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Article history In shopping online, information plays a key role in decision-
Received 17 July 2024 making. EWOM, Electronic word of mouth can be used as a
Revised 21 July 2024 reliable source of information. Consumer information is
Accepted 1 August 2024 searched for by looking at customer reviews and influencer

reviews. They represent various experiences and evaluations
of a product that can be taken into consideration. Apart from
these two things, Brand Image is also questionable whether
it is still influential amidst the many EWOMs circulating. This
study aims to examine the effect of influencer endorsements,
online customer reviews, and brand image on purchase
intentions mediated by trust. In this research, quantitative
research was carried out and data were processed from 333
respondents from an online survey spread throughout
Indonesia. SEM analyzed the collected data in SmatPLS. The
results of the study show that online customer reviews and
brand image have an effect on purchase intention and trust,
but influencer endorsements do not.
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Introduction

According to data from We Are Social and Hootsuite [1], Indonesia ranks fifth in the list
of countries most frequently engaging in online shopping, following Thailand, South Korea,
Mexico, and Turkey. Consumer behavior varies when shopping online; for instance, consumers
seek recommendations, consider shipping costs, are influenced by advertisements, easily
compare with other stores, and can shop anytime and anywhere. Based on research by SIRLO,
Indonesians shop online an average of 3-5 times a month, potentially spending up to 15% of
their monthly income.

Research indicates that, over the past two years, social media has increasingly become
a platform for shopping. Many people are attracted to shopping on social media due to the
engaging product experiences. According to a report by Populix titled “The Social Commerce
Landscape in Indonesia,” the percentages of social media usage for shopping in Indonesia are
45% for TikTok Shop, 21% for WhatsApp, 10% for Facebook, and 10% for Instagram [2].

In this study, the researcher will focus on online shopping on TikTok Shop, as TikTok
is currently the most widely used social application in Indonesia. TikTok is a social media
platform featuring short videos ranging from 15 seconds to 3 minutes. TikTok Shop is
characterized by the "yellow basket" icon and features such as store, chat, cart, and buy now.
A distinctive feature of TikTok Shop is that buyers can only purchase items through videos
appearing on their "For You Page" (FYP).

Information plays a crucial role in online shopping, as customers seek as much
information as possible to confirm their choices [3]. Customer reviews on products can be
considered electronic Word of Mouth (eWOM), representing customers' evaluations of their
product experiences. Additionally, many marketers currently use influencers to promote their
products. Influencers represent a modern implementation of word of mouth by influencing
others through their recommendations.

In online shopping, customers cannot see products directly; therefore, brand image
becomes one of the most important aspects considered. Customers tend to purchase well-
known brands or those with a reputed image, ensuring they won't be disappointed despite not
seeing the product in person. The factors of influencer endorsements and online customer
reviews motivate sellers to enhance their brand image as much as possible. However, this leads
to the prevalence of fake reviews, influencer endorsements, and product photos, resulting in
many cases where customers are disappointed with items that do not match reviews,
influencer recommendations, or displayed photos. Thus, itis compelling to investigate whether
influencer endorsements, online customer reviews, and brand image can still be trusted and

influence buyers' trust in purchasing products.
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Theoretical Framework

A. Influencer Endorsement

Influencer marketing focuses on key individuals within a target market [4]. Influencers are
individuals who exhibit expertise, credibility, and enthusiasm that influence a large number of
people. Influencers regularly create new ideas, concepts, and content that capture attention on
social media. They are effective in spreading messages, popularizing trends, and boosting sales.
Influencers are crucial because they act as opinion leaders who influence many people. Trust
in influencers leads followers to perceive the relationship as beneficial, thereby enhancing
message effectiveness [5].
B. Online Customer Reviews

