider Telkomsel di
Surabaya. 4, 1684-1697. https:/ / databoks.katadata.co.id

Lutfi, A. M., Yanti, S., Suhardis, A., & Rumengan, M. T. (2023). Pengaruh Citra
Merek, Identitas Merek, Preferensi Merk Dan Kepercayaan Konsumen,
Terhadap Minat Beli Ulang Pada Merek Toyota Di Batam. Jurnal Cafetaria,
4(1), 165-174.

953



Mubarok, Haryanto, Rachmawati, Fauziridwan

Mariana, A., Hadianto, B., & Suyanto, C. (2022). Service Quality, Brand Trust, and
Brand Loyalty. Jurnal Manajemen Terapan Dan Keuangan, 10(02), 183-193.
https:/ /doi.org/10.22437 /jmk.v10i02.13027

Marvelyn, C. (2020). Pengaruh Brand Identity Terhadap Brand Loyalty Melalui
Brand Image dan Brand Trust. Jurnal Administrasi Bisnis, 3(4), 923-937.

Nuraeni, Huda, K., & Shofiyah, I. (2023). Pengaruh Emotional Brand Attachment
terhadap Brand Love dan Brand Loyalty pada Produk Kosmetik Merek
Wardah. Jurnal Lentera Bisnis Manajeme, 1(3), 115-121.

Pelupessy, M. M., Tahaparry, G. H., Manajemen, J., Ekonomi, F., & Pattimura, U.
(2022). Pengaruh Identitas Merek , Persepsi Kualitas Produk dan Brand.
Jurnal Pendidikan Tambusa, 6(2), 11317-11324.
https:/ /jptam.org/index.php/jptam/article/download/4235/3541

Pramudita, R., Chamidah, S., & Wahyuningsih, D. W. (2022). Pengaruh Brand
Image, Brand Trust dan Brand Satisfcation Terhadap Brand Loyalty
Pengguna Marketplace Tokopedia. ISOQUANT : Jurnal Ekonomi, Manajemen
Dan Akuntansi, 6(2), 238-248. https:/ /doi.org/10.24269/is0.v6i2.1243

Pratiwi, R., Sanusi, A., & Hasibuan, M. (2022). Teacher performance analysis
using Smart PLS. Proceeding International Conference on Information Technology
and Business, 0(0), 67-73.
https:/ /jurnal.darmajaya.ac.id/index.php/icitb/article/view /3386

Primandaru, N., Kristiani, N., & Pareallo, P. (2023). Faktor-Faktor yang
Mempengaruhi Brand Loyalty pada Sepatu Lokal Indonesia. Journal of
Business & Banking, 12(2), 203. https:/ /doi.org/10.14414/jbb.v12i2.3495

Purba, G. (2020). Pengaruh Brand Experience, Brand Trust dan Brand Satisfaction
terhadap Brand Loyalty. 02(01), 1-6.

Putra, L. P., Riana, E., Nurmala, R., & Kuswoyo, M. T. (2023). Pengaruh product
quality, brand identity, pricing strategy, dan promotion terhadap
purchasing decision. Jurnal Ekobis:Ekonomi, Bisnis Dan Manajemen, 13(2), 141~
154. http:/ /ejournal.utmj.ac.id/index.php/ekobis

Rahmadhani, S., Nofirda, F. A, & Sulistyandari. (2022). Pengaruh Kualitas
Produk, Citra Merek Dan Kepercayaan Merek Terhadap Loyalitas Merek
Dengan Kepuasan Pelanggan Sebagai Mediasi (Studi Pada Merek Apple).
DeReMa(Development of Research Management): Jurnal Manajemen, 17(2), 205-
222.