Online customer reviews can reduce the risk of purchasing products by informing
prospective buyers about the experiences of previous customers, thereby increasing decision-
making efficiency [6]. However, the abundance of online customer reviews can cause bias and
uncertainty among customers. Detailed, lengthy, and consistent reviews, on the other hand,
increase the credibility of the reviews [7]. Customer reviews are important to consider because
online purchasing decisions are significantly influenced by interactions with others [8]. Since
customers cannot see the products directly when shopping online, reviews that include textual
comments, images, and numerical ratings provide a better depiction of the products. Online
customer reviews serve as decision reinforcers when consumers encounter numerous
products.
C. Brand Image

A brand influences customers' subjective perceptions, affecting consumer behavior [9]. As
defined by Ref. [10], brand image is a perception of a brand represented by brand associations
in the consumer’s memory. Brand associations are mental connections between a person and
a brand in the form of memories, impressions, feelings, perceptions, experiences, beliefs, and
attitudes. A more positive consumer attitude towards a product indicates a better brand image
[11]. To achieve a positive image, companies can utilize social media for branding and vigorous
promotion. The brand image helps consumers distinguish a brand from its competitors,
making it easily recognizable when there is a need to use the product [12]. A successful brand
image is achieved when it attains a strong position in the hearts of customers.
D. Customer Trust

Trust is the belief in the goodwill of the seller after consumers have thoroughly reviewed
the seller's characteristics [13]. Trust is established when the seller delivers the product as
promised [14]. Trust in this context is subjective, provided by customers through their

attitudes, reactions, and reviews after using the product. Trust plays a crucial role due to the
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inherent uncertainty risks in transactions [8]. Trust is particularly influential in online
shopping, as consumers are unlikely to transact if they do not trust the seller [13]. Trust can
enhance perceived customer value, and reduce anxiety, vulnerability, and uncertainty, leading
to greater satisfaction.

E. Purchase Intention

Purchase intention is defined as the consumer's response to a product that indicates a
desire to make a purchase [15]. This stage usually begins with the consumer seeking
information about the product. The process starts with the emergence of a need, information
processing, and then brand evaluation, with e-WOM often playing a role. Purchase intention is
crucial as it can help increase a company's revenue [16]. Companies need to understand signs
of customer interest in a product, such as seeking more information, considering a purchase,
wanting to try the product, and feeling a desire to own it. Influencer endorsements affect the
relationship with buyers during this process [17]. Additionally, online customer reviews show
prospective buyers the advantages of a product, positively or negatively influencing purchase
intention [18].

F. Research Hypotheses

In the social media environment, influencer marketing becomes a long-term partnership
between brands and influencers because of the relationship with the product that eventually
leads to trust [19]. The number of followers an influencer has influenced the credibility of the
information. The mutual trust between influencers and customers is obtained from continuous
relationships. Thus, this study hypothesizes H1: Influencer Endorsement has a positive effect
on Customer Trust. Consumers' trust in online customer reviews can be reliable when the
information is detailed and accompanied by images or videos. When consumers search for
reviews on online shopping platforms, a positive image is formed in their minds, leading to
trust and potentially increasing purchase intention. Good customer reviews must be
trustworthy, have integrity, and be reliable. Online customer reviews are very helpful for
finding products based on experiences [20]. Thus, this study hypothesizes H2: Online Customer
Reviews have a positive effect on Customer Trust.

An established brand image can reduce risk, thereby influencing purchase intention [11].
Moreover, a good brand image will also enhance consumer trust, which can reduce purchasing
risks. Consumers are more likely to trust well-known products and are less inclined to switch
to other brands. Therefore, to build customer loyalty, consumer trust must first be established
[21]. Thus, this study hypothesizes H3: Brand Image has a positive effect on Customer Trust.

Ref. [22] revealed that trust is a crucial factor influencing purchasing behavior. Trust can
reduce risk, making it a determinant that can drive the relationship between brands and

customers in the online marketplace. Various studies have shown that trust positively affects
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customers' online purchase intentions, with higher consumer trust leading to higher purchase
intentions. Thus, this study hypothesizes H4: Customer Trust has a positive effect on Purchase
Intention.

Individuals with interests in specific areas tend to follow relevant behaviors. Thus,
influencers can act like trusted community centers to attract consumer interest engaged with
the influencer [23]. Influencer endorsements can be trusted when they provide credible
information presented with high quality. Furthermore, Ref. [11] showed that if consumers
trust a brand, it positively influences risk reduction and ultimately affects purchase intention.
A good brand image fosters trust because the brand is perceived as reliable and experienced
in its field. Additionally, various studies indicate that online reviews are essential for shaping
customer choices and reducing fraud concerns for managers [24]. Thus, this study
hypothesizes H5: Customer Trust mediates the relationship between Influencer Endorsement
and Purchase Intention. H6: Customer Trust mediates the relationship between Online
Customer Reviews and Purchase Intention. H7: Customer Trust mediates the relationship
between Brand Image and Purchase Intention.

Material and Methods
A. Research Design

This study employs a quantitative method by conducting hypothesis testing. Based on the
data collection period, this research is categorized as cross-sectional, as the data is collected at
a single point in a specified period [25]. The population of this study includes individuals who
have made online purchases. The sample consists of Indonesian individuals who have used
TikTok Shop. According to Ref. [26], the sample size is determined by multiplying the number
of research indicators by 5 to 10, resulting in a minimum sample size of 125. This study uses
non-probability sampling techniques, including purposive sampling, convenience sampling,

and snowball sampling.

This research primarily uses primary data sourced from an online survey. The
questionnaire is distributed in the form of a LimeSurvey link shared via social media platforms
such as Instagram, Twitter, WhatsApp, Facebook, and others. Additionally, this study also
utilizes secondary data from journals, books, proceedings, review articles, websites, and

reliable news sources.
B. Operational Definitions

In this study, the variables are adopted from previous research. Influencer Endorsement is
measured using four indicators from Ref. [27]. Online Review is measured using five indicators

from Ref. [17]. Brand Image is measured using seven indicators from Ref. [28]. Customer Trust
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is measured using five indicators from Ref. [29] and Ref. [30]. Purchase Intention is measured

using four indicators from Ref. [31], with a Likert scale ranging from 1 to 5.
C. Data Analysis Method

Before analyzing the data, an instrument test is conducted, including validity and reliability
tests. The SmartPLS3 software is used in this study to conduct convergent and discriminant
validity tests. Convergent validity is measured by the Average Variance Extracted (AVE) value,
which should be at least 0.5. Discriminant validity is measured using the Fornell-Larcker
criterion and the Heterotrait-Monotrait (HTMT) ratio. The higher the validity of the
instruments in the study, the greater the accuracy of the measurements (Sekaran & Bougie,
2019). Reliability tests indicate that the instrument does not have errors under different
measurement conditions [25]. Cronbach's Alpha and Composite Reliability (CR) methods are

used to test the level of reliability; a value above 0.7 indicates reliability [26].

In this study, Structural Equation Modelling (SEM) statistical techniques are used for
hypothesis testing using SmartPLS3 software. This technique allows for the examination and
measurement of the complexity of relationships between variables. The study uses T-statistics,
and if the t-test value is greater than 1.96 with a significance level of 5%, the hypothesis will

be accepted [26].
Results
A. Respondent Data

This study uses primary data from TikTok users throughout Indonesia, collected using
LimeSurvey. Out of the 363 respondents collected, 333 passed the screening. The survey was
distributed online through social media (Instagram, Twitter, and WhatsApp) using broadcast

and personal chat techniques. The respondent profile is as follows.

2;1% 3:1% 7;2%

= <20 = 20-25 = 26-30
= Male = Female 31-35 = 36-40 = >40
a. Gender b. Age
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Fig. 1. Respondent characteristics

Based on the data above, 80.5% of respondents are female, and 19.5% are male. The majority
of respondents are aged 20-25 years, comprising 65.5%, followed by respondents under 20
years at 25.5%. Most respondents reside in Central Java (38.4%), followed by Jakarta (20.7%).
Other regions include East Java, West Java, Banten, Lampung, Yogyakarta, and more. In terms
of education, the majority of respondents have a Bachelor’s degree (68.2%), followed by those
with a Senior High School education (24.3%). Lastly, the highest income category is
respondents earning less than 500,000 (36.9%), followed by those earning 500,001-1,500,000
(25.5%).
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B. Instrument Testing

Before data analysis, the research instruments were tested for reliability and validity using
PLS-SEM in SmartPLS software. The testing includes three stages: internal consistency

reliability, convergent validity, and discriminant validity.