Rakhmawati, H., & Tuti, M. (2023). Brand Experience Affects Brand Attitude,

954



International Journal of Business and Applied Economics (IJBAE)
Vol. 4, No. 3, 2025: 937-956

Brand attachment, Brand Satisfaction, and Brand Loyalty On Customer
Make Over. Jurnal Dinamika Manajemen, 14(1), 124-136.
https:/ /doi.org/10.15294/jdm.v14i1.41488

Rania, D. (2024). 5 Marketplace yang Jadi Pilihan Pengunjung di Indonesia [Tahun
2023]. Jubelio. https:/ /jubelio.com/marketplace-yang-jadi-pilihan-
pengunjung-di-indonesia/

Riyanto, F. A. (2023). Pengaruh Brand Experience dan Brand Image terhadap
Brand Loyalty dengan Brand Trust sebagai Variabel Intervening. Jurnal
Ilmiah Poli Bisnis, 15(1), 65-84. https:/ /doi.org/10.30630/jipb.v15i1.1071

Rosenbaum-Elliott, R., Percy, L. & Pervan, S. (2018). Strategic Brand
Management. In Strategic Brand Management.
https:/ /doi.org/10.1093 /hebz/9780198797807.001.0001

Sani, D. C. P., & Masnita, Y. (2023). Pengaruh Brand SatisfactionTerhadap Brand
Loyaltypada Produk Skincare Lokal Whitelab. Mufakat: Jurnal Ekonomi,
Manajemen Dan Akuntansi, 2(4), 755-762.

Sastrawan, M. D., & Pramudana, K. A. S. (2022). Peran Brand Trust Memediasi
Brand Image Terhadap Brand Loyalty: Studi Pada Toko Dwipa Umalas
Badung. E-Jurnal ~Manajemen  Universitas  Udayana, 11(4), 658.
https:/ /doi.org/10.24843 / ejmunud.2022.v11.i04.p02

Schiffman, Leon G & Wisenblit, J. (2019). Consumer Behavior 12th Editition.
http:/ /localhost:8080/xmlui/handle/123456789/339

Simajaya, H. H., Nirwana, A., & Pramudya, B. (2024). MEREK OCHA KITCHEN
DI KOTA MALANG. 05(01), 68-82.

Siqueira, M. S. S., Nascimento, P. O., & Freire, A. P. (2022). Reporting Behaviour
of People with Disabilities in relation to the Lack of Accessibility on
Government Websites: Analysis in the light of the Theory of Planned
Behaviour. Disability, CBR and Inclusive Development, 33(1), 52-68.
https:/ /doi.org/10.47985/ dcidj.475

Solomon, M. (2020). Consumer Behavior Buying, Having, and Being. In Pearson
(Issue April).

Sugiyono. (2024). Metode Penelitian Kuantitatif. Alfabeta.

Trisno, Sri Yuliaty, N. A. (2024). Pengaruh brand attachment , brand experience, &
brand love, terhadap brand equity study merek scarlett kosmetik 1,2,3. 17(2), 1619~
1630.

955



Mubarok, Haryanto, Rachmawati, Fauziridwan

Ustman, U. (2023). Pengaruh Sikap, Norma Subjektif, Dan Kontrol Perilaku
Persepsian Terhadap Kepatuhan Pajak Umkm Di Pamekasan. Aktiva : Jurnal
Akuntansi Dan Investasi, 8(2), 134-143.
https:/ /doi.org/10.53712/ aktiva.v8i2.2235

Wahyono, S. A., Hellyani, C. A., & Sin, L. G. (2022). Analisis Pengaruh Identitas,
Citra Dan Kepercayaan Terhadap Loyalitas Merek. Referensi: Jurnal Ilmu
Manajemen Dan Akuntansi, 9(2), 145-150.
https:/ /doi.org/10.33366/ ref.v9i2.3031

Wahyudi, H., & Riyani, O. (2025). Pengaruh Brand Trust dan Brand Love terhadap
Brand Loyalty Konsumen Hand and Body Lotion Marina Mahasiswa Fakultas
Ekonomi Universitas Baiturrahmah. 1-15.

Yurindera, N. (2022). Pengaruh Brand Attachment Terhadap Repurchase
Intention Pada Kopi Kenangan Dengan Brand Commitment Dan Brand

Loyalty Sebagai Variabel Intervening. Egien - Jurnal Ekonomi Dan Bisnis,
11(04), 208-216. https:/ / doi.org/10.34308 / eqien.v11i04.1246

956