Table 1. Reliability Test

Variable Cronbach's Composite Average Variance
Alpha Reliability (CR)  Extracted (AVE)

Brand Image 0.871 0.901 0.566

Customer Trust 0.865 0.903 0.651

Influencer Endorsement 0.857 0.902 0.698

Online Customer Review 0.819 0.872 0.580

Purchase Intention 0.784 0.861 0.608

Table 1 shows the reliability test results using Cronbach's alpha. If the Cronbach's alpha is
above 0.7 and the Composite Reliability is 20.70, the variable is considered reliable. All

variables in this study meet the reliability criteria, indicating no measurement errors [25].

Table 2. Outer Loadings

Variable Indicator Brand Customer Influencer Online Purchase AVE
Image Trust Endorsement Customer Intention
Review
Brand Image BI1 0.780 0.566
BI2 0.767
BI3 0.773
Bl4 0.764
BI5 0.683
Bl6 0.789
BI7 0.701
Customer CT1 0.721 0.651
Trust CT2 0.797
CT3 0.838
CT4 0.840
CT5 0.832
Influencer IE1 0.812 0.698
Endorsement  IE2 0.877
IE3 0.834
IE4 0.819
Online OCR1 0.745 0.580
Customer OCR2 0.819
Review OCR3 0.605
OCR4 0.796
OCR5 0.822
Purchase PI1 0.774 0.608
Intention PI2 0.735
PI3 0.852
PI4 0.752

For outer loading values (Table 2), most indicators have values above 0.7, with two indicators

slightly below 0.7 but still above 0.6, which are considered acceptable [26]. This indicates that
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all items are valid. Construct validity is evaluated by measuring the Average Variance Extracted
(AVE). To meet the criteria, the AVE value must be equal to or greater than 0.5. According to
the research data, all variables have AVE values above 0.5, with Brand Image at 0.566,
Customer Trust at 0.651, Influencer Endorsement at 0.698, Online Customer Review at 0.580,

and Purchase Intention at 0.608. Thus, all variables demonstrate convergent validity.

Table 3. Discriminant Validity Fornell-Larcker Criterion

Brand Customer Influencer Online Purchase
Image Trust Endorsement Customer Intention
Review

Brand Image 0.752

Customer Trust 0.515 0.807

Influencer 0.439 0.369 0.836

Endorsement

Online  Customer 0.427 0.408 0.589 0.762

Review

Purchase Intention  0.577 0.565 0.502 0.517 0.780

To assess discriminant validity, the Fornell-Larcker Criterion is used (See Table 3), which
determines if an indicator is a good measure based on the guideline that each indicator should
correlate highly with its construct alone. Discriminant validity in this study is analyzed by
comparing the square root of the AVE with the correlations among the constructs in the model.
As seen in the table above, all Fornell-Larcker Criterion values for each variable are greater
than their respective AVE values, thus all variables are declared valid. For instance, the Fornell-
Larcker Criterion value for Brand Image is 0.752, with an AVE value of 0.566, and for Customer
Trust, the Fornell-Larcker Criterion value is 0.807, with an AVE value of 0.651. Therefore, it

can be concluded that all constructs meet the validity criteria and further analysis can proceed.
C. Model Testing

Evaluating the inner model is necessary to describe the relationship between exogenous
and endogenous latent variables. This analysis ensures an accurate structural model. See Table

4 for the results.

Table 4. Path Coefficient Test

Original Sample (0)
Brand Image -> Customer Trust 0.398
Customer Trust -> Purchase Intention 0.565
Influencer Endorsement -> Customer Trust 0.081
Online Customer Review -> Customer Trust 0.190

Path coefficients are weak if they are close to 0, and strong or positive when close to 1. Based

on the table above, it can be seen that all variables have positive correlations, although their
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values vary. The highest value is the correlation between Customer Trust and Purchase
Intention at 0.565, while the lowest is between Influencer Endorsement and Customer Trust

at 0.081.

Furthermore, the R-Square value for the combined influence of Influencer Endorsement,
Online Customer Reviews, and Brand Image on Customer Trust is 0.313, with an adjusted R-
Square value of 0.307. This indicates that all exogenous constructs (Influencer Endorsement,
Online Customer Reviews, and Brand Image) collectively affect Customer Trust by 30.7%.
Since the adjusted R-Square value is more than 0.33 but less than 0.67, the influence is

considered moderate.

Meanwhile, the R-Square value for the combined influence of Influencer Endorsement,
Online Customer Reviews, Brand Image, and Customer Trust on Purchase Intention is 0.319,
with an adjusted R-Square value of 0.317. This means that all exogenous constructs collectively
affect Purchase Intention by 31.7%. Similarly, since the adjusted R-Square value is more than

0.33 but less than 0.67, the influence is considered moderate.

In terms of the F-Square values, Customer Trust has a significant effect on Purchase
Intention as its value is greater than 0.35. Brand Image has a medium effect on Customer Trust,
with values between 0.15 and 0.35. Online Customer Review has a small effect on Customer
Trust, with values between 0.02 and 0.15. The influence of Influencer Endorsement on

Customer Trust is negligible as its value is less than 0.02.
D. Structural Model and Hypothesis Testing

After conducting the instrument testing, the following section explains the structural
model analysis to test the previously proposed hypotheses. The results of the PLS-SEM analysis

are presented in Table 5.

Table 5. Path Coefficients

Original Sample Standard T P Values Notes
Sample Mean (M) Deviation Statistics
(0) (STDEV)
Brand Image -> 0.398 0.393 0.052 7.728 0.000 Significant
Customer Trust
Influencer 0.081 0.088 0.063 1.301 0.194 Not
Endorsement -> Significant
Customer Trust
Online 0.190 0.199 0.065 2.908 0.004 Significant
Customer
Review ->
Customer Trust
Customer Trust 0.565 0.571 0.037 15.218 0.000 Significant
-> Purchase
Intention
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From the table above, it can be seen that the t-test value for the hypothesis testing of the effect
of Brand Image on Customer Trust is 7.728 with a p-value of 0.000. With a confidence level of
95% and a t-test standard of 1.96, the relationship between Brand Image and Customer Trust
is significant because the t-test value is greater than 1.96 and the p-value is below 0.05.
Therefore, it can be concluded that the hypothesis that Brand Image affects Customer Trust is

accepted.

For the hypothesis testing of the effect of Influencer Endorsement on Customer Trust, the
t-test value is 1.301 with a p-value of 0.194. With a confidence level of 95% and a t-test
standard of 1.96, the relationship between Influencer Endorsement and Customer Trust is not
significant because the t-test value is less than 1.96 and the p-value is above 0.05. Therefore, it
can be concluded that the hypothesis that Influencer Endorsement affects Customer Trust is

not accepted.

For the hypothesis testing of the effect of Online Customer Review on Customer Trust, the
t-test value is 2.908 with a p-value of 0.004. With a confidence level of 95% and a t-test
standard of 1.96, the relationship between Online Customer Review and Customer Trust is
significant because the t-test value is greater than 1.96 and the p-value is below 0.05. Therefore,
it can be concluded that the hypothesis that Online Customer Review affects Customer Trust is

accepted.

For the hypothesis testing of the effect of Customer Trust on Purchase Intention, the t-test
value is 15.218 with a p-value of 0.000. With a confidence level of 95% and a t-test standard of
1.96, the relationship between Customer Trust and Purchase Intention is significant because
the t-test value is greater than 1.96 and the p-value is below 0.05. Therefore, it can be

concluded that the hypothesis that Customer Trust affects Purchase Intention is accepted.

Table 6. Mediation Effects

Independent Mediation Dependent P1 P2 P3 Conclusion
Brand Image  Customer  Purchase 7.709 5.424 6.103 Complementary
Trust Intention (partial
mediation)
Significant  Significant  Significant
Influencer Customer  Purchase 1.330 5.424 2911 Direct only (no
Endorsement Trust Intention mediation)
Not Significant Significant
Significant
Online Customer  Purchase 2.570 5.424 396 Complementary
Customer Trust Intention (partial
Review mediation)

Significant Significant Significant
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From Table 6, Customer Trust acts as complementary partial mediation in the relationship
between Brand Image and Purchase Intention because P1, P2, and P3 are significantly positive.
However, in the relationship between Influencer Endorsement and Purchase Intention,
Customer Trust does not act as a mediator (direct only) because P1 is not significant while P2
and P3 are significant. In the relationship between Online Customer Review and Purchase
Intention, Customer Trust acts as complementary partial mediation because P1, P2, and P3 are

significantly positive.
Discussion

This study contributes to the literature by examining the effects of Influencer
Endorsements, Online Customer Reviews, and Brand Image on Trust directly and Purchase
Intention indirectly in the context of online shopping on TikTok Shop. The findings indicate
that Influencer Endorsements do not have a significant direct effect on Trust and do not have
a significant indirect effect on Purchase Intention. This suggests that numerous factors
influence the effectiveness of influencer endorsements, making their impact on purchasing
decisions non-absolute. One prominent factor is credibility. The credibility of a source of
information is crucial in the decision-making process [32]. When influencers can represent
brand identity, they are more effective in conveying information and are perceived as more
credible in persuasively delivering advertisements [33]. One way to gauge an influencer's

credibility is by their number of followers, but this is not always determinative [34].

Influencer endorsements can be effective and enhance brand presence and sales if the
products they promote align with their image. When a brand matches the personality of an
influencer, the influencer appears more trustworthy and convincing. Influencers also appear
more confident and effective in delivering their messages. The identity of the influencer affects
the response generated, which influences consumer engagement [35]. However, many brands
still overlook this and choose influencers based solely on their rising popularity. Moreover, not
all influencers can be influential because the extent to which consumers are familiar with them
also matters. Using well-known influencers can generate purchase intentions but does not
necessarily lead to positive attitudes toward the brand [36]. This is because influencers
promote many brands, leading to bias against already existing attitudes towards other brands.
By maintaining originality, influencers can develop a unique identity and become key opinion

leaders.

In contrast, Online Customer Reviews have a significant direct effect on Trust and a
significant indirect effect on Purchase Intention. Online Customer Reviews can be written by
anyone, making them genuinely come from real customers. Customers can provide reviews in

the form of text, photos, or videos, serving as testimonials for the purchased products. Photos
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in product listings tend to be less realistic because they are taken professionally and edited,

whereas customer photos are unedited and taken in real-life contexts.

These results align with previous research by Ref. [37], which found that textual
reviews play a crucial role in expressing consumer opinions, while image reviews clarify or
enhance consumer understanding of ambiguous products. Additionally, research by Ref. [38]
indicates that numerical ratings, commonly known as star ratings or scores, influence
customer decision-making. Online customer reviews enhance interaction between companies
and consumers, making transactions more trustworthy and easier, consistent with Ref. [39]
findings that social media platforms can boost shopping success. This relationship is also
consistent with findings by Ref. [29], which explain that trust is a key mechanism for promoting

successful transactions by reducing distrust.

Furthermore, the study found that Brand Image has a significant direct effect on Trust
and a significant indirect effect on Purchase Intention. Brand Image is the most crucial factor
positively influencing purchase intention, consistent with research by Ref. [11]. Building brand
awareness can drive consumer purchase intentions. In determining trust, brand image is
important as it reflects the brand's attractiveness and value. The results are consistent with
studies by Ref. [30] showing that consumers tend to choose well-known brands that dominate

the market niche because they trust those brands.

Brand image plays a vital role in determining whether a brand can sustain and be well-
received by the market. It also serves as the personality of a brand, strengthening the
company's mission. The brand image creates an impression in the eyes of consumers,
becoming a company's hallmark and guiding its direction. According to Ref. [40], consumers
will purchase products that align with their personality. Therefore, to strengthen consumer
trust, brands must have a clear and positive brand image, so many customers will feel it aligns
with their personality. Research by Ref. [41] found that 64% of consumers say that sharing

values with a company is the main reason for trusting and wanting a relationship with a brand.

Trust also has a significant impact on purchase intention, as found in previous studies
by Ref. [4] and Ref. [8]. Enhancing the trust relationship with consumers increases perceived
value, ultimately strengthening their purchase intentions. Trust is a well-known determinant
in decision-making. It plays a crucial role in transactions, especially regarding risk and
uncertainty. In online shopping and e-commerece, trust is paramount because consumers will
not transact if they do not trust the seller [13]. This is consistent with Ref. [42], who states that

trust is the most crucial factor in online shopping.
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Trust can be gained by providing complete and credible information to customers [43].
Information that enhances trust can include reviews, testimonials, clear product images, and
descriptions. Additionally, building trust is important as it can lead to repeat purchases [44].
In online purchases, the risk is higher, so when consumers trust a product, they are likely to
reduce risk by making repeat purchases from the same store that satisfied them. Trust can also

be increased by maintaining communication with customers, as it reduces doubt.

The t-test results indicate that Brand Image has the strongest influence among the
variables. Consumers in this study have more trustin the brand image of the product itself than
in other consumers' reviews or influencer endorsements. A strong brand image reduces
uncertainty, making the product more credible and trustworthy. Additionally, a good brand
image fosters loyalty, so loyal customers are less influenced by reviews and influencer
endorsements. On the other hand, Influencer Endorsement has the lowest t-test value,
indicating that influencer endorsements on social media or online shopping platforms do not
significantly impact consumer trust. This is because influencers promote many products,
leading to trust bias, and consumers are aware that influencers are paid to promote products,
unlike honest customer reviews. This aligns with affiliate marketing, where individuals are

paid or earn commissions for selling a company's products.
Conclusion

Online Customer Reviews have a direct impact on Trust and an indirect impact on
Purchase Intention. This suggests that consumers still heavily rely on reviews from previous
buyers when shopping online. Businesses should pay attention to these reviews to enhance
their brand image and influence sales. Brand Image directly affects Trust and indirectly
influences Purchase Intention. A strong brand image boosts consumer trust in a product.
Therefore, businesses should cultivate a positive brand image to encourage purchases.
Influencer Endorsements do not have a significant impact on Trust or Purchase Intention. This
lack of effect is attributed to factors such as the influencer’s credibility, alignment with the
product, and the potential bias from promoting multiple products. The trust serves as a partial
mediator between Brand Image and Purchase Intention, as well as between Online Customer
Reviews and Purchase Intention. However, Trust does not mediate the relationship between

Influencer Endorsements and Purchase Intention.

For practical implications, businesses should leverage online customer reviews to build
trust and influence purchase intentions. They should also focus on developing a strong brand
image since it remains crucial for consumer trust and purchasing decisions. While influencer

endorsements may not significantly affect trust or purchase intention, they can still play a role
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in making products more visible and appealing, provided influencers align with the product’s

personality and have a good image.

Future research could explore additional variables specific to TikTok, such as video
content quality, duration, type, and upload schedule. Further studies could also identify TikTok
user demographics in Indonesia for more targeted results. Experimental research methods
could offer deeper insights into the direct effects of influencer endorsements, online customer
reviews, and brand image on trust and purchase intention. Direct observation might also

provide more accurate cause-and-effect relationships.
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